
alling house prices combined with the 
changing conditions of borrowers and 
the deterioration of balance sheets 
have brought to light opportunities 
in the way risk � servicing, market-
ing and pro�tability � is viewed and 
addressed within the industry. One 

needs to look no further than the loan origi-
nation process for an example.

The origination unit gathers data on 
borrower income and credit history to pre-
dict borrower behavioral risk, appraise the 
collateral property to determine loss sever-
ity risk, incorporate all the data to model 
potential fraud risk and to ultimately make 
an underwriting decision. However, even 
though a great deal of valuable information 
is gathered during the origination process, 
not all data elements are transferred to ser-
vicing after the closing. Analytics in servic-
ing tend to focus on trending borrower pay-
ment behavior and monitoring changes in 
property values to determine propensity to 
prepay and default risk. While valuable in-
formation such as borrower income would 
be useful to the analysis, this data � gath-
ered during the origination process � is 
not readily available after the closing.

Information that is locked in one busi-
ness unit � but causes information gaps 
in another � as well as valuable customer 
behavioral information resides in multiple 
platforms across the enterprise. This infor-
mation must be accessed to enable a more 
comprehensive approach to serve the best 
interests of the customer, �nancial institu-

tion and potential investors as well as re-
duce future underwriting risks. Access to 
this vital data can be accomplished in a 
number of ways, but it is the critical foun-
dation to implementing both servicing and 
origination strategies that can dramatically 
improve results.

Unfortunately, origination data is sel-
dom looked at again once the loan is in 

the servicing phase. However, if data shar-
ing occurs throughout the life cycle of the 
loan, a better understanding of the product 
itself, as well as the customer base, emerg-
es. While many lenders are now deploying 
analytics at a higher level than ever before, 
it is still rare for them to have a complete 
view of the borrower across product lines 
and throughout the loan life cycle. This 
view could be used to better manage the 
current portfolio and plan for the future.

Today, new business opportunities still 
exist. For example, even though property 
values have declined nationwide, there are 
still customers who have equity in their 
homes and may bene�t from a home-equity 
product. With proper analytics, a lender that 
understands not only the market but also 
their customers� needs will be best poised 
to �nd those pockets of opportunity.

Many lenders and servicers have 
started to understand the incredible power 
of deploying enterprise-wide data and ana-
lytics tools within both the origination and 
servicing segments. Larger �nancial insti-
tutions are already working to access cus-
tomer data wherever it resides within their 
organization so it can be analyzed at the 
product level and the aggregate level. This 
enables the lender and the servicing organi-
zation to establish their relationship-based 
customer strategies.

Financial institutions are attempting to 
leverage this data and implement modeling 
that has traditionally been used to market 
and originate loans. For example, before 
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‘A servicer may be 
rquired to pay 

property taxes on 
a recently acquired 

escrow loan.’
—George Fitzgerald
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T
his year and last have been the year of 
the servicer in the mortgage business. 
And servicing will be an even bigger 
part of the industry�s biggest conven-
tion this year.

The Mortgage Bankers Associa-
tion�s annual convention, to be held in 

San Diego Oct. 11-14, will feature a sepa-
rate servicing and real estate-owned track, 
which will include four 
breakout sessions. And is-
sues raised in two general 
sessions will be directly rel-
evant to servicers.

In addition to this, the 
conference�s exhibit hall will have dozens 
of lenders and vendors concerned with the 
servicing/loss mit/REO sector.

The first servicing breakout will discuss 
the administration�s Making Home Afford-
able loan modification plan. This ambitious 
effort to reduce foreclosures has had a slow 
start but appears to be gaining traction. The 
session will focus on �the effectiveness of 
the program, early challenges and bottle-
necks, and new cooperative efforts.�

The second session also considers loan 
mods, probably the hottest topic in the in-
dustry this year. It will deal with data on un-

derwater borrowers and give tutorials in how 
to make a loan mod program work. Should 
it be through a term reduction, rate reduc-
tion, or term extension, or through a combo 
of all three? The industry has debated these 
options but may be limited in their discre-
tion to mix and match them if they use the 
government program.

The next breakout considers legal 
trends in foreclosures and 
REO. What recent case law 
indicates, how to avoid liti-
gation, how to decide when 
to foreclose are some of the 
topics on point here.

The final session is best practices for 
managing loan mod logistics. What data 
need to be collected, how to manage doc re-
tention and the mechanics of loan mod trials 
will be discussed.

MBA�s third general session will be a 
kind of town hall meeting for servicers and 
lenders to discuss current issues. 

Servicers will be returning to San Di-
ego in February of next year for MBA�s 
annual servicing conference. Undoubtedly 
they will take up the discussions they have 
had at the annual meeting right where they 
left them off.

Stealing the Show

 F
alling house prices combined with the 
changing conditions of borrowers and 
the deterioration of balance sheets 
have brought to light opportunities 
in the way risk � servicing, market-
ing and profitability � is viewed and 
addressed within the industry. One 

needs to look no further than the loan origi-
nation process for an example.

The origination unit gathers data on 
borrower income and credit history to pre-
dict borrower behavioral 
risk, appraise the collateral 
property to determine loss 
severity risk, incorporate all 
the data to model potential 
fraud risk and to ultimately 
make an underwriting deci-
sion. However, even though 
a great deal of valuable in-
formation is gathered during 
the origination process, not 
all data elements are trans-
ferred to servicing after the 
closing. Analytics in servic-
ing tend to focus on trending 
borrower payment behavior 
and monitoring changes in 
property values to determine 
propensity to prepay and de-
fault risk. While valuable in-
formation such as borrower 
income would be useful to 
the analysis, this data � 
gathered during the origina-
tion process � is not readily 
available after the closing.

Information that is locked in one busi-
ness unit � but causes information gaps 
in another � as well as valuable customer 
behavioral information resides in multiple 
platforms across the enterprise. This infor-
mation must be accessed to enable a more 
comprehensive approach to serve the best 
interests of the customer, financial institu-
tion and potential investors as well as reduce 
future underwriting risks. Access to this vi-
tal data can be accomplished in a number 
of ways, but it is the critical foundation to 
implementing both servicing and origina-
tion strategies that can dramatically improve 
results.

Unfortunately, origination data is sel-
dom looked at again once the loan is in the 
servicing phase. However, if data sharing 
occurs throughout the life cycle of the loan, 
a better understanding of the product itself, 
as well as the customer base, emerges. While 
many lenders are now deploying analytics at 
a higher level than ever before, it is still rare 
for them to have a complete view of the bor-
rower across product lines and throughout 
the loan life cycle. This view could be used 
to better manage the current portfolio and 
plan for the future.

Today, new business opportunities still 

exist. For example, even though property 
values have declined nationwide, there are 
still customers who have equity in their 
homes and may benefit from a home-equity 
product. With proper analytics, a lender that 
understands not only the market but also 
their customers� needs will be best poised to 
find those pockets of opportunity.

Many lenders and servicers have start-
ed to understand the incredible power of 
deploying enterprise-wide data and analyt-

ics tools within both the 
origination and servicing 
segments. Larger finan-
cial institutions are already 
working to access customer 
data wherever it resides 
within their organization 
so it can be analyzed at the 
product level and the aggre-
gate level. This enables the 
lender and the servicing or-
ganization to establish their 
relationship-based customer 
strategies.

Financial institutions 
are attempting to leverage 
this data and implement 
modeling that has tradition-
ally been used to market 
and originate loans. For 
example, before the current 
crisis in the mortgage in-
dustry, there was little need 
to deploy aggressive data 
and analytics modeling in 

the home-equity servicing line of business 
because the risk of loss was much lower. 
However, when default volumes began their 
rapid climb, servicers started looking for an-
swers and found them by taking a more in 
depth look at borrower behavior by utilizing 
powerful analytic tools to help them deter-
mine their loss mitigation strategies.

Still, financial institutions must make 
even more progress by enabling data access 
and analytical modeling across all product 
lines. This will take data and analytics col-
laboration to an entirely new level to enable 
new business strategies and grow market 
share.

Just as the data and analytics capabili-
ties that were common to the mortgage and 
home equity origination lines of business are 
now being leveraged by servicers to address 
delinquencies and losses, an enterprise-
wide view of customer behavior should also 
be leveraged within home equity to recom-
mend product and pricing decisions for new 
business and cross sell initiatives.

The results of comprehensive model-
ing of customer performance � both at 
the product level and at the aggregate level 
� can also be directly linked to the types of 
new products that are appropriate for each 
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