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gage market —a trend that looks set to continue for

many months to come as players throughout the
industry continue to develop their online offerings and
capabilities.

It is impossible to ignore such a change in the
marketplace and it is for this reason that Mortgage
Strategy has decided to devote this whole supplement to
technology.

Inside we look at how this important area can help to
make your life easier, how to choose the most suitable new systems and
the best ways of integrating yourself into — and becoming part of — this
technological revolution.

In conjunction with the exclusive sponsor of this supplement, GMAC-
RFC, we have carried out comprehensive research among almost
2,500 readers in an online survey to find out what online decisions
brokers are taking. On pages six to nine, we present the key findings
in the form of easy-to-read charts to give a overview of this important
area.

The research reveals the reasons why brokers go online, the most pop-
ular sourcing systems and the percentage of brokers who find going
online provides a faster offer. It also shows where individuals go for help
if they get stuck with online processes, and how often brokers visit
lenders’ websites.

Also, the findings reveal that brokers currently write more than 45%
of their mortgage cases online. This may come as a surprise to those who
argue that the industry is still very much a paper-reliant industry, but if
the evidence so far is anything to go on, this figure looks set to increase
in the future.
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Technology has been a huge buzz word in the mort-
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supplements editor,
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INTRODUCTION

MAKING YOUR
LIFE EASIER

hen we look back to 2004 we will mark the
W year as a real catalyst for change. Of

course there was regulation which has
had a significant impact on the industry, but as
time goes on we will begin to appreciate that it was tech-
nological developments that made a much bigger
impact.

Just think, today you can get an online
binding decision and book funds and a valuation just
15 minutes after you started to enter your client’s
application details.

And for products such as non-conforming, the perceived complexities
have been removed and it easy to write this business now. For some, such
benefits have yet to sink in.

While technology can’t replace human beings, it can certainly make
lives easier — perfect for a regulated world. Many lenders such as GMAC-
RFC have invested heavily in developing intuitive online systems to
enhance the service proposition given to intermediaries and their
clients.

Such systems provide a plethora of benefits to intermediaries, so it is
apleasure to have worked with Mortgage Strategy on this important sup-
plement. Inside you will see the true benefits of going online — how it can
save you time and increase your earnings.

I fully expect further online developments. Our competitors will emu-
late our innovation of providing online decisions that are binding — and
not in principle. This removes any uncertainty and speeds up the whole
process. And those lenders at the forefront of online developments
will only make their systems more efficient and the lives of the
intermediary easier.

Jeff Knight,
head of marketing
services, GMAC-RFC
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Although opinion varies on the extent to which the mortgage industry is reliant on technology, it is clear that
online integration in the future is vital for brokers looking to do fast, compliant business
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change in terms of how it uses technology on a day-

to-day basis. From enabling borrowers to source a
property through the web to allowing advisers to com-
plete work online, technology has undoubtedly become
a valuable tool in the home buying process.

However, opinions vary in the industry about the
extent to which lenders, advisers and borrowers rely on
technology. Some companies are at the forefront of tech-
nology, while others are still paper-bound or reluctant
to use the online solutions available to them.

Alan Cleary, head of sales at BM Solutions, believes the industry has
made significant advances, but suggests there is still a long way to go. “It
would be naive to think the mortgage industry has achieved the ultimate
in e-commerce technology and the benefits it can bring,” he says.

However, he goes on to say businesses in the industry are at varying
levels of development and it should be acknowledged that there are lead-
ers and laggards in all markets.

Charles Johnson, e-commerce manager at Mortgage Express, says a
number of lenders in the mortgage industry have taken significant steps
during the last two or three years to automate where possible and reduce
the need for paper documentation. But he adds it is still a paper reliant
industry with a number of lenders still operating smoke and mirrors
online solutions, where information submitted online may still be
printed by a lender before being keyed into a processing system.

“However, the commitment of some lenders to reduce the need for
paper, the increased quality of data held by credit reference agencies,
and the activity of companies in areas such as valuation all play a key
role in reducing the so-called paper mountain,” he adds.

Jeff Knight, head of marketing services at GMAC-RFC, agrees that
not all lenders offer the same level of sophisticated online systems. But
he says they are moving in the right direction. “There are some lenders
that have really used technology to the advantage of intermediaries,” he
enthuses. “Not only does it provide faster decisions, it also reduced the
amount of paperwork required.”

One of the issues preventing the industry from being able to offer
100% online applications is the need for a borrower’s signature.
These are required for application forms and a direct debit mandate,
meaning that advisers need to print out these forms. However,
many lenders are looking for solutions to create a 100% online system,
although this will take time. There are two areas of improvement
that that will help with the issue of signatures. These are electronic
signatures and the use of automated customer verification for

The UK property market has undergone a sea
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SURVEY

TECHNOLOGY SHOWS
THE WAY FORWARD

Our survey shows brokers are becoming increasingly aware of the benefits of using the internet in their businesses
and lenders need to invest in their websites and online service to keep up with this rapidly growing area

Q1: How much mortgage Q3: What % of your mortgage
business do you write? cases are processed online?
Under 5 cases per month 10% None 4%
5to 10 cases per month  37% Under half 43%
B 11 to 20 cases per month 33% Over half 45%
Over 20 cases per month 20% Al 8%

02: What's the most Q4: Which sourcing systems

important reason for do you use?
going online? Trigold 40%
Trigold ENC 24%

Easy to use system 24% I\/Io?tgage Brain 21%
Gets an instant decision 24% = V2000 9%
Saves me time 16% Mortgage Link 6%

B Can book fundsonline  10%

El Can book
valuation online %
Case tracking 19%

Waiting around for a decision...

H- £
MORTGAGES FOR EVERYONE MAINSTREAM NON-CONFORMING
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Q5: Do you find going online
means a faster offer?

Yes 76%
Bl No 24%

Qé: When online, how do you
get help if you get stuck?

Use online help 26%
E-mail help team 13%
Call help team 46%
Bl Ask acolleague 15%

Q7: Do you think that you’ll
use technology more in the
future?

Yes by choice 55%
Yes by need 43%
mm No 2%

Q8: Do you find that going
online makes processing
non-conforming cases
easier?

Yes 53%
No difference 3%
Makes it harder 8%

B Don't do non-conforming 8%

Q9: Do you find you can get a
decision quicker online ?

Yes 90%
mE No 10%

Q10: If you don't go online,
why not?

| prefer working with

paper applications

and don't like going

online 31%
| don't have a computer 4%
| haven't been trained  13%

Bl My admin staff deal with
all the applications 52%

SURVEY

it's just not cricket

gmacrfc.co.uk

BUY TO LET
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SURVEY

Q11: If you do go online,
why?

To save time 39%
Because it's easier 35%

Bl Sothat | can process
cases outside of normal
working hours 26%

Q12: Are you aware of the
difference between a
decision in principle
(DIP/AIP) and a binding
decision?

Yes 94%
Bl No 6%

Q13: How much time do you
spend per day online?

Less than 1 hour 10%
1105 hours 65%
Bl Over 5 hours 25%

Survey results

Technology is a buzz word in the mortgage industry with both brokers
and lenders realising how important it is to offer efficient systems to
make the whole transaction process more efficient.

Mortgage Strategy’s technology survey in association with GMAC-
RFC posed questions such as what do you look for in an online system,
do you find going online means a faster offer and do you think that
you’ll use technology more in the future.

Respondents to the survey are heavily involved, rather than just
dabbling, in the mortgage market. Of those who took part the largest
amount, 38%, did five to 10 cases per month. Another 34% did 11 to 20
cases a month; 17% did over 20 cases and only 11% did under five cases
a month.

In terms of why people go online and what they are looking for,
ease of use and instant decisions are the two key criteria. An easy to
use system is the most important reason for going online for 24% of
respondents and another 24% say getting an instant decision is the
driver.

Another 19% say they like online case tracking; 16% say it saves
them time to go online; 10% say they like being able to book funds on-
line and 7% like the ability to book a valuation online.

It seems brokers are waking up to the technological revolution
with the majority now processing a large proportion of their business
online. Of the respondents, 45% do over half of their business online
and 43% do under half. But there is still a long way to go as only 8% of
brokers do all their business online and 4% do none.

In terms of sourcing systems, Trigold comes out way on top. Of
respondents, 40% say they use Trigold; 24% use Trigold ENC; 21 % use
Mortgage Brain; 9% use Mortgage 2000 and 6% use MortgageLink.

The benefits of going online are clear, with 76 % saying it produces
a faster offer. An overwhelming 90% say they can get a decision
quicker online. And in the sub-prime market the benefits are even
more pronounced with 53% saying going online makes the process of
such cases easier. But 31% say it makes no difference and 8% say it
makes it harder so there is clearly room for improvement.

The main motivation for going online is to save time, say 39% of
respondents. And 26% like being able to process cases outside of nor-
mal working hours.

The majority of brokers, 65%, spend between one and five hours
online per day, while 25% spend over five hours and 10% spend less
than one hour.

And lenders’ websites are in demand, with 67% visiting them every
day, 31% a few times a week, but 2% somehow manage to avoid web-
sites altogether.

But respondents are split on whether the introduction of technol-
ogy within the mortgage industry compensates for the extra time
needed to produce mortgage offers within a regulated environment.

Just over half, 51%, say technology has compensated while 49%

A Decision In Principle...

MORfGAGES FOR EVERYONE MAINSTREAM NON-CONFORMING
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don’t agree this is the case.

And brokers tend to know where to go if they need assistance. Just
under half, 46%, call the help team; more than a quarter, 26%, use on-
line help; 13% email the help team and 15% ask a colleague.

Most respondents say they will use technology more in the future
through choice, rather than need. Only 2% do not think their use of
technology will increase.

If brokers themselves don’t go online it is generally because they
have admin staff to deal with all the applications. But 31% do have an
aversion to technology, saying they prefer working with paper appli-
cations and don’t like going online. Another 13% have not been
trained in online use and amazingly 4% don’t have a computer
although they have access to one.

Brokers tend to be well educated about what kind of answer they
can get online, with 94% being aware of the difference between a deci-
sion in principle and a binding decision.

Overall the survey shows that lenders must invest in their
websites and online service as the use of technology is set to
snowball over the next few years and more brokers wake up to the ben-
efits.

When putting together their online offering lenders should realise
the most important criteria are to make it easy to use, offering instant
decisions and make the whole process run as quickly as possible.
They must also ensure there is a telephone-based help team on hand
should the broker get stuck as this is the favoured way of getting
assistance.

Sub-prime lenders in particular should realise the benefits of going
online as the majority of brokers find this makes the processing of
cases easier.

But not all respondents are totally sold on the benefits of going
online as almost a third prefer paper applications, so at least for the
time being it seems sensible for lenders to offer brokers a number of
different ways of dealing with them.

And the role of trading platforms cannot be ignored. Thanks to a
Mortgage Strategy campaign the industry is at last moving closer to a
true common trading platform.

MS has called for the Mortgage Trading Exchange to be available
to all brokers, including Trigold users. In response Trigold has cham-
pioned the campaign saying it is happy to make its Electronic Trad-
ing Centre available to everyone. It wants to reach an agreement to
integrate with MTE.

Things are changing fast in the world of technology so lenders and
brokers have to ensure they are not being left behind.

Brokers should be aware of the efficiencies of going online, while
lenders should be investing in technology to ensure they deliver what
the market wants.

By Rosemary Gallagher

Q14: How often do you visit
lenders’ websites?

Never 2%
Bl A few times a week 31%
Bl Everyday 67%

Q15: Do you think that the
introduction of technology in
the mortgage business
compensates for the extra
time needed to produce
mortgage offers within a
regulated environment?

Yes 51%
B No 49%

Q16: Has the growing use of
technology enhanced your
reputation?

Yes 1%
mE No 29%

SURVEY

it’s just not cricket

gmacrfc.co.uk

BUY TO LET SELF CERT
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