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ACUMA is an organization of and for credit unions, dedicated to 
the simple principle that credit unions have both an obligation and 
a competitive need to become a “premier provider of home loans for 
their memberships.”

ACUMA brings together the shared real estate lending and financing 
interests of credit unions and CUSOs.

ACUMA member organizations include federal- and state-chartered 
credit unions and CUSOs, mortgage insurance companies, secondary 
market investors and investment banking firms, and technology companies 
operating in the field of mortgage banking.

1       We are a non-profit trade association committed to promoting credit 
union mortgage lending proactively, positively, but not politically.

2     Our members are our owners and are treated as such.

3      We are committed to helping the Realtor community understand credit 
unions and the value they bring to promoting home ownership.

4       We maintain a high level of fiscal responsibility while ensuring that 
membership provides access to all employees of the credit union or 
CUSO, and that events are high quality yet affordable.

5       We provide exceptional education and networking, using experts from 
the mortgage banking, leadership and credit union communities.
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Thanks for the Memories ...

By Bob Dorsa

A reflection on 20-plus years  
at the helm of ACUMA

It is, of course, a bittersweet time.  
For the past quarter century, my focus 
in life has been on ACUMA. Looking 
back to the mid-1990s and all that has 
transpired in the world around us, as 
well as in the world of ACUMA, I have 
tremendous gratitude for all we have 
accomplished together and for the con-
tinuing opportunity we have created 
for the future of credit union mortgage 
lending.

Yes, I am taking the first step toward 
the life of a retiree, but I am not quite 
done yet. 

I am pleased to be succeeded in 2020 

  

There comes a time in everyone’s career—whether for an 
athlete or someone in the world of business—when it’s the 
right time to reflect on years of achievements and to give 

to others the reins for the future. 
For me, that time has arrived.

Dorsa counts on Krista Korfmacher, 
center, and Tracy Ashfield to help 
plan and present ACUMA events.

Bob Dorsa celebrates 
another successful 
ACUMA event.



ACUMA President Bob 
Dorsa can be reached at 
bob.dorsa@acuma. org or 

(877) 442-2862.

as ACUMA President by Tracy Ash-
field, who has spent most of ACUMA’s 
20-plus years beside me. Her energy 
and knowledge has been the key ingre-
dient for the success that ACUMA and 
our members have attained. 

I want to thank our current Board 
of Directors for their gracious act to 
extend my employment with ACUMA 
for two more years as Senior Advisor. 
I hope to continue to help where and 
when I can with issues and events im-
portant to continuing ACUMA pros-
perity and paving the way for a greater 
organization for ALL credit unions in 
the housing-finance discipline.

I have so many memories I hold close 
to my heart and of the friends I have 
met along the way. I extend my sincere 
thanks for your support and belief in 
our mission.

FROM HUMBLE BEGINNINGS ...
When ACUMA began, we set a simple 
objective “to improve the perception 
that credit unions are a great resource 
and solution for consumers when it 
comes to Housing Finance.” That was 
true then and continues to be so now. 
We have had many milestones along 
the way.

We fostered the growth of 
credit unions in housing fi-
nance by maintaining focus on 
our goals to provide a better 
solution for consumers than 
was available.

I can vividly recall, meeting 
with credit union mortgage-
lending leaders in Southern 
California who had a strong 
desire to create an organiza-
tion that could foster our mes-
sage and growth for CU mort-
gage lending. 

It was fortuitous for me, having had 
success a decade prior working with 
CUSOs, including the formation of 
their non-profit trade association. That 
experience provided a great template 
for ACUMA. 

Few of us remember the association’s 
original name was the American Credit 
Union Housing Alliance (ACUHA). 
However, back then housing finance 
was not a core competency for most 
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“

“

CUs, and during 
the first few years 
the Board decided 
to change the name 
and move forward 
with the American 
Credit Union Mort-
gage Association 
(ACUMA).

EVENTS AND 
SPEAKERS
Over the next 
20-plus years, 
ACUMA has held 
countless events 
in dozens of cities 
around the nation. 
I cannot begin to 
think of how many 
people have spoken 
to our group during 
that time. 

I believe we have 
been fortunate to 
have every Chair-
man of the NCUA 
to address our 
group along the 
way, as well as many 
other leaders from 

the agency. 
We have provided many dis-

tinguished speakers from all 
walks of life. Most all of our 
speakers have been from the 
world of mortgage banking; 
however, we did have some 
memorable speakers who 
were successful in their own 
career—whether that was an 
artist, musician/performer or 
business executive from an-
other industry. 

Add to that numerous “sub-
ject matter experts” from our member-
ship and the CU system who joined our 
conferences and workshops to articu-
late their story and what makes their 
organization successful.

We have also had some one-of-a-
kind events along the way. 
  Our parade through the streets 
of New Orleans, complete with a 
N’awlins jazz band, street performers 
and, of course, lots of beads. 

“

“

Yes, I am taking 
the first step 

toward the life 
of a retiree, but 
I am not quite 

done yet.

  Our Karaoke 
Cruise at our 
event in San Di-
ego in 2007 which 
was great fun. 
  One recent mem-
ory from 2016, 
ACUMA’s 20th 
Anniversary and 
the emotional 
ceremony in my 
honor. 
All the many 

events in cities we 
visited and local 
people we interact-
ed with—these are 
indelible memories 
I recall fondly.

GIVING THANKS
Obviously, I could 
go on and on. But 
it’s important for 
me to visit with our 
hundreds of ACU-
MA members over 
the course of the 
next couple of years 
to thank each of you 
for joining me and 
ACUMA for this 

incredible experience.
To all the many people serving on 

our Board of Directors and its com-
mittees, thank you. To Tracy, Krista 
Korfmacher, Tom Burton and Larry 
Guayante, as well as to Tom Senatori 
and the many other ACUMA contrac-
tors I have worked with, thank you all 
for your contributions. It’s been a great 
journey and very worthy cause.

Being of Italian descent, I am accus-
tomed to NOT saying goodbye but in-
stead, arriverderci, which means “until 
we meet again.”

I have so many memories I 
hold close to my heart and of 
the friends I have met along 
the way. I extend my sincere 
thanks for your support and 

belief in our mission.



Pam Davis

A MESSAGE FROM 
ACUMA BOARD

2019: A Pivotal Year for 
Our Organization

  

Our Leadership, But Not Our Mission, 
Is in Transition
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 By Pam Davis

Did you attend one of our workshops or a webinar 
this year? We had more than 175 total participants attend 
our San Diego and Nashville workshops, a total almost identical 

to last year’s stellar attendance. 
Bob, Tracy and the team strive to offer top-notch educational opportunities at each event, and 

the attendance proves ACUMA members appreciate the valuable educational and networking 
opportunities.

“

“

As I complete 10 
years serving on 

the ACUMA board 
and the final 

months as its Chair, 
I can tell you that 
2019 is a pivotal 
and exciting year 

for ACUMA.

As Todd Lambright, one attendee 
at this year’s workshops told us, “I ap-
preciate what you all contribute to 
credit unions, big and small, and have 
no doubt that everyone [ attending the 
workshops ] has a ton of takeaways to 
go back home with.” Todd is Vice Presi-
dent of Sales at Georgia’s Own Credit 
Union, and we appreciate his support.

In fact, we want to thank all of you 
who attended our workshops and fall 
conference, especially those who have 
been attending our conference for 
years. You are what keeps ACUMA go-
ing—and growing.

LOOKING BACK ...
As I complete 10 years serving on the 

ACUMA board and the final 
months as its Chair, I can 
tell you that 2019 is pivotal 
and exciting year for ACU-
MA. 

We have grown and ma-
tured with Bob Dorsa as our 
President and leader for the 
23 years since ACUMA was 
founded. For those of you 
who are new to ACUMA or 
the credit union industry, 
Bob is a very well-known 
credit union leader and a 
founder of ACUMA. His 
45 years of contributions to 
credit unions and CUSOs 
have been substantial. Dur-

ing his years of service at the helm of 
ACUMA, Bob managed all 
facets of our business.  

In 2018, Bob met with the 
Board and shared his desire 
to step down as president in 
January 2020 and continue 
with ACUMA in a role fo-
cused on event planning as 
our Senior Advisor. 

Bob will stay on with 
ACUMA, helping with the 
leadership transition and 
ensuring that our events, 
including the Annual Con-
ference and the association’s 
exhibit at the National As-
sociation of Realtors annual 



convention, continue to de-
light members and exceed ex-
pectations. We are so pleased 
that he is continuing with 
ACUMA in a new capacity 
beginning in January.

LOOKING AHEAD ...
As I announced last year, 
longtime ACUMA colleague 
and supporter, Tracy Ash-
field, will become ACUMA’s 
next president. She brings 
more than 30 years of mort-
gage banking experience to 
her new role. Before forming 
her consulting company, Ash-
field & Associates, she held 
leadership positions with both 
CUNA and CUNA Mutual.

Tracy shares Bob’s passion 
for credit unions. In addition 
to her consulting business 
that has taken her into many of your 
credit unions, she has worked with 
ACUMA for nearly two decades. The 
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Board is thrilled that she will bring her 
mortgage management experience to 
ACUMA as our new president.

ACUMA is a non-profit association dedicated to advancing 
mortgage lending within the credit union space. The ACUMA Board 
of Directors sets governance for the association and provides guidance 
to the ACUMA President. 
   A Board Member serves a three-year term. Terms are staggered. The 
current Board has seven members. The Board Members are volunteers 
who have a strong desire to give back to the Credit Union industry and 
receive no compensation.   

It Provides Guidance for the Non-Profit Association

Officers of the Board (Chair, Vice 
Chair, Treasurer and Secretary) are 
selected by the entire Board at the 
Organizational Meeting following 
the Annual Meeting of the member-
ship, normally held in 
September of each year 
in conjunction with the 
annual Fall Conference.

The time commit-
ment for a Board Mem-

   WHAT DOES  THE ACUMA BOARD DO?

ber includes conference calls as need-
ed and two in-person meetings each 
year, including a planning session and 
the Organizational Meeting, and at-
tending ACUMA conferences. In ad-

dition they may also serve 
on standing or ad-hoc 
committees, and partici-
pate in occasional special 
projects.

WHO IS ELIGIBLE  
FOR A BOARD SEAT?
To be eligible for a Board 
position, you must:

  Be a member of  
ACUMA’s Primary 
 Member Organizations  
(CUs and CUSOs).

  Serve as an employee 
of a Primary Member 
Organization.

  Accept ACUMA’s policies 
and rules of governance.

  Have the support of your 
own credit union for serving 
on the board.

When openings for the 
Board of Directors become 
available, ACUMA would 
welcome interested 
candidates. Openings will be 
communicated to ACUMA 
members through our website 
and the Pipeline magazine.

Pam Davis has served for 10 years on 
the ACUMA Board of Directors, which 
governs the organization. She has led the 
board for the past two years as its Chair. 
Davis is the Senior Vice President, Branch 
Delivery and Operations, for Delta 
Community Credit Union.

As many of you know, ACUMA 
is a non-profit organization with an 
all-volunteer Board of Directors. The 
board has worked diligently to sup-
port the ACUMA management team. I  
appreciate the support of the all board 
members —for your time, knowledge 
and dedication during my two years  
as chair.

In closing, as Barry Stricklin of  Tow-
er Credit Union takes over the role of 
chair next year, I want to emphasize 
that our mission is unchanged; we will 
continue to provide high-quality edu-
cation and networking for credit-union 
mortgage lenders and their valued 
partners.

Bob Dorsa will pass the torch to Tracy Ashfield 
as ACUMA President in 2020.
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The FDCPA applies to third-party 
debt collectors, which are companies 
that collect debts owed to another. It 
does not directly apply to, for instance, 
a credit union servicing its own mort-
gage loans (or other loans or credit card 
accounts), or even to a person servic-
ing loans on behalf of another, if those 
loans were not in default when the per-
son began servicing them.

RULES INDIRECTLY AFFECT 
CREDIT UNIONS
While the FDCPA and the CFPB’s cur-
rent rulemaking may not directly apply 
to many credit unions, they should still 
pay attention. Federal and state regu-

lators often follow the FDCPA when 
scrutinizing all servicing and collection 
activities. 

Also, when credit unions engage 
third-party debt collectors, the credit 
unions will want to ensure the collec-
tors understand how to treat members 
fairly in accordance with the law.

Debt collection is largely about com-
munication, and the FDCPA addresses 
communications not just with debtors 
themselves, but with other persons. 

For instance, collectors must dis-
close, in the initial communication 
with the consumer, that it is attempting 
to collect a debt, and must subsequently 
identify itself as a debt collector. How-

ever, a collector also is generally pro-
hibited from communicating about the 
debt with any person other than the 
consumer (with the exception of, for 
example, the consumer’s attorney). 

Those guardrails can lead to a co-
nundrum—if a collector calls and gets 
the consumer’s voice mail, the collec-
tor cannot leave a message without 
identifying itself, but upon doing so is 
at risk that a third party may overhear. 
Courts and regulators have addressed 
this problem in differing ways, making 
compliance difficult. Debt collectors of-
ten decide not to leave a message, but 
must then resort to repeated call at-
tempts to establish contact.

‘LIMITED CONTENT  
MESSAGE’ PROPOSED
To resolve this problem, the CFPB pro-
posed a “limited content message” that 
collectors may safely leave. The collec-
tor could leave a message that consists 
of the consumer’s name, a request that 
the consumer reply to the message, 
the name of a natural person for the 

While the pace of mortgage regulations has slowed, the 
Consumer Financial Protection Bureau (CFPB) has 
turned its sights on an industry about which it receives 

the bulk of its consumer complaints—debt collection. 
The CFPB recently issued a proposed rule that would, for the first 

time, provide guidance on certain requirements and prohibitions 
under the federal Fair Debt Collection Practices Act (FDCPA). 

FINAL NOTICE

PAST
DUE

CALL NOW

CFPB Proposes  
Rule for Debt 
Collectors Under 
Fair Debt Collection 
Practices Act



a debt collector to communi-
cate with the consumer at a 
time that would be convenient 
in all of the locations at which 
the collector’s information in-
dicates the consumer might be 
located. For instance, if the col-
lector’s information indicates 
that the consumer lives in the 
Eastern time zone, but has a cell 
phone area code from the Pacif-
ic time zone, the debt collector 
must attempt to communicate 
at a time that is not unusual in 
either time zone.

In the proposed rule’s at-
tempts to address current com-
munication methods, it would 
draw the line at social media. 
The proposed rule would gen-
erally prohibit a collector from 
communicating about a debt by 
a social media platform that is 
viewable by a person other than 
the consumer. 

The CFPB report-
edly believes that re-
sorting to social media view-
able by others, when other 
communication methods are 
available, is likely intended to 
harass or embarrass debtors. 
However, the proposed rule 
seeks comments on possible 
non-harassing purposes for 
communicating using pub-
lic-facing social media (such 
as for limited content mes-
sages).

OTHER PROVISIONS  
OF PROPOSAL
The proposed rule also would 
clarify how many calls is too 
many. The CFPB would pro-

hibit a collector from placing a call to a 
person in connection with a particular 
debt (a) more than seven times within 
seven consecutive days, or (b) within a 
period of seven consecutive days after 
having had a telephone conversation 
with the person in connection with the 
debt.

The CFPB also proposes to prohibit a 
collector from bringing or threatening a 
legal action if it knows or should know 
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consumer to contact, and a telephone 
number (other than a “vanity” number 
that may identify the collector).

If the collector is communicating 
electronically, it also would have to pro-
vide a way for the consumer to opt out 
of further communication attempts. 
The collector also may include a gener-
ic statement that the message relates to 
an account, and suggested dates/times 
for the consumer to reply. This limited 
content message may alleviate compli-
ance uncertainty, as well as unnecessary 
call attempts.

The FDCPA also prohibits commu-
nications at any unusual time or place, 
or at the consumer’s place of employ-
ment if the debt collector has reason to 
know that the employer prohibits those 
communications. 

These time-and-place restrictions 
were arguably more manageable when 
calling land lines. Consumers today 
may prefer, and be more likely to re-
spond to, communications via cell 
phones, email, or text mes-
sages. However, when calling 
a cell phone, collectors cannot 
always be sure that the num-
ber has not been reassigned 
or where the consumer is 
located. It also is not always 
immediately clear whether an 
email is going to a consumer’s 
work account.

PROPOSAL OFFERS  
SAFE PRACTICES
The CFPB’s proposed rule 
would offer some safe prac-
tices. If the collector main-
tains procedures for using an 
email address, or a telephone 
number for text messages, 
that the consumer recently 
used to contact the collector, the collec-
tor would have a valid defense against 
a claim of improper third-party disclo-
sure. 

Similarly, the collector may be protect-
ed against an improper disclosure claim 
if it clearly notifies the consumer that it 
might use an email address or telephone 
number, and provides the consumer a 
reasonable opportunity to opt out.

The proposed rule also would permit 

the debt is time-barred. 
States generally impose a 

deadline for bringing an ac-
tion to enforce a debt (often 
called a statute of limita-
tions), although the deadline 
does not extinguish the debt 
itself. Courts and regulators 
have often held that it is un-
fair or deceptive for collec-
tors to sue or threaten to sue 
on stale debts.

 While the proposed rule 
would prohibit a collector 
from suing on debts it knows 
or should know are stale, it 
would not prohibit the collec-
tor from pursuing other col-
lection efforts on those debts.

Many welcome the pro-
posal’s guidance. However, 
consumer groups are con-
cerned that while the propos-
al limits phone calls, it would 
not prohibit collectors from 
sending a barrage of emails 
and texts. The rule would, 

however, provide consumers an opt-out 
right, and the FDCPA still prohibits col-
lectors from harassing consumers.

The proposal contains many other 
detailed provisions, and may change in 
response to public comments, which 
are due by August 19, 2019. The CFPB 
proposes to make the new require-
ments effective one year after a final 
rule is published. 

Notwithstanding the controversies, 
clearer guidance will be helpful in pro-
moting compliance by debt collectors 
while seeking to protect consumers 
from unfair harassment.

“

“While the 
FDCPA and the 
CFPB’s current 

rulemaking may 
not directly 

apply to many 
credit unions, 

they should still 
pay attention. 
Federal and 

state regulators 
often follow the 

FDCPA when 
scrutinizing 
all servicing 

and collection 
activities.

“

“Debt collection 
is largely about 
communication, 
and the FDCPA 

addresses 
communications 

not just with 
debtors 

themselves, 
but with other 

persons.

Kris Kully is a law partner in Mayer 
Brown’s Washington, D.C. office. She 
concentrates her practice on federal and 
state regulatory compliance matters 
affecting providers of consumer financial 
products and services. Kully is a former 
lawyer for the Department of Housing 
and Urban Development, where she 
provided legal counsel on the mission 
oversight of Fannie Mae and Freddie Mac, 
the interpretation of the RESPA and the 
implementation of housing assistance and 
community development programs.
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Calabria Moves 
Forward on GSE 
Reform; Will He  
Have Help ...  
or Go Solo?

By John J. McKechnie

These are all questions that will be an-
swered in the coming months as the 
Trump administration appears ready to 
test the limits of its own powers, and of 
congressional willingness to stay on the 
sidelines.

CALABRIA MOVES AHEAD
In an early May interview on Fox 

New FHFA Director Mark Calabria has only been in office 
for a few months, but he has already begun to paint a clear 
picture of his plans for the future of the GSEs, especially 

conserved mortgage giants Fannie Mae and Freddie Mac.  
This confirms speculation that, by its own inaction, Congress 

has left the GSE reform playing field to the regulators.
But what are the regulators going to do? What limits are there to 

possible Administration actions? And how fast can they get things 
done?

Business, and in speeches later to the 
National Association of Realtors and 
Ginnie Mae, Calabria indicated he was 
preparing to move to end the Fannie/
Freddie conservatorships. He said this 
process would involve raising capital 
that would be retained by the GSEs 
prior to their release, and he suggested 
that Fannie and Freddie could become 

private “as early as mid-2020” (al-
though he repeatedly said the process is 
“not calendar driven”).

Calabria also stated that the recapi-
talization and release of the conserved 
GSEs may not occur simultaneously. 
He commented that the timing will 
be dependent on balance-sheet factors 
more than anything else.   

Calabria stated that he is “obligated” 
to end the government stewardship of 
the GSEs. In addition, he said, “What 
the law envisions is, you come into 
conservatorship, you fix the problems, 
you get out. … You need to end what 
was called the ‘Net Worth Sweep’ so 
that they can start building capital. … 
It was insufficient capital that triggered 
the conservatorship, it’s going to be suf-
ficient capital that triggers an exit.”

Based on these comments, it is likely 
that, by the end of 2019, GSE capital 
retention could come through the ter-



mination of the net worth sweep. It 
would be replaced by a periodic com-
mitment fee paid to Treasury by Fan-
nie and Freddie. This is rumored to be 
under negotiation between FHFA and 
Treasury.

TREASURY-HUD PLAN
WILL LAY OUT ROADMAP
A blueprint for the future of the GSEs, 
expected this summer from Treasury 
and HUD, may lend specifics to the 
general thrust of the reform discus-
sions. 

That plan, ordered by President 
Trump in March, directs the Treasury 
to develop a framework for further re-
vitalizing Fannie Mae and Freddie Mac 
and then releasing them from govern-
ment control. 

It additionally calls for the estab-
lishment of new safety and soundness 
regulations and more stringent capital 
and liquidity standards. HUD’s contri-
bution to the white paper will be to bol-
ster the roles of FHA and Ginnie Mae 
in providing housing finance support 
to low- and moderate-income families 
that cannot be fulfilled through tradi-
tional underwriting.  

The most important element of this 
joint plan may not be the introduc-
tion of some eye-opening 
new features on the hous-
ing finance landscape, but 
rather a re-affirmation of 
existing practices: all signs 
point to the Administra-
tion specifically directing 
the Treasury in the white 
paper to preserve access 
for qualified homebuyers 
to 30 year fixed-rate mort-
gages and other mortgage 
options that best serve the 
financial needs of potential 
homebuyers. 

There’s also buzz that the 
plan will require the Trea-
sury to maintain a robust 
cash window for loan sales.

MNUCHIN SIGNALS 
CAUTION 
Amid this flurry of regula-
tory action, it is possible 

that, despite Calabria’s hard 
charging, “Let’s get this done” 
approach, Treasury Secretary 
Steven Mnuchin may pump 
the brakes. 
In a June interview Mnuchin 
implied that “re-cap and re-
lease” will not be Calabria’s 
unilateral decision: Mnuchin 
was adamant that the Trump 
administration won’t just let 
Fannie and Freddie build up 
their capital buffers and then 
release the companies. 

“What we’re not going to 
do is business as usual with 
no changes, just re-capitalize 
them and float them,” said 
Mnuchin, referring to a possi-
ble public offering of Fannie and Fred-
die shares. “There needs to be housing 
reform as part of this.”

Mnuchin also said he backed an ex-
plicit guarantee, something that can 
only be implemented by Congress. This 
casts some degree of doubt on how am-
bitious the Trump administration will 
be absent a legislative fix.

WHERE IS CONGRESS? 
And that legislative fix may prove as 
elusive this year as it has been in every 

Congress dating back to the 
mortgage market crisis.
Even though Senate Banking 
Committee Chairman Mike 
Crapo (R-Idaho) floated an 
outline of a GSE reform bill 
in February, it was consid-
ered to be a conversation 
starter more than a serious 
proposal, and it has received 
scant attention.  

Crapo’s Democratic Sen-
ate counterpart, Senator 
Sherrod Brown (D-Ohio), 
while publicly insistent that 
Congress play a major role 
in shaping the next iteration 
of GSEs, has privately said 
that “the system is working 
fine, and it would be foolish 
to undertake a big overhaul 
when it’s plainly not neces-
sary.” 

And for her part, House 

Financial Services Chairman 
Maxine Waters (D-Calif.) has 
promised to address reform 
by initiating a new round of 
federal spending on low- and-
moderate housing. Whether 
that has merit from a policy 
standpoint or not, it is consid-
ered politically a non-starter.  

Furthermore, senior Wa-
ters staff members com-
mented after one of Calabria’s 
interviews about recapping 
and releasing Fannie and 
Freddie that “Chairman 
Waters thinks the GSEs are 
functional, doing their jobs, 
doesn’t agree with those who 
say something has to change. 

In her view, all Calabria is going to do 
ultimately is destabilize the entire sys-
tem. And for what reason?”

WHAT TO WATCH
The inability of Congress to reach any-
thing resembling a consensus points 
to action exclusively on the regulatory 
side of the ledger.

Beyond questions about capitaliza-
tion, expect a measured push by FHFA 
to shrink the GSE footprints, which 
will likely be focused on cash-out refi, 
investor property and second home ex-
posures at the GSE.

The GSE conservatorship scorecard, 
which is typically released in December 
each year, could be the primary avenue 
for mandating targeted product chang-
es at Fannie Mae and Freddie Mac.  

Additionally, some form of Fannie/
Freddie capital retention is very likely, 
as is continued FHFA support for Cred-
it Risk Transfers (CRTs).  

Who ever said housing finance re-
form was a job for Congress?

The inability 
of Congress to 
reach anything 

resembling 
a consensus 

points to action 
exclusively on 
the regulatory 

side of the 
ledger.

“

“

A plan for the 
future of the 

GSEs, ordered by 
President Trump 
in March, directs 

the Treasury 
to develop a 
framework for 

further revitalizing 
Fannie Mae 
and Freddie 

Mac and then 
releasing them 

from government 
control.

“

“
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John J. McKechnie is a partner at 
Total Spectrum, a Washington, D.C.-
based team of companies providing 
strategic counsel and effective plan 
implementation using advocacy, 
research, communications and political 
engagement. You can reach him at 
(202) 544-9601 or jmckechnie@
totalspectrumsga.com..
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How Self-Employed 
Borrowers Are 
Changing the 
Mortgage 
Origination 
Landscape

By Melissa Lineberry 
Genworth Mortgage Insurance
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LENDING STRATEGIES

The market of self-employed and “gig economy” participant 
(contractor and free-lancer) borrowers is growing. As the 
market increases, the mortgage market must adapt to meet 

their needs — both in perspective and technology. 
Credit unions must learn more about how to view the self-

employed borrower market as an opportunity, and leverage different 
available technologies to originate loans for those particular 
members. 

Self-employed individuals seem to 
have it all. They get to work for them-
selves, set their own schedule, and 
many tout having a better work-life bal-
ance, too. It’s difficult not to envy them.

However, when a self-employed 

member walks through your door, 
you’re likely considering all the com-
plexities and challenges that come 
with taking their application. Those 
might include the inconsistent month-
to-month income and the fact that it 

usually takes longer to verify a self-em-
ployed borrower’s income than a mem-
ber with a W-2.

Here’s the deal: The population of 
self-employed individuals and gig 
economy participants is increasing, so 
these types of members aren’t going 
anywhere.

The good news is that the mortgage 
process for self-employed borrow-
ers is improving to make everything 
smoother for them and you.

AN EXPANDING MARKET
WITH NUMEROUS CHALLENGES
As mentioned, the self-employed and 
gig economy market is growing.

In 2016, 9.6 million people were con-
sidered self-employed by the Bureau of 
Labor Statistics. This is in the context 

Evolving  
with the  
Employment 
Market
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“
When a self-
employed 

member walks 
through your 

door, you’re likely 
considering all the 
complexities and 
challenges that 

come with taking 
their application.
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of those who 
own their own 

businesses. As 
more people start 

businesses, this 
number will contin-

ue to grow.
Another large and 

growing market is the gig 
economy. The gig economy is 

made up of contractors and freelancers 
who work on short-term agreements. 
This can mean that one member ap-
plying for a mortgage could have 1099s 
from many businesses to qualify their 
income. 

While there’s not a firm grasp on the 
number of gig economy workers, one 
estimation from Gallup concludes that 
36% of U.S. workers are either full- or 
part-time participants in the gig econ-
omy.

WHAT THESE MARKET CHANGES 
MEAN TO MORTGAGE LENDERS
We know there are growing markets 
of individuals who have more complex 
sources of income, and those 
numbers will continue to in-
crease significantly.

Instead of looking at the 
growing volume of self-em-
ployed borrowers as complex 
challenges to solve, we’d be 
better off looking at it as an 
increase in opportunities.

The good news is when 
you make this perception 
shift, you’ll find that there are 
overall market changes that 
can help ease the shift. These 
range from guideline changes 
to technology improvements. 

Recently, GSE guidelines 
have expanded to ease the 
verification process. Fannie 
Mae in particular will allow 
for as few as 12 months of in-

come verification for members 
who have a short self-employ-
ment history.

Qualifying self-employed 
borrowers also is getting easier 
thanks to new technologies 
coming online. Automated 
Underwriting Systems (AUS) 
are getting better at analyzing 
self-employment income and 
recognizing what qualifies and 
what’s exempt when calculat-
ing taxable income. Many of 
these technological improve-
ments in mortgage origination 
are utilizing existing technolo-
gies such as optical character 
recognition (OCR).

LIFE CAN BE EASIER
FOR YOU AND YOUR MEMBERS
With expanded guidelines and en-
hanced technologies, you still might 
be wondering what you can do, specifi-
cally, to help self-employed members 
close on a mortgage faster.

Develop Digital Content: Digital 
content is powerful in that it’s easily ac-
cessible online. It’s also not that expen-
sive to produce. 

Content—when done the right 
way—not only helps your members, 
but also helps you. When you can pro-
vide content that helps prepare your 
members for the mortgage application 

process, everyone saves 
time.

Here’s one way to think 
about that kind of content. 
List out all the things that 
typically stall the closing 
process when you’re work-
ing with a self-employed 
borrower. Maybe it’s mem-
bers not knowing they need 
a particular document or 
forgetting about a source of 
income. 

When you have your 
overarching list, you can 
start posting helpful lists on 
social media or writing blog 
posts to point members in 
the right direction when 
they’re thinking about the 
mortgage process.“

“
There are 

overall market 
changes that 
can help ease 

the shift [ toward 
self-employed 
borrowers ]. 

These range from 
guideline changes 

to technology 
improvements.

Continuous Learning: 
If you’ve noticed an up-
tick in the number of self-
employed members you’re 
working with, you’ll want 
to focus on continuously 
learning about their ap-
plication process. This will 
help you stay up-to-date on 
any form changes and miti-
gate the chance of a delay in 
closing.

Be in the Know: Lastly, 
try to stay on top of how 
the GSEs are managing the 
process for self-employed 
borrowers and gig economy 
workers. 

Fannie Mae and Freddie Mac have 
both announced their partnership with 
LoanBeam, a tech company special-
izing in income validation via optical 
character recognition. If your credit 
union adopts LoanBeam, you’ll have 
the assurance that the GSEs will accept 
their outputs.

There also are a number of third-
party verification technologies being 
implemented across the mortgage in-
dustry which, when applied correctly, 
could help lenders qualify income and 
other application information for self-
employed borrowers.

As the self-employed and gig econo-
mies evolve and technology improves, 
we’ll certainly notice improvements to 
the mortgage application process for 
self-employed borrowers and lenders. 
A simplified process can ultimately re-
sult in a markedly improved member 
experience.

Melissa Lineberry is the 
Credit Union Segment 
Manager at Genworth 
Mortgage Insurance, 
which works with lenders 
and other partners 
nationwide to help people 
responsibly achieve and 
maintain the dream of homeownership. 
Blending the knowledge gained from her 
sales tenure and 15-plus years of previous 
lending experience, she provides a unique 
perspective in bringing forward business 
development solutions for customers.

Melissa Lineberry
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CUSTOMER SERVICE

How to Improve Customer 
Service to Stand Out from 
the Competition
By Susan Graham
Financial Industry Computer Systems Inc. (FICS)

According to John Cabell, Financial 
Services Practice Lead at J.D. Power, 
“The mortgage marketplace is chang-
ing rapidly as traditional players and 
new digital-native entrants ramp up 
their digital and mobile offerings.

“While improved digital offerings 
are helping mortgage originators build 
customer satisfaction, it is important to 
find the right balance between digital, 
self-service offerings and personal in-
teraction with a representative,” Cabell 
continued. “Technology alone is not a 
magic bullet in this market; the key is 
knowing where to leverage it and where 
to layer in more traditional forms of 
one-on-one support.” 3

Here are a few strategies to help cred-
it unions improve member service:

Provide a fast, efficient digital 
loan application process. 
In today’s digital age, borrowers— 
especially Millennials—expect the 
mortgage process to be quick, easy, and 
transparent. Accordingly, mobile or 

Today’s credit union mortgage lenders encounter stiff com-
petition. When asked to identify industry challenges they 
face, many credit union leaders mentioned competition 

from other credit unions, banks and non-banks such as Quicken 
Loans.1 Indeed, in 2017, non-bank financial institutions originat-
ed 51% of all new U.S. mortgages.2 

How can credit unions set themselves apart from the bank and 
non-bank behemoth lenders? Credit union staff can focus on one 
of the things they do best: provide personalized member service. 
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online services are important to bor-
rowers when obtaining a mortgage or 
making mortgage payments.

In a recent J.D. Power survey of 
homebuyers, 43% applied for mort-
gages digitally in 2017, up from 28% in 
2016.4 And a 2018 J.D. Power survey of 
loan origination customers showed an 
increase in borrower satisfaction (from 
2017) is due in part to greater use of 
digital and mobile channels. 

On average, borrowers use three 
channels during the mortgage pro-
cess, including (most commonly) their 
phone (72% percent of respondents), 
website (69%) and email (58%). 

Credit union members should be 
able to apply for their mortgage online, 
attaching supporting documentation to 
their application. The best loan origina-
tion software and mobile-responsive 
web applications also provide timely 
status updates and allow borrowers to 
view their initial disclosures online.

Retain Servicing In-house. 
Leading-edge mortgage servicing soft-
ware that integrates with the loan origi-
nation system (LOS) and core system 
allows credit union lenders to sell loans 
to the Government Sponsored Enter-
prises (GSEs) while retaining servicing. 

In-house servicing generates service 
fee income and provides cross-selling 
opportunities. It also allows credit 
unions to provide better, more person-
alized customer service. 

When servicing is out-
sourced, the lender has no 
control over the quality of the 
customer service provided by 
the third party. 

In most cases, face-to-face 
interactions between bor-
rowers and servicers are im-
possible because there are 
no brick-and-mortar loca-
tions nearby. Other servic-
ing companies may treat the 
borrower as just one of many 
“accounts” instead of provid-
ing personalized service.

Automate Mortgage 
Servicing.  
Automation is essential for 

efficient servicing. According 
to Craig Martin, mortgage 
practice lead with J.D. Power 
and Associates, “While the 
customer experience is an 
important thing, it’s not the 
most important thing. The 
most important thing is 
how to deliver service more 
efficiently, which in turn will 
drive customer satisfaction.” 5

Servicers can deliver these 
services more efficiently by 
automating payment pro-
cessing, escrow administra-
tion, investor reporting and 
other servicing tasks with 
leading-edge mortgage ser-
vicing software and APIs that 
allow scheduling of recurring tasks. 
This gives them more time to respond 
promptly to unique member needs.

Go paperless. 
Use loan origination software, mort-
gage servicing software and web appli-
cations to implement paperless origina-
tion and servicing. 

A paperless office is one impor-
tant component of going green. Be-
ing eco-friendly is important to satisfy 
younger borrowers, many of whom are 
concerned about the environment. 
According to a survey of 1,000 Mil-
lennials, 70% consider a company’s en-
vironmental practices when deciding 
whether to purchase its products.6

According to one report, 
Gen Z individuals consider 
the environment the second 
most important issue today.7 
To attract these younger bor-
rowers, now is the time to 
reduce your institution’s envi-
ronmental impact.

Encourage the use of  
mobile technology. 
According to a 2018 J.D. Pow-
er survey about mortgage ser-
vicer satisfaction, mobile cus-
tomers are more satisfied and 
more likely to be mortgage 
company brand promoters 
than non-mobile users. This 
finding likely applies to credit 

union members as well.
The survey found that only 

20% of mortgage custom-
ers use mobile technology, 
which is why it is important 
to engage your borrowers 
and promote use. And only 
44% of servicing customers 
use their mortgage servicer’s 
website.

Increasing the use of mo-
bile-responsive web applica-
tions may very well increase 
your borrowers’ satisfaction.

Offer multiple and 
convenient payment 
options. 
Mortgage servicers should 

allow members to pay in several ways: 
online, by phone or mail, and in-per-
son. Many members may prefer the 
convenience of making online pay-
ments via online portals and web ap-
plications.

Use account alerts  
to reach customers. 
Account alerts are an underutilized 
way to provide exceptional customer 
service and promote member satisfac-
tion. Account alerts can also be used to 
encourage borrowers to adopt and be 
more active on web applications. 

According to the 2018 J.D. Power 
survey, receiving account alerts via text 
message, secure messages on the ser-
vicer’s website or email was associated 
with high customer satisfaction. Un-
fortunately, 50% of survey respondents 
said their servicer either does not have 
account alerts or they are unaware the 
service is available.

Offer personalized  
customer service. 
In one mortgage origination satisfac-
tion survey, only 3% of respondents 
relied exclusively on digital self-service 
channels during the loan origination 
process. Customer satisfaction was 
highest for borrowers who spoke with 
their lender in person or by phone (in-
stead of just using self-service tools) 
when applying for a mortgage. 

Personal contact with lenders is most 

“

“

Credit union 
members 

should be able 
to apply for 

their mortgage 
online, attaching 

supporting 
documentation 

to their 
application.

“

“

In-house servicing 
generates service 

fee income 
and provides 
cross-selling 

opportunities. It 
also allows credit 
unions to provide 

better, more 
personalized 

customer service.
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important during the follow-up period 
after an initial inquiry and when con-
firming loan terms and payment.8 Even 
if lenders’ web applications provide re-
al-time loan status updates, it’s a good 
idea for loan officers to contact borrow-
ers regularly to reassure them that the 
process is moving along and ask if they 
have any questions. 

This is particularly impor-
tant for first-time homebuy-
ers who may need education 
about the loan application and 
approval process.

Respond promptly to  
borrower inquiries. 
Borrower satisfaction drops for 
each day a borrower waits for 
the lender to respond to an in-
quiry, according to J.D. Power.9 
Borrowers who heard back 
from their lender within one 
day had satisfaction ratings of 
869 (on a 1,000-point scale). If 
they had to wait more than one day, sat-
isfaction dropped to 852 (for 2–5 days 
response time) and 806 (for a delay of 
six or more days). 

According to the same survey, bor-
rowers who inquired via a mobile de-
vice received the fastest response times 
(2.0 days, on average), while those who 

contacted lenders online via desktop 
waited slightly longer for a response 
(2.2 days). 

SUMMARY
By using loan origination and mort-
gage servicing software and web ap-
plications to improve the efficiency of 
mortgage processes, credit union mort-

gage lenders are taking a big 
step toward improving the 
customer experience. 

Mortgage professionals 
must combine self-service 
functions with human-touch 
support. Satisfied members 
may be more likely to use the 
credit union for their other 
lending needs, such as credit 
cards or a car loan. 

Loyal members may also 
recommend the credit union 
whose staff helped them suc-
cessfully navigate the compli-
cated mortgage process. 

Millennials and Gen Z borrowers, 
who comprise two-thirds of first-time 
homebuyers, are early in their careers 
and likely to purchase several more 
houses in their lifetime.

Don’t miss out on the opportunity 
to become a trusted lending source for  
future transactions.

“

“

Mortgage 
servicers should 
allow members 
to pay in several 
ways: online, by 
phone or mail, 
and in-person.

Susan Graham

Susan Graham is President 
and Chief Operating 
Officer of Financial 
Industry Computer 
Systems Inc. (FICS), a 
company specializing in 
cost-effective, in-house 
mortgage origination, 
residential mortgage-servicing and 
commercial mortgage-servicing software 
for mortgage lenders, banks and 
Credit unions. You can reach her at 
susangraham@fics.com.
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J.D. POWERS’ CABELL
TO SPEAK AT ACUMA
ANNUAL CONFERENCE

ACUMA members have an 
opportunity this fall to see one 
of the sources quoted in the 
accompanying article from FICS on 
customer service.

John Cabell, the 
Director, Wealth and 
Lending Intelligence 
for J.D. Power 
and Associates, 
will be speaking 
at the ACUMA 
Annual Conference, 
September 22-25, 
2019, at the Gaylord 
Resort and Convention Center 
near Washington, D.C. 

Cabell’s presentation, “Dazzling 
the Mortgage Customer,” will 
examine key consumer insights 
and trends in a dynamic financial 
services marketplace, best 
practices that successful mortgage 
lenders have adopted, and 
ingredients of the “secret” sauce 
that drives a loyal customer 
following.

Cabell draws his insights and 
examples from his years of 
experience in consumer lending 
customer work, data intelligence 
from J.D. Power studies and world 
class analysis from a leading team 
of analysts and statisticians.  

In his role, Cabell is responsible 
for advancing J.D. Power’s market 
leadership by providing customer-
focused advisory and intelligence.  
Specifically, he works with top-
tier lending clients in the United 
States and Canada to advance 
customer experience analytics and 
strategies for a variety of lending 
products and services.

Interestingly, another J.D. 
Power executive, Craig Martin, 
also quoted in the FICS article, 
has spoken at a past ACUMA 
Conference.

John Cabell
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Our Members, 
Your Audience.
Our organization, the Residential Real Estate Council (RRC), is 
an access point for you to reach our network of top residential 
REALTORS®. We have over 30,000 members in all 50 states, 
all extremely productive, affluent, and influential. This wide 
reach gives you the opportunity for more partnerships and 
more revenue.

For more information on what you can do with access to our 
network of the nation’s leading REALTORS®, reach out today!

Contact Chuck Gekas 
at: (312)321–4443 or 
cgekas@crs.com

The Residential Real 
Estate Council

430 N Michigan Ave. 
Suite 300

Chicago, IL 60611

(800) 462–8841

www.crs.com


MORTGAGE TECHNOLOGY

How Credit Unions  
Can Master the  
Mortgage Market
By Dan Putney
Finastra

For instance, credit unions have 
strong connections with their mem-
bers, which they can further bolster by 
adding convenient services like online 
and mobile mortgage applications. 

And credit unions are more agile 
than larger banks, so they can adapt 
to their members’ needs by providing 
products and services unique to their 
member base.

By building on existing strengths 
and understanding how to incorporate 
technology into their processes, credit 
unions can gain a greater share of the 

provide, and that satisfaction sets up 
credit unions to be the top choice for 
members seeking a mortgage lender.

Consumers who are disengaged from 
their current financial institutions pres-
ent an opportunity for credit unions 
willing to take steps to win their busi-
ness. 

Many credit unions are doing this 
successfully, as evidenced by the in-
crease in credit union membership; 
more than 116 million consumers be-
long to a credit union, which is 2 mil-
lion more than last year and about 8 
million more than the year before that. 
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mortgage business without having to 
add staff or become data scientists. The 
key to success will be remaining true to 
the principles of service and trust that 
members value.

NEW MEMBERS, NEW  
OPPORTUNITIES
Large banks have around an 80% cus-
tomer satisfaction rate, which sounds 
acceptable until compared to credit 
unions. Credit unions boast a 96% cus-
tomer satisfaction rate. 

Members appreciate the personal 
service and lower fees credit unions 

Credit unions have 
been surging in the 
mortgage market for 

the past few years. They have 
nearly quadrupled their share 
of the mortgage market over 
the last decade, thanks to 
the lower mortgage rates 
they offer compared to 
traditional lenders and 
the more personalized 
experiences they deliver 
to their members.

To keep the momen-
tum going, credit unions 
need to build on their 
strengths. 

REACH

EF

FICIENCY

EXPERIENCE



REACH
Give members choices 
and continue traditional 
relationship-building.

There are more credit union 
members than ever before, 
but to turn those members 
into borrowers, credit unions 
need to make the mortgage 
application process easy and 
convenient. Borrowers want 
to the choice of online, mobile 
or telephone applications. 

When Northwest Federal 
Credit Union implemented a mo-
bile app that was capable of accepting 
mortgage applications, the institution 
saw about 30% of its applications be-
gin to come through the app, and that 
number continues to rise. 

According to Tucker, the POS solu-
tion enabled the credit union to ex-
pand its lending footprint into other 
geographical areas while garnering 
positive feedback from customers.

Technology solutions are essential to 
gaining market share in the mortgage 
business, but traditional relationship-
based practices are important as well. 
Credit unions can increase their reach 
by setting up formal processes to con-
nect with real estate agents and other 
vendors in order to grow referral net-
works.

EXPERIENCE
Transfer excellent  
experiences from the branch  
to the digital realm.

Credit unions already ex-
cel at providing exceptional 
member experiences in their 
branches. Now they need to 
transfer those great experi-
ences to the digital realm. 

Credit unions that have not 
yet entered into a digital trans-
formation may be concerned 
about the costs and difficulties 
of building the data warehouse 
necessary to drive personal-
ized experiences, but the real-
ity is that most credit unions 
already have the data sources 
they need, such as debit and 
credit card, ACH and mobile 
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These new members represent an op-
portunity for credit unions to grow 
their mortgage loan portfolios organi-
cally.

To ease the application process for 
members and streamline the accep-
tance and processing flow for employ-
ees, credit unions need to develop their 
capabilities in three areas: efficiency, 
reach and experience.

EFFICIENCY
Reduce mortgage loan processing 
times by streamlining back-end loan 
origination processes.

Cyprus Credit Union in Utah de-
scribed the ways its inefficiencies hin-
dered its growth. The institution relied 
on manual processes, spreadsheets and 
a whiteboard to manage its loans. 

National Credit Union Association 
(NCUA) audits took up to three weeks 
and required more than 700 staff hours 
per audit and another 80 staff hours for 
post-audit remediation. The slowness 
in accepting and processing loans and 
the cost of managing audits prevented 
Cyprus Credit Union from doing more 
commercial business. 

The credit union decided to auto-
mate and standardize the underwriting 
process with an end-to-end technology 
solution. The new system enabled Cy-
prus Credit Union to transition from 
mortgage broker to direct lender and 
grow the number of loans in 
its pipeline by 40%.

Another credit union, North-
west Federal Credit Union in the 
DC Metro area, implemented a 
POS solution that made loans 
easier to accept and process.

“After the implementation, 
our business took off,” said Ja-
son Tucker, the credit union’s 
mortgage systems adminis-
trator. Now the credit union 
is able to process 300 applica-
tions each month and close 
200 loans without adding any 
additional staff. 

“It’s become easy for our 
members to submit applications, 
our loan officers to accept them 
and our processors to move the 
loans along,” Tucker said.

banking information. 
What they lack is the abili-

ty to analyze the information 
and automatically convert it 
into actionable intelligence. 

The right technology vendor 
will help a credit union under-
stand its data assets and make 
any changes necessary to feed 
the data into a system that can 
automate customized offers to 
the right member at the right 
time. A truly customized and 
timed message is not viewed 

by members as an intrusive advertise-
ment; it is appreciated as an extension of 
the personalized service that members 
expect from their credit unions.

CHANGE YOUR WAY,  
NOT YOUR ‘WHY’
While credit unions have gained mar-
ket share in mortgages in recent years, 
there is still plenty of potential for growth. 
Some analysts suggest that in upcoming 
years credit unions will dominate com-
munity banks, smaller independents and 
possibly even large bank and non-bank 
mortgage lenders as well.

Technology solutions are going to 
be necessary to stay competitive in 
this changing mortgage landscape, but 
technology is not the entire answer. It 
is a tool that credit unions should use 
to stay true to their strengths: superior 
service, pricing, trust and customer re-
tention. 

Credit unions should ask themselves, 
“How do we grow without sacrificing 
the differences our members appreci-
ate? How do we get better at being who 
we are?”

Dan Putney

Dan Putney is the 
Managing Director of 
Total Mortgage Sales for 
Finastra, which offers 
the broadest portfolio of 
solutions for financial 
institutions of all sizes. 
Putney is an experienced 
mortgage and technology professional, 
helping to connect community-based 
financial institutions to innovative 
future-facing digital capabilities. 
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“

There are more 
credit union 

members than 
ever before, but 

to turn those 
members into 

borrowers, 
credit unions 

need to make 
the mortgage 
application 

process easy  
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BORROWER SATISFACTION

By Pamela Herrmann
Mortgage Cadence

A Business Case for 
Speed-Driven Growth

For eight years we’ve 
been refining what 
drives higher bor-

rower satisfaction and 
higher profitability lend-
ing through our client bench-
marking study.
     Of the Five Key Performance 
Indicators (KPIs) we track 
(Productivity, Velocity, Cost-
to-Close, Pull Through and 
Borrower Share), Velocity is 
the metric most closely moni-
tored by managers. They know 
getting borrowers to the clos-
ing table faster gives them a leg 
up in a competitive market. 
Higher velocity, too, is the key 
to borrower satisfaction, ac-
cording to a recent J.D. Power 
survey.

explore optimization improvements to 
their technology and lending process. 

Using Design Thinking methodology 
to identify and solution for improving 
Velocity, here is what they found:
1. Transparency is key. 
Precious time that was slowing velocity 
was largely due to a lack of understand-
ing around each employee’s role in loan 
production. 

Employees tended to disconnect 
when they believed a task was outside 
their responsibility. As a result, loans 
were getting kicked back upstream, 
which often led to asking borrowers for 

Astute lenders also know that two 
great things will come from quick turn-
around times: happier borrowers and 
higher profits.

Velocity simply measures the time—
in days—from application to closing, 
and can be a powerful indicator of your 
team’s Productivity. 

IMPROVING VELOCITY
So when one of our clients asked how 

they could improve their current Veloc-
ity rate, we enlisted the help of second-
year MBA students from University of 
Virginia’s Darden School of Business to 

$

$



“

“
Borrowers 
want the 

loan process 
to be quick, 
easy and 

transparent.

“One long-
term way to 
drive revenue 
and positive 
sentiment for 
your brand is 
to show some 
love to your 

borrower. They’ll 
reciprocate with 
referrals back  

to you.

“
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more information.
The best way to learn and feel con-

nected to something is through prac-
tice and active participation, which is 
why an effective rotational program 
produces great results. By cross-train-
ing your team, they’ll be more effective 
at their jobs. 

Loan Officers, for example, will have 
a better understanding of what under-
writing will require to approve the loan. 
Also, your team can pivot as volume 
fluctuates, which will relieve bottle-
necks in the process and increase pro-
ductivity. 

Technology is a game-changing ap-
plication that increases transparency, 
ultimately shaving days off the closing 
calendar by bringing everyone involved 
in the loan to the proverbial table to fa-
cilitate the safe loading and transfer of 
documents, exchange messages in real-
time, and eliminate labor associated 
with document stare and compare.
2. Set borrower expectations. 
Borrowers want the loan process to be 
quick, easy and transparent. 

Borrowers interviewed by the Darden 
students felt frustrated and confused 
(two things that counteract your goal 
of creating brand loyalty) because they 
didn’t know where they stood in the 
mortgage process. They ex-
pressed that they were unclear 
about the process overall and 
felt in the dark over the status 
of their loan. 

Frustration was intensified 
when they were contacted 
multiple times by different 
members of the financial in-
stitution for additional infor-
mation.

There are a couple ways to 
avoid this frustration and pro-
vide a better borrower experi-
ence. 

First, by establishing a single point 
of contact that links arms with the bor-
rower throughout the loan process, you 
deliver a high-touch experience that 
seeds brand loyalty.

Second, your borrower and origina-
tion portal should provide real-time 
loan status, what is expected to happen 

at each step in the process, 
how long each step is expect-
ed to take, who they can con-
tact at each step if follow-up is 
required, what steps are next, 
and what steps have already 
been successfully completed.

So, if you want to win the 
loyalty of your borrower, you 
must do more than accept 
their application online. In-
stead, provide each borrower 
with a personalized roadmap 
so that the borrower is always 
in the loop. A great borrower 
experience (and one that cre-
ates referrals) means nurtur-
ing each borrower so that this 
highly emotional transaction 
becomes one that is quick, 
easy, and transparent.
3. Track daily activity. 
In the case of our client, hours were be-
ing spent every day, by each person on 
the line, organizing the priority of work 
for each loan file, often using a spread-
sheet or writing a list on a pad of paper. 

Precious time that could be allocated 
to Productivity was being lost on busy, 
unnecessary work. Instead of lists and 
spreadsheets, your lending technology 
should have a Pipeline Visualization 

Tool that shows the status of 
all loans being processed by a 
team at any given time. Sample 
information should include 
current loan status, loan type, 
date of application, date of last 
contact with the borrower, 
number of regulatory changes 
affecting the loan, and loan 
classification. 

Having this information in a 
centralized location that’s au-
tomatically updated eliminates 
the need for manual lists and 
prioritization.

EMBRACE A NEW WAY  
OF GROWING
The potential of speed-driven growth 
isn’t limited to technology—at least 
not in our view. One long-term way to 
drive revenue and positive sentiment 
for your brand is to show some love 

Pamela Herrmann is 
a best-selling author 
and Vice President of 
Marketing and Chief 
Storyteller for Mortgage 
Cadence. Her book, “The 
Customer Manifesto,” 
was ranked No.3 by 
Business.com in their 
list of Excellent Customer Service Books 
Every Business Owner Should Read. She 
hosts the video show, “LendTech Briefing,” 
and the podcast, “Customers for Life.”

Pamela 
Herrmann

TECHNOLOGY

For a look at technology 
applications in mortgage lending, 
visit the Mortgage Cadence 
Collaboration Center at www.
mortgagecadence.com/our-
solutions-2/by-business-need/
accelerated-closing/.
 

to your borrower. They’ll 
reciprocate with referrals 
back to you.

This sort of change 
doesn’t require a new de-
partment or dedicated 
team, just an open mind to 
exploring new ideas with 
the entire team participat-
ing and owning the out-
come.

Some may say this sort of 
work doesn’t affect revenue 
or company growth, but I’d 
disagree. The reason lend-
ers grow is because of the 
team they’ve cultivated, and 
by relentlessly asking, ‘How 
might we … ?”

This is the fun part of 
volume-driven growth. You 

can introduce it in your business grad-
ually and increase new ideas as you see 
results. And I have no doubt that you 
will see results. Lending professionals 
are too skilled, too enthusiastic and too 
helpful to be pigeonholed. It’s high time 
they’re given the freedom and opportu-
nity to drive the business forward.

www.mortgagecadence.com/our-solutions-2/by-business-need/accelerated-closing
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MORTGAGE TECHNOLOGY

By Prabhakar Bhogaraju
Fannie Mae

To Gain Competitive 
Advantages, 
Mortgage Lenders 
Look to Leverage New 
Technologies

Mortgage lenders view Application Programming 
Interfaces (APIs) and Optical Character Recognition 
(OCR) as the top two technologies with the greatest 

potential to help improve or streamline processes, according 
to Fannie Mae’s Q1 2019 Mortgage Lender Sentiment Survey® 
(MLSS). 
      Ease of technology integration was the most important criterion 
cited by lenders when deciding to adopt a third-party API. 

Businesses are increasingly leverag-
ing digital technologies to reduce errors 
and costs, transact faster and drive a 
richer and better customer experience. 

In the mortgage industry, many pro-
cesses involve transmitting a large vol-
ume of data among a series of intercon-
nected parties, including consumers, 
investors and an array of service pro-
viders and stakeholders. Over the past 
few years, technological advancements 
such as artificial intelligence, APIs and 
document digitization have gained 
traction, enabling digital transforma-
tion. 

TECHNOLOGY SURVEY
Through its quarterly MLSS, Fannie 
Mae’s Economic & Strategic Research 
Group recently surveyed senior mort-
gage executives to understand lenders’ 
views on these technologies, their cri-
teria for adoption of a third-party API 
and to gauge their interest in various 
API ideas. 

Nearly two-thirds of lenders selected 
APIs and OCR as the top two technolo-



“

“
Nearly 

two-thirds 
of lenders 

selected APIs 
and OCR as 
the top two 
technologies 

with the 
greatest 

potential to 
help improve 
or streamline 

processes.

Prabhakar Bhogaraju is 
Vice President of Digital 
Shared Services at 
Fannie Mae. Bhogaraju 
leads Digital Products’ 
business architecture, 
rules and data 
function—integrating 
business needs with 
technology capabilities. His team impacts 
the digitization of the mortgage loan 
lifecycle, aligning it with company 
strategy and goals, and collaborates with 
the industry and regulators to develop 
industry standards.

The author thanks Dana Schlafman, 
Natalie Hunt, Steve Deggendorf, and  
Li-Ning Huang for valuable contributions 
in the creation of this commentary and 
the design of the research.
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produce materially different results.
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“

Lenders have 
reported the 
challenge of 

declining profit 
margin and 
the need to 

reduce costs and 
improve customer 
experience. APIs 

and OCR have the 
potential to help 

address these issues. 
However, previous 

research has shown 
that integration 
difficulties and 

investment costs are 
lenders’ top barriers.

gies with the greatest potential 
to help improve or streamline 
processes. Similarly, APIs and 
OCR were the technologies 
reported to be most likely to 
be rolled out more broadly by 
lenders in the next two years. 

Among the various API 
ideas shown in the study, an 
API to “verify borrower qual-
ification” was the most ap-
pealing to lenders, followed 
by an API to “obtain apprais-
ers’ property appraisal value” 
and comparables.

“Ease of technology inte-
gration” was cited by lenders 
as the most important cri-
terion in deciding whether 
to adopt a third-party API. 
To ease integration, lenders 
indicated that government-
sponsored enterprises (GSEs) 
can help set clear industry 
standards, provide guidance 
on best practices and create 
user-friendly environments.

“Competitive advantages conferred” 
was the second most important criterion 

for lenders when 
deciding whether 
to adopt a third-
party API. Lenders’ 
sentiment suggests 
that APIs may be 
a way for them to 
create a differen-
tiated customer 
experience and de-
velop competitive 
advantages.

LENDER  
CHALLENGES 
Throughout the 
past several quar-
ters, lenders have 
continuously re-
ported the chal-
lenge of declining 
profit margin and 
the need to reduce 

costs and improve customer experi-
ence.1

APIs and OCR have the potential to 
help address these issues. However, pre-

vious research has shown 
that integration difficul-
ties and investment costs 
are lenders’ top barriers. 2

Identifying the benefits 
that justify technology 
investments may not be 
easy since the impacts 
are often multi-layered 
and include a mix of di-
rect and indirect ben-
efits. For example, the 
better customer experi-
ence achieved through 
APIs and OCR may lead 
to increased referrals or 
subsequent refinance or 
purchase loan business, 
which may save on costs 
and create brand prefer-
ence.

APIs and OCR may 
also yield fewer mistakes, 
less rework and an abil-
ity to translate fixed labor 
costs into variable costs, 
allowing a business to 

scale capacity up or down as the market 
expands or contracts. 

To properly justify technology invest-

ments, it is important to consider the 
indirect benefits, including time savings 
and customer good will, in addition to 
the more direct cost savings. To learn 
more, read Fannie Mae’s Mortgage 
Lender Sentiment Survey Special Topic 
Report, “APIs and Mortgage Lending.”

Prabhakar 
Bhogaraju
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Eight Reasons to 
Automate Secondary 
Marketing Function
By Scott Happ
Optimal Blue

These processes are complicated and 
resource-intensive, creating 
opportunities for lenders to 
deploy technology to improve 
operational efficiency, deci-
sion making and competitive 
viability. This article describes 
why lenders must automate 
secondary marketing func-
tions to grow in today’s hyper-
competitive environment. 
       Manage expanding  

content seamlessly
During the financial crisis 
that occurred over a decade 
ago, the number of mortgage 
buyers fell precipitously. Since 
that time, there has been a re-

surgence of investors, and today, there 
are more than 150 organiza-
tions actively buying loans. 

While most buyers are 
focused on the conform-
ing market, buyers are in-
creasingly adding programs 
that do not fit squarely into 
the definition of conform-
ing conventional and gov-
ernmental loans. A mar-
ket for jumbo loans has 
re-emerged, and there is an 
extraordinary amount of fo-
cus on programs for mort-
gage loans with expanded 
eligibility, first-time home-
buyers and low-to-moder-

ate income borrowers. 
The resurgence of the non-conform-

ing investor market is excellent news 
for originators because these programs 
provide additional opportunities to 
serve customers. However, managing 
an expanding set of content in real time 
with a high degree of accuracy requires 
automation. 
      Best execution is  

increasingly complex
Product eligibility and pricing have be-
come exceptionally complex over the 
past decade as buyers have sought to 
more accurately price risk. In addition, 
there has been a proliferation of spe-
cialized products designed for market 
niches, like consumers with compro-
mised credit or buyers looking to ac-
quire unique properties. 

This has made the first step in any 
best execution analysis—matching 
borrowers with applicable loan pro-
grams—an increasingly complicated 
and, therefore, error-prone activity. 

To identify applicable products 
among a broad range of options and 
perform a best execution analysis in 
real time, an automated solution with 
advanced product matching capabili-
ties is required.

       Margin management requires 
extreme granularity 

Managing margins in a precise, flexible 
and timely fashion is critical in today’s 
highly competitive environment. Lend-
ers must develop margin strategies that 
balance the need to remain sufficiently 
competitive with profitability goals and 
be ready to change margins on a mo-
ment’s notice in response to changing 
market conditions. 

Because margin strategies typically 
vary by geography, loan type, investor 
and business channel, the maintenance 
of margins can become quite complex. 
Such complexity increases the need to 
automate the margin management pro-
cess. 

      The Lights-Out Lock Desk 
The lock desk serves as a vital control 
point and service center for second-
ary marketing operations, and its ef-
ficacy can have a major impact on 
profitability. 

“Product eligibility 
and pricing 

have become 
exceptionally 

complex over the 
past decade as 

buyers have sought 
to more accurately 

price risk.

“

MORTGAGE  
TECHNOLOGY

In the U.S. mortgage market, most loans are sold to secondary-
market investors during or immediately following the 
origination process. This structural characteristic creates a 

series of functional requirements for lenders which are generally 
described as secondary-marketing activities. 

They include investor selection, loan pricing, lock desk 
management, pipeline risk management and committing.
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Scott Happ

Lock desk responsibilities include 
dealing with a myriad of changes—
from switching products to price con-
cessions—and complicated policies 
governing investor and other lock 
modifications. Additionally, staff lev-
els must quickly adjust to unexpected 
volume caused by interest rate fluctua-
tions, creating management challenges 
in both rising and falling rate scenarios. 

Automation of the lock desk presents 
a huge opportunity for lenders to cap-
ture and scale efficiencies by leveraging 
existing staff while reducing error rates. 
      Open your business to the  

power of APIs 
Contemporary software design is in-
creasingly focused on enabling system-
to-system interaction at the feature 
level. Ideally, these interactions are sup-
ported through Application Program-
ming Interfaces, or APIs, published by 
technology platform operators. 

For lenders, APIs open a range of 
new possibilities to leverage highly 
specific secondary marketing system 
capabilities. For example, specialized 
APIs can be used to display price data 
on consumer websites, support locking 
within a custom point-of-sale system 
or re-check loan eligibility at the time 
of underwriting. 

Forward-thinking lenders can auto-
mate a wide array of key processes by 
using secondary marketing 
system APIs. 

       Immediately connect 
with a vetted, third-
party vendor network 

The digital mortgage move-
ment has caused a prolif-
eration in the number of 
specialized, point solutions 
available in the mortgage 
industry, with many aimed 
at improving the efficiency 
of loan officers or delivering 
greater transparency to con-
sumers. 

Because price and eligibil-
ity data are vital to the user 
engagement process embed-
ded in these applications, 
it is essential that a lender’s 
product eligibility and pric-

ing system connect seamless-
ly with third-party vendors. 

Lenders should insist that 
their secondary-marketing 
system provider automati-
cally connect price data and 
lock desk functionality to a 
broad network of third-party 
applications.

       Boost your bottom  
line by moving to  
mandatory delivery 

Selling loans for mandatory 
delivery provides a mean-
ingful price advantage as 
compared with best efforts 
delivery. Of course, this po-
tential reward does not come 
without risk, and any lender 
contemplating selling loans 
on a mandatory basis should 
carefully consider the sys-
tems and personnel required 
to manage this execution 
strategy. 

Risks that stem from a 
mandatory execution strat-
egy are generally measured 
using a risk management sys-
tem and hedged through the 
sale of TBA securities or for-
ward agency commitments. Hedge pro-
gram effectiveness is highly dependent 
on predictions about which loans will 

close and the rate with which 
pipeline data is refreshed. 

With a proper investment 
in advanced technology sys-
tems that automate the risk 
management process, a man-
datory execution strategy can 
contribute materially to the 
bottom line. 

       Gain business  
intelligence with data 
and analytics 

Like virtually all financial 
industries, the mortgage 
lending business is quickly 
adopting analytical tools to 
measure performance and 
gauge competitiveness. This 
trend is driven by the emer-
gence of several high-quality 
data visualization platforms, 

system provider efforts to 
improve data access for cus-
tomers and recognition that 
data science can contribute 
to the bottom line. 

To optimize secondary-
marketing operations, lend-
ers should have real-time in-
formation on locks, change 
requests, lock extensions, re-
locks and concessions, and 
should invest in tools to ana-
lyze activity at the product, 
branch, or loan officer level. 

To calibrate pricing, lend-
ers should ideally have access 
to competitive analytics that 
can be run for specific loan 
scenarios. Evaluating opera-
tional and competitive data 
is a strategic imperative for 
secondary-marketing execu-
tives, and one that requires an 
automated, on-demand busi-
ness intelligence solution. 

From content to commit-
ment, secondary-marketing 
automation delivers. Sec-
ondary-marketing processes 
have become increasingly 
complex and resource-in-

tensive, prompting lenders to consider 
what changes are required to support 
this vital function. Pressures are grow-
ing to lower costs, improve margins, 
raise quality, reduce risk, and sharpen 
decision-making. 

With the arrival of the enterprise 
secondary marketing technology plat-
form, lenders can now achieve these 
goals by automating the entire second-
ary marketing process, from content to 
commitment.

“Contemporary 
software design 
is increasingly 
focused on 
enabling 
system-

to-system 
interaction at 

the feature level. 
Ideally, these 
interactions 

are supported 
through 

Application 
Programming 
Interfaces, or 

APIs, published 
by technology 

platform 
operators.

“

“With a proper 
investment 

in advanced 
technology 
systems that 
automate the 

risk management 
process, a 
mandatory 

execution strategy 
can contribute 

materially to the 
bottom line.

“
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LENDING STRATEGIES

Behold the power of credit union mortgage portfolios.
   Holding loans in portfolio gives credit unions an 
enormous advantage at a time when fast-rising home 

prices are creating demand for non-conforming loans to meet a 
variety of needs, ranging from jumbo loan amounts to solutions 
for self-employed borrowers and overcoming affordability hurdles 
in high-cost markets.

By Jo Fleischer 
Arch Mortgage  
Insurance

In terms of mortgages, credit unions 
have increased market share from 1.9% 
in 2007 to 8% as of March 2019, accord-
ing to the Credit Union National Asso-
ciation (CUNA).1

Credit unions originated $26 bil-
lion in first mortgages in the first three 
months of this year, up sharply from 
$17.5 billion in the same period of 
2014, Callahan & Associates reported.2

Those numbers are especially impres-
sive when you factor in the rapid rise of 
Internet-based lenders (or “fintechs”) 
that have been capturing Millennial 
home buyers in recent years with ap-
peals like Rocket Mortgage’s “Push But-
ton, Get Mortgage” ads. 

With those unique sales pitches and 
automated efficiency, fintechs have 
claimed about 8% of the mortgage mar-
ket, up from 2% in 2010, the National 
Bureau of Economic Research stated in 
a recent report.3

GROWING MEMBERSHIP AND 
MORTGAGES
One of the credit union’s many 
strengths is an increasing base of mem-
bers. Figures from CUInsight.com 
show annual credit union membership 
grew 4.5% to 116.2 million at the end 
of 2018 (and overall membership is up 
31% since 2008).4

As member-owned institutions, 
credit unions typically have a low toler-
ance for risk, and careful underwriting 
of loans means members are less likely 
to default than bank borrowers. 

As nonprofits, credit unions can of-
ten charge lower interest rates and fees 
than large banks. One of the reasons 
is that credit unions with mortgage 
portfolios earn interest income month-
by-month on each loan over the long 
term. Many banks opt to sell most of 
their newly originated loans for an im-
mediate profit.

Holding mortgages in portfolio (rath-
er than selling them to GSEs and pri-
vate investors) also gives credit unions 
the ability to tailor mortgages to meet 
member needs. In some cases, credit 
unions create unique loan products to 
suit the local market. This flexibility 
can also mean taking a second look at 
a loan when a member with a solid in-
come and payment history comes up a 
bit short on a debt-to-income limit or 
credit score guideline.

The Federal Housing Finance Agen-
cy recently raised the baseline limit 
on the size of mortgages that can be 
sold to Fannie Mae and Freddie Mac 
to $484,350. Homebuyers seeking a 
bigger mortgage, known as a “jumbo 
loan,” often turn to credit unions for 
mortgages that will be held in portfolio 
or sold to investors other than Fannie 
Mae and Freddie Mac.

CREATIVE LOCAL SOLUTIONS 
Jumbo loans are just one of the prod-
ucts that lead homebuyers to credit 
unions. For many self-employed bor-
rowers with fluctuating incomes, a 
credit union with knowledge of the lo-
cal economy can be easier to deal with 
than a national bank.

Similarly, a large bank might decline 
the mortgage application of a recent col-
lege graduate based on debt-to-income 

Leverage Portfolio Loans  
and the Secondary Market  

to Compete



requirements, even when that 
person just earned an advanced 
degree and has landed a job 
with a strong salary. 

With the flexibility a port-
folio provides, credit unions 
nationwide have created 
lending programs that of-
fer degreed professionals low 
down payments and more 
flexible requirements. These 
programs have been designed 
for professions ranging from 
doctors and nurses to teach-
ers, service members and law 
enforcement personnel.

In areas with high real estate prices, 
credit unions are helping members over-
come affordability hurdles. 

According to a Credit Union Times 
article published in March, buyers 
of multi-story homes have obtained 
mortgage loans from credit unions that 
approved the rental income from an 
apartment on one of the home’s levels 
as qualifying income.5 

In another case, a California credit 
union created a special loan program to 
enable the renovation of what had been a 
commercial loft into a residential build-
ing with separate living spaces for four 
borrowers with four separate mortgages.

EXPLORE NEW OPPORTUNITIES
Some credit unions are also helping 
members by offering small-balance 
mortgages. A recent article in The Wall 
Street Journal spotlighted banks turning 
away loans in the $20,000-to-$70,000 
range.6 ATTOM Data Solutions found 
there’s been a 38% reduction in mort-
gage originations in the under-$70,000 
category since 2009. Over the same 
period, originations of $150,000-plus 
mortgages increased by 65%.

The WSJ article states smaller loan 
amounts aren’t profitable enough for 
many banks since those low-balance 
mortgages cost nearly as much to origi-
nate as much larger loans. In addition, 
banks believe high-balance borrowers 
are more likely to consider other bank 
products, including credit cards and in-
vestment services.

Alissa Sykes, Senior Vice President 
and Chief Growth Officer at Sun-

mark Federal Credit Union 
in Latham, New York, said 
low-balance mortgages aren’t 
a focus, but the credit union 
does offer mortgages down to 
$50,000. 

“We believe it’s a service to 
our membership,” Sykes said. 
“Our most important message 
to our members is that we 
have mortgage programs that 
fit almost everyone’s needs. 
We want to provide more than 
a mortgage—we are about the 
entire relationship.”

THE EVOLVING  
SECONDARY MARKET
To balance risk, credit unions sell a 
portion of the loans they originate to 
the secondary market, including Fan-
nie Mae and Freddie Mac. In 2018, 
credit unions sold $50 billion in mort-
gage loans to the secondary market, 
up sharply from $4.5 billion in 1997, 
CUNA reports.

As a result, advocates for credit unions 
are closely watching discussions in Wash-
ington, D.C., about possible changes to 
the GSEs, including proposals for the 
GSEs to buy fewer loans in favor of pri-
vate investors taking on more risk.

In a letter to the House Financial Ser-
vices Committee late last year, CUNA 
officials said 35% of credit unions access 
the secondary market to manage long-
term interest rate risk. The CUNA letter 
emphasized the importance of a reliable 
secondary market, stating, “Access to a 
liquid secondary market with relatively 
low transaction costs is vital for the health 
of credit union mortgage lending.”

THE FINTECH CHALLENGE
Credit unions face a growing challenge 
from fintechs—lenders who specialize 
in originating loans through a largely 
automated, digital process. Not only 
do these online lenders have appeal for 
younger borrowers, but their processes 
are so efficient that online lenders are 
closing mortgages about 20% faster 
than brick-and-mortar credit unions 
and banks, according to the National 
Bureau of Economic Research.7

Some experts warn that the growing 

efficiency of fintechs could cut further 
into the profits earned from loan origi-
nations. The Mortgage Bankers Associ-
ation calculated that the average profit 
independent mortgage bankers earned 
on a single loan dropped to $367 in 
2018, a decline from $711 in 2017.8

Despite these challenges, credit 
unions also have a huge opportunity 
right in their own backyards. 

Currently, only 2.5% of members have 
a mortgage with their credit unions. 
While fintechs and traditional lenders 
may lure some members away, it’s rela-
tively inexpensive for credit unions to 
market mortgage programs directly to 
their members, which could help fuel ad-
ditional growth in years to come. 

Jo Fleischer, a Senior Writer 
in Arch MI’s marketing 
department, joined the 
company seven years ago. A 
graduate of the University 
of North Carolina, Fleischer 
began his career as a news-
paper reporter and worked 
for several trade magazines and public 
relations agencies as a writer/editor in 
New York and North Carolina. He also 
plays drums with a classic rock band.

Joe Fleischer
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The Role of the Real 
Estate Agent in 2019 – 
and Beyond

But is this really the case?
In an effort to get a clearer picture of the evolving role of the 

real estate agent—and the mindset of home sellers in 2019—
Clever recently conducted a survey of 1,000 Americans who 
indicated they were planning to sell their homes within the 
next year.

What did we learn? Real estate agents will need to adapt to 
the new, tech-centric real estate landscape in order to remain 
competitive. That said, despite widespread industry disrup-
tion, Realtors still have a crucial role to play in the home-sell-
ing process — and it’s unlikely that demand for their services 
is going to go away anytime soon.

Here are some of the key takeaways from our report. 

Executive Summary
    Many homeowners don’t realize how much it actually costs 
to sell a home. 45% of home sellers don’t know they are 
expected to pay the buyer’s agent commission. Only 35% 
know that the standard, total commission fee is about 6% 
of their home’s final sale price.

    Sellers are preparing for a housing market slowdown. 65% 
of respondents said they’re willing to wait longer for a bet-
ter price versus 35% of respondents who said their number 
one goal was to sell as quickly as possible.

    Buyer (and home seller) beware: 37% of home sellers would 
consider a dual agency, and 46% were unsure. Buyers and 
sellers who work with these types of brokerages put them-
selves at risk, as dual agents have no clear fiduciary respon-
sibility to either party involved in the sale.

   Consumers are almost ready for A.I. technology in real es-
tate. Approximately 50% of respondents said they would be 
willing to sell their home using an A.I. platform that finds 
potential buyers, and 37% believe existing A.I. tech could 
outperform a human real estate agent.

   Most home sellers—even those trying to sell for sale by 
owner (FSBO)—still need a real estate agent. About 50% of 
respondents said they wouldn’t feel comfortable negotiat-

WORKING WITH  
REALTORS

By Thomas O’Shaughnessy 
Clever Real Estate

It’s no secret that the real estate industry is 
undergoing a period of significant and rapid 
transformation.

Emerging technologies and data-driven 
startups are empowering consumers and 
fundamentally changing the way they buy and 
sell properties. What’s more, discount and 
nontraditional brokerages are challenging the 
longstanding reign of the traditional Realtor 
model.

Some claim that we’re on the precipice of a 
largely automated era in which home buyers and 
sellers will rely primarily on data- and Artificial 
Intelligence (A.I.)-driven real estate services, 
enabling them to bypass agents entirely. 
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ing with buyers, and about 62% wouldn’t feel comfortable 
finding and completing the necessary paperwork for clos-
ing.

   Millennial home sellers are 93% less likely to use a real es-
tate agent. They’re also 2x as likely to say a real estate agent 
was unimportant or not important at all to the home selling 
process.

  There are clear, generational differences in homeowners’ 
reasons for selling: millennials and Gen-X home sellers are 
ready to upgrade to larger homes (46%), while Baby Boom-
ers are looking to downsize (47%). 

Fast Facts
   While many sellers use the internet to find and vet real 
estate agents, most (50%) said they rely on referrals from 
friends and family

   Many home sellers are on the fence about using a real estate 
agent—32% were unsure if they’d end up using an agent, 
and 14.5% said they were planning to try to sell FSBO

   According to survey respondents, the most challenging part 
of selling a home is preparing it for sale (27%), followed by 
attracting buyers (20%), pricing it correctly (18%), finding 
a good real estate agent (13.5%), negotiating with buyers 
(10.7%), and handling all of the paperwork (9.7%) 

HOME SELLERS DON’T UNDERSTAND HOW  
REALTOR COMMISSION FEES WORK
When it comes to selling a home, the old adage “you have to 
spend money to make money” definitely rings true.

From pre-sale home repairs, staging and photography to 
seller concessions, legal fees and Realtor commissions, home-
owners looking to get top dollar often end up paying thou-
sands over the course of their sale. Some estimates put the 
total cost of selling a home and relocating at nearly 17% of the 
home’s sale price.

However, it seems that many would-be home sellers  
don’t fully understand all of the requisite costs, logistical 
measures, and parties involved throughout the entire home- 
selling process.

One example of this: Approximately 45% of U.S. home sell-
ers are unaware that they will have to pay the real estate com-
mission for both their listing agent and the buyer’s agent.

Similarly, only about 1 in 3 sellers know that the total com-
mission fee is typically 6% of the final sale price. When we 
disclosed the average rate, 34% of home sellers said they feel 
the fees were costly and unfair, 46% said they are costly but 
fair, and 19% said they are reasonable and fair.

CHART 1 : 
In most real estate transactions, who pays the 
buyer’s agent commission fee?

Responses from 1,000 homeowners selling their houses in 2019.

The  
home 
buyer

The  
home 
seller

45.5%

54.5%

CHART 2 : 
Which of the following describe your feelings 
towards the average Realtor commission home 
sellers pay (about 6% of the home price)?

Responses from 1,000 homeowners selling their houses in 2019.

Realtor 
fees are 
costly 
and unfair 
to home 
sellers

Realtor 
fees are 
costly but 
fair

Realtor  
fees are 
reasonable 
and fair

34.2%

46.5%

19.3%
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The key takeaway is that many homeowners simply don’t 
understand all of the costs involved in selling a home. Real 
estate agents should set realistic expectations at the outset in 
order to avoid nasty surprises and difficult conversations fur-
ther down the line. This is especially true for first-time home 
sellers, who were 53% more likely to believe home buyers pay 
commissions than experienced home sellers.

“Many home sellers don’t understand commission fees. 
Closing costs are important, and many sellers don’t realize the 
true costs until I’ve met them and gone over their net price. 
It’s been so long since they bought their first home, and they 
forget (or maybe never knew) sellers pay commission fees. 
I recommend real estate agents be open and honest when 
courting clients to avoid uncomfortable conversations down 
the road.” – Chris Doss, Keller Williams Agent

HOME SELLERS ARE DIGGING IN AND PREPARING 
FOR A HOUSING MARKET SLOWDOWN
We’re now several months into 2019 and have yet to experi-
ence the market downturn that some experts were predicting 
last year.

However, fluctuating interest rates, rising home prices, 
global trade tensions, financial market volatility, and perpet-
ual political upheaval are collectively putting a damper on the 
industry’s overall growth rate.

While it’s unlikely this growth will reverse or stall com-
pletely, experts do predict a nationwide slowdown, which 
could yield less favorable market conditions for sellers going 
forward.

“The forecast for home sales will be very boring — mean-
ing stable,” explains Lawrence Yun, NAR’s Chief Economist. 
“Home-price appreciation will slow down. The days of easy 
price gains are coming to an end, but prices will continue to 
rise.”

It seems that sellers are prepared to weather the storm. Ap-
proximately 65% of survey respondents said they would be 
willing to wait longer for a better price on their home, rather 
than sell quickly.

The data also suggests that sellers aren’t just talking the talk 
here—in fact, they have realistic expectations about how long 
they may actually have to wait in order to get the right offer.

According to Zillow, the average amount of time it takes 
to get an acceptable offer on a home is approximately one 
month. Our survey found that approximately 62% of home 
sellers think it will take at least one month to sell their home, 
while 32% believe it will take longer than three months.

Even hot areas like Portland are seeing shifts, as the housing 
market corrects to a more realistic affordability ceiling for buyers.

“In Portland home prices have actually gone down 1%, the 
first decrease in almost a decade. While prices are slightly down, 
many buyers are getting priced out in certain areas of Oregon — ar-
eas like Bend, Oregon and the inner city of Portland. We’re also see-
ing a shift to a buyer’s market in areas like the Oregon coast where 
inventory is rising.” – Brandon Hays, Stellar Realty Northwest

MIND THE KNOWLEDGE GAP: MANY HOME SELLERS 
WOULD CONSIDER A DUAL AGENCY--–         WHICH 
COULD COST THEM
A dual agency is when a single real estate agent or brokerage 
represents both parties (i.e., the buyer and the seller) in a real 
estate transaction.

This arrangement is inherently problematic, in that a dual 
agent is under no legal obligation to represent the interests of 
either party as a fiduciary. Troublingly, a recent report pub-
lished by the Consumer Federation of American (CFA) found 
that nearly two-thirds of American consumers are completely 
unaware of this fact.

CHART 3 : Would you rather sell your home quickly or  
wait longer to get a better price?

Responses from 1,000 homeowners selling their houses in 2019.

Sell 
quickly

Wait 
longer for 
a better 
price

35.1%

64.9%

CHART4 : How long do you think it will take to get an 
acceptable offer on your home?

Responses from 1,000 homeowners selling their houses in 2019.

Less  
than a 
week

1-2 
weeks

3.4%

3-4 
weeks

1-2 
months

3-4 
months

Longer  
than 4 
months

11.7%

22.9%

29.4%

18.9%

13.7%
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Our data confirms the concerns expressed in the CFA’s 
study: Many consumers don’t understand the risks associ-
ated with dual agency. Nearly 39% of U.S. home sellers would 
consider working with a dual agency, while another 39% were 
unsure. Only about 22% of respondents said they wouldn’t 
consider a dual agency real estate agent. While a dual agency 
arrangement can work out, buyers and sellers both need to be 
aware of the potential conflict of interest.

“Home sellers need to understand dual agency. With a tra-
ditional seller’s agent, the seller has a fiduciary responsibility 
to look out for the seller’s financial interest. No such obliga-
tion exists in dual agency. Dual agents have to serve two mas-
ters in a real estate transaction, so one party (and sometimes 
both parties) stand to lose.” –Luke Babich, CSO at Clever Real 
Estate

HOME SELLERS ARE (ALMOST) READY FOR A.I. 
TECHNOLOGY IN REAL ESTATE
Emerging digital and automated technologies are threatening 
to displace long-held professions in nearly every industry — and 
real estate is no exception.

Today, Realtors are facing serious competition from a num-
ber of different directions, including A.I.-driven technologies 
that rely on data and automation to identify qualified buyers 
and execute real estate transactions.

“Today, many home buyers and sellers do not know wheth-
er their agent is representing their interests, those of the other 
party, or those of neither,” explains Stephen Brobeck, a Senior 
Fellow at the CFA.

“Given the huge expenditure of a home purchase and the 
conflict of financial interests between seller and buyer, it is 
important that consumers know who their real estate agent is 
actually representing.”

More than 40 states currently allow agents to represent 
both parties in a sale. What’s more, many of these states don’t 
require agents to disclose whether or not they have a relation-
ship with the other party involved.

One example, REX Real Estate Exchange, uses machine 
learning to target home buyers with highly tailored, digital 
ads. In addition, the company deploys robots at open houses 
to field buyer questions.

Of course, it’s still early days for such companies—REX 
still employs a team of human real estate agents to assist with 
sales, and has a limited track record to point to as proof of its 
broader efficacy or staying power.

What is clear, however, is that interest among consumers 
is growing, meaning that these technologies will continue to 
emerge and improve—and real estate professionals will need 
to adapt.

About half of U.S. home sellers say they would consider us-
ing an A.I. platform to seek out potential buyers and solicit 
offers.

However, while they may believe in the value of such a tech-
nology, conceptually speaking, it seems that they don’t have 
full confidence in its abilities—or at least not yet.

Only 37% of survey respondents think that current A.I. and ma-
chine-learning technologies are capable of outperforming a tradi-
tional listing agent over the course of a real estate transaction.

EVEN FSBO SELLERS NEED AN AGENT  
(THEY JUST DON’T REALIzE IT)
Despite emerging, industry-disrupting services like flat-fee 
MLS listings and A.I.-driven platforms, real estate agents 
still play a key role in the home selling process for most Amer-
ican homeowners.

CHART 5 : Would you consider a dual-agency real estate 
agent who represents both buyer and seller?

Responses from 1,000 homeowners selling their houses in 2019.

Yes

No

Unsure

38.8%

22.0%

39.2%

CHART 6 : 
Would you consider selling your home using an 
artificial intelligence (A.I.) platform that finds the 
most qualified buyers in your area?

Responses from 1,000 homeowners selling their houses in 2019.

Yes

No

50.7%

49.3%

Responses from 1,000 homeowners selling their houses in 2019.

CHART 7 : Do you think the A.I. technology currently 
available will outperform a traditional agent?

Yes

No

37.0%

63.0%
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Similarly, 62% of home sellers (and 46% of FSBO sellers) 
said they would not feel comfortable finding and filling out 
the requisite paperwork involved in the sale of home without 
the help of a Realtor.

All of this suggests that many sellers—FSBO sellers in par-
ticular—are largely unaware of how complicated and involved 
the home-selling process actually is.

Much of the prevailing data on FSBO selling directly re-

53% of U.S. home sellers said they would not feel com-
fortable negotiating with a home buyer without a real estate 
agent’s assistance.

Of particular interest was the fact that 46% of respondents 
who had indicated they were planning to sell their homes 
FSBO, or without an agent’s assistance, said the same thing.

flects this apparent knowledge gap. For example, according 
to the NAR, in 2017, only 7% of home sales were classified as 
FSBO. The average FSBO home sold for $200,000, compared 
to $265,500 for agent-assisted sales.

This also suggests that about half of sellers who try to sell 
their homes by themselves end up using an agent.

63% of homeowners believe that real estate agents continue to 
play an “important” or “very important” role in the home-selling 
process. Only about 14% believe that agents are not important.

CHART 8 : Would you feel comfortable negotiating with a 
home buyer without a real estate agent?

Yes

No

Responses from 1,000 homeowners selling their houses in 2019. 

FSBO Sellers: 145 homeowners who indicated they don’t plan to use a real 
estate. agent.

Yes

No

TOTAL

FSBO SELLERS

52.3%

53.8%

46.2%

CHART 9 : Would you feel comfortable finding and filling out the 
necessary paperwork without a real estate agent?

Yes

No

38.2%

Responses from 1,000 homeowners selling their houses in 2019. 

FSBO Sellers: 145 homeowners who indicated they don’t plan to use a real 
estate. agent.

Yes

No

TOTAL

FSBO SELLERS

61.8%

53.8%

46.2%

CHART 10 : How important is a real estate agent in the  
home selling process to you?

Very  
important 31.4%

Responses from 1,000 homeowners selling their houses in 2019. 

32.5%

22.2%

6.5%

 Important

Neutral

Unimportant

Not  
important 
at all

7.4%

47.7%

CHART 11 : What’s the most important attribute in a real  
estate agent?

Knowledgeable 33.9%

Responses from 1,000 homeowners selling their houses in 2019. 

33.7%

14.1%

17.6%

Skilled
negotiator

Always 
available

Well- 
connected

Other .07%

In terms of real estate agent traits and skill sets, home 
sellers prioritize knowledgeability (34%) and negotiation 
skills (34%) over being well-connected (18%) and avail-
ability/accessibility (14%).
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MILLENNIALS UNDERESTIMATE THE  
VALUE OF REAL ESTATE AGENTS
Whether due to inexperience or overconfidence, millennial 
respondents were 93% less likely to use a real estate agent than 
older generations. They were also two times as likely to say a 
real estate agent was unimportant or not important at all to 
the home selling process.

Yet, somewhat contradictorily, 54% of millennials indicated 
that they wouldn’t feel comfortable during buyer negotiations 
without an agent’s assistance. What’s more, 61% said they 
would also feel uncomfortable finding and filling out all of 
the necessary paperwork on their own.

This impulse to forgo a realtor’s assistance might be due to 
millennials’ general lack of home-selling experience: 61% of 
millennial respondents indicated that they were first-time 
home sellers.

GENERATIONAL DIFFERENCES IN  
REASONS FOR SELLING
Many Millennials and Gen Xers (46%) are selling in order to 
upgrade into bigger homes that offer more space. Conversely, 
47% of Baby Boomers are looking to downsize as their chil-
dren move out and/or they prepare for retirement. 

Other common reasons for selling among all demographics 
included moving to better neighborhoods or school districts 
(30%), relocating for work (24%), and recurrent maintenance 
issues (15%).

Whatever their reasons for selling, homeowners — and the 
real estate agents that serve them  — face new opportunities 
and challenges in 2019.

CHART 12 : 
Would you feel comfortable finding and filling 
out the necessary paperwork without a real 
estate agent?

Yes

No

46.8%

Unsure

MILLENNIALS

19.05%

34.1%

61.1%

GEN X + BABY BOOMERS

9.9%

29.0%

Yes

No

Unsure

Millennials: 504 responses from respondents ages 18-34. 
Gen X + Baby Boomers: 496 responses from respondents ages 35+.

CHART 13 : Which of the following are reasons you’re selling 
your house?

Responses from 1,000 homeowners selling their houses in 2019.

Want a
bigger 
house

Better 
schools 
and/or 
neighbor-
hood

3.4%

Relocating 
for work

Downsizing

Too much 
maintenance

Home 
buyer’s 
remorse

11.7%

2.7%

This study was originally published on the Clever Real Estate blog (listwithclever.com/real-estate-blog/the-role-
of-the-real-estate-agent/).

6.9%

14.8%

20.3%

24.3%

30.8%

46.3%

Other

MILLENNIALS +GEN X

BABY BOOMERS

Want a
bigger 
house

Better 
schools 
and/or 
neighbor-
hood

Relocating 
for work

Downsizing

Too much 
maintenance

Home 
buyer’s 
remorse

Other

22.7%

19.1%

19.1%

47.3%

16.4%

9.1%

6.4%
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ACUMA extends a warm welcome to its newest members, 
who join a community dedicated to helping credit unions put 
more members in homes through competitive mortgage-
lending programs.

These new members are entitled to all the benefits of ACUMA’s 
educational and networking organization, including events and 
knowledge shared through our website (www.acuma.org) and 
our magazine, the Pipeline.

Join ACUMA in wishing success to these new members:

WelCOMe
neW MeMBeRS

NOTICE OF ANNUAL MEETING

The Annual Meeting of the American Credit Union Mortgage Association (ACUMA), a  
non-profit organization, will be held at 8 a.m. on Wednesday, September 25 during the 
ACUMA Annual Conference at the Gaylord National Resort in National Harbor, Maryland.

Actions to be taken at the meeting are approving reports from officers (including 
financial statements) and election of board officers. 

The meeting is open to all members of ACUMA, including credit union, CUSO and 
affiliate members.

CREDIT UNION MEMBERS

 Arlington Community FCU

 Coast Central Credit Union

  Communication Federal 
Credit Union

  Community West Credit 
Union

 Dort Federal Credit Union

  First Financial Federal 
Credit Union

 Florida Credit Union

 Holyoke Credit Union

  Michigan State University 
FCU

  New England Federal 
Credit Union

  PenFed (Pentagon Federal) 
Credit Union

 People’s Credit Union

  SELCO Community  
Credit Union

 Vibe Credit Union

 We Florida Financial

 Yolo Federal Credit Union

CUSO MEMBERS

  Credit Union Financial 
Services LLC

AFFILIATE MEMBERS

 CBCInnovis

 Class Valuation

 FIC Conferences

 Mortgage Coach

 Navigator Lending Solutions

  Old Republic National Title 
Insurance Co.

 Vantage Point Title

FULL SURVEY RESULTS
View the full survey results online here: 
www.pollfish.com/dashboard/results/ 
1773068/1056814337

METHODOLOGY
The proprietary data featured in this 
report derives from an online survey 
commissioned by Clever Real Estate 
and conducted by Pollfish. In total, 
Pollfish surveyed 1,000 Americans 
who indicated they planned on selling 
their home within 12 months of the 
time the survey was taken. Pollfish was 
responsible for finding and screening 
respondents based on criteria provided 
by Clever Real Estate. The survey was 
completed on Thursday, February 21, 
2019.

CONTACT
Thomas O’Shaughnessy
Clever Real Estate
6358 Delmar Blvd. Suite 300
Saint Louis MO 63130.
Email: thomas@movewithclever.com
Phone: 1-833-2-CLEVER

Tommy O’Shaughnessy is the Head of 
Research at Clever Real 
Estate, the free online 
service that connects 
you with top local agents 
to save on commission. 
O’Shaughnessy’s team 
of data scientists creates 
surveys, gather data and 
analyze trends in housing, 
real estate and personal 
finance. He directs public relations 
efforts, acting as a “data communicator” 
between his team and the press. Clever 
studies have been featured in Politico, the 
LA Times, CNBC, Forbes, Yahoo Finance 
and other publications.

Tommy 
O’Shaughnessy

ACUMA PIPELINE - SUMMER 2019     37



LENDER
BANK

AGENT

MORTGAGE CREDIT UNION
REAL ESTATE REFERRAL
CREDIT UNION
REAL ESTATE REFERRAL

By Tina Powers
CU Realty

NAR highlights the fact that con-
sumers are more likely to turn to a sin-
gle provider that offers a full range of 
services vs. multiple providers that of-
fer single services—specifically because 
they expect to save time and money. 

WORKING  
WITH REALTORS

The “Amazon Effect” has reached real estate. Homebuyers 
now prefer a one-stop shopping experience for nearly 
everything, and real estate is no exception.

The National Association of Realtors (NAR) recently surveyed 
more than 1,100 homebuyers and discovered that their use of 
one-stop, real estate services increased from 20% in 2002 to 50% 
in 2015
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INDUSTRY POWER  
PLAYERS RESPOND
In this evolving real estate market, rev-
enue growth is all about who reaches 
the lead first. So it’s no surprise to see 
the industry’s power players respond-

ing by making moves towards deliver-
ing end-to-end services. That way, no 
matter where a buyer is on their jour-
ney to homeownership, they find the 
support they need and develop an af-
finity for that broker or lender.

This is why Rocket Mortgage (Quick-
en Loans) launched Rocket Homes and 
was a driving force behind Zillow’s re-
cent purchase of a mortgage company. 
There have also been rumors about 
Amazon’s entry into real estate. 

We can only imagine what percentage 
of the homebuying and selling market 
the largest online retailer—and inventor 
of one-stop shopping—might take.

With the competition for real estate 

Homebuyers Want  
One-Stop Shopping;  

What Are You 
Doing About It?



“While many 
buyers turn 
to an agent 

before finding 
a lender, there 
is still a good 
percentage 

of buyers who 
want to vet out 
their financials 

before procuring 
an agent.

“

leads heating up, it’s becom-
ing more difficult for credit 
unions to compete for their 
members’ mortgage busi-
ness. Launching a full-scale, 
end-to-end solution similar 
to Zillow is likely not a feasi-
ble solution. However, there 
are some steps credit unions 
can take to join the game.

TURN YOUR CREDIT 
UNION INTO AN  
‘EASY BUTTON’
How can a credit union get 
members to see them as 
more than just a lender? It 
can be as simple as identify-
ing and implementing mem-
ber services that expand 
your mortgage program into 
a one-stop real estate shop. 
This will attract potential 
homebuyers while keeping 
them engaged through financing.

One of the most powerful first steps 
to achieve this goal is to cultivate 
strong relationships with local real es-
tate agents and offer referrals to those 
agents. The annual report on home-
buyer and seller behaviors from NAR 
highlights the fact that more than 40% 
of buyers and sellers find their agent 
through a referral. 

By adding a referral service, a credit 
union can support a real need while 
leveraging the opportunity to promote 
itself as its members’ “easy button” for 
real estate, where members can not only 
secure financing, but also find an agent 
and find a home using that agent. The 
results: a nice increase in leads looking 
to buy a home now, as well as up to six 
to 12 months away.

CREATE AN ENGINE  
OF RETENTION
Even in today’s web-dependent envi-
ronment, a real estate agent remains a 
central figure. They are certainly neces-
sary for accessing properties, and they 
also serve as a valuable resource for 
everything that follows. It’s why many 
buyers turn to an agent as their next 
step after looking online.

The timing of the connection be-

tween buyers and agents is 
why many lenders tradition-
ally target real estate agents 
as part of their growth strat-
egies. The belief is that if you 
have strong relationships 
with agents, you’ll see new 
inbound leads coming into 
your pipeline—leads that 
might otherwise have been 
inaccessible to you.

Unfortunately, many lend-
ers overlook the potential 
benefits of the reverse: send-
ing leads to agents. 

While many buyers turn 
to an agent before finding a 
lender, there is still a good per-
centage of buyers who want to 
vet out their financials before 
procuring an agent. And even 
more buyers want to be con-
nected to an experienced 
agent through someone’s 

stamp of approval.
Credit unions that attract homebuy-

ing members in need of an agent refer-
ral can reach and nurture those leads 
much earlier in the journey. They can 
also increase their chances of retain-
ing their loan since the agent is ideally 
a working partner of the credit union. 

In fact, credit unions that use CU 
Realty’s HomeAdvantage® program 
report average pull-through rates of 
82% when their members 
use a trusted agent referred 
to them by the credit union.

SIX-STEP CHECKLIST
FOR AGENT  
RELATIONSHIPS
If your credit union is inter-
ested in adding an agent net-
work to expand its mortgage 
program, here is a simple 
six-step checklist to follow 
based on some of CU Re-
alty’s best practices:
STEP 1: Define your goals.
Think about what it is that 
you want to accomplish, 
and what teams need to be 
involved. What are your 
expectations? What is your 
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timeline? Who needs to be a part of the 
requirements?

At this stage, determine which met-
rics will be most important. Make these 
expectations clear and concise, as all of 
the other steps will be implemented to 
best support these goals.
STEP 2: Define lead protocols.
Leads are the most valuable pieces of 
your program, for both your CU and 
the real estate agents. They are the rea-
son you will be working together. So 
it’s critical to spend time determining 
how leads will be exchanged and what 
service levels will be expected. Some 
things to consider:

    How will you deliver outbound 
leads to agents?

     How will you select which agent 
gets the lead?

    How will you track the assign-
ments and progress of the leads?

     Which benchmarks will be impor-
tant to track?

   What communication standards 
need to be embedded?

STEP 3: Find real estate agents.
Look at your lending footprint 
(where your members are buy-
ing) and determine the areas in 
which you will need agent cover-
age. Consider the volume in those  
areas and determine how many 
agents are needed. Then make a list 

of the real estate agents in 
those areas by starting with 
agents you already have  
relationships with, or perhaps 
are members of your CU.

Don’t forget to define 
which agent qualities are 
most important. For example, 
you might prefer agents with 
a strong familiarity in specific 
neighborhoods or school dis-
tricts, or who speak a specific 
language. Or if your average 
house price is low, make sure 
the agents you choose work 
with buyers and sellers in that 
price range.
STEP 4: Build relationships.
Before your program launch-
es, bring everyone together 

“How can a 
credit union 

get members 
to see them as 
more than just 
a lender? It can 
be as simple as 
identifying and 
implementing 

member services 
that expand 

your mortgage 
program into a 
one-stop real 
estate shop.

“
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“Leads are the 
most valuable 
pieces of your 
program, for 
both your CU 
and the real 
estate agents 
... it’s critical 

to spend time 
determining how 

leads will be 
exchanged and 

what service 
levels will be 

expected.

“

Tina Powers is the Chief 
Operating Officer of CU 
Realty, the largest CUSO 
in the United States. An 
accomplished business 
leader with more than 
25 years of real estate 
experience, she oversees 
operations in sales, marketing, customer 
service and agent relationships. Powers 
has been instrumental in expanding CU 
Realty Service’s national footprint, helping 
credit unions build better connections 
with both homebuying members and local 
real estate agents.

Tina Powers

GET ON BOARD OUR 
NEW PLATFORM.
COMPETITIVE RATES.

SUPERIOR EXPERIENCE.

RISK-BASED PRICING.

...GET ON BOARD WITH ESSENTEDGE.

Mortgage Insurance provided by Essent Guaranty, Inc.  
© 2019 Essent Guaranty, Inc., All rights reserved.   

Two Radnor Corporate Center, 100 Matsonford Road, Radnor, PA 19087  |  essent.us

essent.us/edge

AVAILABLE

for training as well as a formal 
kick-off meeting. Make plans 
for frequent meetings and 
networking events to develop 
collaborative conversations.

Introduce agents to your 
CU’s products and culture, 
including your primary mem-
bership demographics. At 
the same time, find out more 
about the agents. Get to know 
their specialties, their pre-
ferred communication styles, 
and where any challenges in 
working together might exist.
STEP 5: Build awareness.
To be successful, you must en-
sure that two key groups are 
aware of your expanded real 
estate services and its value: 
your employees and your 
members.

Employees should be trained 
on important talking points 
and steps required to promote the pro-
gram to members and give directions on 
how to participate. And, of course, your 

marketing staff should devel-
op messaging, materials, and 
strategies to get the word out 
to members.
STEP 6: Measure results.
Once the program is up and 
running, it’s never too early to 
start measuring results. Con-
sider both qualitative and 
quantitative results. Monitor 
the overall volume of leads, 
as well as leads to specific 
real estate agents. How many  
of those leads are staying 
with your credit union for  
financing?

Also, don’t forget to keep 
track of how your real  
estate agent network is per-
forming. We suggest adding 
a survey into your closing 
processes to gauge the agent’s 
performance. This is essential 
to ensuring happy and satis-

fied members.
By creating your own network of 

trusted agents who are familiar with 

your products and culture, and who 
collaborate with your loan officers, you 
can expect real change. 

Members will see your credit union 
as more than just a lender. Stronger 
agent relationships form when you en-
trust them with your member leads. 
And your credit union will compete as 
a full-service real estate provider and 
close more purchase loans. It’s a win-
win-win!

www.essent.us/edge


 

Day 1 Certainty®

Start delivering more loans and a better borrower 
experience with automated data validation

Have you modernized your loan process? With the Desktop Underwriter® (DU®) validation service, 
you can automate income, asset and employment validation, end the paper chase and deliver the 
digital experience that borrowers expect. 

Start today. Visit GetDay1.com. 

One Day or

Day One

www.GetDay1.com
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VIEWPOINT 

By Greg Spurgeon
TruHome Solutions

GSE Reform:  
A Credit Union Viewpoint

The housing finance system is critical to credit  
unions and their members. Fannie Mae and 
Freddie Mac (government-sponsored enterprises, 

or GSEs) enable credit unions to obtain liquidity—beyond 
their balance sheets—to originate new mortgages for 
their members. And they provide this liquidity with 
unique features that benefit credit unions. 

For instance, GSEs buy on a loan-by-loan basis 
while allowing sellers to retain the right to service 
after the sale, and they do not consider a seller’s volume 
in determining pricing.

Credit unions need to be aware of the fast-moving 
discussions unfolding in Washington, D.C., on the topic; some 
proposals may place smaller lenders, like credit unions, at a 
distinct disadvantage.

GSE BACKGROUND
The GSEs operated for decades as pri-
vate companies, and have always oper-
ated under a congressional charter to 
provide a liquid secondary market for 
common types of home loans. They do 
this primarily by providing a guaran-

tee of the timely payment of interest 
and principal to investors in mort-

gage-backed securities (MBS) 
comprised of loans they purchase 
from lenders. 

The guarantee supports the 
deep, liquid global market for 
U.S. MBS, and benefits home-
owners through lower mortgage 
rates and the availability of popu-
lar mortgage products, such as 
the 30-year fixed-rate loan.

The GSEs failed financially 
during the housing crisis of 

2008—partly due to relaxed 
credit standards, partly due 

to large investments in 
subprime mortgage as-
sets. To that point in time, 
the GSEs’ guarantee was 
viewed by MBS investors 
to be an implicit assurance 

of the U.S. government. Ul-
timately, this view was proven 

correct. 
When the GSEs failed in 2008, they 

were placed into conservatorship and 
the federal government made their 
guarantees to MBS investors explic-
it. Whether or not the government 
should provide such guarantees is one 
of the two main issues in the current 
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debate. The other is the degree to which 
affordable housing should influence 
their mandate.

CURRENT DISCUSSIONS
The taxpayer currently stands behind 
the guarantees issued by the GSEs, but 
the Treasury also collects the profits 
they earn (almost $300 billion while in 
conservatorship). 

Since 2008, their regulator, the Fed-
eral Housing Finance Agency (FHFA) 
has increased oversight, reigned in their 
riskiest activities, and enabled the GSEs 
to issue a new kind of security trans-
ferring risk of loss to willing investors, 
thereby mitigating substantial possible 
losses to taxpayers. 

Some argue that with these changes, 
the current system is working well. And 
given the risk to housing and the econ-
omy from unintended consequences of 
reform, why drastically change it?

Because the GSEs are critical sources 
of liquidity for credit unions, some in-
dustry advocacy groups have urged 
congress to enact GSE reform to ensure 
a lasting government-supported level 
playing field for small lenders. But given 
current political dynamics and the com-
plexities involved, this ap-
pears unlikely to happen in 
the near future.

Because legislative action is 
improbable, the Trump Ad-
ministration and the newly 
confirmed FHFA Director 
are considering actions that 
do not require congressional 
approval. 

Most notably, the FHFA 
Director has discussed allow-
ing the GSEs to build (and 
perhaps raise) capital that 
would make releasing them 
from conservatorship pos-
sible. Once privately owned 
again, MBS issued by the 
GSEs would no longer carry 
an explicit government guar-
antee for investors. 

Further, the FHFA Direc-
tor has discussed limiting the 
types of mortgage loans the 
GSEs can purchase, possi-
bly eliminating or restricting 

cash-out refinances, second 
home mortgages, and inves-
tor-property loans.

Again, the government’s 
role in housing finance is an 
important public policy is-
sue, and there are many valid 
considerations and points of 
view. But there is little doubt 
that such actions will reduce 
the competitiveness of the 
GSEs and probably those 
smaller lenders that rely on 
them. 

For example:
  Private capital standards 
being discussed (for ex-
ample, 4%) will require the GSEs 
to earn higher returns, which will 
result in higher mortgage rates for 
borrowers.
  Limiting the types of loans that 
the GSEs can purchase will reduce 
their overall scale and profitability, 
resulting in higher mortgage rates 
for borrowers.
  Eliminating the explicit govern-
ment guarantee for GSE-issued 
MBS (by returning the GSEs to 
private ownership) would increase 

credit risk to investors and de-
crease overall demand, again 
leading to higher mortgage 
rates for borrowers.

CREDIT UNION  
PERSPECTIVE
Many secondary market par-
ticipants believe private capital 
in the secondary market will 
step in as a viable alternative 
should FHFA actions render 
the GSEs less competitive, and 
that may well be true. But pri-
vate secondary market options 
are very different for smaller 
lenders, like credit unions, 
than selling to the GSEs today. 

For instance:
    It is unlikely that private 
secondary market outlets 
will allow credit unions sell-
ing on a loan-by-loan basis 
to retain the right to service 
after the sale.

    The volume of loans sold to 

BECOME AN ADVOCATE

ACUMA encourages discussion 
on important topics, such as GSE 
reform. The views expressed in 
the accompanying article are Mr. 
Spurgeon’s. However, they raise 
important questions about the 
future of mortgage lending for 
credit unions. ACUMA encourages 
you to consider this important 
topic and make your voice heard 
by contacting your congressional 
representative, the FHFA and the 
White House. 

Greg Spurgeon serves as 
Senior Vice President of 
Secondary Marketing at 
TruHome Solutions, a 
mortgage CUSO providing 
a full range of private-label 
services to credit unions 
nationwide. In his role, 
Spurgeon is responsible for providing 
credit unions with easy, efficient and 
competitive access to the secondary 
market so they have the ability to grow 
their mortgage lending program.

Greg Spurgeon

“

“

Because the 
GSEs are 

critical sources 
of liquidity for 
credit unions, 
some industry 

advocacy 
groups have 

urged congress 
to enact GSE 

reform to 
ensure a lasting 
government-

supported level 
playing field for 
small lenders.

“

“

Private 
secondary 

market options 
are very 

different for 
smaller lenders, 
like credit unions, 
than selling to 

the GSEs today.

private market participants 
would almost certainly affect 
the price credit unions would 
receive, unlike with the GSEs 
today. This would place most 
credit unions at a competitive 
disadvantage compared with 
larger lenders.

Of course, credit unions 
have the ability, like other fi-
nancial institutions, to hold 
loans on balance sheet. But 
that capacity is limited, and 
they can’t raise external capital 
to grow their balance sheets. 
So a level playing field in sec-
ondary market access will re-

main critical to their role in servicing 
their members’ mortgage needs.

Reducing the risk to taxpayers from 
housing finance may be a popular 
philosophical viewpoint, but it likely 
will hurt credit unions’ ability to com-
pete and serve their members. 

In general, what makes GSEs less 
competitive will make credit unions 
less competitive.
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MORTGAGE TECHNOLOGY

By Clint Salisbury
IDS Inc.

eClosing Can Provide New Ways 
to Improve Member Satisfaction

Credit unions work every day to help their members realize 
homeownership dreams. A fundamental concept of this 
customer service is anticipating the member’s needs in 

the origination process. 
This members-first strategy is served by some technological 

advancements. For example, technologies that promote an 
eClosing provide a simpler way for members to reach their goals. 

Mark Fleming, Chief Economist at First American Financial 
Corp., writes that “eClosing ... is a faster and more efficient 
alternative to the traditional paper-based real estate closing. 
eClosing can also reduce the risk of manual errors in the closing 
process, improving loan quality alongside efficiency.”1

However, in implementing eClosing technology, 
what new needs will the member have? What 
new opportunities will there be to personally 
serve the member? 

In this member-driven market, 
members want closing to be simple 
and efficient, and that brings eSigning 
ancillary closing documents under the 
microscope. 

To make this process as simple as pos-
sible for the member, the credit union 
must anticipate that their members will 
need more education about the clos-
ing process and closing documents and 
that the credit union will need to gather  
eSignatures on the ancillary closing docu-
ments prior to the closing appointment. 

The net effect is credit unions taking 
an enhanced role in prepping the mem-
ber for the closing ceremony.

To accomplish this, credit unions first 
need to acknowledge that the ceremo-



nial and emotional compo-
nent of closing on a home is 
most likely not going away, 
particularly among first-time 
homebuyers. As a result, 
technology adoption and the 
human touch must comple-
ment each other. 

Perhaps there is a miscon-
ception in the industry that 
first-time homebuyers, es-
pecially the millennial gen-
eration, expect a mortgage 
at one click of the button. 
According to a J.D. Power 
2018 U.S. Primary Mortgage 
Origination Satisfaction Sur-
vey, “just 3% of mortgage 
customers exclusively rely on 
digital self-service channels 
in the origination process.” 2

The same study also sug-
gests that a mix of personal 
and self-service tools will 
surpass traditional forms  
of communication in generat-
ing more member satisfaction.

LOOKING AT  
eCLOSINGS
Taking a look at the technol-
ogy component of an eClosing, the 
clear benefit is that eClosing creates 
the ability for members to efficiently 
eSign their ancillary closing docu-
ments prior to the closing appoint-
ment at a location comfortable and 
convenient to the member. This rais-
es member satisfaction, making the 
process easier for them, and it’s no 
secret that the reason lenders want 
to adopt technology is to increase 
borrower satisfaction. 

In a recent STRATMOR 
conference poll, 58% of lend-
ers gave “borrower satisfac-
tion” as their primary reason 
for investing in mortgage 

technology in general. 3 
In May 2019, in a separate 

webinar poll, IDS narrowed the 
scope by asking what the prima-
ry reason for adopting eClosing 
technology would be. “Increas-
ing Borrower Satisfaction” was 
first at 52%. (The other rea-

sons: being progressive 34%, 
increasing loan quality 8%, 
other 6%.)

CUSTOMER SERVICE
The other component, cus-
tomer service, comes primar-
ily in two parts. 

The first part is gathering 
eSignatures prior to the clos-
ing appointment, which may 
require the credit union to 
fulfill a different role in the 
closing process. It increases 
activity behind the scenes. 
For example, an assistant will 
need to monitor a member’s 
eSigning progress. 

Lisa Springer, Partner and 
CEO of the STRATMOR 
Group observes, “Often there 
is a tremendous amount of 
manual activity behind the 
curtain to make [simple and 
efficient closings] happen.” 4 

The second part of the cus-
tomer service component 
goes hand-in-hand with gath-
ering eSignatures: commu-
nication. Credit unions will 
need to invest in member ed-

ucation about the closing process and 
closing documents prior to the closing 
appointment. 

This type of member commitment 
requires dedicating technological re-
sources along with human capital. The 
credit union can prepare by identifying 
common questions and concerns and 
implement the tools to facili-
tate communication of that in-
formation. 

For example, while members 
are previewing the closing doc-
uments immediately leading 
up to closing, they may need 
real-time communication with 
an actual person about ques-
tions regarding loan summa-
ries, checklists, reminders, de-
tails about outstanding items, 
loan progress and the meaning 
of closing documents.

To accommodate for this 
increased hands-on customer 
service, credit unions will need 

“

“

Credit unions 
first need to 

acknowledge 
that the 

ceremonial 
and emotional 

component 
of closing on 

a home is 
most likely not 
going away, 
particularly 

among first-time 
homebuyers. 
As a result, 
technology 

adoption and 
the human 
touch must 

complement 
each other.

“

“

Greater 
borrower 

satisfaction 
equals more 

repeat business 
and member 

referrals, which 
equals higher 

potential profit.
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to provide the member with multiple 
channels of communication. Members 
should be able to communicate person 
to person by using phone, chats, por-
tals, dashboards, apps, mobile devices 
and/or video. 

As a result, credit unions will need to 
implement training programs for their 
employees and use those qualified assis-
tants to create new message centers and 
closing services to field all member in-
quiries at varying complexities, regard-
less of the time of day. These centralized 
resources offer members peace of mind 
that they have all the information at 
their fingertips.

Being able to personally guide mem-
bers through an efficient closing in this 
way is the key to increasing the satisfac-
tion of the member, and the results are 
impressive. Greater borrower satisfac-
tion equals more repeat business and 
member referrals, which equals higher 
potential profit. 

No other player in the mortgage pro-
cess is vying for repeat business and re-
ferrals from members like credit unions 
are. It is not necessarily about making 
the closing process easier for the credit 
union, rather, it is about making the 
closing process easier for the borrower.

COST CONSIDERATIONS
But is this a high enough return on the 
investment in eClosing technology and 
deploying modified processes and ad-
ditional staffing and training? 

Certainly, there are costs in the short 
term. A return on investment will prob-

ably not be realized until the 
new technology is implement-
ed in high volume, and that 
will take some time. However, 
the potential for profits in the 
long term is exciting. 

Mark Mackey, Vice Presi-
dent & General Manager of 
IDS, states, “Over the next year 
or two, the number of eClos-
ings will increase and credit 
unions will see a larger return 
on investment as manual activ-
ity behind the scenes becomes 
more automated, which will 
result in superb customer ser-
vice and a great home-buying 
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ACUMA’s Annual Workshops 
deliver big time on mortgage-
lending knowledge and 
industry networking. 

Year after year, these two-day 
events receive high marks from 
attendees. You’ll receive an 
in-depth opportunity to hear 
and discuss the latest industry 
developments and interact with 
mortgage experts and credit 
union leaders. We’ll make sure 
you leave the meetings with 
strategic and tactical steps to 
help your credit union compete 
into the future and grow your 
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“I appreciate what you all [ at ACUMA ] contribute to credit unions, big and small, and have no doubt that 
everyone [ at the workshop ] has a ton of takeaways to go back home with.”

– Todd Lambright, VP of Sales, Georgia’s Own Credit Union
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Clint Salisbury

Since 2008, Clint Salisbury has served in many roles at IDS Inc. His 
breadth of experience includes In-House Council and Director of 
Implementation, giving him unique perspective into the mortgage 
industry. As Northern Regional Sales Director, he uses two core 
principles: seek to solve problems and be helpful in any way possible.
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experience for the member. I’m con-
fident that some short-term costs will 
result in long-term payoffs.”

The adoption of eClosing technolo-
gy and the additional customer service 
responsibilities outlined above take 
real commitment and a well-defined 
strategy. This brings the credit union 
and its members closer together. The 
emotional connection has been forged 
and is solidified at the closing appoint-
ment when shaking hands and sharing 
a smile. 

The mortgage industry is known for 
its slow adoption of technology; how-
ever, technology often marinates for a 
while and then suddenly it is upon you. 
There will be some contenders who are 
ready and will vault into a leadership 
position, while others may remain at 
status quo or even fall behind based on 
their lack of preparedness. 

By committing now, credit unions 
open the door to serve their members 
in different and creative ways as mort-
gage technology evolves.

www.blog.firstam.com/economics/will-fintech-adoption-among-real-estate-professionalsaccelerate-
www.jdpower.com/business/press-releases/2018-us-primary-mortgage-originationsatisfaction-
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By Michael Stallings
Comergence by Optimal Blue

Every financial institution with 
member-facing employees should take 
advantage of the abundance of oppor-
tunity available through social media. 
In today’s dynamic landscape, these 
platforms serve as an extremely power-
ful business development tool for lend-
ers looking to gain market share and 
the implementation of a robust social 
media strategy—both at the corporate 
and loan officer level—is a huge com-
petitive differentiator.

SOCIAL MEDIA FALLS UNDER
COMPLIANCE REGULATIONS
However, it is important to note that 
actively using these communication 
channels is like any other form of print 
or digital advertising, and therefore, 
subject to strict compliance regula-
tions. An organization will always be 
held responsible for any representa-
tions made on social media by an em-

ployee on their personal accounts, past 
employees included.

Further, there are seven requirements 
under the Federal Financial Institu-
tions Examination Council (FFIEC) 
Guidelines for social media compli-
ance, and each one plays a 
role in contributing to an ef-
fective compliance program.

When evaluating a social 
media compliance platform, 
today’s leading credit unions 
look to known, trusted 
brands that have designed 
technology specifically for 
the mortgage industry--de-
veloping a fully automated, 
single solution for social me-
dia monitoring, audits, col-
laboration and publishing. 

Flexible configurations 
support unique policy, proce-
dural and operational needs, 

“

“

In today’s dynamic 
landscape,  

[ social media ] 
platforms serve 
as an extremely 

powerful business 
development tool 
for lenders looking 

to gain market 
share.

The idea of exponentially increasing a loan officer’s 
origination potential without incurring additional 
expense sounds too good to be true. It is and it isn’t. 

Today’s most successful loan officers have learned to leverage 
the marketing power of social media to promote their brand, en-
gage with current and potential customers, and communicate in 
an innovative, modern and influential way. 

COMPLIANCE: SOCIAL MEDIA

while simultaneously aiding the organi-
zation to effectively monitor activity and 
stay ahead of compliance requirements.

In order to successfully expand visibil-
ity on the numerous social media plat-
forms, an organization needs to develop 
real-time monitoring capabilities that 
instill management confidence. This is 
best achieved with dedicated tools and 
resources, whether proprietary, third-
party technology solutions or outsourced 
third-party services. Ensuring proper 
oversight is simply too cumbersome to be 
effectively managed otherwise.

WHY MONITORING IS IMPORTANT
Monitoring is the backbone of any so-
cial media compliance program, as it is 

the foundation for an organi-
zation to effectively manage 
numerous internal practices 
and external regulations. 

The introduction of moni-
toring capabilities can produce 
substantial benefits, allowing 
an institution and its employees 
to safely promote activity that 
generates more leads, creates 
business opportunities and ex-
tends market reach. 

With a proactive approach, 
monitoring will highlight po-
tential risks, escalate applica-
ble issues and create valuable 
training opportunities.

Social Media 
Compliance:  
Eliminating Risk  
with Effective 
Monitoring



Michael Stallings serves  
as Vice President at  
Comergence by Optimal 
Blue. He oversees the pro-
duction and development 
of the industry’s only fully 
automated, end-to-end 
social media compliance tool available 
to, and designed specifically for, today’s 
mortgage originator.
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and public perception.
Potential violations can in-

clude:
Non-Compliant Activ-

ity. Ideally, an organization 
will employ a social media 
compliance platform that 
can quickly recognize non-
compliant activity so that it 
can be promptly addressed 
and future problems can be 
circumvented in advance.

Policy Changes. External 
regulations will change, social 
media channels will advance, 
and internal policies will need 
to reflect this evolution. Policy 
changes should be understood 

and effectively communicated to all em-
ployees.

Repeat Offenders. It is common 
for mistakes to happen or for an em-
ployee to have an occasional lapse in 
judgment, irrespective of solid policies 
and training. It is important to take the 
necessary time to isolate those that are 
repeatedly not adhering to policy, as 
this information may be used to create 
additional training opportunities and 
aid in disciplinary action, if necessary.

MONITORING VS. AUDITING
Social media compliance monitoring 
has traditionally entailed an internal 
management process that is designed 
to oversee corporate digital marketing, 
a presence on social media platforms 
and related online activities. 

However, with social media outlets 
and activities expanding at an expo-
nential rate, coupled with the oversight 
of varied regulatory governing bodies, 
monitoring has quickly grown to also 
encompass a loan officer’s professional 
and personal social media use.

As such, financial institutions are 
instructed to develop programs that 
monitor information posted on so-
cial media sites, as well as create audit 
functions that ensure ongoing compli-
ance with internal policies, applicable 
laws and regulation.

Auditing, although similar to moni-
toring, is a separate process entirely.

Whether conducted in-house or by 
a third-party auditor, this function is 

more specific in its capacity to track 
historical activity, collect data, and rec-
ognize potential concerns. Thoughtful 
and careful analysis to identify what 
audit data is important to the corporate 
brand and compliance oversight will 
help maximize monitoring results. 

This rearview perspective allows an 
organization to readily analyze trends, 
prevent re-occurrence, and minimize 
potential violations.

USING AUTOMATED SYSTEMS 
TO STREAMLINE PROCESSES
More and more financial institutions 
and compliance managers are taking 
advantage of the latest technology to aid 
in monitoring, as well as auditing and re-
porting processes. Technology not only 
allows an organization to manage more 
activity, it also provides informative data 
to assist in securely growing a corporate 
social media presence.

Most internal monitoring proce-
dures can be readily automated with 
custom parameters set to clearly rec-
ognize violations on the national, state 
and corporate levels. Simultaneously 
arming origination teams with the 
right technology and training to man-
age consistency, compliance and brand 
recognition is worth the investment.

Whether an organization is currently 
evaluating its own social media com-
pliance strategy or just getting started, 
it is imperative to employ a proactive 
policy that addresses necessary guide-
lines and ensures that compliance is in 
place. As programs and organizational 
needs evolve, be sure to update policies 
based on what is learned in the process 
and always monitor based on policy.

This full circle approach will help 
guarantee an institution realizes the full 
potential social media has to offer.

Michael Stallings
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Monitoring is the 
backbone of any 

social media 
compliance 

program, as it is 
the foundation for 
an organization 
to effectively 

manage numerous 
internal practices 

and external 
regulations.

PRIORITIzING A  
MONITORING PROGRAM
The prospect of monitoring 
all loan officer social activity 
can seem endless at the onset. 
When preparing a monitor-
ing program, it is important to 
complete thorough due dili-

gence to ensure the struc-
ture of the program is 
well organized. 
If an organization’s 

due diligence has been 
thorough, then it will know 

which activities and loan of-
ficers should be prioritized 
for monitoring purposes. 
Although it is important to 
monitor all actions and staff, there will 
always be a select few that represent the 
majority of risk to an organization.

The first factor of a robust monitor-
ing platform to consider is activity-
-honing in on the 20% to 30% of loan 
officers that are most active on social 
networking channels. Be aware of what 
they have posted in the past, as well as 
what they continue to post after the 
compliance policy training is complete. 

The more active a loan officer is, the 
more attention that will be required.

Significant activity does not neces-
sarily correlate to more compliance vi-
olations. In fact, many find that the so-
cial media-savvy loan officers are often 
the best at following compliance poli-
cies. Therefore, careful and thorough 
monitoring of ALL employees remains 
critical to the success of a monitoring 
program, policy administration and 
risk prevention.

MONITORING: WHAT TO LOOK FOR
Every company’s social media compli-
ance policy will differ to a certain extent. 
Some regulations are industry-wide, 
while some are program or geographi-
cally specific. As a result, an organiza-
tion’s compliance practices and policies 
are unique to that company and brand.

Robust, real-time monitoring of trigger 
terms and relevant keywords, backed by 
a detailed policy, remains the most effec-
tive way that an organization can manage 
these areas and avoid potential violations 
while protecting corporate reputation 



Let’s start by looking at the mortgage 
opportunity in 2017 (the last year data 
was available) and how much of it was 
due to Credit Union origination. Ac-
cording to statistics published by Lend-
ing Tree in December 20181:

   $1.75 trillion in mortgages were orig-
inated in the United States in 2017.
  Credit unions’ share of mortgages 
originated in 2017 was 9%.

Clearly, credit unions have an op-
portunity to grow their market share, 
especially since 76% of credit union 
members are homeowners, according 
to a survey published by CUNA in July 
2014.2

PROFITABILITY
Independent mortgage banks and 
mortgage subsidiaries of chartered 
banks reported a net loss of $118 per 
loan originated in the first quarter of 
2018, according to an article published 
by HousingWire in December 20183. 
This creates an opportunity for credit 
unions that have lower capital and mar-
keting costs.

The cost of capital factors heavily 
into lending for banks vs non-banks, 

What Are the Factors for 
Success in Credit Union 
Mortgage Lending?
By Deborah Hill 
MortgageHippo

according to a June 2018 staff report 
by the Federal Reserve Bank of New 
York.4 The cost of capital for banks over 
the last 20 years was consistently higher 
than the cost of capital for non-banks, 
the report states. It attributes the cost 
difference to regulatory requirements 
that only apply to banks.

The report states that the banking in-
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FACTORS IN  
MORTGAGE LENDING

Many credit unions focus on non-mortgage 
lending. Some only offer mortgages through 
CUSOs. Some don’t offer mortgages at all. 

This article looks at three key factors that can help determine 
whether a credit union will have success offering mortgage loans.

dustry’s value-weighted cost of equity 
capital soared to over 15% during the 
financial crisis, but then declined by 4.5% 
relative to non-banks after the passage 
of the DFA to 10.5%. “At the same time, 
banks’ cost of capital has differentially 
increased by 1%-to-2% in the post-DFA 
period relative to the late 1990s,” it notes. 
(See “Cost of Capital” chart.)

This figure plots the difference in the CAPM cost of capital estimate net of the risk-free rate for banks and top banks 
relative to other firms in the CRSP-Compustat universe value-weighted by market capitalization from March 1996 
to December 2017. The dashed lines plot the average differences across subperiods.

Bank – Non-Bank                                       (Top Bank – Top Non-Bank) – (NT Bank – NT Non-Bank) 
Average Over Period                 Average Over Period 
                   

The cost of capital for banks compared to other industries
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Delivering unparalleled value and 
efficiency across the mortgage spectrum
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A credit union’s tax-exempt status 
results in a lower cost of capital. Given 
their ability to profit on mortgages in a 
low-rate environment, why then aren’t 
credit unions capturing more market 
share? Let’s look at the second decision 
credit unions must make before offer-
ing mortgages.

Like any other type of lender, credit 
unions need to manage loans after they 
close; they need to decide if they will 
warehouse and service the loans, sell 
them to a GSE or sell them to another en-
tity. Each strategy has costs and benefits. 

WAREHOUSE AND SERVICE
When credit unions keep loans on their 
books they reduce the amount they 
have available for other loans and they 
take on risk. Risks include default and 
concentration risks—collateral type, 
lien position, geographic area, non-
traditional terms (such as interest-only, 
payment option or balloon payment), 
fixed or variable interest rate, low or 
reduced underwriting documentation 
and loan-to-value (LTV), according to 
a “Supervisory Letter on Concentration 
Risk” from NCUA.5

Risk can be mitigated with hedging 
strategies, but hedging reduces margin. 
On the other hand, servicing may gen-
erate fee income, and holding the loan 
provides a steady stream of payments, 
similar to a bond.

Some credit unions hold 
loans for up to a year, then sell 
them to GSEs; this is called sell-
ing before the loan “seasons,” 
and it allows the credit union 
to collect the full spread on the 
loan for up to 12 months. 

GSEs
Based on data released un-
der the Home Mortgage Dis-
closure Act (HMDA), credit 
unions tend to utilize Fannie 
Mae and Freddie Mac more 
heavily than banks and thrifts. 
Among respondents to this 
year’s survey, 24% sell mort-
gages to Fannie Mae, 12% sell 
to Freddie Mac and 11% sell 
to both, according to a survey 
in the “NAFCU Report on 

Credit Unions” from November 2017.6 

(See “Sale by Purchaser Type” chart.)
ing mortgage loans, according to the 
“Supervisory Letter on Concentration 
Risk” from NCUA, the most popu-
lar were mortgage wholesalers (32%), 
FHLBs (26%), and credit union service 
organizations, or CUSOs (24%).5

CUSOs in particular are moving 
strongly into offering mortgages for 
their credit union clients. Many take on 
the burden of managing the borrower 
through the application process, regu-
latory requirements and disposing of 
closed loans. However, their fees may im-
pact a credit union’s margin on the loan. 

Some credit unions contract with CU-
SOs as a way to get started with mortgage 
loans, then take mortgages back in-house 
once their loan volume is sufficient to 
cover the cost of internal Loan Officers 
and compliance management.

LOAN TYPES
Loan Types are the last major decision for 
a credit union. Loan Types may be imag-
ined as a grid that has the Loan Purpose 
on one axis and Loan Buyers on the other 
axis. (See “Loan Type” chart.)

A Loan Purposes can include:
    Purchasing a home, vacation prop-
erty or investment property.

    Refinancing a property to get a 
lower interest rate, shorten the 
term or get cash out.

    Home Equity Loans allow the bor-
rower to take a lump-sum loan 
collateralized by real property. A 
borrower may have more than 
one lien on the home when this 
occurs. Home Equity loans work 
well when a borrower needs a well 
understood sum of money for col-
lege tuition, medical bills or debt 
consolidation.

    A Home Equity Line of Credit, or 
HELOC, is a revolving credit line 
the borrower can tap as needed. 
HELOCs are commonly used to fi-
nance renovations or in other situ-
ations when the borrower isn’t sure 
how much money will be needed.

   Construction Loans finance home 
building or significant construction 
projects. These loans are install-
ment-based, issued to the borrower 
in incremental payments as con-
struction milestones are met. These 

“Like any 
other type of 
lender, credit 

unions need to 
manage loans 

after they close; 
they need to 
decide if they 
will warehouse 
and service the 
loans, sell them 
to a GSE or sell 
them to another 

entity.

“

The GSEs will buy a qualified loan 
during the first 12 months of the loan 
term; after that, the loan is considered 
“seasoned,” which adds conditions that 
cost the lender money. The GSEs also 
charge up to 50 basis points for the 
transaction, which can erode the total 
return on the loan significantly. 

However, selling qualified loans to 
the GSEs is easy and supported by 
many Loan Origination Systems. 

SECONDARY MARKETS
Through June 2017 credit unions sold 
34% of first mortgage loans originated in 
the calendar year. Credit unions that par-

ticipated the 2017 NAFCU survey 
indicated that, on average, 72% of 
their outstanding first mortgage 
loans qualify to be sold on the sec-
ondary market (up from 57% in 
the 2016 survey).7

Secondary markets may 
have lower selling costs and 
take non-qualified loans. Since 
non-qualified loans gener-
ally have richer fee income and 
higher interest rates, the abil-
ity to offer non-qualified loans 
helps the credit union’s bottom 
line. Negatives associated with 
secondary markets include 
access to buyers, broker fees 
and longer time in the credit 
union’s warehouse.

OTHERS
Among alternatives for plac-

Credit union mortgage sales by 
purchaser type

*Other includes private securitization, affiliate institution 
or other type of purchaser.
Source: 2016 HMDA data.

 Fannie Mae & Freddie Mac 
 Ginnie Mae 
 Comm. Bank, Savings Bank or Savings Association 
  Life Insurance Company, Credit Union, Mortgage       
Bank or Finance Company
 Other*
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loans are difficult to administer and 
require specialized knowledge

    Reverse Mortgages allow home-
owners to receive a monthly pay-
ment against the value of their prop-
erty. Commonly to pay monthly 
bills for elderly or older disabled 
persons, reverse mortgages are 
heavily regulated and they are rarely 
offered by credit unions.

Loan Buyers can include:
    Qualified Mortgages meet the 
guidelines set forth by the GSE. 
Generally, these are loans to peo-
ple with standard employment 
relationships, good credit scores 
and loan values under a specified 
threshold.

    Non-Qualified Mortgages violate 
any of the conditions set forth by 
GSEs for qualification. The bor-
rower might have a slightly lower 
credit score, be self-employed or 
need a loan that exceeds the GSE 
threshold.

    Smaller credit unions might par-
ticipate in Loan Syndication to 
gain exposure to the asset class. A 
syndicated mortgage is a partner-
ship involving two or more inves-
tors in a specific, targeted mort-
gage. A syndicated mortgage is an 
investment in a single real estate 
loan, rather than a pool.

out refinance loans they can sell to a GSE.
Construction loans are easy to resell 

to Fannie Mae. However, the credit 
union needs to hire or train a Loan Of-
ficer to properly communicate how it 
works. They may also need other special-
ized staff to administer the payments.

HELOCs and reverse mortgages add 
layers of regulatory burden and uncer-
tainty about disposition. In many cases 
they are offered by very large credit 
unions or CUSOs that can afford more 
compliance people and oversight.

OPPORTUNITY
Of course, credit unions offering mort-
gages need to offer basic purchase and 
refinance options. Since competition 
for those loans drives down rate and fee 
income, consider adding lump-sum, 
home equity loans that generally have 
higher interest rates and fees.

Based on MortgageHippo research 
and our clients’ 2019 experience, there’s 
an increasing opportunity for credit 
unions to provide lump-sum, home eq-
uity loans. 

Most of our clients start by offering 
cash-out refinancing options to mem-
bers who need to pay tuition bills or 
consolidate debt, then the client can 
move into second liens as its team be-
comes more comfortable and builds up 
secondary market relationships. 

fer mortgage loans. In the end, credit 
union size and risk appetite are the key 
factors for this decision. 

We’ve also seen how CUSOs can help 
credit unions explore offering mort-
gages without taking on the compliance 
and cost risks of an in-house program. 

Finally, we looked at the types of 
loans a credit union might offer to un-
derstand why purchase and refinance 
loan types are more common than 
home equity, construction, HELOC 
and reverse liens.

Deborah Hill is the 
Vice President of Client 
Success and Operations 
at MortgageHippo. She 
has more than 10 years 
of experience helping 
financial services 
customers gain efficiencies 
through implementation 
and use of software. She has also worked 
at several early-stage Fintech firms and 
Backstop Solutions Group. Deborah holds 
a Bachelor’s Degree in Economic Theory 
and an MBA. 

Deborah Hill
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Examining the chart, we see purchase 
and refinance loans are the easiest to of-
fer. They are well understood loans that 
the credit union may easily sell on to a 
GSE, so they provide predictable top 
and bottom line results.

Home equity loans are generally the 
next step for credit unions. Often they 
start along this path by providing cash-

Some credit unions keep home eq-
uity loans on their books, especially if 
they are smaller, shorter duration loans.

Larger credit unions may also benefit 
from offering construction loans. 

SUMMARY
We’ve looked at the three factors that 
go into a credit union’s decision to of-

GSE “Qualified”                    Secondary Market    Syndicated

Purchase Yes Yes Yes 

Refinance Yes Yes Yes 

Home Equity Yes (secondary liens) Yes 

HELOC No Yes 

Construction Yes with limits Yes 

Reverse No Yes
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ANOTHER MEMBER BENEFIT

10%
DISCOUNT

New 
ACUMA/MBA 
Partnership 
Includes
ON MBA EDUCATION, TRAINING

How to Tap into the MBA 
Education Experience

ACUMA and the Mortgage Bankers Association (MBA) have a 
new education and training partnership that offers members 
of ACUMA discounted access to MBA Education products. 
The agreement gives ACUMA members access to world-class 
resources to improve their lending operations and educate  
their workforces.

The organizations already share many members, and it is 
hoped the agreement will encourage ACUMA members to take 
advantage of the latest insight and knowledge that MBA’s 
instructors have to offer.

ACUMA members (credit unions and CUSOs) receive a 10% 
discount on all MBA Education products available for retail sale, 
including the following certificate and designation programs:

	•	Certified	Mortgage	Banker	(CMB®)

	•	Certified	Residential	Underwriter	(CRU)

•	Certified	Mortgage	Servicer	(CMS)	–	Residential

•	Certified	Mortgage	Compliance	Professional	(CMCP)

•		Accredited	Mortgage	Professional	(AMP),	awarded	through	
the successful completion of the Schools of Mortgage 
Banking (SOMB) I, II and III

Already an MBA member? The ACUMA discount comes  
in addition to the discount MBA members receive.

To obtain the discount off the MBA 
member price, you must order by 
going through the ACUMA “members 
only” website from the menu bar 
and select “MBA Education Discount” 
under the Member Resources tab. 
There you will find instructions 
for visiting the MBA website to 
review (and purchase) any of the 
educational products available.  

The partnership is the latest benefit 
offered by ACUMA to its members. 
Other strategic agreements include:

•		Free	webinars	held	in	conjunction	
with Fannie Mae 

•		Annual	exhibit	at	the	National	
Association of Realtors® 

Conference

•		State-by-state	listings	of	Realtors® 
to work with

•		Regulatory	Alerts	on	important	
topics under discussion in 
Washington, D.C. 

ACUMA also offers spring 
workshops and an annual Fall 
Conference for its members to 
learn about mortgage lending and 
network with industry leaders.



ACUMA workshops 2019

THeY TOOK

The sessions included 
many opportunities 
for questions 
and sharing best 
practices.

Victor Williams 
from Randolph 
Brooks FCU raises 
a hand to ask a 
question during a 
morning session.
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ACUMA’s annual spring workshops 

drew big crowds to San Diego in 

May and Nashville in June. The 

two-day “deep dive” program 

featured sessions on affordable 

housing, TRID and HMDA 

implementations, appraisals, social 

media, LOS selection, recruiting/

mentoring and more. As always, 

there were plenty of opportunities 

for discussions and networking.

Attendees enjoy the hot breakfast buffet. Hot lunch 
was also included both days.



Marsha Bradshaw from Tower Federal Credit Union and Russell Francom of Mountain 
America CU talk about HMDA changes.

ACUMA President Bob Dorsa 
introduces a workshop session.

Former CU executive Shari Storm, 
author of “Motherhood Is the New MBA: 
Using Your Parenting Skills to Be a 
Better Boss,” talks about recruiting and 
mentoring employees.

Nikki Cain of Vantage West CU 
participates in the panel discussion 
“Growing Market Share within your 
Existing Membership.”

Compliance consultant 
Michael Christians 
answers a question during 
a session on TRID.

Gloria Dixon of BECU, Tammy Trefny of Fannie Mae, and Jose Camillo of Sunmark 
FCU discuss affordable housing outreach with facilitator Tracy Ashfield.
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ACUMA workshops 2019

 Barbara Hugie from SESLOC FCU 
appears with the “Building Out your 
Tech Stack” talk-show panel.

Michael Stallings of Optimal Blue (left), Nicole Pode of Patelco CU and Ben Smidt 
of MGIC talk about social media strategies with facilitator Tracy Ashfield (right).

 Jason Sesena of Westerra Credit Union (above left) and Barry Stricklin of Tower 
FCU, participate in panel discussions.

Linda Clampitt, representing San 
Diego workshop sponsor Member First 
Mortgage, offers a short description 
of her company to attendees. Also 
sponsoring the workshop were IDS, 
MGIC and Navigator Lending Solutions.

 Badges await pickup by attendees on the first morning of the workshop.

 Economist 
Amy Crews 
Cutt shares 
her “big 
picture” view 
on housing 
finance.
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You’re going to love our new approach to mortgage lending. Get ready to see an array 

of tools and technologies designed to provide your members with best-in-class service. 

Whether online or in person, mortgage lending has never been easier – or faster.  

Think of it as taking a solid relationship to the next level.

Moving to A better place.

CU Members Mortgage is a division of Colonial Savings, F.A. NMLS 401285

cumembers.com

800.607.3474

marketing@homeloancu.com

Your home forsolutions

www.cumembers.com


OPeNING THe DOOR
TO  OPPORTUNITY

ANNUAL CONFERENCE

22 sePTeMBer 2019

25
GAylord NATioNAl resorT
ANd CoNveNTioN CeNTer
NATioNAl hArBor, MArylANd

jUsT oUTside WAshiNGToN, d.C. oN The PoToMAC river

Register now AT acuma.org  
where you’ll also find details on the agenda, speakers and more.

The mortgage business is changing  
fast; our world is being turned upside 
down. If disruption has you worried— 
and it should—this conference can help 
you understand it and get ahead of it. As 
the theme implies, we will be “Opening  
the Door to Opportunity” for you and  
your credit union. 

But before you plan your travel, please 
check our expanded agenda online  
for the sessions that interest you. The 
conference format has changed—it  
offers more educational and networking 
opportunities than ever. 

NEw ThIs YEAR!  
Pre-conference Workshop  
on “Crucial Conversations,”  
taking place on Sunday afternoon. 
This session, sponsored by the 
FHLBank San Francisco,  
explores how to handle emotionally 
charged, high-stakes discussions 
among people in your shop with 
significantly different opinions. 

BIg IdEAs! 
From the big ideas of industry 
leaders to specialized knowledge 
on key issues, you’ll find everything 
you need to compete. The agenda 
features big hitters from J.D. Power, 
STRATMOR Group and Cornerstone 
Advisors. We’ve also arranged “talk 
shows” with your peers sharing 
their best practices. 

And of course, three days of hot breakfast and lunch and two receptions are included with your registration. 



TO  OPPORTUNITY

Learn more at myCUmortgage.com
Or contact us at Sales@myCUmortgage.com

19MCU005_ACUMA_Ad_January_MONSTER_F.pdf   1   1/10/19   5:38 PM

www.myCUmortgage.com


We publish news of credit union real estate 
industry honors, awards and recognitions 
of individuals and organizations. We also 
publish news of housing-related community 
recognitions, such as Habitat for Humanity 
projects	and	National	Association	of	
Realtors cooperative ventures.  Send 
your news to krista.korfmacher@acuma.org 
and include who, what (be specific), when, 
where and, if desired, a head-and-shoulders 
photo (150 dpi) identifying the person 
being honored (name, title, organization). 
Deadlines are November 15 for the Winter 
Issue and May 15 for the Summer issue.

HONORS, AWARDS 
AND RECOGNITIONS

Making a Difference 

  

  Michele Murphy Named to Sales Post at keyPoint CU
MICHELE MURPHY has joined KEYPOINT CREDIT UNION as 
Director of Real Estate Sales. She will be responsible for expanding the 
Santa Clara, California-based credit union’s mortgage lending pres-
ence, building the team of mortgage specialists and fostering new real 
estate lending partnerships.

Previously, Murphy served as Director of Real Estate and Busi-
ness Lending at OE Federal Credit Union, the country’s largest labor-
based credit union. She has also held positions at SunTrust Mortgage,  
NationsBanc Mortgage and Bankers Mortgage Source.

  Consumers Credit Union 
Recognized as Veteran-
Friendly Employer

The Michigan Veterans Affairs Agency has 
certified CONSUMERS CREDIT UNION 
as a silver-level Veteran-Friendly Employer 
in recognition of the organization’s dedica-
tion to hiring and retaining veterans.

Veteran-Friendly Employer (VFE) cer-
tification means Kalamazoo, Michigan-
based Consumers CU joins companies like 
GM, Kellogg’s and Whirlpool, and many 
others who also have robust veteran hiring 
programs. There are more than 285 employ-
ers in the VFE program today, but only 9% 
have reached the silver-level certification.  

   Houston Federal CU Implements CU Realty Service’s  
HomeAdvantage

HOUSTON FEDERAL CREDIT UNION (HFCU) has partnered with CU REALTY 
SERVICES to implement HomeAdvantage® as a new service offering for its more than 
58,800 members. 

HomeAdvantage is a turnkey real estate marketing platform from CU Realty Services, 
the largest real estate Credit Union Service Organization (CUSO) in the United States.

Based in Sugar Land, Texas, HFCU is the third credit union in Texas to offer  
HomeAdvantage. The CU will utilize the platform to attract home-buying members 
and nurture them until they are ready to make a move. 

The HomeAdvantage program features a co-branded member portal filled with 
valuable real estate tools for members, including the ability to search property listings, 
estimate property values and connect to an experienced real estate agent vetted by both 
CU Realty and HFCU. 

 Fintech Startup LenderClose Adds Employees
Des Moines, Iowa fintech startup LENDERCLOSE has expanded its 
staff, adding three new employees. To meet demand from its growing cli-
ent base of community lenders nationwide, LenderClose has increased its 
workforce by more than 15 employees in the first half of 2019.

Joining the LenderClose team in July are sales representatives TROY 
ALLEN and KATHY BELL, and software developer CALEB SALT.

Allen, of Altoona, Iowa, is the former regional manager of Com-
munity 1st Credit Union in Indianola, Iowa. During his more than 17 
years in banking, Allen achieved consistent loan and deposit growth 
and was recognized as a top sales professional. 

Bell, of Grimes, Iowa, brings extensive experience in sales and business 
development, having most recently worked as a client executive with ACS 
and a senior sales executive with Dice Holdings, both in Urbandale, Iowa. 
She has expertise developing sales strategies in highly competitive markets.

Salt, of Chattanooga, Tennessee, is a developer with experience de-
signing, coding and deploying software systems for more than 400 
companies. In his most recent role as a software programmer analyst 
for IMT Computer Services in Des Moines, he worked in a fully test-
driven development (TDD) agile programming environment. 

   Mortgage Coach Adds  
Patelco to Total Cost Analysis

With the addition of PATELCO CREDIT 
UNION, provider MORTGAGE COACH con-
tinues to accelerate and grow mortgage home 
loan financing for credit unions nationwide.

The Mortgage Coach Total Cost Analysis 
advances a credit union’s commitment to pro-
viding every member with personalized service 
and home loan education, while providing a 
significant increase in mortgage volume.

“With a personalized Total Cost Analysis 
experience, every member can receive our pro-
fessional advice accompanied by simple charts 
and graphs that analyze competitive mortgage 
loan options anytime, anywhere, on any de-
vice,” said Andrew Kush, Director of Mortgage 
Sales at Patelco Credit Union.

Mortgage Coach streamlines and removes 
steps in the process to enhance the member ex-
perience. The Mortgage Coach TCA combines 
the most crucial technology requirements of 
modern mortgage lending with the dedication 
to transparency found at every credit union, 
creating an instant competitive advantage for 
these key community lenders.

TELL US ABOUT YOUR NEWS

Michelle Murphy

Troy Allen

Kathy Bell

Caleb Salt
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Permitted to conduct business in: AK, AL, AR, AZ, CA, CO, CT, DE, FL, GA, HI, IA, ID, IL, IN, KS, KY, LA, MD, ME, MA, MI, MN, MO, MS, MT, NC, ND, NE, NH, NM, NV, OH, OK, OR, 
PA, RI, SC, SD, TN, TX, UT, VA, VT, WA, WI, WV & WY; Guild Mortgage Company is an Equal Housing Lender. AZ BK #0018883; Licensed by the Department of Business Oversight 
under the California Residential Mortgage Lending Act; Georgia Residential Mortgage Licensee; GA #6268; Licensed by the Mississippi Department of Banking and Consumer 
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Big enough to compete, 
small enough to care.

Guild Mortgage Company has become one of the nation’s leading 
independent mortgage companies by following a simple rule — doing 
what’s right for our customers. 

www.guildmortgage.com/licensing


Don’t Let a  
Little Dip  
Get You  
Down

ANALYSIS & TRENDS

Tracy Ashfield is a mortgage 
consultant for credit unions and the 

President-Elect of ACUMA.

Continued

  

TOP 
300

Top 300 First Mortgage-Granting CUs Market Share as of March 31, 2019
$ Originated 

1st Mortgages 
(Fixed & Adjustable)

# Originated 
1st Mortgages 

(Fixed & Adjustable)

$ Outstanding 
1st Mortgages 

(Fixed & Adjustable)
$ Sold 

1st Mortgages 

By Tracy Ashfield

With a few exceptions credit 
unions had a tough first 
quarter. First mortgage vol-

ume was down for almost all the credit 
unions in the Top 50. 

Interestingly enough as I looked 
deeper into the rankings and compared 
first quarter 2018 with first quarter 
2019, it was nice to see that some mid-
sized credit unions were having in-
creased mortgage activity quarter over 
quarter.

It’s also always nice to see more credit 
unions committing to be their mem-
bers’ choice for home mortgage loans.

However, it’s difficult to see credit 
union mortgage market share take a 
dip for the first time since 2005. It is 
down less than one- half of 1% in the 
first quarter. But that’s still down.

Let’s face it: many factors are in play 
here. There’s intense competition and 
a serious shortage of housing inven-

tory in many markets. I know everyone 
hopes the preapprovals will result in 
funded loans, but it’s tough where there 
aren’t any houses to buy.

Credit unions sold 32% of the loans 
they wrote in the first quarter, which is 
down a little from last year. Recently, 
I have been hearing from people that 
sales are up in second quarter as the 
low rates have made keeping the assets 
a little less attractive. 

But I have also found a lot of buzz 
about credit unions trying to reduce 
concentration in indirect auto loans 
and investing in mortgages.

The bottom line, don’t let one little 
dip deter you from keeping your foot 
on the proverbial gas!

Top 300 1st Mortgages Originated CUs  20,372,749,052   93,653   311,255,097,617   8,041,869,987 
All Originating CUs (2,657 CUs)* 25,988,121,697   136,704   432,184,299,057   9,479,857,003 
Top 300 Share 78.4   69   72.0  84.8
*CUs who granted $10,000 or more 01/19 - 3/19     

“

“

It’s difficult to 
see credit union 

mortgage 
market share 
take a dip for 
the first time 
since 2005. It 
is down less 

than one-half 
of 1% in the first 

quarter. But 
that’s still down.
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Top 300 1st Mortgages Originated CUs  20,372,749,052   93,653   311,255,097,617   8,041,869,987 
All Originating CUs (2,657 CUs)* 25,988,121,697   136,704   432,184,299,057   9,479,857,003 
Top 300 Share 78.4   69   72.0  84.8
*CUs who granted $10,000 or more 01/19 - 3/19     

A CU DIRECT SOLUTION

The Power of Engagement

Learn more at Intuvo.com

100% Boost in Pull-Through Rates

20% Increase in Net Promoter Scores

15% Time Saved for Staff

Built specifically for financial institutions, Intuvo creates stronger 

member relationships with a single platform that unifies marketing and 

sales for e�ective cross-selling, higher close rates and happier members. 

www.intuvo.com
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Top 300 First Mortgage-Granting CUs Market Share as of March 31, 2019

$ Originated 
1st Mortgages 

(Fixed & Adjustable)

# Originated 
1st Mortgages 

(Fixed & Adjustable)

$ Outstanding 
1st Mortgages 

(Fixed & Adjustable)
$ Sold 

1st Mortgages Rank
Name of  
Credit Union

RE Loans Sold  
but Serviced by CUState

1 VA Navy $2,914,085,965 10,859 $34,860,111,302 $1,654,346,136 $34,325,570,834
2 NC State Employees’ $836,712,579 4,784 $17,396,522,230 $0 $110,739,157
3 MI Lake Michigan $436,033,840 2,685 $3,896,285,884 $363,389,498 $7,746,629,186
4 WA BECU $388,966,315 1,122 $6,526,929,333 $98,649,697 $3,755,900,875
5 CA First Tech $335,531,777 711 $5,181,762,656 $173,339,874 $4,815,880,154
6 NY Bethpage $319,883,621 1,792 $3,721,388,392 $133,426,270 $5,660,569,174
7 UT Mountain America $283,416,087 2,285 $2,491,209,996 $107,778,728 $1,549,582,826
8 CA SchoolsFirst $252,541,049 658 $3,909,542,147 $52,244,331 $1,812,141,910
9 ID Idaho Central $240,628,292 1,229 $1,568,242,876 $148,746,220 $2,062,113,659
10 UT Utah Community $215,766,581 2,259 $474,467,959 $44,345,682 $742,704,778
11 VA Pentagon $204,707,877 700 $10,700,111,377 $327,091,188 $6,186,620,848
12 CO Elevations $200,984,146 577 $903,825,830 $144,411,234 $3,784,876,612
13 CA Logix $188,866,645 382 $3,698,793,201 $21,666,740 $1,676,758,321
14 TX University $181,672,923 621 $933,768,775 $159,120,680 $1,897,969,319
15 TX Security Service $180,066,316 1,146 $2,583,133,678 $39,475,761 $1,405,314,731
16 Ak Alaska USA $177,301,762 556 $1,062,051,529 $128,763,243 $5,062,116,013
17 OR OnPoint Community $159,636,361 1,500 $1,763,072,849 $85,101,610 $2,045,067,332
18 CO Bellco $157,164,889 211 $1,104,275,145 $27,996,417 $700,602,357
19 UT America First $156,420,775 1,990 $1,234,803,313 $81,810,799 $2,483,418,644
20 MN Wings Financial $153,213,386 368 $1,893,302,810 $26,433,649 $339,864,992
21 IA University Of Iowa Community $153,016,294 541 $3,018,595,683 $121,971,206 $92,823,221
22 CA Patelco $152,332,555 318 $2,976,682,519 $25,244,869 $967,418,256
23 TX Randolph-Brooks $151,996,387 1,143 $2,668,483,903 $98,327,155 $865,792,422
24 MA Digital $148,198,952 373 $2,192,974,370 $90,037,283 $2,562,982,241
25 WI Landmark $148,037,342 763 $1,224,403,625 $65,434,609 $2,454,590,760
26 WI Royal $136,745,686 1,492 $986,675,910 $31,725,507 $1,622,117,097
27 FL VyStar $131,444,465 736 $2,581,577,354 $2,329,655 $210,849,134
28 CA Golden 1 $127,470,117 360 $2,900,789,670 $25,062,720 $824,959,326
29 WI Summit $127,062,428 595 $1,687,794,567 $64,977,420 $1,892,003,336
30 NY State Employees $123,273,383 520 $979,423,186 $61,708,144 $1,994,318,257
31 OH Wright-Patt $122,117,331 824 $1,140,838,400 $4,635,897 $5,095,790,897
32 CO Ent $121,595,285 462 $2,357,549,159 $6,633,973 $825,307,933
33 IA Veridian $119,890,122 806 $1,476,922,149 $56,295,381 $121,951
34 TN Eastman $119,641,110 1,102 $2,501,238,852 $0 $2,256,389
35 FL Suncoast $119,231,166 660 $2,561,297,108 $0 $267,591,793
36 IN Evansville Teachers $117,843,658 755 $653,200,723 $74,295,841 $494,193,519
37 PA Members 1st $117,095,883 634 $915,702,448 $36,467,543 $249,022,579
38 CA San Diego County $114,546,250 252 $3,558,816,823 $0 $546,220,940
39 CA kinecta $112,767,495 207 $2,074,755,587 $33,089,878 $2,959,930,338
40 IL BCU $111,759,385 819 $1,472,964,818 $44,141,284 $2,205,719,337
41 WI University Of Wisconsin $109,169,989 526 $763,145,265 $59,704,000 $2,099,502,872
42 NC Coastal $109,165,456 781 $1,049,759,365 $54,598,821 $1,735,883,840
43 IL Alliant $106,482,101 177 $4,544,071,138 $35,661,310 $425,100,594
44 NY United Nations $105,551,603 257 $2,343,198,025 $8,487,975 $235,810,051
45 kS CommunityAmerica $101,807,096 472 $667,790,664 $25,006,290 $2,293,333,382
46 CA Premier America $98,799,471 77 $1,606,132,022 $930,650 $252,651,228
47 CA Star One $97,298,361 196 $3,253,918,805 $199,472 $5,349,348
48 CA California $96,835,011 194 $1,289,288,632 $9,851,730 $909,572,280
49 CA Redwood $94,879,823 204 $1,715,742,405 $23,580,000 $913,976,709
50 AZ Desert Financial $93,834,647 397 $863,481,234 $66,080,631 $1,805,046,495
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$ Originated 
1st Mortgages 

(Fixed & Adjustable)

# Originated 
1st Mortgages 

(Fixed & Adjustable)

$ Outstanding 
1st Mortgages 

(Fixed & Adjustable)
$ Sold 

1st Mortgages Rank
Name of  
Credit Union

RE Loans Sold  
but Serviced by CUState

51 DC Bank-Fund Staff $93,371,529 193 $2,452,706,084 $676,000 $233,845,731
52 NY CAP COM $92,276,065 517 $968,265,790 $53,216,189 $979,517,547
53 WI Altra $89,059,282 430 $626,207,584 $41,484,753 $1,033,675,712
54 TX TDECU $83,435,649 577 $1,103,002,320 $22,908,183 $569,695,781
55 CA Provident $81,021,260 130 $1,285,020,309 $7,763,550 $1,334,553,047
56 VA Apple $79,574,478 141 $1,071,586,500 $26,086,319 $549,747,749
57 NC Local Government $78,669,831 517 $779,353,936 $30,663,263 $0
58 CA Chevron $78,397,790 218 $2,417,063,118 $0 $9,141,159
59 CA SAFE $77,609,740 205 $1,176,846,078 $53,441,343 $834,670,987
60 WI Community First $77,190,965 497 $1,869,701,226 $4,986,050 $2,010,695
61 AZ OneAZ $76,526,036 236 $635,487,767 $27,013,872 $885,909,591
62 UT Goldenwest $76,104,904 248 $420,294,499 $42,332,413 $5,504,799
63 IL CEFCU $75,787,598 375 $2,524,411,710 $725,000 $52,463,568
64 MN TruStone Financial $74,983,184 430 $393,213,977 $58,814,276 $981,810,817
65 RI Navigant $73,292,550 342 $1,325,650,602 $12,246,050 $303,555,293
66 PA Police And Fire $72,724,181 377 $1,366,759,000 $19,742,499 $750,701,486
67 GA Delta Community $71,639,174 592 $2,076,612,180 $33,353,517 $375,204,386
68 VA Virginia $71,537,130 369 $925,238,420 $32,182,835 $303,770,447
69 CA Nuvision $69,917,924 175 $785,498,953 $25,039,358 $700,874,465
70 WA STCU $66,907,314 277 $1,187,200,146 $1,989,800 $151,618,578
71 CA Mission $66,160,035 146 $1,475,559,518 $14,407,050 $931,795,541
72 CA Wescom $64,217,120 189 $1,301,009,782 $25,322,849 $981,252,734
73 RI Pawtucket $64,011,901 297 $1,334,751,175 $5,019,225 $209,059,510
74 NM Nusenda $63,760,152 150 $587,534,541 $17,583,232 $477,406,020
75 MI Michigan State University $63,733,463 311 $1,436,739,236 $0 $36,823,046
76 WA Numerica $61,714,860 208 $739,777,650 $30,498,502 $552,576,413
77 PA American Heritage $59,600,678 148 $728,674,256 $33,159,535 $843,417,962
78 NJ Affinity $59,514,514 341 $1,882,698,014 $9,676,660 $151,070,137
79 AL Redstone $57,000,793 354 $505,671,102 $23,205,411 $687,620,949
80 NY USAlliance Financial $56,913,770 84 $644,595,937 $21,412,075 $180,318,945
81 VT New England $56,847,465 259 $647,728,223 $33,112,220 $1,428,212,249
82 FL MidFlorida $56,289,617 265 $938,202,027 $17,557,109 $708,754,672
83 MS keesler $55,984,648 254 $689,782,931 $0 $15,865,992
84 CA Financial Partners $55,256,471 107 $609,794,697 $19,264,769 $943,789,336
85 FL Fairwinds $54,565,216 1,026 $934,672,486 $31,597,820 $356,170,520
86 NV One Nevada $54,532,420 233 $169,466,303 $51,503,220 $106,988,445
87 TX American Airlines $54,058,750 234 $2,122,255,121 $0 $2,593,343
88 kY L & N $53,917,249 199 $766,921,099 $212,803 $114,559,331
89 WA Washington State Employees $53,550,214 221 $751,052,401 $16,765,502 $1,522,818,472
90 MI Advia $53,314,669 203 $681,621,542 $2,796,882 $0
91 MD Andrews $52,411,047 203 $546,579,956 $439,749,058 $1,278,032,068
92 WI Westconsin $51,832,478 308 $452,689,673 $17,221,529 $924,384,626
93 CA Orange County’s $51,248,330 125 $682,667,822 $19,146,978 $700,763,913
94 CA Evangelical Christian $50,651,589 9 $388,543,418 $41,735,399 $499,563,432
95 FL Campus USA $50,195,146 309 $628,414,441 $1,304,800 $34,476,729
96 MI United $50,092,659 227 $1,153,081,179 $42,039,488 $318,131,168
97 IA Dupaco Community $49,824,691 339 $397,757,864 $24,509,813 $739,195,417
98 PA TruMark Financial $49,753,715 152 $842,393,862 $9,699,065 $525,765,764
99 NY Nassau Educators $49,280,665 87 $864,064,023 $7,776,300 $473,491,487
100 IN Elements Financial $47,829,065 175 $613,827,294 $19,390,084 $0
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101 NY Visions $47,624,346 268 $1,702,062,771 $0 $71,335,961
102 SC South Carolina $47,346,850 204 $679,598,599 $40,302,002 $294,256,507
103 CA Stanford $47,189,200 74 $1,534,027,833 $7,923,300 $609,442,893
104 IL Deere Employees $46,947,435 225 $514,752,868 $13,408,000 $51,654,443
105 CA keyPoint $46,112,726 69 $568,200,213 $23,586,697 $392,503,955
106 WI CoVantage $45,749,125 397 $771,713,612 $15,162,383 $285,321,633
107 TX GECU $45,724,510 432 $492,090,112 $28,613,692 $593,921,449
108 TX Advancial $45,429,754 122 $516,134,675 $16,170,116 $475,124,174
109 TX Navy Army Community $44,915,959 335 $1,083,053,306 $0 $6,669,316
110 WI Fox Communities $44,767,518 353 $1,058,162,317 $2,279,547 $118,135,354
111 MD NASA $44,343,889 141 $687,836,475 $14,366,388 $43,064,392
112 IN Indiana University $44,245,795 145 $493,941,555 $1,496,570 $5,000,678
113 NC Allegacy $44,167,321 204 $348,075,462 $10,023,764 $67,651,966
114 TN Ascend $43,644,282 207 $814,721,943 $0 $0
115 NH Service $43,126,000 98 $945,740,123 $0 $0
116 MO Anheuser-Busch Employees’ $42,573,470 187 $535,982,999 $10,880,094 $408,074,737
117 SC Founders $42,162,586 375 $952,837,955 $0 $0
118 NV Greater Nevada $42,112,262 41 $241,814,611 $32,263,260 $588,310,650
119 MI DFCU Financial $42,028,145 251 $543,525,975 $20,125,398 $806,783,227
120 CA SF Fire $41,966,050 58 $549,812,956 $0 $264,375,079
121 TN ORNL $41,954,686 260 $913,008,637 $4,533,450 $433,894,600
122 MI Michigan Schools and Government      $41,205,633 170 $642,368,330 $1,365,116 $54,444,432
123 IN Forum $40,919,377 201 $277,782,464 $24,533,592 $833,352,375
124 FL GTE Financial $40,846,134 198 $557,490,111 $26,076,185 $1,261,120,240
125 MA Metro $40,731,612 116 $674,379,115 $24,543,524 $828,285,826
126 VA Langley $40,387,307 191 $694,702,734 $6,135,452 $147,853,010
127 WA Whatcom Educational $40,311,677 88 $845,027,876 $0 $417,587,060
128 OH General Electric $40,262,485 88 $1,074,314,227 $0 $0
129 IN Indiana Members $40,237,338 507 $562,042,996 $1,048,532 $32,682,008
130 GA Associated $39,820,793 188 $235,920,419 $7,597,700 $289,608,732
131 CA Travis $39,770,800 135 $656,434,159 $10,219,020 $462,419,880
132 TX Firstmark $39,232,949 84 $308,383,113 $0 $0
133 WA Columbia $38,859,057 154 $501,996,202 $10,789,700 $287,763,905
134 WI Educators $38,802,620 253 $918,676,591 $21,633,753 $216,931,043
135 MI Genisys $38,675,670 237 $551,558,968 $6,686,163 $78,412,371
136 MN Central Minnesota $38,476,273 149 $501,437,413 $13,260,934 $284,156,207
137 UT Cyprus $37,973,665 137 $231,060,796 $16,449,177 $0
138 PA Pennsylvania State Employees $37,953,594 340 $1,188,839,817 $148,500 $150,411,754
139 CA San Mateo $37,343,649 63 $475,053,155 $6,678,459 $84,743,024
140 OR Unitus Community $37,334,635 221 $416,824,945 $11,277,227 $527,836,478
141 GA Georgia’s Own $37,124,227 115 $581,782,105 $4,400,650 $195,664,900
142 NY Sunmark $36,626,601 264 $265,076,146 $24,045,999 $0
143 MT Whitefish $36,604,333 164 $781,467,792 $0 $0
144 CA Santa Clara County $36,520,413 59 $153,998,333 $0 $15,418,337
145 WA Gesa $36,489,408 191 $502,524,116 $28,150,334 $500,473,166
146 UT University $36,273,352 236 $247,051,123 $12,475,640 $383,127,613
147 IN Interra $35,366,624 177 $556,171,291 $8,392,382 $43,079,748
148 CA Firefighters First $35,273,770 97 $756,447,701 $3,683,735 $198,612,048
149 CA Credit Union of Southern California     $35,053,484 67 $473,777,564 $4,534,987 $257,076,899
150 VA Northwest $34,745,318 115 $829,798,652 $15,524,871 $1,397,813,402
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151 NY Teachers $34,514,386 81 $1,839,028,730 $10,373,825 $1,234,289,021
152 NY Hudson Valley $34,424,759 154 $1,001,060,435 $21,640,003 $1,334,614,096
153 PA Citadel $34,214,049 101 $1,451,997,466 $6,236,298 $478,890,580
154 MA Jeanne D’Arc $34,090,783 91 $931,007,827 $10,714,077 $118,119,377
155 CO Canvas $33,854,498 106 $392,593,785 $15,868,446 $418,706,741
156 CA Meriwest $33,331,460 40 $722,479,274 $9,067,400 $766,936,079
157 UT Utah First $33,267,496 83 $156,057,110 $11,831,226 $0
158 NC Truliant $32,397,977 274 $528,865,487 $12,701,939 $45,022,059
159 NC Self-Help $31,902,528 135 $852,223,839 $0 $0
160 MN Affinity Plus $31,356,172 172 $546,407,230 $22,664,720 $1,323,041,214
161 OR Advantis $31,303,836 92 $411,731,231 $9,148,053 $867,901,532
162 CA American First $31,106,355 49 $362,342,799 $30,264,252 $657,994,511
163 MI Honor $31,022,199 235 $362,245,577 $11,526,285 $342,375,613
164 WI Capital $30,984,633 205 $723,741,844 $7,458,221 $197,447,614
165 MA Rockland $30,867,693 58 $585,917,231 $7,066,778 $216,284,276
166 SD Black Hills $30,861,546 112 $456,719,997 $4,629,701 $0
167 IN Teachers $30,748,211 138 $1,066,628,244 $230,859 $3,207,492
168 MD State Employees Credit Union of Maryland     $30,667,012 145 $1,510,733,793 $14,278,000 $895,078,667
169 NH St. Mary’s Bank $30,591,940 133 $338,392,266 $19,132,709 $585,302,974
170 NY Corning $30,521,302 237 $393,642,777 $6,762,317 $338,919,315
171 NM U.S. Eagle $30,496,871 71 $260,607,118 $4,534,258 $0
172 TX Credit Union of Texas $30,401,613 156 $208,976,483 $11,472,665 $0
173 ID CapEd $30,237,221 102 $233,526,568 $2,989,091 $3,135,319
174 IN 3Rivers $30,191,698 177 $334,458,917 $26,719,878 $445,996,986
175 IN Purdue $29,390,339 313 $650,310,888 $21,608,098 $483,394,701
176 ND Town and Country $29,224,898 110 $186,683,663 $13,567,767 $23,513,864
177 CA Partners $29,132,425 98 $519,420,203 $14,793,550 $822,645,976
178 NY Polish & Slavic $29,061,250 115 $906,252,941 $0 $55,129,455
179 OR Rogue $28,950,355 157 $242,279,737 $15,327,378 $178,433,291
180 OH Seven Seventeen $28,912,366 109 $417,513,615 $3,388,673 $11,684,863
181 OH Superior $28,906,731 218 $349,766,100 $12,617,358 $754,122,725
182 AL Avadian $28,663,933 136 $203,670,194 $16,984,246 $61,149,668
183 TX A+ $28,602,118 250 $514,328,836 $0 $0
184 CA First Entertainment $28,465,603 101 $540,535,397 $7,002,205 $117,891,853
185 NY Municipal $28,018,044 105 $923,173,102 $0 $19,847,153
186 VA Dupont Community $27,942,529 175 $527,308,997 $6,537,195 $73,857,759
187 TX FirstLight $27,877,393 109 $402,082,460 $2,754,432 $63,302,784
188 CA UNIFY Financial $27,436,377 50 $1,152,666,841 $10,138,419 $350,915,485
189 SC Sharonview $27,229,920 151 $823,923,793 $9,313,327 $21,236,740
190 CA Farmers Insurance Group $26,644,928 66 $252,193,634 $284,345 $0
191 NY AmeriCU $26,578,029 184 $577,204,925 $4,094,757 $254,384,681
192 CT Charter Oak $26,330,697 133 $599,325,261 $1,477,220 $168,946,299
193 CA Technology $26,328,161 36 $971,789,367 $0 $150,975,684
194 WI Verve, a $26,212,465 152 $514,139,482 $10,504,567 $258,178,128
195 NV Clark County $26,117,937 116 $246,482,405 $1,963,655 $0
196 SC SRP $26,002,770 184 $243,125,139 $13,110,249 $0
197 AZ TruWest $25,950,098 87 $402,571,166 $12,609,895 $176,506,794
198 PA Philadelphia $25,894,539 86 $324,844,747 $3,815,298 $152,195,280
199 NY ESL $25,754,420 171 $580,767,532 $17,065,804 $1,029,024,518
200 VA State Department $25,547,722 76 $659,061,586 $21,401,515 $147,654,709
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201 MO First Community $25,438,727 162 $391,264,240 $6,959,613 $540,607,975
202 WI Thrivent $25,304,880 94 $263,452,765 $4,832,230 $343,215,762
203 WA Salal $25,261,118 53 $231,959,066 $4,634,435 $290,288,660
204 OR First Community $25,079,002 147 $411,735,203 $12,993,895 $256,909,780
205 NY Empower $25,072,973 101 $394,640,889 $12,089,024 $622,730,967
206 IA Collins Community $25,010,804 158 $485,734,274 $27,038,227 $78,349,064
207 MD Tower $24,912,469 86 $441,851,553 $4,167,747 $989,212,093
208 TX InTouch $24,898,929 96 $201,205,327 $834,270 $5,882,711
209 OR Oregon Community $24,676,870 182 $399,413,674 $15,223,058 $225,000
210 IL Great Lakes $24,665,629 59 $275,102,282 $4,414,702 $256,401,339
211 FL Achieva $24,610,937 92 $418,209,623 $6,351,100 $253,208,415
212 IA Community 1st $24,585,801 110 $347,190,879 $4,803,902 $0
213 VT Vermont State Employees $24,358,431 121 $386,656,027 $6,511,166 $327,633,511
214 IN Centra $24,190,298 189 $489,973,518 $2,925,874 $175,560,953
215 CO Westerra $23,655,618 82 $445,270,395 $6,071,629 $374,598,868
216 IN Beacon $23,383,671 103 $737,415,642 $684,100 $3,356,896
217 UT Deseret First $23,247,925 99 $145,021,112 $28,444,607 $0
218 HI Hawaiian Financial $23,198,500 52 $310,045,889 $4,269,000 $0
219 TX Amplify $23,163,841 102 $301,629,580 $5,608,071 $218,826,216
220 GA Robins Financial $23,093,216 178 $386,310,230 $1,780,634 $295,590,115
221 IA Cobalt $23,023,485 45 $268,249,713 $6,692,681 $126,405,766
222 OR Selco Community $22,894,461 97 $381,845,302 $0 $0
223 WI Westby Co-op $22,880,882 144 $224,876,314 $2,979,825 $151,847,764
224 WA Harborstone $22,863,906 59 $448,153,589 $0 $78,564,470
225 AZ Arizona $22,859,494 110 $241,062,490 $4,065,108 $0
226 OR Maps $22,694,547 160 $201,950,129 $10,913,299 $0
227 AZ Vantage West $22,657,950 86 $474,432,742 $5,696,079 $70,639,904
228 WI Blackhawk Community $22,447,862 124 $220,350,814 $0 $244,185,485
229 ND First Community $22,352,272 77 $389,281,064 $6,047,619 $0
230 TX Texas Trust $22,233,569 213 $282,473,915 $0 $31,748,082
231 CA Northrop Grumman $22,197,090 44 $350,311,769 $0 $37,505,602
232 IA Community Choice $21,995,269 144 $112,883,261 $15,046,044 $0
233 CA California Coast $21,953,503 69 $741,281,594 $6,356,000 $209,885,191
234 TX United Heritage $21,922,609 101 $304,659,681 $7,543,666 $709,368
235 WA Sound $21,858,143 86 $544,703,144 $2,624,837 $0
236 TN Y-12 $21,720,729 76 $415,791,598 $2,625,083 $33,987,385
237 WI Superior Choice $21,538,748 183 $300,045,597 $1,351,043 $100,869,952
238 Ok Truity $21,536,603 102 $155,786,795 $16,812,350 $620,105,102
239 WI Marine $21,534,944 394 $350,769,941 $0 $481,044
240 FL Community First Credit Union of Florida     $21,507,306 136 $486,639,661 $0 $142,429,507
241 FL Space Coast $21,496,428 114 $667,083,027 $3,621,900 $715,600,741
242 kY Park Community $21,169,039 135 $354,105,137 $1,384,062 $0
243 TN knoxville TVA Employees $21,124,769 210 $598,369,694 $3,063,185 $0
244 CA Altura $21,112,825 45 $223,959,421 $367,500 $17,035,828
245 IN Notre Dame $21,070,450 102 $247,124,295 $15,411,061 $223,506,634
246 TN Tennessee Valley $21,017,008 129 $330,788,685 $1,878,400 $0
247 FL Florida $20,869,155 99 $228,526,643 $5,257,000 $127,785,138
248 MN Spire $20,596,583 133 $376,398,166 $9,617,639 $8,067,437
249 TX EECU $20,560,349 161 $346,910,464 $4,498,342 $183,352,551
250 AR Arkansas $20,481,779 349 $294,757,507 $9,999,131 $130,698,228
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251 HI Hawaii Community $20,282,215 47 $234,442,188 $0 $636,730
252 AL MAX $20,236,050 72 $319,361,420 $6,598,220 $138,799,012
253 NM State Employees $20,228,072 79 $182,287,482 $218,000 $2,122,343
254 MA Align $20,210,381 60 $276,706,003 $5,469,307 $229,034,755
255 MA Harvard University Employees $19,947,060 44 $405,774,830 $13,435,876 $412,692,354
256 NE Liberty First $19,945,873 121 $96,469,194 $14,960,874 $0
257 MI Lake Trust $19,904,289 104 $590,079,972 $0 $7,253,455
258 HI Hawaii State $19,879,220 38 $313,627,594 $10,055,140 $284,711,839
259 TX Smart Financial $19,648,429 55 $208,913,097 $2,612,203 $38,676,323
260 MI Frankenmuth $19,455,277 160 $194,043,286 $10,124,644 $258,988,136
261 NY Suffolk $19,432,605 232 $431,933,457 $307,800 $0
262 MA Webster First $19,354,178 71 $561,453,694 $1,106,050 $499,576
263 IN Hoosier Hills $19,249,182 149 $313,891,423 $3,796,965 $56,605,765
264 TX Austin Telco $19,164,412 108 $592,465,721 $1,021,409 $0
265 OH kEMBA Financial $18,904,789 121 $320,926,391 $1,906,966 $35,278,354
266 CA Pacific Service $18,712,475 67 $284,321,965 $8,044,425 $0
267 CT American Eagle Financial $18,669,412 97 $611,377,431 $20,949,335 $385,444,899
268 TN Leaders $18,658,278 125 $54,184,659 $10,398,916 $0
269 AL Alabama $18,626,974 66 $237,808,857 $0 $0
270 HI HawaiiUSA $18,565,456 25 $401,868,140 $0 $2,544,010
271 CA Christian Community $18,549,262 53 $471,624,894 $0 $39,198,091
272 PA Franklin Mint $18,247,281 51 $391,465,070 $22,913,060 $450,697,148
273 kS Meritrust $18,188,450 128 $296,960,313 $4,600,534 $207,013,242
274 Ok TTCU $18,183,886 110 $217,751,237 $22,550,966 $307,194,768
275 NM Sandia Laboratory $18,165,565 84 $671,876,349 $2,203,950 $36,809,188
276 FL Envision $17,943,035 72 $181,452,490 $2,764,329 $82,621,197
277 TX My Community $17,877,098 40 $62,360,780 $0 $0
278 CA USE $17,853,901 38 $431,512,239 $0 $191,414,820
279 MA Workers $17,696,304 55 $694,096,321 $5,528,454 $220,850,792
280 WA iQ $17,646,791 72 $267,899,286 $14,401,702 $192,100,251
281 GA LGE Community $17,480,476 87 $443,539,876 $1,096,096 $5,745,238
282 DC Department Of Commerce $17,425,095 46 $236,996,974 $0 $0
283 SD Dakotaland $17,362,203 155 $121,142,134 $8,983,327 $199,155,469
284 NY Self Reliance New York $17,337,999 28 $691,992,476 $0 $0
285 CA kern Schools $17,245,105 89 $620,680,510 $1,272,080 $166,529,763
286 CA Los Angeles Police $17,234,817 60 $312,196,912 $12,349,967 $243,390,036
287 Ok Communication $17,227,907 121 $129,878,354 $0 $53,751,513
288 TX Shell $17,200,637 135 $240,461,968 $7,121,929 $149,846,798
289 VT NorthCountry $16,940,478 95 $246,522,531 $6,306,708 $0
290 IL Consumers $16,938,200 87 $241,998,721 $11,199,050 $348,628,962
291 CA Bay $16,863,000 44 $213,568,043 $6,543,800 $350,257,622
292 MA Greylock $16,819,371 103 $509,490,310 $3,435,070 $355,281,994
293 ID Westmark $16,623,317 63 $222,628,114 $0 $55,044,385
294 CA Educational Employees $16,610,376 102 $403,406,143 $0 $0
295 FL Tropical Financial $16,566,223 61 $195,596,788 $11,878,898 $324,250,466
296 CA Schools Financial $16,462,204 117 $338,442,821 $3,214,537 $173,958,097
297 NC Latino Community $16,411,050 131 $209,824,956 $0 $0
298 MA St. Anne’s Of Fall River $16,407,447 57 $567,206,641 $16,093,383 $329,557,931
299 NE Centris $16,374,333 86 $192,738,611 $11,445,606 $429,143,223
300 ID Beehive $16,344,214 76 $118,439,878 $7,064,377 $0
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TOP MORTGAGe-LeNDING  
CReDIT UNIONs CHOOse ACUMA 

TO Be ReADY FOR

WhAT They’Re SAying... “ACUMA is the top choice for me in order to keep 
up with today’s ever-changing mortgage market.” 

Know what’s happening now ... and get insights on what’s next at 
ACUMA’s workshops and fall conference. Unique in  their credit union  
focus and all-encompassing subjects, ACUMA offers members 
workshop agendas exploring hot  topics on current and future mortgage-
lending issues, and an expansive conference program complete with 
networking opportunities. An ACUMA membership (an incredible value 
at $595 annually for everyone at your credit union) guarantees the 
lowest price at all events. Visit acuma.org for membership details!

wHAT’s 
Ne    T



“Excellent organization, great networking opportunities  
with the nation’s top CU mortgage lenders.”

“ACUMA is a great resource for credit unions. Your 
annual conference and training is awesome.”

ACUMA’s strategic partnership with Fannie Mae gives members access to discounts and services 

from the agency, including a series of free webinars.  In addition, our relationship with the 

Mortgage Bankers Association offers members discounts on the spectrum of the MBA’s educational 

products and programs.  You receive access to the ACUMA members-only website with Regulatory 

Alerts on important issues in Washington; free live webinars on mortgage topics; a guide to Realtors 

on a state-by-state basis; and quarterly data on Top 300 mortgage-originating CUs.  You also 

receive the twice-a-year ACUMA Pipeline magazine.  Best of all is the expert advice at events and 

the network of mortgage professionals you can draw from to make your own CU the best it can be.

ACUMA.ORg

13 MAy
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16 jUNe
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•  eXAMiNe purchase-money growth strategies, best practices for LOS selection, 
ideas for new product development, and so much more!

•  FiT the pieces together with expert speakers, intriguing “talk show” discussions, and 
compelling roundtables.

•  eNjoy exciting opportunities for networking and peer-to-peer exchanges with today’s 
leaders in credit union mortgage lending.

•  eXPerieNCe our two-day format; breakfast and lunch included; reception on the first night.

• PiCk from two locations—East and West.

e    Plore 2020 WorkshoP ToPiCs

•   heAr from industry-leading speakers on cutting-edge topics—in general sessions  
and breakout groups—as well as best practices from mortgage-lending credit unions.

•  TrAvel to the beautiful Gaylord National Resort & Convention Center, just outside  
Washington, D.C., on the Potomac River.

•  disCover the latest digital solutions with demos at the popular Digital Mortgage  
Showcase, back for its third year.

•  NeW This yeAr: A pre-conference workshop on “Crucial Conversations” on Sunday  
afternoon. Sponsored by the FHLBank San Francisco.

• TAke advantage of amazing opportunities to network with the best in the business.

•  eNjoy a three-day format with breakfast and lunch included, and two early-evening  
receptions.

22sePT
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e    PerieNCe CoNFereNCe eNerGy

e   TrAs For MeMBers oNly
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Tracy Ashfield
THE LAST WORD

  

In 2004 a study by Wholesale Access 
showed mortgage brokers held more 
than 65% of the mortgage mar-
ket share. Almost overnight 
it dropped to below 10%. Re-
cent reports show their share 
is again on the rise, but slowly.

So where is the business 
going? Market share by Inde-
pendent Mortgage Bankers 
(IMBs) is growing. Remem-
ber: These non-bank lenders 
have a singular focus in home 
financing. They aren’t “dis-
tracted” with deposit prod-
ucts, credit cards or auto lend-
ing. Every minute of every day 
their business is mortgage-
focused. Many are also are 
hyper-focused on creating a 
high-tech, high-touch experi-
ence for borrowers. 

IMBs are formidable com-

Tracy Ashfield is president of Ashfield 
& Associates, a consulting and training 
business that assists credit unions with 
mortgage lending. She also speaks at 
industry conferences and examiner 
seminars, and continues her work with 
ACUMA, where she is President-Elect..

petitors, especially when they are effective 
marketers. The numbers bear that out.

 
WHAT MUST CREDIT 
UNIONS DO?
So what does this mean for credit 
unions? The reality is that to gain 
mortgage market share, credit 
union leadership needs to stay 
focused. And I don’t mean just 
the mortgage team. Winning the 
battle for market share means the 
focus must come from leadership 
in IT, Marketing, Human Re-
sources, Finance and Retail Bank-
ing. Even the best and brightest 
from your Mortgage Team need 
help to grow. 

Over the past two decades of 
consulting I have done dozens 
of strategic planning sessions 
with credit union leadership 
teams. Generally, I am invited to 

“Independent 
Mortgage Bankers 
... have a singular 

focus in home 
financing. They 

aren’t ‘distracted’ 
with deposit 

products, credit 
cards or auto 
lending. Every 

minute of every 
day their business 

is mortgage-
focused.

“

“The reality is that 
to gain mortgage 

market share, 
credit union 

leadership needs 
to stay focused. 

And I don’t mean 
just the mortgage 

team.

“
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Seeing market share take a little dip in the first quarter was difficult 
for credit union mortgage lenders. What might be a more 
interesting aspect of the story isn’t the dip but where those loans 

went. 
We all know that credit union market share started its upward 

trajectory when the credit crisis hit more than a decade ago. At the same 
time, the owners of mortgage market share were changing. The big 
banks were in rough shape and dealing with a lot of negative press. In 
2008 Washington Mutual became the largest bank in U.S. history to fail. 
And mortgage brokers were closing up shop at unprecedented rates.

To Increase  
Market Share,  
It’ll Take a  
Village

facilitate these sessions because the CEO 
or the CLO has identified that mortgage 
is operating on an “island” and there is a 
sense that as a result, Mortgage is miss-
ing opportunities. 

Almost without exception I find Mort-
gage to be a bit “misunderstood” by de-
partment heads, and frankly, the Mort-
gage Team often don’t help themselves 
because they are rarely good at “telling the 

mortgage story” to their peers.  
When gathered in one room for 

the better part of a day in a planning 
session, it’s rewarding to see what hap-
pens when a CEO shares a vision for 
the role real estate needs to play in the 
credit union’s overall 
strategy and watch 
leaders work together 

to advance the housing 
finance strategy.      

IT WILL ‘TAKE  
A VILLAGE’
So, back to those Inde-
pendent Mortgage Bank-
ers. In their organization, 
the individual Chiefs 
of Finance, HR, IT, etc., 
are all focused on one 
thing—housing finance. 
That’s a lot of top minds 
focused on one line of business.

It’s also why I often tell credit union 
CEOs that it will “take a village” to raise 
the market share for mortgage loans. 

In summary, don’t let the recent mar-
ket share dip get you down. Early reports 
indicate the second quarter was much 
stronger for CUs than the first. 

There will always be competitors vy-
ing for market share, but credit unions 
have many strengths and many talented 
leaders. Gather your key stakeholders in 
all of your key disciplines and take a few 
hours sometime this fall to map out your 
2020 strategy.
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