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Busy Times

A s we all know, it has been a busy summer. As a result, we’re putting 
out a double issue this month. The industry is busy, too. Existing-
home sales steadily increased for the third consecutive month in July,  

while stubbornly low inventory levels and rising prices are likely to blame for 
sales to first-time buyers falling to their lowest share since January, according 
to the National Association of Realtors.
  Total Existing home sales, which are completed transactions that include 
single-family homes, townhomes, condominiums and co-ops, increased 2.0 
percent to a seasonally adjusted annual rate of 5.59 million in July from a 
downwardly revised 5.48 million in June. Sales in July remained at the highest 
pace since February 2007 (5.79 million), have now increased year-over-year 
for ten consecutive months and are 10.3 percent above a year ago (5.07 
million).
  Lawrence Yun, NAR chief economist, says the increase in sales in July 
solidifies what has been an impressive growth in activity during this year's 
peak buying season. "The creation of jobs added at a steady clip and the 
prospect of higher mortgage rates and home prices down the road is 
encouraging more households to buy now," he said. "As a result, current 
homeowners are using their increasing housing equity towards the 
downpayment on their next purchase."
  The median existing-home price for all housing types in July was $234,000, 
which is 5.6 percent above July 2014. July's price increase marks the 41st 
consecutive month of year-over-year gains.
  "Despite the strong growth in sales since this spring, declining affordability 
could begin to slowly dampen demand," adds Yun. "Realtors in some markets 
reported slower foot traffic in July in part because of low inventory and 
concerns about the continued rise in home prices without commensurate 
income gains."
   Total housing inventory at the end of July declined 0.4 percent to 2.24 
million existing homes available for sale, and is now 4.7 percent lower than a 
year ago (2.35 million). Unsold inventory is at a 4.8-month supply at the 
current sales pace, down from 4.9 months in June.  v

EDITOR’S NOTES
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This is an important topic. As we 
continue our preparations for the new 
TRID rules, the issue of change man-

agement comes to mind. In recent years, 
change has become the norm for our industry. 
  TRID is just the next regulatory hurdle in a 
series of never-ending transitions we have to 
make in our organizations. Change is 
something we'll have to continue to deal with 
going into the future. If it isn't regulatory, it 
will be technological or economic. Change, as 
they say, is the only constant.
  So, the question isn't how to prevent change--
it's going to happen whether we like it or not. 
As leaders in the mortgage industry, the 
question we must ask ourselves is, "How can 
we deal with change?" The inability to deal 
with change can quickly break an organization. 
If there's one small transition that goes awry, 
the ripple effects can quickly lead to your 

downfall. On the other hand, properly 
adapting to change can give you a 
competitive advantage where others aren't so 
nimble. Change management can mean the 
difference between failure and success. So, 
how do we deal with change? Here are 
three ways...
  The first and most powerful way to deal 
with change is to be prepared for it. Fortune 
favors the prepared. If you have plan for 
dealing with change as it occurs, it's a lot 
less stressful and a lot more manageable. 
Being ready for change is partly about being 
vigilant--paying attention to what's going on 
in the industry. 
  The earlier you can catch wind of a 
change that is likely to occur, the sooner 
you can start making preparations for it. 
And, once you have a plan in place, the rest 
is just following through.

Recovery Tips
3 Ways To Deal With Real Change
The first and most powerful way to deal with change is 
to be prepared for it.

By David Lykken

Just like change is easier when it's broken down into small 
pieces across time, it's easier when it's broken down into 
small pieces across people. Instead of forcing everyone to 
deal with all the pressure and responsibility of the change 
(or taking it all on yourself), spread the responsibility for 
the transition out across your team. .
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ps   A strategy for dealing with change is to tackle it 
gradually. Instead of trying to force change in your 
organization abruptly and all at once, make small 
changes a little bit at a time. The answer to the 
question of how to eat an elephant? One bite at a 
time. If you can break the process of change down 
into small enough pieces, it doesn't feel so much 
like change. Especially if you are trying to get your 
people to buy into the change, you've got to make 
it slow and give them time to digest it.
   One final strategy you might employee in dealing 
with change is delegation. Just like change is easier 
when it's broken down into small pieces across 
time, it's easier when it's broken down into small 
pieces across people. Instead of forcing everyone 
to deal with all the pressure and responsibility of 
the change (or taking it all on yourself), spread the 
responsibility for the transition out across your 
team. If you can get everyone to pull together and 
pitch in, you'll be pushing through before you 
know it. v

David Lykken has garnered a national reputation as a visionary, entrepreneur and business leader 
within the mortgage industry. He has also become a regular guest on the FOX Business News with 
Neil Cavuto, Stuart Varney, Liz Claman, Dave Asman and others. Additionally, David has his own 
national weekly radio program called “Lykken On Lending” that can be heard each Monday at 
Noon Central time by going to www.LykkenOnLending.com.
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You and I need to talk. I would like to 
say something that will either 
permanently damage my reputation as 
an industry observer or enshrine me as 

a forecaster of superior skills: the 
homeownership market is heading for a crash, 
and the collapse will occur sooner rather than 
later unless the industry is serious about 
acknowledging its problems and working to 
find solutions.
   The facts are present for anyone that wants 
to review them: the homeownership rate is at 
its lowest level since the mid-1960s; home 
prices are rising while wages are not; more 
than half of new residential construction 
involves multifamily housing and not single-
family residences; first-time homebuyers are 
conspicuously absent; inventory levels are 
mostly abysmal in too many markets; the 
post-2008 predictions that immigrants and 
Millennials will lead the revival of the housing 
market have proven to be disastrously 
incorrect; and the refinance market, which was 
supposed to shrink back to the fringes of the 
industry while the purchase market expanded, 
is unexpectedly showing signs of aggressive 
revitalization.
  If you remove the federal government’s 
involvement in the housing market, there 
would be no housing market. In the past seven 
years, there has been no effort whatsoever to 
rebuild the secondary market in a way that 
allows private enterprise to flourish – Fannie 
Mae and Freddie Mac generate billions of 
dollars by default, since they have no 
competition. Efforts to create the framework 
of a covered bond market to encourage a new 
channel of private label securitization were 
never allowed to take shape. And the Federal 
Housing Administration has been stuffed with 
billions to keep it active.

Your Voice
The Next Big Crash 
The facts are present for anyone that wants to review 
them: the homeownership rate is at its lowest level since 
the mid-1960. 

 

By Phil Hall
  As for affordable homeownership options, 
either through purchase or rentals, forget it. A 
surplus number of major metropolitan markets 
have become too expensive to provide 
adequate housing for their working class – 
and, increasingly, middle class – residents. 
Some areas have gone to inane extremes to 
address this issue: San Francisco has a ballot 
referendum in this November’s election to 
impose a moratorium on new luxury housing 
in the city’s Mission District while New York 
is holding lotteries to fill very limited low-rent 
units within new high-priced developments. 
Even Julian Castro, the smiling mannequin 
installed as the nominal head of the 
Department of Housing and Urban 
Development, admits something is wrong – he 
unexpectedly went off-script to describe the 
absence of affordable housing options as 
being a “crisis.”.

If you remove the 
federal government’s 
involvement in the 
housing market, there 
would be no housing 
market.

  Of course, there is also the Federal Reserve 
and the Godot-worthy wait for the long over-
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wait for the long overdue rate increase. Janet 
Yellen has been tempting the financial markets 
with the tantalizing sizzle of a rate hike, but all she 
has is sizzle – the actual steak is nowhere to be 
found because the economy stinks and any rate 
hike at this time would be disastrous.
  Unlike 2008, housing will not bring down the 
wider economy. Most likely, any major blow to 
housing and the wider U.S. economy will probably 
originate across an ocean (in the Eurozone or 
China) and resonate with a force that it will make 
a mess in this country. Since housing is still far 
from a vibrant recovery, it will be extremely 
vulnerable if the nation trips back into recession. 
   Can this crisis be halted, or at least delayed? In 
terms of politically-based change, it will not 
happen until 2017, when a new power schematic 
in Washington might finally agitate for much-
needed changes such as revising significant 
aspects of the Dodd-Frank Act, addressing the 
egregious authority handed to the Consumer 
Financial Protection Bureau (CFPB), and getting 
the government-sponsored enterprises out of 

federal conservatorship. I have to emphasize 
the word “might” because a continuation of 
the current set-up, with one party running 
the White House and the other running 
Capitol Hill, will doom us to more of the 
lethal status quo.– in fact, they have taken a 
travesty and prolonged it.
  Prior to 2017, however, it is incumbent upon the 
mortgage industry to further the message of 
homeownership. There needs to be a vigorous 
effort to create new products that will enable 
responsible borrowers to participate in 
homeownership – outside of the equity-building 
mortgage product created last year by the 
American Enterprise Institute, I am hard pressed to 
name any intriguing new loan product that was put 
forth during the previous 24-month period.  
Without making an effort to assert influence and 
redirect the national conversation in its favor, the 
industry will be a passive observer to another 
downfall. And if this collapse comes, as I fear it 
will unless steps are taken to prevent it, the tumble 
will be swift and harsh.  v

Phil Hall has been (among other things) a United Nations-based radio journalist, the 
president of a public relations and marketing agency, a financial magazine editor, the author 
of six books and a horror movie actor. Also, as you will discover, he is not shy about stating 
his views.
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MARKET PULSE

Foreclosures Fall To The Lowest Level Since December 2007

M any mortgage execs 
continue to watch the 
foreclosure rate.

 Research from CoreLogic 
shows that the foreclosure 
inventory declined by 28.9 
percent and completed 
foreclosures declined by 14.8 
percent since June 2014. The 
number of foreclosures 
nationwide decreased year 
over year from 50,000 in June 
2014 to 43,000 in June 2015, 
representing a decrease of 63.3 
percent from the peak of 
117,119 completed 
foreclosures in September 
2010, according to CoreLogic 
data. 
  Completed foreclosures are 
an indication of the total 
number of homes actually lost 
to foreclosure. Since the 
financial crisis began in 
September 2008, there have 
been approximately 5.8 
million completed foreclosures 
across the country, and since 
homeownership rates peaked 
in the second quarter of 2004, 
there have been approximately 
7.8 million homes lost to 
foreclosure.
   As of June 2015, the national 
foreclosure inventory included 
approximately 472,000, or 1.2 
percent, of all homes with a 
mortgage compared with 
664,000 homes, or 1.7 percent, 
in June 2014. The June 2015 
foreclosure rate is the lowest 
since December 2007. 
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t's easy to say a deadline is a deadline, but 
life  isn't that easy. As the TRID 
deadline approaches we are all wondering 

   
   

 what the industry impact will be. Will it be 
Armageddon? Or will it be a blip? One thing is 
for sure, the industry is grateful that the CFPB 
delayed the deadline from August to October.
  “The level of complexity makes readiness 
hard,” said eLynx President and CEO Sharon 
Matthews. “We are ready, but the lender has to 
be ready, and other parties have to be ready, as 
well. The CFPB should have a parallel 
deployment that starts before October so lenders 
can test and use the new disclosures early to truly 
know if they are ready, that would increase the 
quality of the outcome once it’s mandatory.”

that automates the collection of fee 
information from different sources;
>>Data extraction service that 
eliminates the need for manual data 
entry even when direct integration 
between lenders and settlement agents 
is not possible;
>>Fee determination features that allow
lenders to compare the fees side-by-
side, select the appropriate fees to
include in the Closing Disclosure and
document the different fees and
actions in a fee reconciliation report;
Real-time alerts when there are
potential compliance issues;
>>A fully integrated audit trail that

documents TRID compliance; and
>>Two-step authentication and other security
enhancements.

 The good news is that many players within the 
space are trying to educate lenders and vendors 
alike about how to be ready for TRID. For 
example, Vantage Productions, a leading 
innovator in customer relationship management 
(CRM), marketing, sales and content solutions, 
hosted a free one-hour webinar earlier this year 
aimed at preparing senior managers and lending 
executives for the TILA/RESPA Integrated 
Disclosures (TRID) industry-wide implemen- 

Process Improvement
The Broader Impact of TRID
Many players within the space are trying to educate lenders 
and vendors alike about how to be ready for TRID. 

By Tony Garritano

The CFPB should have a parallel deployment that starts 
before October so lenders can test and use the new 

disclosures early to know if they are ready.

I

  eLynx recently launched an updated version 
of Expedite, its cloud-based platform for 
managing and delivering all loan documents. 
This release will enable lenders to comply with 
the CFPB’s upcoming TILA-RESPA Integrated 
Disclosures (TRID) rule. Expedite is used by 
thousands of lenders and settlement services 
providers across the industry.
New functionality includes:
>> Full document generation of Loan Estimate
and Closing Disclosure documents;
>> Direct bi-directional integration with third
party fee providers and title production systems





tation. Attendees received a detailed 
implementation worksheet and other useful tools to 
help them prepare.
  “The vendors are ready but I think the full 
readiness of lenders is up for grabs,” noted Sue 
Woodard, President and CEO at Vantage 
Productions. “Lenders will find themselves in a lot 
of trouble if they feel like this onslaught of new 
regulation is a passing fad and don't dedicate the 
resources necessary. 
  “Second, leadership can be deficient, especially 
when interacting with sales staff. It reminds me of a 
parent that hates to hear their kid cry so they won’t 
take them to the doctor to get needed vaccinations. 
There are too few lenders focusing on boldly 
leading all their people, instead they are working 
around the concerns of their people.”

  Certainly it seems like most lenders are 
looking for a band-aide approach to TRID 
compliance instead of taking a deeper dive 
and actually looking to improve their overall 
process. Those lenders that think holistically 
will be the winners after the dust has settled 
on TRID. For example, Security National 
Mortgage Company (SNMC) of Salt Lake 
City, Utah turned to Vantage Productions to 
centralize marketing, compliance and sales 
process management for its national network 
of retail origination branches. 
  Like many mortgage lenders, SNMC was 
concerned about standardizing and controlling 
messaging for Realtors and consumers to ensure 
compliance with CFPB requirements, as well as 
making sure that loan officers were utilizing the 
best possible materials across the country. SNMC 
was founded in 1993 as a subsidiary of the Security 
National Financial Corporation, which began in 
1965 as Security National Life Insurance Company 
and has invested in mortgage loans for almost 50 
years.
    While a lot of focus is put on the lender and their 
technology partners, the real point of TRID was to 
improve the consumer experience. “The other thing  

to consider is the consumer,” reminds 
Stan Baldwin, Chief Operating Officer, 
Informative RESEARCH. Founded in 
1946 and based in Garden Grove, 
California, Informative RESEARCH has 
grown from a local credit reporting 
agency to a national data and 
technology company. 
   In advising smaller lenders on the best way to 
prepare, Baldwin says, “they might want to pull 
together their resources with other lenders and join a 
consortium like Lenders One. In general, lenders 
need to rethink their process. We need more 
innovation to help lenders improve and gain 
efficiencies.”
     In the end, compliance can actually be a plus for 
a lender. “Compliance should be a competitive 
advantage,” pointed out John Lawson, Chief 
Compliance Officer at Commerce Home Mortgage. 
He has more than 30 years of experience in the 
areas of consumer compliance, audit, accounting, 
finance, operations, and information technology in 
the specialized financial services and banking.
   “Getting back to fundamentals is key. If you are 
not documenting your controls, you are in trouble,” 
added Lawson.  v
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It seems like most lenders are looking for a band-aide 
approach to TRID compliance instead of taking a deeper dive 

and actually looking to improve their overall process.

Tony Garritano is Chairman and Founder of PROGRESS in Lending. As a speaker Tony has 
worked hard to inform executives about how technology should be a tool used to further 
business objectives. For over 10 years he has worked as a journalist, researcher and speaker. He 
can be reached via e-mail at tony@ progressinlending.com.
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T he recent article "Agility Is 
Within Reach" published by 
PricewaterhouseCoopers in their  

Strategy+Business magazine reported “for all 
companies in all industries, we’ve found that 
being agile depends on developing two key 
attributes: strategic responsiveness and 
organizational flexibility. These two qualities 
are mutually reinforcing but are developed in 
different ways, and it is easy for a company to 
possess one without the other. Until you exp- 
licitly develop proficiency in both, you won’t 
have the agility you need. It’s an absence that 
will become all the more glaring.”
  Agility is defined as the ability to think and 
draw conclusions quickly. In the technology 
world it is used especially for software 
development that is characterized by the 
division of tasks into short phases of work and 
frequent reassessment and adaptation of plans. 
Agile development is used to describe any 
development process that is aligned with the 
concepts of the Agile Manifesto. This well-
known document was developed by leaders in 
the software industry and is based on 
experience with what works and what doesn't 
in software development. Let’s explore how 
this relates to your organization.
  Agile software development differs from 
traditional project management in two 
significant principles: it is structured to support 
collaboration and team decisions at all 
development phases, and it embraces strategic 
and tactical evolution through continuous 
planning, continuous testing, and continuous 
integration. 
  The PricewaterhouseCoopers article goes on 
to say, “Many corporate leaders think their 
companies are agile. Surely, they assume, we 
possess that combination of speed, flexibility, 
nimbleness, and responsiveness that will 
enable us to turn on a dime as circumstances 
warrant. It often comes as a surprise, then,

when a significant opportunity or challenge 
arises and the company can’t deliver. What 
these leaders realize too late is that they are 
thinking about agility in a counterproductive 
way. In their view, agility is an end in itself, 
instead of a means to a more important end: 
sustainable competitive advantage.”
   For almost two years we have been looking 
at the upcoming August 1 deadline for the 
TILA/RESPA Integrated Disclosures. It 
certainly has been in the forefront of almost 
every recent article, every publication and 
every conversation. It was a big part of the last 
two major MBA conferences. Yet, recent 
surveys indicated that over 40% of the lenders 
feel they will not be ready. Why?
   Since they had almost two years, many felt 
they could let others take the first look at the 
rule’s details and benefit from the lessons 
learned. In retrospect, the long lead time 
provided lenders with the opportunity to fully 
comprehend the impact of the rule and its 
implementation on their organizations. That 
was the time to get all the stakeholders 
together and collaborate on technical and 
operational solutions. The requirements were 
sure to evolve over time, but the deadline was 
fixed. Even that was recently extended. I won’t 
delve into the many reasons but suffice to say 
that it shouldn’t have been necessary to extend 
the deadline. I suspect as we get closer to 
October 1, there will be pressure for another 
extension. 
 What was done in the beginning was a high 
level, visual overview from the CFPB of the 
expectations. They requested and even 
encouraged comments, questions, and 
suggestions. Because of the requirements of 
what must and what must not be on the new 
integrated disclosures documents, it was pretty 
apparent that this was a more complicated than 
a simple revision or replacement of a few 
documents. It would require change in both 

Future Trends
How Agile Is 
Your Business? 
Agile is one of the big buzzwords in Information Technology. 
So how is this relevant to your organization?

By Roger Gudobba
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document technology and process workflow. While 
creating the dynamic documents could pose a 
legitimate challenge depending on the technology 
solution already in place for lenders, most of the 
confusion related to the TILA/RESPA Integrated 
Disclosures revolves around the process. It confirms 
that we have accepted the old process for so long that 
we lost the agile capacity for responsiveness and 
flexibility. The de facto industry motto appears to be 
“if it’s not obviously broken right now, don’t change 
it.” Most of us really didn’t understand the 
opportunity for reinvention that is at the core of the 
integrated disclosures rule or have the capability to 
think outside the box to capitalize on that 
opportunity. In reality, it is likely a lost opportunity 
for some in the lending community to improve the 
loan process, take some steps towards an electronic 
mortgage, and hopefully win back some confidence 
and trust from the borrower.
   Let’s not overlook the role of technology in all of 
this. There has always been a push-pull relationship 
between the technology and business side in the 
mortgage industry. Techno’s tend is to rush to the 
latest, greatest offerings. The business side has to 
respond to the market’s needs and must balance a 
number of considerations before implementing new 
technology, starting with the potential disruption the 
change represents to their core business.
   Maybe it’s time to look at your organization 
differently. The PricewaterhouseCoopers article 
defines “organizational flexibility as the facility to 
shift execution rapidly and strategic responsiveness 
as the ability to sense new risks and new 
opportunities in the business environment and to 
craft a response to those pressures quickly. 
Unfortunately, that combination is rare. Most 
companies are strong in one attribute or the other, but 
not both.”
    Let’s look at the PwC chart on Agility Profiles and 
Prescriptions for strategic responsiveness and 
organizational flexibility from low to high. Each 
segment has some suggestions based on how you 
might characterize your organization. The fragile 
company ranks low in both strategic responsiveness 
and organizational flexibility. Its leadership is rigid 
and slow to make decisions. Cost structures are 
typically high for the industry in question. The 
almost-agile company demonstrates operational 
competence and a commitment to continuous 
improvement, but is low in strategy responsiveness. 
The faux-agile company leadership is one willing to 
take on ambitious initiatives and may even have 
reputations as leaders in its industry, but it is 
ultimately hamstrung in effective implementation by 
issues limiting its organizational flexibility, such 

as independent business units or poor alignment of 
processes and IT infrastructure.
   The agile companies have both high strategic 
responsiveness and high organizational flexibility. 
Their leaders accept the inevitability of change. 
They have mechanisms in place for sensing 
potentially disruptive forces and taking advantage 
of them before the competition. The rest of the 
organization understands the value of rapid action; 
people are practiced and confident, with the skills 
and infrastructure support they need. Although the 
company encourages experimentation, it also resists 
unnecessary complexity.
   Regardless of where you place your organization, 
this chart provides an excellent roadmap on what 
you need to do to move into the Agile quadrant.

  The PricewaterhouseCoopers article concludes 
with “Regardless of your industry, increasing both 
strategic responsiveness and organizational 
flexibility can give your company the agility it 
needs. Leaders must be able to discuss the nature 
and extent of the disruptions they see coming down 
the road, and to experiment with new types of 
products and services and new organizational 
structures in response. When a company learns to 
change itself this way, the fundamental qualities that 
made it great in the first place — its view of how 
value is created for its customers, its capabilities in 
creating that value, and its distinctive presence in 
the market — can remain the same. Because 
becoming agile doesn’t mean changing who you 
are.”
There are some very challenging times ahead for the 
mortgage industry. The easier and quicker your 
organization can respond to these challenges will 
dictate your success.   v

Roger Gudobba has over 25 years of mortgage experience. He is CEO at PROGRESS in Lending 
and Chief Strategy Officer at technology vendor Compliance Systems. Roger is an advocate of 
data standardization and a more data-driven approach to mortgage. Roger can be reached via 
e-mail at rgudobba@ compliancesystems.com.
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As we focus on conferences, it may 
seem early to start talking about this, but 
the Fall conference season is going to be 

here before you know it. Big trade shows like the 
MBA Annual and several user conferences are 
right around the corner. In the article entitled 
“Marketing Strategies: Event Planning,” by Peter 
Buscemi, he reports that “in many organizations, 
the largest line item in a marketing budget is for 
events such as trade shows, conferences and 
launches. Forrester Research has found that 
approximately 30% of B2B Marketers prefer to 
decrease event spending, but 21% said they 
expected to increase spending on events.”
  So why the dichotomy? Buscemi believes that 
events are no different than most things in life, 
just like databases—you get out of them what you 
put into them. However, all too often companies 
do not plan events properly, which is a recipe for 
failure. The result is an unsuccessful, reactive fire 
drill, which ends with little to no results.
   On the other hand, when events are well run 
they drive revenue, so sales people are vocal 
supporters.  For a successful event, it’s important 
to use a three-tiered selection process to 
quantitatively and objectively select events that 
align and support an organization’s marketing 
strategy. Objective, relevance and the ability to 
execute should be the key criteria to evaluate 
events and set sales and marketing teams up for 
success.

 What is the Objective for 
Attending the Event?

First, think about the brand objective. Ask 
yourself:
Is it an opportunity to brief press, analysts and/or 
influencers with news?
Is the organization making a product 
announcement?
Is a competitor planning a huge announcement 
that your organization is trying to disrupt?
After that, think of the customer acquisition 
objective. Ask yourself:
Is the focus to increase awareness?
 

Or is the focus to increase the size of 
the target prospect database?
Is it to go from qualified leads to 
marketing qualified leads to sales 
qualified leads (top of funnel)?
Or is it to advance a deal along a 
sales stage by leveraging subject matter 
experts and executives that will be in 
the same location for a period of time?
From there, think about the customer 
and market intelligence objective. Ask 
yourself:
Will key competitors be in attendance 
and will the right people be on-site 
who can learn about the messaging and 
positioning of the competitive product 
and inner workings of the solution?

Is there calendar availability or are the 
relationships strong enough to secure off- 
show meetings?
Is there meaningful, relevant information 
about technology, markets, customers, 
products or partners to share?
After you are done answering all of 
these questions, you have to consider the 
relevance for attending the event. When 
it comes to brand relevance, ask yourself:
Will there be a critical mass of press, 
analyst and influencers at this particular 
event?
Will the organization be able to secure 
predetermined time slots with the key 
spokespeople and press, analysts and 

Business Strategies
It's That Time Of The Year
All too often companies do not plan events properly, which is a 
recipe for failure. The result is an unsuccessful, reactive fire drill, 
which ends with little to no result.

By Michael Hammond

Too often companies 
go to these events 
just to be seen and 
they don’t have a 
strategy.





influencers at the event?
Does the organization have relevant and 
meaningful content around technology, 
markets, products, competitors, revenue, 
customers or partners to share?
On the customer acquisition relevance side 
of things, ask yourself:
Does the profile of the attendee map 
directly to your organization’s Target 
Account Profile?
Is there a critical mass of attendees that are 
suspects, prospects, and marketing qualified 
leads or in later stages in the sales pipeline?
Are relevant sponsorships available and can 
the organization execute against the needs 
of the sponsorship?
Are speaking opportunities on key topics 
available and does your organization have a 
speaker that is available to deliver?
Will the attendee list be available far 
enough in advance to help drive attendance? 
Is last years’ list? Or a targeted list with a 
100 radius of the event?
When it comes to customer retention 
relevance, ask yourself:
How many existing customers will be in 
attendance at the event?
Of the customers attending the event, how 
many are of strategic importance, how many 
contribute a significant amount to revenue, 
how many are reference able and how many 
are not happy?
Is there an opportunity for a customer to 
speak at the event or participate in a co-
speaking opportunity?
You also have to think about the risk/threat 
relevance. Ask yourself:
How many key competitors will participate 
the event and in what capacity?
Are any key competitors anticipated to 
make a key announcement?
What is the probability that customers and 
prospects will interpret non-participation of 
your organization at the event as a de-
commitment to the market?
Lastly, you have to consider your ability to 
execute at the event. If you can’t execute, 
don’t go because you won’t get the desired 
results. Ask yourself:
How well does the profile of the event 
attendee’s map to the organization’s target 
account profile?
How many sales and marketing people are 

confirmed to proactively work the event?
How many customer meetings can be scheduled 
with customers and prospects?
Are there an event planning team, an event plan 
and a weekly event-planning meeting that begins at 
least ten weeks before the event?
Who approves the messaging, positioning and 
signage for the show and do those those 
requirements map to the plan?
What are the quantitative goals for the show – I e. # 
of business cards, # of meetings, advancement of 
deals in the pipeline, closed deals, etc.?
Can the organization effectively communicate the 
key messages as quantitatively documented in 
positive press, evaluation forms and surveys?
Can the organization generate social media buzz 
such as tweets, retweets, likes, blog posts, 
comments, etc.?

Post-Event- Ability to Execute
Can leads be collected, processed, scored 
and routed in real-time?
Can nurture paths be set in motion at 
the event?
Will be organization be able to leverage 
event assets on the website, in follow-ups 
and lead nurture?
Can the organization follow-up on all 
social media channels to continue and 
promote engagement?
Is there an ability to track, monitor and 
manage metrics to document ROI?
Too often companies in the mortgage 
space go to these events just to be seen 
and they don’t have a strategy to capture 
leads and make the most out of the 
events. With the proper planning, 
conferences can be successful. 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.

Bu
sin

es
s S

tr
at

eg
ie

s

You have to 
consider your 
ability to execute 
at the event. If 
you can’t execute, 
don’t go. 
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What is the MEASURE
of a TOP Producer?

The new loan officer compensation rules have 
drastically changed the dynamics 
between employee and employer.

       o you still rank your top producers solely based on units or   
    volume? The new loan officer compensation rules have 
drastically changed the dynamics between employee and 
employer. A natural, synergistic bond once existed between 
the loan officer and the lender. Both parties were aligned to 
maximize price and minimize revenue loss during the loan 
transaction. However, this paradigm has now shifted to a one-
sided relationship where the lender is stuck with the majority 
of the financial risk on every transaction. Each revenue loss 
that occurs between the lock and the closing is borne solely by 
the lender.

BY TYLER SHERMAN

D



  In the aftermath of the mortgage 
meltdown, investors, regulators and 
borrowers are all demanding more 
transparency and accountability from 
lenders. To effectively create this, 
lenders need to broaden their focus. 

   Volume is still important, but quality 
and customer satisfaction also play an 
important role as loan officer 
performance is being assessed. 
Scorecards are the optimal business 
intelligence tool to provide this 
assessment.
  A truly effective scorecard is a 
comprehensive balance of the 
following metrics.
>> Volume: Tracking this end result is
important; however, all of the
activities that lead up to the result are
also valuable information. In other
words, the actual outcome is
ultimately the result of an
accumulation of activities that drove
that result. What activities took place
and how many were required for a
successful outcome?
>> Quality: Loan officers should also
be accountable for the thoroughness of
the prequalification process as well as
completeness of the files that they
submit to processing. These quality
metrics include pull-through ratios,
number of conditions per file, number
of lock extensions, cycle times and
how many loans achieved a “first
submission” approval rating.

>> Customer satisfaction: It is
imperative for the lender to conduct
surveys to determine loan officer
performance from a customer-
satisfaction perspective as well as
from their peer employees. Is the

loan officer easy to work with? 
Does he or she represent the 
company well and adhere to 
policies? These are critical 
performance factors that provide a 
clear, overall picture of total 
performance. If you are still 
measuring your sales team based 
on volume alone, the wrong people 
are likely being recognized.
  For all these reasons and more, 
lenders should leverage technology 
to automate the creation of these 
scorecards, as they can expect 
immediate return on investment 
from their use. Once the lender 
has this visibility, targeted and 
effective training programs can he 
instituted to continuously improve 
performance and change behaviors 
accordingly.
 This unprecedented level of 
visibility allows lenders to track the 
activity of every loan originator. 
The technology even translates 
these scorecards into dashboards 
that can be viewed by upper 
management. As lenders look for 
more control over their loan 
process, they are finding that this   

is simply not possible if you 
first don’t have a total picture 
of everything that’s going on 
within your lending institution.
 While most talk around 
regulatory issues this year cen-

 

ters around TRID, the less 
recent changes to the Truth 
in Lending Act (TILA/
Regulation Z) remain the focus for 
sales managers. Consistently ensuring 
that originators are not steering 
consumers into transactions not 
deemed to be in the best interest of the 
borrower, based on the ability of the 
originator to receive greater 
compensation is as difficult as it 
sounds. This challenge for sales 
management is compounded by the 
need to refine originators’ prospecting 
and qualifying efforts to produce 
application files that are complete as 
well as compliant.
   To address these challenges, loan 
originator scorecards are a necessity if 
lenders want to consistently evaluate 
their loan officers using multiple 
criteria, instead of rewarding just one 
behavior, traditionally funded loan 
volume. 
   In addition to promoting compliance 
and efficiency, originator scorecards 
enable the lender to enforce 
accountability and transparency. With 
data comes insight, and with insight 
comes power.  

Volume is still important, but quality and 
customer satisfaction also play an important role 
as loan officer performance is being assessed. 
Scorecards are the optimal business intelligence 
tool to provide this assessment. 
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  In the end, that insight can be made 
accessible to investors looking to buy 
loans from the most transparent 
lender, regulators looking to make 
sure that the lender is on the up-and-
up, and borrowers looking for instant 
status updates on their loan. Lenders 
actively using scorecards are seeing an 
immediate return on their investment 
in these and many other ways.
  To illustrate how lenders are utilizing 
powerful performance and scorecard 
tools, Jackie Amato, president of 
TowneBank Mortgage, uses Motivity 
Solutions’ Movation dashboards to 
monitor pipeline activities, production 
goals, and originator activity and 
performance. our partnership. We 
talked about it a lot. 
   Each individual loan officer utilizes

  pipeline dashboards to track his or her 
loans as they progress through the loan 
origination system (LOS). The 
TowneBank originators also focus on 
lead management and creative ways to 
cater to their best, highest-value 
referral sources.
 TowneBank proactively tracks 
individual performance to hold team 
members accountable and to target 
training opportunities. More 
importantly, via individual scorecards, 
Movation will soon enable employees 
to self-monitor and strive to improve 
based on the goals established.
   TowneBank’s Amato watches trends 
to gauge potential ebbs and flows in 
production volume so that she can 
anticipate activities and allocate 
resources accordingly.  v

About the Author

Tyler Sherman is co-founder and CEO of Motivity 
Solutions. Tyler has more than 20 years of sales, 
marketing, and executive leadership experience across 
the mortgage and technology industries. Before 
founding Motivity, he was a co-founder of Watermark 
Financial Partners, where he led the sales team to 
unparalleled productivity and profits. 
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Five Key Ingredients for Successful 
Long-Term Lending to the Millennial 
Borrower 
While many in the industry may want to close their doors and hunker down 
in preparation for TRID, the world around us does not stop.

BY TERRY A. AIKIN

We’re halfway through 2015, and many lenders are still holding their breath waiting for the

TILA-RESPA Integrated Disclosure rule (TRID) to go into effect.  We all fear the unknown, but 
lenders can take rational steps to get ready for TRID by adjusting their lending, their lending 
strategies and improving existing processes.  We make adjustments today to prepare for tomorrow.



   I’ve traveled to a dozen industry 
events, listened in on the latest the 
CFPB has to say, and tuned in to how 
lenders are reacting to TRID. While 
many in the industry may want to 
close their doors and hunker down in 
preparation for TRID, the world 
around us does not stop because of an 
impending regulatory change. Many 

regions and cities continue to enjoy a 
robust real estate market and recovery, 
and with interest rates low but 
trending upward, many borrowers are 
actively in the market for a home. 
Instead of worrying about TRID, 
lenders should be turning their focus 
to ways to reaching the emerging 
Millennials market.
 People, process, and technology 
remain the key to business success, 
but while this may be true at the most 
basic level, we all know that nothing 
about the mortgage industry has been 
simple or straightforward for many 
years.  The recipe for success in 
today’s all-digital age is much more 
complex.  Our industry faces 
uncharted territory; we are still 
transitioning from the all-time high of 
the refinance boom to the current 
reality of purchase lending and higher 
costs to close.  This new lending 
environment presents us with new 
opportunities.   
  One of the biggest opportunities is 
the arrival of the Millennials to the 
housing marketplace.  Millennials are 
the next first-time homebuyers and the 
new face of lending.  There are 86 
million of them in the US, and they 
now represent the largest generation in 
the workforce.  They cannot be 
ignored; rather, they should be 
cultivated.  We see five key 
ingredients in the recipe for successful 
lending to Millennials:   

1. Defined Goals. You must define 
measurable goals to achieve your 
future vision. Your goals should be 
unique to your target market and the 
strategy of the organization.  This, 
along with any number of factors, 
will help you define and adjust your 
goals. Goals, such as increasing the 
number of loans made to Millennials, 

should be measurable and bucketed in 
near-term (1-2 years) and long-term 
(3-6 years) categories.  If you cannot 
measure the goal, it’s a vision. Your 
vision belongs in another area of your 
plan -- not under goals.  
  Measure your goals monthly, 
quarterly and annually. Consider: Cost-
to-Originate, Cost-to-Close, and Gain-
on-Sale (GOS) Leakage. GOS Leakage 
is the difference between the expected 
gain and actual gain on sales. A CMB 
colleague once explained to me that 
most lenders are unaware of this issue. 
Many mortgage lenders don’t know 
they have a problem because they 
don’t closely monitor changes in Gain 
On Sale. Often times this occurs when 
the investor’s lock price and margin 
are altered in a company's loan 
origination system after the loan is 
purchased, often without a date- and 
time-stamp. In essence, someone 
changes the original lock price and 
GOS to match the figures on the 
purchase advice. If this occurs, there is 
no way to measure the difference. Pre-
purchase or delivery issues can also 
cause delays in the loan purchase, 
which can result in extension fees or 
even having to resell the loan to 
another investor at a loss. There are 
several other sources of GOS leakage 
that result in a reduction of revenues. 
The key is to monitor each loan to 
ensure there is little or no difference in 
the expected and actual GOS. 

Strategy. Your strategy should 
be based on meeting your 
goals for the future.  As 
mentioned, the industry we see 
before us is not at all like 
the industry we have known. 
The refinance boom we saw 
over the last few years appears 
to be a thing of the past. 

 

 With new regulations in 
place and a rebounding 
purchase market, identifying the 
impact this has on your 
strategy is crucial. 
 As the industry changes, so 
may your strategy. Just like 
an endurance race, the key 
to winning typically isn’t in 
making broad, sweeping 
changes, but rather in careful 
preparation, making small 
corrections along the way, and 
tenacity. Consider and measure 
your market penetration. 
Whether you’ve reached 
saturation or are still 
expanding, home buying 
behaviors will change over 
the next couple of years.
 The borrower experience 
throughout the process -- 
whether digital, face-to-face, or 
over the phone -- must be 
highly personalized to meet 
the needs of tomorrow’s 
consumers: Millennials and 
minority buyers. How will 
you get there?  
 Mobility, integrating apps, 
and cloud systems could be 
an answer. A simple first 
step could be changing your 
organization's website flow to 
make it more intuitive and 
adding online mortgage 
applications. 

The recipe for success in today’s all-digital age is 
much more complex.  Our industry faces 
uncharted territory.
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People. The foundation of any 
successful company, I would argue, 
begins with great leadership and the  

right people. Hire smart people that are 
culturally aligned with your 
organization and demonstrate the ability 
and desire to learn, and you’re on your 
way.
  How do you measure or anticipate 
future performance to meet the needs of 
your business and lending strategy? 
You must ask yourself if you have the 
right people for the changing 
environment.  Can they help you 
achieve your lending strategy? If the 
answer is yes, take steps to increase 
their knowledge and test it, and take 
actions to regularly demonstrate how 
“they” and “their role” are critical to the 
success of the department and 
organization. The Mortgage Bankers 
Association recently launched 
MortgageBankingBound.com to help 
educate college students about the 
mortgage banking industry.  Education 
and testing like this is a good place to 
start.  Remember, Millennials aren’t 
only your soon-to-be customers, they 
are your current and future employees. 
Cost-to-Close. As mentioned above, 
cost-to-close is simply the sum of 
mortgage labor costs, direct mortgage 
costs, indirect mortgage costs and 
mortgage technology costs divided by 
the number of closed loans. We all 
know what we want out of this. The 
lower the cost-to-close, the more 
profitable and competitive the lender 
will be. Study after study tells us the 
technology cost component is by far the 
smallest expense in the equation. Labor, 
in contrast, is always the largest. 
Lowering costs is a matter of leveraging 
the former, which, if done properly, 

reduces the latter, thereby lowering the 
cost of lending.  
   Market trends have a great impact    

on this measurement. Cost-to-close, for 
most lenders, is up this year over last 
year, due to the switch from a heavy 
refinance focus to a focus on the 
purchase market.  Purchases are 
inevitably more complex and time-
consuming. So how can lenders lower 
this measurement? High performance 
lending is dependent upon productivity. 
Add a new market -- for example, by 
working more closely with first-time 
buyers -- or gain new market share 
without adding staff, and your  pro-

ductivity will go up. Also, take a 
look at your internal efficiencies. Is 
your team inputting the same data 
multiple times due to disparate 
systems or redundant processes? 
Many redundancies can be found in 
manual compliance checks, imaging, 
and document production areas of the 
loan manufacturing process. 
Technology. Technology is the great 
unifier. Mortgage lending has 
undergone a remarkable 
transformation over just the past 
decade. Mortgage lending has 
traditionally been a disjointed 
process, requiring interactions with   

multiple systems to close just a single 
mortgage.  Lenders are now realizing 
these methods are antiquated.  In order 

 

  

for the upcoming all-
digital mortgage revolution. 
Some mobile technologies 
can combine spending/saving 
psychology, behavioral 
science, location data, and 
other services (such as 
debit card and payments). 
This offers Millennial 
consumers real-time, context-
based feedback on their 
daily spending levels and 
options for saving money, 
thus engaging these 
borrowers in a much 
more compelling way.  v

About the Author

Terry A. Aikin joined Accenture Mortgage Cadence in 
June 2013 as SVP Lending Solutions, responsible for all 
sales activities and personnel involved with the 
company’s Lending Solutions area. He has more than 25 
years of risk management experience with the last 18 
years focused on mortgage lending. Prior, he held 
leadership positions in sales and account management 
with Solidifi US, Inc.

Technology is the great unifier these days. 
Mortgage lending has undergone a remarkable 
transformation.

to see their cost-to-close go down, 
lenders need a system capable of 
getting borrowers to the closing table 
faster. Online is now where it’s at - 
especially as it relates to the all-digital 
Millennial borrower.  Lenders not 
online are bound to miss out.
  Lenders should make every effort to 
meet Millennial borrowers where they 
spend their time -- on their phones, 
tablets, and computers.  These lenders 
should be connected and innovative, 
finding technology that positions them 





Grieving For Our Lost Industry

We have to recognize that we still have some processing of grief 
over the loss of our familiar and profitable mortgage lending 
environment.

BY REBECCA WALZAK AND BARBARA PERINO

Seven years ago, mortgage lending suffered an industry wide 
traumatic shock with the collapse of the mortgage markets and 
the death of the “no documentation pay option” loans and 
others of their ilk.  It was a devastating blow that knocked us 
back so hard that for many it has been difficult to recover.  On 
top of that destruction came an influx of laws and regulations 
that are attempting to resurrect the industry with a plethora of 
consumer focused requirements, multiple reviews and million 
dollar fines.  



 The industry is certainly not the 
first to experience this type of 
devastation.  Other industries, such 
as the steel industry and even 
countries, such as the Nepal 
earthquakes have suffered in this 
way.  Many natural and man-
made disasters fill our news.  
Individuals have also suffered 
blows to their lives and fortunes 
that tossed their emotions upside 
down. So whether it be people, 
industries or nations, a period of 
disorientation occurs after a 
seismic event such as this and 
we struggle to make everything 
“right”.  So what can we expect; 
what stages must be processed 
and traveled through in order to 
regain our “normal” self? There 
is some guidance available. 
 In 1969, a Swiss-American 
psychiatrist named Elisabeth 
Kubler-Ross studied the emotional 
journey among people facing 
death.  From this experience she 
identified various stages that we 
pass through and documented her 
findings in a book entitled On 
Death and Dying.  In conducting 
this study she identified first five 
(5) and later seven (7) stages that 
must be processed.  These 
include:  
1. Shock or Disbelief
2. Denial
3. Anger
4. Bargaining
5. Guilt
6. Depression
7. Acceptance and Hope
Frequently, as more and more 
individuals, psychiatrists and recovery 
organizations processed the traumatic 
events they encountered, the more 
these stages came to be recognized as 
not only steps taken by the dying, but 
by anyone and any entity recovering 
from a life-changing occurrence. In 
the “Change Management Blog” (July 
14, 2009), there is a discussion of 
“The Grief Cycle” that describes how 
this very model is finding its way into 
management and organization 
dynamics. While not every individual 
experiences these steps in a fixed 
sequence but in fact may be experienced 

had occurred frequently in the past.  
But it didn’t stop and as the crisis 
grew more and more, lenders watched 
in shock as their companies collapsed 
or moved closer to failing. By fall of 
2008 it was obvious that this was no 
short-term problem, but a major 
collapse of financial markets around 
the world.  
Stage 2:  Denial- In this stage those 
involved are trying to avoid the 
inevitable.  As the crisis continued it 
became evident that at the heart of the 
financial collapse were the defaulting 
mortgage loans.  Accusations of the 
abandonment of sensible credit policy 
and underwriting standards flew from 
everywhere including The White 
House, the Hall of Congress and the 
hometown consumers.  Mortgage 
lenders tried in vain to argue that it 
wasn’t these loans that were at the 
heart of the problem, but that the 
economy in general had suffered 
which then drove borrowers into 
default.  In other words we denied that 
this could have been, in any way, 
shape or form, caused by us.  
Stage 3: Anger- This stage embodies 
the frustrated outpouring of bottled-up 
emotions.  The anger phase began 
when we recognized that denials could 
no longer continue.  At this point we 
began to display outbursts of 
frustration as the government stepped 
in to slow the rate of defaults and 
address the growing anger from 
consumers over the loans that they felt 
were unfair.  We are all familiar with 
HAMP and HARP and other programs 
that overwhelmed the servicing 
operations that resulted from these 
actions.  We began to push back 
against legislators that were bound and 
determined to pass new legislation 
against the egregious lending practices 
that had caused the crisis in the first 
place.  Lenders loudly exclaimed that 
these loans were the result of a few 
“bad apples” that had since been 
closed down and the industry was fine 
without any more legislation.  It was 
also in this stage that many investors 
began to file multiple lawsuits against 
banks and mortgage operations.  
These lenders were the entities that 
had originated the loans that had  

in different phases at different times.  
In other words this is not a linear 
progression, but a series of phases that 
we pass through on our way to 
becoming “normal” in the new reality.  
So in what stage do we find much of 
the industry and what we think will be 
the new management model once we 
finally reach “Acceptance”?

By fall of 2008 
it was obvious 
that this was no 
short-term 
problem, but a 
major collapse 
of financial 
markets around 
the world. 

Stage 1:  Shock or Disbelief- This 
stage involves an initial paralysis at 
hearing the bad news.  There is no 
doubt that as markets began to reach 
their pricing saturation point and 
companies began to fail, there was a 
sense of disbelief among many 
lenders.  They looked on as these 
companies, many of them small 
lenders, began to close their doors as 
repurchase demands escalated due to 
defaults because consumers could no 
longer refinance out of an excessive 
high payment adjustments.   The 
common belief at first was that this 
was just a “market correction” which    



had defaulted and caused billions of 
dollars of losses around the globe.  
Lenders prepared to “do battle” with 
these entities since they continued to 
believe that it was the economy that 
had caused the collapse and ultimately 
the loan losses.   
Stage 4 and 5:  Bargaining and 
Guilt- In these stages an initial belief 
begins to form in the hope of avoiding 
the cause of the grief or overcome the 
feelings of remorse.  As it became 
more and more apparent that these 
issues were not just going away, the 
industry began to bargain.  First there 
was the attempt to bargain with 
Congress over what would be 
contained in the new legislation under 
development.  Many industry leaders 
testified before the House and Senate 
explaining how their programs worked 
and showed how new legislation 
would cause consumers more harm 
than good.  It was also during this time 
that individuals and companies began 
to meet with those individuals and 
investors who had been harmed by the 
crisis and were in the process of suing.  
Large banks, which had swallowed 
many of these companies and their 
loans found themselves trying to 
bargain with the investors in order to 
reach a settlement.  
Stage 6: Depression- In this stage the 
parties involved becomes saddened by 
the certainty of the outcome.  As it 
become more and more evident that 
the effect of the new regulations and 
the impact of the changes underway, 
lenders tended to apparently give up 
hope of being part of companies that 
met the new standards and that made 
money.  There were numerous 
comments made at the Secondary 
Conference about the number of 
reviews that had to be done, the 
changes underway in the process, the 
new disclosures and the lack of a 
private secondary market that was 
deemed to be a vital part of the 
recovery. There was an air of sadness 
throughout the attendees which 
seemed to be focused on getting 
through or giving up.  One lender 
stated he was better off closing up the 
mortgage business and starting a totally

 

different type of company.  In many 
instances it appears that quite a few 
members of the industry are stuck in 
this stage.  Many appear to have given 
up hope that the industry will ever be 
as vital and dynamic as it has been in 
the past.
Stage 7: Acceptance-In this stage 
individuals embrace the inevitable 
future.   Today it appears that only a 
very limited number of industry 
members have reached the stage where 
people learn to accept and deal with the 
reality of the situation.  In fact there 
has been very little discussion about 
what the industry will look like once 
we finish with all the new regulations 
and associated process and technology 
changes.  So what changes will stay 
with us and how will the mortgage 
lender of the future adjust?
   One of the basic issues that we had to 
face during this grieving process was 
the fact that many independent 
mortgage lenders never were forced to 
operate in a regulated environment.  
While the banks, particularly the larger 
ones have always inculcated a 
regulatory approach into their 
operations.  This will be new to many 
lenders. While frustrated and anxious 
about the new regulations and the new 
regulator have been at the forefront of  
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our efforts in the past few years, the 
regulators influence will not disappear 
once the regulations are in place.  We 
can expect that this “data driven” 
organization will continue to expect a 
higher level of management on 
operational risks and consumer 
satisfaction.  Management will no 
longer be able to delegate these issues 
to attorneys or quality control staff.  
They will have to incorporate a 
broader focus on the overall 
management of the company’s 
operational policies and procedures as 
well as overall risk management.
   While the seven steps of death and 
dying may seem to some to be a bit of 
an exaggerated means to demonstrate 
what we have been through and where 
we are going, we have to recognize 
that we still have some processing of 
grief over the loss of our familiar and 
profitable mortgage lending 
environment.  As studies on this 
subject have shown the stages of grief 
exemplify the basic process of 
integrating new information that 
conflicts with previous ideas and 
beliefs. As such we need to realize 
that it is important that we move 
forward in order to allow our industry 
to reemerge as a vital and contributing 
part of the economy. v



As the mortgage industry deals with life after the financial 
meltdown, we are finding that the industry is going to be more 
regulated then ever before. How do lenders deal with this new world?

According to the executives at Simplife, electronic collaboration is the 
answer to ensuring success in the emerging mortgage market. How is that 
possible? Nancy Alley and Paul Clifford explained their industry 
viewpoint in a conversation with our editor. Here's what was discussed:

Q: Paul, You have been in the financial services industry for over 16 
years. You have really been a pioneer in the e-recording business. How 
has e-recording evolved over the years?

PAUL CLIFFORD: E-recording has certainly come a long way. E-
recording is the process of submitting documents, whether signed in ink or 
electronically, for recording online and having them reviewed, recorded, 
and returned back to the submitter electronically. It transforms a process 
that could take several days or even weeks down to minutes. When you talk 
about the evolution of e-recording, it started out cutting-edge but has now 
become a common practice. In fact, close to 70% of all originations occur in 
a county where the recording can be done electronically.
   Why has this happened? Thanks to laws like UETA, ESIGN, and 
URPERA, a contract cannot be denied validity, legal effect, or enforceability 
solely because it was formed using an electronic signature or an electronic 
record. Once the legal construct was in place, we just had to drive adoption. 
As you can imagine, the usage grew steadily as counties came online.
   Over time, there has been much less fear and confusion over what e-
recording is, and instead, more and more people embrace and advocate for 
the tremendous benefits that come with e-recording adoption.

Q: If we stay on that topic, Simplifile has a vast network of over 17,000 
closing and settlement companies in addition to over 1,233 counties with 
nearly 9 million e-recording transactions recorded annually. How has 
Simplifile been able to gain so much traction? 

PAUL CLIFFORD: It has been an ongoing process. Simplifile has diligently 
worked for the last 15 years educating and promoting e-recording. We have 
worked on a national basis within all markets across the country having 
local representation and consistently attending over 220 events annually. 
This has given Simplifile an intimate knowledge of all of the complexities 
within each market around the country and how to best portray those 
nuances in simple ways. In the end, we are committed to the advancement 
of industry standards and best practices by taking many leadership 
positions in both PRIA and MISMO. Simplifile is committed to supporting 
our clients and always doing our very best to make sure our service is 
making their lives better.

Q: Nancy, for more than 20 years you have dedicated your career to 
driving innovation and leveraging technology in the mortgage industry. 
What brought you to Simplifile?

NANCY ALLEY: I have a long history working with Software as a Service 
models to move the mortgage industry to a totally electronic environment. 
So, my tenure in electronic mortgage collaboration is perfectly aligned with 
Simplifile’s value proposition.  What I found most interesting is that 
Simplifile brings the side of the equation that often gets overlooked: the 
settlement agent. I was intrigued by the tremendous gains we could achieve 
as an industry if we could connect the settlement agent into the process 
electronically.  Thinking ahead to August 1, I can’t think how organizations 
could remain compliant without electronic collaboration. Our new services, 
Collaboration and Post Closing, were designed to deliver on the promise of 
a world where agents and lenders connect transparently.

ADVANCING  COLLABORATION

Nancy Alley & Paul Clifford
EXECUTIVE INTERVIEW



Q: You talk about how Simplifile 
“connects lenders, settlement agents, 
and counties,” why is that 
important in today’s market?

NANCY ALLEY: It’s critically 
important. With the TILA RESPA 
changes, being able to connect lenders 
to their settlement agents is more 
important than ever to get the fee 
collaboration and transaction details 
right. The movement of data, 
documents, and correspondence needs 
to be controlled, tracked, and audited 
to ensure a compliant process. In 
addition, the transaction doesn’t end at 
the closing table. Trailing documents 
continue to be an industry pain point. 
Lenders need to know where the 
documents are and what has happened 
to them after closing. If you are going 
to solve this frustrating problem, you 
have to embrace an electronic strategy 
that drives total transparency.

Q: When it comes right down to it, 
with any technology, adoption is the 
key to success.  Why do you think 
Simplifile has gotten such great 
adoption in the past and how can 
lenders benefit from this?

NANCY ALLEY: I can’t stress 
enough the importance of meeting 
users where they already work every 
day. You have to start with the 
familiar, which means taking 
technology that is already in use and 
expanding the functionality. If you 
can do that, you can create a great 
value proposition that makes it easy 
for the user to take that next step. Our 
Collaboration and Post Closing 
services allow lenders and settlement 
agents to share, receive, and validate 

The movement of 
data, documents, 
and correspondence 
needs to be 
controlled, tracked, 
and audited to 
ensure a compliant 
process.

documents from time of application 
through delivery of final documents, 
and that’s a huge benefit. Delivering 
this benefit through an existing 
application that settlement agents, one 
way or another, are in every day 
streamlines their adoption; they don’t 
need new credentials to remember, and 
they don’t have to add or manage 
another vendor to start collaborating 
with their lenders.
  The other key to broader industry 
adoption is offering both partners and 
customers options to work with you, 
and you need to appeal to all sizes and 
types of customers. Some users want a 
lights-out process, so you have to offer 
flexible integration options. Others are 
seeking a ready-to-go user interface 
while others may prefer a hybrid of both 
to help them meet the August 1 deadline 
and plan for the future. You have to 
work with everybody and make it easy 
for them to work with you, as well. It 
has long been the philosophy of 
Simplifile to work with organizations of  

all sizes and in the way they desire to 
interact with the system.

Q: Why does Simplifile think they 
can help the mortgage industry?

PAUL CLIFFORD: Simplifile has 
the relationships and adoption already 
in place. The concept and technology 
is proven. We also have the 
integration expertise to make it easy 
for the industry to realize the value of 
this process. When you compare 
Simplifile to others in this space, we 
have post-closing visibility, which 
really is a missing piece for other 
providers. It’s also a big deal that we 
are independent and have a multi-
tenant system with a single login. 
There are clear advantages to having 
been a pioneer in this space because 
now we can offer all of those years of 
experience to the mortgage industry.

Q: What can we expect from 
Simplifile in 2015 and beyond?

PAUL CLIFFORD: At Simplifile we 
have become experts at translating 
many-to-many relationships with 
complex data requirements into a 
simple-to-use platform. We are excited 
to leverage our pervasive presence in 
the settlement space, so lenders can 

Industry 
Predictions
Nancy Alley thinks: 

1 There will be 
more confusion to 
come before there 
is any clarity. 

2 Data standards are 
a big part of the 
solution for our 
space to recover 
and thrive. 

 

3 Electronic colla-
boration is simply 
required to conduct 
business.
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collaborate seamlessly through our 
agnostic platform; thus, creating a 
comfort that they will be compliant 
to all of the new regulations
 Going further, Simplifile will also 
be providing the lenders in the 
industry with their first real-time 
view of their trailing documents. 
That’s very important. We will 
make it possible for mortgage 
lenders to automatically have their 
trailing documents returned after 
closing through our post-closing 
offering. Just that piece alone 
solves a major industry pain point.
  Also, Simplifile is working to 
help all of the counties in the 
country embrace electronic 
recording. We currently cover 70% 
of the population, and 33% of the 
counties nationwide. We are 
committed to having every county, 
no matter how big or small, 
integrated so that everyone in the 
industry may benefit from a 
comprehensive electronic network.
 Ultimately, Simplifile will continue 
to innovate and offer services that 
make sense for the mortgage 
industry. v

HERE'S THE KEY TO MORTGAGE LENDING SUCCESS:
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Industry 
Predictions
Paul Clifford thinks:

1 New Integrated Disclosures  
will pave the way for rapid 
adoption of fully electronic 
mortgage transactions. 

2 Transparent collaboration  
and post close platforms 
with auditability will help 
revive the private mortgage 
investor market. 

3 The smaller settlement 
companies will leverage 
technology to navigate the 
changes ahead.  
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Are Your Hedging Skills 
(or Lack thereof) Leaving 
Money on the Table?
Few practical options exist for pipeline managers beyond leaving 
their money on the table, and that is to ‘farm out’ the process.

BY GREGORY CROSBY

Secondary mortgage market professional are always under pressure. They are faced 
with a multitude of difficult tasks including managing the pipeline, guarding against 
losses and trying to exploit profit opportunities where none seem to exist. All the while, 
they’re facing fierce competition and managing scarce or dwindling resources. One thing 
most realize is that they’re foregoing proven profit opportunities because they’re not 
actively involved in efficient pipeline hedging activities. 



remain in control of their pipeline.
   Finding a comprehensive program 
on specific areas such as hedging and 
related secondary practices takes 
research in and of itself. It is 
imperative that pipeline managers find 
the right program. A few tips are 
offered as to what to look for in a 
mentoring program. This general 

To add to the pressure, few practical 
options exist for pipeline managers 
beyond leaving their money on the 
table, and that is to ‘farm out’ the 
process. The process of having a third 
party handle the pipeline not only 
requires them to relinquish control of 
their pipeline management, it is 
expensive. Additionally, the ‘black 

  

box’ approach provides results that 
provide no more insight or 
understanding of the process than 
they have now.
 While most executives want to 
engage in pipeline hedging, they 
often cite a lack of experience, 
practice and knowledge of 
techniques as their reason for not 
doing so. Additionally, they mention 
their desire to expand their 
understanding of what these 
practices entail, the level of 
complexity and the resource 
commitment required to succeed. 
Some under- or overestimate the 
difficulty of staring and maintaining 
a hedging program and some find 
that even with the capable software 
tools that are available, the learning 
curve and resource commitment will 
outweigh the benefit.
  However, there is a new option 
that pipeline managers can exploit 
in order to increase profits. It is 
one that combines advanced 
technology and education with a 
business mentoring approach to 
pipeline management. This option 
not only helps managers enhance 
their skills and advance their 
understanding of the process, it 
helps them make informed decisions 
going forward and, most 
importantly, it allows them to   

offer a measure of protection 
for secondary operations when 
managers leave or retire.
 These programs should be 
tailored to the varying levels of 
experience each individual within 
an organization possesses, 
including beginner, intermediate 
and advanced. 

 For example, beginner-level 
mentoring might include the 
important differences between 
hedging and fulfilling forward 
commitments, as well as key 
drivers of a mark to market and 
also how to compute a hedge 
ratio and set a hedge position.
  For intermediate-level mentoring, 
something in the realm of 
determining the cost of existing 
closing ratio factors, calculating 
the most cost effective pull-
through curve and tips on how to 
better interpret market position 
exposure report. This level would 
also include actual trading 
simulations as well.
 Advanced-level mentoring and 
training should have students 
crafting risk and pricing policies 
that work hand in hand to 
minimize negative fluctuations in 
earnings, maximize the profit 
realized from pricing, hedging and 
best execution activities. Their 
training should include enterprise-
wide simulations that result in a 
best-practices manual for their 
entire organization. 
  The takeaways from these types 
of educational programs are many. 
For the individuals at the 
beginning levels of the business 
and for other important indirect  

outline will help managers in 
their search in order to 
maximize the results and impact 
on their operation.  
  First, the providers of these 
programs must have the right 
mix of expertise and experience 
in the industry. They must 
have a firm grasp of proven 
processes as well as knowledge 
of the essential technology to 
help educate and as well as 
execute best secondary marketing 
risk practices. 
  The program should offer a 
stair-step approach that builds 
up the skill level that best 
suits the individual as well as 
the organization. For example, 
the program should provide 
course tracks for managers to 
become more proficient as 
traders, as well as tracks that 
help establish a more 
comprehensive enterprise approach 
to pricing, hedging and market 
execution. 
 Offerings should include 
tailored courses to high-level 
executives such as the CEO, 
CFO or President who want to 
understand more about how 
their organization is managing 
its secondary marketing risk. 
These course tracks also help 

In the short term the negative effect of CU will 
lengthen the average turnaround time for an appraisal 
to receive a successful submission.



stakeholders, these programs 
increase practical abilities and 
theoretical understanding of the 
mortgage pipeline risk management 
discipline and how it integrates 
into the overarching mortgage 
banking profit management process.
 When these programs have been 
completed, the secondary manager 
should then be empowered to 
effectively conduct mortgage 
pipeline risk management activities 
and to clearly plan, communicate, 
execute and coordinate risk 
management activities in concert 
with pricing, best execution 
selection and mortgage pool 
delivery activities.  
 They should reach a level of 
acumen needed to craft a solid, 
comprehensive risk management 
policy that benefits from insights 
into how models, reporting and 
market analysis impact risk 
exposure. The policy will embrace 
management’s ability to utilize 
models and feedback to optimize 
performance while limiting risk. 
They should also become adept at 
coordinating outcomes with best 
execution, pooling and pricing 
activities, to the degree that the 
combined operating performance of 

the organization will reflect favorably 
when compared to its peers.
  These types of education programs 
work best when comprehensive 
technology is employed to help 
secondary manager and their 
organizations. The best type of 
technology is software that is 
comprehensive and provides a high-
level of clarity and transparency as 
opposed to a ‘black-box’ system where 
the ability for user to see how results 
were derived doesn’t exist. The 
software should provide multiple 
hedging approaches allowing 
managers to view exposure in different 
contexts as well as the flexibility to 
view market exposure from a vantage 
point that fits their risk policy.  

  And finally, the software should 
have the necessary reporting tools that 
allow managers to convey their 
derived strategies to other 
stakeholders within their operation.
 Secondary managers can achieve 
their goals of maximizing profits, 
expanding their understanding and 
achieving better control of their 
pipelines by taking advantage of 
comprehensive programs that offer 
technology, education and business 
mentoring. 
   By employing these, they can craft 
an effective hedging policy and better 
manage their operation. The results 
are likely to produce better returns and 
a more advantageous position in the 
marketplace. v
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