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Is Recovery Finally Here?

The WealthManagement.com Advisor Confi dence Index (ACI), a benchmark 
of fi nancial advisors’ views on the U.S. economy and the stock market, re-
versed course and rose 5.6 percent during the month of May to 114.8. This 

study records the views of a panel of some 150 fi nancial advisors who agreed to 
participate on a monthly basis, recording their level of confi dence across four cat-
egories: confi dence in the current state of the economy, confi dence in the economy 
in both six months and twelve months, and confi dence in the near-term future of 
the stock market.

The upward tick in confi dence comes a month after the index fell almost 6.8 per-
cent to its lowest point since the start of the year. Advisors then said they believed 
that stock prices were rising too far too fast, and that the underlying economic 
recovery was still too fragile to support record-high valuations. The most recent 
uptick in optimism suggests advisors may be capitulating to the bull market and 
perceive that the economic foundation of the recovery is getting stronger. Many still 
suggest that the markets are being supported more by government stimulus than a 
strong economy.

“For 2013, it has been buy the dip as the market has grinded higher,” says Kenny 
Landgraf of Kenjol Capital Management. “This probably the most hated bull-
market rally. The bears and their cash positions earning zero are getting pulled off 
the sidelines. Central banks will continue to provide liquidity for the market and 
prevent companies from running out of cash. Interest rate yields are terrible. As 
bond investments mature, the bond investors are slowly forced to take more risk 
to replace the same yield as their maturing debt. We expect a sideways market and 
then we will hit new highs in the fall again.”

All four indicators that compose the Advisor Confi dence Index moved upward 
in May. The component that tracks optimism over the current state of the economy 
and the markets rose by seven percent each. That was tempered a bit by advisors’ 
outlook for the economy in mid-2014, where optimism grew by only 3.4 percent.

Still, several advisors suggested the improved picture was in fact due to the un-
derlying economy getting stronger. Housing and unemployment numbers seem to 
be getting better and that is fueling more aggressive market positions.

“This ‘head-scratching’ rally is no longer a mystery,” said Jonathan Foster of An-
geles Wealth Management. “The Federal defi cit is vaporizing, and even California 
is now projecting a 2014 surplus. This is still the rally everyone loves to hate, but 
soon, even ‘recalcitrant retail’ may be rushing in to catch up.” ❖

EDITOR’S NOTES
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Recovery Tips

To survive and thrive in the 21st 
century, you need technology. 
But identifying and adopting the 

technology you need is not always so simple. 
In fact, it’s a bit scary. Always risky. That’s true 
today, more than ever.

Not too long ago, the choices were easy. For 
instance, deciding what phone to buy was not 
much of a decision at all. You might’ve had a 
choice in color, but that was it. Today, the choice 
is less clear and the decisions mean much more: 
Which smart phone platform to choose; which 
carrier to select; the size of your data plan; 
whether to purchase the phone insurance; etc.; 
etc.; etc. Whatever you buy, it’ll come with a 
two-year contract and involuntary membership 
by association in one tech-cult or another (plus 
an eye-roll from your teenager if you just get 
a regular old cell phone). But ultimately, all of 
the smart phone options will deliver what you 
need – efficient communication and computing 
in the palm of your hand.

When it comes to your business, identifying 
the technology you need is far more challenging 
and the risk of getting it wrong more severe. To 
survive and thrive, you must find a way to focus 
on opportunities, mitigate risks, and prepare for 
change – regulatory and otherwise. How can 
you do this? What technology will equip you to 
advance and also to mitigate your risks (regu-
latory, reputation, transaction – to name only a 
few)? With a seemingly endless stream of new 
technology, it’s easy to get confused.  Some-
times, it helps to take a step back and reflect.

Modern technology is exactly that – modern. 
But the intrinsic value of technology is not. 
More than 100 years ago, an American philoso-
pher put it best:  

“Civilization advances by extending the 
number of important operations which we can 
perform without thinking of them.”

Thoughts are a limited resource. You can’t 
focus on growing the bottom line if your busi-
ness is consumed by outdated manual processes, 
uncertainty about how the next regulatory exam 
will go, or by concerns about adapting to fre-
quent compliance and market changes. 

Adopting cutting-edge technology that al-
lows you to perform a process without thinking 
of it will give you the freedom to grow your 
bottom line – not your overhead. If, rather than 
identifying and implementing the right technol-
ogy and partnerships, you respond to regulatory 
reform through tedious document updates or 
rely on outmoded mistake-prone manual pro-
cesses, your team will always be in motion but 
not necessarily moving your business forward.

By contrast, if you adopt a technology-driven 
solution backed by the best partners, you will 
be able to both “keep up” and get ahead. You 
will be able to turn “rocking chair” activity (a 
lot of motion but little movement) into forward 
motion.

 The technology you need can also save you 
from an uncomfortable encounter with your reg-

Don’t Just Move.  
                          Move Forward.
Identifying and adopting the technology you need is not always 
so simple. In fact, it’s a bit scary.

By Reid Smeda

When it comes to your 
business, identifying the 
technology you need is 

far more challenging and 
the risk of getting it wrong 

more severe.
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Reid Smeda is the president of Compliance Systems, Inc. Reid has over 20 years of banking experience 
– serving in senior roles as an attorney, lender and business leader for national and international financial 
institutions. Compliance Systems, Inc., (CSi) is a highly respected provider of best in class “financial 
transaction” technology and expertise.
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ulator. The Consumer Financial Protection Bureau 
is a data-driven organization that is laser-focused on 
consumer protection, and other prudential regula-
tors are following suit. They expect institutions to 
adopt leading technology that will mitigate con-
sumer harm. Failure to do so and inability to deliver 
thorough and accurate data are on the top of every 

regulator’s pet-peeve list.  Like your teenager’s 
eye-roll about your choice to buy a regular old cell 
phone – or worst yet…a flip phone, your regulator 
is likely to become visibly frustrated by your deci-
sion not to adopt technology that limits consumer 
risks and allows you to collect, process, deliver and 
retain the necessary transactional data. And being on 

the receiving end of a frustrated regulator is not on 
anyone’s wish list…

Identifying the technology you need to advance 
your business (and limit your risks) is a bit scary. 
But using a time-tested principle of identifying im-
portant operations you can perform without thinking 
of them will put you in a position to succeed.  

Thoughts are a limited resource. Your thoughts 
are needed for growing your business and meeting 
market needs. Look to a partner with innovative 
technology to allow you to focus on those things 
while the partner provides the technology and sup-
port necessary for mitigating your transactional 
risks and compliantly documenting your loans. ❖

To survive and thrive, you must find a way to focus on 
opportunities, mitigate risks, and prepare for change.

Follow Us On Twitter @engageprogress
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Your Voice

How much attention do you pay to your 
website? When is the last time you up-
dated it? Do you really know who is 

visiting your website and what they are doing 
on your site when they get there? How can you 
get more business out of your existing website? 
How much more business would you get if you 
added a few new features? It’s not enough to 
just have a website, you have to know every-
thing about your website and be continually 
doing more to use your website to generate new 
business. 

Fear not though. It takes time to answer these 
questions and really craft a compelling online 
strategy. In essence, an online lending presence 
advances overtime as you become more aware 
of what works for your target audience, how 

potential borrowers access your website and 
what specific products borrowers in your area 
are looking for.

Having a dynamic online lending presence 
that offers customized product recommenda-
tions; competitive rates; live chat; detailed 
closing costs; and a fast, secure and easy-to-use 
application process with instant decisioning, 
by itself is no longer enough. You must also 
gain intelligence as to what is working with 
your online lending channel so that you can 
maximize results and gain even greater trac-

tion in the marketplace. The key to being able 
to maximize your efforts is tracking the right 
data, being able to quickly and easily analyze 
the data and being able to act on the data to gain 
a competitive advantage.

So, how do you come to know more about 
your online presence? Most turn to Google an-
alytics, which provides a powerful set of tools 
to steer you in the right direction. According 
to Google, they describe these powerful tools 
as follows: “Google Analytics not only lets you 
measure sales and conversions, but also gives 
you fresh insights into how visitors use your 
site, how they arrived on your site, and how 
you can keep them coming back.”

Google Analytics is built on a powerful, easy 
to use, reporting platform, so you can decide 
what data you want to view and customize your 
reports, with just a few clicks. For example, you 
can see how many people are on your site right 
now, where they came from, and what they’re 
viewing. You’ll know whether new content on 
your site is popular, whether today’s promotion 
is driving traffic to your site, and you can see 
the immediate effects of tweets and blog posts. 

But if you aren’t on top of what’s truly going 
on with your website, don’t fret. To put things 
into broader context, Small Business Trends, 
an award-winning online publication for small 
business owners, entrepreneurs and the people 
who interact with them, reports that according 
to research, only 25 percent of small businesses 
use an analytics tool, such as the free Google 
Analytics service, to measure website perfor-
mance. That means 75 percent of small busi-
nesses are missing opportunities to enhance 
website traffic, improve sales and drive busi-
ness forward.

With this decade’s eruption in technology 
and big data, businesses that don’t know what 
their audience is doing online are simply flying 
blind…. Undoubtedly, with the large volume of 
data flowing in each day, it’s growing harder to 

Dare To Know More
With this decade’s eruption in technology and big data, 
businesses that don’t know what their audience is doing online 
are simply flying blind.

By Randy Schmidt

Remember, every 
business channel should 
be working for the lender, 
not against them.
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make sense of it all. However, website analytics can 
offer solutions to your company’s online Web woes, 
Small Business Trends magazine suggests.

If we relate this back to our industry, lenders 

should come away from this knowing that they can 
get more business from their website if they dare 
to know more about their web presence. Are many 
of your prospective borrowers leaving your website 
on page two when they have to provide a social 
security number?  Are borrowers willing to fill out 
a quick app but not a full loan applications?  Know-
ing the answer to these types of questions will allow 
you to significantly enhance your web presence.

In our case, at Data-Vision we have integrated 
the industry’s leading online lending solution Loan-

Quoter with Google analytics so that lenders can 
maximize their online lending channel. We tout that 
LoanQuoter enables lending institutions to build 
that online customer experience just the way they 

want to, meeting the ever changing needs of bor-
rowers.

Remember, every business channel should be 
working for the lender, not against them. An outdat-
ed website that isn’t regularly updated and tracked 
is a prime example of how business can be lost in a 
heartbeat. However, a website that is regularly up-
dated and analyzed can be a virtual treasure trove. 
The bottom line is that a dynamic online lending 
solution combined with powerful analytics helps 
lenders drive greater results.  ❖

Randy Schmidt is President of Data-Vision, Inc. and is responsible for overall operation and strategic 
planning for the company. Randy became involved in the IT side of mortgage banking almost 30 years ago 
and has been involved in numerous projects on both the origination and servicing side of the business. 
In 1993, Randy co-founded Data-Vision, Inc., in Mishawaka, Indiana as a Web design company. He then 
combined his previous mortgage experience with Internet knowledge to bring the speed, power and 
availability of the Internet to the Mortgage industry.
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The bottom line is that a dynamic  
online lending solution combined with  

powerful analytics helps lenders drive greater results.
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MARKET PULSE

Demystifying Big Data

T he term “Big Data” keeps getting bandied about in business, but what does it mean exactly? What makes data “big”? 
Veronica Maria Jarski, a senior writer at MarketingProfs, puts it this way:

Big Data refers to “data that is too large, complex, and dynamic for any conventional data tools to capture, store, 
manage, and analyze,” according to Wipro Gallagher. What makes Big Data challenging is the volume, variety, and velocity 
of the data.

Some 57.6% of organizations that Wipro surveyed said Big Data is a challenge, yet 50% of surveyed companies acknowl-
edged that Big Data helps meet consumer demand and facilitate growth.

Big Data can come from interactions among people, such as in virtual communities, social networks, and blogs. People-to-
machine interactions, such as medical devices, digital TV, e-commerce, and bank cards, also produce Big Data. Another source 
of Big Data is machine-to-machine data, such as from GPS devices, surveillance cameras, and sensors.

So, where is all this Big Data? The most amount of Big Data is stored in the United States. More than 3,500 petabytes of Big 
Data come from North America. More than 2,000 petabytes are from Europe. ❖
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Process Improvement

I don’t know about you, but I love to read all 
the predictions that come out in January of 
every year. I like to be prepared. Some would 

call me a control freak of sorts. Just ask my wife. 
Now that we’re half way through with this year I 
thought that it would be interesting to revisit some 
of those predictions.

In particular, I think Jimmy Sawyers of Sawyers 
& Jacobs, LLC, had some really insightful things 
to say in his piece called, “Top Ten Trends Impact-
ing Bank Technology for 2013.” The article was 
published in the 2013 Bankers As Buyers Survey, 
which is a collection of research, observations and 
articles about what technology, solutions and ser-
vices U.S. bankers will buy in 2013 and the chang-
ing fi nancial industry landscape compiled by the 
William Mills Agency. Sawyers got very personal 
and candid in his research. He said:

“Growing up in rural West Tennessee, I learned 
many valuable lessons during long summer days 
spent shooting BB guns, playing sandlot baseball, 
riding horses, and roaming the deep woods and riv-
er bottoms seeking adventure. For my buddies and 
me, our favorite days were spent at our “campsite” 
where we had several “Lord of the Flies” moments 
as we tested our skills and courage. At this camp-
site, some of the older boys had hung a rope from 
a gigantic oak tree. Like a troop of monkeys, we 

spent countless hours swinging on that rope which 
was positioned over a deep gully.

“To succeed, one had to get enough momen-
tum to reach the other side of the gully but know 
when to let go of the rope and land safely on the 
other side. Not enough momentum and one would 
swing back, lose control and either crash George 

of the Jungle-like into a tree or twist helplessly 
until someone with a long branch could rescue 
you from your failure and humiliation. Likewise, 
not timing the release of the rope just right could 
result in a rough fall and some scrapes and bruises. 
But, a bold swing with a well-timed release would 
result in a perfect landing worthy of Tarzan.

“It was a great feeling and typically established 
one as not quite Lord of the Jungle but certainly 
King of the Campsite for that brief moment in 
time. In the jungle that is the banking industry, the 
past few years have seen some bankers hesitant 
to take a swing at all and some who swing but are 
reluctant to let go of the rope. The result has been 
much twisting in the wind and just hanging on, 
safe from the bumps and bruises associated with 
a hard fall but not moving forward and not having 
much fun. As we look ahead to 2013, we believe 
now is the time to take that bold swing and make 
that perfect landing. Employing the right technol-
ogy will be critical to success.”

Sawyers was right when he wrote in this piece 
that bankers are traditionally slow to do anything. 
Even in the midst of all this new regulation, they 
still move at a snail’s pace when it comes to em-
bracing new technology. That has to change.

Sawyer puts it this way when he says, “2012 saw 
many bankers get an education and a rude awaken-
ing on what constitutes proper IT risk management. 
Lulled into complacency by the cursory IT exams 
and weak IT audits of the past, many banks faced 
regulatory enforcement orders in 2012 for not hav-
ing the proper controls, documentation, or audit 
coverage. A new breed of trained examiners and 
more thorough IT exams exposed weaknesses and 
areas long overdue for improvement. What we call 
the “Deuces Wild IT Audit” won’t fl y anymore. 
That’s where a bank gets two days of fi eldwork, 
a two-page report, and expects a 2-rating on its 
regulatory IT examination. An expanded IT and 
Operations environment requires an expanded IT 
audit scope. Mobile banking, social media, virtu-
alization, enhanced multi-factor authentication, 
and mobile remote deposit capture are a few areas 

Here’s What Strikes Me
Now that we’re half way through with this year I thought that it 
would be interesting to revisit some predictions that came out 
earlier this year.

By Tony Garritano

Even in the midst of all this new 
regulation, lenders still move at 
a snail’s pace when it comes 
to embracing new technology. 
That has to change.
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requiring expanded coverage.
“The 2012 ICBA Community Bank Technology 

Survey cited bank’s top technology concerns as (1) 
Complying with regulations; (2) Protecting data 
and infrastructure; and (3) Detecting and mitigat-
ing fraud. “Compliance” was cited as the number 
one area of increased IT spending. Accordingly, 
lightweight IT Audits and basic Network Vulner-
ability Assessments will be replaced by more com-
prehensive, collaborative, and competitive reviews 
by fi rms that understand technology and security 
but most importantly, the unique environments that 
drive the business of banking.”

As a result of passed experience and new rules, 
Sawyer predicted that banks would be more concen-
trated on risk mitigation this year. I would agree that 
lenders of every shape and size are more concen-
trated on risk mitigation. My question is: What are 
they doing about it? Are they being more proactive 
or are they still reacting? What I hear very often is 
that they expect much more from their technology 
vendors. Most lenders that I speak to think that com-
pliance is something that technology vendors should 
ensure and lenders should expect to get from their 
technology vendor or vendors.

And some technology vendors are doing just that, 
providing new ways to keep lenders compliant. For 
example, companies like QuestSoft, which launched 
a new all-in-one product, Compliance RELIEF, that 
assists banks, credit unions and mortgage lenders in 
processing the majority of their compliance require-
ments in one convenient system that’s integrated 
with all popular Loan Origination Systems (LOS), 
is a good sign. 

In this case, Compliance RELIEF combines 
QuestSoft’s HMDA RELIEF software (for submis-
sions of the Home Mortgage Disclosure Act), CRA 
RELIEF (for the Community Reinvestment Act) 
and other supported regulations including NMLS 
Call Reporting. Together, these products have been 
used successfully in over 10,000 audits over the past 
17 years.

“Compliance RELIEF has been designed to pro-
vide a wealth of compliance information with stun-
ning graphics that allow each user to focus on specifi c 
regulations with data sharing from each module,” said 
QuestSoft president Leonard Ryan. “No company has 
put together tools to manage both the federal and state 
regulations in such a cohesive manner.”

New features in the suite include:
• Integrated Mapping
• Simultaneous Compliance with Five Major Regu-

lations (HMDA, CRA, Fair Lending, NMLS Mort-

gage Call Report, SC Mortgage Log System)
• Multiple Institution Support
• Integrated Market Data for Peer Benchmark re-

porting
• More than 40 loan software integrations available 

at release
• Automatic integration of multiple vendors with 

advanced duplicate loan detection
• Highly Graphical Report Design with Expanded 

Export and Print Options
• “What-if” Assessment Area Design Tool
• Spreadsheet Mode – Graphical User Interface for 

easy data sorting and analysis
• Integrated Geocoding with new audit tools to pro-

vide additional support to regulators
Compliance RELIEF features a single interface 

that accesses the subscribed modules. This approach 
lessens the training burden and establishes uniform 
data integrity standards. It also allows the program to 
easily accommodate future compliance regulations 
at the federal and state level. The enhanced report 
graphics and integrated mapping make it extremely 
easy for compliance professionals to explain the 
successes and concerns of compliance operations to 
management.

“Many companies use multiple software vendors 
to solve different problems within the compliance 
workfl ow,” said Carey Aimone, vice president of 
training and support at QuestSoft. “Compliance RE-
LIEF combines all of the required business intelli-
gence to establish an audit-strong system of record.”

Compliance RELIEF is designed to operate in 
any modern Windows platform. It is optimized for 
ease-of-use and simplicity by utilizing a familiar 
interface to access the HMDA, CRA, Fair Lend-
ing, Geocoding, Mortgage Call Reports and other 
modules all from one window. While the design and 
layout have been streamlined and improved, current 
QuestSoft customers will appreciate the familiarity, 
while people new to compliance software won’t 
have any problem navigating the one-stop compli-
ance system.

“It really is a very easy program to pilot, regard-
less of someone’s computer skills and comfort lev-
el,” Ryan said, noting that an enhanced help section 
as well as simple product tours and videos will be 
incorporated. 

While I think the work done by vendors like 
QuestSoft to keep lenders compliant is admirable, 
I wonder if these vendors are doing too much. After 
all, shouldn’t things like risk mitigation and com-
pliance be the job of the lender, not the technology 
vendor?  ❖
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Tony Garritano is Chairman and Founder of PROGRESS in Lending. As a speaker Tony has worked hard 
to inform executives about how technology should be a tool used to further business objectives. For over 
10 years he has worked as a journalist, researcher and speaker. He can be reached via e-mail at tony@
progressinlending.com.
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Future Trends

What would happen if you brought 
more than 100 leading innovators 
and entrepreneurs together to help 

solve one of the world’s most pressing prob-
lems? What if you put them all together in one 
10-hour transatlantic flight? 

As Rhonda Abrams reported recently in 
USA Today, “That’s exactly what British Air-
ways did to tackle a problem the United Na-
tions gave them: How to expand the talent pool 
worldwide in science, technology, engineering 
and math (STEM). British Airways conceived 
UnGrounded, an innovative lab in the sky. 
The British Airways staff, particularly Simon 
Talling-Smith, executive vice president for the 
Americas, and his team of John McDonald, 
Caroline Titmuss and Meg Largey did an in-

credible job of putting UnGrounded together 
and on June 12th one hundred thirty hand-
picked innovators, an eclectic mix of more than 
130 executives, venture capitalists, futurists 
and government officials were invited on a spe-
cial 747 flight from San Francisco to London.

“This is as cool as it gets, going up 30,000 
feet with 100 innovators and entrepreneurs 
with bottom-up thinking,” said Gavin Newsom, 
California’s lieutenant governor who addressed 
the group before everybody took off. 

They hired famed design firm IDEO to craft 
the on-board experience, breaking it up into 
teams to address pieces of the problem — from 
involving more women in science, technology, 
engineering and math to connecting that talent 
anywhere in the world with job opportunities. 
They had the plane entirely to themselves and 
took it over completely — often jamming the 
aisles, turning bulkheads into white boards, 

sometimes even standing on the seats. The four 
winning projects were presented the following 
day to the United Nations International Tele-
communication Union, the U.N.’s specialized 
agency for telecommunications standardiza-
tion, development and radio communications.”

Officials indicated they would support the 
ideas and work to get them put in place. Here’s 
what came out this interesting gathering:
•	 AdvisHer. An online community for girls 

and women entering or interested in science, 
technology, engineering and math profes-
sions to match them with experienced wom-
en mentors. The goal is to keep the younger 
women from dropping out, a worldwide 
problem.

•	 Certify	 me. This program would engage 
global educational institutions and corpora-
tions to come up with standards. Anyone 
from anywhere in the world — even those 
who are self-taught — could take a test and 
submit a portfolio to prove competency.

•	 Init. People do not realize that science and 
technology is all around them, affecting 
their daily lives. Init takes its inspiration 
from nutrition labels. Companies would be 
encouraged to include a label somewhere on 
their packaging detailing the kind of tech-
nology and science that makes up a product, 
what’s “in it.”

•	 Beacons	in	a	Backback. Ambassador trav-
elers would carry solar-powered backpacks 
equipped with mobile Internet hot spots 
and educational tools into rural areas. That 
would help bring science, technology, engi-
neering and math to people globally.
If all these good ideas can come of gather-

Strategies: High-flying Solutions
The story of how one transatlantic flight became one-of-a-kind 
brainstorming session and why this should matter to our industry.

By Roger Gudobba

The United States may be 
short as many as three 
million high-skills workers 
by 2018.

The United States is losing 
its competitive edge in math 
and science while the rest of 
the world soars ahead. 
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ing the best and brightest on a plane ride, I wonder 
what would happen if we did this in our industry. Just 
think about it, maybe we could come up with more 
common-sense rules and regula-
tions, a fix for the GSEs, a way to 
get the secondary market thriving 
again, a way to serve non-vanilla 
borrowers without using products 
that are almost designed to fail. 
The sky is the limit, pun intended. 
We could get a lot done in our 
industry if we could just put our 
heads together.

Taking things even further, 
Rhonda goes on to say, “Because 
I’m a member of the advisory 
committee, I had been involved 
since the beginning. And I can 
honestly say UnGrounded was 
one of the most interesting, excit-
ing, and meaningful projects I’ve 
ever been involved with. But why 
should entrepreneurs and small-
business owners’ care about sci-
ence, technology, engineering and math programs?

In the United States alone, 99% of all businesses 
with employees have fewer than 500 workers; 98% 
have fewer than 100 employees, according to the 
Census Bureau. Almost 9 in 10 of those businesses 
have fewer than 20 employees.
• Small businesses need tech workers, but the ex-

treme shortage means little companies often can’t 
find or afford qualified staff.

• Small companies, especially start-ups, tradition-
ally gain a competitive edge by leveraging tech-
nology and science.

• New technology drives down costs, making it 
easier to start companies and more profitable to 
run small businesses.
“What the world needs is growth,” said British 

Prime Minister David Cameron, who addressed the 
UnGrounded participants in London. “And growth is 
going to come from small businesses and start-ups 
much more than by large enterprises.”

STEM: Good Jobs Now and for the Future. Re-
cent information from the U.S. Department of Com-
merce and the National Math and Science Initiative 
reported that “In 2010, there were 7.6 million STEM 
workers in the United States, representing about 1 
in 18 workers. STEM occupations are projected to 
grow by 17% from 2008 to 2018, compared to 9.8% 
growth for non-STEM occupations. STEM workers 
command higher wages, earning 26 percent more 

than their non- STEM counterparts. More than two-
thirds of STEM workers have at least a college de-
gree, compared to less than one-third of non-STEM 

workers. STEM degree holders 
enjoy higher earnings, regardless 
of whether they work in STEM or 
non-STEM occupations. 

STEM: Why is education impor-
tant for the United States? 25 years 
ago, the United States led the world 
in high school and college gradua-
tion rates. Today, the United States 
has dropped to 20th and 16th. There 
are more foreign students studying 
in United States graduate schools 
than the number of United States 
students and over 2/3 of the engi-
neers who receive Ph.D.’s from 
United States universities are not 
United States citizens. The pres-
tigious World Economic Forum 
ranks the U.S. as No. 48 in qual-
ity of math and science education. 
The rankings from the Organiza-

tion of Economic Cooperation and Development 
(OECD) showed American students scored 17th in 
science achievement and 25th in math ability out of 
65 countries. United States students fall behind 31 
countries in math proficiency, according to a 2011 
Harvard study that concluded the United States 
could increase GDP growth per capita by enhancing 
its students’ math skills. 

Sixty percent of the new jobs that will open in the 
21st century will require skills possessed by only 
20 percent of the current workforce. The United 
States may be short as many as three million high-
skills workers by 2018. Two-thirds of those jobs 
will require at least some post-secondary education. 
American universities, however, only award about a 
third of the bachelor’s degrees in science and engi-
neering as Asian universities. Worldwide, the United 
States ranks 17th in the number of science degrees 
it awards. 

STEM: Why is it important for the mortgage 
industry? Jobs in computer systems design and re-
lated services – a field dependent on high-level math 
and problem-solving skills – are projected to grow 
45 percent between 2008 and 2018. If this doesn’t 
speak to the need for progress in our space, I don’t 
know what does. We need to employ these people in 
our space and put them to work coming up with real 
solutions to our industry’s problems. We can do this 
if we work together. ❖

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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Multi-colored sticky notes helped 
participants of the UnGrounded event 
organize their thoughts. I guess there is 

something to be said about getting  
organized the old-fashioned way. 

(Photo: British Airways)
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We all have a story. We are all unique. 
However, we some times don’t do a 
good job telling our own story. I’m 

here to tell you that this failing can cost you 
money, and I’m not alone in coming to this con-
clusion.

In an article called “Find the Heart of Your 
Brand Storytelling with These 6 Questions,” 
published by the Content Marketing Institute, the 
author asserts, “Unfortunately, a lot of companies 
don’t think of themselves as a brand, let alone 
consider whether they have a story to tell. But the 

problem is not that they don’t have a story — they 
just don’t understand how to find it, or how they 
should be sharing it.”

What is a brand story you might ask? The 
Content Marketing Institute defines a brand story 
as being made up of all that you are and all that 
you do. From the company’s history, mission, in-
spiration, goals, audience, and raison d’être, it’s 
why you exist. Your story is the people, places, 
and ideas that your company thrives on. It’s the 
foundation that keeps a brand going and growing.

So, how do you effectively tell a good brand 
story? The Content Marketing Institute says brand 
stories can be told in many different forms, with 
an evolving story line and cast of characters, but 
content creators must be vigilant about continuity 
and consistency, avoiding any holes. Your brand’s 

story has to resonate with people at a level that 
goes way beyond what’s tangible — the function-
ality, features, and benefits of your products or 
services — to create a deep, emotional connection 
with your audience. You have to create something 
that they want to be a part of and show that you 
really “get” who they are and what they need.

Here are a few basic questions to answer to 
help you pull your story out of its box:
1. What’s your reason for being?

To tell your story, you have to know your rea-
son for being in business and be able to articulate 
it clearly. What is your purpose? What is impor-
tant to you? What makes your product different 
from the competition?

Business leaders must understand the essence 
of their own company’s mission and get real with 
themselves as to how durable and realistic that 
mission is. Businesses also must have clear cor-
porate positioning that identifies who they are at 
their core and is based on a deep understanding 
of why they are in business and who they are in 
business for. The strategy, mission and vision are 
part of the true essence of a brand story, and are 
essential to aligning that story with truth and real-
ity. If you are building upon a weak foundation, 
there will always be cracks in your story.
2. What’s your history?

From shampoo to chocolate to logistics com-
panies, people want to know the history of your 
products or services and how they came to be. 
Has anyone else owned your company? How did 
it come to be? Was there a creative or histori-
cal event behind the origin of your business? If 
you’re stuck for inspiration, consider that the 
luxury notebook company Moleskine created a 
fictional history around its notebooks, describing 
them as “The legendary notebook used by artists 
and thinkers over the past two centuries: among 
them Vincent van Gogh, Pablo Picasso, Ernest 
Hemingway, and Bruce Chatwin.”

Think your business isn’t that exciting? Paper 

Business Strategies
What’s Your Story?
If your company’s story doesn’t resonate with people at a level 
that goes way beyond what’s tangible, you’re missing the mark.

By Michael Hammond

To tell your story, you have 
to know your reason for 
being in business and be 
able to articulate it clearly.
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converting likely doesn’t sound thrilling either. In 
fact, the folks at Oren International once had a dry, 
boring website focused on numbers, weights and 
measurements and type of paper they convert.   It 
certainly didn’t tell the story of a fun, creative group 
with an amazing paper facility that services major 
clients — including restaurants, pharmaceutical 
companies and advertising agencies — worldwide.

However, Oren had gems of information to bring 
out its personality and enhance its custom services 
through more fitting words and visuals. Oren’s new 
content explains how it partners with companies to 
bring their visions to life and conveys its passion for 
the possibilities of paper. It has a voice and perspec-
tive and effectively communicates what Oren can do 
for clients, from developing innovative alternatives 
for product parts to make them more green and eco-
nomical, to collaborating with project engineers to 
execute ideas.

Within the first three months of its new site 
launch, Oren International saw a 69 percent conver-
sion rate for its eBook, which targeted restaurants, 
and an 86 percent conversion rate on an eBook about 
the environment. Both of these pieces show Oren’s 
expertise and commitment to quality through inter-
esting storytelling.
3. Who are your main characters?

Every brand story has main characters that helped 
it take shape. Was your business inspired by a book? 
Did your founders have a chance meeting with 
someone on a subway? Was there an aha moment 
while jogging? To find the heart of your story, start 
by identifying all of the people (real or fictional) 
who make your business thrive, and use them as 
your cast of characters.
4. What’s your corporate mission?

This is your business’ ultimate reason for being. 
Why are you in business? What call are you re-
sponding to? What problems are you trying to solve? 
Method Products founders Eric Ryan and Adam 

Lowry set out to turn the consumer goods industry 
on its head by creating products that “inspire a happy 
and healthy home revolution” with ingredients that 
“come from plants, not chemical plants” and will be 
“role models in bottles.” Method’s annual revenue 
now exceeds $100 million.
5. How have you failed?

Failure often breeds success. Showing people how 
you failed along the way and transparently embrac-
ing those pitfalls demonstrates the humanity of your 
business and will help them feel more connected to 
you on a personal level. Even Henry Ford failed in 
his early businesses and lost his fortune five times 
before founding the Ford Motor Company.
6. Where are your gaps?

As you dive into the Q&A, pay attention to top-
ics or subjects that you see people being hesitant 
to share. It’s common practice to try and fill every 
month and year of your working life when creating 
a resume. You aren’t “supposed” to have any gaps in 
your professional life. From our experience, those 
gaps are usually where the most interesting stories 
take place. 

For example, a slow year may have forced your 
company to invent a new product or service. A re-
branding campaign may have resulted from bringing 
on a new partner or letting someone go. The times 
where everything seemed status quo or even boring 
may have been when your next big idea was actually 
brewing underneath the surface. The gaps often hold 
the key to why you have a story in the first place. 
Whether you are a new or old brand, taking some 
time to remember why you started or how an idea 
came to you can be the essence of your story.

In the end, you have to know who you are before 
you can explain it to someone else. Brands that don’t 
have their core value propositions in place, or have 
internal discrepancies about what they are even try-
ing to say, will never be able to share their story with 
the world in an honest and engaging way.  ❖

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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Brands that don’t have their core value propositions in place, 
will never be able to share their story.
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Make
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Automated Solutions Inc.
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contact claire hernandez, ItBMc - Mortgage technology Project Manager at:

(732) 735-0172  | asitechgroup.com

As The Mortgage Industry Evolves
How Will You Manage Change?

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

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

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



By Don Kracl

The Long Way Home 
to a Better
Origination Business T

he most common responses that lenders give 
when asked “What is your most important 
strategic objectives?” are, “I want to raise 
my profitability by improving productivity and 

reducing costs,” and “I want to improve loan qual-
ity so that I don’t have to deal with buy-backs or 
regulatory penalties.” Furthermore, if you ask most 
lenders why they decided to purchase a new LOS 
they will respond with comments related to the 
same objectives. “We wanted to become more ef-
ficient,” “We needed to improve our productivity,” 
etc. The irony is that lenders’ personnel cost per 
loan, which represents two-thirds of their costs, 
has increased 40% from 2009 to 2012. According 
to the Mortgage Bankers Association, personnel 
cost per loan has increased from $2,353 in 2009 
to $3,285 in 2012. If you factor in that lenders are 
spending approximately $81 per loan on technology 
(according to 2012 estimates), that means that over 
the past four years lenders are realizing a negative 
ROI of over 1,000%! Compounding this issue is the 
fact that increased regulatory scrutiny and require-
ments primarily driven by the CFPB are increasing 
the costs of doing business and the severity of loan 
quality related requirements. 

The principles behind lean lending will literally 
transform your business for the better.

ARE YOU LEAN?

By David Colwell

Tomorrow’s Mortgage Executive Tomorrow’s Mortgage Executive27 28



Root cause analysis: Why have 
lenders been unsuccessful at 
leveraging technology to lower 
costs and improve productivity.

Lenders know that personnel costs 
constitute two-thirds of their control-
lable costs. Lenders also realize that 
there are various technology platforms 
out there that have functionality to au-
tomate manual functions and improve 
productivity. Lenders have purchased 
and are widely using these technolo-
gies. So why haven’t they realized 
gains in productivity and cost reduc-
tion? The primary causes appear to be:
•	 Most lenders manage the LOS 

platform themselves: Lenders 
typically assume the responsi-
bility of LOS implementation, 
training, and long-term system 
management. This creates a bur-
den on the lender’s employees 
to learn the technology and train 
other employees, on top of their 
daily responsibilities. The pres-
sures of their day job may cause 
employees to cut corners when it 
comes to LOS implementation, 
training, and long-term system 
management, resulting in poor 
system utilization and reduce 
productivity	benefits.

•	 Many lenders have to re-invent 
the wheel: Many lenders have to 
discover for themselves what the 
ideal	configuration	and	workflow	
of their LOS should be. Despite 
the fact that all lenders are pro-
ducing the same product under 
the same regulatory environment 
and selling, for the most part, to 
the same buyers, vendors still 
take a hands-off approach to 
system deployment and setup. 
They provide a stock system and 
expect	 the	 lender	 to	 configure	 it	
on their own. This leads to longer 
deployment cycles, lower LOS 
utilization and higher input costs 
because every lender has to start 
from scratch.

•	 Lack of a continuous improve-
ment culture: Very few lenders 
have embraced a continuous 
improvement culture, where 
lenders and their vendor partners 

collaborate and implement im-
provements to processes and the 
supporting technologies on an 
on-going basis. At best, vendors 
implement feature improvements 
based not on what makes the 
most sense, but based on which 
clients complain the loudest. In-
stead of a smooth and consistent 
path to improvement, lenders and 
vendors tend to meander their 
way to mediocrity.

The model of lenders having pri-
mary ownership for implementing and 
managing their LOS was spawned out 
of the days of self-hosting software. 
Unfortunately, this paradigm has been 
difficult	 to	 break.	 Even	 though	 there	
have been tremendous strides in the 
growth of SaaS software functional-
ity and capability, vendors have either 
been unwilling or unable to take on 
more ownership implementing and 
managing software on an on-going 
basis. The reason is simple: it costs 
vendors more money to take on greater 
ownership. The “sell it and leave it for 

the lender to deal with” approach re-
sults in lenders failing to achieve their 
improvement goals.  

Most lenders, and companies across 
all industries for that matter, lack a true 
continuous improvement culture. Com-
panies typically approach improvement 
initiatives in an ad-hoc manner, which 
only provides a short-term solution 
to productivity issues. Furthermore, 
even though the technology platform is 
expected to be the primary enabler of 
productivity improvement, technology 
vendors are rarely direct participants in 

the continuous improvement process.
The Solution: Lean Lending

When you go to the multiplex to 
watch a movie, you’re paying money 
and time for entertainment, not just 
to watch a bunch of pictures on a big 
screen. If you’re not entertained by the 
movie, you’re not getting what you 
paid for. The same logic applies to 
lenders and their LOS. Lenders aren’t 
buying an LOS for features. They’re 
buying	quality	and	efficiency	improve-
ments. If the lender’s costs are going 
up or their loan quality is going down, 
then the lender is not getting what they 
paid for.

As an LOS technology provider 
ourselves, we believe that great tech-
nology is only a means to an end. An 
LOS should enable a lender to reduce 
their costs and increase the quality of 
their loans. In our case, we’ve even 
challenged ourselves to hit a target of 
reducing our clients’ per loan costs by 
50 percent. Technology is not even 
mentioned in our mission statement be-
cause technology is an enabler of these 

objectives that must be integrated into 
an improvement framework or model. 
Our mission is not just to create and 
sell technology. Our mission is to cre-
ate and deliver actual value.

In the 1980s, Toyota became 
widely known for their utilization 
of a methodology called “lean 
manufacturing.” Their tremendous 
success spurred thousands of 
companies across a broad range of 
industries to adopt a similar “lean” 
approach.	However,	 financial	 services	
companies have been reluctant to 

According to the Mortgage Bankers 
Association, personnel cost per 
loan has increased from $2,353 in 
2009 to $3,285 in 2012.
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implement a lean methodology 
because they feel it is a strategy 
focused on product manufacturing, not 
the services industries. Our view is that 
mortgage lending is no different than 
manufacturing a car or a computer. 
Lenders are tasked with manufacturing 
quality loans and therefore lean 
manufacturing principles can be 
applied to the lending industry.
Lean	 Lending	 is	 defined	 as	 a	 pro-

duction practice that produces quality 
loans at the lowest possible personnel 
and technology costs. There are three 
primary elements of Lean Lending. 
•	 The elimination of waste
•	 Improve loan quality 
•	 Drive continuous improvement

Elimination of waste 
drives cost reduction

The elimination of waste focuses on 
eliminating manual labor via automa-
tion and elimination of re-work pro-
cesses due to loan defects.  For exam-
ple, instead of expecting users to know 
which services to order and manually 
placing each order, a lean lending pro-

cess would automatically order those 
services once the loan hits the pro-
cessing stage without anyone lifting a 
finger.	Another	example	is	to	automati-
cally generate conditions using a rules 
based AUS engine.  The elimination of 
re-work	(aka	get	it	right	the	first	time)	
is accomplished via a combination of 
business rules, data integrity checks, 
and a constant QC functionality. 

Improve loan quality ensures 
investor/agency acceptance 
and regulatory compliance

Improving loan quality utilizes a 
comprehensive set of processes run in 
the LOS platform to ensure investor 
acceptance, agency acceptance and 
regulatory compliance.  One example 
is to continuously run compliance 
audit	 tests	every	 time	 loan	file	data	 is	
changed. Another example is to au-
tomatically re-decision the loan for 
eligibility	any	time	a	“key”	field	(e.g.,	
appraised	value)	is	changed.	
Continuous improvement is 
the “glue” of Lean Lending

The implementation of a continuous 
improvement framework and culture is 
a cornerstone of Lean Lending because 
it helps determine how to eliminate 

waste and improve loan quality on a 
continuous basis. It is the engine that 
identifies	 and	 implements	 new	 im-
provement opportunities for the lender. 
It is also the continuous improvement 
framework that fosters collaboration 
between the lender and the technol-
ogy partner. Without this collaboration, 
continuous improvement is limited in 
its ability to deliver on its promises.

The key elements of the continu-
ous improvement model are measure, 
review, plan and implement.   There 
are two critical “rules of the road” to 
follow when implementing continuous 
improvement:
•	 Measure what matters and manage 

only what is measured-Avoid hav-
ing reporting “clutter.” Most man-
agers should only view metrics that 
they can personally take action on.  
“FYI” reporting is irrelevant and 
non-value added.

•	 Focus on Frequent Incremental 
Process Improvements versus in-
frequent large scale change- Incre-
mental changes to processes and 
procedures can be accomplished 
with minimal investment, minimal 
business disruption and most impor-

Lenders have 
not achieved 
substantial 

cost reduction 
because they 

lack a holistic 
approach 
for driving 

improvement 
on a continuous 

basis.

 The continuous improvement model 

Measure
Review
Plan

Implement
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tantly, establish a culture of continu-
ous improvement, making it a “way 
of life” for the company.   

Lean Lending “Enablers”
Not all vendors are positioned to 

effectively collaborate with lenders to 
deliver Lean Lending. There are two 
primary core competencies that a tech-
nology vendor needs to embrace and 
deliver to the lender:
•	 Shared Management: Implementa-

tion	 and	Configuration	Ownership-
The concept of shared management 
holds the vendor, not the lender, ac-
countable for managing the system 
deployment process. The vendor is 
responsible for analyzing the lend-
er’s business and offering the ideal 
workflow	 on	 their	 platform.	 The	
vendor should be able to leverage 
its experience deploying previous 
customers to help the lender avoid 
the mistake of re-inventing the 
wheel. The vendor also knows their 

technology better than anyone else 
and	will	be	the	most	efficient	at	con-
figuring	it,	thus	freeing	the	lender’s	
employees to focus on their day-to-
day activities.

•	 Continuous Improvement Owner-
ship- The vendor needs to actively 
monitor the lender’s utilization of 
their software and provide notice 
and	free	 training	when	deficiencies	
are found.  Shared management 
makes the vendor a true partner with 
the lender by making them partially 

accountable for implementing the 
continuous improvement process. 

In Summary
Lenders have not achieved substan-

tial cost reduction because they lack a 
holistic approach for driving improve-
ment on a continuous basis. Lean Lend-
ing is that holistic approach to drive 
dramatic cost per loan reduction while 
improving loan quality. Vendors today 
are in a unique position as masters of 
technology to help lenders implement 
Lean Lending. ❖

Five Brothers Gives 
You The Green Light 
On HUD Compliance!

www.fivebrms.com • 855.552.8020

Property  Preservat ion  •  Inspect ions  •  Va luat ions  •  REO Asset  Management  •  Hazard  C la ims Management

Hit the road to worry-free FHA property conveyance compliance – no red lights, 
no detours, no obstructions. With 45 years of FHA experience, plus innovative, 
field-proven technologies, Five Brothers puts you in the driver’s seat. 

•  Reduced Penalties – through our compliance-trained nationwide 
  field service team
• Lower Costs – with advanced Bid Validation technology
• Greater Peace of Mind – with automated HUD P260 bid data entry
• Error-Free Results – through our ClaimSys™ HUD claims processing system

Experience the Five Brothers difference… stronger results from the ground up.™
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next generation LOS, is an  

all-inclusive residential lend-
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your loans from prequalifica-

tion through interim servicing 

and delivery.  Built with the  

latest technology, Architect  

offers browser based access in 

the cloud and expanded applica-

tion enhancement capabilities.  
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our clients and the industry forward.  
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By Alec Cheung

Four Things You Didn’t Know About 

I WANTED TO SHARE WITH YOU A GLIMPSE 
INTO THE PICTURE OF THE INDUSTRY WE 
SEE THROUGH THE PRODUCTION DATA.

As someone who enjoys a challenging hike, I’ve come to recognize that 
even though it’s the destination that motivates you, what you learn 
along the way can be just as rewarding. Exploring a new park. Navi-

gating a challenging trail. Observing wildlife in their natural setting. These 
are all things to take account of even while working towards the final prize 
– the summit that provides a beautiful vista, or a breathtaking waterfall into a 
mountain lake.

Like hikers on a trek, lenders have been working to get closer to a paperless 
mortgage process ever since the requisite technology to electronically send 
and sign mortgage documents became available. Many obstacles remain, but 
it’s important to reflect on where we are today and what we have learned so far.

With that in mind, I wanted to share with you a glimpse into the picture of 
the industry we see through the production data of our valued business part-
ners. Ultimately, enhanced communication efforts have significant impacts to 
the success of all document deliveries. 
1. Lenders who actively communicate or work with 
borrowers on what to expect with electronic deliver-
ies can achieve a 90% delivery success rate.

The importance of communication to the user experience is clearly evident 
here. Looking across the millions of electronic documents eLynx has delivered 
on behalf of our customers, there is a distinct difference in the success rate of 
banks that actively communicate with the borrower about the electronic deliv-
ery versus those that don’t. These types of proactive interactions with consum-
ers can range from a simple message to alert the consumer to something being 
sent to actively walking the consumer through documents as they are received. 

An example of best-in-class processes are when lenders call their consum-
ers as they are sending critical documents, checking to see if the consumer is 
near his or her computer. When this happens, the lender can be on the phone 
while the consumer first opens the document and is actively available to an-
swer questions when they most often arise — that first interaction with a docu-
ment. We’ve found that consumers often can get stuck around some of the 
heavy concepts like consenting to receive documents electronically. Having 
an educated representative present for this first interaction can significantly 
streamline and aid the success of all future deliveries. Absent some form of 
facilitation, successful electronic delivery averages about 48%, no better than 
the flip of a coin.  But when advance communication is designed into the 
experience, that rate goes up to 72% and you can achieve 90% in best cases.

Paperless
Lending
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2. Borrower time to open elec-
tronic deliveries is 70% faster 
when the lender communi-
cates in advance or actively 
facilitates the interaction.

The other important benefit to 
communicating or facilitating the 

electronic delivery is that consumers 
are much quicker to access documents 
when they know what to expect. Lag 
time in the loan cycle leads to lower 
pull-through rates. Any opportunity to 
accelerate the consumer through the 
loan process results in higher close 
rates. There are revenue and cost ben-
efits to faster delivery times.  

Un-facilitated electronic deliver-
ies average about two hours and 13 
minutes for successful delivery, as 
measured by the time between when 
the lender sends documents electroni-
cally and when the consumer consents 
to receive the documents.  In compari-
son, facilitated interactions average 41 
minutes to successful online consent, 
and best-in-class performance down 
to an amazing eight minutes! 
3. Borrowers will close a loan 
with a lender 66% of the 
time when the first success-
ful document signature is 
handled electronically versus 
only 26% when handled as a 
paper-based wet signature.

The evolution to an entirely pa-
perless loan process has long been 
envisioned. For most lenders, how-
ever, achieving this vision is usually a 
multi-phase process because of limit-

ed resources, competing urgent priori-
ties, or simply the inertia of existing 
processes. Yet, eLynx’s analysis of 
data indicates that electronic delivery 
can be highly successful when done 
well, and that going paperless not only 
saves on delivery costs, it has a direct 

impact on loan close rates.  
The next question for consider-

ation is where to begin. eLynx data 
suggests that answer is… the begin-
ning! The first loan document or set 
of documents sent for signature has a 
significant influence on the ultimate 
loan close rate. A consumer is two-
and-a-half times more likely to close 
a loan if the first signature document 
is handled via a successful electronic 
delivery. This is even if subsequent 
signatures are done via paper. If you 
can achieve a completely paperless 
pre-closing process, the loan close rate 
increases to 74%. These data points 

reassure lenders that going paperless 
doesn’t have to be done all at once.  

But it’s clear that creating a user-
friendly, fast signing experience on 
the very first loan document can have 

a large impact and is the preferred 
place to start, if possible. If you don’t 
enable electronic signature early in the 
process, there are still benefits to be 
had. The loan close rate is 32% when 
the first document is paper signed and 
the second document is electronically 
signed, still an improvement over the 
all paper rate of 26%.
4. The number of documents 
being delivered per loan pack-
age has gone up significantly.

Today’s consumers must deal with 
a growing flood of information com-
ing at them. While much of this is 
intended to better inform and protect 
borrowers in light of the mortgage 
market meltdown, the Consumer 
Financial Protection Bureau (CFPB) 
itself has taken notice of the informa-
tion overload and has started to take 
a hard look at simplifying the amount 
of documentation consumers have to 
wade through.

If there is any doubt that regulatory 
compliance is driving more disclo-
sures, a comparison of loan package 
composition from 2009 and 2012 
should put those questions to rest. 
Here’s data from one of eLynx’s large 
lending customers:

80% of loan packages contained 
less than six documents. Today, that’s 
down to 50%. The sheer increase in 
the number of documents being sent 
means that lenders who are still using 

A consumer is two-and-a-half times 
more likely to close a loan if the 
first signature document is handled 
via a successful electronic delivery.    

The other important benefit to 
communicating or facilitating the 
electronic delivery is that consumers 
are much quicker to access 
documents when they know  
what to expect.  

Number of 
Documents

2009 2012

1-2 50% 21%
3-5 29% 31%
6-10 17% 30%
11+ 4% 18%
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mail or courier are dealing with larger 
sets of documents, requiring more 
assembly and additional expenses to 
send. The cost and efficiency case 
for electronic delivery has never been 
more compelling.
What’s Next?

According to the National Asso-
ciation of Realtors, the median age of 
first-time homebuyers is 31. This is a 
generation of tech-savvy consumers 
who like things fast and online. Pleas-
ing their ever-growing demands for 
simple and visually pleasing online 
experiences will be no easy task. The 
CFPB and other regulatory bodies 
will only continue to push forward 
new rules and regulations that will 
naturally bring added complexities to 
bank processes and procedures. 

There are limitless benefits to sim-
ply delivering documents electroni-
cally, even if those documents end up 
being executed on paper. Being able 
to keep data digital only enhances 

a bank’s ability to leverage that data 
to analyze what is working and what 
isn’t in current process, as well as to 
have a real-time view into the status 
of the transaction. 

Lets be clear, for every consumer 
who wants a digital experience there’s 
another who would prefer to com-
plete necessary actions via paper. For 
lenders, it can often feel like an over-
whelming, even overbearing task to 
transform so many manual processes 
into being feasible in a digital envi-
ronment. I want lenders to breathe a 
little easier with these statistics that 

provide a view into how several of the 
top banks in the US are performing 
today.

Don’t completely focus on be-
ing paperless – maybe just have a 
goal to paper less. Iterative, more 
manageable investments early in 
the process can fuel efficiencies that 
impact a successful bottom line to 
the entire process. Also, tacking on 
small checkpoints to communicate 
with consumers can also drastically 
reduce the time to close and improve 
pull-through rates — without any 
technological investment. ❖

www.fivebrms.com • 855.552.8020

Property Preservation •  Inspections • Valuations • REO Asset Management • Hazard Claims Management

www.�vebrms.com

NEXT-GENERATION
         BPOs

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

With extensive real-estate market insight, plus advanced 
valuation and results-validation technologies, Five Brothers 
takes BPO efficiency and credibility to a whole new level. 
Application is fast and seamless – BPO results can be automatically 
populated on Fannie Mae, Freddie Mac and other valuation forms.

All of our web-based/downloadable BPOs include: 

 • Probable sale price and 90-day quick-sale price, 
  plus “As-Is” and “As-Repaired” values
 • Neighborhood, zip code and comparables pricing data 
 • Detailed property mapping and geocoding 
 • Interior/exterior photos, including aerial imagery
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By Barbara Perino and Rebecca Walzak

STRE SS  
– A BIG Issue  
    For Many People 

“The greatest source of stress 
(for most of us) is the internal 
pressure and anxiety we create 
for ourselves through patterns 
of negative thinking.”

Since 2005, people in the mortgage industry have dealt with many stressful situations from 
companies closing, the secondary market collapsing, mortgage fraud, people losing their jobs and 

starting new careers and people losing their houses. Right now, with all the regulatory rulings coming 
out of Washington and mergers/acquisitions of companies, stress is even more prevalent and is causing 
premature aging and illness both physically and mentally. People need to understand the implications 
of what will happen if they don’t learn to manage stress. And then figure out a way to manage it better.Tomorrow’s Mortgage Executive41



FIRST LET’S TALK ABOUT 
THE DEFINITION AND 
WHAT CAUSES IT.

Stress is our natural, innate response to 
a stressor. We are biologically “wired” to 
respond to perceived threats in an auto-
matic way. Unfortunately our innate stress 
responses are not able to distinguish be-
tween a life threatening event and a threat 
to our self-esteem (being criticized by our 
boss as an example). During a stressful 
situation, the brain signals the release of 
stress hormones. These chemical sub-
stances trigger a series of responses that 
gives the body extra energy – blood sugar 
rises, heartbeat speeds up and the blood 
pressure increases. The muscles tense for 
action. The blood supply is diverted away 
from the gut to the extremities to help 
the body deal with the situation at hand. 
A stressor is an event that creates a reac-
tion in us. This can be an external event 
such as a conflict with another person or 
traffic. It can also be an internal event, 
such as illness or fatigue. Not all stressors 
are bad. Many events that are perceived 
or experienced as positive can have a 

stressful impact on us. How we respond 
to stressors varies from person to person. 
And it’s good to know that certain levels 
of stress help us to perform at an optimal 
level, at times.

We can have physical, emotional and 
cognitive responses to stressors. It is the 
number and severity of stress responses 
that determine our ability to cope ef-
fectively when confronted with these 
stressors. Being able to recognize when 
we are stressed and identify those events 
and actions that create stress for us gives 
us an opportunity to make changes in 
any given situation and/or respond dif-
ferently. Examples of physical symptoms 
are muscle tension, headaches, a racing 

heart, rapid breathing, stomach cramps, 
sleeping difficulties, fatigue, changes 
in eating habits, blemishes, chest pains, 
increased alcohol/drug use and smok-
ing. Examples of emotional symptoms 
are anxiety attacks, feelings of being 
overwhelmed, irritable, frustrated, anger, 
and emotional withdrawal.  Examples 
of cognitive symptoms are difficulty 
concentrating, negative thoughts, obses-
sive thoughts, confusion. Contributing 
to stress responses are our thoughts that 
sometimes create or perpetuate stressful 
situations – “what if” or “it isn’t fair/right/
appropriate, etc.” These behaviors usually 
escalate an already stressful situation. 
STRESSFUL BEHAVIORS 
INCLUDE:

• Worrying
• Procrastination
• Perfectionism
• Inflexibility/rigidness
• Being highly competitive
• Being critical of self and others
• Inability to say “no” – women es-

pecially have a challenge with this
• Poor self-care

• Unrealistic expectations
Karen Kaplan with The Chicago Tri-

bune stated in an article that a survey 
conducted by Harris Interactive found 
that 83% of Americans don’t get a good 
night’s sleep on a consistent basis. Stress 
and anxiety were cited as the top reasons 
for not getting a good night’s sleep by 
48% of the 1,008 adults interviewed. 47% 
of those surveyed said they weren’t able 
to turn off their thoughts. 88% of Women 
(88%) were more likely than men (78%) 
to report sleep deprivation or sleep disor-
ders. Our bodies heal themselves while 
we sleep so it’s imperative to get help or 
figure out a way to improve our sleep pat-
terns.

Nanci Hellmich with USA Today wrote 
an article saying that “bumper to bumper 
stress, which means one stressor after an-
other can wreck your brain in 10 years.” 
If you handle stress poorly – everything 
from conflicts at work to disagreements 
with your spouse to irritations such as 
sitting in traffic jams – it may put you at 
risk for anxiety disorders and other men-
tal health problems 10 years later. “Daily 
stressors can cause wear and tear on your 
emotional health” says Susan Charles, 
professor of psychology and social behav-
ior at the University of California-Irvine. 
She states it’s not the number of daily 
stressors, it’s how you respond.
WHAT CAN HELP YOU 
DEAL WITH STRESS?

“The mark of a successful man is one 
that has spent an entire day on the bank 
of a river without feeling guilty about it.” 
Author Unknown

Once you become aware of what is cre-
ating stress in your life, you can change, 
adapt or alter your circumstances. You 
must recognize when it has become too 
much for you and take some sort of action. 
Talking with a coach, a close friend, fam-
ily member or counselor may help you 
find other ways of managing the situation 
that is creating your stress. Incorporating 
an exercise plan into your life can help. 
Getting enough sleep by getting yourself 
into a regular sleep routine every night is 
important. Adequate sleep is a big prob-
lem for many people. Maintaining your 
physical health by eating properly, main-
taining a healthy weight, taking vitamins 
and prescribed medications is important. 
Making sure you laugh and include hu-
mor in how you view life – as the saying 
goes “never take yourself too seriously, 
no one else does.” And, spend time with 
people who make you feel good.

There are tools and simple exercises 
you can incorporate into your life to 
help you relax. Simply learning how to 
practice deep breathing is the foundation 
for relaxing and helping eliminate stress. 
Dr. Andrew Weil recommends you close 
your eyes, breathe in to the count of 4, hold 
your breath to the count of 4 and breathe 
out to the count of 8. You want to do this 
about four or five times in a row.  If you 
have never done deep breathing, try it and 
you will be pleasantly surprised how easy 
it is and how relaxed you feel. It evens 

With all the regulatory rulings 
coming out of Washington and 
mergers/acquisitions of companies, 
stress is even more prevalent.
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helps bring down high blood pressure. 
Learning how to meditate which is emp-
tying the mind is very powerful. Sitting 
in a quiet space by yourself and focusing 
on breathing is an example of meditating. 
Progressive muscle relaxation is another 
technique to help your body relax. Your 
community probably offers classes in 
wellness such as yoga, mindfulness, auto-
genic training and biofeedback.  

Another idea was found in an article 
in USA Today this week which stated 
that taking regular walks after you eat 
will help regulate your blood-sugar. Too 
many business people sit at their desks 
and consume their lunches while they are 
on the computer, on the phone or reading. 
This is a terrible habit that doesn’t serve 
your body and helps keep stress levels 
high. Find someplace else away from the 
office or at least your office space where 
you can actually be present while you eat.  
You will notice the difference in how you 
feel afterwards.  Getting into the habit of 
getting regular massages is a wonderful 
stress reducing remedy. Learning how to 
improve your work life by being better at 
managing your time, setting realistic lim-
its, becoming more assertive and taking 
more responsibility for your actions can 
be helpful as well.

Another way to deal with stress is to 
view it as a challenge and not a threat says 
Susan Charles If you are worried about 
getting laid off from your job, focus on 

displaying your strengths, not worrying 
that the boss will uncover your weak-
nesses. If you have been diagnosed with 
arthritis or another illness, try to think 

about what actions you can take to gain 
control over the illness instead of focus-
ing on what you can’t do. “I’m not trying 
to say you have to sugarcoat everything, 
but attitude matters when it comes to han-
dling stress” she says. 

Strategies for managing stress include 
understanding what you can control and 
accepting what you cannot.  We tend to 
think we control more than we do. Be-
coming aware of influences around you 
that bring on stress that you don’t control 
and areas out of your control also cause 
stress.

The things we actually control are how 
we think, feel and act. In other words, we 
only have control over how we act and 
react to those things that happen in our 
lives. That is actually all were all you do 
control. Areas of influence that can cause 

stress are other people who we don’t have 
control over but can certainly influence 
how others react to us by our treatment 
of them. Our work, our homes, our com-

munity, our relationships fall into this 
category. Areas out of our control include 
traffic, natural disasters, the economy, 
other people, illness, death of someone 
close, etc. These are the biggest areas 
not in our control and it represents most 
things in our lives. It’s how we respond to 
things and people. 

It is good to remember that we can 
certainly have a profound influence on 
those things going on around us by the 
choices we make. At work, we expand our 
influence by being a team player; helping 
out; being assertive; being trustworthy; 
respecting others. We shrink our influ-
ence by engaging in destructive attitudes 
and behaviors like constant negativity, 
blaming, not helping, gossiping, not keep-
ing our word, disrespecting others and 
manipulating others.

The more we can strive towards a bal-
anced life, the less stress will affect us. 
It takes work, assistance, and new ways 
of being. Practicing self-care strategies 
will do nothing but bring benefit to you. 
Some suggestions are developing a wider 
variety of gratification sources in your 
life. Consider taking classes in something 
you have thought of doing but never got 
around to doing. Enjoying the company of 
your family, friends and social networks 
is important. We are social creatures who 
need others to enrich our own lives. If 
you have difficulty saying “no” consider 
taking a course in assertiveness training 
or at the very least set some boundaries 
on your time and energy. 

There is a saying that it takes 21-days 
of repetitive action for a habit to change 
so why not start today.  We guarantee 
that you and the people around you will 
be pleasantly surprised by the change.   ❖

The more we can strive towards a 
balanced life, the less stress will 
affect us. It takes work, assistance, 
and new ways of being.

About the Author
Barbara Perino is Director of Business Development for 
Direct Valuation Solutions a new cloud-based technology 
platform that is designed to streamline and enhance the 
appraisal fulfillment experience. Barbara has 23 years 
of extensive sales and sales management experience 
along with operational knowledge from all facets within 
the residential property valuation industry. She is also a 
professional certified coach.
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Walzak, a leader in operational risk management programs 
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held numerous positions from top to bottom of the consumer 
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Executive Interview

WHERE DOES 
THE INDUSTRY 

GO FROM HERE?
Molly Dowdy of appraisal technology provider a la 

mode reflects on current industry change and looks 
ahead to how our industry can thrive into the future.

W e at PROGRESS in Lending As-
sociation are proud to announce 
that Molly Dowdy of a la mode, 
inc. has joined the PROGRESS 

in Lending Executive Team as Chief Marketing 
Officer. PROGRESS listens to the industry. One 
way that we do that is by calling on true industry 
innovators to volunteer their time, in addition 
to keeping their day job, and join our executive 
team. We can all benefit from listening to each 
other more often.

Molly is a true industry innovator. She is a 
leader in the appraisal space and plays a vital role 
in ensuring the success of a la mode, a leading 
provider of technology and web solutions for 
lenders, AMCs, appraisers, agents, and inspec-
tors. But beyond that, she is a creative thinker 
that is genuinely concerned about the mortgage 
space. You might ask: Why did Molly accept our 
invitation to join our ranks? And where does she 
see our industry going in the future? She answers 
these and other pressing questions right now:
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Q: Why have you chosen to become 
more involved with PROGRESS in Lend-
ing personally and what do you think 
PROGRESS can do for the industry?

MOLLY DOWDY: I wanted to be in-
volved with PROGRESS because 
we’ve gained so much as a company 
from participating in the group, and 
I’ve also gained so much personally. 
Our participation in PROGRESS has 
resulted in several great opportuni-
ties for Mercury Network, and I’ve 
learned a tremendous amount from 
the industry experts I’ve met. I was 
honored to be asked, and I will gladly 
contribute in any way I can as CMO. 

I first got involved with PROG-
RESS as an advertiser. That went 
very well, and we started sponsoring 
events, reaching out to other mem-
bers, and participating in panel dis-
cussions. It quickly became clear that 
PROGRESS is different than other 
communities. The focus of the people 
I’ve met in PROGRESS is to actively 
seek collaboration and innovation. 
Some great relationships started here 
that have led to new clients and new 
projects. That’s worth it right there. 
So, PROGRESS has already had an 
impact on our industry, and that will 
continue as innovation and technol-
ogy become more and more critical to 
profitable lending. We all have unique 
problems, but there are so many com-
mon challenges we all face and this is 
an excellent place to hear how others 
in the industry have approached and 
solved the same issues. Save money 
with their wisdom – I have.

In my experience, when you partici-
pate in PROGRESS, you can expect to 
get objective, expert opinions from 
industry peers who have solved an 
issue you’re working on, or who can 
at least steer you away from making 
mistakes that affect productivity. I’m 
the type of person who loves walking 
into a conference room with the feeling 
that there’s a lot to learn. In that sense, 
PROGRESS is a great community.

Q: How do you think the industry at 
large can use PROGRESS?

MOLLY DOWDY: The daily electronic 

newsletter is highly targeted to those 
involved in mortgage technology, so 
it’s critical reading for anyone dealing 
with technology, operations, and or-
ganizational efficiency. It’s definitely 
a daily read.  There was just an ar-
ticle about the PROGRESS website’s 
new Lender’s Digital Marketplace 
recently. In my view, this new market-
place is a huge benefit for lenders and 
technology professionals. It compiles 
tech solutions in categories and then 
presents options so we can easily 
compare apples to apples. All of us 
have researched a particular tech solu-
tion segment and had to compile the 
pros and cons of each solution manu-
ally, and the Digital Marketplace can 
help you do that much faster. And it’s 
growing so quickly. It should be the 
starting point for anyone looking for 
tech solutions, ranging from business 
services to compliance and appraisal 
solutions. It saves time, straight up.

Q: How have you seen the mortgage 
industry change over the last couple 
of years?

MOLLY DOWDY: The changes have 
been dramatic, but one of the most 
relevant changes to PROGRESS is the 
industry’s demand for collaboration. 

That demand makes collaboration 
through PROGRESS really essential. 
People have realized that technology 
changes quickly and their solutions 
need to connect with each other for 
the best operational advantages. 
Given the wide scope of lending op-
erations, there won’t be one answer 
to all their technology needs. It’s ab-
solutely essential that tech providers 
build modern software and services 
that integrate very easily with other 
services. Companies that collaborate 
and integrate well will continue to 
expand, while others will lose market 
share because it’s clear the industry 
wants choices and integrated opera-
tions. PROGRESS serves up both.

Another one of the changes I’ve 
seen that really means a lot to me is 
the focus on our software users’ ex-
perience inside a product. How does 
it look and feel? Is it easy to use? 
Years ago, user experience wasn’t as 
important because software wasn’t as 
omnipresent as it is now. Mortgage 
tech companies were being compared 
with their direct competitors in terms 
of user experience (LOS vs. LOS). 
But that has changed dramatically. 
Now, our target audiences’ lives are 
inundated with beautifully designed 
software like iTunes, Netflix, Red-
Box, Amazon, and most of the mobile 
apps everyone uses. So, while we’re 
not competing with iTunes for ap-
praisal management software market 
share, your software better be as cred-
ible and as elegant as the software 
your customers use every day. That’s 
a tall order, but I’ve definitely seen 
an awakening lately in the mortgage 
technology industry that has compa-
nies placing a much higher priority on 
a great user experience, and it’s paid 
off. I’m thrilled about that and hope 
to share a lot of my experiences with 
PROGRESS.

Another change in the industry is 
the incredible speed of change itself, 
and I think PROGRESS can play a 
critical role here, too. Between new, 
unclear regulations, market-driven 
challenges, and technology advance-
ments, having a community of people 
to share experiences with is invalu-
able. With collaboration, we don’t all 

Industry 
Predictions
Molly Dowdy thinks:

1With new regulations and 
investor requirements, the 

most successful lenders will 
be leveraging more technology 
and Web-based software to 
manage various processes.

2Lenders will be looking 
for more collaboration 

and integrations between 
technology products for more 
efficient production. 

3 Successful technology 
companies in our industry 

will focus more on user 
experience and interface 
design.
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have to make the same expensive mis-
takes. And together, we’ll navigate and 
help establish industry norms.

Q: Your professional focus is appraisal 
management software systems.  Do 
you see a difference between vendor 
management technology and AMCs? 
How are they different? 

MOLLY DOWDY: With new regulations 
and state-by-state appraisal board re-
quirements, there has been some con-
fusion about the differences between 
an AMC and a technology provider. 
An Appraisal Management Company 
(AMC) is a company hired by a lender 
to manage all of their appraisal pro-
cess. They handle reviews, payments, 
appraiser panel maintenance and re-
view, and more. Vendor management 
technology is a software tool used by 
AMCs or lenders to do their jobs more 
effectively, in accordance with their 
own business requirements. Along 
with other software that AMCs and 
lenders use, like Microsoft Outlook, 
Excel or market analytics software, 
vendor management technology is a 
tool lenders or AMCs can use to boost 
efficiency and improve compliance. 
Powerful software makes doing com-
plex tasks much easier.

Q: How can AMCs and lenders leverage 
technology for lowering risk?

MOLLY DOWDY: There are many ways 
to use technology to lower risk, but I 
think one of the most important ways 
applies to all aspects of the lending 
and the appraisal management process. 
You should be leveraging technol-
ogy to develop consistent, transparent, 
compliant workflow processes for your 
organization. That’s where technology 
can really make an impact right now 
and put you ahead of market changes 
and imminent exams.

Some processes, like those stan-
dardized by the main LOS platforms, 
have been considered prime targets 
for technology solutions for years be-
cause they directly impact production. 
Technology providers responded and 
have evolved quickly because every 
organization wants to streamline LO 

tasks. The same benefits can also be 
had from streamlining other processes 
like appraisal vendor management and 
appraisal quality control.

Currently, every lender and AMC 
has a different way of handling ap-
praisal management and appraisal 
quality control. Many of the lenders 
and AMCs I talk with are increasingly 
concerned with compliance and reputa-
tional risks, and “going it alone” is un-
necessarily risky, especially when you 
have the experience and collaboration 
of PROGRESS. We know the CFPB 

and FDIC are requiring the implemen-
tation of documented processes for 
those tasks, so a consistent, systematic 
QC operation is an excellent way to 
leverage technology.

Q: Many AMCs use your software. How 
has technology changed in the apprais-
al management space over the past few 
years?

MOLLY DOWDY: Since 2009 and the 
HVCC, AMCs have either grown very 
quickly, or they’ve closed their doors. 
Most of the nation’s AMCs rely upon 
us for software, so we’ve seen first 
hand their volumes and market shares 
grow very quickly. The success stories 
have been AMCs that prioritize ap-
praisal quality and service expertise, 

so the market is really driving technol-
ogy solutions that help AMCs deliver 
that quality and expertise, and perhaps 
equally important, technology solu-
tions that document the AMC’s due 

User Experience
How a person feels while using 
your software and interacting 
with your company.

Everything leaves an impression.
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diligence. AMCs have felt increasing 
pressure over the last several years, 
so conducting consistent, transparent 
quality control due diligence and then 
also documenting and memorializing 
that process to prove it later is a criti-
cal differentiator between one AMC 
and the next. 

Q: What does the future hold for vendor 
management technology?

MOLLY DOWDY: Since lenders are 
increasingly held responsible for the 
actions of service providers, I think 
we’ll see more emphasis on vendor 
performance and quality control. 
Transparency will become essential. 
Vendor management platforms have 
always been able to connect two par-
ties to conduct a transaction, and now 
I think they’ll evolve to contain more 
tools for lenders and AMCs to use for 
quality control of the service provided. 
Vendor management technology that 
focuses on just connecting two par-
ties most efficiently will miss the boat 
without following up with integrated 
quality control tools and systems.

It’s true that quality control has been 
a factor with some vendor management 
tools pre-2007, but we’ve got to criti-
cally assess their efficacy in light of the 
defaults and buyback rates we’ve seen 
since. Using the same processes for 
quality control today that obviously 
didn’t work in 2006 is foolish.

With all the remaining regulatory 
uncertainty, lenders and AMCs will 
still want to stick with technology 
providers that are industry leaders so 
they’ve got some peace of mind they’re 
using best practices that are widely 
used by several other organizations in 
the industry. Now isn’t the time to take 
risks with inexperienced providers. I 
think established, reputable, innova-
tive technology companies will thrive 
in this environment if they have solid 
quality control tools integrated into 
their vendor management platforms.

Q: What innovation will be most criti-
cal to handle the constantly changing 
regulations?

MOLLY DOWDY: When the one constant 

is change, your process is where you 
need to look. If your organization has 
an efficient workflow with a docu-
mented process – no matter the task 
– you can quickly adapt to changing 
regulations and even changing market 
challenges. Smart institutions can eas-
ily get ahead of the curve and perform 
far more competitively than others in 
a quickly changing environment if 
they’re fast, flexible, and agile. That’s 
the key.

Instead of desperately trying to 
keep up with the new guidelines, you 
can work smarter by implementing 
processes that give you agility and 
flexibility when you need it. Your 
ability to quickly adapt to change can 
be a competitive strength instead of 
a common weakness. But to do that 
correctly, it’s your system that truly 
matters. Smart, consistent, efficient 
infrastructure enables institutions to 
effectively thread the needle of well-
documented quality control, while 
also maintaining strict compliance. 
A solid workflow process helps them 
hire and train new employees quickly, 
too. Think about it this way: Instead 
of retraining staff every time there’s 
a regulation change and hoping they 
paid attention, if you have good work-
flow software in place, you can just 
change software settings.  

Q: Where do you see the industry in the 
next five years?

MOLLY DOWDY: I think technology 
companies, lenders, and AMCs will 
continue to innovate creative solu-
tions that really take advantage of big 
data to perform analytics like we’ve 
never seen before. Data standardiza-
tion projects like MISMO XML have 

paved the way for those changes and 
we’ll continue to see the expansion of 
data portals like the GSEs’ Uniform 
Collateral Data Portal (UCDP). Those 
technologies will have a tremendous 
impact on lowering risk and helping 
lenders make very profitable lending 
decisions now and in the future.

As I mentioned earlier, I’m ob-
sessed with user experience. I’ve 
already seen progress in the industry, 
and I think software companies will 
really start to aggressively pursue bet-
ter user experiences in their products. 
As particular software features are so 
easily copied and commoditized, user 
experience will play a much bigger 
role as a critical marketing differen-
tiator when lenders and AMCs choose 
software applications. It may be the 
key differentiator.

Overall, I think the industry has 
already weeded out most of those 
less concerned with quality, and that 
trend will only continue. As consumer 
confidence in the real estate market 
continues to grow, regulations keep 
changing, and regional markets con-
tinue making strong comebacks, the 
highest quality “best practice” pro-
cesses will separate the great compa-
nies from the rest. 

With the collaboration opportuni-
ties available through PROGRESS, 
there’s no reason we can’t see the next 
trends coming. We’ll be adapting and 
adjusting our workflow and customer 
experience as the market demands. 
Everyone involved from the lender, 
AMC, software creators and systems 
engineers will be improving their 
game to compete with the next adjust-
ment in market demands. Participat-
ing in the PROGRESS community 
can keep us all ahead. ❖

InsIder ProfIle
Molly Dowdy is the Executive Vice President of Marketing 
for a la mode, the leading provider of technology and 
web solutions for lenders, AMCs, appraisers, agents, and 
inspectors. Molly has more than 15 years of experience 
in marketing to this industry, with specialized knowledge 
of marketing technology-based products and services. 
a la mode has twice received PROGRESS in Lending’s 
prestigious Innovations Award, the group’s top honor, for 
its work in 2011 and 2012.
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When times are 
good we become 
complacent, 
and the focus 
is taken off of 
the importance 
of consistent 
marketing and 
client retention.  

Once again the mortgage environment is 
rapidly changing. Market conditions are 
fluctuating with rates creeping up, turn 

times are lengthening and increasing mortgage 
regulations are being thrust upon lenders. 
Housing values are beginning to improve in 
some areas, now is not the time to get caught up 
in the moment. The cyclical nature of company 
and individual pipelines are something that 
continue to plague many originators.

Break   The CycleBreak  The Cycle

By Judy Margrett
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When times are good we become 
complacent, and the focus is taken off 
of the importance of consistent market-
ing and client retention. Then when a 
slow period begins, marketing efforts 
are thrown into overdrive to rebound 
from the lull. By that time, past clients 
have forgotten about you, and more 
has to be paid to find new clients to get 
business flowing back in the door. This 
cycle than repeats itself over and over 
again.

Now is the time to end this frustrat-
ing cycle. It is vital to the long-term 
success of each mortgage company 
to provide marketing in a consistent, 
compliant and streamlined manner. 
As the mortgage industry continues to 
change, so should the way companies 
meet their marketing objectives.

Top-down marketing automation en-
hances business opportunities to build 
consistent loan pipelines, increases 
referrals and provides the ability to at-
tract top sales professionals. With those 
components in mind you are able break 
the cycle and prepare for a dynamic 
long-term stream of business opportu-
nities and growth.
activate OppOrtunity

As a leader, it is time to embrace 
marketing automation solutions. Mar-
keting automation will launch produc-

tion to new levels while enhancing 
your sales professionals’ individual 
goals and develop company growth. 
What is important is that you are now 
able to consistently drive organiza-
tional growth at the corporate level to 
realize this potential.

Successful lenders are taking matters 
into their own hands and strategically 
implementing marketing automation 
that places them in control. Marketing 

is no longer dependent upon the sales 
staff to push out consistent and compli-
ant communications.  

The processes being put in place 
revolve around automating commu-
nications and all mediums of market-
ing, not just email and social media. 
Data is integrated with other systems 
to bring together business functions. 
This allows for a streamlined system of 
business spanning from lead creation 
to literally years after closing. There is 
no longer a need for multiple market-
ing tools that do not communicate with 
one another.
activities fOr success

Creating and determining the activi-
ties to be completed as part of a stra-
tegic automated marketing program is 
thought to be the most difficult part of 
the process, but that does not need to 
be the case. Lenders can leverage the 
vast knowledge and expertise of the 
marketing automation provider to seize 
market opportunities. Leading provid-
ers will deliver needed guidance and 
best practices, so that you can fully 
utilize the system.  

When reviewing what system is the 
best fit for your organization, ensure 
that all databases can be loaded into 
one location. Also, make sure that 
corporate campaigns can be managed 

to send email, and most importantly 
high-quality print. Ideally there will 
be a committed marketing manager 
you will have direct access to. These 
managers have a comprehensive un-
derstanding in the mortgage and real 
estate industry that will assist with your 
automation plan.

While there is a heavy focus on 
corporate-run marketing automation to 
achieve the best long-term marketing 

results, it is also beneficial to have a li-
brary of approved content that sales can 
quickly and easily access. The library 
should offer collateral materials and 
allow sales to create their own compli-
ant, on-demand marketing activities. 
Additionally, the intelligent system 
will assist with time management and 
follow-up that can be monitored for ef-
ficiencies.
segMentatiOn

Focus on maximizing business op-
portunities by bringing together all 
company databases. This includes 
customers of previous employees, all 
un-closed leads, current clients and 
customers you have lost contact with. 
Through the marketing process, your 
data will be evaluated and cleansed. 
It is best to segment your data by past 
client, current client, lead, to name the 
most common strategies. Ideally, you 
will then be able to dig deeper into each 
segment to determine the appropriate 
marketing activities. Moving forward 
your active databases should be synced 
with the automated marketing system.

The next stage of segmentation is to 
have each customer opportunity placed 
into the system, including those that 
may not come to fruition for some time 
down the road.  There are opportunities 
with every individual that your sales 

team comes into contact with. Past 
contacts that may have been forgotten 
about should be added as well. 

One of the most overlooked areas 
I like to point out is file contacts: in-
surance agents, title representatives, 
attorneys, financial planners and real 
estate agents on both sides of the 
transaction. Further opening the mind 
of sales representatives to all potential 
opportunities will increase referrals, 

It is vital to the long-term success of each 
mortgage company to provide marketing in a 

consistent, compliant and streamlined manner.
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client retention, productivity and brand 
recognition. Each of these opportuni-
ties will then be assigned to their own 
set of automated activities.  
iMpleMentatiOn

From a best practice standpoint, 
marketing objectives are best accom-
plished when marketing automaton 
is implemented in a top-down meth-
odology. Excitement and support will 
build from the sales staff, and company 

branding will begin to be more effec-
tive. Once the company-supported 
automation is underway, it will be time 
to bring in the sales staff. Sales will 
have the ability to produce compliant 

on-demand marketing materials and 
automated activities. It is highly effec-
tive to offer the sales staff an approved, 
branded library of collateral, email and 
print for them to conduct business pro-
fessionally 24-7.
analyze results

Just storing and marketing to all 
these important contacts in one place 
does not make the data useful or bene-
ficial. To successfully utilize marketing 

automation, results must be analyzed 
for future value and opportunity. The 
phrase “Big Data” has been floating 
around and the talk is only becoming 
larger in the mortgage industry. The 

question becomes how does one take 
data that is spread across multiple seg-
ments and bring it together where value 
can be optimized?  

Industry leaders have begun us-
ing tools and systems that surpass the 
world of CRMs and simple email mar-
keting automation to embrace full on-
demand automation technology. The 
use of your own personal “Big Data” 
in such an environment will launch 
you past your competition and greatly 
increase your productivity. These sys-
tems are impressive as they monitor 
individual transactions, clients, leads, 
referral partners and even how all these 
segments come together.

A vital part of marketing automation 
is to ensure that the sales staff properly 
acknowledges the source where each 
lead and client come from. The more 
intelligent the automation system, the 
stronger the ability to recognize client-
specific data and suggest the lead 
source, but these should not be relied 
on as a standard practice. 

Reviewing the efficiencies of in-

There is no longer a need for 
multiple marketing tools that do 
not communicate with one another.
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dividual campaigns is the backbone 
of a successful strategic marketing 
automation. The most successful 
activities and offers will be easily 
acknowledged as will the ineffective 
ones. Editing or removing ineffective 
activities should be done regularly 
and the strategic plan will need to be 
modified accordingly. A best practice 
to keep in mind is the fact that you 
should have is the strategic marketing 
automation program reviewed with 
the automation company bi-annually 
to get their insights on your results, 
improvement and new functionality.
unleash grOwth 
pOtential 

In the past it may have been difficult 
to accomplish a strategic marketing 
automation plan while still completing 
daily business tasks.  However, tech-
nology has now stepped up to man-
age the process with the assistance of 
knowledgeable industry profession-
als.  Automation will strengthen brand 
awareness to consumers and ensure a 
consistent corporate message.  

On-demand print for collateral and 
mail offers a level of flexibility without 
high quantity minimums that has been 
missing in the mortgage industry. One 
point of origin for all email marketing 
efforts allows for consistent branding 
and compliance tracking. Segmenting 
all company databases in one loca-

tion, while quickly implementing an 
on-demand campaign, and analyzing 
results in a few clicks is possible.  

The most exciting aspects of mar-
keting automation is the level at which 
technology has advanced. This is not 

something brand new, but it has pro-
gressed greatly in the mortgage indus-
try. Many companies can say they are 
utilizing this technology, but many are 
just scratching the surface as they uti-
lize an “out of the box” system.   

An important aspect to marketing 
automation is to configure it to your 
company and run it from the top down. 
Do not expect your sales staff to do all 
the marketing, or you will always be 
fighting to break the inevitable cycle 
that I described at the start of this ar-
ticle. This is the time to separate your 

company, and make the competition 
wonder what they have missed.    

Unleash your growth potential by 
empowering your sales staff with 
automated marketing activities sent 
from a corporate level. With the use 

of industry-specific marketing auto-
mation, it is possible to provide con-
sistent, compliant, streamlined, on-
demand, custom marketing that will 
make all the difference and enhance 
growth company wide.

As you can see, by embracing 
marketing automation you can break 
the cycle and consistently drive high-
quality leads to compliantly grow 
your business. Don’t let the constantly 
changing market conditions wreak 
havoc on your pipeline. The time to 
break the cycle is now. ❖

About the Author
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