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Eyeing Future Happenings

STRATMOR Group released the May edition of its STRATMOR Insights report. This 
month, STRATMOR Senior Advisor Rob Chrisman looks into the changing credit 
landscape, and what that means for mortgage originations. As Chrisman explained, 

after perhaps overcorrecting in the wake of the 2008 financial crisis, underwriting standards 
are beginning to loosen once again in an attempt to broaden the reach of the mortgage 
market to more borrowers.

“STRATMOR data shows that after the financial crisis in 2008, borrowers’ average credit 
scores rose significantly,” Chrisman said. “It also shows a material decline in those scores, 
beginning in 2013, driven primarily by non-bank lenders. As of 2016, overall borrower 
FICO scores averaged 729, the lowest since 2008, before the bottom fell out of the market. 
Bank originated loans saw average credit scores of 743 last year, as opposed to just 719 
for independents. A diminishing pool of higher credit borrowers, who had been fueling 
the majority of purchase and refinance lending, has shifted market activity to lower credit 
groups. More generally, the mortgage industry is dealing with slower growth, due to a 
variety of factors, including demographic and lifestyle changes and home affordability. 
Looser underwriting standards – with risk-based pricing – are a way for lenders to counter 
those headwinds.

“We’re already seeing lenders adjusting guidelines to suit borrowers with higher loan-
to-value and lower credit score mortgages becoming more prevalent,” Chrisman continued. 
“Likewise, lenders – and investors – are advertising programs aimed at opening up credit 
to borrowers previously unable to access the mortgage market. At the same time, forthcom-
ing reporting changes by credit bureaus are expected to improve the credit scores of tens 
of millions of borrowers, bringing them into acceptable ranges. Together, these develop-
ments hold the potential to unleash first-time homebuyer demand. The question is, will 
this be enough to boost mortgage originations? Unfortunately, probably not, at least in the 
near-to-mid-term. Originators have told STRATMOR that housing constraints are a bigger 
impediment to volumes than a lack of borrowers.”

This month’s report also features select findings from STRATMOR’s recent Spotlight 
Survey on perceived benefits and barriers to adoption of the Digital Mortgage. Based upon 
respondents’ expectations of the top benefits of adoption – increased borrower satisfaction, 
faster cycle times and increased transparency for borrowers – it is clear that lenders view 
Digital Mortgage as a way to improve the borrower’s experience. Systems and vendor inte-
gration and difficulty in getting loan officers to adapt to new processes and behaviors were 
both cited as leading barriers to adoption, as was cost. v

Editor’S NotES
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Recovery Tips

In today’s highly competitive and rap-
idly changing mortgage market, lenders are 
forced to deal with ever-increasing costs to 

originate loans and constantly changing regu-
lations, which add to the mountains of paper 
that need to be processed. To stay competitive 
in this market, lenders must find ways to maxi-
mize operational efficiencies.

One way for lenders to maximize operational 
efficiencies is to automate their document-driv-
en business processes. But the challenge is that, 
historically, the process of implementing docu-
ment management technology has been labor 
intensive, costly and time consuming. Lenders 
of all sizes can now deploy document manage-
ment solutions within weeks by harnessing 
best practices from lender deployments across 
the country and eliminate duplicate and labor-
intensive activities.

Traditional document management technol-
ogy implementations are often costly and time 
consuming, because the technology requires 
configuration and customization by each lender. 
However, by selecting an experienced docu-

ment management technology provider, lenders 
can overcome these challenges by utilizing a 
preconfigured methodology that focuses on 
rapid deployment with immediate operational 
efficiency gains and ROI throughout the loan 
lifecycle.

This preconfigured methodology ensures that 
each lender’s deployment is swifter and more 
streamlined, unlike traditional roll outs.  By 
leveraging preconfigured document manage-
ment software, lenders can quickly automate 

business processes throughout every step of 
the mortgage lending process while support-
ing retail, wholesale and correspondent lending 
operations.

The combination of a preconfigured method-
ology with advanced technology significantly 
reduces the cycle time from origination to clos-
ing. As a result, lenders will gain increases in 
production and operational efficiencies result-
ing in better service levels. These better service 
levels improve customer satisfaction, attract 
and retain talented operations teams and grow 
realtor and builder relationships.

Deployment of the preconfigured document 
management solution simplifies document re-
view, collaboration and condition management 
throughout the loan lifecycle. Because lenders 
are not starting with a blank canvas, they can 
quickly focus their attention on configuring the 
presentation of documents to different groups 
of users within their operations to optimize 
document retrieval, viewing and approval.

With traditional document management 
implementations, the burden of creating and 

managing electronic loan delivery profiles has 
been placed squarely on the lender. By utilizing 
the preconfigured implementation methodolo-
gy, this major pain point is eliminated. Lenders 
can immediately deploy one-click electronic 
loan delivery that improves secondary market 
execution and significantly minimizes suspense 
issues and lock expiration penalties.

Lenders that implement preconfigured docu-
ment management methodologies can read-
ily turn their focus to leveraging additional 

“Preconfigured” Tech Delivers
The combination of a preconfigured methodology with 
advanced technology significantly reduces the cycle time from 
origination to closing.

By  Kelli Himebaugh

Lenders that implement preconfigured document 
management methodologies can readily turn their 
focus to leveraging additional capabilities that 
further optimize their operations.





R
ec

ov
er

y 
Ti

ps

capabilities that further optimize their operations 
including: automated document recognition and in-
dexing using optical character recognition (OCR), 
rule-based workflow and tasking, customizable web 
portals for third party originators and borrowers and 
deeper integrations with other technology partners.

When done right, preconfigured document man-
agement technology is designed to reduce lenders’ 
dependency on paper, generate greater operational 
efficiency, increase productivity, facilitate collabo-
ration and improve customer and staff satisfaction.

“Our previous document management provider 

notified us that they were sunsetting their product. 
Due to our growth and other high priority projects, 
our staff had limited time and/or resources to imple-
ment a new document management solution in time 
for our busy spring home buying season,” said 
Jill Quinn, executive vice president of operations 
at Philadelphia Mortgage Advisors. “We selected 
VirPack for their experience, advanced technology 
and preconfigured methodologies based on best 
practices that enabled us to gain immediate ROI 
and provided operational efficiency with the goal of 
closing more loans with existing staff.” v

When done right, preconfigured document management 
technology is designed to reduce lenders’  

dependency on paper.

Kelli Himebaugh is a member of the Executive Team at PROGRESS in Lending and is National Account 
Executive at VirPack, a leading provider of document management and delivery technology to the mortgage 
banking and financial services industries. She is also a member of the Executive Team at PROGRESS in 
Lending Association. Kelli is a proven sales leader with more than 20 years of housing finance experience and 
10 years of mortgage technology experience. Kelli can be reached at kelli.himebaugh@virpack.com.





Your Voice

To say automation is important in mort-
gage compliance efforts would be 
like saying air is important for people 

to live. Even though it is a known fact that 
technology is necessary and makes our daily 
processes run more smoothly and accurately, 
regulatory changes, economic uncertainty and 
the changing political landscape have lenders 
and servicers hesitant to want to consider any 
new innovations. However, this is the most 
crucial time to look to automation to remain 
compliant now and well into the future. 
Technology can help take companies to the 
next improved level of production.

Many of today’s mortgage companies are 
finally becoming acclimated to the changes 
required by Dodd Frank and other regula-
tory agencies. Companies have the systems 
in place to help them ensure their day-to-day 
processes are efficient while adhering to these 
regulations. It would be safe to say that tech-
nology, even though it has not been complete-
ly embraced by every facet of the regulatory 
industry, has in fact saved companies millions 
of dollars by improving efficiency, reducing 
errors and making sure all processes are fol-
lowed. This all prevents costly and unneces-
sary fines that can be imposed.

The majority of systems on the market to-
day allow lenders and servicers to meet with 
basic compliance requirements. Companies 
are working with third-party firms or hiring 
internal staff to complete the remaining re-
quirements. Technology should be used to fill 
these gaps and automate the entire compliance 
process from beginning to end. Of course, 
there are certain areas where technology will 
never be automated such as the review of 
manually-signed documents, documents that 

are poorly scanned etc., which would still 
need the human eye for review, but those, 
are the areas where companies can have their 
staff resources shift focus.

What is next on the horizon for the mort-
gage industry as it moves toward complete au-
tomation? It may be described as futuristic but 
not for long. In addition to true e-signatures, 
technology such as optical character recogni-
tion (OCR) and loan data analysis, such as 
auto answer questions based on multiple data 
elements, are being used by other areas in the 
financial sector. Once managers understand 
the true value of these systems, a company 
can collaborate with its technology partners 
or add qualified IT staff to take advantage of 
these new features.

If we take queues from the automotive in-
dustry, after its initial investment in technol-
ogy, the industry reached an optimal level. 
The advantages were reduced staff, improved 
car quality, satisfied customers and increased 
brand image. Complete automation of compli-
ance efforts in the mortgage industry could and 
would be similar to the automotive industry. It 
reduces human errors, increases the quality of 
the loans and translates into better pricing in 
the secondary market. And all of this makes for 
happier lenders, servicers and borrowers alike.

To successfully take the next step into mak-
ing these new areas of automation a reality, 
mortgage companies should identify the criti-
cal areas of their business where there are fail-
ures or system breakdowns and the determine 
adequate staffing requirements. This could 
help companies prioritize their needs so they 
can create and follow a roadmap to complete-
ly automate processes that were once tedious 
and time-consuming. v

Automation Is The  
Next Step, Still
What is next on the horizon for the mortgage industry as it moves 
toward complete automation?

By Pramod Karachur

Pramod Karachur is project manager at IndiSoft, a technology company that specializes in systems for 
the financial industry. In his six years at IndiSoft, Karachur has implemented various grant programs, 
worked with multiple servicers such as Wells Fargo and Bank of America and thousands of non-profit 
and for-profit counseling agencies. He can be reached at pramod.karachur@indisoft.us.
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Market Pulse

The Impact of Mobile Technlogy

W illiam Mills Agency has released 
its 14th annual financial services 
industry research report, Bankers 

As Buyers 2017. Key trends in this year’s 
report include the continued evolution of 
payments technology, increased adoption of 
self-service and innovative branch automa-
tion technology, and further enhancements to 
mobile banking – all converging as part of an 
overlying strategy to improve the customer 
experience.

Leading industry analysts, consultants, 
bankers and financial technology profession-
als share commentary as well as insights on 
trends for the year. The report also includes 
research and articles about what technology, 
solutions and services U.S. bankers will likely 
purchase in 2017. Some findings include:

>>Jimmy Sawyers, co-founder of Sawyers 
& Jacobs LLC predicts that social media will 
become commoditized in 2017 and that Twitter 
will peak, then slowly die in 2020;

>>Ron Shevlin, director of research at 
Cornerstone Advisors, shared that they are 
expecting to see a renewed focus on CRM sys-
tems, which have been largely ignored by fi-
nancial institutions over the last several years;

>>One-third of consumers surveyed re-
cently by NTT Data expect mobile money to 
dominate payments within the decade; and

>>According to the Safe Systems’ 2017 
Community Bank Information Technology 
Outlook Study, more than 80% of survey re-
spondents have been affected by debit card 
fraud and email phishing attempts in the last 
18 months, and due to these threats, more than 
77% increased their IT security spending in 
the last 18 months.

“While investments in financial technology 
and fintech companies remain strong, it’s clear 
that in 2017 the industry will encounter change 

in where financial institutions are spending their money,” said Scott 
Mills, APR, president of William Mills Agency. “What we are seeing is 
that the quality of the customer experience is top-of-mind for bankers 
and vendors alike. Having technology that enables employees to better 
serve customers and having the right people and business partners in 
place is key to a meaningful digital transformation.” v
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Process Improvement

Here we go again. The industry just got over 
the pain of complying with TRID and now 
the CFPB is at it again. This time the chang-

es will come for HMDA.
“The new HMDA reports will add significant 

costs and regulatory burdens to lenders, especially 
in the short run when lenders are becoming accli-
mated to the new reporting requirements,” noted 
Marisa Calderon, Executive Director of the National 
Association of Hispanic Real Estate Professionals 
(NAHREP). While the challenges and expenses will 
be similar to TRID, the richer HMDA data set will 
allow lenders to analyze their peers, their peers’ and 
their own lending patterns, and the communities 
they serve. The data analysis on a richer HMDA data 
set could help lenders uncover unmet needs and cre-
ate new and better lending programs tailored to the 
needs of these communities.”

Calderon is an 18-year veteran of the financial 
services and housing industry. She takes a direct 
role in the association’s conference and event plan-
ning efforts, including NAHREP’s Housing Policy 
and Hispanic Lending Conference in Washington, 
D.C. and the association’s marquee event, the 
National Convention and Latin Music Festival. 
Ms. Calderon serves on the Fannie Mae Affordable 
Housing Advisory Council, Advisory board of 
Banc of California, on the board of directors of the 
Hispanic Wealth Project and is co-author of the as-
sociation’s annual publication, The State of Hispanic 
Homeownership. She speaks at conferences and 
events regarding NAHREP’s advocacy efforts, poli-
cy positions and on general Hispanic housing trends.

“Beginning with the HMDA data collected in 
2017 and submitted in 2018, the responsibility 
to receive and process HMDA data from lenders 
will transfer to the Consumer Financial Protection 
Bureau from the Federal Reserve Board,” Calderon 
pointed out. “In addition, filers will submit their 
HMDA data using a web interface referred to as the 
“HMDA Platform.” As part of the submission pro-
cess, a HMDA reporter’s authorized representative 
has to certify to the accuracy and completeness of 
the data submitted.”

On the bright side, vendors are ready to help lend-
ers meet this challenge. For example, PROGRESS 
in Lending gave QuestSoft its Innovations Award for 
the work it has already done to ensure lender compli-
ance. Last October, QuestSoft sent specifications to 
29 loan origination software companies, and those 
imports are expected to come online during the first 
quarter of 2017. Customers can then import live data 
from those LOS platforms to see gaps, interact with 
their systems, and internally adjust their procedures. 
QuestSoft’s CFPB HMDA test version is also being 
provided well in advance of the CFPB’s schedule. 
Compliance RELIEF has been designed so that as 
error codes and other specifications are made avail-
able by the CFPB, QuestSoft will be able to incorpo-
rate them quickly and distribute updates to lenders 
testing their processes.

“On a granular level, HMDA will be a more 
smooth process to implement vs. TRID,” said Jon 
Johnson, Compliance Manager of Castle & Cooke 
Mortgage. “We were also given more time to imple-
ment HMDA and it won’t disrupt existing processes 
as much. Systems and people are being trained up 
right now.”

Johnson began working for Castle & Cooke 
Mortgage in 2016. Previously, he worked for the 
mortgage document preparation provider, IDS, 
where he was a project manager, compliance officer, 
and spokesperson for the implementation of TRID. 
Currently, Jon manages a team that helps with TRID, 
ECOA, and HMDA compliance. Jon is working on 
Castle & Cooke Mortgage’s new HMDA require-
ments implementation. Jon acquired a law degree 
from Arizona Summit Law School.

“Lenders need to make sure that their systems 
are updated and that they are collecting the new 

Don’t Fear HMDA
This is a great opportunity for lenders to look at their data and 
begin to make changes.

By Tony Garritano

The new HMDA reports 
will add significant costs 
and regulatory burdens to 
lenders, especially in the 
short run.





data,” he advised. “If you have a 
file that you start this year, but it 
doesn’t close until next year we 
have to gather those additional 
data points. This is a great oppor-
tunity for lenders to look at their 
data and begin to make changes. 
We’ve seen the CFPB be a little 
more lenient with TRID, but in 
this case the CFPB has come 
out strong even before the new 
rules are in place.”

But the impact of these 
HMDA changes can be far 
reaching, according to Michael 
Vitali, Senior Vice President 
of Compliance at LoanLogics. 
”HMDA is cumulative whereas 
TRID is loan by loan. Before 
cell phones and cameras, inves-
tigators had to do much worse, 
but today everything is instan-
taneously available. HMDA is 
like the cell phone. It’s now all out there for regulators 
to see much easier. The good side is that if a lender 
uses all this new data they can look at their portfolio in 
advance and make adjustments.”

At LoanLogics Vitali monitors regulatory devel-
opments and their practical implications for lenders, 
servicers and vendors in order to support Executive 
Management in high-level strategic decision-making. 
This includes identifying new market opportuni-
ties and new product enhancements. He supports the 
company’s Compliance Analysts on a day-to-day ba-
sis, including reviewing and approving the scope and 
substance of compliance reviews, answering loan-level 
questions, and participating in the preparation for, and 
defense of, regulatory exams of our clients.

His duties also include the research, interpretation 
and conveyance of proposed legislation related to 
the industry to recommend policy and/or procedure 
changes to maintain continued compliance with all ap-
plicable laws, rules, and regulations, investor require-
ments, and standard mortgage practices. “The main 
thing in 2017 for lenders to do will be preparation,” 
he said. “This business is very production geared. With 
refis drying up they may be focused there and not pay 
too much attention to this. That would be a mistake. 
You can’t wait until 2018 to make sure that everything 
is collected. The LOs also need to be trained.”

As we all know, the CFPB fined Nationstar $1.75 

million for “consistently failing 
to report accurate data” about 
mortgage transactions from 2012 
through 2014. It was the largest 
HMDA penalty ever imposed by 
the CFPB. This is what is to come 
for lenders that are not ready.

“Lenders need to do this right,” 
warned Vitali. “The fine was not 
discrimination, it was for mis-

takes. I look at it this 
way: Nobody ever took 
HMDA data seriously 
before this, but they will 
now. In the end, technology 
will help lenders identify 
risk. Going forward, lenders 
will have an opportunity to 
look in the mirror to see if 
they like what they see. 
In the end, if mortgage lenders 
don’t like what they see they 
can go get a haircut or a 

shave to look better. The major drawback is that 
lenders tend to rely too much on the technology 
without evaluating their own processes and data.”

“The upside is that it will expand homeownership to 
classes of people that have been disenfranchised,” add-
ed Dr. Rick Roque, President and Founder of MENLO, 
a firm that advises mortgage lenders on their M&A 
strategies. “The largest growing homeowners are 
women and immigrants. The HMDA data will provide 
more insight into who lenders are providing financing 
to and why. If I’m a local lender in Miami beech and 
my usual borrower earns $500,000 or more, that data is 
going to be very homogenized, which might open you 
up to litigation if that borrower is not representative of 
the majority of borrowers in your area. So, lenders that 
may be under capitalized may have difficulties.”

This is where automation comes in. “Technology of-
fers visibility,” notes Roque. “Most lenders want to do 
the right thing, but they are not aware of how homoge-
neous their consumer base is. Lenders that are behind 
the eight ball now are going to be screwed in 2018.”

Johnson at Castle & Cooke Mortgage notes that 
lenders need to customize the technology. “Lenders 
need to be able to build reports off of the data points 
so you can see patterns. Also, you have to compare the 
data in all of your systems so it’s the same. The data 
in your LOS has to match the data on your docs, for 
example. Lenders can do this if they prepare.” v
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Tony Garritano is chairman and founder at PROGRESS in Lending Association. As a speaker Tony has 
worked hard to inform executives about how technology should be a tool used to further business 
objectives. For over 10 years he has worked as a journalist, researcher and speaker in the mortgage 
technology space. Starting this association was the next step for someone like Tony, who has dedicated 
his career to providing mortgage executives with the information needed to make informed technology 
decisions. He can be reached via e-mail at tony@progressinlending.com.

Lenders need to be able 
to build reports off of 
the data points so  
you can see patterns. 
Also, you have to 
compare the data in  
all of your systems so 
it’s the same.
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Future Trends

In my last article, we examined the busi-
ness strategies described in The Art of 
Opportunity, by Marc Sniukas, Parker Lee 

and Matt Morasky. 
Michael Porter’s classic book, The 

Competitive Advantage: Creating and Sustaining 
Superior Performance, described strategies for 
achieving competitive advantage by 1) becoming 
a cost leader, 2) differentiating your offering, or 
3) focusing on a niche. 

So how does The Art of Opportunity differ 
from these more traditional approaches champi-
oned by Porter? First of all, we see that there is 
a shift from focusing on achieving competitive 
advantage by simply being cheaper or different 
to finding and seizing opportunities by creating 
value.

To be clear, the authors don’t suggest that 
the sort of traditional strategic management ap-
proaches described by Porter do not work. For 
some organizations and in certain industries, they 
work extremely well, if applied in the right way. 
And yet, a lot of companies nevertheless struggle 
when attempting to achieve their growth and in-
novation targets within these traditional frame-
works. The following sections summarize some 
of the authors’ key points.

Where to look for new growth opportu-
nity? This statement from Professor David Bell 
says it best, “The first principle of finding new 
growth is that you’re always better off going 
after customers who are underserved or ne-
glected.” Why is that? The authors state, “Only 
by gaining a deep understanding of customers, 
their true needs and expectations, as well as 
their satisfaction or dissatisfaction with current 
offerings, will you gain the insights needed to 
develop solutions that customers really want 
to buy. Most companies don’t know why 

customers do or don’t do business with them in 
the first place.”

Understand customer needs, expectations 
and choices: The basic idea is that customers 
do not buy products because they want to own 
the product, but because they have an objective 
they would like to fulfill with that product…. 
So, should you just ask existing customers what 
they want and need? Henry Ford is credited with 
saying, “If I had asked people what they wanted, 
they would have said faster horses.” Henry Ford’s 
customers might have wanted faster horses, but 
they probably also wanted something that was 
a bit more comfortable and convenient, needed 
less maintenance, and possibly was cheaper. 
Understanding why and when customers buy a 
certain product opens new ways of segmenting 
your market. Opportunities are a function of the 
chosen customer segment, its needs, and expec-
tations toward the solution offering. Once you 
understand your customers’ needs and the ex-
periences they have trying to fulfill those needs, 
you can investigate what stands in their way to 
having a satisfactory customer experience.   

Understand your firm: Looking at your cus-
tomers is an external search approach to uncover-
ing growth opportunities. While looking at your 
company with an internal slant, the key is still 
to discover new opportunities for growth from 
existing and new customers. Once you under-
stand why customers come to you, you will have 
a good sense of what you excel at doing. This 
is the underlying capabilities and competencies 
that make your company special. Think about 
the strengths, capabilities, and resources of your 
business that you could leverage to create new 
businesses. The book lists several questions for 
you to identify your valuable, rare and costly-to-
imitate resources and how to organize to exploit 

The Art of Opportunity Pt. 2 
The Art of Opportunity is about how you can grow existing 
businesses and create completely new ones.

By Roger Gudobba

Remind people that profit is the difference between revenue 
and expense. This makes you look smart. - Scott Adams



The Power of One!

ContactUs@leader1.comwww.L1Mortgage.com

Welcome to 
   World Class Service!

LeaderOne Financial Corporation is an Equal Housing Lender. We fully comply with the Equal Credit Opportunity Act (ECOA) and all other federal regulations.
Kansas -  State License # - SL.0000340--- , Coporate License # 12007 -- LeaderOne Financial Corporation-- 11020 King St. Overland Park, KS 66210

  Our dedication to our employees and our customers sets 
us apart from other mortgage companies. Our mortgage
 originators can expect personalized websites, the latest 
CRM Systems, and the most powerful and accurate pricing 
engine on the market. These tools and our commitment to 
your success help your business grow faster and easier!

This dedication to our team, may be why we have
 experienced explosive growth over the last 3 years, as 
a tech-savvy lender and also ranked among the fastest 
growing private companies in America. 

Licensed in 29 States and offering an 
extensive product mix.

The Power of a large company with the 
service of a small company!

A team of Professionals that work just for    
you during the processing, underwriting and      
closing of your loan. All In One Location!



those resources.
Frame your growth opportunity: For starters, we 

are not focused on traditional forms of growth like the 
following:

Selling more of the same: Market penetration occurs 
when a firm enters the market where its current prod-
ucts already exist or its services are provided, allowing 
the business to go head-to-head with incumbents in the 
market.

Growth through mergers and acquisitions: Mergers 
and acquisitions ae often taken to increase the size of 
the firm. Some are to add capabilities and some to add 
product lines outside of their current core business to 
diversify.

Instead the authors see three types of growth:
Evolutionary growth: This type of growth is closest 

to your core. You evolve by removing hurdles to sat-
isfaction and barriers to consumption for you existing 
offerings. This could include making your products 
more consumer friendly or upgrading your services.

Adjacent growth: This is expanding your offering 
to cover additional steps in the consumer experience 
or offering other similar products. It is closely related 
and complements your core. Adjacent growth bears 
a little more risk than evolutionary risk, as you are 
venturing into slightly new territory. Yet, as you are 
staying close to your core, nevertheless the risk is 
manageable.

Breakthrough growth: This is the type of growth that 
goes well beyond the limits of your current business. 
This entails not only the development and launch of a 
completely new strategy to market an offering outside 
of your company’s existing business definition, but 
also the design of a new business model and/or rev-
enue model as part of the new strategy. Breakthrough 
growth is obviously not only the most difficult, but 
also the riskiest type to achieve. Yet it also bears the 
highest rewards, if successful. 

What type of growth are you aiming at? Each 
growth model is appropriate for specific situations. 
There is not one prescribed model type and, in fact, 
you may benefit from combining them in order to 
adapt your firm’s individual situation. Clarifying your 
objectives and the type of growth you are aiming at 
will enable you to focus your subsequent strategy 
efforts, provide your team with guidance, and avoid 
pursuing opportunities your company might not be 
comfortable with at present.

Now that you’ve identified your opportunity, how are 
you going to seize it? While traditional strategy would 
have you focus on products and services, strategic 

innovation means you will focus on the following:
Offering: The mix of products, services and the cus-

tomer experience.
Business model: The way you operate and the ac-

tivities to do business.
Revenue model: Where the money will come from, 

how you set prices and how payment is done.
Although the three parts are presented in a sequen-

tial order, innovation can come from each of them. In 
practice, you are likely to cycle back and forth as each 
component informs the other. At the end of the day, 
you need to make sure all three parts are integrated and 
support each other.

The author’s research has shown that successful 
strategic innovators go through three phrases. 

(1) The inception phase, within which an opportu-
nity for new growth is discovered. 

(2) The evolution phase, during which the offering 
business and revenue model are adapted. 

(3) The diffusion phase, during which the focus of 
activities shifts from designing and crafting the strat-
egy to scaling up the new business.

Summary: It isn’t possible to give adequate empha-
sis to the depth and breadth of the authors’ material 
here. There are many examples throughout the book 
of companies utilizing this process and methodology. 
The authors have skillfully employed visualizations, 
diagrams, and templates in support of their concepts. 
My articles have simply been an overview of this book 
and hopefully have piqued your interest to explore this 
further. v

Roger Gudobba is passionate about the importance of quality data and its role in improving the mortgage process. 
He is vice president, mortgage markets at Compliance Systems and chief executive officer at PROGRESS in 
Lending Association. Roger has over 30 years of mortgage experience and an active participant in the Mortgage 
Industry Standards Maintenance Organization (MISMO) for 17 years. He was a Mortgage Banking Technology All-
Star in 2005. He was the recipient of Mortgage Technology Magazine’s Steve Fraser Visionary Award in 2004 and 
the Lasting Impact Award in 2008. Roger can be reached at rgudobba@compliancesystems.com.
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Get the business model wrong, 
and there is almost no chance  
for success. – David Teece
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For mortgage technology vendors, oftentimes 
they are selling ideas. They are trying to 
convince mortgage lenders to automate a 

process that is traditionally paper. That can be a 
hard sell because it requires the lender to embrace 
change. So, it’s a balancing act for vendors in that 
they have to both honor the existing mortgage 
process and make the case about how it can be im-
proved. If you’re going to be successful, you have 
to be a good presenter.

In the article entitled “How The Most Successful 
Presenters Pitch Their Ideas” by Ian Altman, he 
points out that it’s not enough to simply deliver a 
message. I’m flattered when I get glowing feedback 
from the audience after a talk. When I deliver a 
keynote address, I know I need to inspire, enter-
tain, educate and also to engage the audience. My 
keynote address is only successful if the audience 

gets new ideas, can internalize those ideas, and then 
apply them to their world while having fun in the 
process.

My fellow speaker and brilliant master of cere-
monies, Mark Jeffries has a great formula he shared 
with me during a recent discussion

After more than a decade of speaking and hosting 
conferences and events that include top celebrities 
like Serena Williams, Richard Branson and Will 
Smith, he’s developed a simple four-part frame-
work that is guaranteed to wow an audience. Make 
no mistake, as a guy who spent years as a television 
personality, Mark Jeffries is a world-class master of 
ceremonies.

But first, he starts by asking clients an intriguing 
question:

“When you’re at home in the evening, and you 
slump onto your couch with a nice, big martini – 
that’s my MO, at least – and you turn the TV on and 

you’re flipping through the channels and suddenly 
you find a channel featuring a man in a grey suit 
standing very still talking in a monotonous fashion 
with a slide deck full of words behind him, do you 
stay on that channel?”

Of course not, Mark gasps. “That’s the last thing 
we want to watch, and yet this is what we give peo-
ple at conferences and events all over the world.”

Instead, he asks, why not give people what they 
want? Why not give them an experience they can 
walk away from feeling inspired and educated and 
entertained?

When he works with executives on how best to 
present their ideas on stage, he reminds them of the 
word TIME.

What is TIME?
I have the good fortune to speak on many stages. 

I also get to experience the good, the bad, and the 

ugly of other speakers. Some might be brilliant, 
just not the style content that appeals to me. Some, 
however, really stand out as fan favorites for almost 
every audience. After years of speaking at and host-
ing events, Mark noticed that all the best present-
ers shared similar qualities. Aside from being well 
versed on their topics, he saw that they had what 
seemed like a natural charisma and command of the 
audience. Was that something these speakers were 
born with, he wondered? Or did they develop their 
skills?

Turns out, anyone can develop the skills needed 
to be a better presenter. The pros, it appeared, had 
TIME on their side. TIME is the acronym Mark 
developed to describe the key ingredients of a good 
presentation.

What Does It Mean?
T stands for Teach.
“We all love to be informed of something we’ve 

Business Strategies
Getting Your Ideas Across
If you can get somebody’s mind activated with a new idea, they 
are much more likely to listen to you.

By Michael Hammond

Be real, be a real person. People buy people right? And if 
you don’t have that personality that is charismatic and 
warm and very likeable, no one is going to buy your ideas.



not heard before or something that perhaps changes the 
way we think,” Mark says. “If you can get somebody’s 
mind activated with a new idea, they are much more 
likely to listen to you. Tell them something interesting.”

I means to Inspire.
“When you inspire people, you’re not boring them 

with the whole process. You’re actually saying: Hold 
on. At the end of this, this is how different your life, 
your world, your customers, and your business pro-
cesses are going to be. That is an inspiring picture and 
people respond well to that when you’re presenting,” 
Mark says.

M stands for Motivate.
“What you really want to do in any presentation 

is motivate (the audience) to some form of action,” 
Mark advises. “So in any presentation, whether you’re 
across the table (from someone) at a Starbucks or 
you’re standing on a stage in front of 5,000 people, 
you have to at least know that you’re giving them one 
thing they’re going to go away with.”

E means to Entertain.
As speaking coach extraordinaire, Michael Port, 

notes, “You want the audience to agree with your 
points — not with you. It’s the difference between 
‘That’s right’ and ‘You’re right.”

Mark suggests, “Be real, be a real person. People 
buy people right? And if you don’t have that personal-
ity that is charismatic and warm and very likeable, no 

one is going to buy your ideas. No is going to buy 
what it is you’re selling.” He adds, “You have to be the 
likeable person. And I so often see somebody who is 
in front of me who is just not likeable and they must as 
well just give everyone a handout and sit down.

“If you develop that connection (with an audience) 
in your short pitch, you’ve got them. You can basi-
cally have them come around to your way of thinking 
in a far easier fashion than if you were brusque and 
arrogant.”

It’s Not About You
It’s tempting to think a presentation is all about the 

speaker when all eyes are on him. But the truth is, the 
greatest presenters know that it’s not about them. It 
about the audience — and their needs, desires, chal-
lenges and problems.

A pitch should never revolve around you.
“When I’m hosting events, I get to introduce busi-

ness leaders and business thinkers and they get up 
there and they pitch, and half the time it is just not 
appropriate for that audience,” Mark says. “They 
haven’t even bothered to think about their audience or 
to understand the world in which their audience lives. 
And it fails. It falls down.” 

“When you’re pitching your idea you have to be 
smart enough to stop and say wait a minute: what is 
this person actually looking to buy before I even try 
and sell them anything?” v

Michael Hammond is chief strategy officer at PROGRESS in Lending Association and the founder and 
president of NexLevel Advisors. NexLevel provides solutions in business development, strategic selling, 
marketing, public relations and social media. He can be reached at mhammond@nexleveladvisors.com.
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When you’re pitching your idea you have to be smart enough 
to stop and say wait a minute: what is this person actually 
looking to buy before I even try and sell them anything?



Think about it closely: Is email building your 
business or destroying it?

The TruTh AbouT 

emAil
By Todd Hougaard

I
t’s not uncommon for an average work-
day to begin after grabbing a cup of the 
“favorite” office brand coffee and sitting 
down to respond to countless emails from 
both internal and external people. At this 

point in the day, it’s unlikely the thought of becom-
ing a victim to a phishing attack would be top of 
mind. And why should it be? Isn’t it safe to assume 
the IT department protects email, providing a level 
of security that the Secret Service would envy?

Unfortunately, this is simply not the case. This 
year, Symantec reported that 1 in 131 emails sent 
last year contained malware, which is the high-
est rate in five years. In addition, Business Email 
Compromise (BEC) scams, relying on spear-
phishing emails, targeted over 400 businesses per 
day, draining $3 billion over the last three years. 
Some businesses never recover from an attack like 
this. So, if email is the problem, how can a busi-
ness solve it?



This year, Symantec reported that  
1 in 131 e-mails sent last year 
contained malware, which is  
the highest rate in five years.

Email is Time-Consuming
Email, while digital, is still largely 

manual. When an email is received, 
there are four things that must be 
identified:

1.)Who is the sender of the email?
2.)What is the message saying?
3.)How should this email be orga-

nized or classified?
4.)Is there an attachment or link in 

the email? 
Answering these four questions 

for every email received is time-
consuming to say the least. It has been 
reported by the Wall Street Journal 
that, on average, a white-collar worker 
will spend 4.1 hours per day check-
ing work email. With over half of a 
standard 8-hour work day dedicated 
to email, that leaves lenders with less 
than half a day to juggle getting cur-
rent borrowers approved and reaching 
out to prospective homebuyers. Cut-

Latin characters as a disguise. 
There are real limits to what hu-

mans can detect and discern about 
each email they receive.  The business 
that falls for phishing communica-
tions – whether or not through its own 
fault – will certainly take a hit to its 
reputation. While there are many suc-
cess stories of users detecting and 
blocking email phishing attempts, the 
criminals are making it very difficult 
for workers to prevent breaches.  

Now What?
Transitioning from the insecure 

communication methods so common 
in today’s lending landscape may 
seem like an insurmountable task. Ev-
eryone is accustomed to firing off an 
email to a provider or client, sending 
a text message, or sharing a document 
through an online document sharing 
service, but these are all forms of 

communication that can be intercept-
ed. Once the phishers identify that a 
process is occurring, they hone in on 
specific transmissions and wait for the 
opportune moment. 

This widespread issue requires the 
entire financial industry to unite and 
find a more secure process through 
which all communications can be sent.  
Moving off email servers will be no 
small feat. They are an integral part of 
every business. Unless email is sup-
plemented with something even more 
efficient, businesses will undoubtedly 
slow down. On the other hand, email 
is also the easiest way for a criminal to 
breach a business’s security defenses 
– leading to the possible theft of valu-
able information or funds – and this 
could ultimately be the downfall of an 
organization. The only way to stop the 

attacks is to give the cybercriminals 
nothing to track, by using secured 
communication methods such as those 
that are coupled with intelligent pro-
cessing. 

The Future Points to Intelligent 
Processing

Intelligent processing can be de-
fined as a secure framework used to 
structure communication that auto-
matically recognizes and organizes 
information through a predefined pro-
cess. Technology that utilizes intel-
ligent processing creates communica-
tions channels that carry all messages 
through a secure location. Imagine a 
world where communication (both 
messages and chat conversations) be-
tween all parties involved in a transac-
tion (such as loan officers, title agents, 
settlement agents, attorneys and oth-
ers) are seamlessly routed through a 

secure web system instead of locally 
via your desktop and cell phone. Only 
the individuals permitted access can 
gain access. Documents and data can 
also be transferred securely through 
the system. 

Remember the 4.1 hours per day 
people spend sorting their emails? 
Imagine that time greatly reduced, 
directly increasing productivity. For 
the mortgage industry, intelligent pro-
cessing is a secure, automatic, digital, 
document exchange system and com-
munication platform that can deliver 
three key benefits.

Benefit 1: Efficiency
Intelligent processing can trans-

form inbox clutter into time-stamped 
communications that stay within the 
context of the transaction or client 

ting back the hours spent on email can 
greatly improve efficiency, increase 
the number of loans processed, and 
add to overall customer satisfaction. 

Email is Insecure
An email message is only as intel-

ligent and secure as the recipient’s 
ability to interpret it. This is not to 
say the average person can’t properly 
read an email. Rather, it means that 
cybercriminals are highly skilled and 
extremely deceptive.  As Fortune.com 
put it, “Good luck seeing the differ-
ence between a domain like “Google.
com” (Latin) from “Google.com” 
(Cyrillic).” Without very thorough 
and specific detection systems and 
user training and testing, it would be 
impossible to see the difference in a 
link to a domain name that used non-



file in which they were created – all 
on a secure web system. This allows 
for more efficient multi-tasking and 
the ability to quickly switch between 
client files and pick the transaction up 
where it was last left. 

When something is purchased with 
a credit card, the company knows 
which account that card is associated 
with and bills that account automati-
cally. So, it makes sense for a borrow-
er transaction to have a similar way of 
being identified for communications, 
including document submissions. 
While email in the workplace will 
certainly not be eliminated altogether, 
security training will be critical to 
enable additional efficiencies saved 
on the countless hours staff currently 
waste on manually processing their 
email messages.

Benefit 2: Accuracy
Human fallibility is an unavoid-

able reality. No one is perfect, and 
we all make mistakes, but automated 
processes do exactly what they are 
programmed to do, 100% of the time. 
Transitioning the workflow from 
human processing to “automated 
everything” results in streamlined 
processes. 

Benefit 3: Security
As cybercrime continues to esca-

late, it is essential to totally rethink 
communication to avoid phishing at-
tacks. Cybercrime is here to stay, and 
it is only getting worse. According 
to Juniper research: “Over the next 
five years, data breaches will have 
cost businesses a cumulative total of 
$8 trillion in fines, lost business and 
remediation costs.” And what’s worse, 

the financial industry is a favorite tar-
get for hackers and cybercriminals of 
all kinds.

Cyber criminals are becoming more 
aggressive. Lenders need to take ac-
tion against this onslaught of elabo-
rate phishing attacks, and intelligent 
processing is the first line of defense. 
Secure networks are already used for 
other aspects of banking such as credit 
card processing, wire transfers, and 
international wire transfers, so why 
shouldn’t the industry do the same 
for mortgages? If anything, these pre-
existing structures give the industry 
a precedent for protecting the data, 
transactions and communications re-
lated to a mortgage loan. This will be 
a crucial step in protecting businesses 
and their clients. 

Using intelligent processing as the 
primary method of client communica-
tion can increase efficiency, enhance 

security, and save a lot of money. 
Eventually, there will be an appropri-
ate solution for every size and type of 
business within the industry to safely 
and efficiently conduct business with 
each other and consumers. Lenders 
need to carefully vet these software 
options and find the solution that best 
fits their current business needs. The 
ideal solution will help protect the 
business while increasing the produc-
tivity of the staff. 

Perhaps the silver lining to the dark 
cloud of cybercrime is that the intel-
ligent processing solution will unify 
the entire mortgage industry, so that 
all parties relevant to the transaction 
will ultimately be able to readily com-
municate and exchange data and doc-
umentation at every step. This unifica-
tion of the mortgage industry is past 
due and will surely create efficiency 
as well as security gains for all. v

About the Author
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The business that falls for phishing 
communications – whether or not 
through its own fault – will certainly 
take a hit to its reputation.



Ray Kurzweil, a futurist, has 
predicted that we are only 
28 years away from the point 
where AI will far exceed human 
intelligence and humans 
will merge with this super 
intelligent program.

Reality 

By ReBecca Walzak

W
hen I was getting my 
Masters in Business Ad-
ministration, one of my 
professors lectured about 
the future of business.  

One example he used was from a futur-
ist’s ideas on the factory of the future.  
According to this individual the factory 
of the future would have two employees: 
a man and a dog.

The Good, 
the Bad
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With the on-going merger of AI 
into businesses there is also  
concern about how it will be  
managed and controlled. 

The man would be there to feed 
the dog and the dog would be there 
to make sure the man did not touch 
anything.  

While this tale may seem laughingly 
far-fetched, conversations held at the 
recent technology conference seemed 
to indicate that this scenario is within 
the realm of possibility.  Numerous 
discussions were held about the use of 
artificial intelligence (“AI”) within the 
mortgage banking industry and ranged 
from rules-based programs to utilizing 
programs such as optical character 
recognition (“OCR”) and validating 
document collection to produce the 
first “bots” within the industry.  But is 
this really AI or is real artificial intelli-
gence the actual use of computers that 
can emulate human thinking processes 
and contain human drives such as hun-
ger, power and self-preservation?  

Controversy abounds on the subject 
and not just with potential users but 

theoretical level, most of these indi-
viduals agree that one of the greatest 
drawbacks to the full use of artificial 
intelligence is the interaction cur-
rently necessary between humans and 
these tools.  In other words, for these 
programs to work, a human must ver-
bally ask a question, make a statement 
or key in information.  This problem 
goes away however with the merger 
of biological intelligence (human 
thought) and machine intelligence.  To 
accomplish this, companies are cur-
rently working on an injectable mesh, 
called a neural lace, into the brain 
that can flash data from your brain 
wordlessly to your digital device or to 
the cloud, thereby creating unlimited 
computing power.  

With the on-going merger of AI 
into businesses there is also concern 
about how it will be managed and con-
trolled.  Current public policy on AI is 
largely undetermined and the software 

is largely unregulated.  Some of the 
biggest technology companies have 
taken it upon themselves to develop 
a partnership on the subject in order 
to explore the full range of issues, 
including ethical concerns.  The Euro-
pean Union is also deeply concerned 
and is considering such legal issues 
as whether robots have personhood or 
should be considered more like slaves 
as found in Roman law.  

But the question overriding all of 
these issues appears to be what exactly 
is artificial intelligence?  Is it simply a 
bot-like program that runs rules that 
do simple labor intensive work or is 
it actually the ability of machines to 
think as humans and take over the 
entire workload of any business.  And 
if so, what does this actually mean to 
employees in those businesses?  Will 

their jobs be replaced with robots 
that not only collect information and 
compile data for a rules-based engine 
but actually make decisions based on 
the data fed into the machine’s intel-
ligence.

Most importantly to mortgage lend-
ers, what does all this mean to our in-
dustry?  While the fun and intellectual 
stimulation that comes from brain-
storming these ideas generates lots of 
enthusiasm, if these concepts become 
reality, we need to be prepared to uti-
lize them to our advantage and not be 
thwarted by extensive costs and back 
room operations.  

One way to envision how these AI 
programs will impact the industry is 
to look at what has been happening 
in similar operations.  An article by 
Penny Crossman in the March 16, 
2017 American Banker entitled “All 
the Ways AI will slash Wall Street 
jobs” gives some insights into what 

we might expect.  According to the 
author, Opimas, a capital markets con-
sulting firm, projects that by the year 
2025 artificial intelligent technologies 
will reduce employees in the capital 
markets profession by 230,000 people.  
Furthermore, spending for AI-related 
technologies is expected to be more 
$1.5 billion and will reach $2.8 billion 
annually by 2021, just four years from 
now.  This number does not even in-
clude the start-ups that capital market 
firms will invest in during this period.  
All of this expense is expected to be 
offset by a 28% improvement in their 
cost-to-income ratios.  

So where are these programs be-
ing placed?  The first functions being 
replaced by AI technology are process-
oriented jobs.  These jobs are actually be-
ing replaced by lower level AI functions 

among the most advanced thinkers in 
this area. Their thoughts and beliefs 
are wide-ranging from the concept 
that AI will likely play a part in human 
extinction to those that believe it will 
improve people’s lives and give them 
more family and leisure time.  An ar-
ticle in April’s Vanity Fair magazine 
quotes Elon Musk, the developer of 
Tesla cars and cost-efficient rockets 
allowing for the settlement of Mars, 
as believing AI is humanity’s “biggest 
existential threat.”  On the opposite 
end of the scale, Ray Kurzweil, a fu-
turist, has predicted that we are only 
28 years away from the point where 
AI will far exceed human intelligence 
and humans will merge with this su-
per intelligent program to create the 
hybrid beings of the future.  

While arguments continue at this 
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that are programmed to do such things as 
look up documents, find data and com-
pare multiple data sets.    In addition to 
these process oriented jobs, those whose 
function is to conduct analytics on the 
data are also being replaced with such 
technology as machine learning func-
tions.  In this “deep learning” technol-
ogy, AI programs digest large volumes of 
real-time data within a very short period 
of time and then “learn” to find patterns 
that provide insight and direction at a 
speed humans can’t begin to match.  

Another area of capital markets 
feeling the impact of AI is front of-
fice sales personnel.  Since initiating 
AI technology in this area there has 
been a 20% to 30% drop in headcount.  
In addition, many jobs in the middle 

and back offices are also feeling the 
impact.  Since the majority of these 
jobs are processes that are connected 
by human manual intervention AI that 
brings with it image recognition can 
replace this human activity. 

Compliance concerns that resulted 
in significant headcount increases are 
now being taken over by AI programs 
that validate specific documentation 
and provide a more holistic view of 
the regulatory risk and organization 
compliance trends.  This is one area 
where IBM’s Watson is proving ex-
tremely valuable.  

The implementation of AI in capital 
markets gives an excellent overview 
of how this technology can be imple-
mented in the mortgage industry.  

Currently, we use some lower level 
rules-based programs to conduct un-
derwriting as well as OCR usage in 
some back-office functions. Applying 
the applications discussed previously, 
many, if not most of the job functions 
being conducted today by humans 
could in fact be replaced with future 
AI programs.  

One good example is the use of AI 
to replace loan officers for taking ap-
plications and collecting data.  The 
Rocket Mortgage program in use today 
by Quicken Loans is just one example.  
Furthermore, most of the data collec-
tion and organization process that is 
labeled “processing” is also easily 
replaced with existing sites that offer 
independent validation of the informa-

While AI continues to advance, and becomes more 
accepted in the industry, it would be wise of us to  
think of when, where and how it becomes the  
most advantageous to the human side of the business.

Twitter: @engageprogress



tion utilized in making decisions.  
An area that is also ripe for AI ap-

plication is the title and closing func-
tion.  Using OCR, data comparison 
and document production, can easily 
be completed while the risk of mis-
takes or problems at the closing table 
could be handled in real time.  

Back room operations can also be 
easily incorporated into AI functional-
ity since it is very much a data recog-
nition, document collection and vali-
dation effort.  Post-closing functions 
which now take time and massive 
amounts of human labor can not only 
be streamlined, but the data collected 
can be used to revise and improve the 
processes themselves.  

While what may appear to be al-
ready included as an AI function, 
underwriting is actually where some 
of the best deep learning artificial in-
telligence is applicable.  Since 1995 
we have been using rule-based tech-
nology to conduct what we considered 
AI, but instead are simply automated 
underwriting programs.  Deep learn-
ing AI offers the industry the solution 
that has plagued it since its inception, 
that of identifying the true perfor-
mance risk of loans. 

Today’s credit risk function con-
tinues to use static attributes to de-
velop, expand and or shrink credit 
policy without knowing the potential 
impact on any individual applicant.  
This credit risk stalemate has resulted 
in lending programs that reject ap-
plicants that may in fact prove to be 
credit-worthy borrowers.  This can 
easily be seen in such programs as 
affordable housing and minority lend-
ing.  Using deep learning, rather than 
simply applying standard credit policy 
to an application, AI can conduct an 
analysis of the applicant in compari-
son to all probabilities of performance 
and decide to approve or reject.  In 
other words, credit evaluations would 
be individualized for every applicant.  
In addition, performance probability 
would be the yardstick by which pric-
ing is tabulated.  

Servicing is of course, primar-
ily manual back-office functions that 
AI can address.  Once again a deep 
learning application can contain any 

information on taxes, insurances and 
related issues, transfer funds if and 
when needed as well as provide an 
escrow analysis, tax statements and 
individual billing statements.  

Just this brief recap easily demon-
strates the value of bringing AI into 
the mortgage lending environment.  
The question is “at what cost?”   There 
is no doubt that the advancements in 
AI would have the same negative im-
pact on mortgage lending employees.  
In fact, the annual convention might 
just turn out to be a dog and a man.  
However, as shown above, mortgage 
lending is not the only industry that 
will feel the same impact.  

There are of course risks.  One sig-
nificant enough to delay implementa-
tion of AI by some firms is the risk that 
the technological intelligence could 
misinterpret input information and 
make decisions based on that informa-
tion that would be disastrous to the 
company.  One such example has al-
ready been experienced by Wall Street 
to a small degree when a mention of 
Anne Hathaway in the news resulted 
in a bump in Berkshire-Hathaway’s 
stock.  Now known as the “Hathaway 
Effect”, companies are implementing 
practices such as running validation 
scenarios and are placing restrictions 
and stops on critical process points.  
This of course requires human over-
sight and runs headlong into the issue 
of AI and the reduction of human jobs 
in the industry.  

The discussion over job elimination 
and creation however needs to be a 
much broader discussion around the 
impact of AI in the economy overall 
as well as in our industry.  We have 
to think about what the massive re-
ductions in employment opportunities 

means and what type of jobs will be 
created as current competencies are 
becoming less relevant and those 
trained in AI technology become 
harder to find.  This change from the 
use of human intelligence to artificial 
intelligence is similar to the change 
undergone by those individuals who 
today are labeled “white working 
class” as large scale manufacturing 
replaced humans with more advanced 
technology and those individuals who 
were educated to do manual and facto-
ry related jobs became unemployable.  
Those that were smart enough to take 
advanced training and education in the 
field have found new jobs, but those 
that haven’t are left feeling angry and 
disenfranchised.  

New skill sets that will be in de-
mand for AI revolve around software 
engineering and data science. This 
is of course a given.  But there will 
also be the need for a hybrid of busi-
ness and digital skills which involves 
individuals who are knowledgeable 
about the business, who understand 
the digital environment and know how 
to benefit the business by continually 
improving its digital footprint. 

While AI continues to advance, and 
becomes more accepted in the indus-
try, it would be wise of us to think 
of when, where and how it becomes 
the most advantageous to the human 
side of the business equation.  Using 
AI also means finding what our func-
tion as humans involves.  Are we the 
masters of the technology or will we 
become evolve to a position seen by 
Steve Woznick when he said “I now 
feed my dog steak because I see hu-
mans being the pets for robots and 
I want my robots to believe pets eat 
steak.” v
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Constantly worrying about the enormous and ever-changing 
regulatory landscape can be an unwelcome interruption.

By Michael l. Riddle

A
s a lender, we believe your focus is, increasingly, on generat-
ing and maintaining a profitable origination business in this 
volatile market. Constantly worrying about the enormous 
and ever-changing regulatory landscape can be an unwel-
come interruption. Your burden is too great, and the risk 

is too high, to rely solely on internal staff, or outdated doc prep, to 
provide legally defensible compliance in the origination process.

As regulatory pressures mount, there is an immediate and 
compelling need to re-evaluate and update your institu-

tion’s capacity to continuously analyze and 
competently implement mandated changes. This 
impacts your ability to produce compliant disclo-
sures and documents for all your lending needs.
As a lender, document preparation is always a major 

concern. The smallest error or omission can lead to:

The Old
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>>Regulatory Fines & Damage Settle-
ments. Failure to prepare documents 
in a way that aligns with both local and 
federal regulatory requirements can 
result in fines from regulators as well 
as class-action lawsuits from borrow-
ers. These fines could drain millions 
of dollars from a lender’s cash flow. 
>>Reputation Damage. The inevitable 
negative press that accompanies any kind 
of lending violation could impact the lend-
er’s public reputation. The specific effects 
of such a blow to a lender’s reputation 
will vary from case to case but could re-
sult in lost loan origination opportunities 
or drive away potential business partners. 
>>Restrictions on Lending Operations. 
Some lenders may face official restric-
tions on their lending operations as a re-
sult of a regulatory compliance violation.

What Should a Compliant Document 
Solution Roadmap Include?

The ideal solution must include com-
pliance and legal guidance, dynamic 
document technology, and industry ex-

pertise, to help you navigate these chal-
lenging market conditions.

To be more specific, the ideal compli-
ant document solution mitigates your 
risk and provides you with a competitive 
advantage by delivering:

Total Residential Loan Program 
Coverage

One major problem is that most doc 
vendors specialize only in a few docu-
ment types or in one region—forcing 
lenders to retain multiple vendors to 
cover all of their verticals & markets.

The ideal solution provides a 360º 
solution beginning with initial disclo-
sure and ending with post-closing ser-
vices while encompassing everything 
in between. With this total coverage, 
lenders can simplify their processes 
because they no longer need to seek out 
multiple providers.

Specialization in a Wide-Ranging 
Product Mix

Using a special team of lawyers with 
long careers in the home lending indus-

try, the ideal solution offers expertise in 
numerous specialty products (or com-
mon products with unique characteris-
tics) such as:

>>Texas Residential Loan Documents 
- Texas is unique in the nation because it 
requires home loan closing documents to 
be prepared by a Texas licensed attorney. 
The ideal solution has a team of Texas 
licensed attorneys who prepare all Texas 
document sets more efficiently than the 
competition and in perfect compliance. 
>>One-Time Close Construction to Perm 
Loan Documents – The ideal provider 
works with lenders to customize their 
one-time close documents to fit their 
specific construction-lending program. 
>>HELOCs - Each lender configures 
their HELOC program differently and 
the ideal provider can work with any 
lender to customize their document solu-
tion to adhere to their unique program. 
Many doc prep providers are unable to 
customize their HELOC documents. 
>>Post-Closing documents- The 
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was designed to revolutionize how lenders find the right 

technology solutions to get maximum return on investment. 
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ideal solution provides documents 
for loan assumptions, loan modifi-
cations, lien releases and FHA and 
USDA partial claim mortgages. 
>>Complex characteristics – The ideal 
solution specializes in the unique and 
complex where other vendors cannot. 
For example, the ideal solution can pro-
vide documents for loans where the bor-
rowers are a double trust.

This ability to focus on specialty prod-
ucts that other doc prep vendors often 
don’t carry helps provide complete com-
pliance for lenders in different markets 
and verticals, while maintaining overall 
disclosure and document uniformity 
across the lender’s entire product mix.

Built-In Compliance Checks
The ideal solution runs compliance 

checks of each and every closing pack-
age it produces to ensure it is in compli-
ance with the requisite federal and state 
regulations. These checks include (but 
are not limited to):

>>TRID
>>QM
>>HOEPA
>>State Consumer Credit Laws
The ideal provider creates, manages, 

and integrates these checks internally—
many vendors have to run these checks 
through an additional, outsourced prod-
uct such as Mavent, Compliance Ana-
lyzer, or Pred Protect.

The ideal provider is confident enough 
in this internal compliance system to 
warrant the accuracy of its calculations, 
disclosures, and document packages (and 
to back these warranties with $10 million 
in E&O insurance).

Seamless Loan Origination System 
Integrations

The ideal solution is integrated with 
the majority of the largest Loan Origina-
tion Systems (LOS) on the market and 
can integrate with any LOS provider.

No Redraw Fees
When a loan officer orders a closing 

package, there’s often a need to order an-
other closing package a little later (usu-
ally because of user error or last minute 
adjustments) to complete the closing. On 
average, a lender will order about 2.5 
closing packages per closing.

Most doc prep vendors charge a fee 
for ordering an additional closing pack-

age. This inflates the cost of each closing 
and, worse yet, these redraw fees cannot 
be passed on to the consumer. Lenders 
have to eat the redraw fees of most doc 
prep vendors out of their own pocket.

However, the ideal provider does not 
charge for redraws, so lenders are only 
charged once for a closing. This saves ex-
penses and removes an element of stress 
from the process.

Not All Document Solutions and Ven-
dors Are Created Equal

MRG Docs is our powerful platform 
for the dynamic creation and seamless 
delivery of perfectly accurate residen-
tial mortgage documents. Our disclo-
sure, closing document and servicing 
document solutions combine years of 
real estate law experience and in-depth 
regulatory insights with state-of-the-art 
technology to competently document 
mortgage transactions. Each document 
package is delivered with a series of 
built-in checks to guarantee compli-
ance with applicable state and federal 
regulation.

MRG’s team of attorneys and mort-
gage experts recognize the business 
imperative of proactively monitoring 
and continuously analyzing regulatory 
changes, trends, and impending regula-
tions that impact your business. Our team 
of attorneys is constantly on alert for 
changes from all federal, state, local, 
and investor requirements to provide 
you with up-to-date compliance from a 
source you can trust. v
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The State 
of Innovation

Over 100 mortgage executives came together to attend PROGRESS in Lending 
Association’s Seventh Annual Innovations Awards Event. We named the top in-
novations of the past twelve months. After that event, we wondered what would 

happen if we brought together executives from the winning 
companies to talk about mortgage technology innovation. 
Where do they see the state of innovation? And what in-
novation is it going to take to get our industry really going strong? To get these and other 
questions answered, we got the winning group together. In the end, here’s what they said:

The 2017 PROGRESS 
in Lending 
Innovations Award 
Winners talk about 
the future of mortgage 
lending.

ExEcutivE intErviEw



Q: Some say innovation has to be 
sweeping change. Others say innova-
tion can be incremental change. How 
would you define innovation?
LEONARD RYAN: I would define in-
novation as more of a process improve-
ment over current methods. Sometimes 
major breakthroughs happen after a lot 
of thought on process improvement. 
Today when we talk about innovation, 
it often means computer programs and 
their contribution to making the mort-
gage process faster, more secure, less 
complicated or instant. Thirty years ago 
an innovation was printing a 1003 on a 
laser printer. That would hardly qualify 
today since that is now an everyday 
process. In terms of your awards, it 
seems the more significant the process 
improvements, the more likely to be 
recognized.
REBECCA MAYERSON: No change 
in mortgage banking can be sweep-
ing due to the layers of regulation and 
compliance by federal, state, GSE, and 
big banks. So innovation must be incre-
mental due to the risk/reward.
TIM ANDERSON: Incremental. Be-
cause the mortgage business is a highly 
regulated one consisting of a multitude 
of participants each adding a step and 
receiving their cut of revenue to get 
from point A to Z it is a hard business to 
affect sweeping change. Still too many 
players, steps touching too many differ-
ent disparate systems in the process to 
affect sweeping change or significant 
impact by itself.  Because of this I don’t 
see a company developing something 
like the iPhone coming into the mort-
gage space with a whole new app or 
mobile device that is singularly going 
to revolutionize this business.

The GSE’s because of their criti-
cal role in financing and market share 
(aggregator) have been the ones to 
affect real change in this business. If 
you look at their Uniform Mortgage 
Data Program, (UMDP) it’s a phased 
in approach at developing systems to 
better evaluate critical data elements to 
reduce risk. They moved the traditional 
post-closing pre-funding QC process 
to pre-closing QC and leveraging their 
new technology and regs like TRID 
(with three day delivery rule) to support 
this trend. Also because the mortgage 

process has very distinct processes 
with siloed departments dedicated to 
the mortgage manufacturing process, 
(POS, origination, processing, under-
writing, closing, secondary marketing, 
servicing) each re-entering the same 
data that introduces a lot of steps, divi-
sions, (overhead, operational costs and 
risk) vendor players and participants all 
have to agree to change their processes 
and automate to affect real change and 
ROI in this business.
CURT TEGELER: Innovation can be 
both sweeping and incremental. Innova-
tion must be persistent and a mindset. It 
is a necessity to remain relevant in any 
industry and to enhance the products 
and services we offer. This involves 
implementing new strategic ideas, cre-
ating dynamic products and improving 
existing services. In having an innova-
tive approach, you are increasing the 
probability of success and development 
in your business.
CRAIG ZIELAZNY: Innovation is 
creating an impactful solution to a 
problem. The innovation process can’t 
be boiled down to just listening to cus-
tomers, though. Only through continu-
ous and meaningful engagement can 
you identify real problems and execute 
effective solutions. It doesn’t become 
an innovation until the unmet need has 
been overcome by an appropriate and 
well-executed solution. Rarely is in-
novation the product of an individual 
person experiencing an “aha” moment. 
Ideas are easy, execution is hard and it 
is what makes any idea tangible.
RICK TRIOLA: I think we all want 
sweeping change that solves problems 
quickly and delivers on the promises 
technologists have made and that con-
sumers all want, but unfortunately we 
don’t see that, at least not in our indus-
try. Most innovation fails because it 
never gets to the end user because the 
innovation can’t get passed through all 
the gatekeepers and entrenched stake-
holders. 

For example, the mortgage industry 
had the opportunity to adopt eSignatures 
as soon as the Federal ESign Act was 
signed into law in June 2000. Instead of 
leapfrogging over the antiquated paper 
processes and skipping a generation by 
heading directly to digital lending, too 

With millennials becom-
ing a large percentage 
of homebuyers, be-
ing able to complete 
the mortgage process 
online is important.

— Curt Tegeler 
WebMax

From the lender’s per-
spective, we desperately 
need technologies that 
will reduce their costs 
and increase their profits 
in an environment with 
tightening margins.  

— Rick Triola
NotaryCamized

Only through continuous 
and meaningful engage-
ment can you identify real 
problems and execute 
effective solutions.

—   Craig Zielazny
Mercury Network



many players decided to invest instead 
in scanning and faxing devices and 
processes. Borrowers, buyers, sellers 
— everyone — would have loved the 
opportunity to just eSign instead of pa-
pering out and couriering documents all 
over the place, but instead our industry 
took more than a decade to move in the 
right direction.

We wish innovation would sweep 
down on our industry quickly, but the 
extensive eco-system here combined 
with and entrenched and outdated sta-
tus quo results in new innovators being 
forced to ‘stand down’ while the indus-
try accepts incremental change.
JOHN VONG: In other industries, 
change and innovation can happen 
simultaneously and dramatically. How-
ever, because the mortgage origination 
process is very complex, innovation in 
our industry tends to be more incre-
mental and less sweeping. Take, for 
example, e-mortgages. As an industry, 
we’ve been talking about doing e-
mortgages since 2000. It’s seventeen 
years later and less than one percent of 
originations are e-mortgages. One of 
the key reasons for this was that there 
were differing and competing priorities 
from parties within the mortgage origi-
nation and closing ecosystem including 
lenders, investors, warehouse banks, 
county recorders, notaries, and GSEs, 
among others, and not everyone was on 
the same page about digitization. Cus-

tomized closing processes throughout 
the country is another impediment to 
innovation. Finally, the average bor-
rower gets a new mortgage or a refi-
nance infrequently compared to other 
common financial transactions, so they 
are willing (or at least have been in the 
past) to put up with inefficiency and 
inconvenience.
Q: How would you define the state of 
innovation in the mortgage industry? 
Is it thriving or in a state of decay? 
CURT TEGELER: Innovation in the 
mortgage industry is stronger than ever. 
The industry is so far behind in technol-
ogy innovation that it can only advance 
from here. There are countless oppor-
tunities to embrace innovation and the 
industry is becoming more and more 
digital. Every phase of the mortgage 
process is evolving, from the consumer 
experience to the lender experience.
CRAIG ZIELAZNY: As is the case in 
all industries, there are firms which in-
novate and those that don’t but rather 
choose to follow. The firms which 
continually innovate maintain close 
ties with their clients and the market, 
always searching for a better way to do 
something or to solve a seemingly un-
solvable problem. The state of a firm’s 
innovation status is largely a function 
of the culture and the value placed on 
listening to clients and doing the math 
to unearth needs which are not clearly 
identified by the client.

RICK TRIOLA: Despite the fact that I 
feel our industry moves too slowly in 
general, we’re actually at a very excit-
ing place right now. While we had the 
technology to do end-to-end digital 
lending a decade ago, lenders weren’t 
ready and consumers weren’t pushing 
for it. Today, consumers are ready at 
the same time investors and regulators 
are pushing for it. Even loan officers 
we’re talking to are excited about doing 
digital. 

And they want to share all of the 
benefits of digital with borrowers, that 
means closing the loan from anywhere. 
We know this is possible because we 
have now completed tens of thousands 
of online notarizations and cracked the 
code around the ‘last mile’ friction of 
having to appear in person.

I believe that over the next few years, 
we’ll see a great influx of lenders mov-
ing into fully digital lending and real-
izing cost and time savings at the same 
time they offer better experiences to 
consumers. In 5 years, no one will de-
liver a mortgage on paper.
TIM ANDERSON: I think now that we 
have gotten past TRID this has freed up 
resources and initiatives to implement 
some change and innovation. I give 
Quicken Loans a lot of credit as well be-
cause everyone now wants their version 
of Rocket Mortgage and push to better 
qualify and verify the loan quicker and 
faster with initiatives like FannieMae’s 

Both traditional and 
FinTech lenders are  
going to have to find 
ways to qualify non-
perfect borrowers 
and do so in a more 
digital fashion.

  — John Vong
ComplianceEase

No change in mortgage 
banking can be  
sweeping due to the 
layers of regulation 
and compliance by 
federal, state, GSE, 
and big banks.

  — Rebecca Mayerson
Mortgage Network

Innovation in the mortgage 
industry is “making a 
comeback.” The mortgage 
crisis and subsequent 
regulations forced vendors 
with traditional products 
to spend resources.

  — Leonard Ryan
QuestSoft



Day One Certainty initiative and Fred-
dieMac’ s Loan Quality Advisor tools to 
streamline the process. We are also see-
ing a major rise in finally implementing 
the Digital Mortgage and eClosings to 
complete the eProcess and deliver not 
only a better consumer experience but 
a replicatable, repeatable automated 
QC process that provides electronic 
evidence of compliance along the way.
REBECCA MAYERSON: Innovation is 
at the highest level in over a decade and 
surging. The need to lower expenses 
while improving the process for the 
customer while still protecting risk is 
driving innovation at a high speed.
LEONARD RYAN: Innovation in the 
mortgage industry is “making a come-
back.” The mortgage crisis and subse-
quent regulations forced vendors with 
traditional products to spend resources 
on implementing those regulations. Only 
new companies or entrepreneurial minds 
during those times seemed able to devel-
op substantial changes in process. How-
ever, I now see the start of vendors look-
ing to make substantial changes to the 
process. I believe most of those changes 
will result in vastly reduced lender costs.
JOHN VONG: From the perspective of 
a technology provider, it’s thriving. Ev-
ery loan origination system and service 
provider is enhancing its technology or 
developing new solutions. 

From the lender perspective, how-
ever, cyclicality trumps innovation. 
When the rates are low and demand is 
high, lenders are often too busy to focus 
on technology and innovation. Instead 
they throw bodies at the problem. When 
volume declines, there is often a reluc-
tance to invest. Instead, loan production 
is the top priority. That’s why it takes 
the mortgage industry a longer time to 
adopt or upgrade technology than other 
financial services sectors. 

Of course, over the last few years, the 
risk management and compliance areas 
are an exception because lenders have 
more of an incentive to protect their 
companies from regulatory scrutiny 
after the meltdown.
Q: Lastly, if there was one innova-
tion that you would say the mort-
gage industry desperately needs to 
happen over the next twelve months, 
what would it be?

REBECCA MAYERSON: Any of the 
Day One certainty steps that would 
allow All investors beyond Fannie to 
accept would be great for our industry.
TIM ANDERSON: A closing collabo-
ration system that exchanges the data 
between the title system of record and 
lenders not only for TRID or final CD but 
the upcoming Uniform Closing Dataset 
(UCD) requirement coming September 
25th. Most lenders look at these as sepa-
rate compliance initiatives but the proper 
collaboration should start at time of ap-
plication with the initial Loan Estimate, 
automatically check for compliance tol-
erances anytime the data or disclosures 
change, conduct a final reconciliation 
and comparison three days prior to Clos-
ing Disclosure and keep tracking 90 days 
after closing of any changes. This should 
not only include the CD but all the clos-
ing documents and then once approved 
be able to do a full eClosing to ensure 
data and document quality, integrity and 
compliance.
CURT TEGELER: Digital mortgages 
are significant for the mortgage indus-
try. With millennials becoming a large 
percentage of homebuyers, being able 
to complete the mortgage process on-
line is important. Bringing the lifecycle 
of the process from a lead to a buyer 
is crucial. Essentially, Realtors should 
have the ability to advertise and turn 
leads into homebuyers and borrowers 
digitally. Even a hybrid approach where 
the front-end process becomes digitized 

is a step in the right direction. With pro-
cedures and an evolving industry ahead 
of us, the ability to be move quickly is 
critical to long-term success, and this is 
done through being digital.
CRAIG ZIELAZNY: Ball games are 
rarely won because of home runs… It’s 
the team that strings together singles 
and doubles that will win. Our indus-
try is no different. Each innovation 
will contribute to the overall improve-
ment of the industry and the benefits 
delivered to the various members. If 
we listen to our customers and probe 
for a deeper understanding, we will all 
become innovators and help move the 
industry forward.
JOHN VONG: The existing traditional 
origination process is not geared to 
cater to Millennials, who have differ-
ent expectations and are more tech 
savvy than previous generations. They 
don’t want to spend ninety days to get 
a mortgage with a traditional loan of-
ficer. Millennials want to go to online, 
fill out their basic information, and get 
instant decisioning, as well as shop for 
competitive rates. Traditional lenders 
need to significantly rethink the cus-
tomer experience they offer if they want 
to be relevant to this growing customer 
segment. Moreover, both traditional 
and FinTech lenders are going to have 
to find ways to qualify non-perfect 
borrowers and do so in a more digital 
fashion.
RICK TRIOLA: From the lender’s 
perspective, we desperately need tech-
nologies that will reduce their costs and 
increase their profits in an environment 
with tightening margins. At the same 
time, they need tools that will help them 
compete more effectively as rates rise, 
refinances disappear and competition 
heats up.

There has never been a better time 
to adopt technology that will answer 
these needs. In my mind, it’s going to 
be all about online closings, anytime 
from anywhere, which exactly what 
eClose360 offers. In fact, we just 
ran the numbers for a new client and 
found that using the eClose360 plat-
form would add $18 million in bottom 
line profits over the next 12 months. 
That’s the kind of innovation lenders 
need now. v

The GSE’s because of their 
critical role in financing 
and market share 
(aggregator) have been 
the ones to affect real 
change in this business.

  — Tim Anderson
DocMagic



 In today’s mortgage market, lenders 
and vendors alike are faced with 
constantly changing rules, refi 
fluctuation, foreclosures, negative 
equity, defaults, loan modifications, 
and rising rates. They are inundated 
with regulatory changes and 
compliance updates. To make the 
challenge even greater, many lenders 
and vendors are forced to do more 
with less. 

Unfortunately, many of the industry 
trade associations and publications 
have lost sight of what it takes to 
produce real progress in today’s 
lending environment. That is why 
a group of industry visionaries 
have come together to form the 
PROGRESS in Lending Association. 
The association’s goal is to provide 
thought leadership to lending 
professionals and vendors about 
how to create process efficiencies. 

Be a part of the solution. 
Sponsor Now! 
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3 A Better Way
Famed industry researcher 

Jeff Lebowitz asserts that there 
is a better way to get 
new technology to 
market.

4 Subprime Today
Scott Kersnar looks back at 

the subprime debacle/bubble and 
talks about the future 
of this asset class.

5 QC Done Right
Industry consultant Rebecca 

Walzak of rjbWalzak 
Consulting, details 
the best way for 
lenders to avoid risk.

6 The Big Idea
James Comtois points out 

that acquisitions done 
by CoreLogic signal a 
larger industry reliance 
on data.

7   A State of Flux
Jennifer Miller of a la mode, 

inc. details how future change will 
reshape the appraisal 
process yet again.

9 The Death of PR
Michael Hammond of 

NexLevel Advisors talks about the 
state of public relations 
in the mortgage space.

10 New
Competition

George Yacik warns 
that credit unions are 
here to stay and their 
coming influence is 
something to watch.

11 Choose Wisely
Asher Lohman of 

MortgageFlex takes a hard look 
at typical LOS due 
diligence practices 
and why they don’t 
work.

Fair Lending 
Is A Mindset 
BY A.W. PICKEL, III

We founded LeaderOne Financial in 1992 as 
a local mortgage brokerage. Since then, it has 
grown into a full service mortgage bank with 
the distinctive capability, since 1995, to under-
write conventional, VA and FHA loans in house 
throughout the United States. Since 1992 the 
size and scope of LeaderOne has expanded 

as the number of rules and 
regulations placed on our 
industry has grown by leaps 
and bounds.
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Housing Finance:  
The Next 100 Years? 
BY PHIL HALL

 
This year marks the centennial of the Mortgage Bankers Association. While it is fun to walk down 

Memory Lane and look back at the last 100 years in housing finance, the real challenge is to look ahead 
at what the next 100 years might offer. And while the dispensing of accurate prophecies is not among 
my sharpest skills, I believe that I can offer some predictions that may prove more than a little accurate 
to the lucky folks that discover this magazine in 2113.

The future of housing finance, according to my crystal ball, should include the 
following developments:

My Stance:Long 
Live Both GSEs

BY LEW SICHELMAN

Pardon me, but why are we 
trying to reinvent the wheel?

By that, I mean, why are we 
trying to reinvent the secondary 
market when one already ex-

ists? A good one, I might add, that seems to be 
working pretty well right now.

I am but a poor humble typist, so better minds 
than mine — much better — are certainly at work 
here. But I still don’t understand why we need a 
brand new entity — not 
to mention a brand new 
system — to take the 
place of Fannie Mae and 
Freddie Mac?

Technology Is 
Not Enough
BY TONY GARRITANO

Technology is not good enough. Simply put, 
technology can’t solve all of your problems. I 
know that you’re probably a bit confused to hear 

this from me, a technology guy 
who has talked about the ben-
efits of all things automated for 
well over ten years now.  What’s 
wrong? Let me explain.

First of all, I am very pleased 
that lenders are taking technol-

ogy more seriously these days. How do I know 
they’re taking technology more seriously? Stud-
ies show that technology spending is increasing. 
That’s a good thing for the mortgage industry.

Raymond James, a diversified financial services 
holding company with subsidiaries engaged pri-
marily in investment and financial planning  pre-
dicts  American banks will continue to grow their 
IT spending at the three-year (2009-2012) com-
pound annual growth rate of 3.1 percent. 

Furthermore, in the 2013 Bankers As Buyers 
Survey, a collection of research, observations 
and articles about what technology, solutions and 
services U.S. bankers will buy in 2013 prepared 
by the William Mills Agency, Jeanne Capachin, 
former research vice president for IDC Financial 
Insights, provided more 
insight into the spending 
habits of banks this year.   
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I
n PR and communications, we’ve faced a familiar challenge for quite some time. 
Sometimes, we do the usual: send a few press releases, do some media outreach, pat 
ourselves on the back and do it again tomorrow. But for a long time, our industry 
has needed evolution. We do the same thing, and yield the same thing – yet wonder 
why we don’t earn more budget or praise.

When we talk about evolution, sure: tools, technology and breaking down silos have been the 
key to many industries taking the step to greater value within their organizations. But, there are 
often more simple, overlooked steps we can take to communicate faster, more effectively and 
enact more change than public relations has ever been able to before. At the Cision World Tour 
stop in San Francisco, Altimeter principal analyst and visionary Brian Solis shared some of his 
research based tactics for being positive change agents in our industry:

Sometimes, we do the usual, pat ourselves on the back and do it again tomorrow. 
But for a long time, our industry has needed evolution.

LIke Never 
Before

By Stacey MillerCommuNICatINg  



1) ROI doesn’t always have to 
mean Return on Investment. In fact, 
it can mean Return on Ignorance.

The risk of remaining stagnant might 
not be that daunting for some, but let’s 
put it into perspective: would you rath-
er do the same old things and produce 
the same old results, or implement 
new things and be able to demonstrate 
new, exciting and meaningful results? 
It’s not always easy to break out of the 
mold and get approval to experiment 
and try new things or A/B test, but done 
right, these learning experiences can 
garner valuable takeaways for brands 
and inform future strategy.

2) More mindfulness, less strategy.
This tenet may seem counterintui-

tive, as strategy is a term thrown around 
a staggering amount of times daily by 
brands, but at its core, it’s about keep-
ing the audience and end-user in mind 
first, rather than the other way around. 
Cision CMO Chris Lynch echoes a 
similar sentiment – consumers should 
dictate influencer and outreach strate-
gies, so that we’re communicating the 
right message at the right time to the 
right audiences.

3) Success lies in how we use tech-
nology to see around the corner and 
fundamentally change.

Adopting new technologies is es-
sential to brand evolution, but it’s not 
always about chasing the shiny object 
and spreading yourself thin across 
tools or platforms. Having the foresight 
to evaluate the implications of technol-
ogy and the big picture, long-term ef-

fects can help advise you on where to 
where to spend your time and money 
to ensure you’re getting the most out 
of new tech.

4) Brands shouldn’t leave experi-
ences to chance – experiences should 
be designed.

Just because User Experience (UX) 
isn’t necessarily the “duty” of the com-
munications team doesn’t mean that PR 
can’t contribute. So how can we be a 
part of it? There are many ways: provide 
great customer experience on social me-
dia no matter whether a customer is hav-
ing a great experience or not, engineer 
an influencer experience that immerses 
key audiences into your brand via an ac-
tivation or content, or utilize data to re-
fine strategy across your team. Like #2, 
keeping the consumer at the forefront of 
your planning does more benefit to your 
brand than harm.

5) Be truthful. Be engaging. Be 
proactive. Be human.

During our “Creating a win-win rela-
tionship with the media” panel, a recur-
ring theme from brand leaders from Ado-
be, Kimpton Hotels and Evite were these 
simple rules. Transparency, focusing on 
more than just engaging and being more 
than just an auto response can foster an 
emotional connection with a brand that 
has been proven to be a significant ampli-
fier when someone considers a purchase. 
Can comms drive this? Absolutely.

In essence, what’s old is new again 
in the communications industry, and 
the basic principles we were taught still 
remain: public relations is about people 
and relationships, and without this 
foundation, many comms practitioners 
fail. Once this philosophy is part of the 
equation in everything that we do, we 
can then layer on the tools and technol-
ogy to knock it out of the park. v
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