
Dig DEEP to Find 
The Right Tech

From data analysis to marketing 
portals, online tools are critical to 

success.
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The mortgage industry today is increasingly dependent 
on technology and the many tools it provides. From 
prequalification resources to up-to-the-minute data 
analysis, the Internet offers a wealth of opportunities for 
mortgage professionals to not only educate themselves 
about the market, but also to improve their business. In 
fact, a recent Bloomberg Business piece1 pinned 
technology as the fastest-growing spending category for 
mortgage companies. What are you and your company 
doing to tap into the technological resources available?



  Savvy mortgage professionals must 
be aware of all the latest news, market 
indicators, and trends, as well as how 
to best tap into the various sources for 
this data. Many sites offer their data 
and forecasts for free, and others 
provide tailored services at varying 
price points. This data is useful not 
only to provide the best services to 

your customers, but also to help you 
shape the direction of your marketing 
and origination efforts. Here’s a look 
at some of the plethora of tools 
available today.
 

Educate Yourself
Everyone working in the mortgage 
industry keeps up to date on interest 
rates. It’s often the first question out 
of borrowers’ mouths, and even small 
changes in rates can mean a huge shift 
in business. But do you educate 
yourself on other data points beyond 
the fluctuations in interest rates? You 
should, and there are numerous 
sources for quality data that will help 
you better serve your clients.
   Most people working in the 
mortgage market are familiar with the 
Mortgage Bankers Association 
(MBA); it’s a strong advocate and 
voice for the industry. Mortgage 
bankers aren’t the only ones who can 
take advantage of its many resources, 
however. The organization’s website, 
mba.org, offers a stunning depth of 
information, both current and 
historical, from monthly economic 
forecasts to quarterly origination 
estimates. 
   In fact, according to the most recent 
report, originations were up to $395 
billion this past second quarter, led by 
$225 billion in purchases. Refinances 
were down to 43 percent of the overall 
originations, after hitting 53 percent in 
 

the first quarter. If you then look 
deeper, MBA is forecasting further 
growth in the purchase sector and 
anticipates that refinances will 
represent only 35 percent of 
originations for the remainder of this 
year. They also posit that refinances 
will fall below 30 percent for half of 
2016. 

  Looking at their economic forecasts 
gives mortgage professionals even 
deeper insight into the market as well 
as the economy overall. In its August 
commentary, the MBA expected gross 
domestic product (GDP) to pick up in 
the second half of the year, driven by 
consumer spending. They also 
anticipated a strengthening in 
residential fixed investment, as 
household formation grows. MBA 
looks regularly at mortgage 
performance, as well, and their 
National Delinquency Survey results 
provide insight into how various loans 
are performing in the market. This past 
second quarter, overall delinquency 
rates and the percentage of loans in 
foreclosure were at their lowest levels 
since 2007.
   These reports are available for free 
on the MBA website, or you can sign 
up to receive them automatically via e-
mail6. By reading up on the latest 
research and forecasts regularly, you’ll 
not only be providing expert advice 
and knowledge for your clients, but 
you’ll also be trusted resource within 
your company.
 

Analyze The Data
Just knowing the numbers and stats 
isn’t enough, however. Many mortgage 
professionals are in a position to shape 
the direction in which their business is 
headed. But you can’t make such 
decisions without data and market 

analysis to help guide your choices. 
Research like the MBA provides is an 
excellent start, but there are more 
offerings to be had, and it’s smart to 
balance a variety of viewpoints to get 
the best picture of the industry as a 
whole. 
   Mortgage technology giant Ellie 
Mae offers its Origination Insight 

Report freely every month, and the 
data there is particularly useful for 
anyone originating mortgages, as it 
offers a snapshot of underwriting 
standards as they are being employed 
by various lenders across the country. 
Data ranges from an overview of the 
percentage of loans that are purchases 
versus refinances to more deep data on 
specific loan types, like Federal 
Housing Administration (FHA) or 
U.S. Department of Veterans Affairs 
(VA) loans. If you or your company 
specializes in a particular loan type, 
this information can be invaluable.
   For example, this past July, Ellie 
Mae reported that the overall closing 
rate for all loans hit 66.2 percent, the 
highest mark seen since the company 
began tracking data in August 2011. 
The closing rate on purchase loans 
also climbed to an impressive 70.7 
percent. In addition, the average FICO 
score on closed loans declined for the 
second straight month to 725, the 
lowest it’s been since February 2014. 
Looking at these two sets of data 
combined, it seems as though credit is 
loosening and availability is 
broadening for the market at large.
   If you’re interested in just the FHA 
market, however, there’s more 
information to be had. This type of 
loan had an overall closing rate of just 
58.2 percent, but purchases closed 
significantly higher than that at 65.3 
percent. The average FICO score on a 

  

 
 

 

 

 
 

Savvy mortgage professionals must be aware of all 
the latest news, market indicators, and trends. 



closed FHA purchase loan was 689, 
with an average loan-to-value ratio 
(LTV) of 96 and an average debt-to-

income ratio (DTI) of 28/41. Denied 
FHA purchase applications had an 
average FICO score of 635, an LTV of 
96, and a DTI of 30/50. This type of 
detailed loan profile is available for 
closed and denied loans for each 
different type of mortgage 
(conventional, FHA, VA).
  With this kind of data readily 
available, mortgage professionals can 
arm themselves with deep knowledge 
and insight into the mortgage market, as 
well as specific niche information 
tailored to your business specializations. 
By following how the market is actually 
underwriting and closing loans, 
mortgage professionals can better track 
industry standards and can be prepared 
to shift your business to meet demand 
accordingly.

Marketing
Once armed with the information and 
knowledge necessary to move their 
business in the right direction, mortgage 
professionals can keep technology 
working for them by using the right 
marketing tools. Being well versed in 
the mortgage market is all well and 
good, but you still have to spread the 
word about your knowledge.
Of course, technology is here to help. 
Marketing is no longer as simple as 
creating a post card and sending out a 
direct-mail campaign (although there’s 
still a place for that, too). Repeat 
business is often the cornerstone for 
many mortgage professionals, but new 
and referral business is critical to 
succeeding in today’s market. Online 
marketing should start with the simple 

and obvious thing: Have an online 
presence, including a website, a 
Facebook page, and potentially a    

Twitter account, as well. But there are 
other online marketing tools that 
mortgage professionals may want to 
utilize in addition to these. These 
offerings should be streamlined, easy to 
access, and give mortgage 
professionals the most return for their 
time and money.
   If you work with various lenders, you 
should look for a lender that offers 
excellent marketing support via online 
marketing portals. If you work with 
independent brokers and originators, 

you may want to consider adding 
such a feature to compete in today’s 
marketplace. These marketing 
portals offer a wide range of 
products, from list services to 
designed marketing pieces and mail/
data services available for purchase. 
Customizing your marketing 
materials is quickly and easily done 
online. Be aware, however, of 
compliance considerations. Although 
the marketing portal may be 
provided by your lender partner for 
your convenience, you are 
responsible for the regulatory 
compliance of any marketing 

 

materials you create.
 These portals also should offer 
marketing support that enables you to 

  

  

 

 

professionals boost their signal to a 
wider audience, as well as help you 
streamline your marketing. These tools 
also can help reduce the amount of time 
spent on screening marketing vendors 
and creating marketing materials, 
opening up more time to focus on the 
market, where it’s going, and what it 
means for your clients.
   With the technology readily available on 
the Internet today, mortgage professionals 
have all the tools they need to take their 
business to the next level. By utilizing 
these resources and  tools, lenders can 
shape and grow their business to meet the 
demands of the market.   v
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With the technology readily available on the 
Internet today, mortgage professionals have all 
the tools they need to take their business to the 
next level.

use your own direct-mail lists or to 
purchase targeted lists specific to the 
customers you want to reach. Unlike 
many of the data tools provided 
freely, brokers and originators should 
be aware that certain marketing tools 
may mean additional costs, depending 
on usage, value, and the provider.
Online technology has come a long 
way from simply creating a mailing 
list and sending out e-mails. 
Marketing portals and other online 
marketing tools can help mortgage 




