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Using Technology
ake Stronger
Member Connections
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he 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-
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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



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 unions 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

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

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-

found that 84% of consumers ~ /Vhat credlit  ing tools like Zoom, Skype or
indicate they will maintain  Unions need Microsoft Teams to commu-
an increased level of digital (oday is modern nicate with members as soon
banking services even after ology that as Covid strqu, providing
the pandemic ends. a channel that is easy, acces-

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

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.

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

nancial transactions.

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

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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