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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.

WHO WE ARE

OUR CORE VALUES
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The Value of 
Membership
ACUMA Offers More–
to Every Member  
of Your Organization

By Tracy Ashfield

I am so grateful that we are starting to see the return of so many 
things we missed during the pandemic—celebrations, travel, time 
with friends and family. 

The dark days of Covid-19 (about 15 months by my count) have been 
a difficult time for all of us, for work, certainly, and for social events, 
too. 

But moreover, it has been a sad and stressful time of separation from 
family and friends and tragically, in claiming lives of those we know 
and love. 

As I reflect on these past months, 
and with hopes that things will con-
tinue to improve, I have also taken note 
of some of the positive things that have 
emerged from the pandemic. 

I missed seeing our members in per-
son during 2020. But so much good 
came out of ACUMA’s virtual educa-
tion and networking programs. Out 
of necessity we shifted our mission to 
electronic outlets—looking into the fu-
ture, if you will. 



Tracy Ashfield is the President of 
ACUMA. She can be reached at 

tashfield@acuma.org  or  
(877) 442-2862.
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Just like many credit unions learned 
to work remotely, we did too. And 
that allowed us to keep our bond with 
members and to help them get the in-
formation and contacts they needed to 
move forward.

Still, I know we missed visiting in-
teresting places for our events, and 
participating in the social gatherings 
with peers and business partners. But it 
was always with the understanding that 
we’d have those opportunities again, 
that we would prevail over the pan-
demic’s threat. 

And we have. We’ll soon be cel-
ebrating that “victory” when we host 
ACUMA’s Live Wire 25th Anniversary 
Annual Conference at the Gaylord Na-
tional Harbor across the Potomac from 
Washington, D.C. in mid-September.

 
LESSONS OF THE PANDEMIC
So what did we learn? Simply that 
ACUMA’s programming reached an 
unprecedented number of associates 
within your organizations.

When a credit union joins 
ACUMA its membership cov-
ers everyone at the credit union. 
ACUMA does not require indi-
vidual memberships for each 
person—one covers all of the 
people at your business.

We also offered our virtual 
programs (webinars, discus-
sions, question-and-answer ses-
sions, podcasts) to credit unions 
free of charge.

So when you saw an email 
announcing a program you 
thought would be interesting 
for your loan originators, for ex-
ample, every one of them would 
be able to participate from their 
desk (or wherever they had In-
ternet access) to hear directly 
from the speaker, ask ques-
tions and gain knowledge and valuable  
insights.

BEYOND THE MORTGAGE  
DEPARTMENT
If you came across information about 
a session on ALM or portfolio manage-
ment, you could forward that registration 

to your CFO or accounting manager. 
As I recall, our session on “Mortgage 

Loan Originator Compensation” issues 
relating to remote work and changing 
business models included about 30% of 
attendees from human resources. That 
phenomenon occurred again when we 
had a session that was relevant to both 
mortgage lenders and marketers.

For years I have heard comments 
from folks as they walked out of a ses-
sion along the lines of “I wish my HR 
(or Finance or Retail) colleague 
could have heard that discus-
sion.” We were able to make 
that a reality.

The ability to learn together 
with your colleagues yields 
great opportunities for col-
laboration, innovation and 
problem-solving. Listen to an 
expert for 40-to-50 minutes on 
an issue relevant to your busi-
ness, and it sparks conversation 
and new ideas.

Virtual program-
ming can help you 
advance your mort-
gage program by 
working across de-
partment lines to 
deal with challenges 
and create new prod-
ucts, as well as im-
prove efficiency and 
your members’ ser-
vice experience.  

MORE IN THE MAGAZINE 
Also, don’t forget that this 
magazine is a great way to 
share timely and relevant 
mortgage banking insights—
not only with those in mort-
gage lending but also across 
department lines.

I recommend you share 
our “Conversations with Leaders” 
Q&A with your Human Resources 
team. It has lots of relevant informa-
tion on your road to greater diversity 
among your employees and members.

The Pipeline magazine is available 
in print and electronically; accessing it 
electronically makes it easy to down-

load and share with your colleagues.

LOOKING AHEAD 
What does ACUMA see for the future? 
Well, first of all, we have assembled an 
impressive lineup of speakers for our 
in-person Annual Conference. It won’t 
also be offered virtually, so we hope you 
can join us at National Harbor.

We also have some terrific virtual 
programming planned for the remain-
der of the year. And in part because it’s 

been so successful and well-
attended, we’ll keep offering it 
in 2022.

You can also count on  
the return of our popular 
ACUMA Workshops.  We’ll be 
in Portland, Oregon in June; 
stay tuned for the announce-
ment of our second location, 
likely in the eastern United 
States.

Bottom line, an ACUMA 
membership is a bargain. For 
your credit union’s annual 
dues, currently at $595 a year, 
you get a ton of value, and 
all of it can easily be shared 
among your staff and across 
your organization.

ONE MORE THANK YOU
As many of you know, ACUMA 
founder and longtime Presi-
dent Bob Dorsa stepped down 

in 2020. But he stayed on in an advi-
sory role to help ACUMA transition to 
new leadership. That role has now been 
completed. 

We wish Bob continued success and 
thank him for his many years of service, 
helping build ACUMA into a vibrant, 
impactful organization for credit union 
mortgage lenders.

“

“
I missed 

seeing our 
members in 

person during 
2020. But so 
much good 
came out 

of ACUMA’s 
virtual 

education and 
networking 
programs.

“

“
The ability to 
learn together 

with your 
colleagues 
yields great 
opportunities 

for 
collaboration, 

innovation 
and problem-

solving.
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Bernie Chavira

A MESSAGE FROM  
THE ACUMA BOARD

  

‘Co-Elevation’ 
Through 
Cooperation

By Bernie Chavira

ACUMA Exemplifies the  
Credit Union Mission for  
a Win-Win

Why do we choose to join associations and networking 
groups? After all, these days most of what we seek to know 
can be found written on a website or shared through a blog.

It may be that the relationships and cooperation we experience 
through these groups is most meaningful to us. Over the past two 
decades in the mortgage industry, I have learned the most from 
conversations with other mortgage professionals—more than anything 
I have read in a book or training manual.

I believe it is during honest and vul-
nerable conversations that we grow 
the most. When we are open to co-
operation, we “co-elevate” each other; 
that is, we both benefit. And that’s a 
win-win situation.

This is why I believe that asso-
ciations like ACUMA serve a crucial 
purpose in providing the perfect set-

ting for these powerful experiences to 
occur. In other words, they serve as a 
catalyst for co-elevation.

The experience I’ve had with ACUMA 
has been extremely valuable in my  
career—not only for my own devel-
opment, but also for the development 
of the team I lead and for my organi-
zation.

MY WORKSHOP EXPERIENCE
I recall attending my first ACUMA 
workshop in San Francisco several 
years ago. I was excited and eager 
to make the most of the experience. 
Even though many of us had never 
met, everyone was welcoming and 
approachable.

Despite our geographic differences, 
we quickly realized how much we all 
had in common. It was evident that 
our goals and struggles were all too 
similar as we began to openly share 
information. Very quickly it became 
clear to everyone that we were all on 
the same team, and all representing 
the credit union movement.

At that point in my career, I had 
attended other credit union and 
leadership events through our local 
CUREN, but the ACUMA workshop 



“

“

This first ACUMA 
experience 

helped widen my 
horizons, helped 
me think bigger 

than ever before.

was on another level. I remember 
hearing about projects and strategies 
other leaders were work-
ing on, and I was thinking, 
“Man I hope to be there 
one day.”

As the workshop went 
on, I found myself feeling 
humble and doing a lot 
more listening than talk-
ing. Like a sponge, I was 
soaking it all in. Which 
was exactly what I needed 
to do at the time. After 
all, I was there to learn as 
much as possible.

This first ACUMA ex-
perience helped widen my horizons, 
helped me think bigger than ever be-
fore. Seeing others achieve what I had 
at first thought was impossible re-en-
ergized me and challenged me at the 

with the association and began at-
tending the annual conferences. Much 
like the workshops, the conferences 
were just as informative and full of op-
portunities to cooperate.

I can recall when ACUMA began 
discussing digital transfor-
mation at the annual con-
ferences. The association 
used the platform to lead 
the charge as many credit 
unions struggled to keep 
up with technology. With 
fintechs popping up and the 
Quickens of the world gain-
ing market share, the digi-
tal race was on! We would 
either evolve or risk getting 
left behind.

In response ACUMA cre-
ated an environment where 
credit unions were exposed 
to the latest technology and 
top-of-class vendor partners 

to help build our own digital strategy. 
With so many vendors offering dif-
ferent options, the open collaboration 
and sharing of information helped ev-
eryone co-elevate and not only adapt 
but thrive in the new digital age.

Alongside many of my colleagues 
my experience with the association 
began to evolve from participant to 
panelist at ACUMA events. It was my 
time to give back and help others by 
sharing my experience. The sessions 
that had helped me learn—from best 
practices to strategic planning—were 
now something I could help facilitate.

This is another thing the association 
does very well. It allows its members to 
participate in breakout sessions, shar-
ing their knowledge and experience in 
panel discussions. Some of the most 
valuable nuggets of information come 
from these sessions, and it also gives 
the panelist an opportunity to develop 
their own leadership and presentation 
skills. It’s another win-win situation.

AN EXCELLENT PARTNER
Overall, ACUMA has been an excel-
lent partner for me and my organi-
zation. It is a partner that cares. It 
provides value to the relationship. I 

same time.
ACUMA had created the perfect 

environment for all of this to occur. 
The workshop was full of great infor-
mation and knowledgeable present-
ers, but most of all, we had some of 
the best mortgage profes-
sionals from across the 
country who were ready 
and willing to share their 
experience.

The intimate workshop 
setting (fewer than 100 
participants as opposed to 
the annual conference set-
ting of nearly 500) allowed 
for lots of open discussion 
and collaboration to occur 
throughout the event. As a 
young leader, I found the 
experience invaluable. I re-
call coming back to the of-
fice with a legal-size note-
pad full of notes.

COOPERATION  
AND SUCCESS
It is amazing what these moments of 
cooperation can lead to—uncovering 
efficiencies, validating vendor rela-
tionships and discovering strategy 
options that may never have come to 
light. It gave me fresh perspectives to 
consider.

Coming back to my point, when 
we’re willing to share our 
successes as well as our 
failures, we co-elevate each 
other, and we all win. And 
this is something that truly 
sets credit unions apart for 
our competition. Most of all, 
it comes naturally to us as 
part of our roots in the cred-
it union mission—people 
helping people. 

After that first workshop 
I talked with my boss and 
asked if we could budget to 
attend the event each year. 

Thankfully, that’s exactly what we’ve 
done, and each year the workshops 
keep getting better.

As I developed in my career, I con-
tinued to deepen my involvement 

“

“

When we’re 
willing to share 
our successes 
as well as our 
failures, we  

co-elevate each 
other, and we  

all win.
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notICe oF AnnUAL MeetInG

Each year since 1997 and led by our Board of Directors, we have gathered to 
present ACUMA’s State of the Association via our Annual Business Meeting. This 
meeting historically has been held during our Fall Conference. 

In 2020, the pandemic intervened and the meeting was held virtually. This year, ACUMA returns to an 
in-person meeting.

The Annual Meeting of the American Credit Union Mortgage Association will be held during ACUMA’s 
Annual Conference. The meeting will take place at 8:45 a.m. on Wednesday, September 15, 2021 at the 
Gaylord National Resort in National Harbor, Maryland. 

Members are invited to attend; all Primary Members (Credit Unions and CUSOs) are eligible to vote. 
The meeting will include reports from Board Officers and the Board Nominating Committee, as well as 

a discussion of how ACUMA provided educational and networking opportunities for its members in the 
absence of our workshops and conference. 

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 eight 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 commitment for a Board 

   WHAt doeS  tHe ACUMA BoARd do?

Member includes conference calls as 
needed and two in-person meetings 
each year, including a planning ses-
sion and the Organizational Meeting, 
and attending ACUMA conferences. 
In addition they may also serve on 
standing or ad-hoc committees, and 
participate in occasional special proj-
ects.

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

  Be a member of ACUMA’s  
Primary Member Organiza-
tions (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 inter-
ested candidates. Openings will 
be communicated to ACUMA 
members through our website 
and the Pipeline magazine.

am thankful to Bob Dorsa, Tracy  
Ashfield, Krista Korfmacher (the 
staff) and the ACUMA Board who 
help make it all possible. As a new 
member of the board, I have gained 
a greater understanding of what it 
takes to make it all work.

It is remarkable to have mortgage 
professionals who give so much of 

their time to help us advance our mis-
sion. As we come out of the pandemic, 
it is more important than ever to foster 
cooperation and seek those amazing 
working relationships that co-elevate 
all of us. 

After all, we are still the underdogs 
in our industry, but together we are 
unstoppable.

Bernie Chavira serves as a member of 
the ACUMA Board of Directors, which 
governs the organization. He is the 
Assistant Vice President of Mortgage 
Lending Originations at Define Mortgage  
Solutions LLC, a subsidiary of Desert 
Financial Credit Union in Arizona.

6   ACUMA PIPELINE - SUMMER 2021



CU Servnet Ads_Acuma_final.pdf   1   6/23/2021   4:16:20 PM

www.cuservnet.org


www.cumembers.com


COnTenTS
PiPeline

MAGAZINE

SUMMER 2021

70
Marketing

60
Appraisals

technology
28

Leadership
14

ACUMA PIPELINE - SUMMER 2021      9

COlUMnS
1 About ACUMA
 Who Were Are, Our Mission and Core Values

2  president’s Column by Tracy Ashfield
 The Value of Membership

4  A Message from the Board by Bernie Chavira
 ‘Co-Elevation’ Through Cooperation

10  Regulation and Legislation by John J. McKechnie
 NCUA Ratchets Up Its Mortgage Lending Focus

12  Compliance Challenges by Kris Kully
 Qualified Mortgages: Present and Future

56  Honors, Awards & Recognitions
 Sharing the Success of CU Mortgage People

96  the Last Word by Tracy Ashfield
 Pay Attention to Homebuying Changes

ARTiCleS
14  Conversations with Leaders: Tony Thompson, NAMMBA

SpeCIAL SeCtIon: FUtURe StAte oF MoRtGAGe LendInG
18  CUs Invest in transformational technology 
22  prioritizing with Human-Centered design By Nick Higbee
24  planning for Millennial Homeownership By John Dumansau
28 Keeping Up with evolving Mortgage Business By Lori Smith
32  Key trends for digital transformation By Mark Wai
34  tuning Automation for efficiency By Jeff Williams

38.  Advances Create Loan-Making Challenges By Jerry Hubbard

44  Strengthening Member Connections By Amy Paulishak
46 the new paradigm for FIs By Karen Jenkins
50  Using eClosing technology By Jay Arneja
52 Industry Change Is Accelerating By Wallace Jones 
54 Using Remote online notarization By Clint Salisbury

60 overcoming a Low Appraisal By Vance Edwards and Chris Perry
62  post-Covid Fair Lending programs By Patti Katzban and Liza Warner
68 CFpB and Mortgage Servicing Compliance By Amanda Phillips
70 Meeting Borrowers Where they Are By Amanda Richardson
72  the Value of data Intelligence By Alex Kutsishin
74  Mortgage data Strategies By Chris Gassel
76  taking the Mystery out of eClosings By Paul Reichers
80  Serving Members during Housing Shortage By Sean Faries
86  top 300 Mortgage-originating Credit Unions 
 Statistics from the First Quarter of 2021

 Conversations
with Leaders

A Q&A with Tony Thompson, 
Founder and CEO of NAMMBA



10    ACUMA PIPELINE - SUMMER 2021 

John J. McKechnie

REGULATION & 
LEGISLATION

  

NCUA Ratchets Up Its Focus 
on Mortgage Oversight, Regulation

By John J. McKechnie

FAIR LENDING
One issue that has received increased 
attention is Fair Lending. NCUA over-
sight of this important regulation be-
came more of a supervisory priority in 
2020.

The federal agency conducted a Fair 
Lending and Consumer Compliance 
Regulatory Update webinar in Novem-
ber that served to reinforce the NCUA 
commitment to expanded availability 
of mortgage credit.   

During the session NCUA said Fair 
Lending compliance was “an essen-
tial part of the protection of consum-
ers in the most diverse and often un-

The Covid-19 pandemic had wide-ranging effects on the 
economy, and federal financial regulators—including the 
National Credit Union Administration—adjusted their 

supervisory activities accordingly in an effort to help their industries 
get through the crisis.

While direct funding and temporary protections for renters and 
homeowners garnered headlines, other nuts-and-bolts actions by 
NCUA have had tangible impacts on how mortgage lending credit 
unions continue to navigate the still-troubled waters.

Add to that the changed leadership at NCUA, from Republican 
Chairman Rodney Hood to Democratic Chairman Todd Harper, and 
credit unions are faced with new regulatory priorities that are worth 
careful assessment. 
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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.

Because of its 
ever-increasing 

prominence 
on credit union 
balance sheets, 

mortgage 
lending is 
certain to 
receive 

significant 
attention from 

NCUA.

“

“

derserved communities. Often those 
consumers require special protection 
from predatory lending practices, and 
NCUA must not only recognize that, 
but act upon it,” said then-Chairman 
Rodney Hood. 

NCUA staff discussed how 
loan modifications, credit re-
porting and fair lending poli-
cies and procedures would 
receive additional scrutiny by 
examiners in 2021.

Making good on that prom-
ise, NCUA staff from the Of-
fice of Consumer Protection 
has since noted that “in past 
years, we would routinely 
conduct between 20-30 Fair 
Lending exams. Now that 
number has at least doubled 
… and may continue to in-
crease.” 

NCUA also is instructing 
examiners to explicitly link 
HMDA data findings to fair 
lending oversight, especially in 
larger credit unions with more 
expansive mortgage lending 
portfolios

CONSUMER PROTECTION
In this and other areas, Harper, after 
assuming the chairmanship in Janu-
ary, has committed to ratcheting up 
NCUA’s consumer protection activi-
ties.

Data privacy, which for NCUA 
means increased ability of consumers 
to protect and secure their personal 
financial information, has become a 
centerpiece of the examination pro-
cess.

Harper told a May congressional 
hearing that “maintaining the privacy 
of member data is one of the corner-
stones upon which trust in the credit 
union system is based. Furthermore, 
misuse or unauthorized disclosure of 
confidential data, particularly data re-
lated to lending, may expose a credit 
union to litigation by a member and 
regulatory sanction by NCUA.”

NCUA has set forth enhanced data 
security and cybersecurity expecta-
tions regarding the privacy of mem-

ber information in examination ma-
terials. These are designed to ensure 
that credit union privacy policies and 
standards comply with applicable 
laws and regulations, particularly 

mortgage lending informa-
tion-sharing requirements 
established by the Gramm-
Leach Bliley Act.

Electronic mortgage dis-
closure requirements and 
privacy policies are also re-
ceiving renewed emphasis in 
credit union exams.     

CUSO REGULATION
Not all of the in-
creased attention to 
mortgage lending has 
been on the supervi-
sory side at NCUA. A 
regulation that could 
significantly alter 
the way that credit 
unions participate 
in all types of lend-
ing is currently un-
der consideration in 

the form of a rewritten Credit 
Union Service Organization 
(CUSO) rule. 

In December 2020, NCUA 
issued a proposed CUSO rule 
for comment. Both Hood and 
board member Kyle Haupt-
mann spoke of a need for CU-
SOs to remain up-to-date with 
market practices, particularly 
in the area of consumer lend-
ing.

Specific to mortgage lend-
ing, the proposed rule would allow 
CUSOs to originate any type of mort-
gage loan currently done by a feder-
ally insured credit union. The rule 
could enable smaller and mid-sized 
credit unions to better facilitate their 
mortgage lending business. By utiliz-
ing a CUSO, a credit union would 
reduce administrative costs and im-
prove pricing, without negatively af-
fecting an existing common bond.

The proposed regulation has gen-
erated its share of controversy. First, 
Harper, who was then a board mem-

ber, would not support the regulation 
as proposed. He said it posed a safe-
ty-and-soundness problem, as well as 
a consumer-protection problem.

Third-party vendor authority over-
sight has been an additional point of 
discussion. Harper expressed con-
cerns over lack of regulatory visibility 
or oversight of the CUSO.

While the proposed rule was put 
out for comment by a 2-1 vote (with 
Harper opposed), Harper in his role 
as Chairman has not put the item  
on the NCUA Board agenda for final-
ization. 

Predictably, the bank lobby 
has been stridently opposed 
to any modernization of the 
CUSO regime, and was able 
to persuade NCUA to extend 
the original 30-day com-
ment period, presumably as 
a delaying tactic. It is unclear 
when, if ever, the proposed 
CUSO rule will be approved 
by the NCUA Board. 

MORTGAGE  
LENDING FOCUS
Because of its ever-increasing 
prominence on credit union 
balance sheets, mortgage 
lending is certain to receive 
significant attention from 
NCUA.

As a senior NCUA risk 
evaluation specialist said, 
“given the complexities of the 
marketplace, the sheer size 
and risks of most portfolios, 
and the agency’s experience 

with the (2008-09) market crisis, you 
better believe we are looking more 
closely at mortgage lending than 
ever.” 

NCUA is 
instructing 

examiners to 
explicitly link 
HMDA data 
findings to 
fair lending 
oversight, 

especially in 
larger credit 
unions with 

more expansive 
mortgage 
lending 

portfolios.

“

“
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Kris Kully

COMPLIANCE 
CHALLENGES

  

Qualified  
Mortgages:  
Present and Future

OLD QMs
The first QM is the one with which 
we are all familiar]—[the 43% debt-
to-income ratio (DTI) QM. While 
the Consumer Financial Protection 
Bureau (CFPB) previously considered 
phasing out the “old” QM, the agency’s 
new leadership has changed its mind.

Accordingly, a closed-end residen-
tial mortgage loan will still constitute 
a QM when it has:

  A DTI that does not exceed 43%.
   Underwriting in accordance with 

the regulation’s Appendix Q.
   Points and fees that do not exceed 

the threshold (generally 3%).
  No balloon payment or other non-

standard payment arrangements. 

If the annual percentage rate (APR) 
does not exceed the average prime 
offer rate (APOR) for a comparable 
transaction by 1.5 percentage points, 
then the QM enjoys a “safe harbor” of 
compliance with the federal Ability to 
Repay Rule. If the loan’s APR exceeds 
that threshold, the loan gets a rebut-
table presumption of compliance with 
that rule.

Unless something changes, the old 
QM is available until October 1, 2022.

NEW QMs
A new QM category is also now avail-
able. For applications received on or 
after March 1, 2021, credit unions and 
other mortgage lenders can make QMs 

without a 43% DTI cap and without 
following Appendix Q, so long as the 
APR does not exceed 2.25 percentage 
points over APOR (for most first-lien 
loans).

As above, if the APR does not exceed 
the APOR by 1.5 percentage points, the 
QM enjoys a safe harbor of compliance 
with the rule; otherwise, the loan gets a 
rebuttable presumption of compliance.

Under this new QM, the loan still 
must meet the “old” QM restrictions 
against non-standard payment fea-
tures and limits on points and fees. 
The lender must still consider DTI (or 
residual income), but the regulations 
do not impose a cap. The lender also 
must still consider the consumer’s cur-
rent or reasonably expected income or 
assets, debt obligations, alimony and 
child support.

While that “consider” requirement 
sounds familiar, the regulations spec-
ify that for new QMs, a lender must 
develop underwriting standards and 
maintain written policies and proce-
dures for how it considers the required 
factors.

The lender also must, for each loan, 
retain documentation, like a worksheet 

Different Rules Apply to 
Today’s Different QMs

When explaining a lengthy and complex rulemaking 
process, it is tempting to look into the past and start at the 
beginning. However, for credit unions that simply want to 

understand the current boundaries of Qualified Mortgages (QMs), we 
should focus on the present.

In short, there are now several types of QMs from which credit unions 
may choose, each with its own parameters and requirements. In the 
future, though, all bets are off.
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or automated underwriting 
system certification, show-
ing how the lender consid-
ered the factors and applied 
its policies and procedures. 
The lender’s policies and 
procedures must describe 
any available exceptions to 
the underwriting standards, 
and the lender must keep 
loan-level documentation 
of any exceptions on which 
it relies.

The lender also must veri-
fy those amounts using rea-
sonably reliable third-party 
documentation. The lender 
is no longer stuck with the 
documentation require-
ments in Appendix Q, and 
instead may use any reason-
able verification methods 
and criteria. While some 
lenders may welcome that 
flexibility, lenders also may 
rely on specified verification 
standards of Fannie Mae, 
Freddie Mac, the Federal 
Housing Administration (FHA), De-
partment of Veterans Affairs (VA) or 
U.S. Department of Agriculture.

Accordingly, so long as loans stay 
under the 2.25 APR threshold, the 
new QM offers significant flexibility 
for credit unions to provide mortgage 
loans to their members. However, 
some work is required up front to en-
sure that product parameters, com-
pensating factors and allowable ex-
ceptions are in writing, and loan-level 
documentation processes are in place.

AGENCY QMs
Credit unions also may still make 
agency QMs. The regulations continue 
to allow the FHA,

VA and USDA to establish their own 
rules for what constitutes a QM under 
their respective programs, and those 
agencies’ requirements for this pur-
pose have not changed.

However, Fannie Mae and Freddie 
Mac (the GSEs) have changed their 
requirements. The GSEs (under their 
regulator’s orders) announced that as 
of July 1, 2021, they will purchase non-

exempt mortgage loans only 
if they meet the new APR-
based QM requirements.

In the past, particularly for 
certain loans with a DTI over 
43%, many lenders gained 
QM status by relying on GSE 
eligibility. Going forward, 
the GSEs will purchase those 
loans only if they also meet 
the 2.25 APR threshold and 
other new QM requirements. 
(The GSEs also may purchase 
loans that meet the Small 
Creditor Portfolio QM crite-
ria, described below.)

SMALL CREDITOR  
PORTFOLIO QMs
A “small creditor” may con-
tinue to make QMs 
without regard to cer-
tain old or new QM 
requirements, so long 
as the creditor retains 
the loans in its port-
folio.

A “small creditor” is, in 
somewhat simplified terms, 
a creditor that, along with its 
affiliates, extended no more 
than 2,000 first-lien, closed-
end residential mortgage loans 
during the preceding calendar 
year that were sold, assigned 
or otherwise transferred to, or 
committed to be acquired by, 
another person. In addition, 
the creditor and any lending 
affiliates must have total assets 
below a certain threshold. (For 
calendar year 2021, the asset 
threshold is $2.23 billion.)

Although small portfolio creditors 
must continue to consider a consum-
er’s current or reasonably expected 
income or assets, current debt obliga-
tions, alimony, child support and DTI 
or residual income, the creditors are 
not required to observe the 43% DTI 
cap or Appendix Q. Similarly, since 
March 1, 2021, they may make QMs 
without observing the 2.25 percentage 
point APR cap.

However, if the creditor sells, assigns 

or otherwise transfers the loan within 
three years, the loan generally will lose 
its QM status.

In addition, those small portfolio 
creditors that lend in a rural or under-
served area may continue to make bal-
loon payment QMs under special reg-
ulatory provisions, without complying 
with the old DTI or new APR caps.

QMs IN THE FUTURE
While the CFPB (under previous lead-
ership) wanted to eliminate the old 
QM (43% DTI/Appendix Q) by July 
2021, the agency now believes doing 
so could exacerbate the economic ef-
fects of the Covid-19 pandemic. By 
making the old QM available until 
October 2022, along with the new 
QM, the CFPB hopes lenders will 

have more tools to pro-
vide responsible, affordable 
mortgage credit while the 
economy recovers.

Of course, those addi-
tional 15 months also pro-
vide the CFPB’s new leader-
ship time to reconsider all 
the QM options described 
above. The agency expressly 
stated that it may revisit the 
old and new QM defini-
tions, as well as the ability 
of certain loans to “season” 
into QM status after three 
years of timely payments.

With those potential 
changes looming, credit 
unions may want to focus on 
the present, and worry about 
the future later!

For applications 
received on  

or after  
March 1, 2021, 

credit unions and 
other mortgage 

lenders can make 
QMs without a 

43% DTI cap and 
without following 
Appendix Q, so 
long as the APR 
does not exceed 
2.25 percentage 
points over APOR 
(for most first-lien 

loans).

“

“
Credit unions 

also may 
still make 

agency QMs. 
... However, 
Fannie Mae 
and Freddie 

Mac (the 
GSEs) have 

changed their 
requirements.

“

“
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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INDUSTRY VIEWPOINT

Tony Thompson
 

 Conversations
with Leaders

A Q&A with Tony Thompson, 
Founder and CEO of NAMMBA

J. Tony Thompson is the Founder 
& CEO of the National Association 
of Minority Mortgage Bankers of 
America (NAMMBA), an organi-
zation dedicated to increasing  
the engagement of women and  
minorities with the Mortgage 
Bankers Association at the local, 
state and national level. His  
vision is to create a platform where 
women and minorities can connect, 
grow and become leaders in the 
mortgage industry while providing 
a platform to recruit and train the 
next generation of mortgage  
professionals.

Thompson received his Bachelor’s 
Degree from South Carolina State 
University in business administra-
tion and an MBA from Webster 
University. In 2011, he received his 
Certified Mortgage Banker (CMB) 
designation from the Mortgage 
Bankers Association. He serves 
as a board member for the MBA’s 
Residential Loan Production  
Committee and he is a graduate of 
the MBA Future Leaders Program.

Over the last several years, 
Thompson has been recognized and 
featured in many industry publica-
tions for his dedication to the com-
munity and mortgage industry. He 
also serves on the board of directors 
for several non-profit organizations 
and is a member of Omega Psi 
Phi Fraternity, a historically Black 
fraternity founded at Howard  
University in 1911.

Q. What would you tell 
credit unions about why 
they should be build-
ing a diverse workforce? 
How would it benefit their 
organization and their 
membership?

A. First of all, I think most 
credit unions understand 
the importance of diver-
sity and inclusion and how 
important it is to have a di-
verse workforce. However, 
one of the most important 
reasons for growing di-
versity in a credit union  
should be to ensure the 
workforce mirrors the mar-
ketplace in which it serves its 
members.

Additionally, one of the 
premiere benefits in which 
most credit unions fail to 
realize is that by having a 
diverse workforce, it allows 

them to provide financial so-
lutions to close the wealth 
gap in many communities 
of color by serving their en-
tire population. What many 
credit unions sometimes fail 
to understand is these same 
employees will also help them 
understand “how” to service 
the community they are look-
ing to do business in.

Q. Can you speak to 
whether there is a cause-
and-effect of hiring mi-
nority employees (for ex-
ample, loan officers) and 
attracting more financial 
services business (for ex-
ample, making more loans 
for minority homeowner-
ship)? Simply, does hiring 
a more diverse workforce 
translate into gains for the 
financial services offered 
by credit unions?

“Having a diverse 
workforce is 
merely the 
first step in 

building market 
share within 
communities 
of color. How 

the credit 
union engages 

with these 
communities to 
introduce their 

brand and/
or services 
is equally 
important.

“

The purpose of this Q&A between Tony Thompson and 
ACUMA President Tracy Ashfield is to raise awareness 
of, and provide tools for, credit unions to build diversity 

programs into their workplace and culture. Thompson provides 
answers to ACUMA’s questions below.



“By listening to 
your current 
employees, it 
will help you 

identify themes 
or areas in 

which you can 
work with them 

to create a 
highly engaged 
workforce while 
also serving as 
a vital resource 

on how to 
approach your 

market outreach 
strategy to grow 

your member 
base.

“
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A. That’s a really good ques-
tion. Many credit unions 
often think by just hiring 
minority loan originators 
will automatically convert to 
more loan volume or other 
related services for the credit 
union. In fact, having a di-
verse workforce is merely the 
first step in building market 
share within communities of 
color. Additionally, how the 
credit union engages with 
these communities to intro-
duce their brand and/or ser-
vices is equally important.

Furthermore, having the 
right product offering, coupled 
with understanding any tradi-
tional or non-traditional be-
haviors on how this segment 
approaches lending is para-
mount to the ultimate success 
and impact of the credit union 
achieving its goals.

Q. How would a credit 
union get a diverse group 
of young people inter-
ested in working for it? 
What recruiting tools could they 
use? What type of culture within 
the credit union would be most at-
tractive?

A. First of all, every credit union must 
fully understand the evolution our new 
workforce is going through. Young 
people today who are looking to work 
in our industry want to make sure they 
work for a credit union which allows 
them to be their “authentic” selves as 
well part of a team which has meaning 
and impact to ensure the jobs they are 
doing will be more fulfilling. This does 
not mean today’s generation is not in-
terested in career growth and financial 
success. In fact, I would rather say, they 
want it all.

Q. What kinds of questions do you 
hear from young women/minori-
ties who are considering a job in 
financial services? What aspects 
of financial services jobs do they 
find attractive?

A. The job search for many 
women and minorities has 
taken a different approach 
over the last 5 to 10 years than 
the way most people would 
think about searching a job. 
For example, how a potential 
employer website looks to the 
job seeker is very important. 
Now more than ever, many 
employees start their job 
search as passive employees, 
meaning they are not look-
ing for a job but because the 
credit union does a great job 
of “connecting” with their 
marketplace, they then see 
themselves being in a position 
to work for the organization.

Additionally, now more 
than ever, employees are ask-
ing about the commitment 
to social/community impact 
their potential employer en-
gages or does not engage in. 
Again, in the eyes of today’s 
potential job candidates, they 
want to know where 
their employer stands 
on certain issues. Hav-

ing an intentional community 
engagement/outreach strategy 
will bode well for recruiting and 
retaining great employees.

Q. What are some road-
blocks to women/minor-
ity employment in financial 
services, including credit 
unions?

A. I think one of the basic road-
blocks to increasing diversity in 
the financial services industry, 
including in credit unions is the 
lack of awareness and knowledge 
diverse candidates have about 
the impact credit unions provide 
to the local community and how 
employees can help increase 
homeownership and wealth for 
communities of color by work-
ing for institutions who serve 
these markets. Everyone wants 
to be part of helping to build or 
rebuild their community.

Q. How would a credit union go 
about creating a diversity program 
for hiring and retaining employees? 
What steps would the CU take to 
start such an undertaking? How 
would it build a successful pro-
gram?

A. This is a great question. One of the 
things I see credit unions and other orga-
nizations try do is try to launch a full out 
DEI (Diversity, Equity and Inclusion) 
initiative. When I speak with leaders of 
organizations, the first thing I tell them 
in regard to launch or enhancing their 
diversity efforts is to conduct listening 
sessions with their current employees. 
By listening to your current employees, 
it will help you identify themes or areas 
in which you can work with them to cre-
ate a highly engaged workforce while 
also serving as a vital resource on how to 
approach your market outreach strategy 
to grow your member base.

Q. Can you provide examples of 
NAMMBA working locally to help 
women and minorities find finan-

cial services jobs? Can 
you cite a case involving 
a credit union?

A. Absolutely. As part of 
our mission to help connect 
great talent with organiza-
tions committed to D&I, 
NAMMBA, through its 
consulting arm, NAMMBA 
Consulting, works with its 
partners to help introduce 
and connect diverse talent 
to credit unions to their or-
ganization. We accomplish 
this by working to engage 
and introduce talent to 
credit unions where they 
have diversity needs in vari-
ous roles in their organiza-
tions. 

Recently, we had a Top 10 
credit union partner who 
approached NAMMBA to 
help increase diversity in 
their college recruitment 
program. NAMMBA put 
together a three-part series 

“
When I look at 
organizations 
who are more 
successful than 

others, one 
of the most 
important 

attributes I see 
is the leadership 

commitment, 
— how the 

organization is 
embedding  
D&I into its 
day-to-day 
operations.

“



to help connect college students to the 
company and allow them to share what 
it was like to work at the credit union 
as well as introducing careers within the 
mortgage industry.

Q. What are some of the im-
portant best practices you see in 
organizations that succeed in di-
versity? Are there other best prac-
tices that should be included?

A. When I look at organizations who are 
more successful than others, one of the most 
important attributes I see is the leadership 
commitment. When I say “leadership 
commitment,” I am referring to how the 
organization is embedding D&I into its 
day-to-day operations. For example, Does 
the organization have a hiring strategy to 
increase diversity? How does D&I impact 
the marketing practices and new prod-
ucts/services the credit union provides to 
its members?

Q. What other advice would you 
give the credit unions seeking to 
become more diverse in their 
workforce?

A. One simple step credit unions can 
take is to look at their current employee 
workforce demographics and under-
stand what they like about working at 
the institution. Secondly, ask them how 
the credit union can connect more with 
their community to assist more families 
in achieving homeownership or build-
ing/creating wealth.

Q. What statistics would you cite 
to show more diversity is needed 
in financial services/credit union 
workplaces?

A. The following are a couple of stat-
ics to help credit unions understand the 
business opportunity as well as justify 
their investment in growing D&I initia-

tives within their organizations to help 
increase talent, membership and loan 
growth.

First, we believe over the next five 
years, one-third of the existing loan origi-
nators will be retiring or leaving the in-
dustry (based on 2019 loan officer survey 
from NAMMBA Consulting).

More recently, according to a study 
from the Urban Institute, the overall 
number of new homeowners will in-
crease by 6.9 million from 2020 to 2040 
with nearly all of that increase coming 
from households of color.

Finally, when you consider three of 
every four homes last year were pur-
chased by a female Millennial or per-
son of color, these statics easily make 
the business case of the importance 
of companies understanding how to 
leverage diversity as a competitive. At 
NAMMBA, we are here to help compa-
nies do just that. 

WE’RE BACK! IN PERSON!
ACUMA Workshops 2022
After putting in-person workshops on hold last year due to the Covid-19 
pandemic, ACUMA will hold two of them next year—just like we did before 
things got dicey. You can save the date now for our 2022 workshop in Portland, 
Oregon, and we’ll soon be announcing a second 2022 workshop in the eastern 
United States.

ACUMA’s workshops offer great opportunities for learning and networking 
 in a setting much smaller than our Annual Conference, offering lots of 
opportunities for questions, conversations and discussion. The two-day  
format makes it easy to attend, and the information you take away  
will be more than worth the cost to attend. 

Watch your email: We’ll let you know when registration 
is open, and then you can review the agenda, topic and  
speakers. An opening-night reception, as well as two  
breakfasts and a lunch are included. 

Western  
Workshop 2022
• June 14-15, 2022
• The Nines Hotel
• Portland, Oregon

Eastern  
Workshop 2022
•  Information  

coming soon
•  Check ACUMA  

emails and  
website
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www.acuma.org


Build Value in 
Your Community
The Mortgage Partnership Finance® (MPF®) Program helps institutions and community 
lenders gain access to the secondary market where they can sell loans, receive a share 
of the profits, and create additional mortgage opportunities in their communities.

Learn more about the full suite of MPF products available for conventional/conforming 
and government loans by visiting FHLBMPF.com.

FHLBMPF.com
(877) 345-2673

“Mortgage Partnership Finance” and “MPF” are registered trademarks of the Federal Home Loan Bank of Chicago. The “MPF Mortgage 
Partnership Finance” logo is a trademark of the Federal Home Loan Bank of Chicago.

www.FHLBMPF.com


CU
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With Skilled Workers  
in High Demand,

CUs Invest in Transformational 
Technology

By Arch Mortgage 
Insurance

CUs Emphasize Their Advantages to Recruit Workers as Tech 
Drives Changes in Types of Skills Employees Will Need

Technology innovation, including advanced artificial 
intelligence (AI) applications, will transform the credit 
union (CU) industry and banking as a whole over the next 

decade.
Already, the benefits of digital innovation are evident. At the 

close of 2020, Fannie Mae asked lenders (including 38 credit 
unions), “How much has your firm experienced the benefits of 
digital transformation?”

Their answers showed:
  78% of lenders (including CUs) said 
digital transformation has reduced 
cycle times and increased productiv-
ity. 1
  73% of lenders said the digital trans-
formation has enhanced the quality of 
work (reduced data errors).2
  53% of CU leaders reported “invest-
ing a great deal of effort” in improving 
the customer borrowing experience 
and back-end efficiency.3

The FuTure  
STaTe oF 

MorTgage  
Lending



“

“
In PriceWaterhouse- 

Cooper’s recent 22nd 
Annual CEO Survey, 

76% of financial 
services cited talent 

shortages as a 
‘threat to growth,’ 

and industry leaders 
say the situation is 
‘putting banks and 

credit unions in a fight 
to fill positions critical 

to their mortgage 
operations. 

.

  73% of CUs said the benefits of digi-
tal transformation include a lower 
workforce turnover rate. 4

INVESTING IN THE FUTURE
The first half of 2021 brought a string 
of announcements of CUs 
making substantial invest-
ments in technology. In 
May, Nymbus, a newly 
formed banking solutions 
technology provider, an-
nounced a $20 million 
investment from VyStar 
Credit Union, Florida’s sec-
ond-largest CU. 5

In an announcement, Vy-
Star officials said the invest-
ment reflects confidence in 
Miami-based Nymbus and 
its “new approach for credit 
unions to innovate quickly 
for members that incor-
porates a truly sustainable 
growth strategy.”

In May, four CU orga-
nizations in Michigan and 
New Jersey pooled together 
$5 million to invest in a 
new credit union service 
organization, Think|Stack, to provide 
CUs with better digital experiences, 
data collection, and cloud and cyberse-
curity services.6

Also in May, a coalition of 16 CUs, 
including North Carolina’s Truliant, 
invested an undisclosed amount in 
Posh, a Boston-based maker of conver-
sational artificial intelligence (AI) tech-
nology for customer service, including 
online chatbots and phone bots.7

ATTRACTING TECH WORKERS
IS SIGNIFICANT CU HURDLE
These kinds of advances require not 
only substantial capital investment 
but also a workforce equal to the chal-
lenges. For more than a decade, CU 
leaders have put a great deal of focus 
on narrowing a perceived skills gap 
(compared to banks and new fintech 
lenders) and improving the retention 
of highly trained CU employees that 
other lenders and tech companies of-
ten try to lure away with high salaries, 

stock options and various other perks.
The rising demand for tech work-

ers is an issue for the entire financial 
services industry. In PriceWater-
houseCooper’s recent 22nd Annual 
CEO Survey, 76% of financial services 

cited talent shortages 
as a “threat to growth,” 
and industry leaders say 
the situation is “putting 
banks and credit unions 
in a fight to fill positions 
critical to their mortgage 
operations.” 8

The CU trade press is 
filled with stories warn-
ing about the difficulty of 
competing for tech work-
ers against better-funded 
rivals. Typical headlines 
include “Shortage of Em-
ployee Data Skills Could 
Be Holding Back Some 
CUs” and “Study Reveals 
a ‘Skills Gap’ That Jeopar-
dizes Future of Banking 
Workforce.”

When considering the 
challenge facing CUs in 
adopting next-genera-
tion technologies, it’s im-

portant to remember that 
two-thirds of all CUs are 
relatively small—with assets 
of less than $100 million. In 
addition, CUs have “a repu-
tation for being a step or 
two behind banks and tech 
firms” in terms of technol-
ogy, according to American 
Banker magazine. 9

On the positive side, in 
2020, the CU industry saw 
significant growth in terms 
of total assets and members, 
according to the National 
Credit Union Administra-
tion (NCUA).10 Due, in 
part, to competition from 
banks and fintechs, the 
number of CU organiza-
tions has been reduced 
through consolidation as 
the biggest CUs have grown larger, The 
Financial Brand reports. 11

HOW JOB ROLES ARE CHANGING
Fannie Mae’s digital innovations report 
reveals that technology adoption is rap-
idly changing job roles at CUs and other 
lenders. According to the report, 68% 
of lenders say “the scope and structure 
of their workforce has changed” with 
new technology and 91% expect even 
more changes to job roles over the new 
few years. 12

The Fannie Mae report outlined 
some of the job changes through di-
rect quotes from unidentified lenders: 
“We’ve shifted the initial (mortgage 
app) review from the loan officer to 
the underwriter,” said an executive at 
a smaller financial institution. “We ex-
pect these roles to be further enhanced 
and refined.”

An executive from a larger lender 
wrote: “Loan officers need to adopt and 
integrate digital tools into their customer 
sourcing and origination practices.”

In short, the new technology is free-
ing loan officers to focus more time on 
attracting prospective homebuyers to 
build the mortgage pipeline and origi-
nate more loans while digital technol-
ogy and automation handle more tasks.

CHANGES BEYOND 2030
Looking into the more dis-
tant future, CU job respon-
sibilities will change even 
more. “Today’s underwriters 
and processors are focused 
on verifying the data bor-
rowers submit, but with AI 
and automation technology, 
the job roles will switch,” 
said Will Vickers, Arch MI’s 
Vice President of Indus-
try Technology. “There will 
be a need for specialists to 
‘train’ the new software by 
isolating errors, teaching the 
systems how to handle am-
biguity better and develop 
new loan programs. Orga-
nizations will focus less on 
hiring people with specific 
skills but will instead bring 
in new hires who are highly 

analytical and adaptable to new ad-
vanced tools.”
“

“The new technology 
is freeing loan 

officers to focus 
more time 

on attracting 
prospective 

homebuyers to 
build the mortgage 

pipeline and 
originate more 

loans while digital 
technology and 

automation handle 
more tasks.

ACUMA PIPELINE - SUMMER 2021      19



20    ACUMA PIPELINE - SUMMER 2021

Footnotes
1  Fannie Mae, “Mortgage Lender Sentiment Survey: Impact of Digital Innovation on Lender 

Workforce Management.” May 2020. https://www.fanniemae.com/media/33566/display
2  Fannie Mae, “Mortgage Lender Sentiment Survey: Impact of Digital Innovation on Lender 

Workforce Management.” May 2020. https://www.fanniemae.com/media/33566/display
3  Fannie Mae, “Mortgage Lender Sentiment Survey: Impact of Digital Innovation on Lender 

Workforce Management.” May 2020. https://www.fanniemae.com/media/33566/display
4  Fannie Mae, “Mortgage Lender Sentiment Survey: Impact of Digital Innovation on Lender 

Workforce Management.” May 2020. https://www.fanniemae.com/media/33566/display
5   Nymbus press release. “Nymbus CUSO Secures Landmark $20 Million Investment by 

VyStar Credit Union.” April 27, 2021. https://money.yahoo.com/nymbus-cuso-secures-
landmark-20-120000976.html

6  CUTimes.com. ” $5 Million Investment Creates New Cloud & Cybersecurity CUSO.” May 
4, 2021. https://www.cutimes.com/2021/05/04/5-million-investment-creates-new-cloud-
cybersecurity-cuso/

7  CUTimes.com, “16 Credit Unions Invest in Posh,” May 12, 2021. https://www.cutimes.
com/2021/05/12/16-credit-unions-invest-in-posh-a-conversational-ai-focused-cuso/

8  Finastra.com, “Is a Future Mindset Key to Attracting Talent in Mortgage Lending?” 
January 2020. https://www.finastra.com/viewpoints/blog/future-mindset-key-attracting-
talent-mortgage-lending

9  American Banker, “CUs Lag in Tech. The Coronavirus is Changing That.” April 3, 
2020. https://www.americanbanker.com/creditunions/news/credit-unions-lag-in-tech-
coronavirus-is-changing-that

10  National Credit Union Administration 2020 Annual Report, December 2020. https://
www.ncua.gov/news/annual-reports

11  The Financial Brand, “How Big Do Credit Unions Need to Be to Survive?” March 31, 
2021. https://thefinancialbrand.com/111325/how-big-credit-unions-survive-ncua-
millennial-genz-digital/

12  Fannie Mae, “Mortgage Lender Sentiment Survey: Impact of Digital Innovation on 
Lender Workforce Management.” May 2020. https://www.fanniemae.com/media/33566/
display

13  CU Times, “Credit Unions Can Win the War for Talent,” April 19, 2019. https://www.
cutimes.com/2019/04/12/credit-unions-can-win-the-war-for-talent/

Arch MI is a leading provider of mortgage insurance in the United States. Backed by 
a solid capital base, Arch MI offers expert risk management and financial services 
to help mortgage lenders protect their investments and expand their origination 
opportunities. The combination of a risk-focused underwriting platform and extensive 
loan performance data means Arch MI can offer solutions backed by superior analytics to 
support customer needs.

© 2021 Arch Mortgage Insurance Company. All Rights Reserved. Arch MI is a marketing term 
for Arch Mortgage Insurance Company and United Guaranty Residential Insurance Company. 
Arch Mortgage Insurance Company is a registered mark of Arch Capital Group (U.S.) Inc. or its 
affiliates.

“

“CUs are also 
preparing for 
tomorrow’s 

staffing needs by 
investing more 

in recruiting 
at the college 
level, including 

internships 
and co-op 

programs that 
blend classroom 

learning with 
on-the-job CU 
experience.

CREDIT UNIONS ON CAMPUS
The CU movement’s efforts related to 
recruiting, hiring and retaining future 

leaders include es-
tablishing in 2017 
the Filene Research 
Institute’s Center of 
Excellence for the 
War for Talent at the 
University of Texas-
Austin. The research 
hub publishes reports 
and holds events 
dedicated to helping 
CUs address hiring 
and retention issues.

Among its initia-
tives, the Filene i3 
program helps CUs 
identify high-poten-
tial executives and 
provides professional 
development in new 
product development 
and agile methodolo-
gies.13

CUs are also pre-
paring for tomor-
row’s staffing needs 

by investing more in recruiting at the 
college level, including internships and 
co-op programs that blend classroom 
learning with on-the-job CU experi-
ence.

One example of how companies in 
the mortgage industry are identify-
ing future leaders is the data analytics 
competition created in 2017 for stu-
dents at Central Florida University by 
Addition Financial, based in Lake Mary. 
In the most recent event, CFU student 
teams used data sets about Addition’s 
loan portfolio to create predictive models 
and report findings to the CU’s manage-
ment. Winning teams receive thousands 
of dollars in scholarships during the uni-
versity’s annual data symposium.

Arch MI established an annual com-
petition in 2019 called Data Dive, which 
challenges teams from North Carolina 
universities to use data analytics to solve 
business issues for nonprofit organiza-
tions. Participating students crunch the 
nonprofit’s data to identify ways for the 
organization to use donations more ef-

fectively and improve client services. 
Arch MI also offers scholarships in 

conjunction with internship and men-
toring opportunities.

As not-for-profit organizations dedi-
cated to helping members, CUs appeal 
to Millennials searching for an employ-
er that is making a positive impact on 
their communities. 

According to Ray Springsteen, CEO 
of Abound Federal Credit Union in 
Radcliff, Kentucky, “Credit unions gen-
erally have great cultures, an incredible 
mission to serve members and lots of op-
portunities to learn and do more. When 
young people learn this, credit unions 
can compete with other organizations to 
recruit talented young people.”  

https://www.cutimes/com/2019/04/12/credit-unions-can-win-the-war-for-talent/
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Partner with us - a Correspondent that cares and believes 
in strengthening communities 
• Retained servicing on FNMA, FHLMC, FHA, USDA, and VA loans, protecting your members from 

cross-selling in the future

• Customizable FHA, VA, USDA and manufactured home training

• With Guild Correspondent, your members remain your members

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, 
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the Department of Financial Protection and Innovation under the California Residential Mortgage Lending Act; Licensed by the Mississippi Department of Banking 
and Consumer Finance; NV Mortgage Company #1141; Licensed by the New Hampshire Banking Department; OR ML-176; Rhode Island Licensed Lender; 
Company NMLS ID 3274 www.nmlsconsumeraccess.org/   All loans subject to underwriter approval. Terms and conditions apply, subject to change without 
notice. Guild Mortgage Company 5887 Copley Drive San Diego, CA 92111; For more licensing information, please visit www.guildmortgage.com/licensing

• Posting questions
• Engaging in discussions
• Sharing documents
• Viewing Top 300 Charts
• Reading Pipeline archives
•  Creating your own member 

community, and much more

For 25 years, networking has been a 
prime focus for ACUMA. Now we have 
expanded that focus with ACUMA 
Connected Community. With this 
exclusive online community members can 
find dozens of ways to further enhance 
their networking potential including

Watch your email for updated connected community information!

www.acuma.org
www.guildmortgage.com/licensing
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Addressing Competing Priorities  
of Lenders and Members with  

Human-Centered Design

By Nick Higbee
CUNA Mutual Group

Today, credit union mortgage lenders are facing a dilemma. 
It’s not a unique one, but it represents a sizable risk to 
growth and, especially, innovation.

The issue is competing priorities. On the one hand, member-
centric credit unions want to provide a digitally transformed 
experience for borrowers. On the other, they want to achieve 
operational efficiency to improve overall member satisfaction.

Credit union lenders must choose between solutions that benefit 
through-put and those that enhance member experience. It’s very 
difficult for them to choose the former over the latter, or vice 
versa. This is understandable given the various current market 
conditions and challenges the movement’s lenders are facing.

Addressing conflicting requirements 
starts by deconstructing what both 
sides of a modern home loan transac-
tion are looking to achieve. What are 
the true pains, gains, needs and jobs to 
be done underpinning “digital experi-
ence” and “operational efficiency”?

MEMBERS WANT SPEED;
THEY PRIORITIZE KNOWLEDGE
As for members, we hear a lot about the 
mounting demand for speed and self-
service, a long simmering trend now 
boiling over thanks to Covid-19. How-
ever, research conducted by CUNA 
Mutual Group’s H2 Innovation Center, 
both before and during the pandemic, 
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revealed consumers prioritize a differ-
ent pair of experiences.

Learning and empowerment scored 
much higher than speed and self-service.

Homebuyers and refinancers abso-
lutely appreciate speed, yet they priori-
tize a firm grasp of the various nuances 
that exist in today’s complex mortgage 
process. They appreciate micro-mo-
ments of discovery that create a sense 
of control and enable savvy financial 
decision-making.

A new study of consumer attitudes 
backs this up. In a consumer survey by 
marketing research firm Meyocks, 88% 
of consumers said brands should provide 
valued-added information to their cus-
tomers.

LENDERS WANT EFFICIENCY
FOR MORE TIME WITH MEMBERS
Digging into the lender desire for opera-
tional efficiency, CUNA Mutual Group re-
searchers made similar discoveries about 
root causes. Whereas the industry talks 
about things like automation of manual 
tasks and better connections between sys-
tems as means to larger volumes, there is 
another, more coveted, outcome 
for credit union lenders.

The research, which in-
cluded qualitative one-on-one 
sessions with lenders from 
credit unions of varying sizes, 
showed that efficiency really 
meant reaching a state where 
staff could slow down, answer 
questions and build lasting, 
impactful relationships with 
members.

It’s not uncommon for a 
credit union lending officer to 
express a desire to “get our origi-
nators off the phone.” But that’s 
not because they don’t value 
the human-to-human aspects 
of their vocation. In fact, it’s the 
exact opposite.

What CUNA Mutual research showed 
is that lending supervisors are happy to 
have staff on the phone—if they are coun-
seling a member on the size of a down-
payment or breaking down a loan esti-
mate; not so much if they’re populating 
redundant member data into an outdated 
LOS.

HUMAN-CENTERED DESIGN
UNCOVERS THE ROOT NEEDS

CUNA Mutual Group’s research was 
conducted as part of a human-centered 
design approach to digital lending in-
novation. Human-centered design is 
an iterative process during which de-
sign thinkers focus on user needs in ev-
ery single phase of design. In our team’s 
case, that user was both the cred-
it union member borrower and 
the credit union lender.

The idea is to gain empathy 
with users across their entire 
experience by having a strong 
grip on context. One of the 
valuable outputs of this exer-
cise is the identification of be-
havioral archetypes. This helps 
design thinkers define groups 
of users and better understand 
the various constraints and 
comfort levels each group is 
operating under.

Against the backdrop of this 
research, the conflicting re-
quirements of lending innova-

tion start to look a 
lot less conflicting. 
Members want to 
gain knowledge and empow-
erment; lenders want to give 
it. As lenders evaluate new 
people, processes and tech-
nologies to drive growth and 
innovation, they’ll need to 
look for solutions that make 
these two ambitions a reality.

These solutions should be 
geared toward transform-
ing what may appear at first 
blush to be competing pri-
orities into one symbiotic 
experience, dropping the 
wall between member and 
lender. After all, that’s the 
new expectation.

AT THE CONFLUENCE OF HUMAN 
EXPERTISE AND MACHINE 
CAPABILITIES
The pandemic catapulted innovations 
that drive efficiency through machines 
and generate learning through human-
ity to entirely new levels of success.

Telehealth platforms helped doctors 
see more patients without sacrificing 
personal engagement. Digital white 
boarding solutions mirrored in-person 
brainstorming without the time, ex-
pense and physical risks of getting ev-
eryone in a single room. At the height of 
local shutdowns, fitness centers shipped 
latent equipment to clients’ homes and 

conducted personal training 
sessions via IoT technology. 
(“The Internet of Things,” or, 
IoT, is the network of physi-
cal objects that are embed-
ded with sensors, software, 
and other technologies for the 
purpose of connecting and 
exchanging data with other 
devices and systems over the 
Internet.)

Providers have proved they 
can deliver the best of both 
worlds. Consumers have seen 
the possibilities. Through the 
confluence of human exper-
tise and machine capabilities, 
they are solving their medical 
issues, achieving their profes-
sional to-dos and beating their 
fitness goals.

The same expectation is coming for 
the lending industry—if it isn’t here al-
ready.

For both lending technology devel-
opers and buyers, the key will be laser-
focus on the user’s actual pains, gains, 
needs and jobs to be done, not just the 
ones that get the lip service. The prin-
ciples of human-centered design have 
never been more critical to ensure in-
novation adequately addresses needs, 
whether those needs are actually com-
peting or not. 

Nick Higbee

Nick Higbee is an 
innovation product 
consultant for CUNA 
Mutual Group. He is part 
of the product design team 
applying human-centered 
design principles to the 
development and iteration 
of the AdvantEdge Digital lending 
solution. Contact Higbee at nick.higbee@
cunamutual.com.
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By John Dumonsau
Black Knight

As More Millennials Seek 
Homeownership, Credit Unions  
Should Plan Accordingly

Credit unions have the unique opportunity to retain mem-
bers across the complete mortgage lifecycle. As such, it’s no 
surprise that they are highly regarded for their personal-

ized, member-centric service.
But as a new generation of homebuyers moves to the forefront of 

the mortgage scene, credit unions must be prepared to accommo-
date a different set of consumer expectations and habits.

An increasing number of Millenni-
als are seeking first-time homeowner-
ship, and experts expect this trend to 
continue intensifying due to built-up, 

post-pandemic demand. Millennials, 
whom Pew Research Center defines 
as individuals born between 1981 and 
1996—currently ages 25 to 40—now 

outnumber Baby Boomers as the na-
tion’s largest living adult generation.

In turn, credit unions have an in-
valuable opportunity to earn and retain 
the business of this new generation of 
homebuyers by tailoring mortgage ex-
periences to their needs.

Millennials expect instant access 
to tangible information, digital capa-
bilities and personalized offers that are 
timely and relevant. Maintaining a com-
prehensive portfolio of advanced prod-
ucts can help credit unions meet these 
demands and more, while appealing to 
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this growing population of homebuyers.

“GOOD” PRICING NOT ENOUGH
Credit unions are regarded for their 
member-focused approach throughout 
the mortgage lifecycle—something that 
can give them an edge in appealing to 
Millennial preferences. This opportu-
nity begins with offering prospective 
members the absolute best pricing for 
any mortgage financing scenario, down 
to the last basis point—what the indus-
try refers to as best execution.

Product eligibility and pricing have 
become exceptionally complex over the 
past decade, though, as investors have 
sought to price risk more accurately. 
Additionally, there has been a growing 
proliferation of specialized products for 
niche markets. This has made matching 
borrowers with the right loan programs 
increasingly complicated and error-
prone.

Therefore, it’s critical that credit 
unions leverage an advanced and com-
plete product, pricing and eligibility 
(PPE) engine to deliver the best prod-
ucts at the best rates in real time. In or-
der to effectively compete, this should 
include access to all leading mortgage 
products—conforming, 
non-conforming, jumbo 
and government products, 
as well as in-house portfo-
lio products.

The right PPE engine is 
instrumental to providing 
the instant offers and locks 
Millennials expect. An in-
dustry-leading PPE engine 
can help credit unions keep 
pace with these demands 
by automating key opera-
tional workflows. In par-
ticular, lock-desk automa-
tion can provide significant 
efficiencies for credit unions 
while delivering immedi-
ate rate locks to support the 
Millennial customer experi-
ence.

A credit union’s price data and lock-
desk functionality must connect seam-
lessly to a broad network of third-party 
technology providers to deliver the con-

mitigation function-
ality directly within 
its Servicing DigitalSM 
solution so members 
could request a for-
bearance via a self-
service prompt within 
just a few minutes.

REFINANCE AND  
EQUITY OFFERS
The mortgage market 
is highly competitive 
today, and homeown-
ers receive countless 
offers from competi-
tors each week. This 
presents another op-
portunity for credit 
unions to cater to 
members, especially 
Millennials, by proactively engaging 
them with personalized refinance and 
home equity offers at opportune times.

Recognizing that Millennials crave 
point-in-time information, credit 
unions can gain an edge by extending 
detailed offers to them when beneficial 
opportunities exist. From a member’s 
perspective, refinancing can be an at-
tractive option in low-rate environ-
ments if it reduces monthly payments. 
Similarly, when members reach 20% 
equity, it may be beneficial to refinance 
since they no longer need to pay mort-
gage insurance.

These are just a few scenarios that 
credit unions can monitor and leverage 
for proactive outreach. Credit unions 
have an advantage over the competition 
in retaining their existing members be-
cause they have the extensive portfolio 
data it takes to develop personalized of-
fers, and the brand familiarity it takes to 
be noticed amid competing offers.

Intelligent customer retention tech-
nology backed by industry-leading PPE 
data can help credit unions proactively 
monitor their servicing portfolio and 
identify loans that could benefit from 
refinancing based on a borrower’s eq-
uity position or current interest rate. By 
automating lead generation and calcu-
lating near-real-time pricing scenarios, 
these tools can help credit unions iden-
tify the right offers for the right mem-

venience, consistency and transparency 
that Millennial members value.

The lock desk serves as a vital com-
ponent in secondary marketing op-
erations and has a major impact on 
profitability. Every lock desk must 
deal with a myriad of changes, from 
switching products to price conces-
sions and complicated policies gov-
erning investor modifications. Credit 
unions can and should automate the 
management of interest-rate risk asso-
ciated with rate locks as loans funnel 
through the manufacturing process.

DIGITAL CAPABILITIES ARE  
FUNDAMENTAL
More than any generation preceding 
them, Millennials expect accurate, re-
al-time information at their fingertips 
throughout financial transactions. The 
homebuying process is no exception, 
and members of the generation embark 
on the complex journey anticipating 
digital experiences that mirror those 
they receive in other industries.

Throughout servicing, Millennial 
members want continuous engagement 
and real-time access to loan, home 
and neighborhood information via mo-

bile apps or the web. It’s essential 
that member-facing digital ap-
plications integrate with a credit 
union’s servicing system of record 
to ensure information is available 
in real-time, and actions can be 
carried out seamlessly.

This generation of members 
values intuitive digital dash-
boards where they can effortless-
ly make payments, understand 
their home value and calculate 
“what-if ” scenarios related to 
refinancing and recasting.

Similarly, digital capabilities 
can serve an important role in a 
credit union’s ability to be nim-
ble and serve members through 
varying regulatory and econom-
ic environments. For example, 
throughout the Covid-19 pan-

demic, credit unions had to manage a 
spike in forbearances afforded through 
the federal CARES Act. Black Knight 
observed the value of integrating loss 
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John Dumonsau serves 
as Solutions Specialist 
for Black Knight’s 
Secondary Marketing 
Technologies group. 
As an advocate for 
credit unions, he is 
passionate about 
helping them implement technologies 
that support great member experiences 
and help gain efficiencies. Black Knight, 
Inc. (NYSE:BKI) is an award-winning 
software, data and analytics company 
that drives innovation in the mortgage 
lending and servicing and real estate 
industries, as well as the capital 
and secondary markets. For more 
information on Black Knight, please visit 
www.blackknightinc.com.
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bers at the right time—the tri-
fecta of retention.

Finally, to reach Millennial 
members most effectively with 
personalized offers, it’s impor-
tant to serve them up through 
the same digital channels the 
members are already using to 
manage their loan. Don’t expect 
to effectively engage this popu-
lation of members by phone or 
mail, or efforts may fall flat. 

THE VALUE OF  
SERVICING
Credit unions inherently re-
tain mortgage servicing rights 
(MSR), but that doesn’t mean 
competitors won’t target loans 
with high-value rights and try 
to poach them with refinance 
offers. To combat this, credit 
unions can leverage MSR val-
uation to understand the value 
of their portfolio, down to the 
loan level.

MSR valuation is a new 
concept for many credit 
unions, and while calculat-
ing it is complex, it’s critical 
to thoroughly understand-
ing servicing performance. 
Daily, loan-level MSR port-
folio valuation tools can help 
credit unions not only track 
changes in value, but also 
identify what factors led to 
the changes.

In the case of Millennial 
retention, this granular un-
derstanding affords credit 
unions the opportunity to 
identify loans with high ser-
vicing value and take pro-
active steps to retain them 
through personalized offers 
presented through digital 
channels.

Credit unions already have 
many qualities that align 
with Millennial preferences. 
With the power of advanced 

technology, they can further hone these 
characteristics to maximize success in 
earning and retaining this new genera-
tion of homebuyers through experi-
ences that are digitally focused, time-
ly and personalized.

 

PROTECTS YOUR CREDIT UNION 
AGAINST MEMBER DEFAULT
An individualized program designed to 
assist lenders with creating new revenue and 
positive loan growth while transferring the 
risk of default.

– Increases revenue 10% – 15% on home  
equity loan portfolio

– Protects lender against member default 
– No foreclosure required
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By Lori Smith
Fiserv 
 

Keeping Up with 
the Evolving 
Mortgage 
Business

Like all mortgage lenders, credit unions enjoyed great success 
in home financing in 2020, despite the challenges wrought by 
the global pandemic. The real estate market was red-hot last 

year for a number of reasons, not the least of which was extremely 
low mortgage interest rates. 

As a result of high demand and relatively low housing inventory, 
home prices have appreciated markedly over the past 12 months, 
giving homeowners more equity to borrow against and more rea-
son to sell their homes and trade up.

To keep up with the high loan vol-
umes, many credit unions have invested 
in additional mortgage process automa-
tion. That trend is likely to continue at 
least for the next 12 to 18 months, as 
interest rates are expected to remain 
relatively low and pent-up demand for 
housing keeps buyers in the market. 

The Covid-19 pandemic pushed the 
industry toward digital lending because 
health concerns made it a requirement 
to conduct business, including many 

loan closings, remotely. As a result, a 
vibrant mortgage lending ecosystem 
arose that served to digitally connect 
the various parties involved in the loan 
origination process. 

Now, a new administration and new 
leadership at the industry’s largest fed-
eral regulator has changed the compli-
ance landscape, especially for credit 
unions that service their own loans. 

In this kind of changing business en-
vironment, leading credit unions will 

need to make smart choices in order to 
succeed. In this article, we’ll focus on 
some of the new options lending execu-
tives in these institutions have access to 
today. 

NEW TECHNOLOGIES  
FOR CHANGE 
When the pandemic struck and digital 
lending became a competitive imperative 
for all mortgage lenders, technology ven-
dors rushed to release new tools into the 
market. Much of this new loan automa-
tion has found its way into credit unions.

These tools come with the ability to 
either generate Application Program-
ming Interfaces (APIs), make API calls 
to get information required to process a 
mortgage loan, or both. These connec-
tions are vital to achieve the goal of fast, 
efficient digital loan origination.  

Almost overnight, the industry has 
seen consumer financial data flying 
through this network. Technologies that 
had been in development for the last five 
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years or more are finally being adopted 
and implemented out of necessity. The 
digital mortgage is coming into focus. 

This is a great benefit to lending 
institutions and the borrowers they 
serve, as it streamlines and speeds up 
the lending process, reduces costs for 
lenders and improves cus-
tomer satisfaction. 

From the perspective of 
smaller institutions, an ad-
ditional benefit has been 
the democratization of 
technology. Tools that had 
previously only been avail-
able to the nation’s largest 
lenders are now available to 
small- and medium-sized 
mortgage lenders.

This has been a welcome 
development because there 
has never been a better time 
to have quality software.

 
RISKS AND  
OPPORTUNITIES 
The risks lenders face today 
are largely the same as they have always 
faced. The only difference is that in a 
digital world where loan volumes are 
higher, the volume of risks increase, as 
do the potential costs. 

Lenders are held tightly to a specific 
set of business practices and can only 
offer products that meet strict federal 
guidelines. Deviating from these at-
tracts the opprobrium of the industry’s 
most powerful regulator and the cost 
of non-compliance is very high. 

Modern automated underwriting 
(AU) and Product and Pricing Engines 
(PPE) help ensure that lenders are of-
fering the right products to the right 
borrowers. The hard part is document-
ing the borrower’s financial condition 
and the condition of the real estate col-
lateral in the loan file that is ultimately 
delivered to the investor. Mistakes here 
can trigger buy-back requests that are 
very costly. 

Many credit unions will hold the 
loans they write in their own portfolio, 
servicing those mortgages internally. 
The risk here is consumer delinquency 
or default, which can occur even if the 
loans were underwritten carefully and 

fully documented. When that occurs, 
accurate data in the loan file gives the 
credit union options that may either 
help the borrower get back on track or 
out from under the property through 
foreclosure. 

These risks can only be mitigated 
when the lender receives 
better information earlier 
in the process. The qual-
ity of the data determines 
the lender’s ability to guard 
against risk and loss. 

When document process-
ing is manual and humans 
are tasked with document 
classification, data entry and 
data validation, the potential 
for errors and other risks in-
crease, especially in a high-
volume lending environment.  

It is noteworthy to men-
tion that many borrowers’ fi-
nancial documents are often 
uploaded by the borrower 
as one large image or BLOB 
(PDF, fax, etc.), creating more 

difficulty in accurately classifying each 
individual document and data key-
ing. Some lenders never separate these 
BLOBs into individual documents, 
causing more work and possible errors 
for all loan personnel in origination 
and other downstream processes. 

Although most loan processors have 
a good knowledge of industry standard 
loan documentation, their interpreta-
tion of a document taxonomy may not 
be the same. Errors are inevitable. 

Fortunately, lenders today have the 
opportunity to solve that problem. 

SOLVING A PERSISTENT PROBLEM 
The industry’s shift to digital has re-
sulted in credit unions gaining access 
to technologies that could finally solve 
one of the industry’s most persistent 
problems. 

Many of the legacy loan origina-
tion systems (LOS) in use today still 
lack sophisticated capabilities to clas-
sify origination documents and extract 
data required for the underwriting 
processes. Correct document classifica-
tion is required before data extraction, 
which then is compared to existing data 

“

“

Tools that had 
previously only 
been available 
to the nation’s 
largest lenders 

are now available 
to small- and 
medium-sized 

mortgage 
lenders.

for accuracy or uploaded to the LOS as 
new data.  

Document classification is a critical 
stumbling block that costs lenders time 
and money on every loan they close. 
Of course, back in the days when every 
document to the came to the lender on 
paper or via the fax machine, those docu-
ments existed on paper as the loan was 
processed. Automation was impossible 
without expensive scanning software. 

The pandemic changed all that when 
it propelled advances in digital lend-
ing. Now, these documents are appear-
ing on loan processors’ screens, where 
they are carefully studied to determine 
whether they are the correct documents 
and whether they contain the required 
information.

Better yet, technology is now able to 
recognize and properly classify docu-
ments. 

Even though lenders are receiving 
the information required to underwrite 
and process a loan electronically, they 
are still treating it the same way they 
did when it was on paper. They are task-
ing people with the job of staring and 
comparing documents on a set of dual 
monitors. 

This is an incredible waste of re-
sources and prone to error. Fortunately, 
technologies that were previously only 
available to very large correspondent 
lenders or mortgage servicers are now, 
as a result of the pandemic, available to 
all lenders. 

HOW OCR/ICR CONTRIBUTES 
Optical Character Recognition (OCR) 
and Intelligent Character Recognition 
(ICR) are two of these technologies. In 
use for many years by very large players 
in the industry, such as due diligence con-
sultants, who have to identify, classify and 
index thousands of digital documents in a 
very short period of time, OCR and ICR 
have now found their way into product 
suites that any lender can use. 

And just in time. One of the side  
effects of a very quick trip into the digi-
tal realm is that companies are often 
flooded with information before they 
have time to set up protocols to deal 
with the data effectively. The result 
is often low-quality information or  
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inaccurate data finding its 
way into the lender’s data-
base of record. 

Without an efficient way 
to rapidly process electronic 
documents, lenders face 
high risks of underwriting 
errors or delivering loans 
into the secondary market 
that contain errors. This 
also can result in buy-back 
requests that can be very 
costly and damaging to the 
enterprise. 

Today’s new data quality 
suites use advanced OCR, AI-powered 
document identification software, ef-
ficient document tracking and delivery 
capabilities that reduce errors and risk 
while they make it easier for the lend-
er to provide an improved borrower  
experience. 

The automation of existing manual 
time-consuming tasks has been shown 
to greatly reduce the time required to 
process, underwrite and close a loan. The 
number of borrower interactions can be 
reduced, thus raising the borrower’s ulti-

mate satisfaction level.  
In addition, the accuracy 

and speed of automation is 
greater when compared to 
manual classification of each 
individual document. With 
automation that delivers great-
er accuracy faster, the time to 
close a loan is reduced. Profit-
ability potentially increases. 

A BETTER PROCESS  
REGULATORS CAN SEE 
When regulators visit the 
credit union one of the ques-

tions they hope to answer is: Is non-
compliance a pattern of behavior with 
this institution? The answer is almost 
always no, but proving it is an important 
part of the audit. 

Today’s modern data quality software 
doesn’t just handle documents and ex-
tract accurate information. It can also 
be used to easily create document sets to 
deliver to external auditors that clearly 
indicate the process and procedures at 
work within the institution. 

Today’s mortgage business is evolv-

ing in response to pandemic-related 
changes, new regulatory requirements 
and changing consumer demands. 
What isn’t changing is the need for ac-
curate data and document management 
within the credit union.  

There are many new technologies 
available to credit unions today. Without 
technology that facilitates the capture and 
use of high data quality, the lender may 
face more risks than ever before. 

Fortunately, these new technologies 
are available today to lenders of any 
size. Credit union executives who seek 
them out will reduce their exposure to 
risk and increase their chances of set-
ting their institution up for success.

Lori Smith

www.radian.com
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By Mark Wai
Radian

Five Key Trends Defining the 
Mortgage Industry’s  

Digital Transformation

Digital technology has radically reshaped virtually every 
type of industry, from personal transportation to publish-
ing, and it’s a safe bet that if a business model hasn’t already 

been disrupted by tech, it will be soon.
What does this push towards digital transformation mean for the 

mortgage industry?
Anyone who has applied for a mortgage recently or works in 

a mortgage-related profession has seen that things are changing 
quickly. But there’s still a long way to go: Until recently, the mort-
gage process had remained roughly the same for 20 or 30 years, so 
there’s a lot that needs to be reimagined.

Here are five key trends that are 
defining this exciting moment of re-
invention for the mortgage industry. 

1. We are on the path to  
total digitization.
From a macro perspective, one thing is 
clear: The mortgage industry is an excel-
lent candidate for a top-to-bottom digital 
transformation. We are at a stage where 
digital capabilities like predictive analyt-
ics and machine learning can effectively 
be put to work on the complex repetitive 
tasks and oceans of data generated by the 
mortgage process.

The FuTure  
STaTe oF 

MorTgage  
Lending



Even more importantly, 
changing consumer expecta-
tions are propelling the indus-
try forward. Consumers know 
how tech can help stream-
line services they rely on, and 
they’ve come to expect easy-
to-use, frictionless experiences. 
For too long, the norm in the 
mortgage industry was just 
the opposite—slow, inefficient, 
complicated and analog. That 
doesn’t cut it anymore.

Over the past few years, 
the mortgage industry has 
seen a lot of promising new entrants, 
both products and business models. 
But mortgage and real estate transac-
tions, by and large, are still very cum-
bersome, slow, manually intensive and 
expensive. And the vast majority of 
digital products remain specific to one 
part of the real estate transaction.

Thankfully, though, we’re start-
ing to reach the point where tech-
nology can help make operations at 
every point in the mortgage life cycle 
faster, more accurate, less bureaucratic 
and less costly for everyone involved. 

2. Back-end  
automation is power-
ing the next stage of 
transformation.
You can, of course, already 
apply for a mortgage on-
line—a necessary first step 
in terms of convenience. In 
most cases, however, that on-
line application still gets fed 
into a back-office process that 
is nearly as analog as it would 
be if you walked into a physi-
cal office. Your application 
information may have been 
entered online and captured 
digitally, but the rest of the 
process is analog and largely 
sequential.

The industry’s next big leap 
forward will come from lever-
aging a vast amount of data 
available digitally, including 
as property information, bor-
rower assets, income and credit 
information, to automatically 

process and analyze mortgage 
applications, and carry them 
through the entire mortgage 
life cycle and ecosystem.

This will drastically reduce 
the amount of information 
an applicant needs to submit, 
as well as the need to enter 
the same information dur-
ing the different stages of a 
mortgage application. From 
the lender side, data analyt-
ics can also distill insights 
necessary to make good  
underwriting decisions.

3. Speed is where we’ll see  
the most progress soon.
Digital advancements like the ones 
mentioned above can drive efficiencies 
of all kinds, but increased speed is the 
area where consumers will most im-
mediately benefit. Why should it take 
so long to process a mortgage?

Usually, a prospective homebuyer 
has to plan on weeks, if not months, 
for the processing of a mortgage—an 
anxious time for buyers. Digital pro-
cessing should be able to reduce the 
turnaround time from origination to 

completion dramatically—
from months to days, and 
eventually hours.

4. Emerging 
technologies like 
blockchain and 
artificial intelligence 
will further remake 
the mortgage life 
cycle.
Beyond mortgage origina-
tion, the mortgage industry 
is quickly developing tech-
nologies that connect the en-
tire mortgage ecosystem and 
value chain. Innovations like 
eClosing, automated valua-
tion, AI-based appraisal and 
“straight through settlement” 
are quickly on their way to 
becoming the norm.

A little further down the 
road, technologies like block-
chain also have the potential to 
transform and replace decen-

tralized and expensive processes such as 
title search, title transfer, underwriting, 
managing legal documents when there are 
multiple parties involved in a transaction, 
and more. It is not unthinkable that one day 
in the near future the en-
tire mortgage process will 
be seamlessly enabled by 
technology without a sin-
gle human touch point.

5. Great customer 
service and pro-
fessional exper-
tise will remain 
essential.
Despite—or perhaps 
because of—the tech-
nological advance-
ments that are cur-
rently happening in the 
mortgage space, great 
service and the smart, 
nuanced advice of ex-
perienced professionals are more im-
portant than ever.

Anyone who has ever tried to talk to 
a customer service representative when 
they’ve had a problem with Google, 
Facebook or their financial institution 
knows that humanity is in short supply 
on the digital frontier.

Yes, customers want speed, price and 
convenience, but they also want a per-
son to talk to when things go wrong, or 
if they want personal advice. 

Mark Wai, Executive 
Vice President and 
Chief Technology Officer 
at Radian, has been 
building applications 
and stirring things up 
in technology for two 
decades. Regarded in the 
industry as a technology 
turnaround expert, 
Wai has a track record of delivering very 
large technology programs. Before joining 
Radian, he spent several years as an 
entrepreneur running two start-ups. As 
Radian’s CTO, Wai dedicates his energy 
to re-imagining how the mortgage and 
real estate industry ecosystem should—
and will—look.

Mark Wai

© 2021 Radian Group Inc. All rights reserved.

“The mortgage 
industry is 
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for a top-to-
bottom digital 
transformation.
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entire mortgage 
process will 
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without a single 
human touch 

point.
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Tuning Credit Union 
Automation for Efficiency

By Jeff Williams
FICS

Credit unions set themselves apart from other financial institutions by providing exceptional 
customer service. Experts in delivering a satisfying member experience, credit unions are 
often leaders in their markets.

But what satisfied mortgage borrowers in the past may not be the key to the same high scores in 
the future. 

This is especially true in mortgage lending, one of the most complex products the credit union of-
fers to members.

This past year, servicers had to quick-
ly implement forbearance programs 
with varied requirements based on 
the different agencies and loan types. 
Now, servicers are navigating the end 
of Covid-related forbearance for many 

borrowers.
Credit unions that are well versed 

in technology and experienced in ser-
vicing have navigated the forbearance 
process successfully, keeping their 
members happy.  

Leading credit unions have been us-
ing technology effectively for years, 
but during that time new tools and 
processes have been layered across the 
enterprise such that few are enjoying 
the efficiencies that modern loan origi-
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nation and servicing software were de-
signed to provide. 

Now is the time to take a closer look 
at automation in your credit union. 
Auditing the tech stack, drilling down 
to required capabilities and ensuring 
the right functionality is both available 
and turned on in your institution. By 
doing this work now, your credit union 
will be prepared to shine, whatever in-
dustry changes are on the horizon.

 
AUDITING THE TECH STACK 
The first step in determining how well 
your credit union’s existing tech stack 
is meeting its needs and the changing 
needs of its members is to slow down—
as crazy as that may sound in a real es-
tate market that won’t slow down.

Performing a thorough audit of the 
processes and technologies your credit 
union currently uses doesn’t take long. 
The benefits make it time well spent. 

Many credit unions have built up 
various processes over many years, de-
cades in some cases. If they don’t take 
time periodically to slow down and 
evaluate those processes from a high 
level, they run the risk of falling into a 
trap.

We’ve all heard the phrase, “That’s 
just the way we’ve always done it.” It’s 
never good to hear that. 

Legacy processes are not necessarily 
bad ones. Some are still vitally impor-
tant. They are the result of everyone 
in the institution doing their 
part to better serve the credit 
union’s members. But when 
these processes work they are 
rarely questioned afterward. 
New processes are just lay-
ered over them. 

After a while, the basic work-
flows required to meet mem-
ber needs get buried under a 
lot of work that may no longer 
be necessary, especially when 
the credit union has good au-
tomation to fall back on.  

TOP-DOWN APPROACH  
TO EFFICIENCY 
While credit unions suffer 
from the classic problem of 

“Performing a 
thorough audit 

of the processes 
and technologies 

your credit 
union currently 
uses doesn’t 

take long. The 
benefits make it 
time well spent.

“

“Performing 
a thorough 
audit of the 

processes and 
technologies 
your credit 

union currently 
uses doesn’t 

take long. The 
benefits make 

it time well 
spent.

“

siloed operational departments far less 
than other institutions—perhaps be-
cause of their enterprise-wide view of 
the member experience—auditing ex-
isting technology requires a broad view.  

Some credit unions delegate the audit 
process to loan production executives; 
others enlist servicing executives or IT 
professionals. But an audit should really 
takes a view into all three of these areas. 
This work may also benefit from expe-
rience in other parts of the credit union 
business. 

When a project manager with broad 
experience handles your automation 
audit, you are more likely to get a com-
plete view of (a) the processes currently 
in use in your institution and why/how 
they benefit members, (b) the software 
systems in use across the enterprise 
and (c) the overall goals of your credit 
union. 

In addition, a good project manager 
expedites the audit process to find, con-
nect and manage the resources neces-
sary to improve processes.  

The project manager takes ownership 
of the “target” set by management—
the end state that will result in higher 
overall efficiencies and better member 
satisfaction. As the audit progresses, the 
project manager will be looking for:

   Outdated processes that no longer 
serve credit union staff and/or mem-
bers. 

   Manual processes that can be han-
dled more efficiently by exist-
ing software. 

   Slow connections to third 
parties that create friction 
during origination or ser-
vicing. 
Project managers then 

work with various resources 
to discontinue processes that 
are no longer required. They 
also work to automate other 
processes and build stronger 
connections to third parties, 
work that is largely done today 
through APIs. 

INCREASING 
AUTOMATION
APIs (Application Program-

ming Interfaces) are software-to-soft-
ware interfaces that enable applica-
tions to easily communicate back and 
forth without the need for direct user 
intervention. APIs enable secure con-
nections between loan origination and 
servicing software, core systems, credit 
bureaus and government sponsored 
enterprises, eliminating the need for 
manually inputting data into each sys-
tem.  

APIs allow 
mortgage profes-
sionals to order 
fulfillment servic-
es from MISMO-
compliant service 
providers or share 
data across plat-
forms, allowing 
users to remain 
in one system to 
provide support 
to their customers. 
Work that previ-
ously required 
phone calls, data 
uploads and re-
port processing 
is now completed 
with a single click. 

Without an au-
tomation audit, credit union software 
users may not be aware of new APIs 
that have been built into their existing 
systems. They may well be performing 
work manually that could more easily 
and quickly be performed by automa-
tion they already own. 

Second, APIs can do more than just 
connect systems and share data. They 
can also automate complex procedures. 
This can be a great benefit to mortgage 
servicers. Using an API, you can sched-
ule work that was previously done by 
staff to be automatically completed af-
ter hours or on weekends. 

Knowing how best to apply these 
powerful tools requires the credit union 
(a) to know what processes are required 
today to best meet member needs, (b) 
to know what APIs are built into the 
platforms in use in the institution and 
(c) to test new automation to ensure 
performance matches expectations.  
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Jeff Williams is the API 
Team Lead for FICS 
(Financial Industry 
Computer Systems, Inc.), 
a mortgage software 
company specializing 
in cost-effective, in-
house mortgage loan 
origination, residential 
mortgage-servicing and commercial 
mortgage-servicing software for mortgage 
lenders, banks and credit unions. FICS 
also provides document management and 
Web-based capabilities in its full suite 
of products. You can reach Williams at 
JeffWilliams@FICS.com.

Here are three steps that credit union 
managers, both in the loan origina-
tion and servicing departments, can 
take to achieve effective automation. 

1.  Identify and document 
your current processes. 

Start by answering these questions: 
   What systems and software do you 
currently use? 

    What steps do personnel 
using these systems take? 

   Who is responsible for 
each step? 

   What repetitive tasks do 
your staff handle every 
day (e.g., end-of-day re-
ports)? 

   Does the software utilize 
APIs that allow users to 
automate these tasks? 

   What steps, if any, are 
required to connect your 
systems?  

   What data is transferred 
between systems? 
In most cases, the an-

swers to these questions 
allow management to find 
opportunities to stream-
line processes, eliminate 
unnecessary or redundant 
technology, and fully utilize 
built-in APIs to automate 
tasks, especially those that 
connect systems. 

2.  Set up a test envi-
ronment to make 
it easier to deter-

mine which tasks can be 
effectively automated and 
to prevent disruption. 

A good test environment:  
   Protects your live data while 
letting you test on actual data. 

   Allows you to run tests mul-
tiple times by restoring from 
database backups. 

   Makes it easy to compare re-
sults to production by 
taking nightly database 
backups and testing in 
parallel. 

You should always 
test new automation on 
real data, but never put 
your actual data at risk. 
Regular backups can 
be an excellent pairing 
for your test database, 
allowing the project manager 
to ensure that expectations are 
met before new automation is 
put into production. 

3.  Assign a project 
manager to investi-
gate how to increase 
automation and 
improve processes 
across the enterprise. 

A project manager who can 
take a top-down view is essen-
tial in working toward automa-
tion. Choose someone who:  

   Is familiar with the software 
and systems in use in the 
credit union. 

   Has a top-down view to spot
      bottlenecks and inefficient processes.  

   Is capable of finding and connecting 
the required resources. 

   Knows how to set goals 
and timelines to expedite 
the automation project. 
Credit unions have ac-

cess to very powerful tools, 
for both the mortgage loan 
origination and mortgage 
servicing departments. Get-
ting the most efficiency out 
of these tools requires an au-
tomation audit.

The results—increased 
speed of loan origination, 
more efficient loan servicing 
and reduced overall costs—
are well worth the time in-
vested in a thorough exami-
nation of your credit union’s 

automation capabilities.

THREE KEYS TO AUTOMATION 
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“Mortgage Servicer is an ideal way to do 
investor reporting. I click four buttons 
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RISK MANAGEMENT

Advances in Making 
Mortgage Loans 
Create Challenges 
in Managing Them
By Jerry Hubbard
FHN Financial Capital Assets

The speed and efficiency at which a mortgage can be granted 
today has improved significantly since credit unions began 
to originate mortgages on a larger scale in the mid-1990s.

Advances in technology have improved the member experience 
and have created noticeable lender efficiencies along the entire 
mortgage supply chain.

A largely unnoticed byproduct of technological advances 
is the change in the behavior of a typical portfolio of prime 
credit mortgages, particularly when interest rates decline. 
Even a marginal decline in rates will trigger a surge in refi-
nance applications due in large part to the plethora of lend-
ers offering no-cost/low-cost refinance loans.

A significant drop in rates such as 
we have experienced over the past year 
can cause an entire mortgage portfo-
lio to undergo large-scale changes in 
a remarkably short period of time. 
Credit unions are feeling the impact of 
these changes today in the form of flat 
to negative loan growth and declin-
ing yield, both of which will continue 
throughout 2021 and well into 2022.

The forces behind these changes 
are extremely fast prepayment speeds 

and new production pipelines 
dominated by refinanced 
loans. Understanding why 
these changes are occurring 
and how they are affecting 
the portfolio will help credit 
unions manage the negative 
consequences and better pre-
pare them for the future.

SOURCE DATA
FHN Financial Capital Assets 

Corp. (FHN Financial) conducts loan 
analyses for 70 to 100 credit unions 
and community banks across the 
country each month. FHN’s propri-
etary Portfolio Performance Analysis 
(PPA) includes an ongoing prepay-
ment study that is used to pro forma 
the size, composition, and yield of a 
credit union’s mortgage portfolio in 
the future.

FHN maintains a current PPA da-
tabase comprised of 26 million mort-
gages totaling $2.7 trillion. The pri-
mary source of prepayment and trend 
information for this article is a $110 
billion subset of the larger database, 
which represents fourth-quarter 2020 
credit union PPA prepayment data.

INTEREST RATES
When the Covid-19 pandemic came 
on the scene in early 2020, one of the 
many concerns was the potential im-
pact on the U.S. economy. The Fed-
eral Reserve intervened with a strong 
monetary policy response designed to 
reduce interest rates. 

The Fed accomplished its mission 
with one of the results being mortgage 

rates falling to the lowest levels 
ever. Mortgage refinancings 
had already picked up in early 
2020, but increased exponen-
tially after the Fed action.

HISTORICAL LOAN  
VOLUME
When market rates fell to the 
very low levels we see in Chart 
1, the volume of new member 
loan applications skyrocketed. It 
is only just beginning to subside.

Many credit unions have 
originated historically high 
volumes of mortgage loans 
over the past year, only to find 
that overall loan growth has 
been flat to negative. To un-
derstand how that is even pos-
sible, we need to examine two 

Technology 
continues 

to push the 
envelope on 
how loans 
are made, 
and these 

advancements 
will continue 
to affect how 
loan portfolios 

behave.

“

“
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EXPLANATION OF TERMS

Here is a list of acronyms used in the 

article and the terms they stand for.
 Portfolio Performance Analysis (PPA) 

 Mortgage Bankers Association (MBA)

 Conditional Prepayment Rate (CPR)

 Weighted Average Majority (WAM)

 Annual Replacement Rate (ARR) 

 Portfolio Engineering (PE)

variables—loan purpose and acceler-
ated prepayment speeds, which are 
interconnected.

LOAN PURPOSE
Loan purpose defines the reason the 
member filed the loan application: ei-
ther a purchase money transaction or 
a refinance. A purchase money loan is 
intended to buy a home, while, a re-
finance is typically executed in order 
to reduce the member’s rate and lower 
the monthly payment.

The hot housing market across the 
country, which has resulted in grow-
ing numbers of purchase money 
transactions, is contributing to very 
fast prepayment speeds, but nowhere 
near the degree of refinances.

Over two-thirds of all new mortgage 
loans made since March 2020 were 

refinances, which do not convert to 
net loan growth unless you can retain 
most of your mortgage borrowers and 
simultaneously steal away refinancing 
borrowers from the competition.

A refinance is tantamount to taking 
a dollar out of your right pocket and 
putting that same dollar into your left 
pocket. You end up where you started, 
except that dollar now has a lower note 
rate. And at the same time, your portfo-
lio continues to amortize downward.

Bottom-line, the massive volume of 
new loan production has been driven 
by a refinancing binge that is expected 
to continue for many months to come, 
as you can see in Chart 2, which shows 
the MBA Refi Index since early 2019. 
The huge peak that we experienced in 
the spring months of 2020 has subsided 
somewhat, but the index still remains 

well above levels from all of 2019.

ACCELERATED  
PREPAYMENT RATES
The other variable that has been chal-
lenging net loan growth is accelerated 
prepayment speeds caused by the high 
volume of refinance loans most all 
credit unions across the country are 
experiencing.

Prepayment speeds are measured 
on their Conditional Prepayment Rate 
(CPR). A pool of loans with a 10% 
CPR simply means that 10% of the 
loans’ outstanding balance will prema-
turely pay off within 12 months.

FHN’s prepayment study tracks the 
actual CPR and trends of hundreds of 
unique credit union portfolios nation-
ally. The average prime credit mort-
gage portfolio that we see continues to 
prepay at about 33% CPR.

Life events—such as death, divorce, 
and job transfer—will trigger a degree 
of prepayments no matter what the 
market conditions. Falling interest 
rates trigger refinance activity, which 
accelerates the payoff rate until we 
reach prepayment burnout. That is the 
point at which the majority of mem-
bers who can refinance have done so.

The question is, how far away are 
we from prepay burnout and what will 
the impact be to our mortgage portfo-
lio until we get there?

Credit unions do an exceptional job 
making high-quality mortgages with 
well over 80% of the typical portfolio 
FHN analyzes being prime credit and 
investment grade. A derivative of hav-
ing high-quality loans is that the vast 
majority of your members can easily 
qualify for a new mortgage.

CHART 1:     U.S. WEEKLY AVERAGE MORTGAGE RATES

5.00% 

4.00% 

3.00% 

2.00%

U.S. weekly average mortgage rates as of 05/20/2021

Apr ‘17                 Apr ‘18                 Apr ‘19                  Apr ‘20                 Apr ‘21
Source: FreddieMac

CHART 2:     MBA APPLICATIONS INDICES 

Source: Bloomburg
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 PORTFOLIO MORTGAGE 
PERCENTAGE IN COUPON BANDS 

(Source: FHN Financial

1%

11%

28%

46%

14%
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CHART 4:  COUPON RANGE

Min Max %
Below 2.5%

2.5%   -  2.74%   3% 

2.75%  -  2.99% 9% 

3.00% - 3.24% 12% 

3.25% - 3.49% 15% 

3.50% - 3.74% 16% 

3.75% - 3.99% 15% 

4.00% - 4.24% 9% 

4.25% - 4.49% 7% 

4.50% - 4.74% 5% 

4.75% - 4.99% 3% 

5.00% - 5.24% 2% 

5.25% - 5.49% 1% 

5.50% - 5.74% 1% 

5.75% - 5.99% 1% 

6.00% - 6.24% 0% 

6.25% - 6.49% 0% 

6.49% Plus                                1% 

 

GRAND TOTAL         100%

1%

(Source: FHN Financial

CHART 3: 

EXAMPLE CREDIT UNION-SINGLE FAMILY  
PORTFOLIO CHANGE OVER TIME 

december 31, 2020

CHART 5:

March 31, 2020
Amount     WAC   WAM    %

Change

Fixed Rates 192,098,983 3.63% 248 51% 

Adjustable Rates 182,849,679 3.42% 291 49% 

GRAND TOTAL 374,948,662 3.52% 269 100%

189,196,017 3.56% 247 51%

181,317,672 3.31% 292 49% 

370,513,689 3.44% 269 100%

-2,902,966 -0.06% -2 -2% 

-1,532,007 -0.11% 1 -1% 

-4,434,973 -0.08 0 -1%

Amount     WAC   WAM    %Amount     WAC   WAM    %

(Source: FHN Financial

EXAMPLE CREDIT UNION-RECONCILIATION  
OF 1-4 PORTFOLIO OVER TIME 

December 31, 2020 
Principal 
Balance

CHART 6:

Fixed Rates 192,096,983 1,483,314 3,124,342 187,491,327 18,481,403 40% 20,186,093 43% 189,196,017 

Adjustable Rates 182,849,679 881,329 0 181,968,349 18,639,762 42% 17,989,085 41% 181,317,672 

GRAND TOTAL 374,948,662 2,364,644 3,124,342 369,459,676 37,121,165 41% 38,175,178 42% 370,513,689 

  Source: FHN Financial

Less: 
Scheduled 

Amortization

Less: 
New Loans  

Sold

March 31, 2021 
Scheduled 
Balance

Less: 
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Prepayments

Annual 
Runoff 
Rate

Plus: 
Current 

Production

Annual 
Replacement 

Rate

March 31, 2021 
Ending  

Balance

Column                                1                           2                        3                         4                      5                     6                  7                   8                     9

Credit unions will continue to ex-
perience fast prepayments so long as 
there is an incentive for the members 
to refinance. A simple way to quantify 
that incentive is to compare your loan 
portfolio’s range of note rates to the 
rate at which new mortgages are being 
originated today. The more loans you 
own with a rate above current market, 
the greater your potential exposure to 
fast prepayments stimulated by refi-
nancing activity.

Charts 3 and 4 represent the “cou-
pon stack” of the $110 billion in sea-
soned mortgages from FHN’s Q4 2020 
database. The shaded areas are loans 
with a note rate of 3.25% and above. 
This group represents 75% of the total 
pool.

Members today can, and do, cost-
effectively refinance a mortgage for a 
small—less than 0.25%—decrease in 
their note rate. As we saw in Chart 1, 
many lenders are on the street offer-
ing new mortgages at sub-3.0% levels. 
This indicates that a large segment of 
the remaining mortgage portfolio has 
exposure to a refinance.

NEGATIVE LOAN GROWTH
Many years ago as a student pilot, I 
flew a two-seat trainer “backward.” It 
took an hour to corkscrew this small 
aircraft up to 9,000 feet directly above 

the airport where I pointed the nose due 
north to face a 90 mph headwind. My 
airspeed was 80 mph. As a result, my 
ground speed was a negative 10 mph, so 
I was essentially flying backward!

This story is analogous to why most 
credit union mortgage portfolios today 
have not grown over the past year. The 
headwind that credit unions face is the 
high rate at which existing mortgage 
loans are leaving the portfolio, and a 
new production pipeline dominated 
by refinance loans.

FHN’s methodology of measuring 
the growth rate of a unique portfolio 

of seasoned mortgages begins 
by tracking quarter-by-quarter 
loan-level payoff and new pro-
duction activity. Following is a 
case study of “Example Credit 
Union’s” mortgage portfolio pre-
payment rate and growth rate.

Chart 5 shows a simple side-
by-side summary trial balance 
comparison of Example Credit 
Union’s mortgage portfolio with 
balances cutoff as of December 
31, 2020, and March 30, 2021. 
If we simply subtract the two 
portfolios, we see that a small 
$4.4 million decline in balance 
(Column 9) has occurred. In ad-
dition, the note rate dropped 8 
basis points while the Weighted 
Average Majority (WAM) was 
virtually unchanged.

The Chart 6 reconciliation report 
shows how the December 2020 port-
folio (Column 1) evolved into the 
March 2021 portfolio (Column 9). In 
Column 5 we see that $37.1 million 
in loans were paid off in full or were 
modified during Q1 2021.

Column 6 is the “Annual Runoff 
Rate” (basically the CPR of this port-
folio), which was a scalding hot 41% 
during Q1 2021. Column 7 shows that 
Example Credit Union added $38.1 
million in new loans in Q1 2021. Col-
umn 8 is the new production Annual 
Replacement Rate (ARR).

ARR is a term that FHN coined to 



ACUMA PIPELINE - SUMMER 2021      41

STRATIFICATION OF CURRENT PRODUCTION LOANS 

LOAN CHARACTERISTICS

CHART 7:

Fixed Rates 98 20,186,093 3.01%  239 235 262 N/A N/A N/A N/A 32% 63%  5 0 53% 

Adjustable Rates 35 17,989,085 3.04% 348 347 359 2.72% 69 1.89% 8.86% 0 0 0 0 47% 

GRAND TOTAL 133 38,175,178 3.02% 290 288 308 N/A N/A N/A N/A 29% 64% 7 0 100%

Source: FHN Financial

MARCH 31, 2021

Column                    1               2                   3              4               5              6               7                8                9                10             11        12       13       14        15  
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Maturity

Wtd. Avg. 
Orig 
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CHART 8:  EXAMPLE CREDIT UNION-STRATIFICATION OF CURRENT  
                  PRODUCTION LOANS: TOTAL ORIGINATION VOLUME 

Apr    May    Jun     Jul    Aug    Sep    Oct    Nov    Dec    Jan    Fab    Mar

Balance                  12 Month Average 
Source: FHN Financial

HISTORICAL MONTHLY CURRENT PRODUCTION CHART 9:

Fixed Rates 16  4,848,459  3.12%  287  N/A  72% 

Adjustable Rates  4  1,860,448  3.10%  354  65  28% 

GRAND TOTAL  20  6,798,907  3.11%  306  65  100% 

Column                                           1                                2                                  3                                     4                                  5                          6                  

Product Type
No. of 
Loans

Principal 
Balance

Weighted  
Average 
Coupon

Weighted  
Average 

Orig Maturity

Weighted 
Average 

Mth to Roll % of Total

Source: FHN Financial

measure the rate at which new loans 
entering the portfolio are replacing 
payoffs. The ARR math is similar to the 
CPR math except we substitute “new 
production” in place of “payoffs.”

History has taught us that ARR must 
be about 5% greater than CPR in order 
for a mortgage portfolio to maintain 
the same size. Since Example Credit 
Union’s ARR was only 1% greater than 
CPR, this portfolio shrunk slightly.

At this point, you might be thinking, 
“What’s the big deal? This portfolio is 
roughly holding its own.” The big deal is 

the trend, as we’ll see in Chart 7.
Chart 7 shows a trial balance of the 

$38.1 million in new loans that Exam-
ple Credit Union added to their port-
folio in Q1 2021. Focus your attention 
on “purpose code” in Columns 11-14. 
Only 29% of the $38.1 million were 
purchase money mortgages, which 
means 71% were refinances.

As discussed above, refinances do 
not typically convert to growth.

PROJECTING FUTURE GROWTH
The PPA Prepayment Study data was 

used to conduct a Portfolio Engineer-
ing (PE) Analysis, which is a tool we 
use to conduct a pro forma analysis of 
the size and composition of Example 
Credit Union’s mortgage portfolio in 
the future, based on projected origina-
tions, amortization, and prepayments.

Estimating the potential growth rate 
of any portfolio is not easy, but the 
recent behavior of a mortgage port-
folio can provide important insights. 
The CPR speed is one component of 
growth over which we have no control.

However, another component that 
we can control is the number and type 
of new loans that are added to the 
portfolio in the future. To predict the 
future growth rate we must make an 
assumption as to how many new loans 
we will originate in the coming year.

For Example Credit Union, we ex-
amined their new production over 
the prior 12 months. As you can see 
in the trial balance in Chart 9, Ex-
ample Credit Union originated $6.7 
million per month of fixed- and ad-
justable-rate loans of which 70% were 
refinances. In Chart 8, we see month-
by-month production, which trended 
below $6.7 million each month in the 
latter part of the past 12 months.

Chart 10 illustrates one possible out-
come based on two key assumptions. 
This scenario assumes Example Credit 
Union’s 2021 average CPR will slow 
about 80% from the current 41 CPR to 
average 33 CPR going forward.

Additionally, we assume the next 12 
months of new production will equal 
the prior 12-month average of $6.7 mil-
lion per month. This report runs the 
cash flows for five years, but we typically 
focus on 12-24 month outcomes. 

Based on these assumptions, Exam-
ple Credit Union will experience a 9% 
negative growth rate in Year One and 
minus 20% in Year Two.

The PE Analysis in Chart 11 then cal-
culates the number of loans needed to 
avoid shrinking using the same CPR and 
new production assumptions.

If the portfolio prepays at 33 CPR 
and Example Credit Union originates 
$6.7 million per month in new loans, 
an additional $2.6 million per month 
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CHART !0:     EXAMPLE CREDIT UNION-BASE CASE: ORGANIC ORIGINATIONS 

Column                                1                             2                                   3                                            4                                        5                                                     6                               7                                8                                    9

Month

Begining 
Principal 
Balance

Ave. Interest 
(%)
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(%)

BPS Yield 
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CHART 11:     EXAMPLE CREDIT UNION-SOLVE FOR 0% NET GROWTH BY YEAR 2 
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 Monthly Fixed-Rate :                  Monthly Fixed-Rate :     

 Monthly Adjustable Rate :         1,800,000          2.63%1,860,448  3.10

Monthly Fixed-Rate :

338,977,830
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($9.3 million per month total) will be 
required to offset prepays, amortiza-
tion and curtailments to be the same 
size in 24 months as Example Credit 
Union is today.

WHERE THE NEEDLE IS POINTING
Market rates are likely to remain low 

for some time, and with so many port-
folios chock full of loans that have 
note rates well above current market, 
we must be prepared for fast prepay-
ments for many months to come.

FHN’s data, including feedback 
from our credit union clients, points 
to a slow decline in refinance loans 

in the coming months—but not so 
much that prepayment speeds will 
not be elevated well above historical 
norms.

Additionally, the new production 
pipeline will become smaller and 
smaller over time as refinance loans 
slow. Most credit unions will have a 
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difficult time originating the volume 
of new loans in the coming year that 
was originated during the prior 12 
months.

All of this combines for continued stress 
on net loan growth, which could not come 
at a worse time since most credit unions 
are currently flush with cash.

MANAGING PORTFOLIO  
CHANGES
There are strategies that credit unions 
can implement to help them manage 
through these challenging times.

The best practices for developing 
any strategy is to base your plan on 
sound analysis with a clear end game. 
In this case, the first step is to gain a 
solid understanding of your portfolio’s 
likely runoff rate followed by a realistic 
projection of the number and type of 
new loans that you will be able to add to 
the portfolio in the future.

By tracking loan-level payoff activ-
ity, comparing month-by-month trial 
balances, and then overlaying new 

production, the 
trajectory of your 
portfolio’s growth 
rate will emerge. 

We recommend 
doing this on a 
quarterly basis (at 
a minimum) and 
updating projec-
tions as conditions 
change.

OVERCOMING 
THE HEADWINDS
The solution to 
negative loan 
growth is to add 
more loans to the 
portfolio than the 
loan portfolio is 
losing. That’s very 
easy to say and not 
so easy to do.

Here are some 
strategies that oth-
er credit unions 
have implemented 
to help offset port-
folio runoff:

1. Holding Secondary Market 
Loans. If your credit union has been 
an active seller in the secondary mar-
ket, consider holding some or all of 
those secondary market loans. 

You will give up fee income, but the 
tradeoff of short-term fee income for 
long-term interest income and im-
provement in your growth rate may 
very well be worth pursuing.

2. Participations. One traditional 
way credit unions have invested ex-
cess cash is by purchasing participa-
tions. Granted, there are few partici-
pations available today because many 
participation sellers are facing the 
same negative growth challenge we 
have discussed in this article.

If the opportunity to purchase a 
quality participation presents itself, 
give it serious consideration. Howev-
er, be cautious and prudent, as always, 
and avoid buying lower quality or 
overpriced groups of loans. Patience 
and discipline are key.

3. New Production. Credit unions 
and community banks have historically 
bought closed loans. However, the vast 
majority of secondary market activity 
is by investors who agree to purchase 
loans that have not yet been made.

This kind of loan purchase commit-
ment, referred to as “flow,” will sound 
strange to many, but purchasing loans 
on a flow basis is how the vast major-
ity of capital market loan transactions 
are executed.

Flow commitments can offer ad-
vantages over bulk purchases, such as 
greater control of the pricing, an easi-
er due diligence process compared to 
buying a pool, and more certainty of 
outcome. 

FHN has first-hand experience 

helping credit unions effectively 
implement a flow strategy by align-
ing a credit union with one or more 
correspondent mortgage originators 
that produce credit union eligible 
prime credit loans that meet the credit 
union’s membership criteria.

CONCLUSION
Thanks in large part to today’s technol-
ogy, changes that used to take years to 
affect the size, composition and yield 
of a portfolio of prime credit mortgage 
loans, can now happen in a matter of 
months. Technology continues to push 
the envelope on how loans are made, 
and these advancements will continue 
to affect how loan portfolios behave.

One lesson learned over the past 
12 to 15 months is that credit union 
management must be proactive and 
vigilant in managing the portfolio. For 
the time being, loan growth will be a 
major challenge, and credit unions 
will need to think outside the box for 
workable, but safe solutions. 
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Using Technology 
to Make Stronger 

Member Connections

By Amy Paulishak
Accenture Mortgage Cadence

The promise of technology in the financial services industry 
has long been “better, cheaper, faster.” Two of these goals 
are easy to measure. Great technology makes product and 

service delivery faster, and increased automation reduces costs.
But how can credit unions measure “better” when it comes to 

their mortgage tech?

The pandemic of 2020 not only 
changed consumer behavior, it set 
the table for credit unions to embrace 
technology that can also provide a bet-

ter user experience for mortgages. J.D. 
Power research finds that consumers 
are embracing everything digital in the 
mortgage process—applications, docs, 

underwriting and closings.
Those credit unions that cannot de-

liver a satisfying digital lending experi-
ence risk losing business to competitors 
of every stripe.

In this environment, credit union 
leaders may have the impulse to go ful-
ly digital and drive all new borrowers to 
online channels that speed up the pro-
cess. But this approach may not deliver 
a better member experience.

Research from Accenture found that 
while many will revert to branches for 
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more complex and higher-
value advice and transactions, 
some consumers are willing to 
continue to do this digitally.

The challenge for credit 
union mortgage lenders is 
to inject that human touch 
into the digital loan journey 
where appropriate and create 
a unique experience.

PUTTING THE  
MEMBER FIRST
A credit union’s mortgage 
department is the perfect 
example of the need for a hy-
brid approach to mortgage 
technology. The mortgage 
is one of the most complex 
financial products, and bor-
rower experience studies 
have confirmed that effective 
communication during the origina-
tion process has a dramatic impact on 
an institution’s Net Promoter Score, a 
popular method for assessing member 
loyalty.

Credit unions long thrived on build-
ing personal relationships with their 
members and finding solutions to 
their mortgage needs. But when Covid 
struck, that all changed.

Today, members are making fewer 
face-to-face visits to branch-
es, and surveys indicate this 
is a permanent change. A 
May 2021 report from BAI 
found that 84% of consumers 
indicate they will maintain 
an increased level of digital 
banking services even after 
the pandemic ends.

The answer, of course, is 
to employ a hybrid strategy 
that leverages technology to 
streamline the loan process 
but supplement with the hu-
man connection when the 
member requires it.

Trying to force members 
into a digital-only experience 
will not be effective. Ignoring 
eMortgage technology will 
result in being irrelevant to 
today’s home buyers.

The question is how to meet 

the different needs of borrow-
ers digitally. This comes down 
to knowing the member base 
and offering them the options 
that fit the individual mem-
ber’s situation.

Some lenders, especially 
during the pandemic, used 
technology to set up online 
channels to move borrowers 
from the point of sale into un-
derwriting and then into the 
loan origination process with 
very little human interaction. 
This increased efficiency and 
lowered costs, but it came 
with the risk of losing the per-
sonal connection that builds 
long-term relationships.

A better approach for credit 
unions is to deploy technology 

that offers a number of ways to interact 
with members. In so doing, the credit 
union can meet its members where they 
are in terms of technology adoption and 
the need for human interaction.

NEW TECH FOR MEMBER 
COMMUNICATION
When thinking of mortgage technol-
ogy, credit unions should expand their 
horizons. Any device the member has 
can be a channel for effective commu-

nication.
Some credit unions began 

deploying Web conferenc-
ing tools like Zoom, Skype or 
Microsoft Teams to commu-
nicate with members as soon 
as Covid struck, providing 
a channel that is easy, acces-
sible and more personal than 
a phone call.

Other credit unions saw 
what was coming with the pan-
demic and worked to prepare 
members in advance. We saw 
excellent examples of member 
communication using video to 
explain concepts that would be 
important for certain types of 
financial transactions.

All of these efforts helped 
credit unions keep relation-
ships strong without face-to-

Amy Paulishak is Vice 
President of Digital 
Lending Solutions for 
Accenture Mortgage 
Cadence. She specializes 
in Digital Lending 
Technology Ecosystem 
Enterprise Sales and 
Customer Experience 
Advocacy, and has a 17-year tenure in 
real estate lending.
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“
Trying to force 
members into 
a digital-only 

experience will 
not be effective. 

Ignoring 
eMortgage 

technology will 
result in being 
irrelevant to 

today’s home 
buyers.

“

“What credit 
unions need 

today is modern 
technology that 
allows them to 
go where their 
members want 
to take them, 
whether that 
be a personal 
interaction, an 

online interaction 
or a fully digital 

experience.

“

face interaction. However, today’s mod-
ern mortgage loan origination systems 
can offer so much more.

OPTIONS THAT MATTER
Perhaps the most significant benefit of 
today’s mortgage technology is mem-
ber choice. Some members know the 
process, and all they want is a way to 
upload some information and set up an 
appointment with a loan officer, either 
in-person or online.

Other members may be fairly com-
fortable but may need a co-pilot during 
some parts of the origination process. 
They may begin with a fully digital 
point of sale but then look for personal 
interaction with the loan officer or pro-
cessor, either in-person or online.

Finally, another type of member may 
be an experienced real estate buyer or 
investor who wants a fully digital expe-
rience that will allow them to self-serve.

What credit unions need today is 
modern technology that allows them 
to go where their members want to 
take them, whether that be a personal 
interaction, an online interaction or a 
fully digital experience. This technol-
ogy is available now and in use in lead-
ing credit unions across the country.

The key to deploying technology the 
best way comes back to knowing the 
member base and communicating with 
members through every available chan-
nel, offering them the information they 
need almost before they ask for it.

This is not the typical lending auto-
mation that we hear so much about in 
the industry. While it will certainly de-
liver faster and cheaper, it is really about 
delivering a better experience from app 
to closing—for the member’s sake. 
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By Karen Jenkins
Finastra  

The New Paradigm for Financial     Institutions
Offering the Products and Services 
Consumers Want to Use

As the impact of the Covid-19 pandemic continues to shape consumer attitudes and prefer-
ences, financial institutions are witnessing an acceleration of the digital migration that was 
well underway prior to the global health crisis. While providing digital access to accounts and 

banking services is part of the transformation, there is a bigger concept at play.  
Traditionally, banks and credit unions have offered digital products and services to meet consumer 

needs. However, these offerings have not always been on par with consumer expectations.
In fact, a survey conducted by J.D. Power indicates that digital-only banking customers have the 

lowest levels of satisfaction.1  
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The New Paradigm for Financial     Institutions

To put these findings into perspec-
tive, consider how consumers feel 
about companies such as Costco or 
Etsy, whose digital-only customer sat-
isfaction scores hit a top-performing 
80 points on the 100-point ACSI scale 
last year. 2 These leading retailers have 
learned how to create a seamless cus-
tomer experience across channels as 
well as products and services, gaining 
customer approval in the process.  

For financial institutions, the expe-
riences provided by technology-savvy 
companies like these matter. The world 
of banking is no longer an insular en-

seek to compare mortgage rates. Fi-
nancial institutions that can then allow 
the consumer to move seamlessly into 
a digital loan application process will 
naturally pick up more market share. 

It’s a similar situation when consum-
ers open deposit accounts: 
72% of individuals respond-
ing to a survey conducted by 
BAI would open a checking 
account with an online bank.4 

Convenience is the primary 
factor as consumers seek 24/7 
access and faster origination 
cycles.5  

Given these expectations, 
the pressure is on to create a 
digital account opening pro-
cess and mortgage origination 
platform that consumers will 
want to use. In the creation of 
such an offering, a few critical 
considerations come into play:

  Consistency: Consumers 
are looking for a consistent 
interface from start to fin-
ish. The online portal should 
look and feel as if it belongs 
to the credit union to en-
courage trust and should 
provide consistent end-to-
end functionality. 

  Omnichannel: While a fluid appli-
cation process is essential to the digi-
tal channel, it must also carry across 
to any other channel the customer 
wants to use. This requires financial 
institutions to address the back end, 

providing credit union person-
nel with an unlimited view into 
customer and member interac-
tions across all channels.  

  Simple: In the past, consum-
ers have sought out branch 
services to open accounts, 
seeking guidance through the 
process. As 70% of consumers 
now move to online or mobile 
account openings and loan 
applications,6 they’re expect-
ing similar simplicity with 
an intuitive flow and easy 
prompts to guide them from 
start to finish. 

“The bank or 
credit union’s 

biggest 
competitor 
is now the 

provider of the 
consumer’s last 

best digital 
experience.

“

“
If consumers 

can’t find 
consistency 
in service 

availability 
across all 

channels that 
the financial 

institution offers, 
consumer 
satisfaction 

drops 
dramatically.

“

vironment where competition is con-
fined to the financial institution down 
the street. Instead, the bank or credit 
union’s biggest competitor is now the 
provider of the consumer’s last best dig-
ital experience.  

Financial institutions must then of-
fer service that rivals these 
technology giants in terms 
of simplicity and consumer 
friendliness. Instead of enticing 
customers and members to use 
poor-fit digital creations, it’s 
time to implement the services 
that consumers want to use.  

One of these is a single origi-
nation experience. In creating 
a single digital account open-
ing and loan origination pro-
cess, credit unions can improve 
customer satisfaction as they 
transform their own website 
or mobile app into an online 
sales channel, covering every 
point of sale, from consumer 
and business deposits through 
lending.  

Here is how it’s done. 

CREATING A  
SEAMLESS JOURNEY 
According to PwC, 61% of bankers 
agree that a customer-centric business 
model is very important to financial 
institution profitability and success, but 
only 17% are prepared to achieve it.3 In-
creasingly, this lack of readiness is due 
to the complexity of the consumer re-
quest.  

Customer centricity in banking is 
now dependent upon seam-
less journeys across the cus-
tomer’s or member’s financial 
landscape. If consumers can’t 
find consistency in service 
availability across all channels 
that the financial institution 
offers, consumer satisfaction 
drops dramatically. 

Most importantly, expec-
tations for a fluid interplay 
begin as the consumer first 
researches banking products. 
For example, lender websites 
remain top stops on the con-
sumer journey as homebuyers 
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“Above all, the 
origination 

process needs 
to be digitally 

sustainable 
from start to 

finish.

“
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leading origination, 
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CRM and analytics 
solutions. Currently, 
she focuses on digital solutions for 
consumer banking. With a background 
in retail and finance, Jenkins focuses on 
innovation while maintaining a passion 
for delivering products to the market. In 
her free time, she enjoys music, boating 
and spending time with her family.
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  Real Time: One of the big-
gest reasons for opening an 
account online is the imme-
diacy of the transaction. A 
single front-end application 
therefore needs the benefit 
of real-time decisioning to 
support instant account 
opening and lending deci-
sions. 
  Digital End-to-End: Above 
all, the origination process 
needs to be digitally sustain-
able from start to finish—
from entering application 
details to signing documents 
electronically, funding the 
account and receiving dis-
closures.
(To learn more about cre-

ating a consistent user expe-
rience, download Finastra’s 
white paper, “Seamless deposit 
and loan account opening built 
on design thinking.” 7)

Consumer preferences re-
vealed in the Digital Banking 
Report consumer survey indi-
cated that experience does matter when 
it comes to account origination.

Consumers who were dissatisfied 
with their financial institution’s account 
opening process were not willing to rec-
ommend their bank or credit union to 
friends and family. According to the re-
port, 75% of consumers who expressed 
this attitude were in the lucrative  
under-50 demographic. 8  

UNITING THE CUSTOMER  
EXPERIENCE 
Meeting consumer expectations for 
seamless origination begins by harmo-
nizing both deposits and lending for 
business and consumers. 

Finastra’s Fusion Originate, for ex-
ample, allows consumers to connect 
both their personal and business worlds 
behind a single interface, seamlessly 
supporting the digital account open-
ing process with one consolidated and 
compliant platform. 

Seamless originations can encourage 
customer acquisition and retention. Us-
ing the single UX for origination also 

supports multiple account 
openings in a single session. 
Allowing customers and mem-
bers to open a checking and 
saving account simultaneously 
for both business and personal 
speeds the deposit origination 
cycle. This helps financial in-
stitutions gain greater share of 
wallet. 

Seamless originations also 
can move the loan origina-
tion process online. Utilizing 
the same front-end application 
employed for deposit accounts 
ensures a faster and more 
seamless process, by using the 
information already contained 
on the platform to prepopulate 
form fields. 

A faster origination UX re-
duces instances of application 
abandonment, ensuring that 
financial institutions have the 
chance to compete for con-
sumer business based on rates 
and customer-centric capabili-
ties. 

Most importantly, financial institu-
tions can offer the same seamless user 
experience across both deposit and 
loan originations. Employing self-

guided prompts and an intuitive inter-
face speeds customers and members 
through the application while real-
time decisioning works to satisfy cus-
tomer demands for immediacy.  

With seamless origination products 
like Finastra’s Fusion Originate, 9 finan-
cial institutions can turn the account 
opening process into a revenue-gener-
ating opportunity, expanding share of 
market by attracting more consumers 
and securing a greater share of future 
business through improved customer 
satisfaction rankings.
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By Jay Arneja
SimpleNexus 

Using eClosing 
Technology 
Credit Unions Have Their Eyes 
on Several Prizes

A few years back, Ron Shevlin of Cornerstone Advisors  
penned a fantastically snarky article for The Financial 
Brand1 in which he calls the so-called “fast-follower strat-

egy” a myth, especially when applied to credit unions and their 
adoption of technology.

Even if Shevlin’s tone borders on the mean-spirited, there is value 
in his premise that a fast-follower strategy is not really a strategy at 
all; rather, the strategic move is for credit unions to deploy technol-
ogy at the time it best serves its intended user, whether that means 
moving first, second or 10th with respect to competitors. 

This is not to say, however, that credit 
unions can’t learn a thing or two from 
their first-mover peers.

A small but growing number of credit 

unions are plugging the holes in their 
digital mortgage experience by imple-
menting a host of “e’s” (eDisclosures, 
eNotarization, eSigning, eNote and 

eVault storage) that make it possible to 
conduct paperless mortgage transac-
tions from application to servicing. 

Observing these frontrunners from 
the sidelines reveals a surprising de-
gree of variety in how they’re putting 
“e” technologies to work. Here are just 
a few of the many use cases we’ve seen 
in the field. 

1.  Making life easier for  
members deployed over-
seas, traveling abroad or 
located far from a branch.

 Requiring members to attend physi-
cal loan closings can be a significant 
personal and financial imposition. 
When a credit union doesn’t support 
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technology solutions for primary and 
secondary market mortgage operations.
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full eClosings that include remote on-
line notarization (RON), its far-flung 
members must either bear the expense 
and inconvenience of travel or pay to 
secure a power of attorney and send an 
authorized agent to the closing table in-
stead.

One credit union that serves a signifi-
cant number of active military members 
cited its desire to solve this problem as 
the sole driver of its eClosing strategy. 
Another credit union based in 
Texas serves more than 26,000 
geographically dispersed mem-
bers with just three brick-and-
mortar branches, so it similarly 
views eClosing as an essential 
member convenience. 

2.  Shifting dollars from  
operational expenses 
to member services. 

When credit unions earn high-
er profits, they can reinvest 
those dollars in any number of 
ways, from hiring additional 
staff to introducing new mem-
ber services and from upgrad-
ing technology to opening new 
branches.

One reliable way to increase 
profitability is to cut down on 
operational expenses, and eliminat-
ing unnecessary paperwork is a great 
place to start. The moment a credit 
union introduces online loan applica-
tions, its costs related to copier leases, 
ink, paper and document storage be-
gin to shrink. 

As more and more loan applications 
are completed digitally, the savings 
increase. To realize the deepest cost 
savings, credit unions need a reliable 
alternative to printing and storing thou-
sands of pages of closing documents 
each month, and that means offering 
a digital mortgage experience that in-
cludes eNotes and eVault storage.

Of course, reducing paperwork is just 
one example of how a digital mortgage 
strategy enables cost savings. Capabili-
ties like digital disclosures, eNotes and 
eVault can even provide long-term cost 
savings by extending process efficien-
cies into post-closing, servicing and the 
secondary market. 

3. Better protecting members’ 
financial data. 
The promissory note is the most im-
portant document in the entire mort-
gage transaction. But like any other 
paper document, a paper promissory 
note can be lost, tampered with or de-
stroyed.

Paper notes have been known to 
disappear during branch liquidations 
or even get tossed by overnight clean-

ing crews. A tamper-proof 
eNote, stored securely in an 
eVault, provides peace of 
mind for credit unions and 
members by ensuring a last-
ing digital legacy for each 
transaction. 

4.  Keeping loan teams 
lean—without  
burning them out. 

Compared to high-churn inde-
pendent mortgage companies, 
credit unions are slow to lay 
off staff when volume is down, 
but they can also be slow to 
hire when volume is up. Since 
they don’t rely on seasonal hir-
ing and laying off, credit union 
mortgage teams have learned 
to run lean instead. 

The number of loan units a small team 
of credit union originators can manage 
is impressive. But the record-breaking 
volumes of the past year tested the lim-
its of even the most well-oiled mort-
gage teams, with some credit unions so 
swamped that they found themselves 
facing the “Sophie’s Choice” of either 
working employees to the point of 
burnout or being unable to help every 
member who requested a refi.

In such situations, efficiency-building 
digital mortgage technology is a tool for 
opening up capacity that allows credit 
unions to keep running lean without 
compromising on employee well-being 
or member service. 

5.  Attracting new members. 
Despite the fact that credit unions offer 
lower average rates than other types of 
lenders, most consumers still choose 
a non-depository for their mortgages. 
For many, it’s a simple matter of conve-

Footnotes
1  https://thefinancialbrand.com/59369/
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2  https://www.simplenexus.com/
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nience; consumers expect to shop for 
their mortgages online with the same 
ease and convenience as 
ordering groceries from 
Instacart.

As credit unions have 
modernized their loan 
application processes, 
their share of mortgage 
origination volume has 
begun to grow. Now, 
market leaders are seek-
ing new ways to stand 
out from the crowd.

One Midwestern cred-
it union plans to be the 
first in its market to offer 
full eClosing complete 
with RON. For them, 
offering eClosings expe-
rience is a strategy for 
attracting new members 
through word-of-mouth 
referrals.  

Credit unions’ motiva-
tions for implementing 
digital mortgage tech-
nology are as varied and 
unique as the financial 
institutions themselves. If a better digi-
tal mortgage experience for members 
and loan officers isn’t on your roadmap 
yet, you may want to consider the full 
array of competitive advantages you 
may inadvertently be ceding to com-
petitors.
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By Wallace Jones
Member First Mortgage 

Industry  
Change Is 
Accelerating
Are You Prepared to Transform 
with Mortgage Lending?

Over the next five years we will see a dramatic change in all 
aspects of mortgage lending. The changes have been oc-
curring for some time, but the shift in the way the country 

does business since March of 2020 have only increased the speed of 
the changes.

The mortgage industry is moving toward a full digital experience, 
utilizing automated intelligence (AI) and other system automation 
designed to streamline the process.

Couple that with new and potentially powerful non-traditional 
mortgage competition and a shift from a refinance to a purchase 
market, and you can see how expanding or even maintaining your 
current mortgage production may be difficult.

The good news is you can compete, 
and credit unions have some unique op-
portunities to excel and be the leading 
mortgage lender in their communities. 

How can credit unions compete and 
thrive in the years to come? Let’s talk 
about the first two items, digital lending 
and system automation in tandem.

DIGITAL TRANSFORMATION
To shorten the mortgage process (and im-
prove the member experience) and drive 
down the cost to originate a loan you will 
need a complete digital experience—from 
leads to closing and servicing. Many lend-
ers have a digital application process, and 
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capacity over the last 25 
years. His background as a construction 
loan officer, appraiser, mortgage loan 
originator and trainer provide the perfect 
experience to assist credit unions improve 
and expand their home loan offering to 
their members. Jones holds a Bachelor’s 
Degree in finance from the University 
of North Texas. He is married with four 
children and enjoys spending time with 
family and playing golf.

Wallace Jones

“

“Many lenders 
have a digital 
application 
process, and 
a way for 

members to 
sign disclosures 

and upload 
documents 

electronically, but 
those that add 
AI efficiencies 

during the 
mortgage 

process and 
digital closings 

and servicing will 
thrive.

Footnotes
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a way for members to sign disclosures 
and upload documents electronically, but 
those that add AI efficiencies during the  
mortgage process and digital closings and 
servicing will thrive.

Decreasing human touch points dur-
ing the mortgage process will shorten 
the time from application to closing and 
lower the cost. (Don’t worry, human 
touch points are still important as we 
will discuss.)

System automated ordering of third-
party services and even re-
questing payment for apprais-
als automatically will reduce 
time and costs. Using auto-
mated underwriting and doc-
umentation (like Fannie Mae 
Form Free) will be critical to 
improving underwriting turn 
times as well.  

According to a KPMG 
White Paper1, transforming 
to a digital mortgage process 
can increase sales productiv-
ity 50% to 75%, increase pull 
through by 25%, decrease 
origination costs by 25% to 
50% and decrease servicing 
costs by 25% to 40%. 

Clearly, efficiency and 
shorter closings will also help 
improve the member experi-
ence. Fully digital systems and 
processes can be expensive to 
purchase and implement, but 
the return on investment will 
be high.

You might consider reach-
ing out to a mortgage aggrega-
tor or CUSO to see if you can 
leverage their systems at a lesser 
cost and easier implementation pro-
cess than purchasing your own system.  

MOVING TO PURCHASE LOANS
Hopefully, you are well on your way to 
shifting from refi business to purchase 
business. For credit unions the three 
keys to obtaining business from Realtors, 
builders, financial planners, etc. are:

  Start with your originators and busi-
ness development person or staff.
  Include all credit union employees.
  Depend on your product offering, espe-

cially any unique portfolio products. 
Originators need to be challenged to 

network and reach out regularly with 
a defined plan and well researched list 
of which Realtors and other potential 
referral sources to target. Hold them 
accountable to provide management 
with their activities and results at least 
monthly. 

Consider a position that is respon-
sible for community development. 
That employee would joining commu-

nity organizations, as well as 
Realtor and builder associa-
tions. The goal would be to 
broaden the credit union’s 
networking and develop 
referral mortgage business. 
It could also draw new 
membership for the credit 
union. 

Utilize your entire mort-
gage staff to increase pur-
chase business. How many 
on your staff know of, or 
are maybe even related to, 
a Realtor but haven’t shared 
the ways that Realtor can in-
crease business by using the 
credit union’s mortgage pro-
gram? Encourage them to 
share the credit union expe-
rience and talk to your orig-
inators. Perhaps incentivize 
your employees who refer 
members or Realtors to the 
credit union. (You may want 
to limit financial incentives 
to successful referrals.) 

A huge competitive ad-
vantage for credit unions is 
the ability to offer unique 

products in addition to secondary 
market Fannie/Freddie/Jumbos and 
government loans. Maybe it is interest 
rate, or first-time homebuyer, or great-
er than 80% LTV with no MI. Perhaps 
it is a type of home customary to your 
area that is not eligible for sale in the 
secondary market. 

Putting together that type of product 
(obviously with credit requirements that 
meet the Ability to Repay standards) can 
set you apart from other lenders and gain 
you an audience with Realtors and other 
industry referral partners. 

FACING COMPETITION
Finally, while some banks appear to be 
less interested in mortgages, there is 
new competition appearing regularly. 
Non-traditional or non-bank lenders 
such as Quicken and Loan Depot con-
tinue to gain market share. Better.com, 
a 2016 startup, has already funded more 
than $4 billion in mortgage loans.2  Zil-
low is now in the mortgage game, as 
well as other fintech companies. There 
are even rumors that Amazon may be-
gin originating loans! 

The key for credit unions to compete 
is to work toward having a complete 
digital experience. Every credit union 
needs a well-planned and metrically 
measured ongoing purchase strategy, as 
well as complete secondary market and 
strategic portfolio product offerings. 
Combine that with what credit unions 
are known to do very well: Provide 
an excellent member experience and 
timely communication to all parties in-
volved, especially Realtors.

Putting all of this together will put 
you in a good position to be a commu-
nity leader in real estate lending.  

1  https://advisory.kpmg.us/content/
dam/advisory/en/pdfs/digital-
mortgage-whitepaper.pdf

2  https://www.businessinsider.com/
alternative-nonbank-mortgage-
lending?op=1
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By Clint Salisbury
IDS

How RON Can Keep the  
‘Great Reshuffling’ from  
Dealing Your  
Credit Union  
a Bad Hand

Many of the digital and 
technological advances 
made in the mortgage space 

over the past year are here to stay, even as 
operations begin to return to normal.

But there is an assumption that some technolo- 
gies will no longer be needed and can be phased out. For example, 
as mortgage closings can be conducted in person once again, some may no longer see the need for  
remote online notarization (RON).

Unfortunately, in the long-term this stance could cost some credit unions, not only in mortgage  
volume but in membership retention numbers as well.

CREDIT UNION

The FuTure  
STaTe oF 

MorTgage  
Lending



As Regional Manager at 
IDS, Clint Salisbury seeks 
to advance the software 
company’s larger goal of 
driving eClose adoption 
and providing the best 
“e” experience possible 
for both lenders and 
borrowers. Since joining IDS in 2008, 
Salisbury has served in many roles—
including In-House Counsel and Director 
of Implementation—giving him unique 
perspective into the mortgage industry.

Clint Salisbury

Footnotes
1   http://zillow.mediaroom.com/2021-04-

06-Zillows-2021-Mover-Report-The-
Opportunity-Emotion-andTrends-
Behind-the-Great-Reshuffling#Closed

2    https://www.alta.org/advocacy/online-
notarization.cfm

3   https://www.mismo.org/standards-and-
resources/digital-mortgage-resource-
center/ron-providers
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The term “Great Reshuffling” refers 
to first-time homebuyers seeking more 
affordable homes in “secondary cities” 
due to remote working capabilities seen 
in the recent Covid-19 pandemic.

A recent report1 revealed that since 
early 2020, just before the pandemic 
began spreading, nearly 11% of Ameri-
cans have moved and an additional 8 
million households were prime to en-
ter the current real estate market due 
to the pandemic. The report also noted 
that 75% of those who moved relocated 
for positive reasons, such as being near 
family or moving to a more desired lo-
cation.  

RELOCATION CHALLENGES
Often, these relocations have been hun-
dreds or thousands of miles away, which 
usually requires those moving to find 
new services, such as doctors 
and grocery stores. For credit 
unions members, this can also 
mean looking for a new credit 
union or being forced to join a 
large, chain-like bank.

During the relocation pro-
cess, credit union members 
may opt not to use their exist-
ing credit union for their next 
mortgage if they are plan-
ning to relocate outside of the 
credit union’s geographic field 
of membership. From there, it 
may be only a matter of time 
before these members transfer 
all of their accounts to a local 
credit union or other financial 
institution, especially if they 
value or prefer the experience 
of banking in person.  

However, with the technolo-
gies available today, there’s no 
reason credit unions cannot 
continue to offer long-distance 
members the same great expe-
rience.

REMOTE SERVICES  
GROWING
For many, the biggest hurdle to offer-
ing a distanced experience to members 
is the ability to offer in-person servic-
es remotely. Credit unions and their 

members have embraced dig-
ital services such as mobile 
deposit and online banking 
to help bridge this gap, and 
RON can help bridge it even 
further to include mortgage 
closings in the list of in-per-
son services capable of being 
performed remotely.  

To date, 33 states 2 have 
approved permanent RON 
legislation, offering credit 
unions a way to reach mem-
bers beyond the limits of lo-
cality. As emergency orders 
issued in 2020 expire, or-
ganizations like the Ameri-
can Land Title Association 
(ALTA) and the Mortgage 
Bankers Association (MBA) 
continue to promote RON 

legislation at both 
state and federal 
levels. 

Meanwhile, the 
Mortgage Industry 
Standards Mainte-
nance Organization 
(MISMO) established a certifi-
cation program3 for RON pro-
viders committed to complying 
with MISMO’s RON standards. 
These efforts ensure that as 
RON continues to expand, the 
foundation for consistency in 
legislation and technology is in 
place. And with efforts to revive 
the SECURE Act at the federal 
level, nationwide acceptance of 
RON may soon be a reality. 

BUSINESS OPPORTUNITIES
Additionally, technologies 
like RON allow credit unions 
to attract new business when 
there is a customer prefer-
ence on digital mortgage ad-
vancements. By continuing to 
support technologies, credit 
unions will supply their mem-

bers with the full range of transactions, 
no matter where the member is in the 
world. 

RON platforms are relatively easy 
and inexpensive to deploy as compared 

“

“With the 
technologies 

available today, 
there’s no 

reason credit 
unions cannot 

continue to offer 
long-distance 
members the 
same great 
experience.

“

“Credit unions 
are built on 
a personal 

approach to 
banking. By 
embracing 
digital tools, 

they can extend 
that personal 
touch beyond 
geographical 

limits.

to other digital mortgage 
tools. As these platforms are 
designed to work with exist-
ing closing-related systems, 
credit unions can tailor their 
deployment to meet their 
needs and those of their 
members. 

Credit unions are built on 
a personal approach to bank-
ing. By embracing digital 
tools, they can extend that 
personal touch beyond geo-
graphical limits.

Over the past year, these 
technologies were consid-
ered short-term solutions or 
something to keep on hand 
in case a member encoun-
tered a time in which a re-
mote closing was the only 
option. Moving forward, 
embracing these digital tools 
will allow credit unions to 
provide the personalized 
service their members have 
come to expect, even if those 
members are no longer in the 

same physical location. 

CREDIT UNION

CREDIT UNION



HONORS, AWARDS 
AND RECOGNITIONS

Making a Difference 
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   Aguilar honored by 
NAHREP as Latino 
Mortgage Professional

A credit union loan officer was among those 
honored this year when the NATIONAL 
ASSOCIATION OF HISPANIC REAL 
ESTATE PROFESSIONALS (NAHREP®), 
in association with RADIAN, released its 
seventh annual Top 250 Latino Mortgage 
Originators Report. The report recognizes 
the top Latino mortgage professionals 
across the United States.

Among the top mortgage originators 
was ANGELA AGUILAR, ranked as 
No.163 on the Top 250 list. Aguilar closed 
161 mortgages in 2020. A native Texan, 
she is the top originator at TEXAS BAY 
CREDIT UNION in Houston.

According to NAHREP, Aguilar “has 
a passion for helping others achieve their 
long-term goals, and being a mortgage 
loan officer helps her do just that. Starting 
as a consumer loan officer, she knew 
nothing about mortgage loans or what was 
even needed to apply for a home. Today, 
she is a top producer.”

The report ranks individual originators 
based on both number and dollar volume 
of transactions. It features data points, 
snapshots and photos of the honorees, 
who will be recognized by NAHREP in 
San Diego Sept. 29-Oct. 2, 2021.

      Verity and Harborstone CUs Donate $72,000 to 
Habitat for Humanity 

VERITY CREDIT UNION, HARBORSTONE CREDIT UNION and CREDIT UNION 
HOME MORTGAGE SOLUTIONS (CUHMS) have donated $72,000 to Habitat for 
Humanity.

CUHMS is a Credit Union Service Organization (CUSO) co-owned by Verity and 
Harborstone Credit Union. It handles the funding, closing and servicing of home loans 
for both credit unions.

“These donations represent our commitment to donate $100 for every mortgage loan 
funded in 2020,” said BRIAN POUCH, President of CUHMS. “We are thrilled to be 
making a much larger donation this year, thanks to the mortgage refinance boom brought 
on by low interest rates.”

The money will be split between Habitat Seattle/King County and Habitat Tacoma/
Pierce County with each receiving $36,000.

In Seattle, the donation will be used toward the 57 Habitat houses being built throughout 
King County. For Tacoma, the funds will be used for new home construction for low-
income Pierce County households. 

Habitat’s overall work is designed to help homeowners achieve the strength, stability and 
self-reliance they need to build better futures for themselves and their families.

In past years, the CUHMS team joined Habitat for a day of volunteer work by helping 
to remodel one of the Habitat stores. Employees of both credit unions look forward to 
participating in a Habitat build once Covid-19 restrictions are eased.

 Amy Moser Named CLO at Mountain America CU
MOUNTAIN AMERICA CREDIT UNION has announced the appointment of  
AMY MOSER as Chief Lending Officer. Moser had been serving as Vice President of 
Mortgage Services, where she was a trusted advisor on high-level lending policy decisions 
regarding residential, commercial and consumer loans.

Since becoming VP of Mortgage Lending in 2012, Moser’s leadership has played an 
integral role in expanding the credit union’s lending powers. With 
a focus on member experience, Mountain America became the 
first lender in the nation to digitally close both FHA and VA loans. 

Moser’s ability to implement continuous improvement and 
innovation has allowed the mortgage team to increase loan 
volume by $2.56 billion the past eight years with a modest increase 
in employees.

“It’s not just about closing a loan; it’s about making the process 
easier and faster, for both borrowers and employees, making it 
enjoyable,” Moser said. “Lending is a critical element to helping 
our members achieve their financial dreams”

Moser serves as Secretary of the American Credit Union Mortgage Association 
(ACUMA) Board and on the Credit Union National Association (CUNA) Sub-Housing 
Committee. Previously, she served on the Freddie Mac, Fannie Mae and Mortgage 
Electronic Registration System committees. 

Actively involved in her local community, Moser frequently volunteers at the Ronald 
McDonald House and provides needed supplies to elementary schools with high 
percentages of low-income families.

Amy Moser

Angela Aguilar
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  Mortgage Markets 
CUSO Partners with 
Webmax on Digital 
Mortgages

MORTGAGE MARKETS CUSO, 
a Connecticut-based service 
organization providing credit 
unions with mortgage lending 
services and advanced fintech 
capabilities, has partnered 
with WEBMAX, a digital 
mortgage solutions provider, 
to allow credit unions to offer 
a superior digital mortgage 
experience and a competitive 
advantage in growing their 
mortgage business.

“Today’s mortgage shoppers 
expect to be able to submit 
leads online and via mobile, 
but to match the exceptional 
service level credit union 
members expect, you also 
have to offer a high-touch 
experience, so customers 
know you’re invested in 
their success,” said MICHAEL 
FERRARO, President of the 
CUSO.

 A brief, multi-step 
interactive online lead 
form begins the digital 
experience. The form kicks-
off the Mortgage Markets 
CUSO digital experience. The 
form creates a customized 
experience that engages the 
mortgage applicant from 
their very first contact. At 
every step of the submitted 
lead process, customers 
receive personalized emails, 
text messages, calendar 
reminders and other services 
that communicate Mortgage 
Markets’s care and attention.

 “Individual credit unions 
would be hard-pressed to 
offer such a comprehensive, 
integrated digital mortgage 
experience,” said Ferarro. 

  Heather Tancreti Named Lending VP  
at Bellwether

BELLWETHER COMMUNITY CREDIT UNION has named HEATHER TANCRETI as 
Vice President of Lending. She formerly served as the Manchester, New Hampshire-based 
credit union’s Assistant Vice President of Lending.  

With more than 18 years of credit union experience, Tancreti will manage lending 
programs, products and services. She will drive the loan sales culture with a strong focus 
on member satisfaction while leading the consumer loan processing, loan underwriting 
and indirect lending teams.

Tancreti began her career at Bellwether as a Mortgage Sales Manager nine years ago and 
was promoted to AVP of Lending in 2016. Prior to coming to Bellwether, she worked at 
LOGIX FEDERAL CREDIT UNION in Nashua, New Hampshire for nine years.

“Heather has done an outstanding job in consumer lending and has proved to be an 
effective leader of the team while demonstrating her willingness to partner up with all 
stakeholders throughout Bellwether to achieve success,” said WILLIAM ZAFIRSON, 
Chief Lending Officer. 

 Educators CU Wins ‘Best Of’ Awards for Seventh Year

EDUCATORS CREDIT UNION was voted “Best Financial Institution for Getting a Home 
Mortgage” in the annual Best of Milwaukee Awards conducted by the Shepherd’s Express 
newsweekly. Educators CU won for the seventh consecutive year.

The Educators CU Mortgage Team is made up of 40 employees with responsibilities 
ranging from loan origination to servicing, covering 26 branch locations across Wisconsin.

Educators’ annual mortgage volume has increased by 25% in 2020 after a 72% jump 
in 2019. This year-over-year increase is attributed to an overhaul 
of the mortgage process—from application to loan close—to be 
more member-friendly.

“We’ve made several technological enhancements to make life 
easier on our members so they can apply, sign documents and 
provide any supporting documents all from their mobile phone,” 
said SARAH GROCHOLA, Assistant Vice President of Mortgage 
Processing. “This proved to be invaluable during the pandemic 
when most business shifted to electronic.”

In the same poll, Educators was also recognized as “Best Credit 
Union,” “Best Financial Institution for Getting a Business Loan,” 
“Best Financial Institution for Opening a Checking Account,” 
“Best Financial Institution Providing Best Customer Service,” and “Best Financial Planner.”
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teLL US ABoUt YoUR neWS

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 tburton@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.

Sarah Grochola



  FHL Bank Atlanta, Truliant 
Announce Transfer of First 
Mortgage eNote

FEDERAL HOME LOAN BANK OF ATLANTA 
and TRULIANT FEDERAL CREDIT UNION 
have announced that Truliant is the first 
financial institution in the Southeast to 
complete a transfer of an electronic 
promissory note (eNote) to FHLBank 
Atlanta. 

The digital transaction, completed in 
March during a video conference call, 
used Truliant’s DocMagic eVault and the 
Mortgage Electronic Registration Systems 
(MERS) eDelivery system. 

The transfer was completed as part of 
FHLBank Atlanta’s eNote pilot program, 
which is intended to test the infrastructure 
necessary to allow a limited number 
of FHLBank Atlanta members to report 
eNotes as collateral. eNotes contain 
the same information as a traditional 
mortgage paper note, but they are 
created, signed, and stored digitally 
within an eVault with a tamper-seal to 
secure and authenticate the document.  

In order for the transfer to be effective, 
Truliant met a series of standards relating 
to eSignatures, eNote documentation, 
eClosings, eRegistry requirements, eNote 
vault requirements and servicing system 
requirements. These standards reflect the 
set of core requirements published by 
the 11 Federal Home Loan Banks in early 
2020.

Since 2017, the Federal Home Loan 
Banks have been working together to 
develop the many components necessary 
to allow their individual members to 
pledge eNotes and they are in various 
stages of accepting eNotes as collateral. 
The transfer of Truliant’s first eNote marks 
the launch of FHLBank Atlanta’s pilot 
program for accepting eNotes. 

When a closing is completed, the eNote 
is tamper-sealed and registered with 
the MERS eRegistry system, which also 
indicates the location of the authoritative 
copy. eNotes cannot be altered without 
the change being recorded on a digital 
audit trail, and the note cannot be lost.

       Behrens, Brydun Take on Roles at  
CU Realty, BCU

Illinois-based BCU has announced two recent changes that will have a huge 
impact on the credit union’s $4.6 billion real estate business, the largest segment 
of its serviced portfolio.

HERB BEHRENS, Vice 
President of Real Estate Lend-
ing, has accepted a new posi-
tion as CEO of CU REALTY, 
an important business partner 
supporting BCU’s purchase 
mortgage strategy.

BCU is the largest and 
fastest-growing client of CU 
Realty’s Home Advantage 
program, and the first credit 
union to save its members $1 
million in Realtor commissions in one year. BCU members have saved over $5 
million through the program, and BCU supports Behrens’ vision for the future 
of Home Advantage.

DAVID BRYDUN, Vice President of Consumer Lending and Business Services 
at BCU since 2014, has been promoted to Senior Vice President, Chief Lending 
Officer. Brydun will add the real estate product lines to his responsibilities. He 
joined BCU in 2007 and has served in many roles including leadership over 
Deposit Ops, Collections/Recovery and Loan Sales.

  Wade and Escalona Advance at  
CU Members Mortgage

CU MEMBERS MORTGAGE, 
a division of COLONIAL 
SAVINGS, F.A., has named 
SABINE WADE as Assistant 
Vice President of Operations 
and NORA ESCALONA as 
Correspondent and Fulfillment 
Supervisor.

Wade will continue to man-
age the processing teams and 
also lead the Correspondent 
and Fulfillment team. She is 
responsible for providing oversight and direction to the Processing, Correspon-
dent and Fulfillment teams by streamlining processes, creating operational ef-
ficiencies and increasing member and credit union satisfaction.

Wade was hired by Dallas-based CU Members in 2020 as the Processing 
Manager. She previously served as Vice President of Underwriting for Colonial 
National Mortgage. She has more than 20 years of experience in mortgage 
lending.

Escalona will aid in the onboarding of new credit union partners, manage 
efficiencies in processing and submitting loans and assist credit unions with any 
other needs. She has worked for CU Members since 2001, holding positions in 
processing, closing, Correspondent & Fulfillment Account Executive and client 
engagement team. 
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appraisal issues

By Vance Edwards and Chris Perry
MGIC 

There are buyers’ markets and there are sellers’ markets. And then, there’s 2021.
Historical low housing supply coupled with high demand has made this the most challenging 

markets in recent memory for your house-hunting members. Some challenges are obvious and 
known to your members as they enter the market. 

However, there is one challenge lurking that will likely catch them by surprise—and it will cost them 
a lot of money, if not the deal. That is, unless you can help them.

CHalleNGes FOr  
HOMeBuYiNG MeMBers
The most obvious challenge facing those 
looking to buy is, of course, low inven-
tory. Nationally, the number of listings 
dropped considerably over the course of 
a year. Realtor.com estimated that as of 
April 2021, active listings were down 53% 
from the same period last year.

Another challenge is rising costs. 
You don’t have to be U.S. Secretary of 
the Treasury Janet Yellen to understand 
that when supply is this low and de-
mand this high, prices go up.

The National Association of Realtors® 
(NAR) reported that the median exist-

ing single-family home price jumped 
to an annual historic high of 18.4% in 
March. In 182 of the 183 metro areas 
tracked by NAR, the median sales price 
of existing single-family homes was 
higher in the first quarter, compared 
to a year earlier. And in 89% of those 
metros, costs were up by double digits.

In the face of this hyper-competitive 
market, your home-shopping members 
are looking for ways to have their of-
fer rise above all the others. Many do 
this by waiving contingencies and often 
submit offers that exceed the asking 
or listing price. In fact, according to a 
recent Redfin report, 48% of homes sold 

for above their asking price, which is 20% 
higher than the same time last year.

While this over-asking-price strate-
gy may help your members win against 
other offers, it can also create an unan-
ticipated challenge—a low appraisal.

OVerCOMiNG a  
lOW appraisal
It’s an all-too-common scenario in this 
market, but let’s take a moment to set 
the stage: Your members have finally 
had their offer accepted. Yes, they had 
to “overbid” by offering $300,000 on a 
home that was listed at $275,000. Even 
so, elation sets in as they begin imagin-

Overcoming  
a Low Appraisal



cost, but as an option that saves the deal 
for your members—and it’s a tempo-
rary cost at that.

If we assume 3% annual home price 
appreciation, your members will be 
able to cancel the private MI in just over 
three years, which will reduce their 
monthly payment to $1,078 after the 
MI is cancelled. Ultimately, they will have 
paid under $1,200 in total for the private 
mortgage insurance that helped them to 
save the deal and buy their home.

This example demonstrates how us-
ing private mortgage insurance allows 
your members to:

  Avoid spending an additional $20,000.
  Add only $30 to their monthly mort-
gage payment.
  Cancel the additional cost of private 
MI after a few years
  Buy their home.
One of the benefits of private mort-

gage insurance is the flexibility it pro-
vides your members. In fact, you might 
be able to offer a single premium to the 
same members in this example, which 
could be paid out of pocket or financed 
into the loan, lowering your members’ 
monthly mortgage payment to $1,084 
(using the assumptions in our example).

With this strategy, you can help your 
credit union members save transac-
tions and move into homes—plus build 
or enhance your relationships with lo-
cal real estate agents. 

It’s one more strategy you can use to 
showcase how your credit union pro-
vides value in all markets. 
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ing what color to paint the bedroom.
In this scenario (Chart 1) your mem-

bers are putting 20% down, or $60,000. 
Assuming an interest rate of 3.5% on a 
$240,000 loan, your members are expect-
ing to pay a monthly principle and inter-
est payment of $1,078 in this scenario.

Unfortunately, the home doesn’t ap-
praise at $300,000. Instead, the appraisal 
comes in at the original asking price of 
$275,000. Your members are now faced 
with solving this new dilemma. What 
can your members do?

  They could walk away from the trans-
action, but they’re already emotionally 
invested in the home.

  Renegotiating with the seller in this type 
of market seems like a non-starter. 
  They could make up the difference by 
adding more cash to the deal. This op-
tion, of course, assumes they have the 
resources to do so.

CREDIT UNION TO THE RESCUE
There’s another option your members 
may not have considered, which is ac-
cepting a higher loan-to-value (LTV) 
instead of trying to adhere to the old 
myth of needing to put 20% down.

While a 20% downpayment will help 
them “avoid” private mortgage insur-

ance, what they are really “avoiding” is 
a solution that allows them to pay the 
same amount for downpayment yet 
still have a monthly mortgage payment 
similar to what they originally thought 
they’d be paying.

Let’s look at our scenario again, using 
the same assumptions as before for a 
couple of home-buying members with 
a credit score of 760 and a debt-to-in-
come ratio of 35%.

In Scenario 2 (Chart 2), instead of need-
ing an additional $20,000 for a downpay-
ment to save the deal, your members can 
maintain their originally planned down-
payment of $60,000. True, their monthly 
payment is higher than in Scenario 1 due 
to a larger loan amount and the cost of 
private MI. But it’s only $30 more than 
what they originally expected to pay for 
their monthly mortgage payment.

And don’t forget that in Scenario 1, 
they would need to put an additional 
$20,000 down to get that lower pay-
ment. At a difference of $120 a month, 
it will take your members more than 13 
years to recoup the extra $20,000 they 
had to put down.

Yes, your members will need monthly 
private MI. But in this scenario, MI is 
not viewed as much as an additional 

Chris Perry

Vance Edwards is the 
Marketing Program 
Director for MGIC, 
a premier mortgage 
insurance provider. 
Chris Perry is the 
National Credit Union 
Manager, Vice President 
of Sales for MGIC, 
whose extensive credit 
union offerings include 
competitive rates, 
specialized training, 
dedicated underwriting 
teams, portfolio lending 
solutions and purchase 
money strategies.

Vance Edwards

 *Mortgage insurance based on credit union rates as of May 20, 2021 in Milwaukee, WI. 

CHART 1

Listing price $275,000 

Purchase price $300,000 

20% down payment $60,000 

Monthly mortgage payment (P&I) $1,078 

Appraised value $275,000

CHART 2

Purchase price 

Appraised value TBD $275,000 $275,000 

Down payment $60,000 $80,000 $60,000 

Loan amount $240,000 $220,000 $240,000 

LTV 80% 80% 87% 

Monthly MI* $0 $0 $30 

Monthly P&I + MI $1,078 $998 $1,108 

Offered: $300,000 
List price:  $275,000 $300,000 $300,000 

Expectations 
at offer to 
purchase 

Scenario 1 
80% LTV based on 
appraised value 

Scenario 2 
with Mortgage  

Insurance 



By Patti Katzban and Liza Warner
CrossCheck Compliance 

Post-Covid, How 
Healthy is your 
Fair Lending 
Program?

62    ACUMA PIPELINE - SUMMER 2021 

COMPLIANCE

How prepared is your organization for a fair lending 
examination? It is clear that consumer protection, including 
fair lending, will be a regulatory focus in 2021. Specific to 

federally insured credit unions, NCUA’s 2021 Supervisory Priorities, 
21-CU-01/January 2021, included the following statement:

“In 2021, examiners will focus on Fair Lending and areas related 
to the Covid-19 pandemic. Examiners will assess a credit union’s 
Fair Lending Compliance Management System. Reviews will 
include areas such as board and management oversight, policies 
and procedures, training, monitoring, and corrective action and 
member complaint response.”

Now is the time to check on the health 
of your fair lending program. Fair lend-
ing risk starts with the first customer 
interaction and is present throughout 
the entire loan process. A fair lending 
audit will provide an independent, ob-
jective assessment of whether the fair 
lending compliance program is work-
ing as management, the board of direc-
tors (board), and regulators expect.

The internal audit program should 
examine how the credit union proves 
that it has not engaged, knowingly or 
unknowingly, in disparate treatment of 
protected consumers and that policies 
and practices do not result in disparate 

FAIR
LENDING



“Marketing and 
advertising of 

loan products are 
highly scrutinized 
for fair lending. To 
make sure your 
advertisements 
and campaigns 
do not present 

unintentional risk, 
your marketing 
policy should 
address fair 

lending at the 
start.

“
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impact on any of the prohibited bases 
set forth in the Equal Credit Opportu-
nity and Fair Housing Acts.

At a minimum, a fair lending audit pro-
gram should address the following areas: 

1.  Fair Lending Program,  
Policies and Procedures

The fair lending program needs to sup-
port a credit union’s fair lending policy 
and address elements including the 
program scope, responsibilities, test-
ing, reporting and corrective action in 
writing. Procedures that support the 
program should be sufficiently detailed 
and designed to ensure consistent out-

comes and prevent discrimination on 
any of the prohibited bases.

Management should communicate 
policies and procedures and ensure all 
applicable personnel receive training.

2.  Fair Lending Risk  
Assessment

An instrumental part of any fair lend-
ing program is the risk assessment. The 
factors considered in assessing risk are 
listed in the Interagency Fair Lending 
Examination Procedures (Interagency 
Exam Procedures) and the Consumer 
Financial Protection Bureau (CFPB) 
Supervision and Exam Manual.

For the products and services you 
offer, consider these risks as they apply 
to marketing, pre-application, applica-
tion, underwriting, pricing, closing and 
servicing. Analysis of lend-
ing data will also help find 
potential fair lending risk. 

3.  Marketing &  
Advertising

Marketing and advertising 
of loan products are highly 
scrutinized for fair lending. 
To make sure your adver-
tisements and campaigns do 
not present unintentional 
risk, your marketing policy 
should address fair lending at 
the start.

All marketing materi-
als, including new products, 
should be reviewed for po-
tential discriminatory out-
comes that may negatively 
impact borrowers on a pro-
hibited basis. Advertisements 
should be representative 
of different races, ethnici-
ties, genders and ages. The 
attributes used to develop 
campaigns should be free 
of potential bias and discriminatory 
impact. Media selections and solicita-
tions should be screened by market-
ing, compliance, and legal to ensure 
that they reach all in a community and 
do not inadvertently exclude minority 
census tracts.

It is also a good practice to review 

your website and social media policies 
for acceptable use and required con-
tent on an ongoing basis to monitor for 
potential discriminatory issues is also a 
good practice.

4. Underwriting
Lending procedures and underwriting 
guidelines must provide sufficient direc-
tion to ensure consistent treatment and 
levels of assistance for all customers. 
Underwriting decisions must be based 
on specific, objective, and defined cri-
teria.

Ensure that documentation is clear on 
loan approvals, denials, counteroffers, 
withdrawals and exceptions. Ideally, 
a second reviewer should come to the 
same decision.

Also, review all third parties involved 
in the underwriting process such as 

appraisers, brokers and cor-
respondent lenders for fol-
lowing fair lending require-
ments

5. Pricing
Pricing policies and proce-
dures should address terms, 
conditions, approval and 
communication of chang-
es, responsibilities for loan 
pricing (centralized pricing 
desk), etc. If exceptions to the 
pricing policy are allowed, 
they should be tracked and 
analyzed to determine if a 
borrower has been treated 
differently on a prohibited 
basis.

If your loan pricing varies 
based on geography or de-
livery channel, there should 
be a valid business justifica-
tion for the difference. Make 
sure that strong controls are 
in place if third parties are 

allowed pricing discretion. Compensa-
tion, referral and incentive programs 
must be monitored to avoid steering risk 
related to rate, price, etc.

A good statistical regression analysis 
is also helpful to find potential risk ar-
eas and outliers in assessing fair lending 
risk.

FAIR
LENDING



Liza Warner

“
Compensation, 

referral and 
incentive 

programs must 
be monitored to 
avoid steering 
risk related to 

rate, price, etc..

“
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Liza Warner, CPA, 
CFSA, CRMA, is a 
managing director 
at CrossCheck 
Compliance LLC and 
an internal audit, 
compliance and risk 
management executive 
with more than 30 
years of experience in the financial 
and professional services industries. 
Previously, Warner was the chief 
compliance and operational risk 
officer for a mid-size regional bank. 
She can be reached at lwarner@
crosscheckcompliance.com.

Patti Katzban is a 
director at CrossCheck 
Compliance LLC 
and a senior business 
development and 
consulting professional 
with extensive 
experience managing 
client relationships 
and consulting with financial service 
providers. Her clients include credit 
unions, banks, mortgage companies and 
fintechs. She is an Affiliate Member of 
ACUMA. Katzban can be reached at 
pkatzban@crosscheckcompliance.com.

Patti Katzban

“
Fair lending 

training must be 
specific to job 
responsibilities. 

From the 
receptionist 

to the internal 
auditors 
to senior 

management 
and the board, 

fair lending 
training should 
be an annual 
requirement.

“

6. Servicing & Collections
Servicers have had time since the ser-
vicing debacles of a few years 
ago to shore up processes, 
and coupled with the mora-
torium on foreclosures, to 
get things in order. Once the 
moratorium is lifted, activi-
ties are expected to increase, 
and regulators will not hand 
out any free passes.

Servicing procedures must 
be detailed and clear. Most 
importantly, practices must 
be consistent and fair around 
forbearance, loss mitigation 
efforts, bankruptcy and fore-
closure.

7.  Management of 
Lending-Related Third  
Parties/Vendors

Your organization carries the responsi-
bility for ensuring third-party partners 
are compliant with fair lending laws, 
regulations, policies and procedures. 
Make sure fair lending principles, 
training and monitoring requirements 
are incorporated into third-party con-
tracts.

It is important to perform 
periodic audits to ensure fair 
lending is embedded in the 
third party’s culture. Review 
complaints received by and 
about the third parties for 
trends and potential fair lend-
ing issues.

8.  Fair Lending  
Training

Fair lending training must be 
specific to job responsibili-
ties. From the receptionist to 
the internal auditors to senior 
management and the board, 
fair lending training should 
be an annual requirement.

All new employees with 
lending responsibilities 
should receive fair lending 
training within a reasonable 
period of starting, typically 
within 30 days of hire. Review 

training records for the topic covered, 
attendance (including exemptions) and 
results of required tests.

9.  Complaint  
Management

Customer complaint data 
provides an early sign of po-
tential issues that may cause 
inadvertent customer harm. 
Your formal complaint policy 
should address credit union 
complaints, those received by 
its third-party partners and 
complaints through regula-
tory agencies.

All complaints should be 
risk-rated, with discrimina-
tion complaints rated high-
risk and escalated, as neces-
sary. Performing root cause 

analysis of complaints can help assess 
whether policies, procedures or prac-
tices need enhancement. Complaints 
alleging discrimination should be re-
ported to the board.

10.  Board and Management 
Oversight

The board needs to under-
stand the level of fair lending 
risk to effectively exercise its 
oversight responsibilities. It 
is imperative that it receive 
relevant, timely informa-
tion to fulfill its mandate. 
Meeting minutes should 
document fair lending dis-
cussions at a proper level of 
detail.

11.  Fair Lending 
Monitoring and  
Testing Activities

In addition to auditing the 
technical requirements of 
fair lending regulations, the 
audit should also cover how 
the institution monitors fair 
lending performance.

How does the institution 
know it is granting credit 
fairly across all customers 
including those in a pro-

tected class? Does it employ data analy-
sis, including statistical and regression 
analysis, to help in finding areas of 
potential risk? Does it review outlier 
files (those loans approved or denied 
outside of underwriting guidelines or 
priced higher than policy) or compara-
tive files (similarly situated borrow-
ers where a protected class borrower 
receives a different, less advantageous 
outcome)?

In conclusion, be mindful that fair 
lending is complex, and internal audit 
plays a critical role in the governance 
structure. Auditing for technical compli-
ance with fair lending and other related 
regulations, and testing loan data integri-
ty are imperative. Internal audit’s holistic 
view of the fair lending program will help 
ensure the program is healthy and the 
credit union is treating its loan applicants 
fairly and responsibly. 



Bring Your Members Home

Turn-Key Origination Solutions

Outbound Services

Fulfillment Services

Government Lending

With TruHome, you get:
• Private-labeling
• Variable cost structure
• Complete regulatory compliance built-in
• Fee income from selling loans
• Conventional FHA, VA, USDA and 

portfolio loans
• And much more

Roughly 1 in 3 Americans belong to a credit union - but fewer than 1 in 10 use a credit union for 
their mortgage. Let’s change that.

When you partner with TruHome Solutions, you break through the barriers of cost,
regulation, and technology to bring your members a seamless mortgage experience. Think of us 
as your trusted mortgage department. We’ll focus on the details like compliance, quality control, 
training, and support so you can focus on your members.

Let’s connect today.

LEARN MORE.

TruHome.com/Lending-Solutions-Strategies

A relationship-driven experience for your members. 
Backed by a credit union-owned powerhouse.

www.TruHome.com/Lending-Solutions-Strategies
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ACUMA

FOR THE CHANGING WORLD
OF MORTGAGE LENDING
ACUMA PRESENTS 
LEARNING ‘ON THE GO’
ACUMA has always brought our members great 
education and networking at our events, and 
we are committed to continuing that mission. 
Many of you have been working remotely 
during the coronavirus, and even as we are 
getting back to in-person events, including our 
Annual Conference, we will continue to bring 
what ACUMA does best to your laptop and 
smart phone. And that’ll make it easier for you 
to tune in—whenever it works for you. 

To keep us all connected, we will continue to 
offer ACUMA’s “On the Go” series. In it, we 
bring you events like Power Stations, Lightning 
Rounds and Power Sharing (See accompanying 
descriptions) on topics we know are relevant to 
the challenges you are facing every day.

.

Visit ACUMA.ORG for upcoming programming, on-demand education, Regulatory Alerts and a guide 
to the Realtors in your state. Contact us at (877) 442-2862 for more information.

 
FRee Online pResentAtiOns on 
mortgage lending to help you in your business.

 
Online COnveRsAtiOns on relevant topics 
with mortgage industry thought leaders. 

 
CAse stUdies by ACUMA sponsors showing 
the value products and services bring to 
specific credit unions. 

 
pipeline MAGAZine—Twice-a-year in-
depth content on credit union mortgage lending 
in ACUMA’s free print and online publication.

 
sAve the dAte for ACUMA’s in-person 
Annual Conference scheduled Sept. 12-15 in 
National Harbor, Md.

p    wer 25

LIGHTNING 
ROUNDS

POWER 
SHARING

PIPELINE 
POWER 

LIVE 
WIRE 

POWER 
STATIONS

Making an impact for 25 years.

www.acuma.org


WelCOMe neW MeMBeRS
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 events, 
including resources shared through 
our website (www.acuma.org) and 
our magazine, the Pipeline.

Join ACUMA in wishing success 
to these new members:

CRedIt UnIon MeMBeRS
  AlaTrust Credit Union
  American Eagle Financial CU
  Bragg Mutual FCU
  Central Willamette Credit Union
  First US Community Credit Union
  Kemba Credit Union
  Landmark CU
  Michigan First Mortgage
  Notre Dame FCU
  Solidarity Comm FCU
  Texas Bay Credit Union
  Texell Credit Union

AFFILIAte MeMBeRS
  BeSmartee
   First American 
Docutech

  Sales Boomerang
 
CUSo MeMBeRS
   Mortgage Markets 
CUSO, LLC

   Superior Financial 
Solutions, LLC

acuma.org
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Praise for  
Lightning Rounds
ACUMA Lightning Rounds receive high marks from 
attendees. These one-hour presentations focus on a 
single topic to help you with your mortgage lending 
operation.

A recent presentation featured compliance expert 
Kris Kully, a partner in law firm Mayer Brown, and 
ACUMA President Tracy Ashfield sorting out what 
is permissible under RESPA and where you need 
to be careful—especially regarding compliance 
implications.

“We’ve come to expect excellence from ACUMA 
[and] today is a terrific example of why,” Keith 
Kasmire, VP of Sales for CU Members Mortgage, said 
after the presentation.

Join us for the next live Lightning Round. Check our 
website (acuma.org) for scheduled events and topics.

LIGHTNING 
ROUNDS

ON THE        
ACUMA

GO
BR INGING IT  TO YOU

The American Credit Union Mortgage Association (ACUMA) 
is looking for an intern to assist with daily news coverage 
of its Annual Conference, September 12-15, 2021 in 
suburban Washington, D.C. ACUMA is a non-profit 
association that provides education and networking for 
credit union mortgage lending leaders.

This is an opportunity to gain valuable experience writing 
and reporting at a live event while attending sessions on 
mortgage-lending topics led by industry experts. Interns 
will attend conference sessions and provide written 
summaries for publication.

The candidate should be a journalism or communications 
college student or recent grad working or seeking 
employment in newspapers, communications, marketing 
or a related field. Some reporting experience is preferred. 
Knowledge of mortgage lending and credit unions is also  
a plus.

The internship is unpaid, but includes hotel for three 
nights in National Harbor, Maryland, and breakfast and 
lunch during the conference. The intern will also have 
opportunities to visit with attendees and industry sponsors.

To apply, please send a resume and one or two 
recent work samples to Tom Burton, who writes and 
edits ACUMA’s magazine, as well as other association 
communications, at <tburton@acuma.org>. The 
application deadline is August 13, 2021.

ACUMA seeks Communications
intern for Annual Conference

www.acuma.org
www.acuma.org
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SERVICING COMPLIANCE

Enter, Stage Left:

By Amanda Phillips
ACES Quality Management

The CFPB Ushers 
Mortgage Servicing 
Compliance Into Its 
Next Act

While the events of 2020 were worthy of a Shakespearian 
drama, it seems the mortgage industry may have only 
seen Act I, as 2021 has brought with it fresh challenges 

on the regulatory front. 
Chief among these is the Consumer Financial Protection Bu-

reau’s (CFPB) April 1 bulletin1, warning mortgage servicers that it 
would begin increasing its scrutiny of servicer’s handling of forbear-
ance requests and loss-mitigation efforts after those forbearances 
expire.

Not since 2012 have servicers faced the white-hot glare of regula-
tory oversight to this degree.

However, as cyclicality is a hallmark 
of the mortgage industry, the fact that 
regulatory focus has once again turned 
to servicing should surprise no one, 
especially given the looming fears of a 
foreclosure crisis.

Even though most credit unions 
with less than $10 million in assets fall 
into the CFPB’s “small servicer” catego-
ry because they service 5,000 or fewer 
mortgages and, therefore, are not subject 
to bureau supervisory authority, these 
organizations should still be cognizant of 
CFPB directives and guidelines.

Furthermore, where the CFPB leads, 
other state and federal regulators, includ-
ing the National Credit Union Admin-
istration (NCUA), often follow. Thus, 
it is critical for credit union mortgage 
servicers—even those that do not fall di-
rectly under the CFPB’s purview—to pay 
close attention to the bureau’s signals and 
shore up their servicing quality control 
(QC) protocols to ensure their policies, 
procedures, and customer service pass 
muster with even the most stringent of 
regulatory exams.

To understand the CFPB’s current 

attitude, one only needs to look back 
at the bureau’s origins. Born out of the 
regulatory correction (or over-correc-
tion, depending on your point of view), 
the CFPB’s mandate from Day No. 1 has 
been one of enforcing a “do no harm” 
standard among financial institutions 
in their interactions and extension of 
credit and other services to consumers. 

NEW FORECLOSURE CRISIS?
One of the first issues with which the 
newly-formed bureau was tasked with 
addressing was the fallout from the 
foreclosure crisis, which ultimately led 
to the addition of the Mortgage Servic-
ing Rules under Regulation X. 2

Flashing forward to the current mar-
ket, the CPFB’s concerns that the mort-
gage industry could be facing a similar 
crisis are not unfounded. Lots of con-
sumers took advantage of easy access 
and streamlined mortgage relief, spe-
cifically forbearance, provided for un-
der the CARES Act in response to the 
pandemic—many who truly needed it 
and some that, perhaps, did not. 

With these forbearance periods com-
ing to an end, there are inevitably going 

The wheel is come full circle, I am here.
—Edmund, “King Lear,” Act V, Scene 3 
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to be consumers who understandably are 
not able to bring their mortgage current 
with a year’s worth of payments having 
been forborne, which means mortgage 
servicers will need to engage in loss miti-
gation processes and options with these 
borrowers. As such, phrases that the in-
dustry hasn’t heard in several years, like 
“single point of contact” and “dual path-
ing” among others, are going to come 
back into the industry lexicon in full force.

Given the nature of options and time 
frames that servicers are required to 
extend to borrowers, the loss mitiga-
tion process can take several months. 
If the servicer is ultimately unable to 
extend an alternate repayment option 
to the borrower, then the process may 
ultimately move from loss mitigation to 
foreclosure, with its own required time-
lines, and potential fees.

Hence, the CFPB is putting servicers 
on notice that the Mortgage Servicing 
Rules still apply and that they should be 
doing everything in their power to work 
with borrowers exiting forbearance.

FORBEARANCE BEHAVIOR
The servicing bulletin is not the only 
directive the CFPB gave servicers about 
its future supervisory priorities. In ad-
dition to scrutinizing how servicers are 
currently working with distressed bor-
rowers, the bureau will also be taking 
a closer look at servicers’ behavior and 
activities in extending those forbear-
ances in the first place, as well as the loss 
mitigation efforts extended to borrow-
ers that have already exited forbearance.

For many, this may seem like be-
ing judged on something after the fact. 
While that is not totally inaccurate, ser-
vicers also need not resign themselves 
to the CFPB’s fury if their past behav-
ior is found wanting. Self-identification 
and self-correction go a long way with 
all regulatory examiners.

Therefore, even for those credit union 
mortgage servicers that fall below the 
CFPB’s $10 million-asset limit for regu-
latory examination, some self-reflection 
and proactive course correction will go 
a long way with the NCUA, state regula-
tors and any other supervisory agency 
that comes knocking.

First off, credit union servicers should 

be examining their existing 
policies and procedures to 
ensure compliance with regu-
latory requirements. If ad-
justments need to be made to 
align these with current rules 
and regulations, those chang-
es need to be documented so 
that in the event of an exami-
nation the credit union can 
show evidence of self-identi-
fication and self-correction.

In addition, it’s not just 
enough to ensure the docu-
mented policies and proce-
dures reflect what is required. 
Heed the old adage that actions speak 
louder than words. Credit unions 
should also audit employee activities 
against their documented policies and 
procedures, identify any areas where 
policies and procedures are not be-
ing followed and document both the 
corrective action taken and plans for 
follow-up to ensure compliance going 
forward.

ENGLISH PROFICIENCY
One of the items from the CFPB’s ser-
vicing guidance that has received less 
attention is limited English proficien-
cy. In addition to ensuring servicers 
are providing good customer service 
to borrowers and adhering to all loss 
mitigation regulatory requirements, 
the CFPB will also be examining how 
servicers are communicating with bor-
rowers for whom English is not their 
primary language.

This has been a recurring topic over 
the past several years, most recently 
with Fannie Mae and Freddie Mac, but 
now, it’s popping back up from a CFPB 
perspective, so servicers will need to 
take a closer look at how they are han-
dling both written and verbal com-
munications for non-English-speaking 
borrowers.

In addition to its April 1 bulletin to 
mortgage servicers, the CFPB also is-
sued a slew of policy rescissions that 
same week. Many were Covid-19 poli-
cies related to servicing that are less 
important today than a year ago. Thus, 
credit unions need to make sure that 
they’re paying attention to the flexibilities 

that were taken away with those 
policy recissions to ensure they 
are in compliance with current 
requirements.

LOOKING AHEAD
Looking ahead to a potential 
Act III in the ongoing drama 
that is mortgage servicing com-
pliance, the CFPB has also is-
sued proposed amendments to 
the servicing rules.

As the comment period on 
the notice of proposed rule-
making has recently closed, it 
is unclear what the final revised 

rules will look like. Therefore, credit 
union servicers need to pay close at-
tention to how this process progresses 
to ensure they are prepared to comply 
when and if a final rule is issued.

Until then, credit union mortgage 
servicers have plenty to keep them en-
tertained on the compliance front. By 
paying close attention to signals from 
the CFPB and engaging in proac-
tive self-examination, servicers can  
stave off the heartache and strife that 
could otherwise head their way from 
examiners.

Amanda Phillips is 
Executive Vice President 
of Compliance at ACES 
Quality Management, 
where she is responsible 
for expanding the 
breadth and depth of 
ACES’ compliance and 
regulatory solutions. She 
possesses more than a decade of financial 
services experience, holding executive-
level roles in legal and regulatory 
compliance. Reach her at aphillips@
acesquality.com.

Amanda Phillips

Footnotes
1  https://files.consumerfinance.gov/f/

documents/cfpb_bulletin-2021-02_
supervision-and-enforcement-priorities-
regarding-housing_WHcae8E.pdf

2  https://www.consumerfinance.gov/
rules-policy/final-rules/2013-real-estate-
settlement-procedures-act-regulation-
x-and-truth-lending-act-regulation-z-
mortgage-servicing-final-rules/

“Where the CFPB 
leads, other 

state and federal 
regulators, 
including 

the National 
Credit Union 

Administration, 
often follow.

“

https://www.consumer finance.gov/rules-policy


TRANSITIONING TO ELECTRONIC

Meeting Borrowers  
Where They Are 

By Amanda Richardson
Enact

When trying to reach new and different borrowers, some 
credit unions may find it challenging. However, under-
standing the segments you’re trying to reach will help 

you meet them where they are, by communicating effectively and 
offering the products and services they need and expect.

COMMUNICATION ON  
THEIR TERMS
When you’re looking to acquire new or 
potential borrowers, it’s important to in-
teract with them in the way they want to 
be communicated with. That could mean 
ditching the phone calls and in-person 
branch visits, and opting for less tradi-

tional communication methods, espe-
cially for younger borrowers.

Here’s an example of how communica-
tion methods have changed over time: 

Historically at Enact, calls to our Ac-
tionCenter made up 68% of volume and 
emails accounted for 32%. As of the first 
quarter of this year, the breakdown be-

tween calls and emails has shifted with 
calls at 42% and emails at 56%.

When working with new or even exist-
ing borrowers, allow them to decide how 
they want to be communicated with. 
Some younger generations may prefer 
text messages or emails over phone calls 
and in-person meetings. You’d be sur-
prised at how much people value being 
asked their communication preferences, 
versus the choice being made on their be-
half without their input.

Other customer service technologies 
also can be invaluable when commu-
nicating with borrowers. For example, 
chatbot technology continues to increase 
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Effective Communications 
Can Reach More 
Borrowers



in popularity in the industry, 
but it’s important to under-
stand the right way to use it. 
Chatbots work best for very 
specific issues or situations—
they are not a one-size-fits-all 
solution. With chatbots, or 
any customer service tech-
nology, make sure you prop-
erly understand how to use it 
to increase effectiveness.

A great example of a use-
ful chatbot is Fannie Mae’s 
“Ask Poli” 1 that can answer 
guideline questions for lend-
ers. Instead of taking a broad 
approach to a chatbot, Fannie 
Mae focused in on guidelines 
and optimized this chatbot 
for that purpose. Taking a 
narrow focus instead of a broad approach 
can often help your chatbot serve as a 
more useful tool for end users.

A good customer relationship man-
agement (CRM) solution also can help 
reach borrowers in many different 
ways. CRMs provide turnkey market-
ing materials like emails, video, mailers 
and more. CRMs like Unify are even 
specific to the mortgage industry. Us-
ing a CRM solution is much easier than 
building all of the necessary marketing 
materials in-house, which can be espe-
cially useful for smaller credit unions 
that may not have the resources to do it 
all on their own.

Another simple and cost-
effective way to commu-
nicate with borrowers in 
different spaces is through 
social media. While it was 
intended for entertainment, 
TikTok has become a great 
educational tool across all 
industries. In just a few sec-
onds, users can learn a new 
fact in a fun and engaging 
way—and they don’t even 
have to seek out resources; 
they appear right before 
them as they scroll.

For example, younger 
generations often choose 
the financial institution 
their parents use, according 
to Oracle’s digital banking 

survey 2, and more than half of 
them see no reason to switch to 
another institution.

TikTok and other social chan-
nels can help create awareness of 
credit unions and provide an-
other point of contact that helps 
attract new or younger borrow-
ers. Getting involved in social 
media encourages you to be 
creative and step outside of your 
comfort zone. Sharing educa-
tional information can be fun.

Take a look at other industries 
or players that are finding suc-
cess with their communication 
or customer service efforts, and 
draw inspiration from them.

PRODUCTS AND POLICIES
MAKE A DIFFERENCE
Another important element of meeting 
borrowers where they are is rethinking 
the lending products and services that 
have been around for a while. As times 
change, policies also may need some im-
provement and updating to keep up.

For example, with the increase of gig 
economy workers in today’s market-
place, the traditional way the industry 
has assessed income does not necessar-
ily serve them well. Many groups have 
been disproportionately affected by 
the way the industry looks at income. 
Having more flexibility with guidelines 

gives credit unions—or any 
lender—the ability to serve 
more borrowers.

Alternative credit scoring 
models are another way to 
help minority or first-time 
homebuyers prove they have 
the ability to repay their 
mortgage. There’s been quite 
a bit of chatter about factor-
ing utility or rent payments 
into a borrower’s ability to 
repay, which, again, would 
open up new opportunities 
for lenders to serve more 
borrowers.

Some groups of potential 
homebuyers may not have 
bank statements or tradi-
tional savings accounts. How 
should credit unions evalu-

Amanda Richardson 
is the Senior Product 
Development Manager 
at Enact (formerly 
Genworth Mortgage 
Insurance). She is 
responsible for bringing 
new products to market, 
supporting the day-
to-day management of the company’s 
existing offerings and collaborating 
cross-functionally to deliver new product 
updates to mortgage lenders. The 
statements in this article are solely the 
opinions of Amanda Richardson and do 
not necessarily reflect the views of Enact 
or its management.

Amanda 
Richardsom

Footnotes
1 https://askpoli.fanniemae.com/
2  https://www.bankingdive.com/spons/

research-shows-that-over-half-of-
gen-z-and-millennials-banking-
relationshi/593405/#:~:text=Savings%20
accounts%20are%20still%20the,at%20
their%20parents’%20preferred%20
institution.

3  https://singlefamily.fanniemae.com/
media/25696/display
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ate that? Sometimes it’ll just take a bit of 
collaboration and creativity within the 
industry and other community support 
services to create products that serve ev-
eryone well.

For example, Fannie Mae3 and Fred-
die Mac both have new low-income 
refi products to help get more borrow-
ers into homes. Some credit unions 
may want to follow suit and build their 
own product, but may not necessarily 
have the team or resources to create it. 
Collaborating across the industry is 
one way to simplify this process and 
make the goal of building a low-in-
come product more attainable.

Credit unions can often work directly 
with their mortgage insurance provider 
to help create an affordable product that 
serves more borrowers.

Growing and expanding the borrow-
ers a credit union serves can seem like a 
huge task and it will take creative, bor-
rower-focused thinking. However, with 
the right products and the right mindset, 
success is well within reach. 
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Alex Kutsishin
Sales Boomerang 

Data Intelligence 

MARKETING

Putting Credit Unions Toe-to-Toe 
with Big Lenders to Deliver the Best 
Loans to Members

Last year, the National Credit 
Union Administration analyzed 
Home Mortgage Disclosure Act 

data and found that, on average, mort-
gage loans originated by credit unions 
carry lower interest rates than those 
originated by other types of lenders.

That finding held true across both ur-
ban and rural areas, and did not appear to 
be associated with credit risk factors such as 
credit scores, debt-to-income ratios or loan-to-
value ratios.1

In short, for the average consumer, there’s no better 
place to get a mortgage than with a credit union. 

So why is it that fewer than one in 
10 U.S. mortgages originate at a cred-
it union? 2  To convert more mem-
bers into mortgage holders, credit 
unions need a proactive strategy for 
bringing relevant loan options to 

members’ attention at the most op-
portune time. Otherwise, they’ll lose 
those opportunities to massive mort-
gage lending companies with poorer 
loan offerings but vastly larger mar-
keting budgets. 

Mortgage lenders collectively spend 
billions of dollars a year on marketing 
and advertising. Quicken Loans, the 
nation’s largest lender, has been known 
to spend as much as $902 million on 
marketing in a single year. 3



This kind of mass market-
ing works because, in today’s 
era of online shopping, con-
sumers don’t need as much 
hand-holding and are gener-
ally more willing to consider 
a lender with whom they 
have no prior relationship. 
More importantly, consum-
ers are prone to take the path 
of least resistance.

Studies show that 77% 
move forward with the 
first originator they speak 
to at the time they need a 
loan4—whether that’s some-
one their real estate agent 
recommended, someone 
they found online or just a 
company that opportunis-
tically approached them at 
the right moment.

WORKING SMARTER
Credit unions will never be 
able to compete dollar for dollar with 
marketing behemoths of Quicken’s ilk, 
so to ensure members get the best rates 
possible, they must work smarter. 

A smart mortgage strategy begins 
with data intelligence. Just as big-
name mortgage lending companies 
have entire teams dedicated to har-
vesting data on all of your members, 
you need to know your own member-
ship inside and out.

You’d be surprised how many loan 
opportunities can be found by scouring 
your own database. By combining that 
information with additional 
third-party data—including 
credit history, property list-
ings, consumer debt load, 
loan payment history, ac-
cumulated home equity and 
major life events—credit 
unions can pinpoint exactly 
when a member is ready for 
their next loan. 

For example, by monitor-
ing members’ credit activ-
ity, you can know within 24 
hours when they are shop-
ping for a loan with another 
lender. Or you can be the 
one to share the good news 

when a member’s 
FICO score improves 
enough to qualify for 
your lowest loan rates.

By keeping an eye 
on members’ ac-
cumulated home 
equity, you can let 
them know when 
they qualify to reduce 
their monthly pay-
ment by removing 
mortgage insurance, 
or you can point out 
opportunities to use 
that equity for a cash-
out refi, to consoli-
date debt or to upsize 
to a bigger home with 
a new purchase loan.

If you know that a member 
has listed their home for sale, 
you can pre-qualify them for 
their next home. And if you 
know a member has recently 

gotten married, gone through a di-
vorce, had a child or sent their kids off 
to college, you can facilitate a discus-
sion around financing a new home that 
better matches their family’s evolving 
needs. 

LEVRAGE YOUR DATA
If you aren’t leveraging this kind of in-
telligence, rest assured someone else 
is. By the time your member is ready 
for their next loan, big mortgage 
lenders have already enrolled them in 

multi-channel marketing cam-
paigns full of flash-in-the-pan 
promotions that mask the true 
higher cost of their loans.  

Perhaps you are thinking that 
this sounds like an overwhelming 
amount of work for your lean-
running mortgage team. Fortu-
nately, you don’t need to hire a 
team of data analysts to bring a 
data intelligence strategy to life.

Fully automated solutions are 
available today that plug in to 
whatever CRM your mortgage 
team already uses, allowing in-
stantaneous notification of loan 
officers and members the mo-

Alex Kutsishin 
is founder and 
CEO of ACUMA 
affiliate member 
Sales Boomerang,5 
whose first-of-its-
kind borrower 
intelligence 
software has helped 
more than 125 lenders including credit 
unions, banks and independent mortgage 
lenders turn overlooked opportunities 
into additional loans.

Alex Kutsishin

Footnotes

1  National Credit Union Administration, 
2020: https://www.ncua.gov/
newsroom/press-release/2020/
mortgage-study-shows-credit-union-
members-pay-lower-interest-rates

2  Credit Union Times, 2020: https://
www.cutimes.com/2020/06/05/credit-
union-mortgage-lending-surges-
despite-pandemic/

3  Inside Mortgage Finance, 2020: https://
www.insidemortgagefinance.com/
articles/218640-quicken-spends-big-
on-marketing-and-generates-strong-
returns?v=preview

4  Consumer Financial Protection Bureau, 
2015: https://files.consumerfinance.
gov/f/201501_cfpb_consumers-
mortgage-shopping-experience.pdf

5  https://www.salesboomerang.com/
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with marketing 
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ment a loan opportunity 
is identified. The most ro-
bust systems even generate 
and send a Firm Offer of 
Credit (FOC) on your credit 
union’s behalf to ensure a 
documented compliance 
trail for audit purposes. 

Credit unions that are 
content to sit back and 
let members be bamboo-
zled by higher-cost lend-
ers are doing their No.1 
stakeholders a disservice. 
With the right data strat-
egy, credit unions can help 
more members become 
mortgage holders and en-
joy significant savings over 

the life of their loans.
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By Chris Gassel
LBA Ware 

Mortgage Data Strategies
Can Help ‘Do More with Less’

AUTOMATION/DATA ANALYSIS

In response to last year’s record-breaking refinance volume, the average independent mortgage bank-
er increased loan originator (LO) head count by more than 30%. But that kind of aggressive hiring 
(and firing) is less typical for credit unions, where sustainable staffing growth is a cultural tenet.

To meet members’ housing finance needs during high-volume mortgage cycles, credit unions must 
work not just harder, but smarter. And a mortgage data strategy lets you do just that.

Simply put, a data strategy aligns organizational performance with high-level objectives. This is  
done by developing clear goals, identifying processes critical to achieving those goals, and regularly 
measuring the performance of 
those processes.

It’s likely that your credit union al-
ready has a data strategy in place for 
member services such as banking and 
auto lending. That’s because estab-
lishing concrete goals and adjusting 
processes based on key performance 
indicators (KPIs) is a solid managerial 
strategy for reaching departmental ob-
jectives.

But for many reasons, credit unions 
may find it challenging to develop and 
implement an effective data strategy 
for their mortgage division. Lack of 
resources is an oft-cited issue, but also 
common is not knowing where to start.

From application to underwriting, 
there are thousands of KPIs one could 
measure in the mortgage loan produc-
tion process. This may be especially 
overwhelming for an organization 
where mortgage lending is not a core 
service.

The good news is to “do more with 
less” and run a more efficient mortgage 
department, you don’t need to evalu-



ate every data point, just a 
few of the right ones. Here are 
the three areas credit unions 
should look to (and their as-
sociated KPIs) to run more 
efficiently and deliver a supe-
rior member experience while 
fielding high volume.

PIPELINE PERFORMANCE
During high volume cycles, 
increased member demand 
for mortgage services can 
gum up the pipeline, result-
ing in turn times of 60 days 
or more. This causes many 
loyal members who would 
greatly benefit from the lower 
interest rates offered by credit unions 
instead to source their mortgage from 
a faster-moving independent mort-
gage bank. After all, in today’s hyper-
competitive housing market, working 
with a lender who has a reputation 
for drawn-out closings can result in 
your member’s offer being rejected.

Monitoring pipeline KPIs that help 
you run a tighter ship can help you fo-
cus on expediting loans and providing 
members with the service they need. 
To do this, develop milestone-based 
KPIs that clearly define the targets of 
when a loan should move to the next 
milestone. By setting KPIs for how 
long a loan sits in a particular status, 
you can quickly identify bottlenecks 
in your pipeline and proactively rem-
edy them. 

Pipeline data points to monitor and 
KPIs to measure:

  How long it takes loans to move from 
application to clear-to-close.
  Compare contract expiration date 
against clear-to-close milestones.
  How many loans are scheduled to 
close this month.
  Which applications have been sub-
mitted to processing.
  Which loans have been approved 
with conditions and resubmitted to 
underwriting.

LOAN PROFITABILITY  
PERFORMANCE
Just because credit unions are not 
driven by profit does not mean that 

earnings are of no impor-
tance. Earnings from high-
performing divisions help 
keep interest rates sub-
stantially lower than credit 
unions’ for-profit deposito-
ry and independent mort-
gage bank counterparts. 
Also, as member-owned 
cooperative organizations, 
credit unions can reinvest 
division earnings to im-
prove member services.

Monitoring these areas 
can help you run 
a leaner ship, keep 
interest rates low 
and reinvest in ini-
tiatives that yield 

a better member experience. 
Creating KPIs around the ef-
fectiveness of advertising cam-
paigns, the number of days it 
takes for investors to purchase 
loans after they have been 
funded (assuming you sell 
loans on the secondary mar-
ket) and regularly evaluating 
if portfolio opportunities meet 
the markets you serve can all 
contribute to a more profitable 
mortgage lending program.

Profitability data points to 
monitor and KPIs to measure:

  Which leads came from mar-
keting campaigns.
  What the lead-to-fund pull-
through rate is for market-
ing-generated leads.
  Pull-through percentage from ap-
plication-to-fund, lock-to-fund, and 
fund-to-sold.
  Number of days until investor pur-
chase after funding.
  Number of units repurchased per 
month by LO.

PRODUCTION PERFORMANCE
Even though it would have been impos-
sible to predict the surge of mortgage 
demand prompted by Covid-19, past 
performance data can be a great indica-
tor of what to expect. For instance, with 
interest rates relatively unchanged, you 
may be able to anticipate a similar ratio 
of refi-to-purchase volume as you ex-

perienced the previous month. To help 
clear the path in advance, there are im-
portant production KPIs to track.

Production data points to monitor 
and KPIs to measure:

  How pipeline volume compares to the 
same time the previous week, month, 
quarter or year.
  How volume per loan product is shift-
ing over time.
  Units and volume originated per 
month by role.
  Units and volume funded per month 
by role.

  Fall-out numbers.
These KPIs are just a 

starting point. As your or-
ganization measures per-
formance over time, it is 
crucial to remain inquisi-
tive, ask new questions 
and drill down into the 
data to reveal more op-
portunities for improved 
efficiency.

Empower your team 
with the knowledge they 
need to improve mortgage 
division operations as you 
introduce initiatives and 
processes to achieve your 
goals. You’ll see greater re-
sults if you are transparent 
with your team about your 
objectives and your find-
ings. 

Chris Gassel is a sales 
consultant at LBA 
Ware, an ACUMA 
affiliate member and 
leading provider of 
incentive compensation 
management (ICM) 
and business intelligence 
(BI) software solutions 
for mortgage lenders. Gassel spent time 
as a real estate agent, later worked for 
a builder and then served as a loan 
officer for Paramount Bank and USA 
Mortgage. These experiences allow him 
to understand mortgage technology from 
the end-user’s perspective. He can be 
reached at chris.gassel@lbaware.com.
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By Phil Reichers
Pavaso

It’s Not Rocket Science!

TRANSITIONING TO ELECTRONIC

Taking the Mystery Out of eClosings
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There’s no mystery to eClosings. By discussing it, we can 
make it simpler to understand.

We’ll talk about the benefits of eClose and “The Why” 
you should consider them, but the focus will be on “The How” of 
offering eClose to your members and what to pay attention to when 
you do.

Having worked in a credit union and 
for an eClose provider, my hope is you 
will find the information presented in 
this article clear, helpful and relevant.

THE WHY
There are 20-plus providers of eClose 
or eClose-like options today. Some 
make eClose their sole focus. Oth-
ers have a different emphasis but offer 
eClose as an additional solution. Both 
preach similar benefits.

Benefits start with enhancing the 
member experience. A good eClose 
provider should give your members the 
ability to view their closing documents 
in advance, as well as after the closing 
date, from anywhere with Internet ac-
cess.

The provider should also shorten 
the time it takes to perform the actual 
closing event, and provide added con-
venience by allowing for the eClosing 
to take place in-person or remotely—



eClose by themselves. Every provider 
either has built/acquired components, 
integrated for others, or white-labeled 
aspects to provide as close to an end-to-
end solution as possible. It is up to you 
to determine which parts (a) are most 
important to your credit union and the 

member experience, and (b) 
fit well within your workflow.

STATE AND COUNTY 
ROLES
A common misconception is, 
“My lending footprint stops 
my credit union from offering 
eClosings.” In reality, you can 
do some form of eClosing in 
every state and every county 
right now. Some states/coun-
ties, however, are more “e-
friendly” than others.

States set the electronic no-
tary (eNotarization) rules and 
requirements. Do they accept 
eNotarization? And if so, must 
it be performed in-person 

(IPEN)? Or can it also be performed via 
remote online notary (RON)? For per-
spective, more than 40 states allow for 
IPEN now, and more than 30 
allow for RON. 

Counties control elec-
tronic recording (eRecord-
ing) requirements. More 
than 2,200 counties allow 
eRecordings today, cover-
ing an area where more 
than 85% of the U.S. popu-
lation lives. The eRecording 
role has typically been per-
formed by title, outside of 
the eClose solution. 

There are several public 
websites that track eRecord-
ing. Your Loan Origination 
System (LOS) or other ven-
dors you already use, includ-
ing title companies/attor-
neys, may have rules in place 
for compliance.

HYBRID eCLOSINGS
If you lend in a region that is not “e-
friendly” or only partially so, you can, at 
the very least, do hybrid eClosings. This 
allows you and your members to receive 
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some of the benefits already mentioned.
Hybrid eClosings are typically done 

in-person with some or most docu-
ments eSigned and some wet-signed. 
Most commonly, wet-signed documents 
would be the security instruments and 
the notarized documents.

Hybrid eClosings are also an easy 
place to get started because you do not 
need an eNote, eVault, nor eRegistry 
capabilities. And investor acceptance is 
widespread. 

Hybrid eClosings are common today, 
but a growing list of lenders, including 
numerous credit unions, have started 
with (or progressed to) full eClosings—
more than 1.1 million full eClosings to 
date—or a combination of.

FULL eCLOSINGS
When transitioning from paper closings 
or hybrid eClosings to full eClosings, 
there becomes a need for eNote, eVault 
and eRegistry capabilities.

   An eNote is an electronic promissory 
note. 

   An eVault is an electronic vault which 
securely stores the entire loan pack-
age. The eClose provider delivers the 

eClosed loan to the eVault of 
the credit union’s choosing, 
and the eVault completes the 
eRegistry.

   From an electronic registra-
tion (eRegistry) perspec-
tive, there is a singular out-
let, MERS, of which credit 
unions may already have a 
relationship. If not, you will 
need to start one to do full 
eClosings.
For the eNote and eVault, 

there are fewer than 10 pro-
viders. You credit union may 
have an existing relationship 
with one of them—they are 
typically provided by your 
loan document preparation 
company within your LOS.

If your existing loan docu-
ment provider cannot generate an 
eNote, nor offer an eVault, then you can 
ask about their eClose timeline and wait 
(think hybrids) or look toward inserting 
an alternative provider that has both and 
can replace just the note or your entire 

meaning the member can be physically 
located anywhere, at home or even 
overseas. (Think, for example, about 
social distancing and business conti-
nuity.)

Operationally, a good eClose pro-
vider:

    Can help standardize 
how your loans close.

   Should have safeguards 
in place to reduce over/
under signing or the 
need for trailing docu-
ments with greater data 
integrity.

    Provide you with instant 
access to all closing doc-
uments with audit trails 
so post-closing activities 
can begin sooner.
This all can create op-

portunities to reduce your 
cost-per-loan and drive 
new originations and mem-
bership.

THE HOW
A good eClose provider should offer 
all of the benefits described above (The 
Why). Additional expectations should 
exist around data security and creating 
a seamless or branded experience.

Be sure you ask about necessary 
approvals from states, investors, etc. 
From an eClose perspective, the most 
important integration is with the credit 
union’s document provider because 
this is how your closing documents 
get efficiently “e” enabled (tagged for 
eSign, eNotary, etc.) and pushed back 
to your system of record post-closing.

There are offerings for when an inte-
gration is not present for “e” enabling 
documents, but accuracy and scalabil-
ity comes into question. So, a best prac-
tice is to ensure your eClose provider 
is integrated with your document pro-
vider. (Your document provider may 
also have an eClose offering.)

Inclusion of your title partners, sup-
port, and how their documents are 
added varies among eClose providers, 
so pick the approach that works for 
you. 

There is not a single eClose provider 
that has all components to do a full 

“
A good eClose 
provider should 

give your 
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ability to view 
their closing 
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“A paperless 
mortgage is 

here to stay, and 
acceptance is 
growing. Think 

about how many 
of your loan 

applications are 
taken online as 

compared to one, 
three or even five 

years ago.

“
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It is still best to inquire 
directly with your investors 
or FHLB location on ac-
ceptance of hybrid and full 
eClosings. (Acceptance dif-
fers among the 11 FHLBs.) 
For full eClosings, there is 
less acceptance than hy-

brids, and even less 
when the full eClos-
ing is performed via 
RON.

There are public 
websites that track 
acceptance for full 
eClosings among investors and 
FHLB locations, which continue 
to rapidly grow. FannieMae and 
FreddieMac (and others) have 
been purchasing full eClosings 
for years. 

From a loan product stand-
point, conventional loans and 
home equity have long been ac-
cepted for hybrid and full eClos-
ings, and in the fourth quarter 
of 2020, GinnieMae-insured 
loans became eligible for full 

eClosings, after previously allowing 
just hybrids. 

For loans that you put in portfolio 
and will always keep, you control your 
own acceptance.

documentation library.
Experience levels vary greatly be-

tween eClose and eNote/eVault provid-
ers when it comes to full eClosings, so 
it’s important to inquire.

Lastly, your eClose provider must 
have eNotary capability (IPEN and 
RON) to facilitate a full eClosing and 
allow you to progress be-
yond hybrids. Some have 
their own eNotary tech-
nology as part of their 
eClose solution so your 
title partners can par-
ticipate. Others rely on 
third-party notary com-
panies, which can impact 
scheduling, experience 
and costs.

INVESTOR  
ACCEPTANCE
Also, eClosings impact 
the ability to have sale-
able or pledge-eligible 
loans, so you must be 
aware of investor and 
Federal Home Loan Bank 
(FHLB) acceptance, if applicable. As 
already stated, hybrid eClosings have 
achieved widespread acceptance con-
sidering they typically include wet-
signed security instruments.

“
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have eNotary 

capability (IPEN 
and RON) to 
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eClosing and 
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progress beyond 
hybrids.

“

Phil Reichers is an 
experienced mortgage 
and technology executive 
in retail, correspondent 
and wholesale channels. 
Throughout nearly 20 
years in the industry, he 
has lead multibillion-
dollar mortgage 
divisions, managed nationwide sales 
and operations teams, and executed 
technology implementations. Reichers 
previously spent 11 years at Wells 
Fargo Home Mortgage and four years 
at Pentagon Federal Credit Union 
(PenFed). Reichers leads Sales at Pavaso, 
which has facilitated more full eClosings 
than all other vendors combined. To 
learn more, visit Sales@Pavaso.com.

Phil Reichers

THE CREDIT UNION EDGE
Credit unions can separate themselves 
from their competition because of their 
ability to efficiently incorporate eClose 
into their workflow and create adop-
tion. Where some competitors are less 
able to influence loan officer adop-
tion toward eClose and change, credit 
unions, which focus on a best-in-class 
member experience, have greater con-
trol on the loan process, especially 
when leads are from branches or your 
field of membership. 

Additional unique advantages include 
CUSOs, like an affiliated real estate or title 
company, leveraging credit union em-

ployee notaries, and ability to 
lend your own money.

A paperless mortgage is 
here to stay, and acceptance 
is growing. Think about how 
many of your loan applica-
tions are taken online as com-
pared to one, three or even 
five years ago.

The closing may be consid-
ered the final (and possibly 
most important) step of the 
member’s mortgage loan pro-
cess. If it started online, why 
can’t it be completed online, 
meeting and exceeding mem-
ber expectations, with a fan-
tastic eClosing experience?



www.mgic.com/HomesForSale
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Sean Faries has deep 
roots in the mortgage 
industry and founded 
Land Gorilla in 2010. 
Under his leadership, 
Land Gorilla pioneered 
technology that makes 
construction lending 
safer, faster and  more 
efficient. Faries is passionate about 
innovative solutions that enable lenders 
to successfully finance the critical 
infrastructure necessary to address our 
national housing shortage.

Sean Faries

CONSTRUCTION LENDING

By Sean Faries
Land Gorilla 
 

Serving Members during 
the Housing Shortage
Meet Members’ Housing 
Needs with Construction and 
Renovation Financing

Credit union members are faced with the worst housing 
shortage in U.S. history after a decade of not building.

With the smallest available inventory on record and ag-
ing housing stock that now exceeds 40 years, credit unions must 
provide solutions to address the housing supply crisis that has not 
been seen since the end of World War II. 

There is a massive opportunity for credit unions to support their 
members’ housing needs with products beyond the traditional 
mortgage experience. 

According to Freddie Mac, we are 3.8 
million units short of what is needed 
to meet the current housing demand. 
Credit union members are facing one 
of the most competitive housing mar-
kets on record.

Today, the available options are to 
build more housing and renovate exist-
ing homes. Credit unions can provide 
tremendous value to their members by 
offering competitive products such as 
construction and renovation loans.

With many variations of these loan 
programs available, construction and 
renovation lending is a safe and simple 
way for your members to tap into the 
mortgage product that best suits their 
needs. These loans are specialized 
products that can bring credit unions 
key market differentiation when com-
pared to other mortgage options.

The demand is there, so how should 
credit unions prepare for offering these 
loans? With the unique management 

and oversight these loans require, cred-
it unions need to make certain they ad-
dress efficiency in the process and the 
potential risk, and create an exceptional 
experience for members.  

1. Find Efficiency.  
It is important to optimize efficiency 
so there is no wasted time, unneces-
sary steps or inconsistency in your pro-
cesses.

When working with third parties to 
assess contractor and project accept-
ability, as well as draw management 
and inspection capabilities, it is impor-
tant to work with experienced profes-
sionals that understand credit unions 
and their member needs.

Additionally, third-party vendors 
can provide fixed expenses and faster 
time to market to make these programs 
available. Credit Unions looking to of-
fer construction and renovation loans 
for the first time can also take advan-

tage of the experience of the vendor and 
how to overcome operational issues that 
may arise.    

2. Lower Risk.  
Being proactive with risk management 
and pinpointing potential problems early 
on will help secure project success. Do this 
by ensuring the right steps and tasks are 
done when they should be.

Visibility is also important to monitor 
individual loan performance as well as 
the overall portfolio health. Avoid work-
ing from spreadsheets with the confusion 
and inefficiencies that stem from working 
without a system of record.

Make sure the tools in your process 
provide active alerts and easy report-
ing so you know any potential risk at all 
times.  
3. Improved Experience.  
Paying fast, providing transparency and 
staying connected to your members will 
create an experience they won’t forget.

Credit unions can incur significant 
reputational damage by delaying the 
payment process. Members and their 
builders and contractors alike will be 
delighted with a simple and fast draw 
process that ensures quick payment 
while assisting the borrower in meeting 
the obligations of their loan agreement.

Minimize unnecessary steps and 
manual processes that lead to frustra-
tion, errors, loss of time and ultimately 
a poor experience.  

The time is now for credit unions to 
solve the needs of their members and 
become a beacon of innovation that de-
livers the members the mortgage loans 
they demand. 



Available only at essent.us/essentiq

Show the opportunity 

cost of waiting to save 20% 

down vs. buying now.

A Perfect Tool For Mortgage Professionals!

Calculate the long-term 

savings of paying a mortgage 

vs. paying rent.

Project how quickly 

homeownership will build equity 

and wealth accumulation.

AVAIL
ABLE 

EN E
SPAÑOL!

Turn millennials and other 
fi rst-time homebuyers into homeowners 

with Essent MI!
Create customer-specifi c mortgage scenarios in seconds on your laptop, tablet or smartphone.

Then save, print or email your report, which you can personalize with a message and up to two contacts 

— a great cobranding opportunity with your referral partners!

Mortgage Insurance provided by Essent Guaranty, Inc.
© 2021 Essent Guaranty, Inc., All rights reserved. 
Two Radnor Corporate Center, 100 Matsonford Road, Radnor, PA 19087   |   essent.us
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LIVE       WIRE 25  
ACUMA’s 25th ANN  UAL CONFERENCE 

gaylord national resort   Wa  shington, d.c.    sept. 12-15, 2021 

LIVE IN    PERSON  

 
 

ACUMA
                          

MEGAWATT SPONSOR 
p    wer 25  

Now Part of Black kNight

ACUMA welcomes Optimal Blue, an industry leader 
in secondary marketing automation (now part of Black 

Knight), as the event’s Megawatt (primary) sponsor.

DON’T MISS THIS AMAzING EVENT. WE LOOK FORWARD TO     RECHARGING AND RECONNECTING WITH YOU IN SEPTEMBER!

https://acuma.org/acuma-2021-annual-conference/


LIVE       WIRE 25  
ACUMA’s 25th ANN  UAL CONFERENCE 

gaylord national resort   Wa  shington, d.c.    sept. 12-15, 2021 

LIVE IN    PERSON  

After a year of virtual events, 
ACUMA returns with its in-person 
Annual Conference, marking 
ACUMA’s 25th year of serving 
mortgage-lending credit unions. 
Content will emphasize the 
association’s core values of 
networking and education for its 
membership of mortgage-lending 
credit union leaders. 

Registration covers all 
conference sessions plus two 
evening receptions, three 
breakfasts and two lunches.  
Space is limited, so register early 
and book your hotel by August 16  
to ensure you receive the 
discounted group rate.

The annual conference features 
industry-leading speakers and a 
variety of relevant topics, as well 
as chances to ask questions at 
sessions, network with colleagues 
and vendors, make friends and, of 
course, reconnect! 

Please visit ACUMA’s website

for more information on the conference’s agenda, 
confirmed speakers (we’ll keep adding more), a list 
of exhibitors and a link to hotel reservations, as well 
as a memo template to complete and send to your 
boss with reasons to attend.

Now Part of Black kNight

DON’T MISS THIS AMAzING EVENT. WE LOOK FORWARD TO     RECHARGING AND RECONNECTING WITH YOU IN SEPTEMBER!

ACUMA has assembled the most relevant topics in this post-pandemic 
world. Here are some of the questions that will be answered:

What is around the corner in this age of digital transformation?

 Why is a diverse workforce important and how can you develop one?

 How do you grow your mortgage business when you want to expand 
beyond your credit union’s footprint?

 What are best practices for building out a construction lending pro-
gram? 

 With CFPB ramping up its focus, what can we expect for new regula-
tions and increased scrutiny?

What are CLOs doing to turn today’s challenges into opportunities?

CONFERENCE TOPICS

 https://acuma.org/acuma-2021-annual-conference/

https://acuma.org/acuma-2021-annual-conference/


LIVE      WIRE 25  
ACUMA’s 25th ANNUAL CONFERENCE 

ExHIbITORS 

Tier    3

Tier    2

Tier    1

https://acuma.org/acuma-2021-annual-conference/


ACUMA’s 25th ANNUAL CONFERENCE 

•  Superior Digital Lending Platform for Loan Officers and Members
•  Question flow changes based upon member responses
•  Submit Images to Conditions with real time status and loan information
•  Responsive Design - Works on Any Device
•  POS/LOS supports both mortgage and consumer lending
•  Rules based, automated workflow driven LOS
•  Strong lights out 3rd party integrations
•  Fannie/Freddie Certified for all services

BEST OF BREED PARTNER APPROACH 
for LOS & POS

mortgageflex.com • 904-356-2490 • mortgagehippo.com

MortgageFlex Systems was founded for one reason – to simplify mortgage lending.  After 38 years, we’re still focused 
on the mortgage industry and dedicated to providing lenders with smart software solutions. Our mission is to provide all 
channels of lending with the most cost-effective LOS and servicing software. Our services include 24/7 support, hosting, 
managed services, and implementation. MortgageFlex Systems cultivates strong partnerships and is dedicated to helping 
reach your optimal potential with our LOS, MortgageFlexONE- ‘The New Peak of Efficiency.’

MortgageHippo: Based in Chicago, MortgageHippo is a financial technology company offering a comprehensive suite of 
web and mobile-ready products white-labeled for banks, credit unions and mortgage lenders. Their digital platform allows 
lenders to deliver an intuitive, smooth and efficient borrower experience, improve borrower conversions, significantly 
reduce origination costs and integrate with other innovative technologies. MortgageHippo’s platform is highly customiz-
able to lender preferences and configurable to lenders’ workflows and processes. 

DIGITAL 
MORTGAGE 

EXPERIENCE

www.mortgageflex.com
www.mortgageflex.com
www.mortgagehippo.com
www.mortgagehippo.com


Why is Market 
Share Dropping?

ANALYSIS & TRENDS

Tracy Ashfield is the President of 
ACUMA. She has also worked as a 
mortgage consultant for credit unions.

Continued

  

TOP 
300

Top 300 First Mortgage-Granting CUs as of March 31, 2021
$ originated 

1st Mortgages 
(Fixed & Adjustable)

# originated 
1st Mortgages 

(Fixed & Adjustable)

$ outstanding 
1st Mortgages 

(Fixed & Adjustable)
$ Sold 

1st Mortgages 

By Tracy Ashfield 
ACUMA
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Top 300 1st Mortgages Originated CUs 58,934,613,569   228,789   369,944,724,580   25,111,823,619 
All Originating CUs (2,859 CUs)* 74,572,755,813   318,970   525,431,182,696   29,941,462,247 
Top 300 Share 79.0   72   70.4  83.9 
*CUs who granted $10,000 or more 01/21 - 3/21     

“

“

When calculated 
using the 
Mortgage 
Bankers 

Association’s 
production 

numbers, credit 
union market 

share peaked in 
2018 at 8.30%.

By most accounts credit 
unions had a stellar first 
quarter in 2021, accord-

ing to credit union mortgage-
origination data from Cal-
lahan’s Peer to Peer reports. 
Credit unions wrote more than 
$74 billion in loan production 
for almost 319,000 units.

But is it all good news?  
Maybe not.

When calculated using 
the Mortgage Bankers Asso-
ciation’s production numbers, 
credit union market share 
peaked in 2018 at 8.30%.

It dropped a little in 2019 
and then again in 2020. By 
year-end 2020 market share 

had fallen to 7.62%.
At the end of the first quar-

ter of this year, it dropped 
again—this time below 7% to 
6.82%.  That’s a pretty big de-
cline in market share in only 
about three years. And, for 
sure, this is not a great trend; 
it’s certainly not one we’d like 
to continue.

I have some theories as to 
why this is occurring, but I 
am curious to know what 
you, our readers, think are 
the reasons for credit unions’ 
market-share decline. Do you 
have an opinion? If so, please 
weigh in to the discussion.

Take a moment to share 

your thoughts. I will compile them 
and report back to the ACUMA mem-
bership with your perspectives on the 
downward trend.  You can reach out to 
me at tashfield@acuma.org. 

A Note on the Data:
NCUA had given credit unions a  
30-day grace period for submitting 
their quarterly 2020 Call Reports due 
to the impact of Covid-19. That’s no 
longer the case. Also, be advised that 
ACUMA will publish quarterly data for 
the Top 300 and make it available to our 
members online.



FCIS

WE’VE HAD HUGE SUCCESS 
SHARING THE SIMPLENEXUS 
APP WITH REALTORS. 
THESE PARTNERS, IN TURN, 
ARE HELPING US RECRUIT 
NEW MEMBERS.”

“

Ben Laycock
Project Director,
Texas Tech Credit Union

-

Discover how credit unions are streamlining 
homeownership for members.

It’s That Simple.

Download and try the mobile 
version of the platform now.

www.simplenexus.com
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Top 300 First Mortgage-Granting CUs as of March 31, 2021

$ 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 $5,850,997,991 19,453 $42,184,611,972 $2,319,768,123 $34,850,589,546
2 VA Pentagon $2,748,620,678 6,001 $7,701,625,950 $2,324,411,528 $10,130,305,598
3 MI Lake Michigan $1,633,440,350 6,954 $5,289,746,833 $655,987,473 $7,863,977,737
4 CA Star One $1,377,528,476 2,950 $4,017,102,692 $149,726 $4,544,411
5 NC State Employees’ $913,517,194 5,252 $18,061,080,645 $0 $85,750,670
6 CA SchoolsFirst $887,958,038 2,482 $5,525,608,090 $183,201,010 $2,096,585,351
7 CA First Tech $873,592,781 1,782 $4,229,785,343 $431,241,141 $4,794,979,166
8 ID Idaho Central $872,113,516 3,452 $2,299,924,395 $431,162,752 $3,745,920,955
9 OR OnPoint Community $854,168,423 3,851 $1,907,857,157 $626,204,996 $3,786,503,243
10 WA BECU $809,696,967 2,886 $6,560,252,155 $452,620,364 $4,439,593,515
11 IN Evansville Teachers $714,636,942 2,843 $1,369,904,603 $506,538,602 $2,028,478,952
12 NY Bethpage $701,888,109 2,583 $3,875,861,718 $514,277,857 $6,372,961,637
13 CO Elevations $689,209,318 1,949 $1,176,706,412 $609,795,350 $4,396,082,989
14 WI University Of Wisconsin $640,891,611 3,071 $1,144,018,982 $354,183,000 $2,928,105,614
15 CA Logix $636,163,878 1,413 $3,249,982,576 $227,870,735 $2,154,474,882
16 CA Golden 1 $593,936,188 2,056 $3,955,412,945 $91,090,752 $942,175,863
17 UT America First $568,786,877 3,448 $1,352,948,779 $391,935,268 $3,090,631,798
18 CO Ent $557,172,092 4,153 $3,307,052,211 $124,589,725 $1,187,387,247
19 WI Summit $528,541,659 2,580 $1,933,707,649 $273,302,613 $2,630,956,804
20 UT Mountain America $519,677,244 3,496 $3,081,288,362 $488,692,044 $2,224,016,970
21 CA Patelco $497,469,536 877 $3,186,955,375 $64,504,373 $1,122,606,465
22 PA Police And Fire $478,708,412 2,267 $2,941,756,700 $7,516,313 $556,268,429
23 AK Alaska USA $467,402,710 1,585 $1,464,422,328 $402,518,795 $5,243,569,203
24 WI Landmark $465,563,822 2,290 $1,765,171,097 $244,623,693 $2,755,055,999
25 DC Bank-Fund Staff $376,954,160 756 $2,917,210,449 $3,496,400 $147,447,172
26 WI Royal $373,439,127 2,507 $1,284,099,075 $185,449,894 $1,840,510,806
27 IL BCU $369,604,288 1,450 $2,017,269,039 $279,263,965 $2,393,329,159
28 CA Kinecta $364,352,980 712 $2,220,549,208 $134,164,207 $2,072,991,691
29 TX Security Service $361,109,755 1,935 $3,509,144,991 $128,238,112 $1,572,849,183
30 IL Alliant $361,025,640 679 $4,668,079,303 $105,760,248 $659,217,979
31 IA Veridian $343,858,265 1,946 $1,639,823,840 $288,038,122 $116,710
32 MN Wings Financial $331,223,876 1,142 $2,931,413,429 $27,591,942 $643,527,644
33 NY Teachers $327,889,124 1,007 $2,197,031,522 $233,106,213 $2,013,044,743
34 TX Randolph-Brooks $327,126,101 2,080 $4,039,276,818 $17,225,769 $810,620,097
35 MN TruStone Financial $318,195,531 1,272 $1,302,484,920 $161,164,472 $1,200,346,314
36 TX University $317,026,792 1,036 $922,523,654 $278,852,509 $3,061,123,623
37 CA Mission $314,901,915 668 $1,541,702,335 $158,288,550 $1,115,456,843
38 MA Digital $306,744,818 994 $2,254,386,589 $192,466,757 $2,742,067,516
39 FL Space Coast $292,189,898 1,390 $1,612,361,076 $46,291,565 $697,131,306
40 VA Virginia $290,687,339 1,335 $1,157,405,541 $166,331,337 $1,065,836,415
41 NY State Employees $290,551,697 1,540 $1,190,294,980 $198,297,657 $2,412,633,880
42 CA Provident $287,478,295 698 $1,395,057,418 $171,980,926 $1,639,809,707
43 UT Goldenwest $283,587,075 1,029 $561,369,937 $185,326,029 $5,089,211
44 CA Redwood $277,203,600 631 $2,281,049,502 $49,805,000 $995,399,288
45 KS CommunityAmerica $276,549,752 1,229 $872,558,863 $182,132,723 $2,390,026,720
46 IA GreenState $274,720,345 940 $3,620,237,500 $532,332,425 $39,427,488
47 UT Utah Community $272,848,647 1,084 $655,634,139 $115,243,643 $1,080,056,361
48 CA Financial Partners $272,144,130 516 $698,441,080 $287,073,314 $1,504,119,974
49 OH Wright-Patt $271,468,524 1,699 $1,737,414,308 $55,107,987 $3,987,280,783
50 CA UNIFY Financial $257,334,366 392 $1,328,633,861 $58,636,334 $510,184,316
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Top 300 First Mortgage-Granting CUs as of March 31, 2021

$ 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 WA STCU $256,374,437 1,286 $1,893,399,813 $58,414,754 $322,295,320
52 TN Eastman $255,780,991 1,836 $3,204,065,767 $0 $1,329,152
53 WI Community First $253,369,412 1,354 $2,295,208,910 $2,330,950 $944,280
54 GA Delta Community $250,731,586 1,223 $2,420,839,198 $64,907,571 $643,560,117
55 NY United Nations $250,091,409 468 $3,005,161,059 $28,457,013 $306,063,967
56 FL Suncoast $246,315,957 1,390 $3,836,554,066 $0 $178,391,483
57 CO Bellco $245,812,186 588 $1,806,517,012 $13,473,660 $548,777,356
58 CA Stanford $230,135,750 345 $1,856,554,898 $22,929,700 $574,241,717
59 WI CoVantage $229,222,171 1,587 $1,016,396,723 $65,107,363 $520,669,886
60 Az Desert Financial $228,412,437 900 $827,287,293 $0 $1,027,198,310
61 VT New England $227,818,856 1,020 $1,081,416,920 $136,598,004 $1,451,570,699
62 MN Affinity Plus $226,704,838 1,207 $1,067,884,026 $57,243,444 $1,317,698,341
63 NC Coastal $225,154,635 1,135 $861,049,694 $168,736,595 $1,978,153,653
64 WI Altra $223,437,327 1,173 $767,903,767 $139,735,962 $1,346,478,376
65 CA SAFE $222,966,053 548 $1,202,255,034 $72,872,234 $898,280,404
66 MI Genisys $212,108,304 1,015 $816,962,805 $86,346,390 $399,957,290
67 PA Members 1st $212,078,922 1,015 $1,070,817,662 $101,775,166 $685,021,399
68 FL VyStar $206,246,116 1,183 $3,478,214,757 $42,131,858 $304,378,209
69 NY CAP COM $203,009,426 949 $1,299,745,913 $107,878,400 $1,196,865,369
70 TX TDECU $198,908,473 1,067 $1,519,502,638 $94,320,236 $900,464,648
71 VA Northwest $196,484,600 629 $815,410,248 $41,353,390 $1,343,659,427
72 CA San Diego County $192,189,900 468 $3,132,436,317 $0 $308,849,790
73 WA Washington State Employees $191,110,935 681 $1,147,302,723 $90,036,646 $953,905,392
74 CA Premier America $189,704,050 151 $1,781,953,515 $764,800 $162,357,892
75 MN Central Minnesota $188,735,059 505 $642,986,355 $64,655,387 $499,365,265
76 AL Redstone $187,984,762 855 $948,348,338 $42,470,015 $617,143,209
77 MI United $187,824,961 994 $1,142,492,981 $141,487,921 $847,423,117
78 NY ESL $186,307,705 826 $661,501,066 $104,238,187 $1,222,021,058
79 IL Credit Union 1 $185,792,190 338 $357,210,458 $100,958,748 $363,213,133
80 NY Hudson Valley $175,355,794 592 $812,331,239 $48,202,421 $1,336,827,874
81 CA Chevron $174,876,803 499 $2,573,725,685 $0 $6,013,513
82 MI Michigan Schools and Government      $172,808,867 921 $1,056,228,728 $4,983,020 $81,149,095
83 FL MidFlorida $172,783,756 556 $1,820,072,789 $60,133,086 $789,487,212
84 CA Travis $169,478,216 414 $1,761,247,696 $57,406,151 $655,351,603
85 WI Educators $168,457,088 1,038 $921,209,578 $87,338,531 $736,319,087
86 IN Teachers $167,843,319 885 $1,510,572,479 $49,214,212 $15,123,461
87 WA Gesa $166,683,311 584 $981,230,603 $103,755,623 $668,296,587
88 FL Fairwinds $164,027,664 863 $1,397,499,550 $45,109,289 $585,339,195
89 WI Fox Communities $163,959,777 999 $1,258,925,143 $31,353,648 $158,204,253
90 UT University $156,367,168 562 $403,066,942 $88,581,779 $683,146,922
91 CA KeyPoint $154,402,110 215 $758,202,363 $4,343,608 $411,334,379
92 CO Westerra $153,773,609 501 $529,417,830 $31,241,611 $896,048,659
93 MA Metro $153,681,220 422 $846,214,320 $116,573,064 $1,068,659,991
94 MI Michigan First $152,371,861 906 $396,143,083 $99,584,919 $677,014,964
95 PA Citadel $152,229,611 428 $2,005,893,569 $15,919,726 $366,990,179
96 CA Orange County’s $152,082,410 343 $819,407,394 $54,030,700 $623,609,768
97 WA Numerica $151,911,845 494 $1,090,605,614 $69,470,459 $687,384,516
98 CO Canvas $146,511,512 435 $700,179,503 $73,556,881 $632,708,129
99 RI Pawtucket $145,223,355 622 $1,583,878,918 $4,268,470 $166,139,128
100 MD State Employees Credit Union of Maryland      $142,078,159 625 $1,471,973,628 $123,230,000 $1,320,287,351
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$ outstanding 
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(Fixed & Adjustable)
$ Sold 

1st Mortgages Rank
name of  
Credit Union

Re Loans Sold  
but Serviced by CUState

101 MA Jeanne D’Arc $141,623,398 420 $910,012,013 $63,522,777 $144,445,078
102 MO Together $141,211,821 622 $684,806,872 $85,693,084 $662,146,563
103 PA American Heritage $140,745,630 448 $1,161,458,210 $111,789,311 $1,087,934,968
104 VA Apple $139,099,214 337 $1,236,985,083 $43,074,347 $696,975,465
105 Az OneAz $138,157,914 490 $699,208,676 $54,946,000 $816,079,538
106 IL CEFCU $136,872,368 802 $2,787,122,207 $0 $30,483,826
107 OH General Electric $135,155,929 360 $1,274,270,871 $2,945,330 $6,823,429
108 CA Wescom $134,581,654 380 $1,250,227,553 $2,738,179 $812,637,260
109 CA California $131,715,454 323 $1,185,032,131 $79,743,951 $927,924,499
110 IN Forum $130,982,596 614 $400,974,009 $105,001,448 $954,852,515
111 GA Georgia United $128,558,741 339 $401,150,748 $10,805,596 $258,283,823
112 TX Amplify $125,847,557 318 $443,999,508 $41,015,552 $555,223,489
113 CA Nuvision $125,818,420 392 $975,600,509 $29,677,678 $479,523,576
114 CA Partners $125,384,952 370 $551,695,047 $98,877,539 $1,049,388,618
115 IA Dupaco Community $125,273,206 874 $676,709,940 $42,662,250 $825,165,257
116 WA Sound $125,045,237 382 $752,533,797 $67,925,827 $0
117 MI Advia $124,608,962 686 $855,811,783 $5,913,115 $0
118 MA Hanscom $123,707,312 272 $520,044,943 $38,978,659 $409,606,449
119 NH St. Mary’s Bank $122,884,197 446 $459,476,139 $48,493,024 $638,684,588
120 CA Firefighters First $122,316,003 355 $812,107,359 $43,653,387 $214,581,675
121 RI Navigant $119,762,413 498 $1,445,421,422 $668,650 $314,166,510
122 UT Cyprus $119,726,443 458 $314,100,691 $75,131,936 $0
123 IL Deere Employees $119,668,557 550 $557,543,834 $68,708,479 $346,153,403
124 TX Texas Tech $118,113,862 518 $27,147,606 $114,137,163 $0
125 PA Pennsylvania State Employees $117,910,695 814 $1,689,626,571 $584,250 $103,533,571
126 CO Premier Members $116,594,536 291 $499,843,124 $34,957,640 $275,119,842
127 IN Elements Financial $111,941,614 367 $709,446,859 $44,807,904 $0
128 MA Harvard University Employees $111,884,327 202 $493,843,229 $43,736,707 $464,278,764
129 NJ Affinity $111,462,453 521 $1,956,807,571 $0 $184,294,002
130 NC Local Government $110,464,498 737 $1,173,177,356 $0 $0
131 MI Michigan State University $109,640,512 547 $1,885,894,413 $3,011,290 $26,362,500
132 NV One Nevada $108,748,951 402 $196,907,123 $94,340,573 $80,897,238
133 VA Langley $108,020,686 431 $884,911,329 $9,682,902 $247,008,686
134 NY Jovia Financial $107,969,826 212 $1,330,748,167 $19,343,117 $508,054,355
135 NH Service $107,948,686 227 $1,421,952,928 $3,081,000 $6,762,784
136 NM Nusenda $107,705,164 479 $834,074,728 $88,243,637 $585,495,427
137 WA iQ $107,204,598 292 $492,848,338 $32,481,505 $356,277,437
138 OH Superior $106,813,940 751 $574,012,501 $69,337,367 $854,323,394
139 TX American Airlines $106,448,650 405 $2,820,940,613 $0 $0
140 MI Honor $106,316,025 622 $409,185,910 $70,998,168 $554,976,061
141 WI Westconsin $106,285,803 597 $451,248,158 $66,418,034 $997,684,188
142 OR Rivermark Community $105,764,974 392 $190,280,481 $86,581,779 $441,925,419
143 IA Collins Community $105,703,545 577 $383,798,368 $35,779,024 $522,968,386
144 OR Oregon Community $105,555,113 454 $574,873,148 $62,231,235 $495,449,943
145 WA Columbia $105,124,730 334 $553,401,599 $53,173,580 $458,052,650
146 FL IThink $105,038,625 234 $835,026,878 $17,656,913 $353,345,942
147 MI Lake Trust $102,374,918 395 $758,065,615 $0 $4,121,706
148 CA Meriwest $101,523,600 217 $820,012,291 $63,997,014 $691,244,122
149 PA TruMark Financial $101,516,443 390 $763,068,723 $39,477,760 $591,260,056
150 CO Credit Union Of Colorado $101,267,568 376 $480,489,507 $46,967,236 $260,340,683
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Credit Union
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151 SC Founders $100,686,685 878 $1,266,026,404 $0 $0
152 IN Purdue $100,639,330 545 $872,160,776 $34,490,466 $461,436,736
153 KY L & N $100,420,800 438 $978,476,858 $21,318,625 $238,896,160
154 IN Indiana Members $100,272,515 760 $734,601,918 $53,773,668 $340,300,408
155 HI Hawaii State $99,343,080 237 $390,958,037 $90,073,925 $608,737,567
156 MI DFCU Financial $99,043,370 595 $479,218,522 $51,033,669 $874,708,106
157 CA First Entertainment $98,002,135 212 $809,141,286 $34,146,184 $196,606,727
158 TX Texans $97,829,832 270 $378,531,483 $944,450 $0
159 SC South Carolina $96,210,350 401 $780,828,152 $48,055,980 $478,008,647
160 OR Advantis $93,919,481 321 $402,656,188 $71,673,545 $829,614,560
161 OR Unitus Community $93,749,857 425 $471,361,173 $46,673,124 $640,384,631
162 TX Advancial $93,506,086 288 $516,556,544 $49,533,176 $484,782,670
163 NY Sunmark $92,808,859 493 $289,978,239 $75,443,336 $0
164 ND First Community $92,142,164 376 $408,777,252 $55,064,325 $0
165 CA San Mateo $91,769,182 180 $599,931,091 $19,320,698 $270,611,930
166 IL Great Lakes $90,323,764 185 $412,873,059 $15,960,358 $264,937,785
167 AR Arkansas $89,726,663 719 $414,420,203 $62,721,758 $314,489,319
168 TX United Heritage $89,155,688 349 $428,831,658 $44,369,085 $157,602
169 IL Consumers $89,101,261 435 $581,656,833 $75,071,615 $682,725,110
170 OR Rogue $88,037,765 383 $440,603,798 $4,275,483 $405,823,339
171 NY USAlliance Financial $87,812,066 94 $884,629,431 $46,374,425 $193,143,350
172 IN Interra $87,762,661 406 $636,308,598 $22,897,468 $154,987,620
173 MD Tower $86,940,526 289 $750,662,245 $0 $711,864,173
174 UT Deseret First $86,869,256 348 $334,229,362 $31,033,793 $0
175 ID Potlatch No 1 Financial $86,522,132 353 $520,672,139 $24,779,618 $388,407,368
176 NY Corning $86,442,535 497 $405,465,604 $65,973,896 $610,563,348
177 TN ORNL $86,420,580 449 $1,220,555,577 $6,354,925 $326,735,181
178 NC Allegacy $85,997,300 436 $582,226,431 $41,323,512 $191,665,450
179 TN Knoxville TVA Employees $85,870,799 438 $849,643,053 $2,079,213 $0
180 FL GTE Financial $85,569,919 404 $670,029,347 $30,174,713 $903,655,546
181 Az TruWest $85,381,025 256 $332,027,377 $49,650,800 $359,912,829
182 CT American Eagle Financial $85,127,973 350 $806,824,028 $0 $283,519,576
183 FL Educational $83,062,287 324 $281,835,357 $1,642,750 $70,361,831
184 CA Northrop Grumman $82,872,386 260 $370,642,472 $56,011,272 $204,674,800
185 CA Valley Strong $82,623,664 221 $828,848,651 $35,347,442 $250,912,498
186 WI Capital $82,227,245 432 $784,802,617 $14,983,567 $253,607,957
187 MA Rockland $81,678,302 186 $682,749,651 $18,846,963 $287,809,002
188 ND Town and Country $80,922,807 379 $207,155,939 $77,580,523 $24,674,489
189 IN Notre Dame $80,922,003 372 $295,681,351 $57,368,898 $446,790,022
190 WA Whatcom Educational $80,900,714 282 $959,351,631 $0 $343,792,850
191 NM U.S. Eagle $80,567,732 232 $355,698,300 $26,993,739 $0
192 GA Georgia’s Own $80,557,170 306 $598,909,712 $34,965,399 $768,009,000
193 CA Altura $80,364,399 265 $492,327,243 $0 $8,465,489
194 WI Verve, acu $79,487,377 397 $572,053,393 $32,942,191 $300,893,086
195 MD NASA $79,306,688 257 $1,018,229,060 $58,536,948 $74,163,478
196 OK Truity $78,480,858 335 $178,676,802 $67,149,693 $738,734,171
197 NM Sandia Laboratory $77,424,752 287 $753,260,401 $14,119,845 $105,490,084
198 CA Credit Union of Southern California      $77,013,003 197 $673,719,634 $5,172,469 $235,201,170
199 MT Whitefish $75,505,924 248 $913,868,032 $0 $0
200 SC Sharonview $75,243,515 388 $566,131,136 $35,138,331 $444,985,381

Top 300 First Mortgage-Granting CUs as of March 31, 2021
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201 MN TopLine $74,977,267 315 $209,526,042 $0 $345,595,811
202 PA Franklin Mint $74,901,677 269 $494,588,258 $44,016,190 $475,242,565
203 VA Freedom First $74,780,554 251 $360,467,698 $36,017,857 $0
204 HI Hawaiian Financial $74,626,950 164 $279,848,574 $67,309,850 $0
205 MA Merrimack Valley $74,602,312 277 $491,348,945 $0 $177,313,383
206 CA Evangelical Christian $74,568,456 13 $284,090,892 $46,972,687 $356,716,963
207 IN Centra $74,126,523 366 $582,436,380 $24,812,948 $236,711,613
208 TN Tennessee Valley $73,780,596 394 $435,593,834 $40,982,483 $0
209 CA SF Fire $73,482,290 128 $613,428,652 $20,667,275 $157,383,971
210 MA Alltrust $73,471,464 218 $195,479,673 $41,959,252 $119,312,300
211 TX EECU $73,262,871 347 $578,537,139 $16,440,072 $290,486,551
212 ID CapEd $73,070,983 285 $379,712,969 $10,219,471 $20,000,802
213 CA California Coast $72,999,986 286 $755,629,074 $38,827,704 $217,932,209
214 WI Thrivent $72,955,026 393 $335,156,912 $41,667,349 $433,159,700
215 MN Hiway $72,393,825 355 $502,559,399 $40,828,242 $288,914,381
216 IL Scott $72,235,835 382 $287,681,331 $21,430,210 $144,582,332
217 CA Technology $71,861,512 106 $908,942,633 $528,827 $96,389,492
218 FL Tyndall $71,716,891 408 $356,855,079 $22,659,440 $233,394,574
219 FL Campus USA $71,505,760 471 $783,681,135 $880,200 $31,633,579
220 OK TTCU $71,454,479 385 $209,438,328 $54,637,208 $506,293,302
221 TX JSC $70,778,685 1,851 $392,461,271 $0 $0
222 CA First Financial $70,684,240 204 $145,438,999 $53,797,267 $307,953,255
223 CA CBC $70,456,033 133 $295,685,114 $9,373,183 $124,441,202
224 TX Credit Union of Texas $70,286,813 637 $311,160,170 $60,937,626 $0
225 AL Avadian $69,971,164 320 $226,284,081 $43,302,264 $37,765,237
226 HI HawaiiUSA $68,857,043 94 $551,804,286 $0 $1,169,019
227 MI Arbor Financial $68,804,951 379 $399,044,858 $23,177,352 $285,589,533
228 NY AmeriCU $68,647,225 401 $1,003,922,262 $0 $170,665,369
229 MN Spire $68,192,101 350 $518,507,159 $9,705,566 $243,441,331
230 MI Frankenmuth $67,979,418 448 $255,805,084 $56,577,909 $479,898,853
231 TN Ascend $67,098,498 350 $988,657,781 $4,389,794 $0
232 MS Keesler $66,465,863 365 $1,075,760,122 $0 $11,008,729
233 IA Community Choice $66,306,320 361 $209,430,117 $30,934,918 $0
234 TX Austin Telco $66,267,558 185 $784,720,926 $574,149 $0
235 NY Visions $63,527,513 417 $1,730,510,164 $90,250 $54,078,774
236 NY Empower $63,392,453 387 $625,908,123 $13,901,758 $611,948,878
237 TX GECU $63,170,573 428 $552,487,740 $32,311,577 $765,962,596
238 NY Polish & Slavic $62,856,639 524 $1,072,961,057 $0 $39,717,812
239 OR First Community $62,449,420 271 $410,272,323 $37,154,980 $399,545,855
240 MI Community Financial $62,261,092 298 $460,622,463 $14,927,623 $366,326,666
241 OR Selco Community $61,360,020 181 $502,954,079 $0 $0
242 CA Foothill $60,589,202 154 $237,541,107 $36,337,800 $228,284,343
243 NE Liberty First $60,128,372 339 $114,609,422 $54,350,147 $0
244 IN Beacon $60,020,316 291 $735,026,301 $2,745,597 $26,407,194
245 MD Andrews $59,544,429 178 $916,142,191 $0 $928,408,152
246 WI Blackhawk Community $59,452,303 316 $345,226,838 $21,080,366 $248,516,056
247 ID Westmark $59,423,221 195 $331,444,702 $6,323,396 $48,939,391
248 MT Clearwater $59,155,330 247 $253,110,746 $19,176,869 $273,200,405
249 DC Congressional $58,909,740 172 $417,832,216 $21,067,548 $180,684,744
250 TX Firstmark $58,730,569 112 $272,387,112 $0 $0

Top 300 First Mortgage-Granting CUs as of March 31, 2021
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251 ID Beehive $58,609,407 285 $119,715,362 $30,924,257 $1,272,434
252 OR Oregon State $58,445,635 133 $370,016,315 $6,046,185 $279,290,981
253 TN Y-12 $56,691,524 246 $634,767,668 $82,077 $62,819,232
254 IN 3Rivers $56,664,450 245 $482,675,330 $167,572,684 $909,080,816
255 WA Solarity $56,443,976 292 $265,016,107 $44,662,134 $342,936,547
256 MO First Community $56,433,908 334 $545,449,070 $39,981,432 $711,640,356
257 GA Associated $56,329,726 288 $299,820,776 $32,687,500 $403,594,771
258 VT Vermont State Employees $56,310,875 291 $565,665,595 $1,191,059 $208,926,970
259 CA Pacific Service $56,167,610 167 $411,860,679 $13,414,950 $0
260 NE Centris $55,768,547 309 $259,774,092 $15,061,083 $462,964,548
261 TN Leaders $55,534,410 319 $97,729,934 $44,055,670 $0
262 VA Dupont Community $55,326,421 308 $543,279,624 $31,293,941 $181,598,223
263 CA F & A $55,285,605 147 $293,527,094 $0 $30,644,439
264 TX A+ $54,166,783 372 $647,237,489 $4,386,720 $49,955,476
265 CA American First $54,088,640 29 $388,182,935 $25,757,362 $607,857,163
266 MI Consumers $53,661,393 208 $549,033,059 $107,325,491 $607,027,753
267 SD Black Hills $52,938,990 203 $641,958,174 $38,328,000 $0
268 KY University Of Kentucky $52,852,355 482 $298,600,592 $1,051,300 $0
269 TX Shell $52,650,632 339 $331,692,207 $17,560,398 $213,809,054
270 WA Fibre $52,645,009 248 $380,622,705 $2,801,685 $0
271 FL Community First Credit Union of Florida      $52,612,203 267 $670,854,282 $3,092,964 $148,362,314
272 CO Air Academy $52,183,326 190 $248,862,102 $13,604,561 $0
273 GA LGE Community $52,140,793 272 $542,546,254 $944,283 $9,671,689
274 FL Launch $52,087,080 221 $314,553,559 $0 $0
275 SC REV $51,029,627 140 $273,283,388 $912,500 $283,521
276 WA Salal $51,010,783 110 $332,997,134 $18,701,639 $284,059,695
277 FL First Commerce $50,791,819 570 $253,441,252 $15,941,821 $180,187,669
278 MI Credit Union One $50,716,467 235 $440,627,844 $4,539,203 $747,063
279 WA TwinStar $50,691,025 224 $183,219,979 $20,050,217 $431,904,692
280 VA BayPort $50,456,114 208 $545,284,227 $1,565,725 $0
281 IL Vibrant $50,265,517 302 $339,847,461 $10,556,647 $117,796,474
282 CA Bay $49,948,750 126 $346,161,073 $15,754,000 $324,205,354
283 MD National Institutes of Health $49,483,421 158 $204,982,888 $35,468,773 $278,462,632
284 IN ProFed $49,076,635 319 $210,570,547 $33,880,320 $241,566,490
285 WA Verity $48,808,903 172 $237,114,417 $30,790,400 $254,723,963
286 KY Park Community $48,565,297 253 $481,978,491 $4,760,787 $0
287 TN Orion $48,475,831 212 $368,947,171 $31,803,491 $24,355,502
288 CT Sikorsky Financial $48,225,329 223 $415,519,233 $3,605,750 $0
289 WA Harborstone $48,063,460 108 $458,020,709 $0 $57,860,961
290 UT Utah First $47,783,953 127 $199,093,917 $21,292,031 $0
291 MN Mid Minnesota $47,366,433 320 $100,506,401 $27,486,035 $273,048,189
292 FL Pen Air $46,891,537 203 $220,290,389 $29,922,067 $8,098,175
293 OK WEOKIE $46,715,160 164 $469,738,673 $5,623,075 $159,567,044
294 OH Seven Seventeen $46,701,058 189 $426,331,774 $21,370,457 $174,664,483
295 IL NuMark $46,536,652 250 $72,329,117 $41,892,377 $396,606,776
296 CA Coast Central $46,505,704 170 $476,220,407 $0 $0
297 CA Ventura County $46,471,433 106 $408,712,270 $0 $41,420,138
298 OH KEMBA Financial $46,440,366 255 $401,518,094 $9,486,532 $21,569,677
299 VA Chartway $46,417,457 318 $231,187,582 $41,747,127 $41,421,192
300 CA Commonwealth Central $46,314,639 52 $214,261,894 $0 $0 
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By Tracy Ashfield
ACUMA

Pay Attention 
to Homebuying 
Changes

“

“

Tracy Ashfield is the President of 
ACUMA.  She also speaks at industry 
conferences and examiner seminars, 
and keeps current with credit unions 
by running Ashfield & Associates, a 
consulting and training business that 
assists with mortgage lending..

This issue of the magazine highlighted many of the ways we 
are seeing the mortgage lending industry evolve. Articles 
have delved into remote online notarization, automation/

technology, digital mortgages in general, eClosings, appraisals, data 
intelligence, and more. All of them are looking at the many changes 
taking place.

I won’t attempt to predict the future, but when I consider what 
might be ahead, I look closely at how the homebuying process itself 
is changing.

After all, nobody wants a mortgage—they want a home; the 
mortgage is simply the means to that end.

So let’s consider what is changing 
about the way homes are being pur-
chased. Much like the pandemic was 
the motivator for a swift adoption of e-
signatures, e-notes and the e-vault, the 
shortage of available homes 
is prompting an array of new 
startups.

More than one entrepre-
neur has capitalized on the 
impact of having a protracted 
seller’s market. How, you ask? 
Well,  here’s what we know:
•  Many houses are receiving 

multiple offers.
•  Buyers are bidding over the 

asking price, waiving contin-
gencies—even giving up the 
right to an inspection—just to 
try to be the winning bidder.

•  Even more of an advantage is being 
given to cash buyers.
Along with a shortage of homes to 

satisfy a boatload of buyers, these bid-
ding wars have made the current hous-

ing market red hot.

NEW ROAD TO  
DREAM HOME
So if you happen to be a buyer 
in Colorado, you might want to 
consider looking into Accept 
Inc. The company will offer to 
buy the house of your dreams 
and pay cash up front. In doing 
so, they are taking your dream 
home off the market and hold-
ing it in “reserve” while you ar-
range for financing. 

Naturally, the company will 

approve you before they snatch up the 
dream house for you, but it might be 
worthwhile to check it out, especially if 
you are one of those homebuyers that 
has already lost out on a few dream 
homes in this seller’s market.

Accept Inc. isn’t alone; other compa-
nies with similar business models include 
Flyhomes and Ribbon. And there likely 
will be more joining them in the current 
market. No, I don’t see this trend chang-
ing, not with so many investors looking 
for the next new shiny idea.

EXPECT MORE DISRUPTION
OK, what else in the housing market is 
changing? One thing that stands out for 
me is that the tradition real estate agent 
model is also seeing disruption. Do you 
remember when the only alternative was 
“For Sale by Owner”? Now we have busi-
ness models like Open Door and UpNest. 

Bottom line for credit unions in 
the mortgage business: Everything 
about buying, selling and financing a  
home is changing, and we need to pay 
attention.

Nobody wants 
a mortgage—

they want 
a home; the 
mortgage is 
simply the 

means to that 
end.

$

FOR
SALE
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