
Winter 2022

PIPELINE 
MAGAZINE

THE NEXT  
GENERATION
SPECIAL SECTION: PAGES 12-38

PLUS: ANNUAL  
CONFERENCE   
REVIEW

HOW TO RECRUIT YOUNG EMPLOYEES
AND FIND A PLACE FOR THEM  
IN YOUR CULTURE 

Bulk TransacTions/40    indusTry successes/62    Top 300 MorTgage lenders/68

https://BlackKnightinc.com/Empower


FULL SERVICE 
MORTGAGE, THE 
CREDIT UNION WAY
Let TruHome help you deliver the mortgage 
experience your members deserve—private-label 
mortgage originations, full secondary market 
access, and branded mortgage servicing—
regardless if the loan is sold or held in portfolio.

Scan me!

866.981.1700 | realestate@truhome.com
9601 Legler Road, Lenexa, KS 66219
www.truhome.com | NMLS #284608

www.truhome.com


ACUMA PIPELINE - WINTER 2022      1

The information and opinions presented 
here should not be constituted as a 

recommendation for any course of action 
regarding financial, legal or accounting matters 
by ACUMA, the ACUMA Pipeline or its authors.

© 2022 by ACUMA
All rights reserved. Printed in the USA

PIPELINE
MAGAZINE

Learn more at acuma.org
Toll-free: (877) 442-2862

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

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

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

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

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

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

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

5       We provide exceptional education and networking, using 
experts from the mortgage banking, leadership and credit 
union communities.
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The Power of 
Coming Together
Everyone Benefits When We Share 
Our Knowledge and Experience
By Tracy Ashfield

It seems every year-end column starts with “It’s been a challenging 
year.”  No truer words have been spoken about last year, but for 
ACUMA members 2021 was a spectacular year!

Why, you ask? More than ever before, our members came together—
almost weekly, in fact—to learn, network and explore.

Much of that learning was online—out of necessity. But it opened 
the way for us to expand the educational events we offer for mortgage-
lending credit unions. 

Topics have ranged from strategic 
conversations to operational and pro-
cess challenges. An example of the lat-
ter occurred in the Lightning Round 
that kicked off the year. ACUMA host-
ed a fun and informative session sort-
ing through all the various definitions 
of a “business day” by tapping into 
the knowledge of compliance expert 
Amanda Phillips.

Not only did we explain how the 
“days” are counted for the loan estimate 
vs. the closing disclosure, we cleared up 
the always murky Saturday issue when 
counting recession days.

Attendees at the session received a 
great training grid to help educate orig-
inators, processors and closers. They 
raved about this take-away tool.

More recently, we heard directly 
from Fannie Mae on what it takes to get 
approved to sell loans directly to them. 
Many eyes were opened with this can-
did and informative conversation.

All our sessions attract many attend-
ees, often well over a hundred per ses-
sion.

COLLABORATE, LEARN, EXPLORE
With the onset of digital mortgage 
lending and remote employment it’s 
never been more important to col-
laborate, learn from the experts and 
examine tools and services. By doing 
through your ACUMA membership 
you can enhance your own mortgage 
program, increase efficiencies and cre-

ACUMA President Tracy Ashfield moderated a LiveWire25 conference session with panelists 
Ryan Doehrmann, CMO at GreenState Credit Union and Kristin Nesbitt, VP of Mortgage 
Lending at Summit Credit Union.



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

tashfield@acuma.org  or  
(877) 442-2862.
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“

“
If you get 

involved, you’ll 
always learn 
something. 

You just might 
find a key that 
leads you to a 
better process, 

providing 
a better 
member 

experience, 
reaching more 

members.

“

“
ate a “Wow!” member experi-
ence.

In today’s challenging en-
vironment, these are not only 
things you need to do, you need 
to do them better than the com-
petition.

Nearly every day I hear from 
someone in the industry about a 
new technology or a digital tool 
that seeks to address their pain 
points in the mortgage process. 
For example, the shift to e-clos-
ings is resulting in many process 
changes.

We’re now having conversa-
tions about everything from com-
pensation management to chat-
bots, as well as checking out new 
products and services to better 
compete and serve members.

Sometimes it’s like drinking 
from a firehose to try to keep up.

Every credit union person I 
speak with is looking at how to grow 
purchase volume. So it’s really no won-
der we’re all looking to improve effi-
ciencies and attract more business to 
meet this goal.

This issue’s theme deals with a related 
top-of-mind priority: recruiting and 
developing a younger and more diverse 
workforce.

It’s essential for your mortgage team 
to reflect your membership and, spe-
cifically, those who are looking to buy 
a home. As one article in this magazine 
puts it, “If you don’t diversify, you will 
be missing out on a lot of business in 
the coming years.”

MANY FORMS OF LEARNING
ACUMA can help you with all of these 
challenges. In addition to our Annual 
Conference—with a return to an in-
person event in September 2021 (See 
the special section in this issue for de-
tails about the program)—and the up-
coming Spring Deep-Dive Workshops, 
we also have offered nearly three dozen 
educational and networking sessions 
online—all free to our members.

These programs are designed to ad-
dress your pain points, much of the 
topics shaped by your own feedback. 
In them we’ve shared best practices, as 

well as business suggestions 
and cautions.

We’ve also looked into so-
lutions and services that are 
helping credit unions keep 
pace with the expectations 
of leadership and members, 
all from the convenience of 
your “office,” wherever that 
may be.  

So let me ask you: Are you 
willing to get involved? Do 
you want the best informa-
tion available to be success-
ful?

If you get involved, you’ll 
always learn something. 
What it is you learn depends 
on what you are willing to 
consider. But you just might 
find a key that leads 
you to a better pro-
cess, providing a bet-
ter member experi-

ence, reaching more members, 
etc.

Keep an eye on our program-
ming schedule. And don’t for-
get to obtain log-in credentials 
to our online community and 
join the discussion.

DO YOU WANT  
TO GROW BUSINESS?
There are so many ways we can 
help you grow your business:

    Are you looking to hear 
how folks are dealing with 
staff getting “shopped” by 
competitors with the lure of 
higher compensation and/
or work-from-home guaran-
tees? If so, you can check out 
the online discussion to hear 
what other credit unions are doing 
and saying about it.

   Are you curious about what is be-
ing said about the role artificial in-
telligence can play in the mortgage 
process? Then go ahead and post a 
discussion thread to get the ball roll-
ing.

   Are you wondering about how com-
petitive your rates are or where mar-
gins are headed? Then join our virtual 
Power Hour presentations online.

     Are you ready to take a deep dive 
into mortgage compensation trends, 
compliance changes or how to use 
member/Realtor education to in-
crease visibility and purchase vol-
ume? Then register for our Deep-
Dive Workshops. (See Page 29 for 
details.)

    Are you interested in what compa-
nies and organizations are doing to 
address the aging workforce? Then 
just keep reading, because this issue 
of the magazine shares some great 
success stories about recruiting and 
keeping younger workers.
There is another way to get involved, 

too. And that’s helping to create our 
programming and content:

   Share with us what’s on your mind.
   Suggest speakers you have found en-

gaging and educational.
   Offer to educate others on 
lessons learned, best prac-
tices and recipes for success.
Yes, we realize credit unions 

compete with each other. But 
everyone wins when credit 
unions increase their visibil-
ity as mortgage lenders. The 
growth in credit union mar-
ket share proves that out.

Remember the adage, 
“When the tide rises, all boats 
rise along with it.” Let’s work 
together to reach that highly 
sought after 10% market 
share. We can do it! 

 ACUMA is the bridge that 
lets you leave your own credit 
union’s “island” and partici-
pate, virtually or in person, 
with your peers.

 Everyone is busy, but the 
value of coming together has 

never been more valuable. 

With the onset 
of digital 
mortgage 

lending and 
remote 

employment 
it’s never 

been more 
important to 
collaborate, 

learn from the 
experts and 

examine tools 
and services.
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Tim Mislansky

A MESSAGE FROM  
THE ACUMA BOARD

  

Through 
Challenges, 
ACUMA Thrives

By Tim Mislansky

We’re Dedicated to Bringing More 
Educational Events and Networking in 2022

2021 will go down as challenging and yet great year 
for ACUMA. COVID continued to provide 
challenges, but those challenges were met 

head on by our outstanding staff of President Tracy Ashfield and 
Director, Events and Member Relations Krista Korfmacher.

Not only did ACUMA survive the pandemic, but we thrived!

I, along with the entire Board of Di-
rectors are proud of the accomplish-
ments of the organization and appreci-
ate the participation and support of the 
entire membership and our sponsors.

LOOKING BACK AT 2021
Highlights of last year include:

Live! In Person! The return of a 
face-to-face Annual Conference in 
National Harbor last fall was a great 
success. We had more than 300 at-
tendees who benefited from a tremen-

dous agenda of educational topics and 
wonderful network opportunities. We 
heard from countless members how 
good it was to be back together again.

Staying Connected. We launched 
the ACUMA Connected Community, 
an exclusive online community for 
our members. It’s receiving more us-
age each month and is an outstanding 
resource for members.

In the Connected Community you 
will find the quarterly, download-
able Excel files for Top 300 mortgage-

originating credit unions, Regulatory 
Alerts informing you of important ac-
tions being proposed by regulators and 
Congress, as well as discussion groups 
around a variety of important topics, 
ACUMA event calendar and more.

If you have not checked it out, I en-
courage you to sign up and get email 
updates on topics posted. You’ll find 
it a valuable resource.

From Your Electronic Device. We 
held numerous online educational 
sessions during the year as we further 
developed our virtual learning for-
mats and continued to provide high 
quality educational opportunities 
and online interactions.

And through it all, more and more 
credit unions realized the great value 
ACUMA provides. In 2021 we saw an 
increase in membership of 50 credit 
unions. Another benefit: One mem-
bership covers everyone in your orga-
nization.
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“

“

The Board is 
committed to 

having ACUMA 
remain a top-

notch association 
that provides 

great educational 
and networking 

opportunities and 
helps credit union 
become stronger 
mortgage lenders.

LOOKING AHEAD TO 2022
As we look ahead, we are excited about 
the future of ACUMA. Right 
now, our top priority is find-
ing the best candidate to lead 
our small, but mighty orga-
nization.

We are so thankful to Tra-
cy Ashfield for her leadership 
these past two years during a 
very challenging time. And 
she has served our organiza-
tion in other advisory roles 
for nearly two decades. We 
have been blessed to have her 
talents and to have developed 
friendships with her.

The ACUMA board has 
engaged a national recruit-
er to help us find the next 
President. We have received 
strong interest and have a 
viable slate of candidates 
for the position. We hope to 
have the new President on 

board in the near future to begin the 
next stage of ACUMA’s development 

and improvement.
With a change in leader-

ship comes change to any 
organization. Despite this 
change, the Board is com-
mitted to having ACUMA 
remain a top-notch asso-
ciation that provides great 
educational and network-
ing opportunities and 
helps credit union become 
stronger mortgage lend-
ers.

We are thrilled that 
we will be bringing back 
our in-person workshops 
in 2022. These two-day 
deep-dive workshops offer 
the same program in two 
different cities. Mark your 
calendars for Nashville on 
May 3-4 at the Sheraton 
Grand Nashville Down-

town hotel, or Portland, Oregon on 
June 14-15 at The Nines Hotel.

We are building a great agenda for 
these “can’t miss” workshops. We ex-
pect to release the initial agenda and 
registration in February and have re-
cord-breaking attendance.

ACUMA will also continue to fo-
cus on providing outstanding learn-
ing opportunities through our various 
virtual learning topics and our Annu-
al Conference (Las Vegas, September 
18-21, 2022), as well as further develop 
the online community.

Again, thank you for your member-
ship and participation with ACUMA. 
It’s a stronger organization when more 
members participate.

Tim Mislansky is the Chairman of the 
ACUMA Board of Directors, which 
governs the organization. He is the 
President & CEO of Wright-Patt Credit 
Union in Beavercreek, Ohio. 



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.
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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.
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and government loans by visiting FHLBMPF.com.
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(877) 345-2673
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John J. McKechnie

REGULATION & 
LEGISLATION

  

NCUA’s Harper 
Sharpens Consumer- 
Protection Focus

By John J. McKechnie

New Mortgage Servicing 
Rule, Lending Compliance Top 
Chairman’s List of Priorities 

NCUA Board Chairman Todd Harper is continuing to 
put his stamp on the Agency’s oversight of credit 

unions in a way that is having a direct impact on credit union lending 
in general, and mortgage lending in particular.

The bottom line: Expect more consumer-protection emphasis out of 
your NCUA examiner in 2022.

Fair Lending Act compliance 
was Harper’s initial focus, as he an-
nounced an intent to pri-
oritize oversight of the 
anti-discrimination law 
during his September 
testimony in the Senate 
Banking Committee.   

But the Chairman’s 
lending supervision agen-
da has expanded since 
then. In a series of speech-
es to Congress and credit 
union groups, Harper has 
declared that NCUA over- Todd Harper

sight of consumer protection will be 
more stringent beyond application of 

the Fair Lending Act. 
Senior Agency staff con-

firms Harper’s interest in 
“a more intense priority to 
protect consumers. Harper 
is concerned that mortgage 
borrowers have not received 
adequate help from credit 
unions in what is the most 
financially important trans-
action they will ever make, 
the purchase of a home.” 

Another senior NCUA 

staffer was more succinct: “Harper is 
pressing the reset button on all kinds 
of lending compliance.”  

ADDITIONAL PRIORITIES
In addition to Fair Lending scrutiny, 
Harper has outlined four lending-re-
lated supervisory priorities: 

Mortgage Servicing: At its Decem-
ber board meeting, NCUA amended 
its investment regulation to permit 
federal credit unions to purchase 
mortgage servicing rights from other 
federally insured credit unions under 
certain conditions.

The change allows FCUs to purchase 
mortgage servicing rights of any loan 
that an FCU is otherwise permitted to 
grant, provided these investments are 
consistent with safety and soundness 
and made in accordance with estab-
lished FCU policies addressing risk.

Harper and other Board members 
say that this added degree of flexibility 

MORTGAGE 
SERVICING 

RULE
LENDING

COMPLIANCE
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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.

Harper has 
declared that 

NCUA oversight 
of consumer 
protection 

will be more 
stringent 
beyond 

application of 
the Fair Lending 

Act.

“

“

Harper is 
ramping up 
efforts to 

improve the 
home mortgage 

appraisal 
process as a 

way to advance 
economic equity 

and justice.

“

“

will aid credit unions in managing bal-
ance sheets and cash flows, and grant 
more latitude in dealing with members 
regarding mortgage payments.

Forbearance and Loan 
Modification: Harper is di-
recting examiners to encour-
age forbearance and relief for 
borrowers. As part of that, he 
is telling exam staff to refrain 
from enforcement actions 
against credit unions that en-
gage in these efforts, provided 
that there are sound manage-
ment controls.

Targeted relief measures, 
like NCUA’s capitalization 
of interest rule, give credit 
unions an additional tool 
when addressing member fi-
nancial difficulties.

Harper calls capitalization 
of interest “something that 
can aid prudently underwrit-
ten and appropriately man-

aged loan modifications” 
which, in turn, help both 
the borrower and the credit 
union.

Inflation and In-
terest Rate Risk: 
Another area pri-
oritized by Harper 
is making certain 
credit unions are 
aware of inflation 
and the potential for 
interest rate risk.

Specifically, he says credit 
unions should know that 
tighter credit conditions could 
constrain consumer and busi-
ness borrowing and spending, 
and cause economic growth to 
slow.

Harper has stated that “the 
overall interest rate environ-
ment will remain challeng-
ing, particularly for mortgage 
lending credit unions.”

Appraisal Process Reforms: Ac-
cording to NCUA staff, Chairman 
Harper is ramping up efforts to im-
prove the home mortgage appraisal 
process as a way to advance economic 
equity and justice, a goal that he views 
as “fully aligned with the credit union 
system’s mission of meeting the credit 
and savings needs of members.”

Harper says he is directing NCUA 
staff to formally study the causes of 
racial disparities in appraisal and 
valuation. He also announced that 
NCUA is working with other federal 
financial institution regulators on 
joint rules regarding automated valu-
ation models.

This federal working group will ex-
amine the appraisal issue in order to 
reduce “bias in real estate valuations 
through consumer education and 
practitioner training. It will be a com-
prehensive approach to combating 

bias through enforcement.”
NCUA staff echoes that 

Harper has identified con-
sumer protection as his over-
arching principle.

“Harper frequently points 
to targeted reviews done by 
NCUA examiners of their 
own work in 2020. Those re-
views turned up issues sug-
gesting some credit unions 
may not be paying adequate 
attention to consumer protec-
tion, and the Chairman is tell-
ing us in no uncertain terms 
to fix that.” 

While it is not clear how 
that “fix” will be accomplished 
or what it will entail, it is cer-

tain that examiners will be scrutiniz-
ing credit union compliance manage-
ment systems more closely under the 
Harper Chairmanship.

MORTGAGE 
SERVICING 

RULE
LENDING

COMPLIANCE
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By Allison M. Small
CUSO Home Lending

Program  
Develops 
Leadership Skills
for the Future 
across the 
Organization

As credit unions, CUSOs, and affiliated agencies continue to 
assess their workforces during these turbulent times, em-
ployee engagement and retention have never been more 

essential to the success and longevity of their organizations.
Recent studies suggest that Millennial employees in particular 

desire professional growth opportunities, including leadership skill 
development, meaningful engagement with colleagues and em-
ployee-centered work environments. 

Knowing that success depends on a 
fully engaged and empowered work-
force, CUSO Home Lending and Busi-
ness Lending Solutions (CUSO and 
BLS) created a leadership skills devel-

opment program in June 2021.
Called the BUILD Institute, the six-

month program for six employees and 
two staff instructors was designed to 
recognize the value of professional de-

velopment, promote the cultivation of 
leadership skills and to support profes-
sionals in their work at the Hampden, 
Maine-based CUSO and BLS.

Participants have been with the com-
pany from one to eight years and rep-
resent a cross-section of departments 
including mortgage processing, under-
writing, servicing, loss mitigation and 
information technology.

In discussing the program’s impor-
tance, President & CEO Russell Cole 
noted that “the need to develop and 
train future leaders becomes impera-
tive if we are to be successful. For me, 
the time is now.”

THE NEXT  
GENERATION

culture

leadership

integrity ethics

people

feedback
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“

“
The BUILD Institute 

. . . provides an 
opportunity to 
learn practical, 

meaningful 
professional 

leadership skills 
in a collegial, 

respectful hybrid 
(onsite and 

virtual) training 
environment.

EMPLOYEE DEVELOPMENT
The BUILD Institute (the name comes 
from the acronym Boldly Upskill-
ing through Innovative Learning and 
Development) is inclusive of all em-
ployees, regardless of position, title or 
experience. It provides an 
opportunity to learn practi-
cal, meaningful professional 
leadership skills in a colle-
gial, respectful hybrid (onsite 
and virtual) training envi-
ronment.  

“There is never not a good 
time to focus on employee 
development,” said BUILD 
co-facilitator Kyle Oliver, 
Vice President of Servicing & 
Loss Mitigation. The number 
one asset in any company is 
its people, he noted.

By creating a safe and 
healthy environment that 
fosters ongoing employee 
engagement, Oliver said, a 
culture of ownership, collab-
oration, support and men-
torship can grow.

The six-month BUILD 
curriculum, inspired by practical 
experience, classroom instruction 
and a commitment to leadership de-
velopment, was facilitated by Oliver 
and Allison Small, Organizational 
Strategy & Employee Relations 
Manager.

Prior to entering the pro-
gram, each BUILD partici-
pant completed the “Every-
thing DiSC (Dominance, 
influence, Steadiness, Consci-
entiousness) Workplace” as-
sessment through Starboard 
Leadership Consulting LLC. 
DiSC has served as the cor-
nerstone for five monthly ses-
sions: Organizational Culture 
and Transformational Lead-
ership, The Power of Posi-
tive Leadership, Emotional 
Intelligence in the Business 
Environment, People Matter 
Most, and Leadership Integ-
rity, Ethics and Proper Feed-
back Models.

PARTICIPANT EXPERIENCE
Post-Closing Specialist Rilee Walker 
said she was motivated to apply for The 
BUILD Institute to “develop more con-
fidence and skills to become a better 
team member.” 

As the program continued, 
Walker said she recognized 
“anyone can be a leader—you 
do not need a title to be one 
of the best leaders.” 

She added, “Another as-
pect of becoming a good 
leader is to remember to ‘fol-
low up and follow through.’ 
This creates better commu-
nication, trust and respect, 
which develops a more suc-
cessful team.”

Cultivating positive rela-
tionships has been a priority 
for Tommy Nguyen, CUSO 
Home Lending’s Mortgage 
Systems Application Special-
ist.

“Through evaluating our 
BUILD members’ emotional 
intelligence, along with ex-
ercises about self-awareness, 

relationship management, and mentor-
ing strategies, I have found I am able to 
connect better with those around me, 
inside and outside of my organization,” 
Nguyen said. 

Members of the CUSO Board of Di-
rectors and Senior Manage-
ment Team have served as 
guest speakers and panel-
ists for the BUILD program, 
sharing their perspectives 
on organizational culture, 
vision statements, coaching 
and mentoring relationships 
and leading through chal-
lenging circumstances.

Customer Service Repre-
sentative Shawna Alexander 
counted the final session’s 
panel discussion among 
the program’s highlights. 
During that discussion 
Scott Chretien, Chair of the 
CUSO Board of Directors, 
challenged BUILD partici-
pants “to develop a consis-

Allison M. Small is 
the Organizational 
Strategy & Employee 
Relations Manager with 
CUSO Home Lending 
and Business Lending 
Solutions in Hampden, 
Maine. After several years 
in college and university 
program management, 
training and student development, Small 
joined CUSO Home Lending in 2020. 
She focuses on supporting the CUSO/BLS 
Leadership Team with strategic business 
initiatives and coordinating employee 
relations and engagement programs. 
Small holds a Bachelor’s Degree in 
criminal justice from Rochester Institute 
of Technology and a Master’s Degree in 
student personnel administration from 
SUNY-Buffalo State College. Email her at 
allisons@cusohl.com.

Allison Small

“

“By creating a 
safe and healthy 
environment that 
fosters ongoing 

employee 
engagement, 
a culture of 
ownership, 

collaboration, 
support and 

mentorship can 
grow.

tent routine that builds comfort and 
leads to trust” and to remember that “to 
be clear is kind.”

LEADERSHIP SUPPORT
As Chair, Chretien said he encourages 
the Board of Directors to dedicate 
time for BUILD program updates, lis-
ten to “People Perspective” concerns 
and ideas, and participate in future 
panel discussions. Chretien, who also 
serves as President & CEO of Atlan-
tic Federal Credit Union, said he has 
reminded the Board and Senior Man-
agement Team that the “tone at the 
top is important.”

While the 2021 program concluded 
with a graduation ceremony in De-
cember, CUSO President & CEO Cole’s 
vision for The BUILD Institute in 2022 
and beyond is to establish a program 
that:

  Provides value and insight to aspir-
ing leaders within the organization.
  Creates future opportunities for 
employees.
  Establishes the next leaders and vi-
sionaries in the credit union com-
munity.

 The next BUILD Institute will  
convene in June 2022, and 2021 gradu-
ates will serve as mentors to the new 
class.
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By Ashley Myers
Member First Mortgage

Career- 
Mapping  
Culture:  
How to‘Hook’  
a Restless,  
Younger  
Workforce
Creating a Strong Culture with Purpose, Belonging

Credit unions and CUSOs share a certain spirit of “people helping people” focused on deliver-
ing unquestionable member experience. We are deliberate and driven in assisting members in 
securing their financial futures in the same way family gives us a sense of belonging.

When we replicate the experience of family in the workplace, the spirit naturally flows from the em-
ployee to the member, creating a much deeper relationship and bond between the member and the 
company.

Watching the workforce age along with a shrinking pool of experienced candidates should motivate 
organizations to take notice and act. 

THE NEXT  
GENERATION



Member First Mortgage began to 
pursue individuals that may have never 
heard of a credit union or considered 
a mortgage company as a career path 
possibility. Universities and colleges ac-
quaint students with financial services 
generally, focusing on broader subjects 
such as economics, computer engineer-
ing, accounting and finance; but they 
do not offer programs and curriculum 
tailored specifically to the operational 
mechanics and logistics of running a 
mortgage company.

The initial plan in Member First’s 

journey targeted connecting with col-
lege freshmen to introduce them to the 
industry and career opportunities they 
may have never been acquainted with, 
and hire them for part-time and sum-
mer work to provide them opportuni-
ties to get their “feet in the door” while 
pursuing their degree, and offering ex-
perience and growth in their roles be-
fore they graduate.

After all, once you are hooked in 
mortgage lending, you are a lifer, right? 
So Member First set out to “hook them 
early.”

AN UNPRECEDENTED TIME
Then Covid hit, changing ev-
erything for everyone. Mem-
ber First Mortgage had to 
make the critical decision to go 
remote overnight. During this 
unprecedented time of restric-
tions and limited in-person 
gatherings, the mortgage in-
dustry went into hyper-drive 
with explosive volume and low 
interest rates, further shrink-
ing the candidate pool and 
making it next to impossible 
to find experienced individu-
als to hire. 

There was immense turn-
over looming, competitors of-
fering obscene sign-on bonus-
es, and inflated salaries making 
hiring a high-risk bet. As a 
result, Member First chose to 
focus on our culture and how 
to spread it. The focus became finding 
candidates with the right culture fit and 
investing in their career paths.

How did Member First successfully 
identify and place inexperienced em-
ployees that fit the organization’s cul-
ture? By providing what every human 
being can relate to—a strong sense of 
belonging, purpose, appreciation, work 
ethic and acceptance; in other words, 
a family. It’s a family invested in that 
sense of belonging, one that allows its 
members to reach higher, find stability, 
expand. 

Younger generations are restless, ea-
ger to learn, impatient for results, fo-
cused on career growth, and desiring 

“
Member 

First chose to 
focus on our 
culture and 

how to spread 
it. The focus 

became finding 
candidates with 
the right culture 
fit and investing 
in their career 

paths.

“

recognition. To solve our business and 
talent problems, Member First relied on 
talent optimization software and began 
hiring inexperienced, eager, like-mind-
ed individuals with inherent behavioral 
profiles and drives likely to thrive, suc-
ceed and love the challenge of the job. 

Then Member First trained them in 
the technical skills they needed and pro-
vided the mortgage education. If you 
truly know and understand what the job 
is and does, you can hire inexperienced 
candidates with the raw drive that fits 
the role, and teach them the rest. 

We created an administrative position 
designed solely to assist multiple depart-

ments with various projects 
and administrative needs 
to ease the burden on more 
seasoned employees. Within 
that position, employees 
could learn about the “life 
cycle of the loan” and each 
department’s role in the loan 
process. (See related article 
on Anna Kimbro.) 

These administrative em-
ployees then identified de-
partments and roles they 
enjoyed and excelled at. 
Later, they moved into their 
desired permanent roles and 
developed specialized train-
ing courses and job shad-
owing to gain the technical 
skills of the positions.

Using the talent and be-
havioral optimization soft-

ware at Member First’s disposal, job and 
behavioral profiles were coupled and 
aligned with candidates with these spe-
cific roles. This allowed Member First 
to speak with employees about their ca-
reer goals and offer other paths within 
the company where they were likely to 
thrive. 

Next was mapping a path for them to 
gain the experience and education need-
ed or required to move into these areas, 
building bench depth and strength in 
areas that were lacking.

Member First Mortgage also saw what 
was happening when the pandemic hit 
and made the decision to stay remote 
early-on. It wasn’t an easy decision, nor 
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Ashley Myers is the  
Vice President of 
Human Resources for 
Member First Mortgage. 
She has been in the 
credit union space for 
almost 15 years. Myers 
partners with leadership 
on balancing risk and 
cultivating teams, 
focusing on organizational architecture 
and leadership development to drive 
business results. She holds a Bachelor’s 
Degree in business administration and 
public relations through Ferris State 
University, as earned SHRM-CP, PHR 
and LDSS certifications. Myers also 
serves on the Board of Directors for 
the Human Resources Group of West 
Michigan.

Ashley Myers

was it one taken lightly, but Member 
First could see the benefits on multiple 
levels even though staff and manage-
ment didn’t see all of the effects at once. 

Despite some doubts, Member First 
took the plunge, which has paid mul-
tiple dividends: Remote work is now 
what everyone wants.

ADDITIONAL INITIATIVES
Other initiatives at Member First 
Mortgage were developed and adapted 
to build a sustaining culture to attract 
younger talent, retain current talent 
and excel in the “new normal” of a re-
mote environment:

  Levels and positions were added 
in departments to offer more op-
portunities for advancement at 
a quicker pace, such as a junior 
processor with a smaller pipeline 
to grow into a processor and then 
senior processor.
  Functional leadership roles were 
developed for employees that pre-
fer to be subject matter experts vs. 
managing people.
  Training was provided for an em-
ployee-to-team leader-to-manager 
path to allow exceptional leader-
ship to flourish and grown with the 
work family.

   CARE Committee (“Cel-
ebrating and Recognizing 
Employees”) received a 
heavy investment: send-
ing regular gifts to our 
remote staff, encouraging 
them and thanking them 
for their hard work dur-
ing a difficult and uncer-
tain time.
  Fund-raising and service 
opportunities continued 
to be offered to allow em-
ployees to give back to 
the community through 
a Community Commit-
tee and other charity av-
enues.
  Technology became a 
focus to bring people 
together amid virtual meetings, 
encouraging chats with Microsoft 
Teams and using productivity soft-

ANNA KIMBRO’S STORY
One of two original young workers hired as an Operations 
Department Administrative Assistant (OAA), a position 
the company created to help young, inexperienced hires 
learn and gain experience, Anna Kimbro describes her 
experience working at Member First Mortgage:

“I started at Member First Mortgage in April of 2020 with 
zero mortgage experience, as an Administrative Assistant in 
the Operations Department. Our team helped with multiple 
departments, and after working almost exclusively with the 
Processing Department for 5-to-6 months, I was promoted 
to Pre-Processor. 

“In this new role, I was able to work more closely with the department 
by attending meetings and training with Senior Processors. I made it known 
that I wanted to gain more knowledge about processing and how to get a 
loan to closing, and after another 6 months, I began training to become a 
Junior Processor with my own borrowers and files. 

“What I quickly noticed about the company was the culture and 
dedication to its employees. The room for advancement was made very 
clear, and they prioritized promoting from within. Member First made sure 
to identify my strengths, and my supervisors eagerly worked with me to 
help me transition into a role I enjoy and could excel in.”

Anna Kimbro

ware to find ways to help employ-
ees work smarter and more effi-
ciently. In the works is a platform 
for employees to recognize each 
other in their daily, extraordinary 
talents, dedication and service 
to credit unions, borrowers and 
team members.

  Incentive and bonus 
programs were trans-
formed to tie to com-
pany goals and remain 
competitive and fo-
cused on success and 
production.

It’s important to under-
stand that the CUSO mort-
gage industry is not for the 
faint of heart. Historically, 
it is a high-pressure envi-
ronment fraught with high 
demands on one’s time, 
multitasking, tight dead-
lines, quick growth and 
evolving business models 
while demanding superior 
member service from every 
employee. 

Member First Mortgage strives to be 
a team of like-minded individuals that 
excels in rising to the challenge and 

drives success. Modeled from the top, 
employees are producers who show up 
and support each other in the journey. 
Members First invests in its employees, 
shows others the path to growth and 
success, all while creating and providing 
a sense of belonging  to secure their fu-
tures, similar to credit unions and their 
members. 

“If you truly know 
and understand 

what the job 
is and does, 
you can hire 

inexperienced 
candidates with 
the raw drive 

that fits the role, 
and teach them 

the rest.

“



•  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.mortgagehippo.com


Shaping the  
Next Generation
Profiles of Younger  
Credit Union Employees

Many credit unions are making an effort to recruit and  
retain young workers. As a number of the articles in 
this issue show, that initiative often includes mentoring, 

training and retooling.
The following are short profiles submitted to the Pipeline that 

highlight some of these efforts on a personal level. 

Melissa Savage, 39,  
Sunmark Credit Union
In Spring 2004, Melissa Sav-
age was a college graduate en-
tering the workforce without 
clear direction of her profes-
sional path. She applied for an 
entry-level position at a com-
pany she’d never heard of, and 
started working as a mortgage 
processor at Sunmark Credit 
Union. 

At that time, she never 
imagined the opportunity 
that was in front of her.

Over the course of 
her 17-year tenure with 
Sunmark, Melissa has 
spent time as an un-
derwriter, loan officer 
and in a variety of lead-
ership roles within the 
mortgage department. Most 
recently she was promoted 

to Vice President of Mortgage 
Lending in December 2020.

Melissa has led transforma-
tional change for Sunmark’s 
Mortgage Division by recruit-
ing top talent, streamlining 
processes and deploying new 
technology to enhance the 
member’s experience. She has 
demonstrated an unwavering 
commitment to her teammates 
and our members. 

Sunmark continues to be 
impressed with Melissa’s posi-

tive attitude, adaptability and 
willingness to take on any 
task. She’s been instrumen-
tal in fostering our culture 
by creating a world-class 
working environment, de-

livering over-the-top mem-
ber service and demonstrat-

ing integrity, commitment and 
passion in everything she does.

Melissa embraces change and contin-
ually focuses on the things that work. 
She is participating in an eight-month 
Leadership Development Program of-
fered by the Rensselaer Chamber of 
Commerce, designed to hone her lead-
ership skills while gaining insight and 
perspective into other organizations 
and industries.

One of Sunmark’s core tenets is to 
give back to our community. Melissa 
gives her time and talents to support 
that tenet. 

Recently, she joined the Board for the 
Northeast New York Mortgage Bankers 
Association. She’s someone who will 
roll up her sleeves to serve or deliver 
a meal, wrap holiday gifts and teach a 
homeownership or financial literacy 
class.

Melissa is a collaborator and values 
the importance of relationships. This 
is evident by the relationships she’s 
built with key internal stakeholders 
such as Accounting, Risk Manage-
ment and Quality Control, as well as 
our external legal counsel, regulators 
and examiners.

Melissa is a highly respected and 
valuable member of our senior leader-
ship team with an exceptionally bright 
future.
—Submitted by Jerilee Beaudoin, Chief 
Lending Officer, and Amber Cooleen, 
Chief Marketing Officer

Mauro “Mario” Chavez, 32,  
CU Members Mortgage
CU Members Mortgage welcomed Ma-
rio Chavez to their Client Engagement 
Team in January 2020. Chavez spent 
the previous 14 years working at Earth-
Mover Credit Union in Illinois, where 
he worked his way up from a Teller in 
a high school work program to a Loan 
Officer.

His naturally curious demeanor al-
lowed Mario to learn not only the dy-
namics of a successful loan program, 
but of the credit union mantra, “people 
helping people.” He is a great example 
of growing up in the credit union.

With a desire to relocate to Texas, 
Mario found the position at CU Mem-

“One of 
Sunmark’s core 

tenets is to 
give back to 

our community. 
Melissa gives 
her time and 

talents to 
support that 

tenet.”

Melissa Savage
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Cord Ingram, 25,  
CU Members Mortgage
CU Members Mortgage welcomed 
Cord Ingram to the Mortgage Loan 
Origination team in 2019. He had spent 
the previous eight years serving in the 
Army National Guard, including a 
12-month deployment to Africa.

While he was new to the mortgage 
industry and credit unions, his years of 
service in the Army and his upbringing 
that emphasized taking care of others 
gave him the right experience for work-
ing in credit union mortgage lending.

“There are many similarities in mili-

Joseph Alston Jr., 36, 
Coastal Credit Union
Joseph D. Alston Jr. is a Mort-
gage Loan Officer at Coast-
al Credit Union. Alston 
has been working at 
Coastal for 9½ years, 
and previously worked 
in personal banking 
positions at various fi-
nancial institutions.

Joseph accepted a po-
sition with Coastal Credit 

bers Mortgage to be a perfect fit. As a 
Client Engagement Specialist, he is able 
to work with credit unions across the 
country to teach them about beginning 
and sustaining a mortgage program. 
His experience in origination and his 

deep knowledge of 
the credit union phi-
losophy gives him the 
foundation to help 
others, while his age 
brings another per-
spective.

A year after joining 
the team, Mario was 
selected to assist the 
group of Business Ar-
chitecture specialists 
to develop CU Mem-
bers Mortgage’s new 
loan origination sys-
tem. His perspective 

as a Millennial guides 
the loan-submis-
sion process, en-
suring communi-
cation and training 
will fit the needs of 

credit unions and 
their members who 

are applying for home 
loans.

Mario continues 
to use his curiosity to pursue growth 
opportunities for himself, the credit 
unions and the members he assists.
—Submitted by Alison Barksdale,  
Marketing Director

tary work and mortgage 
lending,” explained Cord. 
“You have to work hard, and 
you must be very disciplined 
to be successful. You also 
have to work long hours and 
be prepared for last-minute 
changes.”

Cord also offers a Millen-
nial viewpoint that impacts 
his approach to assisting 
members. He understands 
the Millennial mentality of 
immediate gratification:

  He sets expectations 
and responds quickly.
  He finds the best 
way to communi-
cate with member’s 
on their terms.
  He is driven to learn 
everything he can about 
mortgage lending and 
credit unions to be an ad-
vocate for members on all matters.

All of this has led Cord to achieve 
President’s Club status in record time. 
The purpose is what drives him, though.

“Helping people makes you feel good, 
but I don’t do it because of the feelings 
I get. You do it because it’s what you 
should do,” Cord said. 

“It’s part of who I am and 
how I was raised to take care 
of others and know that I am 
doing everything I can to help 
those seeking homeowner-
ship. That’s why I do it.”
—Submitted by Alison  
Barksdale, Marketing Director

Union as an Account Manager 
in 2013. Due to his strong per-
formance, he was promoted to 
Relationship Manager, where 
he assisted Mortgage Loan Of-
ficers. 

During that time, Joseph’s 
assigned Loan Officer, Christi 
Blackwood, coached him. In 
those three years assisting 
Blackwood, he learned a lot 
about the mortgage process.

From there, Joseph moved 
into roles as Relationship 

Manager, Branch Op-
erations Manager and 
Branch Manager. He 
kept in contact with 
Blackwood and contin-
ued to seek her guidance. 

Blackwood recognized Jo-
seph’s strong worth ethic and 

suggested he join the Coastal 
Mortgage Team, telling him 

the Mortgage Loan Officer position 
was a perfect fit.

Joseph said Coastal has given him 
great career opportunities, as well as al-
lowing him to do what he loves—help 
people. In his roles at Coastal, Joseph 
has helped expand the membership 

pipeline, as well as make cur-
rent memberships stronger. 
Being a reliable, efficient and 
compassionate loan officer 
has allowed him to build pos-
itive relationships within his 
community. He has also par-
ticipated in streamlining pro-
cesses for internal staff, as well 
as helping enhance member 
experiences.

Additionally, Joseph serves 
on Coastal’s Diversity Com-
mittee, an advisory commit-
tee to the Senior Management 
team in Diversity, Equity and 

Inclusion. Coastal strives to 
help its members “Bank 
Better to Live Better,” and in 
Alston’s career with Coast-
al, he has done just that.

—Submitted by Wendy 
Dawson, Vice President of 
Mortgage Lending 

“His naturally 
curious 

demeanor 
allowed Mario 

to learn not only 
the dynamics of 
a successful loan 
program, but of 
the credit union 
mantra, ‘people 
helping people.’ “

““Helping 
people makes 
you feel good, 
but I don’t do 
it because of 
the feelings 
I get. You do 
it because 

it’s what you 
should do.”

Cord Ingram

“Joseph said 
Coastal has 
given him 

great career 
opportunities, 

as well as 
allowing him 
to do what 

he loves–help 
people.”

Joseph Alston

Mario Chavez
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Understand your credit union’s 
risk appetite, and build an 
unmatched quality control plan 
with ACES. Leverage our tools 
enterprise-wide to monitor the 
account opening process, track 
regulatory compliance, and 
manage your risk.  

If you're not in the pack  
you're behind it.

JOIN THE PACK - ACESQuality.com

Quality Management & Control Software for Lending Institutions

MORTGAGE ORIGINATION  |  CONSUMER  |  SERVICING  |  SPECIALTY AUDIT PACKS

ACES ALLOWED US TO 
INCREASE OUR MORTGAGE 
AND CONSUMER LENDING 
REVIEWS BY 50%.
– Real Client Testimonial

“

www.ACESQuality.com


Household Brands Are a 
Model for Credit Unions 
Seeking Growth

By Kelley Mangel
SimpleNexus

The world’s best-known retail brands are leveraging data and 
technology to lead the way in customer satisfaction and 
growth, and so can credit union lenders.

What lessons can CUs learn from innovation leaders in the retail 
space, and how do mobile app strategies, process optimization and 
business intelligence (BI) apply to mortgage operations? Read on 
to find out. 

Mobile banking has become so ubiq-
uitous that it now ranks right behind 
checking the weather and social media 
among activities most frequently per-
formed by smartphone users.

In fact, in a recent study that scored 

110 bank and credit union apps based 
on the weighted average of their Apple 
App Store and Google Play ratings, 
nine of the 10 highest-ranked apps be-
longed to credit unions.

Why, then, has progress been so slow 

when it comes to bringing the mortgage 
experience to the small screen?

An end-to-end mortgage experience 
tailored for mobile phone users is still 
the exception rather than the rule. Most 
credit unions offer little more than an 
online Form 1003 loan application and, 
perhaps, a secure portal for uploading 
documents.

As credit unions seek to improve 
how members experience the mort-
gage process—and, in so doing, grow 
their mortgage lines of business—there 
is much they can learn from marquee 
brands outside of financial services.
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It’s been our vision for 40 years to offer sustainable home loan solutions for 
credit union members. Today, we continue our focus on member excellence 
with proficiency, integrity and empathy as we serve hundreds of credit unions, 
CUSOs, leagues and their members nationwide. We’re celebrating 40 years of 
making homeownership dreams happen and we couldn’t have done it without 
you and your credit union. It’s been an honor to serve you and your membership.

40 Years making homeownership dreams happen

800.607.3474
cumembers.com

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

Thank you!

www.cumembers.com


STARBUCKS MOBILE APP
Take Starbucks, the coffee giant cred-
ited with pioneering mobile ordering 
and payments in 2015. Today more 
than a quarter of Starbucks’ earnings 
come from mobile transactions, and an 
astounding 80% of Starbucks custom-
ers regularly place and pay for “grab 
and go” orders via their mobile device.

What has made the Starbucks app 
so wildly successful? For one thing, 
the app doesn’t offer just “any” mobile 
experience; its best-in-class design fea-
tures intuitive menus and simple op-
tions that perform well in user testing. 

Next, the app learns about consumers 
over time, storing that data and using it 
to offer a personalized experience and 
unique product recommendations.

Finally, and perhaps most impor-
tantly, Starbucks has recalibrated its 
broader business model to treat mobile 
users not as edge cases, but as the criti-
cal customer segment that they are.

For instance, when the mobile order 
and pay feature created crowding prob-

lems in stores, the chain became one of 
the first to install dedicated stations 
for serving mobile app customers in 
stores. More recently, the brand intro-
duced Starbucks Pickup locations that 
are specifically designed to serve mo-
bile pre-orders and nothing else.

Lesson: As credit unions contem-
plate adopting mobile mortgage so-
lutions, those that want to mimic 
Starbucks’ growth trajectory should 
prioritize the same factors that make 
the coffee chain’s app so successful:

  Mortgage apps should strike the 
right balance of design sophistica-
tion and simplicity as verified by 
real-life member reviews.
  They should be capable of lever-
aging member data to automate 
tasks, reduce data entry and pro-
vide members with more relevant 
loan options.

  And, just as Starbucks adjusted its 
brick-and-mortar stores to better 
suit the needs of mobile users, 
credit unions should be prepared 
to tweak their internal processes 
to accommodate mobile loan ap-
plications as needed.

CHICK-FIL-A  
DRIVE-THROUGH
Speaking of internal processes, 
process optimization is another 
area where credit unions could 

take a cue from top global brands.
A common complaint we hear is that 

mortgage teams are already swamped 
with as much business as they can han-
dle. So, if a credit union wants to effectively 

grow its mortgage operation, it must first 
iron out the kinks in its processes.

But how? If the story of one global 
fast-food chain is any indication, the 
answers lie in a credit union’s own data.

Regardless of where you stand on 
Chick-fil-A’s food or politics, if you’ve 
ever driven by one of its locations around 
lunchtime, you’ll have seen first-hand evi-
dence of the brand’s success.

While most folks would think twice if 
they saw a double lane of cars wrapped 
around their favorite burger joint, mil-
lions of consumers willingly line up for 
Chick-fil-A every year. Despite how 
busy the restaurants are, more than half 
of customers rate the Chick-fil-A drive-
through experience as “fast.”

Moreover, Chick-fil-A is rated No.1 
in the fast-food segment for both or-
der accuracy and customer service—all 
while leapfrogging over much older 
chains with more locations to become 
the No.3 fast-food chain in the nation 
for overall revenue and the No.1 chain 
for per-location sales.

These kinds of results are no accident. 
For more than 15 years, Chick-fil-A ex-
ecutives have been collecting, parsing 
and analyzing performance data to in-
form business decisions.

In the early days, the process was 
highly manual, relying on reports cre-
ated in Microsoft Excel and Access. But 
as the chain grew, executives recognized 
the need for more expansive and relevant 
data generated in real-time, so they grad-
uated to interactive data visualization and 
BI (business intelligence) tools.

With data in hand, the company ze-
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Kelley Mangel is the 
Director of Marketing 
at SimpleNexus, 
an award-winning 
developer of mobile-
first technology for the 
modern mortgage lender. 
Having worked in an 
array of communication channels for both 
large corporations and small start-ups, 
she brings a wealth of knowledge about 
delivering exceptional experiences across 
touchpoints and what it takes to be a 
customer-centric company. She can be 
reached at kmangel@simplenexus.com.

Kelley Mangel
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“

As credit unions 
seek to improve 
how members 

experience 
the mortgage 
process–and, 
in so doing, 
grow their 

mortgage lines 
of business–
there is much 
they can learn 
from marquee 
brands outside 

of financial 
services.

roed in on drive-thru pain points and 
tested possible solutions at its Atlanta-
based innovation center.

First, they divided drive-thru traffic 
into multiple lanes, making it possible 
to take on more capacity even during 
busy times. To keep the lanes moving 
and deliver personalized customer ser-
vice, they posted team members out-
side to collect customers’ orders and 
payments before they even reach the 
menu board. Orders are then digitally 
transmitted directly to the kitchen to 
expedite the preparation.

Where the lanes merge, employees 
direct traffic to prevent bottlenecks. In-
side the restaurant, orders are assem-
bled and sorted so that when custom-
ers roll up to the drive-thru window, all 
they have to do is hold out a hand, grab 
their order and drive off.

Lesson: Most credit unions don’t 
have several full-time data analysts 
on hand to scrutinize production and 
pipeline data 24/7, but then again, they 
don’t have to.

Today’s mortgage-specific 
BI software makes it possible 
for credit unions to track the 
progress of loans throughout 
the entire origination process, 
identify pipeline bottlenecks 
and measure individual and 
branch performance.

Nor do credit unions need 
a physical innovation cen-
ter like Chick-fil-A’s to test 
adjustments to their mort-
gage workflows; with near-
instantaneous data insights, 
mortgage BI software enables 
credit unions to tweak pro-
cesses on the fly and measure 
the results in real time.

AMAZON  
CHECKOUT
The last decade has seen 
significant advancements 
in mortgage point-of-sale 
technology with the arrival 
of fully digitized Form 1003 
loan applications, digital verification of 
assets, income and employment, and 
digital disclosures.

Once these 
front-end ca-
pabilities be-
come widely 
available to 
credit union 
members on 
their mobile 
devices, the 
next hurdle 
will be for 
credit unions 
to apply the 
same level of 
sophistication to the mort-
gage closing on the back end 
of the transaction.

Digitizing the “last mile” 
of a transaction is a challenge 
that spans industries.

Four years ago, Amazon 
ushered in a concept known 
as “just walk out” shopping 
with the public launch of its 
first Amazon Go store in Se-
attle. Using a combination of 

technologies includ-
ing computer vision, 
weight sensors and 
geo-fencing, Amazon 
Go allows consum-
ers to load their shop-
ping carts and leave 
the store without ever 
standing in line for a 
cashier or self-check-
out.

Instead, selections are 
automatically tracked 
in the Amazon Go 
app and charged to the 
consumer’s Amazon 
account. The tech is fast gaining 
popularity, and already retailers 
like Target and Aldi are respond-
ing by developing their own ca-
shier-less tech.

Collectively, these technolo-
gies aim to eliminate the check-
out lines that Amazon CEO 
Jeff Bezos calls “the worst thing 
about physical retail.”

Lesson: In the mortgage in-
dustry, digitizing the last mile 
of the transaction—the clos-

ing ceremony—is a feat that only  
recently became possible. With the ad-
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Today’s 
mortgage-
specific BI 

software makes 
it possible for 
credit unions 
to track the 

progress of loans 
throughout the 

entire origination 
process, 

identify pipeline 
bottlenecks 

and measure 
individual 

and branch 
performance.

vent  of technolo-
gies like eNotes, 
eVault storage, 
and remote on-
line notariza-
tion (RON), for 
the first time in 
history, today’s 
credit unions can 
offer members 
a fully paperless 
mortgage trans-
action.

In the last is-
sue of Pipeline magazine, my 
colleague Jay Arneja outlined 
some particularly potent ad-
vantages full eClosings offer 
over traditional closings, from 
better protecting members’ 
financial data to making life 
easier for members deployed 
overseas. 

While her examples were 
both accurate and compelling, 
there is a sharper point to be 
made: like cashier-less check-
out, eClosings are here to stay.

One day soon, members 
will have come to expect the 
ease of a paperless mortgage 
transaction, and it will be the 
Starbucks’ and Amazons of the 
credit union world—the early 
adopters who not only embraced 
eClosings but also invested in 
data-driven process optimiza-
tion and mobile app strategies 
along the way—that will be in a 
position to serve them.
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After putting in-person work-
shops on hold for 2020 and 2021 
due to the Covid-19 pandemic, 
ACUMA will hold its popular 
deep-dive workshops again in 
2022. You can save the date now 
for one of our two 2022 work-
shops—same program, two  
locations.

In addition to great locations, 

Eastern  
Workshop 
• May 3-4, 2022
•  Sheraton Grand  

Nashville Downtown
• Nashville, Tennessee

TWO POWERFUL DEEP-DIVE WORKSHOPS WILL TAKE YOU TO NEW  
LEVELS OF UNDERSTANDING CURRENT HOT TOPICS

DEEP-DIVE 
WORKSHOPS

ACUMA    POWER

TURN IT ON

ACUMA’s workshops bring won-
derful opportunities for learn-
ing and networking in a setting 
much smaller than our Annual 
Conference, offering lots of op-
portunities for questions, con-
versations and discussions. 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  
ACUMA EMAIL
We’ll let you know when 
registration is open, and then 
you can review the agenda, 
topics and speakers. An  
opening-night reception, as  
well as two breakfasts and a 
lunch are included in the cost.  

WE’RE BACK! IN PERSON!

Western  
Workshop 
• June 14-15, 2022
•  The Nines Hotel
• Portland, Oregon
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By Amy Keyser
Arch Global Mortgage Group

Pipeline for Diverse 
Talent Draws from 
Historic University
Arch MI’s Partnership with 
nation’s largest HBCU offers 
a career path for high-
achieving students

With a broad smile, Troy Elbert Jr., a 
20-year-old math major at North 
Carolina Agricultural and Techni-

cal State University (NC A&T), recalls his parents’ joyful reaction 
when he was named an Arch MI Scholar under a program that pro-
vides both tuition dollars and work opportunities for high-achiev-
ing students.

“My parents were elated,” said Elbert, a sophomore from Kern-
ersville, North Carolina. “It’s very appealing to find an innovative 
company so close to home. ... This opportunity can really shape the 
remainder of my college years.” 

A joint project of Arch’s Global Mort-
gage Group and N.C. A&T in Greens-
boro, North Carolina, Arch MI Schol-
ars launched in the fall of 2020 with an 
initial four-year commitment. A new 
Arch MI Scholar is selected each year 
and is eligible to receive:

  A $15,000 scholarship paid in equal 
installments over the student’s ju-

nior and senior years.
  The opportunity to be considered 
for two summer internships dur-
ing the student’s junior and senior 
years with a focus on accounting, 
actuarial science, finance, informa-
tion technology (IT) or risk man-
agement.
  Following graduation, the oppor-

tunity to be considered for a one-
year fellowship—a full-time paid 
position within actuarial science, 
analytics, finance, IT, pricing or 
risk management.

NORTH CAROLINA 
AGRICULTURAL & TECHNICAL 
STATE UNIVERSITY 
Founded in 1891, North Carolina 
Agricultural & Technical State 
University is a noted land-grant, 
high-intensive research university 
located one mile from Arch MI’s 
Greensboro headquarters. With 
13,332 students, NC A&T is the 
nation’s largest historically Black 
university (HBCU).
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“The Arch MI 
program started 
as a suggestion 

from an  
Arch MI 

employee 
and was 

developed by 
two leaders of 
the company’s 

human resources 
team.

“

“Arch MI Scholars 
launched in 
the fall of 

2020 with an 
initial four-year 
commitment.

EXPANDING  
OPPORTUNITIES
Cheray White of Char-
lotte, North Carolina, was 
the first Arch MI Scholar 
selected by NC A&T a year 
ago.

“My family was so ex-
cited,” said White, a senior 
IT major. “For my (up-
coming) internship, I look 
forward to obtaining more 
hands-on experience and 

new skills with cybersecurity and data 
security.”

White, who will graduate in May, 
has accepted a security analyst position 
with a multinational IT and consulting 
company.

The Arch MI program started as a 

Arch MI Scholars program 
builds on the Arch Mort-
gage Group’s employee re-
cruitment and development 
initiatives with a diversity 
and inclusion focus, includ-
ing:

  Arch MI’s internship 
program, which wel-
comes as many as 20 
North Carolina students 
each summer.
  The company’s strong 
ties to the University 
of North Carolina at 
Greensboro’s business 
and IT programs have 
led to the hiring of many 
UNCG graduates in re-
cent years.

  Arch MI’s annual Data Dive event 
gives college students studying 
business analytics the opportunity 
to help local charities and commu-
nity nonprofits by identifying (with 
help from Arch MI leaders) money-
saving business process changes.
  The company’s Employee-led En-
gagement Groups (EEGs) present 
programs like lunch-and-learn ses-
sions, volunteer workdays and af-
ter-work receptions with company 
leaders. There are EEG groups for 
women, young professionals (un-
der 40), Black professionals, LGBT 
employees and allies and more.

Amy Keyser is the Chief 
Human Resources 
Officer, Global Mortgage, 
at Arch Capital Services 
LLC. She joined Arch 
in 2017, serving as the 
Senior Vice President of 
Human Resources for 
Arch Mortgage Insurance 
Company. Previously, Keyser held senior 
executive positions with Fireman’s Fund 
Insurance Company and was in private 
practice as a management-defense 
employment attorney. She is a member of 
the California State Bar Association and 
the District of Columbia Bar Association. 
Keyser also holds a professional certificate 
from Duke University in human resource 
management.

Amy Keyser

PERSPECTIVES ON ARCH MI 
SCHOLARS 
“We are very excited about 
partnering with Arch MI to 
support, train and educate the 
next generation of science and 
technology leaders. The fact that 
Arch MI is based in Greensboro 
adds value to this partnership. 
Indeed, it relates directly to the 
distinctive land-grant mission of 
the university and the college of 
leveraging our expertise and skills 
to enhance the economic vitality 
of the Piedmont Triad region and 
the state of North Carolina.”

– Dr. Abdellah Ahmidouch, Dean 
of NC A&T’s College of Science 
and Technology

“Arch MI Scholars isn’t just an 
opportunity to recruit the best and 
the brightest to work for us. It also 
allows us to make a meaningful 
contribution to an institution that is 
an anchor for our home city and 
the alma mater for a number of 
our current employees.”

– David Gansberg, CEO, Arch 
Global Mortgage Group

suggestion from an Arch MI 
employee and was developed 
by two leaders of the com-
pany’s human resources team. 
NC A&T officials administer 
Arch MI Scholars and select 
recipients from among appli-
cants who meet key require-
ments:

   Graduated from a North 
Carolina high school.

  Major in accounting,  
finance, mathematics, 
information technology, 
business information sys-
tems analytics, business 
management or econom-
ics.

   Have at least a 3.25 GPA.

PROGRAMS TO  
BUILD DIVERSITY
In 2021, the Arch Mortgage Group 
was recognized among the Triad Busi-
ness Journal’s Leaders in Diversity. The 
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Recruiting and 
Retention Efforts
in the Age of 
‘The Great 
Resignation’

The Covid-19 pandemic 
has impacted employ-
ees in more ways than one. 

With the rise of remote work, some have thrived 
during this time, others have experienced chal-
lenges, and then you have those in between. 

Regardless of how you look at it, we’re all trying to 
figure it out. 

For many people, the pandemic 
has served as a catalyst to take a good 
look at what’s most important to them 
when it comes to the employer-em-
ployee relationship. We’ve all heard 
the term “The Great Resignation,” 
providing more job opportunities for 
employees than ever before and caus-
ing employers to look closely at how 
to retain them.

According to the U.S. Bureau of La-
bor Statistics, 4.3 million Americans 
quit their jobs in August 2021. The 
Great Resignation is more than just 
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“

“

Millions of people 
are leaving their 
jobs in pursuit 

of what is most 
important to 
them, which 
varies from 

person to person.

an idea or a small “side ef-
fect” of the pandemic. Mil-
lions of people are leaving 
their jobs in pursuit of what 
is most important to them, 
which varies from person to 
person.

Though many employ-
ers may feel intimidated by 
the idea of The Great Res-
ignation, it’s actually when 
companies need to step 
up, support employees and 
let your company culture 
shine. Right now, it’s critical 
that companies remain true 
to their values and make an 
intentional effort on ensur-
ing their company culture is not only 
heard, but seen and felt

RETENTION STRATEGIES
Implementing new benefits is one key 
strategy companies used to support 
employees throughout the pandemic, 
and perhaps unintentionally served as 

a response to The Great Resignation.
For example, Enact is hyper-focused 

on employees’ health, safety and men-
tal well-being. Enact implemented 
benefits like crisis management time 
off, mental health resources and un-
limited vacation to give employees the 
support they needed during this time. 
These benefits also will appeal to pro-
spective employees that may be look-
ing for a change.

The pandemic has been 
tough on everyone in dif-
ferent ways. Adding benefits 
that focus on empathy and 
compassion have helped En-
act shine during this time, 
and likely has had similar ef-
fects at other organizations.

Gone are the days when 
company happy hours and 
food trucks were the corner-
stone of a “good” company 
culture. The Great Resigna-
tion has employees looking 
for benefits that go beyond 
fun perks, but support their 
wellness and lives across the 
board.

MULTI-GENERATIONAL 
WORKFORCE
Shifting the focus of compa-
ny benefits also has helped 
Enact build a more multi-
generational workforce. 
It’s time to put significant 
thought into how and where 
the company works, as peo-
ple of different age groups 
will value different options.

While some employees 
may be longing to get back 
into the office full-time, 
others will want to keep a 
hybrid model that allows 
them some of the flexibility 

and work-life balance they were able 
to achieve during the pandemic.

It is not just about the office, either. 
Every generation has different needs 
and expectations from their employer. 
While a company cannot be every-
thing to everyone, it’s important to be 
thoughtful and intentional about who 

Susan Sullivan is the 
Chief Human Resources 
Officer for Enact 
(formerly Genworth 
Mortgage Insurance). 
She is responsible for 
HR accountabilities 
across Enact, which 
includes driving the 
overarching people strategy for the 
company, as well as leading Employee 
Relations, Internal Communications, 
Talent & Culture, and Facilities teams. 
Sullivan earned a Bachelor’s Degree 
in business and economics from St. 
Andrews Presbyterian University, she 
holds multiple HR certifications and she 
has completed many executive education 
programs.

Susan Sullivan

“

“

The Great 
Resignation 

has employees 
looking for 

benefits that go 
beyond fun perks, 
but support their 
wellness and lives 
across the board.
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you want to attract and who you want 
to retain.

Newly graduated employees may 
be looking for student loan assistance 
and repayment, while more experi-
enced professionals may be more fo-
cused on retirement benefits. Others 
are looking for career development 
opportunities.

Now more than ever, it’s critical 
that leaders understand the 
needs and motivations of 
their teams.

Thoughtfulness and in-
tentionality have been the 
bedrock of Enact’s recruit-
ment and retention efforts, 
and may help enhance ef-
forts and other businesses.

The Great Resignation is 
real, and while it presents 
a challenge, it also offers a 
host of opportunities for 
companies to adapt and 
stand out from other em-
ployers.

Everyone’s priorities are 
different, but it’s important 
to understand your employ-

ees, and potential employees, and how 
they’ve changed over the course of 
the pandemic so that you can create 
environments where they feel valued, 
seen, and heard.
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By Valentin Saportas
MortgageHippo

C redit unions that hope to grow  in 2022 are go-
ing to have to recruit highly talented people at a  time when 
attracting new workers has never been more challenging.

According to CNBC, one in four people quit their jobs in 2021 
in what many are calling “The Great Resignation.” A PwC survey 
quoted by the network showed that 65% of people were looking for 
a new job as of last August. 

There is a lot of debate about what American workers are looking for in the per-
fect job. Finding the answer has been difficult.

A much easier question to answer is: What are employees no longer willing to put 
up with? High up on this list is outdated technology.

As credit unions work to recruit a new generation of workers who can learn from 
those they will soon lose to retirement, they should think carefully about the tech-
nology these job applicants will encounter as they evaluate their alternatives.

RAISED ON TECHNOLOGY 
The people who have been entering the 
workforce over the past decade don’t 
view technology the way older work-
ers do. Talking to a Millennial about 
technology like it will revolutionize 
a process is like suggesting to a Baby 
Boomer that we’re going to start put-
ting desks in offices.

We’ve always worked on desks, and 
the new generation of credit union 
team members has always used tech-
nology. They grew up in the age of the 
iPhone, Xbox and streaming media. 
They looked forward to the new ver-
sions of their favorite tools and up-
graded as quickly as they could. 

Many have never had to deal with 

The Recruiting Power of 
Modern Technology

THE NEXT  
GENERATION
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outdated technology, and they 
don’t understand why any busi-
ness would do so. When they see 
it too often, they just start their 
own businesses.

According to Entrepreneur 
magazine, the number of teen-
agers starting businesses is up 
eightfold since 2009, driven 
largely by tech startups. Young 
people look to Steve Jobs, Sir 
Richard Branson and Mark 
Zuckerberg for inspiration, 
and build what they want.

When it comes to technol-
ogy, they don’t seem to under-
stand the concept of “impos-
sible.”

Now, these young entrepre-
neurs are special cases, to be 
sure, but they are the cream of 
a crop of tech-savvy workers 
who are not going to appreciate going 
to work in a place that requires them to 
use outdated technology.

In fact, they won’t do it.
And to be honest, we wouldn’t either. 

Just imagine having to go back to a dial-
up modem to complete your work.

RECRUIT WITH TECHNOLOGY
Does that suggest that credit unions 
have to turn their branches into vir-
tual reality arcades in order to attract 
top talent? No. But it does suggest a 
few changes to their overall technology 
strategy.

It’s important to remember that these 
young people were eager for the newest 
version of their favorite technology for 
one primary reason: It offered them a 
better experience.

For much of the past decade, mort-
gage technologists have been focused 
almost exclusively on creating tools 
to improve the borrower’s experience. 
Now, we’re going to have to focus more 
on our internal teams.

New technology can’t just move loans 
through the process faster or transfer 
work from the borrower to the loan of-
ficer, processor or AI. It has to improve 
the experience for every person in the 
credit union who works on the loan or 
serves the member.

It can’t just be better for the 
institution or its members. It has 
to be better for the staff the credit 
union is trying to recruit.

When it is, it can become a 
powerful recruiting tool. But 
what exactly does that look like?

GETTING THEIR ATTENTION
In building tools that advance 
mortgage lenders down the path 
to digital lending, there 
are a few key elements 
that seem to get the at-
tention of younger credit 
union staff members. 
They include:

  A digital experience. 
Younger people will 
tell you that this goes 
without saying. New

“It’s important to 
remember that 

these young 
people were 
eager for the 
newest version 
of their favorite 
technology for 
one primary 

reason: It offered 
them a better 
experience.

credit unions that have it will be 
more attractive to new recruits.

TOOLS REQUIRED FOR SUCCESS
Satisfying borrowers today requires 
a good process powered by modern 
technology. Younger professionals re-
alize that they will enjoy more success 
with the right tools, which will provide 
a virtuous cycle of increased productiv-
ity which leads to happier customers 
which leads to more business and high-

er levels of success.
Most experienced ex-

ecutives have never known 
a world in which a new 
employee will walk off the 
job on the first day because 
their expectations were 
not met. That’s the world 
we’re living in today. 

While it may not be 
possible to deliver every-
thing new workers want 
in a work environment, 
or even to know what all 
those things are, we can 
avoid the mistakes that 
would drive young people 
away.

Paying attention to the 
technology they offer new 
workers is one way every 
credit union can do a bet-
ter job of looking like an 
attractive alternative to 
the new, tech-savvy young 
professionals who will one 
day be the leaders of every 
financial institution.

Valentin Saportas is 
co-founder and Chief 
Executive Officer of 
MortgageHippo, a 
consumer-centric,  
no-code/low-code digital 
lending platform. His 
main responsibilities 
include reaching the 
company’s growth goals and delivering 
a high-quality product to clients. 
Saportas can be reached at valentin@
mortgagehippo.com.

Valentin Saportas

“
Younger 

professionals 
realize that they 
will enjoy more 
success with the 
right tools, which 

will provide a 
virtuous cycle 
of increased 
productivity 
which leads 
to happier 

customers which 
leads to more 
business and 

higher levels of 
success.

“

“
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staff members are often sur-
prised by the number of pa-
per documents that are still 
part of our process. They ex-
pect it to be fully electronic.

  A fast process. Young people 
are painfully aware of latency. 
It has been the bane of their 
young existence, whether 
they grew up playing video 
games, creating electronic 
art or making music. They 
expect to push a button and 
get a result. Modern loan 
origination platforms can of-
fer this.
  An extensible process. While 
the API (application program-
ming interface) as an integration tool 
is a fairly recent innovation, young 
people know exactly what it means 
and how to use them. They expect 
the credit union to be connected to 
its partners via fast API integrations 
so new additions are fast and easy.
  A customizable journey. The next 
generation of mortgage employees 
will want to have the ability to cre-
ate the kinds of experiences their 
peers are going to expect as they go 
through the homebuying and loan 
origination processes. Our modern 
software makes this possible and 
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Diversity Brings 
Creativity, Growth

At Yolo Federal Credit Union, we know a talented and cultur-
ally diverse organization leads to a more creative and well-
rounded workforce, which benefits the credit union and the 

communities we serve. 
Our longstanding commitment to sourcing top-notch individu-

als that believe in our mission—helping Yolo County (California) 
achieve financial success—has resulted in being voted Yolo County’s 
Best Credit Union for the last 21 years and No.1 Mortgage Company 
for the last four years.

To achieve this honor, we are com-
mitted to cultivating internal growth 
opportunities for young, skillful pro-
fessionals. Our leadership team is 
devoted to the development of every 
employee by investing in internal and 

external training opportunities, educa-
tion reimbursement and developmen-
tal certificates.

These efforts have afforded many 
individuals the opportunity to be pro-
moted and pursue careers in various 

areas of the organization, including our 
Real Estate Department.

The pandemic impacted many as-
pects of our organization, including 
daily work environments. Yolo Federal 
saw this as an opportunity to adopt 
flexible work options, including remote 
capabilities for many positions while 
maintaining exceptional member ser-
vice.

Additionally, the Human Resources 
and Organizational Development Team 
worked tirelessly to maintain high em-
ployee engagement by adopting various 
events and activities. This helps to foster 
high employee team morale and posi-
tively impacts organiza-
tion success, and it leads 
to happier employees.

We firmly believe that 
dedicating ourselves to 
attracting and retaining 
a diverse workforce is a 
key driving factor in our 
organization’s future 
success. Our employees’ 
differences contribute 
knowledge, innovation 
and the ability to serve 
our members and com-
munity.

There’s a lot of long-
term wisdom and ex-
perience within our 
organizational leader-
ship levels, and we look 
forward to passing that on to the next 
generation of credit union leaders.

This article was submitted by Taylor 
Swanson, Digital Marketing Strategist at 
Yolo Federal Credit Union. Founded in 
the 1950s, Yolo Federal has grown from 
a small, single branch serving a collective 
of people to the only financial institution 
exclusively serving Yolo County in central 
California. It has more than 60 employees, 
21,000 members and assets of about $400 
million.

Dedicating 
ourselves to 
attracting 

and retaining 
a diverse 

workforce is 
a key driving 
factor in our 

organization’s 
future success.

“

“
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THE NEXT  
GENERATION



• 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:

VISIT ACUMA.CONNECTEDCOMMUNITY.ORG/HOME AND  
SELECT THE SIGN IN BUTTON AT THE TOP OF THE PAGE, THEN CLICK ON  

NEW USER/REGISTER NOW AND ENTER YOUR INFORMATION.

ANNUAL CONFERENCE

SEPTEMBER  18-21
SAVE THE DATE

LAS VEGAS 2022
COSMOPOLITAN 

WATCH YOUR EMAIL FOR UPDATED  
CONFERENCE INFORMATION
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Unwinding  
the Suspension 
of Agency 
Seasoned Bulk 
Transactions
By Mitchell Redd
FHN Financial Capital Assets

RISK MANAGEMENT

Ongoing balance-sheet management is a critical element 
of strong financial performance for credit unions. Most 
institutions go through an annual budgeting process, but 

changes in operating conditions during the year can necessitate 
taking action to address specific financial issues that may arise.

Excess liquidity might result in the purchase of a loan 
participation pool. Faster prepayment speeds from low interest 
rates might require more aggressive loan origination rates or an 
expansion of product offerings. 

An emerging issue among credit 
unions is concern over rising interest 
rates, which can quickly create greater 
interest rate risk (IRR) exposure. Re-
gardless of the strategic challenge, 
credit unions need to be able to adapt to 
changing circumstances.

In November 2021, the Federal Re-
serve announced that it would begin to 
taper its purchases of Mortgage Backed 
Securities (MBS). Fixed-income mar-
kets have started adjusting to the timing 
of expected increases in the Fed Funds 

rate from its current record low level, 
and the impact those changes will have 
across the yield curve.

As a result, many financial institu-
tions have begun to focus more on their 
IRR exposure and how it should be pri-
oritized in their balance sheet manage-
ment plans. This represents a shift for 
credit unions that have had their atten-
tion on replacing assets that have pre-
paid at record speed during the course 
of the Covid pandemic.

Strategic actions to mitigate exposure 

to higher rates can include, among oth-
er things, locking in longer-term fund-
ing, hedging assets or liabilities, shift-
ing new originations to adjustable-rate 
loans, or selling long-term fixed rate 
mortgages. Any one or combination of 
these may be a potential solution, de-
pending on the individual credit union’s 
comfort level and ability to execute.

Selling residential mortgages has 
proved to be an effective way to manage 
IRR, generate liquidity to continue new 
loan originations and maintain mem-
ber relationships through the retention 
of servicing.

The most common transaction for 
credit unions for the past 30-plus years 
has been a sale or securitization of 
seasoned mortgages with Fannie Mae 
or Freddie Mac. Both agencies have 
provided liquidity to credit unions by 
facilitating transactions through their 
seasoned bulk window for these loans 
that have aged more than six months. 
Typical flow sales to the agencies must 
be completed within six months from 
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the origination date.
In April 2020, the FHFA 

required both Fannie Mae 
and Freddie Mac to suspend 
seasoned bulk transactions. 
This was largely due to sever-
al very large capital markets 
participants attempting to 
execute seasoned bulk sales 
in excess of $1 billion each at 
the outset of the pandemic.

Despite the negative li-
quidity conditions that cre-
ated the rush to the seasoned 
bulk window having subsid-
ed within a few months, the 
suspension remains in place 
almost two years later. Unless 
it is reversed in the near fu-
ture, the suspension will have 
the unintended consequence 
of leaving credit unions at 
a liquidity disadvantage to 
many other financial institu-
tions.

This disadvantage will be 
exacerbated in a rising rate environ-
ment where private buyers back away 
from long-term fixed rate purchases as 
pricing deteriorates.

SEASONED PORTFOLIO 
MORTGAGES
In accordance with their charters and 
federal regulations, credit unions must 
extend credit to their field of member-
ship. Mortgage lending is an effective 
way to meet this mandate. As part of the 
process of managing the balance sheet, 
credit unions commonly sell some of 
their newly originated mortgages on 
a flow basis to Fannie Mae or Freddie 
Mac, but the majority are held on bal-
ance sheet for investment.

Mortgages are very desirable assets 
to credit unions for a variety of reasons 
including:

    New loans: Cash from sale rede-
ployed into new loans.

   New members: Build and diversify 
membership base.

   Cross-sales: Relationship opens 
the door for other products and 
services.

   Credit quality: Conservative lend-
ing equates to very low histori-

cal loan losses for portfolio 
mortgages.

   Investment returns: En-
hance net interest mar-
gin by earning interest 
at higher rate than many 
other investment alter-
natives.

   Balance sheet growth: 
Leverage capital to opti-
mize returns.

Originating a new mort-
gage to hold on balance sheet 
is largely the same process 
as originating one to sell to 
the agencies at closing. The 
underwriting and documen-
tation standards tend to be 
almost exactly the same, with 
minor exceptions. But for 
reasons stated above, credit 
unions will often choose to 
retain the mortgage rather 
than sell, earning the coupon 
and keeping the credit risk.

By retaining mortgages, 
credit unions have “skin in the game” that 
other institutions who sell immediately 
do not. The credit union is comfortable 
that the interest income generated by 
holding it long-term, coupled with very 
low losses, is more profitable than selling 
at a gain shortly after closing.

In addition to the strong underwrit-
ing and documentation requirements 
at origination, seasoned loans prove 
their value by creating a payment his-
tory that new originations do 
not have. 

Typically, over 95% of port-
folio mortgages have spotless 
payment histories and require 
relatively low loan loss reserves 
compared to other loan types.

SEASONED BULK  
PORTFOLIO SALES
All sales of seasoned loans are 
executed in pools (bulk) be-
cause the loans were originated 
six months or more in the past. 
Bulk sales of seasoned loans by 
small to mid-size credit unions 
are almost always “needs 
based.” A variety of strategic 
needs or challenges often arise 

during the course of a year—some of 
which can interfere with a credit union’s 
ability to serve their membership with 
as many new mortgage originations as 
they would like.

The ability to conduct bulk mortgage 
sales through a viable agency partner is 
a key tool that can help address numer-
ous strategic issues such as:

    Interest Rate Risk: Reduce expo-
sure to longer-term assets.

   Concentration: Manage excess 
growth of a particular loan type 
(30-year fixed rate).

   Liquidity: Sale proceeds needed 
for investment in new loans; don’t 
have access to the many different 
funding sources of large institu-
tions.

   Loan/Deposit Ratio: Need to stay 
within regulatory and internal 
guidelines.

   Capital: Reduce asset size in order 
to maintain acceptable capital ra-
tios.

Seasoned bulk transactions are not 
regular or scheduled events for credit 
unions. As mentioned, they occur sole-
ly when there is a strategic need and 
may take place several years apart.

The majority of loans purchased by 
Fannie Mae and Freddie Mac are new 
production flow loan sales conducted 
by a very small number of very large 
lenders. Seasoned bulk sales by credit 
unions represent a very small part of 
Fannie Mae and Freddie Mac’s busi-

ness, but nevertheless a 
vital liquidity requirement 
for hundreds of credit 
unions to continue funding 
new portfolio loans.

Fannie Mae and Freddie 
Mac have specific require-
ments for seasoned mort-
gage loans that they will 
purchase. In general, their 
guidelines are very similar 
to those for new origina-
tions.

While credit unions 
typically use the same un-
derwriting process and 
guidelines for their port-
folio loans as the agencies, 
they often may make minor 

“

“Unless it is 
reversed in the 
near future, the 
suspension of 
seasoned bulk 
transactions 
will have the 
unintended 

consequence 
of leaving 

credit unions 
at a liquidity 
disadvantage 
to many other 

financial 
institutions.

“Seasoned bulk 
transactions are 
not regular or 

scheduled events 
for credit unions. 
They occur solely 
when there is a 
strategic need 
and may take 
place several 
years apart.

“
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considered “potentially” agency eligible 
because each loan must be re-under-
written in advance of a delivery to Fan-
nie Mae or Freddie Mac. Between the 
loan data filtering, the enhanced un-
derwriting and perfect pay histories for 
more than six months, loans delivered 
to the agencies in seasoned bulk trans-
actions are outstanding credits.

AGENCY VS. PRIVATE 
TRANSACTIONS
Since the FHFA suspended seasoned 
bulk purchases, credit unions have lost 
a reliable and price-efficient source of 
liquidity for their highest quality loans. 
While these agency eligible mortgages 
are attractive to private investors be-
cause of the strong credit characteris-
tics, the private market for these loans 
can be much less reliable.

Seasoned mortgages sold to one 
of the agencies end up as collateral in 
mortgage-backed securities (MBS). 
Fannie Mae and Freddie Mac don’t 
hold the mortgages on their balance 
sheet; they insure the bonds against 
credit losses. The bondholders assume 
all of the interest rate risk and any pre-
payment exposure of the underlying 
collateral.

Because the Agency purchases are 
backed by a highly liquid market for 
MBS, there is always liquidity for the 
seasoned mortgages. Private buyers 
may move in and out of the market de-
pending on balance sheet availability, 
interest rate changes and desired expo-
sure to certain product types.

For example, in a rising interest rate 
environment, many private buyers back 
away from purchasing 30-year fixed 
rate mortgages, regardless of price.

In addition to the availability of liquid-
ity, there is a material difference between 
Agency and Private pricing for the same 
pool of agency eligible mortgages.

Graph B illustrates the difference in 
pricing of the loans identified as Agen-
cy Grade from our previous Example 
Institution, Waterfall Liquidity Analy-
sis. The same pool of loans are priced 
two ways: 1) as an agency transaction, 
and 2) as a private transaction.

Private transactions of seasoned 
mortgages tend to trade at a yield above 

exceptions based on the member’s bor-
rowing and deposit relationship.

Additionally, agency guidelines may 
change over time so that a conforming 
balance loan that was initially eligible 
may not seem to qualify under the re-
vised requirements. But with a perfect 
pay history, the agencies will allow the 
loan’s seasoning to be an offsetting fac-
tor in their approval process, granting 
certain waivers and variances that are 
not allowed on flow originations.

In addition to having excellent credit 
characteristics, mortgages held by cred-
it unions on balance sheet are very liq-
uid for secondary market transactions. 
The process used to determine which 
loans are potentially agency-eligible in-
volves reviewing the loan and borrower 
characteristics as well as performance 
since origination.

Graph A shows an example of a li-
quidity filter for a credit union’s mort-

gage portfolio that segments the loans 
into three different groups—Portfolio, 
Private and Agency. 

The loans that fall into the Portfolio 
category are those that have specific is-
sues such as low FICO, elevated DTI, 
high LTV or historical delinquency. 
These loans are typically worth less in 
the secondary market than they are for 
credit union to hold.

The Private category includes loans 
that either have balances above conform-
ing limits (jumbo) or slight underwrit-
ing differences from agency guidelines. 
These loans cannot be sold to one of the 
agencies, but are liquid with credit unions 
or other private market buyers.

The Agency category includes the loans 
that passed through all of the Portfolio 
and Private grade filters. These loans are 
conforming balance and have the highest 
credit characteristics.

At this point these mortgages are 

GRAPH A: EXAMPLE INSTITUTION, WATERFALL LIQUIDITY FILTER REPORT

Description
No. Of 
Loans

Principal  
Balance

% Of 
Total

C : Portfolio Grade   
Currently Delinquent 30 or More Days 6 2,099,632 0%
Hist. DQ 30 or More Days Last 12 Mos 7 2,673,335 0%
Borrower Credit Score Under 660 53 12,036,704 2%
Co-Borrower Credit Score Under 660 11 2,599,162 0%
Housing Co-Operative Share Loan 32 2,866,262 0%
DTI Ratio Over 50 % 19 2,142,819 0%
DTI Ratio > 45 % Seasoned < 36 Mos 14 5,766,624 1%
Current Balance Under $15,000 13 90,289 0%
Amortized LTV Over 95 % & O\O With PMI 5 1,164,501 0%
Subtotal Portfolio Grade (C) 160 31,439,326 5%
   
B : Private Grade   
Original Balance Over Agency Maximum  125 83,501,103 13%
Updated LTV Over 75 % & Cash Out Refi 22 12,598,398 2%
Updated LTV Over 70 % & Condo 13 6,150,983 1%
Amortized LTV Over 75 % & Cash Out Refi 57 28,649,628 5%
Amortized LTV Over 70 % & Condo 23 11,479,078 2%
LIBOR Indexed ARM Seasoned Over 6 Mos 113 50,639,317 8%
Non-Agency Investor Eligible 4 675,878 0%
Subtotal Private Grade (B) 357 193,694,385 31%
   
A : Agency Grade   
No Data Exceptions Coded 1,577 397,082,823 64%
Subtotal Agency Grade (A) 1,577 397,082,823 64%
   
Grand Total 2,094 622,216,534 100%
Source: FHN Financial Capital Assets Corp.
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comparable MBS, often 100 basis points. 
That spread can move up or down, de-
pending on the specific needs and risk 
tolerance of the buyer. While guarantee 
fees and loan level price adjustments 
are part of the Agency formula, the net 
pricing to the credit union seller can be 
significantly higher because it is tied di-
rectly to the current MBS trading levels.

In this example, the agency pricing 
is over 2% higher than private, but at 
times the difference can be even greater.

The suspension of seasoned bulk 
transactions by the FHFA leaves credit 
unions with less reliable liquidity and 
pricing below the true value of their 
mortgages. This problem will be com-
pounded in a rising interest rate envi-
ronment as there are fewer buyers and 
lower pricing levels.

INTEREST RATE RISK GROWTH
Credit unions with balance sheet expo-
sure to long-term fixed rate mortgages 
will be much more sensitive to the high-
er rates that are being signaled by the 
Federal Reserve. Because of the record 
low interest-rate environment during 
2020-21, the dominant product type 
originated by all institutions has been 
the 30-year fixed rate mortgage.

Other fixed-rate terms and ARMs 
have been much more difficult to source, 
resulting in mortgage portfolios with far 
more interest rate risk than in 2019 and 
prior. As a result, mortgage portfolios 
have become much more weighted to 
these lower yielding fixed-rate loans.

As mortgage production slows, it will 
be difficult to move the portfolio back 
to a more favorable fixed/ARM balance 
in a short period of time.

Mortgages that have terms longer 

than 180 months and low fixed-inter-
est rates are often referred to as Long-
Lows. This has been the fastest grow-
ing segment of mortgage portfolios for 
credit unions of all sizes.

Graph C illustrates how much these 
Long-Lows have grown as a percentage 
of the total fixed-rate portfolio. 

When rates begin to increase, these 
long-term, interest-sensitive loans ex-
tend in duration and drop in value 
much more quickly than other assets.

GRAPH C: GROWTH RATE OF LONG LOW BOX

Source: FHN Financial Capital Assets Corp.

70%

60%

50%

40%

30%

20%

10%

0% 2017 Q4 2018 Q4 2019 Q4 2020 Q4 2021 Q1 
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 1.7% 10.3% 16.4% 11.0% 11.8%

Example 

Peer Group 

All Portfolios

GRAPH B: AGENCY GRADE – PRIVATE GRADE

Agency Grade

Principal 
Balance

Weighted 
Average 
Coupon

Weighted 
Calc. 

Maturity

Est.  
Gain 

Or Loss

Private Grade

Principal 
Balance

Weighted 
Average 
Coupon

Weighted 
Calc. 

Maturity

Est.  
Gain 

Or Loss DifferenceProduct Type

   
385,225,914 3.18% 266 -0.46%
   
385,225,914 3.18% 266 -0.46%
   
   
   
88,224 3.12% 100 -0.52%
   
320,408 3.12% 188 -1.55%
   
173,525 2.63% 160 -2.02%
   
2,548,121 3.72% 330 -4.27%
   
5,440,223 3.07% 283 0.08%
   
1,331,000 2.48% 349 -3.86%
   
1,955,407 2.72% 358 -3.49%
   
11,856,909 3.08% 307 -1.96%
   
397,082,823 3.17% 267 -0.50%

-2.26%

-2.26%

-1.83%

-2.51%

-2.32%

-2.81%

-2.84%

-3.00%

-3.00%

-2.85%

-2.28%

385,225,914 3.18% 266 1.80%
   
385,225,914 3.18% 266 1.80%
   
   
   
88,224 3.12% 100 1.31%
   
320,408 3.12% 188 0.96%
   
173,525 2.63% 160 0.30%
   
2,548,121 3.72% 330 -1.47%
   
5,440,223 3.07% 283 2.93%
   
1,331,000 2.48% 349 -0.85%
   
1,955,407 2.72% 358 -0.49%
   
11,856,909 3.08% 307 0.89%
   
397,082,823 3.17% 267 1.77%

 
Fixed Rate 

CONVENTIONAL
 
Subtotal

Adjustable Rate

1 X 1 YEAR CMT

3 X 1 YEAR CMT

7 x 1 YEAR CMT

15 X 1, 5 YEAR CMT

5 X 5 YEAR CMT

5 x 1 SOFR

10 x 1 SOFR

Subtotal

Grand Total

Source: FHN Financial Capital Assets Corp.



44    ACUMA PIPELINE - WINTER 2022 

W.H. Mitchell Redd is 
the Senior Vice President 
of FHN Financial 
Capital Assets Corp. He 
leads the loan advisory 
group, which focuses on 
the development and 
implementation loan 
strategies that create 
greater long-term financial performance 
for financial institutions. This group also 
handles merger and valuation projects for 
all classes of loans including mortgage, 
consumer commercial and commercial 
real estate. Under his management, the 
team has conducted work for acquirers in 
some of the largest M&A transactions in 
the banking industry since 2008. 

Mitchell Redd

Graph D is an example of the volatil-
ity of our Example Institution’s agency-
filtered, fixed-rate loans we previously 
priced. In the +2.0% scenario, the price 
of the loans decline by a total of 13% 
and the weighted-average life (WAL) 
extends from 5.9 to 8.4 years, a 44% in-
crease.

Large banks and capital markets par-
ticipants have access to risk mitigation 
alternatives that many credit unions 
don’t such, as derivatives, private label 
securitizations and debt issuances. The 
seasoned bulk market was created by 
the agencies in the early 1980s in re-
sponse to the significant interest-rate 
increases by the Federal Reserve during 
a period of exceptionally high inflation. 

Access to the Agency seasoned bulk 
window has proved to be a critical 
source of liquidity for credit unions 
during many periods of rising interest 
rates over the subsequent four decades. 
Among other things, implementation 
of a risk-reduction strategy creates li-
quidity by selling seasoned mortgages 
that can be invested in new loans as 
rates rise.

These unique seasoned transactions 
will hopefully be an important avenue 
for credit unions to manage interest-
rate risk moving forward if the FHFA 
can be convinced to lift its suspension 
of these transactions.

CONCLUSION
Seasoned bulk sales have not been a pri-

markets participants 
who compete for the 
same business. Rein-
statement of agency 
seasoned bulk trans-
actions by the FHFA 
should be an impor-
tant policy objective 
of all credit unions to 
ensure they have am-
ple liquidity for their 
mortgage portfolios.

As you meet with 
your regulators and 
agency representa-
tives, FHN Financial 
Capital Assets strongly 
encourages you to re-

inforce the importance of the Agency 
seasoned bulk channel to credit unions. 
The more the FHFA hears from finan-
cial institutions like yours, the more 
likely the suspension will be lifted in the 
near future.

Additionally, many credit unions 
have political contacts that are com-
pletely unaware of this situation and 
the potential problems it creates. Notify 
your U.S. Senators and Representatives 
about how seasoned bulk transactions 
can be vitally important to your credit 
union.

It is critical to act now before interest-
rate risk becomes more urgent. If you 
wait until after rates rise, the damage 
will already have been done to your 
portfolio.

ority for credit unions over the past 18 
months as most have excess liquidity 
they would like to put to work funding 
loan growth.

Over the past two years, fast prepay 
speeds of their portfolio mortgages 
have proved difficult for credit unions 
to offset with new originations. As the 
market transitions towards higher rates 
and slower prepay speeds, liquidity and 
interest-rate risk will become more im-
portant strategic issues that need to be 
addressed. 

While there is a strong market of pri-
vate buyers for interest-sensitive mort-
gages today, that appetite may wane as 
rates increase and long-term mortgages 
aren’t viewed as favorably.

Agency seasoned bulk transactions 
have proved over time to be the most sta-
ble and price-efficient source of liquidity 
for conforming balance mortgages with 
excellent credit quality. Pricing for private 
transactions of the same loans can be sig-
nificantly lower than agency execution, 
well below their true value.

While many credit unions may not 
have a specific need to sell seasoned 
bulk mortgages today, it should be im-
portant to all that this critical source 
of liquidity be available when needed. 
This is a tool that is definitely better to 
“have and not need” than to “need and 
not have.”

Without agency seasoned bulk sales, 
credit unions will be at a significant dis-
advantage to larger banks and capital 

GRAPH D: EXAMPLE INSTITUTION, INTEREST RATE STRESS

Source: FHN Financial Capital Assets Corp.

Agency Grade Fixed Rate Portfolio

Interest Rates Change By

 LEVEL RATES +1.00% +2.00% +3.00%

FNMA Posted 30 year  2.60%  3.60%  4.60%  5.60%

$385,225,914 

Retained Value 100.62% 94.57% 87.63% 78.32% 

Total Price Change 0.0% -6.1% -13.0% -22.3% 

Volatility Rates +1 -6.1% -6.9% -9.3% -12.5% 

Wtd. Avg. Life 5.9 7.4 8.4 8.8 

Change in WAL (%) 0% 27% 44% 50% 



midwestloanservices.com 
NMLS #715685

To learn more, visit our website,  
or call 800.229.5417.
Gain a partner in excellence!

Many credit unions are feeling stranded! Does your current subservicer leave 
you feeling helpless because your questions and requests go unanswered?  
Are you experiencing an increase in member complaints, or do you feel the  
staff at your subservicer lacks the knowledge or expertise needed? 
 
If your current subservicer is not the partner you thought they would be, give 
Midwest Loan Services a call. No matter the size of your portfolio, everything  
we do says we care.

Is this how your  
mortgage subservicer 
makes you feel?

www.midwestloanservices.com
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And We Plan to Continue Doing It  
Because It’s What You Want
ACUMA has always brought its members great education and 
networking at in-person events, and the association remains 
committed to continuing that mission. 

Like many credit unions, the pandemic provided ACUMA with an 
opportunity to ramp up its offerings of virtual education. Over the 
past almost two years we continued to bring what ACUMA does 
best to your laptop, notenook and smart phone, making it easier for 
you to tune in—whenever it works for you. 

As we return to in-person events 
and networking, ACUMA will also 
continue to bring you valuable 
online events to keep us all 
connected with our popular “Power 
Hour” sessions, formerly called 
Power Sharing. In them, we bring 
you free online events on topics we 
know are relevant to the challenges 
you are facing every day. 

Power Hours will feature industry 
experts on a variety of topics, 
all designed to help you in your 
business of putting your members 
in homes. Here are a few of the 
recent Power Hour topics we 
explored:

 
POWER 
HOUR 

ACUMA    POWER

TURN IT ON

WEBINAR

  “Sub-Servicing: What Is It? How 
Can It Work for My Credit Union?”

  “Laying a Solid Foundation 
for a Successful Social Media 
Approach”

  “Market Fluctuations Be 
Damned: How Elevated Member 
Experiences Drive Demand”

  “Strategically Grow Your Mortgage 
Business without Adding 
Overhead”

  “Behind the Housing Market 
Curtain: A 2021 Review and 2022 
Forecast”

  “MSR Due Diligence: How Your 
Servicing Portfolio Can Lead to CU 
Member Growth and Retention”

  “Risk-Based Approach to Quality 
Control: Managing Compliance 
and Risk in the New Era”

  “Effective Margin Management: 
Check Your Pricing 
Competitiveness”

As the World of Mortgage Lending Changed,  
ACUMA Stepped Up to Offer    Online Learning
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ACUMA also offers a library of Podcasts that you can access 
24/7 with your membership. (And remember: One ACUMA 
membership applies to every employee at your organization.) 

These audio sessions, usually 15-20 minutes, are concise, relevant 
conversations directly related to your mortgage business. Listen from 
home, office or in your vehicle—anywhere you have Internet access. A 
few selections from the ACUMA podcast library are:

  “A Conversation about the  
Value of Creating Niche 
Mortgage Products”

  “Disruptions Opportunities in 
the Mortgage Space”

  “Using Brand Power to Get Results”

  “Leveraging a Centralized 
Pricing Engine-How It Can  
Help Credit Unions Attract and 
Retain Borrowers”

AND THAT’S NOT ALL!

As the World of Mortgage Lending Changed,  
ACUMA Stepped Up to Offer    Online Learning

COMMUNITY
I

Your membership also comes 
with a subscription to ACUMA’s 
Pipeline magazine, which 
contains tons of information 
you and your staff can read and 
digest—ideas, best practices, 
explanations, viewpoints, 
industry recognitions, and 
more. Topics explored recently 
include:

 Transformational Technology

 Millennial Homeownership

 Desktop Appraisals

 Moving to eClosings

 Post-Covid Fair-Lending

 Servicing Compliance

Visit acuma.org for listings of upcoming programming, and to  
join the ACUMA Connected Community. Contact ACUMA at  
(877) 442-2862 for more information.

  “How the Right Technology Is 
Helping Turn CU Members into 
CU Mortgage Customers”

  “Mortgage Assistance: Caring 
for Your Members during the 
Pandemic”

  “How BCU Paid Millions Back to 
Members and Grew Mortgage 
Business despite Covid”

Have you registered for ACUMA’s 
Connected Community? This online 
group, exclusively for our members, 
gives you access to the Top 300 mortgage-originating credit unions 
(a quarterly downloadable table), Regulatory Alerts informing you about 
mortgage-related events involving federal agencies and Congress, 
discussion groups on topics you can select, and much more.

“I like the RateStar  
system. It’s definitely  
one of the easiest, if  

not the easiest, systems  
of all the MI quoting 

platforms.”*

The first MI risk-based pricing engine revolutionized mortgage lending  
a decade ago. Today, Arch MI RateStar® is still the industry’s most quotable  

platform — the fastest, easiest way to get our most competitive rates.

* Actual quote by Arch MI customer.

Industry leaders inspire great quotes.  
Just like RateStarSM.

Always Get a Great Quote.
archmicuratestar.com
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Alex Kutsishin
Sales Boomerang 

Three Resolutions for Helping 
‘The Other 97%’  
in 2022

MEMBER DATA

As we enter a new year and a pur-
chase-dominated mortgage market, 
I challenge credit unions to rethink 
their capacity to serve not just those 
members who proactively seek an ap-
pointment with a mortgage advisor, 
but also the ones who never do: the 
ones who settle for the first lender 
their Realtor recommends, or who 
maybe don’t even realize how a new 

mortgage could improve their finan-
cial position.

Resolution No.1: 
Create more capacity on  
your mortgage team.
Staffing up can be scary, especially 
for a risk-averse organization. Credit 
unions may even believe that add-

ing mortgage advisors is unjustified 
unless they experience a colossal in-
crease in walk-in traffic.

But in reality, credit unions have 
another source of mortgage volume 
that far exceeds their walk-in traffic: 
their member database. 

Just how much opportunity are 
we talking? Sales Boomerang’s Third 
Quarter 2021 study of millions of 

I always feel a pang of regret when a credit union mortgage advisor tells me they get all the business 
they need from walk-ins.

Don’t get me wrong; I’m not an advocate for working originators to the bone, nor do I suggest 
credit unions pull back on providing attentive and personalized service to loan applicants at their local 
branches.

But I also know that a mere 3% of members obtain a mortgage from their credit union. In that con-
text, hearing that a mortgage advisor’s plate is perpetually full speaks more of missed opportunity than 
of productivity. 



customer records across more than 
150 residential mortgage lenders 
paints a vivid picture. Among other 
observations, we found that:

  7.27% of monitored contacts had 
built up enough home equity to 
shed their FHA mort-
gage insurance by refi-
nancing into a conven-
tional loan.

  6.96% could reduce 
their monthly princi-
pal and interest pay-
ments by refinancing 
into a lower interest 
rate.

  5.27% were actively 
shopping for a mort-
gage lender.

  1.32% had improved 
their FICO score 
enough to be approved 
for a loan for which 
they were previously turned down.
  1.04% had recently listed their 
home for sale.

In other words, well over one-fifth 
of the customers in a lender’s database 
can benefit from a loan in any given 
quarter—more than enough to keep 
one (or several) new mortgage advi-
sors from twiddling their thumbs.

While monitoring your member 
database for opportunities like these 
may sound like a lot of work, it doesn’t 
have to be. Automated borrower in-
telligence systems alert credit unions 
the moment a member is ready for 
a loan—often before the member 
knows themselves.

And these kinds of opportunities 
are the perfect assignments for new-
bie mortgage advisors, who will enjoy 
contacting members to relay the good 
news.

Resolution No.2: 
Get to know your Realtor 
community.
Of course, mining your database isn’t 
the only way to grow your mortgage 
business. There is a tremendous un-
tapped opportunity to help the Re-
altor community understand credit 
unions and the value they bring to 

promoting homeownership.
Doing so can not only help a credit 

union increase its first mortgage orig-
inations, but also grow its member-
ship overall.

While every credit union is differ-
ent, it’s fair to say that, on 
average, credit union origi-
nators spend less time in 
the field than their counter-
parts at independent mort-
gage banks and brokerages. 
In fact, I’ve met some credit 
union mortgage advisors 
who spend no time on busi-
ness development whatso-
ever.

How can credit unions 
make it easy for 
mortgage advisors, 
especially those 
who have no ex-
perience in outside 

sales, to forge Realtor part-
nerships?

The key to any successful 
referral program is ensur-
ing it is mutually beneficial 
to both sides of the rela-
tionship. This is easier than 
a lot of credit unions real-
ize, as mortgage advisors 
can add significant value by 
monitoring referral part-
ners’ databases on their be-
half.

The same automated borrower in-
telligence systems that ferret out op-
portunities in a credit union’s mem-
ber database can also let mortgage 
advisors know when a contact within 
a referral partner’s database is ready 
for a loan, signaling the ideal time 
for co-branded marketing outreach. 
In this way, Realtor relationships be-
come a source of not just additional 
loan volume, but net new member 
growth, too.

Resolution No.3: 
Leverage automation to 
make member outreach 
manageable.
Reaching out to 20% or more of 
your membership each quarter—not 

to mention new member prospects 
sourced from local Realtors—is a task 
few credit unions are staffed to handle 
in a manual fashion.

If a credit union has access to mar-
keting automation technology, its 
best bet is to automate marketing 
outreach so that each borrower in-
telligence alert sets off a cadence of 
personalized emails or text messages 
on behalf of the member’s assigned 
mortgage advisor. Once the member 
replies, the mortgage advisor can pick 
up where the automation leaves off 
for a seamless, personalized member 
experience.

Even if a credit union doesn’t have 
a full-fledged customer relationship 

management (CRM) or 
marketing automation plat-
form, it may be possible to 
work with a borrower intel-
ligence provider to config-
ure basic email automations 
that will reduce the burden 
of marketing activities on 
the origination staff while 
ensuring members don’t 
miss out on important loan 
opportunities.

You don’t need a huge 
marketing budget to grow 
your mortgage business in 
2022. With a little resolve 
and the right technology, 
credit unions can keep a 

growing mortgage team running at 
peak productivity while turning more 
members into mortgage holders, 
building Realtor relationships and at-
tracting new members from around 
the community.

Alex Kutsishin 
is founder and 
CEO of ACUMA 
affiliate member 
Sales Boomerang, 
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

“Well over 
one-fifth of the 
customers in a 

lender’s database 
can benefit from 

a loan in any 
given quarter.

“ “
The key to 

any successful 
referral program 

is ensuring it 
is mutually 

beneficial to 
both sides of the 

relationship.

“
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FHFA and Desktop 
Appraisals in 2022

APPRAISAL TECHNOLOGY

Desktop appraisals were introduced in March of 2020 
in response to the global pandemic, which allowed 
appraisers to complete the appraisal without entering the 

property under consideration.
During the 2021 Mortgage Bankers Association (MBA) Annual 

Conference and Expo in San Diego, Sandra Thompson, the acting 
director of the FHFA, announced that Desktop Appraisals would 
be brought back as a permanent solution in early 2022 for purchase 
transactions and would shortly make their way into refinance 
transactions. 

The problem within the appraisal in-
dustry has been a shortage of apprais-
ers, which has been a hot topic over the 
last decade. New appraisers would ben-
efit the profession greatly, but it’s not the 
ultimate solution.

In 2016 the United States experienced 
a heavy spike in mortgage originations, 

and demand for appraisals was at an 
all-time high. During this time, it is es-
timated that the PIW (Property Inspec-
tions Waivers) did not exceed 10%. 

Data from the MBA show that origi-
nation volume in 2016 was $2.052 bil-
lion, while 2020 doubled that total to 
$4.108 bilion. In 2020 PIW’s were es-

timated to have increased to approxi-
mately 40% of all transactions, and the 
demand was still very high for the ap-
praisal industry to keep pace.

Is the shortage of appraisers the real 
issue? Will permanent desktop apprais-
als be the solution?

Yes, a shortage of appraisers is indeed 
a factor, but not everywhere. Keep in 
mind that some areas of the U.S. have 
a heavy saturation of appraisers while 
others will a sparse number of apprais-
ers for multiple counties. 

RURAL APPRAISALS
Typically, more rural markets will have 
a shortage of appraisers and longer 
turnaround times, which result in price 
increases.

The permanent desktop appraisal so-
lution in early 2022 will help in these 
areas as the distance that the appraiser 

By Luke Tomaszewski
ProxyPics
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Typically, more 
rural markets 
will have a 
shortage of 
appraisers 
and longer 
turnaround 
times, which 
result in price 

increases.

“

“

Luke Tomaszewski is 
the Founder and CEO 
of new tech company 
ProxyPics, his second 
U.S. patent. With over 
18 years of experience in 
the appraisal industry, 
Tomaszewski created 
ProxyPics to change 
the way homes are photographed for 
mortgage needs in the digital age.

Luke Tomaszewski

travels to reach the subject property 
can exceed 100 miles.

Why? Because most appraisers are 
selective of certain areas when they 
have multiple inspections to make it 
worth their time. This impacts the cus-
tomer because they will have to wait 
2-to-4 weeks for the appraiser to simply 
inspect the subject property.

TECHNOLOGY ADVANCES
Although the desktop appraisal serves 
as a solution for the shortage of ap-
praisers in rural areas of the country, it 
will have much development to under-
go in terms of technology to ensure that 
it can assist the appraiser and dramati-
cally speed up the appraisal process.

Today, there 
are technology 
providers that 
can assist in col-
lecting real-time 
photos such as 
ProxyPics, and 
there are data 
providers that 
can import data 
right into the 
appraisal report 
with companies 
like ACI, Prop-
Mix, Spark, Ap-
praiser Genie 
and DataMaster, 
to name a few.

In conclu-
sion, firms and 
appraisers that take advantage of the 
new flexibilities and technology that 
are available, will have the ability to 
increase their efficiency in complet-
ing more appraisal reports within the 
evolving industry.

Praise for ACUMA’s  
2021 Annual Conference:

‘Solid Content, Great Partners and a Schedule  
that Made Networking Valuable’ 

ACUMA members sometimes reach out to us with appreciation for 
the events we plan and hold. Such was the case for Todd Lambright of 
Georgia’s Own Credit Union, who participated in a panel discussion 

during the 2021 ACUMA Annual Conference in National Harbor, 
Maryland, just outside Washington, D.C. Here’s what he said:

“Good Morning 
“Just a quick note of thanks and gratitude for thinking of me in regards 
to participating on a panel at this year’s conference (ACUMA 2021). It 
was a great topic and a lot of fun!  Hopefully, a few of the attendees 

got some takeaways from the discussion.

“Additionally, I also want to thank you both for all your hard work in 
making the conference a success: solid content, great partners and 
a schedule that made networking valuable. We, the little people of 
credit unions, really do appreciate what you all put into making the 

conferences successful for us!

“Thanks again, and looking forward to seeing you all in 2022!”

Todd Lambright 
Vice President of Sales 

Georgia’s Own Credit Union 
Atlanta, Georgia

The 2021 conference was ACUMA’s return to in-person events after 
nearly two years of virtual meetings. While our online events have 
been very popular with members–so well-received that they will 

continue in 2022–we are happy to be able to gather together again.

Our in-person deep-dive Workshops are scheduled for June 14-15 in 
Portland, Oregon, and May 3-4 in Nashville, Tennessee. Our 2022 

Annual Conference will be back in Las Vegas at the Cosmopolitan 
Hotel on September 18-21. Check our website (acuma.org) for more 
information on these live events, as well as our dozens of Podcasts, 

available to our members 24/7.

LIVE     WIRE 25  
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Are You 
Considering 
eClosings?

By Jeff Weinstock
FICS

eCLOSIINGS

When COVID struck, lenders were 
forced to transact remotely, leading 
many to start taking advantage of digi-
tal tools that had been available to them 
for years. And eClosings, especially, 
can benefit borrowers, lenders and in-
vestors by providing convenience, effi-
ciency, security, an audit trail and cost 
reductions.

Many borrowers view the complicat-
ed mortgage process as a bit of a tangled 
mess. Digital lending has streamlined 
the process, improving borrowers’ and 

lenders’ experience. 

ADVANTAGES OF eCLOSINGS
With eClosings borrowers can sign 
documents at a convenient time and 
location of their choosing. Borrowers 
can also spend more time reviewing 
electronic documents before they sign 
them, instead of feeling rushed when 
they’re sitting around a table at a clos-
ing agent’s location.

Also, eClosings make it possible for 
a spouse who cannot be at the closing 

table to sign required closing docu-
ments without needing a power of at-
torney (POA). Eliminating the borrow-
er’s need to physically show up at the 
title company’s office at a certain time 
for the closing ceremony can reduce 
homebuyers’ stress and make the entire 
process much more efficient as well as 
convenient.

Digital lending also benefits loan 
originators by streamlining vendor 
interactions, eliminating paper order 
placement and processing and, best of 
all, putting an end to stare-and-com-
pare work by the lender’s employees. 

And eClosings streamline the post-
close quality assurance and funding 
processes. In short, eClosings save time 
and money.

Digitizing the closing process pro-
vides vendors with accurate, validated 
information. For example, conducting 

Understanding the Process Makes It
Easier to Decide If It’s Time to Go Digital

The Covid-19 pandemic has impacted many aspects of the 
real estate and mortgage industries. Fortunately, some of 
its effects have been positive.

Some mortgage professionals have suggested that Covid has 
advanced the industry 10 years in terms of digital technology 
adoption. This is especially true for digital lending. 

HOME     CREDIT  
UNION WORK  NOTARY LENDER
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asset verifications through a technol-
ogy portal gives lenders correct, up-to-
date information that comes with spe-
cial assurances from the Government 
Sponsored Enterprises (GSEs).

HYBRID CLOSINGS, 
SECURITY
The hybrid closing was—and 
still is—one of the most popu-
lar kinds of electronic clos-
ing today. Historically, hybrid 
closings meant that borrowers 
signed most of the loan docu-
ments electronically at the clos-
ing table but certain documents, 
including the Promissory Note, 
were wet signed. 

In the early days, lenders 
weren’t sure they could sell an 
eNote into the secondary mar-
ket profitably. Those days are 
over. Now, the nation’s largest 
investors are ready and eager to 
buy eNotes, so eNotes are also 
signed electronically in some 
hybrid eClosings.

Security concerns sometimes pre-
vent credit union lenders from adopt-
ing eClosings. Investors are not in-
terested in buying an eNote if there is 
not a layer of security in what they are 
taking on as a risk. Therefore, several 
eClosing elements provide that secu-
rity: SMART Docs, audit trails and re-
mote online notarization.

The security instruments for large 
sums of money—eNotes—are required 
to be MISMO SMART (Secure, Man-
ageable, Archivable, Retrievable and 
Transferable) Docs.

A SMART Doc is an electronic doc-
ument created to conform to a speci-
fication standardized by MISMO (the 
Mortgage Industry Standards Mainte-
nance Organization). This format links 
data, the visual representation of the 
form and signature.

A SMART Doc can lock together 
data and presentation so it can be 
system-validated to guarantee the in-
tegrity of the document, ensuring that 
what the borrower sees and signs on 
the computer screen is the exact docu-
ment that will be stored.

It also ensures that the data displayed 
on the screen will be the exact data 
used for processing the loan. Electronic 
audit trails of the transaction with date 

and time stamps improve se-
curity and compliance.

Remote online notarization 
(RON) refers to using audio/
video technology to complete 
a notarial act when the princi-
ple is not in the same physical 
location as the notary public. 
With remote notarization, a 
borrower personally appears 
before the Notary at the time 
of the notarization using 
audio-visual technol-
ogy over the internet 
instead of being physi-
cally present in the 
same room.

In a RON closing, 
the notarized docu-
ments are signed and 
tamper-sealed elec-
tronically, with the 
notarial seal applied 

electronically. These process-
es increase the security of the  
eSigned documents.

STARTING THE  
eCLOSING PROCESS
Many lenders think about eClosings 
and digital mortgages in a general sense, 
and they do not implement these prac-
tices because they feel overwhelmed by 
what they need to do to get there.

Drilling down into specific step-by-
step procedures makes it easier to under-
stand the process and move forward.

Lenders should start by using eNotes 
to increase efficiency and benefit every-
one involved. Implementing eNotes is 
simple when you partner with the right 
mortgage software and document ser-
vice vendors.

You need a Mortgage Electronic Reg-
istration System (MERS) relationship 
for their eRegistry, an investor that ac-
cepts eNotes (Fannie Mae and Freddie 
Mac are leading the way), and a mort-
gage software partner that helps you 
get the eNote to that investor approved 
eVault.

If you haven’t already done so, es-
tablish relationships with the partners 
you need to originate and sell eNotes: 
MERS and a document service vendor 
who offers electronic documents and 
an eVault.

In many cases, the lender’s loan 
origination software (LOS) vendor al-
ready has these relationships built into 
the LOS. So, the very first step for most 
lenders is to sit down with their tech-
nology partner and have that conversa-
tion.

If lenders work with a loan origina-
tion software vendor that understands 
what it means to be a technology part-

ner, they will have what they 
need to adopt eClosings. This 
also applies to servicers, who 
can benefit from eClosings 
by receiving digital packages, 
making it easier to process 
onboarding in many situa-
tions.

Remember, eNotes can in-
crease efficiency and there-
fore profitability for servicers 
as well as originators.

Implementing eClosings 
is relatively easy when you 
have the right mortgage 
software and adopt new 

loan origination processes that sup-
port electronic closings. Your mort-
gage software partner can guide and 
support you as your credit union 
adopts electronic closings.

Many 
borrowers 
view the 

complicated 
mortgage 

process as a 
bit of a tangled 

mess. Digital 
lending has 

streamlined the 
process.

“

“
The hybrid 

closing was–
and still is–one 

of the most 
popular kinds 
of electronic 
closing today.

“

“

Jeff Weinstock is the 
Vice President of Loan 
Producer Product 
Development 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 credit unions, mortgage lenders and 
banks. FICS also provides document 
management and Web-based capabilities 
in its full suite of products. You can reach 
Weinstock at JeffWeinstock@FICS.com.  

Jeff Weinstock



NCUA

CFPB QC

COMPLIANCE

By Amanda Phillips
ACES Quality Management

Cloudy Skies with a Chance 
of Regulatory Change

While credit unions have had a historic year in 2021, the forecast for 
2022 is one for which credit unions need to prepare.

Mortgage volume is expected to fall, wage pressure is rising and 
warnings of increased regulations and requirements are coming to fruition. We 
can see that economic factors are in no short supply as credit unions plan for the 
upcoming year.

While the National Credit Union Admin-
istration (NCUA) has historically taken a 
softer approach than other federal prudential 
regulators, the recently issued Memoran-
dum of Understanding (MOU) between the 

NCUA and Consumer Financial Protection Bu-
reau (CFPB) discusses the agencies’ plans to be 
more collaborative and consistent in their appli-
cation of laws during examinations for regulated 
institutions.
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This alignment of regula-
tory enforcement styles has 
already brought increased 
scrutiny to credit unions, as 
NCUA exams have become 
increasingly more detailed. 
Historically, where the 
CFPB leads, agencies usu-
ally follow, making the time 
to shore up quality control 
and compliance never better 
than the present.

MORTGAGE  
IMPLICATIONS 
For credit unions offer-
ing mortgage services, this 
alignment between the 
NCUA and the CFPB further com-
pounds the regulatory complexity and 
scrutiny of their institutions. 

In April 2021, the CFPB warned 
mortgage servicers that it would begin 
increasing its scrutiny of servicers’ han-
dling of forbearance requests and loss 
mitigation efforts after those forbear-
ances expire.

Although credit unions with less than 
$10 billion in assets are not subject to 
Bureau examination, these organiza-
tions are not exempt from the increas-
ing pressure from the coordination be-
tween the CFPB and the NCUA. Nor 
should they disregard the CFPB direc-
tives and guidelines, as the 
designation only exempts 
these institutions from ex-
amination, not compliance. 

Self-identification and 
self-correction go a long way 
with all regulatory examin-
ers, including the NCUA, 
state regulators and any oth-
er supervisory agency that 
comes knocking.

To weather this new regu-
latory storm, credit unions 
must ensure their quality 
control (QC) processes are 
adequate and operational. 

All too often, mortgage 
departments utilize highly 
manual, disparate methods 
to track and communicate quality issues 
as part of their internal quality control 
process, with spreadsheets and email 

being the most common. For 
compliance-minded credit 
unions with an eye towards 
growth, these methods are 
not only inefficient and not 
scalable, but they also expose 
the organization to unneces-
sary risk.

Spreadsheets lack the abil-
ity to identify red-flag issues, 
show trending and trace back 
to the source of a defect. 
Communicating this infor-
mation via email makes it 
difficult to bring the proper 
sense of context and urgency 
to addressing loan quality is-
sues. 

Furthermore, using these disparate 
methods to identify, track and report 
defects makes it extremely difficult to 
establish a cohesive audit trail of these 
activities, which regulators will expect 
to see in the event of and during the 
course of an audit.

TECHNOLOGY  
ASSISTANCE
Given the role that QC plays 
in implementing and con-
firming compliance, credit 
unions would be well advised 
to invest in technology de-
signed specifically to manage 

this function. In ad-
dition to creating a 
centralized, easily 
auditable repository 
for all QC-related 
activities and com-
munications, there 
are added efficien-
cies that a QC-spe-
cific platform can deliver.

For example, QC technol-
ogy can automate the loan 
sampling process using a 
criteria-based methodology 
to create improved and larger 
sample sizes in a matter of 
minutes vs. hours. QC-spe-
cific technology can also en-
hance the review process by 

reducing loan review speed and identi-
fying defects faster.

Reporting is another area that can be 

improved through automation. With 
a spreadsheet-driven QC process, re-
view findings often must be manu-
ally re-keyed into a report each month. 
Given the limitations of tracking loan 
quality over time using spreadsheets, it 
can be difficult to distill months and/
or years of data into trending reports. 

Using an audit platform, QC teams 
can automatically upload the required 
data into a pre-configured report tem-
plate and generate loan quality trend-
ing information within seconds, thus 
improving both the overall quality of 
reporting and the organization’s re-
sponse speed to loan quality issues.

An effective and efficient QC pro-
cess enhances the originations process 
to provide high-quality mortgage orig-
inations, reduces operational deficien-
cies and risk, improves fraud preven-
tion and protects borrowers.

In addition, a QC platform can be 
leveraged enterprise-wide to improve 

quality in both lending and 
non-lending lines of busi-
ness, thereby extending the 
value of the investment far 
beyond just the mortgage 
division and allowing credit 
unions to do more of what 
matters the most—serving 
their members.

Thus, with the right 
technology system, credit 
unions can enhance their 
quality control, execute au-
dits efficiently and improve 
productivity and efficiency 
regardless of the regulatory 
forecast.

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. 
Email her at aphillips@acesquality.com.

“
To weather this 
new regulatory 

storm, credit 
unions must 
ensure their 

quality control 
(QC) processes 
are adequate 

and operational.

“ Amanda Phillips

“
A QC platform 

can be 
leveraged 

enterprise-wide 
to improve 

quality in both 
lending and 

non-lending lines 
of business.

“

“
Historically, 

where the CFPB 
leads, agencies 
usually follow, 

making the time 
to shore up 

quality control 
and compliance 

never better 
than the present.

“
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ACUMA Returns to  
In-Person Conference 
in 2021

The 25th Annual ACUMA Conference (LiveWire25!) got under-
way Sunday, September 12, 2021, as attendees who traveled to 
the Gaylord National Resort in National Harbor, Maryland, reg-

istered for the event in the afternoon at the beautiful waterfront venue, 
which featured a view of Washington, D.C. across the Potomac River.

In the early evening, attendees were treated to a Welcome Reception 
that featured appetizers and beverages, as well as an opportunity to visit 
with colleagues and make new contacts. (Another well-attended recep-
tion was held after Monday’s program, and, continuing an ACUMA 
tradition, hot breakfast and lunch buffets were also provided during the 
event.)

“Everyone was so excited for the opportunity to see and network 
with other ACUMA members,” said ACUMA President Tracy Ashfield. 

Although masks were also in attendance, ACUMA provided brace-
lets—green, yellow and red—for attendees to show their comfort level 
with proximity to others. The system worked well and the large Exhibit 
Hall provided lots of space for conversations and distance.

On Monday morning, when a show of hands indicated about two-
thirds of the crowd were first-time attendees, Ashfield told them, “Don’t 
be shy. Take the opportunity while you’re here to visit with peers and 
exhibitors” as well as “grow and enhance your mortgage programs” 
through the many conference sessions.

The hundreds of attendees did just that, listening to expert speakers 
and attending top-notch educational sessions on everything mortgage.

Calling the conference a success, Todd Lambright, VP of Sales 
at Georgia’s Own Credit Union, praised the “solid content, great 
partners and a schedule that made networking valuable.”

During the conference, ACUMA Board Chairman Barry 
Stricklin recognized Ashfield for steering the organization 
through the Covid-19 pandemic, “the most challenging year in 
the history of ACUMA.” 

Stricklin commended the many ACUMA members who 
staffed credit unions during the pandemic as essential workers. 
“Financial well-being goes hand-in-hand with being healthy,” 
he said. “You should be proud of yourselves.”

LIVE     WIRE 25      MONDAY PROGRAM CAPSULES

    “How Credit Unions Can  
Leverage Diversity as a  
Competitive Advantage.”
Monday’s program opened with a 

Keynote Session by J. Tony Thompson, 
Founder & CEO of the National Asso-
ciation of Minority Mortgage Bankers 
of America (NAMMBA). He spoke on 
the importance of creating and main-
taining a diverse workforce within an 
organization, and he shared steps a 
credit union can take to engage and 
connect with the multicultural market-
place to help grow membership.

Thompson noted that one in three 
Americans are credit union members 
and only one in 10 get their mortgage 
loans there. He said that provided a great 
opportunity to grow loans, especially if 
credit unions increase diversity by reach-
ing out to single women, communities of 
color and the LGBTQ community. 

Keep in mind, Thompson said, that 
by 2040 an estimated 70% of U.S. home-
buyers will be minorities. That means 
credit unions must “build a high level 
of trust” with minorities by communi-
cating with them in the ways they want, 
within their communities and through 
an increasingly diverse CU workforce.

J. Tony Thompson
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Noting the importance of Diversity, 
Equity and Inclusion (DEI), he said, 
“Bring them to the party, but also ask 
them to dance.”

   “Managing Mortgage Loans in 
Today’s Environment”
Emily Hollis, President, and Travis 

Goodman, Principal in the Advisory 
Services Group, of ALM First Financial 
Advisors, explained the basics of loan 
hedging to the assembled attendees. 

Noting that the experts were wrong 
about 80% of the time about where inter-
est rates were headed, they said, “Nobody 
should be trying to predict interest rates.” 
Instead of guessing, they urged credit 
union mortgage lenders to develop a 
plan to mitigate risk by hedging loans. 

Hedging is a strategy most any size 
credit union can use—not just large-
asset outfits, they said. 

  “How Did They Get to the Top?”
Two credit unions that became the 

premier mortgage lenders in their com-
munities explained how they did it in a 
Talk Show-style format. Moderated by 
ACUMA President Tracy Ashfield, the 
session included panelists Kristin Nes-
bitt, VP of Mortgage Lending at Summit 
Credit Union, and Ryan Doehrmann, 
CMO at GreenState Credit Union.

Each shared the ways in which they 
reached and maintained mortgage 
dominance in their market, describing 
a fascinating set of tools and underlying 
strategies for credit unions to consider.

The afternoon program featured a 
choice of two breakout sessions in two 
time blocks. The first sessions were:

 “Internally Hedging Your Mortgage 
Pipeline,” showcased Alec Hollis, Man-
aging Director of the Strategy Group, 
and Travis Goodman, Principal of the 
Advisory Services Group, at ALM First 
Financial Advisors. It provided a deep-
er trip into hedging strategies that fol-
lowed up on an earlier session.

  “Washington Update: Federal Pol-
icy Changes and the Housing Mar-
ket” examined the latest Washington 
developments impacting the housing 

finance market and credit unions with 
John McKechnie, Senior Partner at To-
tal Spectrum in Washington, D.C.; and 
Amy Moser, SVP of Lending/CLO at 
Mountain America Credit Union. The 
far-ranging discussion focused on dif-
ferences between the former and cur-
rent administration’s appointees and 
policies. It included assessments of the 
FHFA, CFPB, NCUA and the GSEs (in-
cluding the FHLBs).

A second round of breakout sessions 
included two more choices:

 “Forbearance: Where We Have Been 
and Where We Are Headed” used a 
panel discussion to discuss best practic-
es, trends and lessons learned as rules 
and regulations around them continue 
to evolve and change. Participants in-
cluded moderator Barry Stricklin, SVP 
& Chief Lending Officer at Tower Fed-
eral Credit Union; W.H. Mitchell Redd, 
SVP at FHN Financial Capital Assets; 
and Lori Michaud, SVP and COO at 
CUSO Home Lending. Stricklin steered 
the discussion while Redd and Michaud 
presented data and experiences they 
dealt with under the recent forbearance 
period. Attendees added their own ex-
periences. 

 “Grow Your Purchase Business 
Through Construction Lending: Mar-
ket Advantages and How to Succeed” 
with Eric Burgoon, SVP of Mortgage 
and CLO; and Amanda Hallo, Direc-
tor of Construction Administration at 
Lake Michigan Credit Union, focused 
on “Why we like construction lend-

ing” and marketing to homebuilders, 
highlighting risks and profitability. An 
interesting discussion talked about how 
to handle loan “draws.”

  TUESDAY PROGRAM CAPSULES

   “Charting the Path Forward to 
Sustainable Growth”
Keith Kemph, Founder and CEO of 

BlackFin Group, provided 
a framework for conduct-
ing an assessment of a credit 
union’s mortgage technol-
ogy stack—a blueprint to 
ensure scalable, efficient and 
cost-effective growth.

Kemph told attendees that 
productivity, not volume, is 
the metric that matters most 
going forward. 

He urged credit unions 
to undertake a “full-scale, 
end-to-end business review” 
and to assign an employee 
to analyze, synthesize and 

mine information to validate that their 
organizations were moving in the right 
direction to increase productivity, tick-
ing off cross-training, technology, prod-
uct mix and culture change as key com-
ponents.

After a Networking Break came a choice 
of two Breakout Sessions:

 “Growing Your Mortgage Beyond 
Your Credit Union’s Retail Footprint” 
had moderator Bob Pondelicek, Senior 
Director Real Estate Sales and Service at 
BCU, with panelists Eric Burgoon, SVP 
of Mortgage and CLO at Lake Michigan 
Credit Union; and Frank Petrie, Direc-
tor of Retail Mortgages for Wright-Patt 
Credit Union. Burgoon explained how 
LMCU expanded from western Michi-
gan into the Detroit area and the Upper 
Peninsula of Michigan before gaining a 
foothold in Florida, where he said many 
from Michigan have purchased second 
homes.  Petrie explained how Wright-
Patt decided to target Columbus, Ohio, 
for its expansion and what hurdles it 
encountered as it opened five branches 
and hired employees to staff them and 

J. Tony Thompson

Amy Moser and John McKechnie
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build business in a much more upscale 
market. Attendees got to hear tips, les-
sons learned and best practices when 
expanding.

 “Managing your Mortgage Loan 
Originator Compensation Plan” fea-
tured presenters Kris Kully, Compli-
ance Expert and Law Partner at Mayer 
Brown in Washington, D.C.; and Ber-
nie Chavira, AVP of Mortgage Lend-

ing Originations with Define Mortgage 
Solutions, a wholly owned subsidiary 
of Desert Financial Credit Union. The 
interactive discussion revolved around 
five Loan Officer compensation re-
minders: 1) The LO Comp Rule has 
not changed. 2) Not every LO must be 
compensated the same, but every LO 
must receive the same compensation. 
3) Comp cannot vary based on differ-
ent loan products or programs. 4) Cal-
culation of overtime includes commis-
sions. 5) Don’t forget other compliance 
requirements such as Fair Lending 
and avoiding UDAAPs, as well as state 
wage/hour laws.

A second choice of Breakout Sessions 
followed:

 “Loan Growth and Retention 
Roundtable Discussion” moderated 
by Mark Wilburn, EVP and COO at 
Truity Credit Union talked about mar-
ket share and loan growth strategies, 
and retention strategies. It built on 

three points: 1) Strategies that promote 
business development within the mort-
gage lending area. 2) Market strategies for 
Realtors, members and the community. 
3) Positioning your credit union to pur-
posefully originate mortgages culturally 
(leadership buy-in and employee accep-
tance), strategically (with concrete plans) 
and operationally (to absorb peaks and 
valleys in the loan cycle).

 “Talent Round-
table Discussion” 
was led by Alissa 
Sykes Tulloch, 
Chief Experience 
Officer at Ameri-
CU. The audience 
participated in 
the discussion on 
recruiting, retain-
ing and training 
the credit union’s 
team. Topics in-
cluded additional 
benefits and train-
ing, and the value 
of comparing 
them to competi-
tors; use of robot-

ics and automation; and tools for employee 
retention. A chunk of the hour considered 
the impact of the pandemic, comparing re-
mote, in-person and hybrid models, as well 
as productivity.

   “Exam Insights and Priorities for 
the Coming Year”
The conference’s lone virtual session 

brought Tim Segerson, Deputy Direc-
tor of NCUA’s Office of Examination 
and Insurance at NCUA, to the confer-
ence—onscreen from his home due to 
Covid policies. 

Segerson discussed examination pri-
orities, as well as pandemic impacts, 
appraisal bias, CARES Act forbearance, 
commercial real estate issues and lag-
ging employment effects. He singled 
out Automated Valuation Models and 
said regulators had not yet agreed on 
how to treat them, but he said they 
should not be used exclusively to deter-
mine value.

He also touched on Fair Lending,  
estimating 30-40 off-site exams by 

NCUA in 2022. 

  “Fireside Chat: Mortgage Industry 
Past and Future”
ACUMA President Tracy Ashfield 

interviewed Scott Happ, President of 
Secondary Marketing Technologies for 
Black Knight. Happ recalled the days of 
Lotus spreadsheets and “lots of paper,” 
and the 1994 introduction of the origi-
nal Netscape browser, ushering in the 
Internet Age. 

That “set the stage for a revolution on 
how we do things,” Happ said, leading 
to technological innovation that has 
changed the mortgage industry.

The innovations, along with the re-
mote working environment caused 
by the pandemic, have helped credit 
unions move into the digital world and 
created opportunities for “exciting but 
daunting” choices for open systems. 
“Specialization is the way it’s going to 
be,” he said. 

 “Insights from the CLO”
Ashfield moderated a “Talk Show” 

discussion that featured an animated 
discussion with Jason Sasena, CLO at 
Westerra Credit Union; Cary Shum-
way, SVP of Lending at UNIFY Finan-
cial Credit Union; and Lori Leven-
good, SVP and CLO at Diamond Credit 
Union. 

Each panelist described their credit 
union’s mortgage program, including 
statistics, strategies and outlooks. They 
shared loan volumes, percentages of 
loans held and sold, working environ-
ments (especially influenced by the 
pandemic), marketing and the role of 
the CLO.

Sasena described stripping down the 
Westerra lending operation and rebuild-
ing it with an eye toward strategy, cross-
functionality and building a brand. At 
SEG-based UNIFY, which has 50 loca-
tions nationwide, Shumway discussed 
how UNIFY streamlined the mortgage 
process and reduced the “hoops” many 
mortgage lenders put their members 
through. Levengood said Diamond CU 
halted its indirect auto lending program 
2-3 years ago and ramped up mortgages 
to diversify their portfolio.

Kris Kully and Bernie Chavira



ness and equity beyond origination 
and into servicing.” She also reminded 
attendees that there is no small servicer 
exception for Fair Lending provisions. 
“Double-check your due diligence 
program and third-party vendors” for 
compliance accuracy, she said.

Further discussion included QM 
and Loan Officer compensation, and 
the need to establish positive relation-
ships with examinations instead of be-
ing adversarial. And a reminder: Any 
issues pointed out by examiners, and 
especially any changes they require, 
should be given to you in writing.

  “Getting Your Team Off the Refi-
nance Roller Coaster”
An expert panel discussed strategies 

to ensure the future growth of your 
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       WEDNESDAY PROGRAM       
                   CAPSULES

  “What Can We Expect from the 
CFPB?”
The session featured three compli-

ance experts, Amanda Phillips, EVP of 
Compliance with ACES Quality Man-
agement; Beth Millstein, Principal at 
Millstein Consulting Services and for-
mer Fannie Mae executive; and Rich-
ard J. Andreano Jr., Practice Leader of 
the Mortgage Banking Group at Bal-
lard Spahr LLP.

What ensued was an enlightening 
discussion among the three that cov-
ered a lot of ground relating to poten-
tial 2022 compliance and exam topics. 
“Servicing, sub-servicing, Fair Lend-
ing—expect a lot of scrutiny there from 
more regulators than the CFPB,” 
Millstein warned.

Andreano said the Biden ad-
ministration has sent signals that 
Fair Lending and related areas, 
including servicing, will get a 
closer look, so make sure for-
bearance programs are conduct-
ed correctly.  He said training 
programs will be looked at posi-
tively by examiners and warned 
of “subconscious bias” that might 
paint your credit union in an un-
favorable light, such as the imag-
es you project into the commu-
nity through your website.

After Andreano told the 
audience, “Fair Lending 
and servicing is here to 
stay,” Phillips followed by 
suggesting, “Now would 
be a really good time 
to look at your policies 
and procedures” 
and to “in-
grain fair-

purchase business. Moderator Shannon 
VanSickler, Vice President of Credit 
Union Engagement for Arch Mortgage 
Insurance, was joined by panelists Ron 
Vaimberg, Mortgage and Real Estate 
Trainer and Coach; Todd Lambright, 
Vice President of Sales for Georgia’s 
Own Credit Union; and Craig Chap-
man, SVP of Mortgage Sales at Teachers 
Federal Credit Union.

VanSickler noted that loan refinanc-
ings averaged 70% of a credit union’s 
mortgage business in 2020, but was pro-
jected to plummet by 2022. The chal-
lenge, then, is to prepare for the shift to 
a majority of purchase loans. 

Most CUs, the panel agreed, are not 
ready. What’s needed, Vaimberg said, is 
a commitment by leadership, a culture 
that accepts and plans for change, and 

a strategy or vision of what 
it will look like. Added Van-
Sickler, and how it will make 
sense for your membership. 

Leadership often under-
stands the importance of 
mortgage but not the intrica-
cies, Vaimberg said. Without 
leaders pushing a shift, the 
culture reacts only in emer-
gency mode, and usually that 
means a plan has not been 
developed.

The panel also touched 
on the importance of work-
ing with Realtors to build 
and maintain a successful 
purchase-loan program, 
and consideration of imple-
menting meaningful (not 
one-time) training with a 

CU leader to carry on the program. 

    ANNUAL CONFERENCE 2022

It’s not too early to plan for the next iter-
ation of the credit union industry’s best 
event. ACUMA will return to Las Vegas 
for its 2022 Annual Conference. Join us 
at the Cosmopolitan Hotel and Casino 
in the heart of the Las Vegas Strip for 
the conference, September 18-21. Mark 
your calendars now, and look for details 
on registration, agenda and speakers in 
late May.

Beth Millstein

Todd Lambright, Ron 
Vaimberg,  Craig 
Chapman and Shannon 
VanSickler
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LIVE     WIRE 25  
Attendees enjoyed participating in ACUMA’s 2021 Annual 

Conference, a return to in-person events.
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HONORS, AWARDS 
AND RECOGNITIONS

Making a Difference 

  

   Wright-Patt Credit Union Names  
Mislansky President & CEO

Tim Mislansky has been selected as the President and Chief 
Executive Officer of Wright-Patt Credit Union by WPCU’s 
Board of Directors. He succeeds Doug Fecher, who retired.

Mislansky has 25 years of senior management experience, 
including 20 years at Beacercreek, Ohio-based Wright-Patt 
and myCUmortgage, a wholly owned CUSO. Most recently 
he served as the Chief Strategy Officer for WPCU. Prior to 
that, he was Senior Vice President of WPCU and President of 
myCUmortgage.

Mislansky launched myCUmortgage in 2001, now the 
largest CUSO mortgage operation in the nation. He has been integral in the development 
of initiatives to grow revenue, and he serves as the credit union’s catalyst for digital 
transformation for the cooperative.

“It is a tremendous honor to lead the WPCU team and I’m incredibly excited to assume this 
new role,” Mislansky said. “We will continue to focus on providing the best banking experience 
that helps to economically uplift Main Street Ohioans so they can lead better lives.”

Mislansky chairs ACUMA’s Board of Directors and CUNA’s Advocacy Housing 
Subcommittee. He is a board member for Credit Union Student Choice and CU Realty 
and a member of the Filene Research Think Tank. Mislansky, a founding board member 
for the Ohio Credit Union Foundation, also served as treasurer for the Habitat for 
Humanity of Greater Dayton and was a board member for Home Ownership Center 
of Greater Dayton.

Tim Mislansky

   Freedom First Adds 
Two Mortgage Loan 
Originators

Freedom First Credit Union has 
hired Deanna Dickerson and Steven 
Bowman as Mortgage Originators.
“Deanna and Steven bring over two 
decades of experience to the New River 
Valley, and we are thrilled to have their 
commitment and work ethic on our 
team,” said Ryan Stenger, Mortgage 
Market Leader of the Roanoke, 
Virginia-based credit union.

Dickerson has worked in the 
credit union industry for 15 years, 
including the past four in mortgage. 
She is a native of Christiansburg, 
Virginia, and is an active member 
of the Montgomery County 
Chamber of Commerce.

“In a fast-paced, 
low-rate market 
like we are in, 
it is important 
to me to ensure 
our members 
are educated on 
the homebuying 
process and feel 
comfortable in 
their purchase or 
refinance,” she said.

Bowman has 
worked in the 
mortgage industry 
for almost 10 years. 
He is a graduate of 
Virginia Tech and 
lives on the family 
farm in Elliston, 
Virginia, with 
his wife and two 
daughters.

“Being a part 
of Freedom First 
will allow me to 
support the New 
River Valley community by helping 
our members reach their goals and 
dreams,” Bowman said. 

Deanna Dickerson

Steven Bowman

  OnPath FCU Names DeDual Chief Lending Officer
OnPath Federal Credit Union has promoted Kristen DeDual to Chief Lending Officer of 
the Hanrahan, Louisiana-based CU. 

DeDual started with OnPath, formerly known as ASI Federal Credit Union, in 2014 as 
Director of Lending. She was promoted to Director of Lending and Collection in 2017 and 
Vice President of Lending in 2018.

OnPath, founded in 1961, now has $470 million is assets and about 64,000 members in 
southeastern Louisiana.

   Sadowski Wins Award for  
Magazine Article

Bob Sadowski, Marketing Specialist for myCUmortgage, won an 
Award of Merit at the 2021 Public Relations Society of America 
Dayton (Ohio) Area Chapter’s annual Gem City Awards.

Sadowski earned the recognition for an article he wrote, 
“Making Technology a Part of the Mortgage Mission,” which 
appeared in the Summer 2020 ACUMA Pipeline magazine. He 
has worked at the Beavercreek, Ohio-based myCUmortgage 
CUSO since 2015. Bob Sadowski
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Transform your mortgage process with 
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implementation in the industry. 
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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 teamacuma@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.

   Yolo Federal Voted Best Mortgage Company in Yolo 
County

Yolo Federal Credit Union has been voted the Best Mortgage Company in Yolo County, 
California, in 2021 for the fourth year in a row by readers of the Daily Democrat newspaper.

As the only financial institution exclusively serving Yolo County, Yolo Federal is 
committed to providing exceptional member service to the communities they serve. 
“We strive to give our members a great experience and are honored to receive this 
recognition again,” said Jenee Rawlings, President & CEO. “We are committed to helping 
our community achieve the dream of homeownership with low rates, personalized service, 
and grant programs for first-time buyers.” 

Yolo Federal’s Real Estate team consists of Makenzy DeGraw, Bethany Malcolm, 
Megan Price, Connor Bodkin, Thania Garcia and Vice President of Lending Matt Isika.

For the 21st consecutive year, Yolo Federal was also voted Best Credit Union, as well as 
Best Financial Services, in 2021 by the newspaper’s readers.

Yolo Federal Credit Union’s Real Estate team includes, from left, Makenzy DeGraw, Bethany 
Malcolm, Megan Price, Connor Bodkin, and Thania Garcia. Not pictured: Matt Isika, VP of Lending.

Lyndal McLaughlin has joined LBA Ware 
as a software implementation consultant. 
In this role, she 
will train and 
assist lenders as 
they implement 
LBA Ware’s 
CompenSafe™ 
incentive com-
pensation man-
agement (ICM) 
platform.

M c L a u g h -
lin has more 
than 30 years 
of experience 
in the mortgage industry, including ex-
perience in loan origination, processing, 
underwriting, closing and operations. 
Most recently, she served as a compli-
ance product implementation manager  
for lending compliance risk software 

Lyndal McLaughlin

company QuestSoft.
“Lyndal possesses an impressive breadth 

of practical knowledge of the mortgage 
industry and enthusiasm for supporting 
clients as they roll out new software,” said 
Lori Brewer, Founder and CEO of LBA 
Ware, a leading provider of incentive 
compensation management (ICM) 
and business intelligence (BI) software 
solutions for the mortgage industry.

   Compliance Expert Lyndal McLaughlin Joins LBA Ware

   Oregon CU Voted Top 
Mortgage Company 

 
Oregon Community Credit Union has 
been voted Top Mortgage Company for 
the last three years (2019, 2020 and 2021) 
through the Register Guard Readers’ Choice 
Award. The award recognizes businesses 
and organizations throughout the Eugene, 
Oregon newspaper’s circulation area. 
 The credit union ($2.7 billion assets, 
204,000 members) has also been the top 
Lane County (Oregon) mortgage lender 
for the past two years. 
 Eugene-based OCCU has also developed 
and deployed a portfolio product for 100% 
LTV and closed 57 transactions through 
November in 2021, resulting in 13% of 
total purchase volume. 
 Partnering with the Federal Home Loan 
Bank, OCCU has been the top seller for 
the FHLB’s Des Moines office, and ranks 
third nationally for loans sold into the 
secondary market. 
 OCCU also has launched the Medallia 
Survey platform, maintaining a Net 
Promoter Score of 84.75, which exceeds 
the peer comparison of 72.57. 

   Jackson Named to Post 
at Define Mortgage 
Solutions 

 
Larry Jackson has been named Managing 
Director of Define Mortgage Solutions, 
a wholly owned subsidiary of Desert 
Financial Credit Union in Phoenix. 
Previously, he was Vice President of 
Mortgage at Together Credit Union 
(formerly Anheuser-Busch Employees’ 
Credit Union) in St. Louis.
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Sixty-six mortgage loan originators and credit unions received awards for doing what 
they do best—helping their members with home ownership—at  the 16th Annual 
myCUmortgage Partner Conference in Dayton, Ohio.

The awards recognize the number of members assisted from July 1, 2020 to June 30, 
2021, taking into account the unique and innovative stories behind the winners’ successful 
year. 
“The last year and a half has seen records shattered in the credit union mortgage industry, 
so it only seems fit that we recognize the extraordinary success that our partner credit 
unions have achieved in these extraordinary times,” said Tonya Coon, President of 
myCUmortgage, a wholly owned CUSO of Wright-Patt Credit Union, headquartered in 
Beavercreek, Ohio.

Partner credit unions and individual loan originators recognized by myCUmortgage 
include:

   Annual myCUmortgage Awards Honor Mortgage Originators and CUs

•  Most Loans Originated—Large  
Credit Unions: KEMBA Financial 
Credit Union, Columbus, Ohio; 
Mid-Sized Credit Unions: Midwest 
Community Federal Credit Union, 
Defiance, Ohio; Small Credit Unions: 
Metro Employees Credit Union, 
Lexington, Ky.

•  Purchase Money Lender of the Year—
VacationLand Federal Credit Union, 
Sandusky, Ohio

•  Originator of the Year—Terri Brancucci, 
Trax Credit Union, Tampa, Fla.

•  Lender of the Year—KCT Credit 
Union, Elgin, Ill.

•  Marketer of the Year—Lake Chem 
Community Federal Credit Union, 
Benton, Ky.

•  CU Select Partner of the Year—
Neighbors United Federal Credit 
Union, Greenwood, S.C.

•  New Partner of the Year—KEMBA 
Financial Credit Union, Columbus, 
Ohio

•  Government Partner of the Year—
Desco Federal Credit Union, 
Portsmouth, Ohio

•  In addition, 54 loan originators were 
individually recognized for each 
helping over 100 members with home 
ownership.

•  Missouri Valley Federal Credit Union 
in Saint Peters, Mo. was awarded the 
Susan Edwards Scholarship, given 
annually to a smaller credit union that 
demonstrates excellence in assisting 
members with home ownership.

•  John Ring of Canton (Ohio) Schools 
Employees Federal Credit Union 
earned the Tim Mislansky Belief Award, 
which recognizes an individual who 
exemplifies belief in the importance of 
living one’s core values at work, home 
and in the community.

Access a full suite of investor incentives 
and service provider discounts through 
our cooperative membership.

Add originations capacity when and where 
you need it. End-to-end or component, we 
help you increase productivity & profitability.

Achieve optimal execution on the sale of your 
closed loans. As a top 10 MSR purchaser, we 
provide competitive pricing for your MSR assets.

Protect your loan portfolio with us — a highly-
rated servicer with expertise in a wide range of 
products from performing and NPL portfolios to 
HELOC administration. 

CO-ISSUE MSR ACQUISITION

SUB-SERVICING

MORTGAGE COOPERATIVE

ORIGINATION FULFILLMENT

Computershare Loan Services (CLS) is a leading non-bank mortgage service provider with 
products that give ACUMA members real-world solutions to industry challenges. 

Let’s move business forward.

Visit us at ComputershareLoanServices.com/us/ACUMA to learn more.  

https://www.computershareloanservices.com/us/business/cooperative
https://www.computershareloanservices.com/us/business/fulfillment/overview
https://www.computershareloanservices.com/us/business/secondary-marketing/co-issue-msr-acquisition
https://www.computershareloanservices.com/us/business/servicing/overview
https://www.computershareloanservices.com/us/acuma
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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:

acuma.org

ACUMA Lightning Rounds receive high 
marks from attendees. These 45-minute 
presentations focus on a single topic to help 
you with your mortgage lending operation.

A 2021 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.

Other recent topics have included Home 
Construction Lending, Servicing and the CFPB, 
and Marketing to Potential Homebuyers.

Join us for other online sessions. Check our 
website (acuma.org) for scheduled events  
and topics.

CREDIT UNION MEMBERS
 4Front Credit Union
 ABNB Federal Credit Union
 Alliance Credit Union

 Arbor Financial CU
 Azura Credit Union
 Caltech Employees FCU
 Charlotte Metro FCU
 Collins Community Credit Union
 First Alliance Credit Union
 First Service Credit Union
 Firstmark Credit Union
 Founders Federal Credit Union
 Indiana Members Credit Union
 KEMBA Federal Credit Union
 Launch Credit Union
 Listerhill Credit Union
 Local Government FCU
  Member One Federal  
Credit Union
 Mid-Hudson Valley FCU
 OnPath FCU

 ORNL Federal Credit Union
 Pacific Service Credit Union
 Police & Fire FCU
 Polish & Slavic FCU
 Redwood Credit Union
  Selfreliance Federal  
Credit Union
 The Golden 1 Credit Union
  TRUE Community Credit 
Union

AFFILIATE MEMBERS
 BlackFin Group

 
CUSO MEMBERS
 CU*Answers

LIGHTNING 
ROUNDS

ON THE        
ACUMA

GO
BR INGING IT  TO YOU

Praise for ACUMA’s 
‘On the Go’ 

Lightning Rounds
We’ve Come to Expect Excellence 

from ACUMA [and] Today Is a 
Terrific Example of Why’



www.OptimalBlue.com


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 September 30, 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 185,448,137,465   647,567   395,954,629,761   73,450,605,766 
All Originating CUs (3,088 CUs)* 233,987,797,598   913,747   557,848,114,823   85,929,526,828 
Top 300 Share 79.3   71   71.0                    85.5
*CUs who granted $10,000 or more 01/21 - 9/21     

“

“

After a couple 
of quarters on 
the decline, 
credit unions 
saw an uptick 

in market 
share.

I am sure you, our loyal readers, wait 
patiently each quarter for the Top 
300 report to be published. I know 

I do!
Seeing it in the Pipeline is always 

great, but I want to remind everyone 
that, as ACUMA members, you can 
find this report in Excel format within 
the ACUMA Connected Community.

Being able to download the Top 300 
files in this format allows you to do 
various sorts, for instance, to compare 
your credit union to others in your peer 
group. Credit unions are famously co-
operative, but that doesn’t mean there 
isn’t a bit of healthy competition, too.

RANKED BY DOLLAR AMOUNT
And what do I see when I look at the 
overall third-quarter 2021 data for credit 
unions? Here are a few things to note.

In Quarter 3, there has been no 
change in the top five mortgage-origi-
nating credit unions from Quarters 1 to 
2. Kudos to those five organizations that 
are consistently on our leader board.

But here is what always strikes me: 

We publish the Top 300 report by rank-
ing the dollar amount of loans originated 
based on Schedule C on your 5300 call 
reports, that is, the CU with the high-
est dollar amount is ranked 
No.1, the second-highest dollar 
amount ranks No.2, etc.

RANKED BY LOANS 
ORIGINATED
But take a minute to reflect on 
the number of loans originat-
ed within the Top 300 report. 
That column also tells a very 
important story.

Idaho Central may be sixth 
in the loans-originated rank-
ing, but funding more than 
10,000 loans is nothing short 
of exceptional.  Not everyone 
is blessed with jumbo loan sizes. Way 
to go, Idaho Central!

Check out the two Wisconsin credit 
unions in the Top 20. Summit and Uni-
versity of Wisconsin credit union, both 
headquartered in Madison, are hitting it 
out of the park on loan originations. (Full 

disclosure: I am a member of both CUs.)

OTHER TOP 300 TRENDS
So what else is exciting about Quarter 

3 results?
After a couple of quarters 

on the decline, credit unions 
saw an uptick in market share. 
That is probably what makes 
me smile the most. Dollars 
and units translate directly to 
profitability, but every quar-
ter in which more members 
choose their credit union for 
a mortgage, that is what really 
moves the needle. 

By the time you read this, 
2021 will be in the rearview 
mirror. I’ll be very interested 
to see how 2021—a year like 

no other—will be recorded in our cred-
it union mortgage history books.

What ‘Sort’ of Information Are You Looking For?

Highlights of Q3 Data



NOTICE: THIS IS NOT AN ADVERTISEMENT intended for distribution to the public and does not contain all of the disclosures required by Reg Z (Truth-in-
Lending) or other regulations as may require additional disclosure. All references to loan eligibility, including mortgage loan program terms, credit score 
requirements, LTV, etc. may be applicable to qualified applicants only. All lending products are subject to credit and property approval. Terms, conditions, and 
interest rates are subject to change without notice. Certain restrictions may apply and may vary based on borrower qualification and collateral conditions. This is 
not a commitment to lend. This message and any content within it is intended exclusively for affiliated Credit Unions of Member First Mortgage, LLC. or entities 
to which it is addressed. This message, together with any attachments and all other content, may contain confidential, privileged, and/or proprietary information. 
Any unauthorized review, use, print, save, copy, disclosure, or distribution is strictly prohibited. Member First Mortgage, LLC is a Licensed Mortgage Lender/
Servicer, NMLS #149532, Equal Housing Opportunity.

(866) 898.1818 sales@memberfirstmortgage.com

Discover the MFM Difference
Member First Mortgage, LLC (MFM) offers sub-servicing assistance as a contract service for Credit Unions across the 
United States. Our wide range of loan administration services will provide your Credit Union with the expertise you 
need to meet and exceed the expectations of your members. 

Our experienced loss mitigation experts work 
with you to deliver customized solutions including 
Hardship Assistance, Foreclosure Prevention,  
Default Management and more.

Secure access to “real-time” data, 
reports, remittances and investor 
accounting reports

herohero

YOUR  
SUB-SERVICING

Our state-of-the-art Servicing platform and 
team of experts are dedicated to providing 
your members with the service they deserve!

Save money on your servicing 
expenses, technology costs and staff 
trainings with our transparent, fixed-
cost structure and competitive fees.

supersuper

Scan the code to learn more or contact us today! 

www.memberfirstmortgage.com
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Top 300 First Mortgage-Granting CUs as of September 30, 2021

1 VA Navy $18,503,540,594 60,096 $41,755,421,400 $8,798,420,790 $34,690,880,724
2 VA Pentagon $11,788,177,838 22,680 $9,626,511,525 $7,636,820,183 $13,405,815,625
3 MI Lake Michigan $4,633,500,576 7,979 $5,667,928,787 $1,957,092,434 $7,985,228,948
4 NC State Employees’ $4,245,145,824 22,187 $18,239,187,409 $1,027,262 $77,369,779
5 CA First Tech $3,174,163,578 5,669 $4,767,216,355 $1,112,611,801 $4,697,471,353
6 ID Idaho Central $2,885,897,254 10,155 $2,646,596,430 $1,523,776,232 $4,141,622,501
7 CA SchoolsFirst $2,825,898,482 7,524 $6,230,888,689 $273,072,683 $1,774,903,652
8 WA BECU $2,759,477,836 9,270 $6,765,625,152 $1,271,139,354 $4,581,181,203
9 CA Star One $2,498,367,142 5,081 $4,135,618,111 $227,452 $4,311,024
10 OR OnPoint Community $2,272,643,221 9,234 $2,206,522,506 $1,429,901,201 $4,117,198,738
11 NY Bethpage $2,238,225,671 6,831 $4,028,121,773 $1,368,789,715 $6,448,350,931
12 CO Elevations $2,008,453,169 5,092 $1,311,175,361 $1,556,469,642 $4,580,492,613
13 UT Mountain America $1,857,324,993 8,734 $3,440,803,672 $1,032,994,538 $2,157,904,974
14 CA Golden 1 $1,840,954,952 4,727 $4,367,183,495 $225,680,263 $933,004,087
15 CA Logix $1,830,129,913 3,736 $3,490,424,564 $520,986,816 $2,109,775,667
16 WI Summit $1,812,787,967 8,762 $2,172,297,294 $996,777,222 $2,864,047,447
17 UT America First $1,718,916,935 8,279 $1,419,687,260 $1,166,677,661 $3,317,285,028
18 WI University Of Wisconsin $1,700,458,563 7,963 $1,156,119,217 $1,361,580,000 $3,465,174,811
19 CO Ent $1,676,361,587 7,409 $3,468,260,972 $575,548,925 $1,409,581,710
20 IN Evansville Teachers $1,672,000,113 6,815 $1,567,730,163 $1,131,979,966 $2,344,073,893
21 CA Patelco $1,515,547,703 2,667 $3,322,977,918 $358,603,855 $1,208,180,177
22 AK Alaska USA $1,495,956,054 4,425 $2,505,564,566 $772,547,607 $4,919,125,286
23 TX Security Service $1,368,637,457 6,352 $3,765,435,679 $276,689,378 $1,479,664,563
24 WI Landmark $1,366,296,218 6,749 $1,878,247,687 $807,043,422 $2,854,835,819
25 TX Randolph-Brooks $1,340,430,804 6,553 $4,656,420,697 $52,765,065 $719,706,164
26 IL BCU $1,323,981,487 4,526 $2,055,175,777 $878,738,242 $2,586,026,967
27 PA Police And Fire $1,167,534,774 5,519 $3,230,694,554 $99,985,965 $559,199,058
28 CO Bellco $1,152,447,091 2,067 $2,341,038,785 $101,373,660 $562,612,967
29 IA Veridian $1,096,733,674 5,852 $1,573,573,553 $813,437,692 $515,721
30 IA GreenState $1,089,507,850 3,935 $3,920,145,724 $1,349,764,836 $30,400,137
31 MN TruStone Financial $1,086,707,994 4,191 $1,530,698,171 $530,988,050 $1,369,700,789
32 UT Utah Community $1,081,051,925 3,571 $786,123,421 $296,477,366 $1,082,356,525
33 TX University $1,075,432,793 3,171 $973,898,830 $877,000,480 $3,211,318,168
34 CA Mission $1,075,186,315 1,987 $1,650,592,121 $395,354,351 $1,173,837,442
35 CA Kinecta $1,065,273,231 1,992 $2,587,991,267 $502,172,866 $2,336,841,789
36 MN Wings Financial $1,053,408,027 3,535 $3,111,067,881 $190,844,762 $732,613,222
37 WI Royal $1,046,803,993 6,397 $1,377,154,747 $548,639,662 $1,979,275,791
38 CA San Diego County $1,028,272,592 2,415 $3,296,632,330 $0 $246,018,426
39 MA Digital $1,021,814,337 3,300 $2,421,097,053 $624,931,584 $2,733,715,389
40 IL Alliant $965,132,945 1,534 $5,152,592,042 $288,336,845 $747,545,115
41 DC Bank-Fund Staff $949,256,176 1,894 $2,961,397,185 $5,362,580 $121,056,385
42 NY State Employees $899,428,538 4,629 $1,260,273,980 $606,748,742 $2,547,444,893
43 KS CommunityAmerica $886,711,342 3,857 $840,946,454 $640,198,237 $2,468,301,897
44 CA Redwood $861,027,685 1,955 $2,470,527,773 $156,022,150 $948,781,696
45 TN Eastman $843,329,956 4,926 $3,393,461,056 $0 $1,144,326
46 CA UNIFY Financial $827,748,246 1,723 $1,476,941,303 $137,936,759 $649,156,072
47 GA Delta Community $823,028,353 3,217 $2,417,282,416 $242,664,629 $729,917,733
48 OH Wright-Patt $815,016,761 4,816 $1,890,325,266 $155,973,537 $3,939,038,055
49 UT Goldenwest $804,146,187 2,663 $647,235,573 $482,905,957 $4,997,013
50 NY United Nations $779,348,558 1,424 $3,222,214,330 $63,628,120 $300,696,180

$ 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
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Top 300 First Mortgage-Granting CUs as of September 30, 2021
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51 WA STCU $774,172,372 3,333 $1,981,168,080 $179,494,909 $423,868,878
52 CA Provident $769,720,861 1,721 $1,338,468,501 $469,480,092 $1,695,530,717
53 FL Suncoast $768,827,430 4,127 $3,931,139,665 $462,797 $156,349,599
54 VA Virginia $768,445,844 3,301 $1,196,643,609 $481,800,060 $1,219,294,065
55 CA Financial Partners $759,465,317 1,332 $728,466,441 $653,683,050 $1,601,368,851
56 PA Citadel $740,838,047 1,564 $2,312,833,682 $54,386,530 $338,727,523
57 WI Altra $740,649,146 3,655 $824,604,753 $418,284,072 $1,429,319,042
58 FL Space Coast $736,772,454 3,322 $1,804,660,742 $119,350,796 $685,575,888
59 VT New England $731,364,739 3,094 $1,111,941,903 $451,522,084 $1,583,910,624
60 NY Teachers $729,850,135 2,256 $2,146,520,820 $510,349,159 $2,140,297,069
61 PA Members 1st $725,675,999 3,138 $1,214,044,635 $255,377,155 $797,545,964
62 MN Affinity Plus $709,427,599 3,708 $1,224,183,890 $260,994,253 $1,339,131,938
63 CA Stanford $707,478,235 897 $2,031,014,256 $49,996,693 $522,446,572
64 AZ Desert Financial $705,232,531 2,829 $803,838,087 $0 $791,926,274
65 WI Community First $690,806,978 3,704 $2,392,397,507 $3,846,150 $704,273
66 NC Coastal $689,281,950 2,963 $830,065,524 $467,679,804 $1,976,699,578
67 TX Amplify $644,551,367 1,187 $581,688,525 $106,727,070 $820,118,890
68 FL MidFlorida $627,765,249 1,954 $1,938,606,049 $152,732,143 $773,602,541
69 NY CAP COM $627,281,269 2,726 $1,387,363,739 $313,441,328 $1,267,691,641
70 CA Premier America $626,591,850 451 $1,883,276,262 $30,051,894 $149,384,958
71 CA SAFE $623,281,585 1,507 $1,266,861,840 $161,419,429 $797,802,801
72 PA American Heritage $621,964,585 1,338 $1,386,628,355 $314,407,506 $1,128,786,532
73 WI CoVantage $617,966,191 4,103 $1,097,905,559 $209,205,566 $619,520,640
74 MI United $612,960,149 2,983 $1,304,179,262 $302,635,715 $1,003,541,199
75 MD NASA $606,043,214 1,297 $1,226,494,998 $117,287,208 $83,811,181
76 FL VyStar $602,377,497 3,047 $3,774,258,008 $95,277,313 $322,845,950
77 MD State Employees Credit Union of Maryland    $598,128,237 2,279 $1,643,615,310 $380,715,000 $1,366,917,409
78 WA Gesa $584,453,210 1,826 $1,112,680,377 $231,901,456 $680,619,541
79 WA Numerica $570,478,869 1,489 $1,178,855,310 $230,997,720 $749,861,656
80 TX TDECU $568,853,116 2,916 $1,574,587,090 $192,261,114 $902,021,621
81 WA Washington State Employees $563,581,875 1,903 $1,335,448,915 $154,129,066 $881,772,734
82 FL Fairwinds $560,159,885 2,572 $1,457,238,312 $145,708,958 $593,417,413
83 CA Chevron $538,595,584 1,370 $2,659,585,459 $0 $4,824,239
84 VA Apple $524,603,745 1,112 $1,305,815,233 $166,648,140 $720,106,402
85 IN Teachers $516,606,583 2,766 $1,542,196,520 $135,680,618 $242,144,096
86 MA Metro $515,305,777 1,191 $875,296,533 $275,581,356 $1,081,294,390
87 NY Hudson Valley $508,742,553 1,625 $839,430,375 $105,380,290 $1,258,989,284
88 MI Genisys $506,344,717 2,295 $892,083,796 $172,652,771 $465,471,711
89 WI Educators $503,616,045 3,119 $983,577,715 $244,181,505 $814,115,884
90 CA Wescom $493,819,607 1,378 $1,404,797,555 $8,934,467 $678,404,437
91 CA Travis $492,602,855 1,179 $1,622,852,249 $177,278,254 $677,988,181
92 VA Northwest $490,310,401 1,550 $694,612,545 $348,407,476 $1,460,611,445
93 NC Local Government $482,944,724 2,825 $1,367,257,402 $0 $0
94 RI Navigant $482,385,913 1,817 $1,568,758,293 $23,718,200 $284,739,642
95 CO Canvas $475,253,551 1,215 $812,217,650 $221,032,917 $690,691,218
96 IA Dupaco Community $468,977,232 2,905 $785,259,076 $186,332,335 $837,286,630
97 AL Redstone $468,549,406 2,335 $994,772,688 $183,668,179 $659,258,903
98 IN 3Rivers $464,588,289 2,521 $556,013,056 $331,852,348 $983,130,788
99 RI Pawtucket $464,413,409 1,961 $1,669,395,010 $4,513,470 $143,550,397
100 WI Fox Communities $460,867,863 2,640 $1,322,809,204 $77,187,385 $185,724,793
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101 MI Michigan Schools and Government    $456,257,879 2,475 $1,156,805,170 $33,483,379 $101,073,514
102 NY ESL $445,519,715 2,181 $703,786,096 $305,598,762 $1,303,543,580
103 UT University $443,794,174 1,216 $481,651,575 $208,585,025 $702,058,761
104 IL CEFCU $442,352,146 2,421 $2,743,532,221 $35,372,206 $61,752,442
105 MI Michigan State University $433,372,799 1,980 $2,030,174,167 $9,473,220 $27,370,090
106 PA Pennsylvania State Employees $429,019,237 2,429 $1,799,241,748 $904,250 $90,354,753
107 CA California $428,998,735 975 $1,084,593,001 $221,050,938 $944,722,948
108 IN Forum $424,557,668 1,689 $439,793,932 $269,590,415 $979,104,599
109 CA Orange County’s $420,569,447 957 $887,680,658 $118,177,749 $573,553,867
110 MN Central Minnesota $417,030,447 1,502 $712,314,677 $182,340,341 $558,213,155
111 NY Visions $408,911,350 1,742 $1,871,356,001 $90,250 $46,581,096
112 MA Jeanne D’Arc $408,123,987 1,167 $924,143,616 $105,777,952 $131,297,067
113 OR Oregon Community $399,642,566 1,486 $646,534,003 $157,910,976 $585,020,428
114 NJ Affinity $399,212,644 1,385 $2,024,064,971 $0 $160,622,467
115 AZ OneAZ $389,163,599 1,395 $713,761,338 $164,474,950 $794,732,049
116 CA Partners $385,312,837 1,122 $599,636,781 $218,000,964 $1,011,015,413
117 IL Deere Employees $384,944,723 1,748 $737,073,286 $185,074,862 $441,769,435
118 IN Elements Financial $384,377,049 1,200 $765,837,199 $152,008,609 $0
119 WA WECU $381,403,169 1,131 $1,030,642,815 $0 $322,213,075
120 OH General Electric $378,504,459 798 $1,222,977,232 $93,006,523 $93,819,400
121 IA Collins Community $377,191,664 2,171 $504,040,437 $71,190,214 $1,490,711,735
122 CA Nuvision $372,551,338 1,006 $959,028,263 $100,969,220 $451,476,696
123 CO Westerra $368,985,904 1,077 $568,955,046 $223,198,647 $839,607,832
124 WA Sound $364,055,850 962 $825,185,254 $139,227,644 $0
125 TN ORNL $360,138,629 1,586 $1,308,105,340 $18,618,813 $288,697,282
126 CA KeyPoint $358,288,280 493 $739,160,323 $115,085,195 $419,635,622
127 MO Together $357,432,983 1,531 $696,416,794 $202,284,110 $711,011,613
128 MI Michigan First $356,388,275 1,791 $398,869,083 $245,305,195 $488,588,454
129 FL IThink $356,305,942 663 $916,079,152 $55,121,129 $337,659,457
130 CA Meriwest $339,652,779 552 $804,295,092 $123,660,361 $646,299,946
131 IN Purdue $334,897,906 1,531 $959,861,748 $86,560,342 $445,216,571
132 KY L & N $332,973,598 1,269 $1,016,472,854 $49,709,319 $246,296,765
133 UT Cyprus $330,874,071 1,073 $331,084,602 $209,391,680 $0
134 TX American Airlines $329,524,350 1,214 $2,748,569,231 $0 $0
135 NH St. Mary’s Bank $327,429,752 1,223 $483,995,019 $165,985,859 $669,353,530
136 TX Texas Tech $327,180,471 1,436 $26,010,972 $320,842,345 $0
137 SC Founders $323,958,995 2,857 $1,330,451,570 $0 $0
138 TX Wellby Financial $322,316,610 1,696 $610,677,487 $0 $0
139 WI Westconsin $318,494,253 1,694 $461,525,567 $167,942,252 $1,011,604,932
140 MA Harvard University Employees $318,489,644 658 $529,303,603 $119,663,049 $499,146,862
141 MI DFCU Financial $318,141,912 1,852 $501,859,938 $143,815,362 $836,554,999
142 MA Hanscom $315,260,559 790 $564,324,806 $139,931,470 $444,135,183
143 CO Premier Members $312,047,584 735 $546,826,190 $84,582,921 $295,470,131
144 VA Langley $311,970,029 1,324 $920,477,948 $13,872,802 $253,971,119
145 NV One Nevada $309,433,733 1,135 $211,487,103 $246,884,696 $66,297,364
146 WA Columbia $309,244,782 864 $597,106,804 $109,285,856 $452,343,935
147 CA California Coast $309,048,088 1,166 $817,982,577 $52,770,518 $234,272,513
148 PA Franklin Mint $308,742,778 1,032 $538,421,864 $131,175,004 $495,973,901
149 IL Great Lakes $307,101,632 649 $513,656,656 $56,656,016 $270,264,890
150 IN Indiana Members $306,236,401 1,818 $778,078,970 $115,309,101 $371,912,482
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151 OH Superior $305,033,834 2,059 $608,718,530 $157,454,714 $856,061,602
152 WA iQ $304,121,266 747 $587,370,865 $49,462,013 $329,684,171
153 NH Service $303,857,248 701 $1,402,269,063 $82,505,013 $86,328,913
154 PA TruMark Financial $297,679,983 978 $811,598,594 $101,546,703 $583,279,080
155 CA Technology $294,791,286 373 $889,688,795 $528,827 $71,591,045
156 WI Capital $291,977,481 1,465 $824,478,819 $50,750,533 $262,587,859
157 CA Firefighters First $290,242,779 801 $814,055,531 $71,184,991 $210,444,476
158 CA First Entertainment $288,621,027 526 $830,813,902 $62,776,674 $184,544,598
159 CA Valley Strong $287,330,757 830 $998,594,786 $56,984,524 $237,989,086
160 NY Sunmark $286,041,146 1,413 $314,510,704 $180,389,318 $0
161 GA Georgia United $285,334,813 894 $444,135,340 $37,491,060 $284,967,171
162 MI Advia $281,838,063 1,588 $900,721,335 $19,085,762 $0
163 MI Honor $280,533,821 1,671 $430,165,262 $160,257,786 $585,289,012
164 IN Notre Dame $279,360,757 1,326 $343,624,511 $164,234,041 $499,548,387
165 OR Unitus Community $277,643,290 1,053 $536,590,306 $97,304,290 $594,101,517
166 TX Advancial $271,167,371 731 $480,462,679 $103,406,597 $471,732,410
167 SC South Carolina $269,929,900 1,044 $758,916,758 $105,227,680 $485,476,248
168 NC Truliant $269,173,839 1,112 $805,245,699 $120,628,590 $403,031,511
169 TX United Heritage $268,997,538 854 $498,961,791 $116,948,838 $0
170 CA San Mateo $268,309,561 495 $634,429,050 $49,793,573 $262,490,548
171 MD Tower $266,900,134 880 $791,283,653 $48,448,073 $639,739,258
172 AR Arkansas $266,407,019 1,787 $436,660,199 $164,408,281 $383,434,896
173 NC Allegacy $263,149,787 1,338 $606,881,784 $97,567,941 $187,798,108
174 OR First Community $260,429,536 1,381 $475,949,281 $100,277,160 $400,653,740
175 HI Hawaii State $259,816,661 569 $367,261,233 $210,727,607 $667,463,201
176 NY USAlliance Financial $259,098,781 294 $872,307,945 $87,512,835 $195,654,776
177 DC Department Of Commerce $254,598,684 534 $370,524,307 $133,202,648 $133,202,648
178 MI Lake Trust $253,439,063 993 $810,862,047 $0 $3,170,558
179 OR Advantis $250,422,828 831 $400,030,679 $165,383,705 $811,267,192
180 IL Consumers $250,308,184 1,098 $541,011,297 $191,281,089 $705,536,022
181 MT Whitefish $249,249,991 805 $945,946,548 $0 $0
182 TX A+ $248,938,760 1,475 $757,700,460 $11,769,336 $47,159,436
183 IL Vibrant $248,440,947 1,075 $405,547,630 $57,644,589 $166,926,569
184 CO Credit Union Of Colorado $246,005,062 939 $491,565,946 $106,226,790 $285,654,379
185 CA American First $245,944,308 330 $424,991,441 $76,751,724 $560,149,077
186 NY Corning $244,684,405 1,283 $420,930,234 $151,304,035 $638,161,430
187 MD Andrews $244,375,099 712 $962,694,430 $0 $716,659,524
188 NY Jovia Financial $243,569,100 615 $1,314,285,472 $132,829,060 $565,522,609
189 ND Town and Country $242,426,712 1,016 $224,678,855 $199,331,371 $16,020,227
190 SC Sharonview $241,626,982 1,158 $507,347,048 $173,285,223 $518,815,861
191 TX Texans $239,547,888 787 $462,127,599 $4,734,410 $0
192 NY Empower $239,435,484 1,251 $709,361,651 $45,305,589 $590,822,231
193 WI Verve, a $238,051,764 819 $586,190,148 $74,739,895 $306,219,974
194 MI Consumers $235,210,821 981 $653,792,691 $290,759,163 $688,579,932
195 FL Campus USA $235,071,229 1,208 $826,141,990 $880,200 $27,024,313
196 MN Hiway $234,076,719 1,022 $531,425,752 $91,638,342 $305,738,839
197 NM Nusenda $232,827,643 1,095 $871,139,737 $133,876,088 $582,971,423
198 ND First Community $232,671,290 950 $429,013,609 $123,344,725 $0
199 MI Arbor Financial $232,438,992 1,260 $421,827,308 $126,713,715 $350,623,746
200 IN Interra $232,046,249 1,028 $654,347,439 $55,861,781 $176,646,871
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201 CA SF Fire $232,009,925 365 $620,228,288 $46,197,004 $270,121,969
202 UT Deseret First $230,252,822 774 $371,888,651 $271,923,571 $0
203 CA Credit Union of Southern California    $230,050,853 541 $696,992,753 $14,983,764 $210,253,579
204 TX Credit Union of Texas $229,766,749 1,610 $331,551,429 $157,040,181 $0
205 OK Truity $227,853,707 935 $182,534,077 $204,967,327 $761,617,657
206 NY AmeriCU $227,627,074 1,249 $1,060,664,532 $0 $151,398,905
207 OR Rivermark Community $226,914,997 805 $189,693,408 $220,467,202 $526,405,138
208 ID Potlatch No 1 Financial $226,856,865 935 $515,737,472 $122,604,619 $437,149,866
209 FL GTE Financial $225,094,909 1,049 $635,081,042 $105,202,144 $824,965,318
210 WA Solarity $223,815,006 749 $356,298,848 $129,048,343 $373,586,319
211 TN Knoxville TVA Employees $222,747,691 1,309 $897,290,246 $8,369,074 $0
212 NM Sandia Laboratory $222,389,513 782 $791,912,346 $48,238,613 $123,211,900
213 MI Frankenmuth $222,386,359 1,373 $297,837,645 $159,006,297 $538,491,291
214 TX GECU $222,259,285 1,530 $574,603,434 $109,016,153 $773,577,264
215 TN Tennessee Valley $221,339,328 1,174 $493,892,318 $90,065,697 $0
216 TN Ascend $218,550,979 1,020 $1,006,977,178 $7,607,875 $0
217 AZ TruWest $216,914,352 567 $334,758,838 $102,681,557 $372,527,479
218 MA Rockland $215,667,802 264 $697,415,324 $49,968,281 $280,727,974
219 TX Austin Telco $214,426,056 712 $803,041,389 $2,144,704 $0
220 SD Black Hills $213,858,239 748 $705,876,708 $76,074,488 $0
221 CT American Eagle Financial $212,227,471 890 $839,874,895 $0 $243,576,530
222 MO First Community $212,090,189 1,173 $557,931,017 $111,618,755 $697,241,561
223 MN Spire $207,121,033 938 $582,119,255 $66,140,922 $274,403,318
224 CA USE $204,669,753 362 $562,244,464 $24,668,394 $132,165,443
225 CA CBC $203,662,906 341 $356,316,204 $51,802,437 $142,151,179
226 NY Polish & Slavic $203,296,775 1,235 $1,100,623,778 $0 $34,757,952
227 UT Utah First $202,905,541 359 $228,907,596 $71,738,389 $0
228 MS Keesler $200,480,061 1,092 $1,101,108,823 $0 $10,021,347
229 AL Avadian $197,989,600 807 $279,074,598 $101,899,610 $31,354,746
230 IL Credit Union 1 $197,022,559 741 $305,375,227 $379,497,878 $586,961,250
231 IN Centra $193,809,714 1,137 $612,278,295 $56,677,885 $238,982,762
232 OR Selco Community $192,896,426 548 $573,057,577 $0 $0
233 MI Community Financial $192,704,065 785 $481,667,811 $65,086,555 $368,222,019
234 CA Northrop Grumman $191,561,901 584 $335,745,082 $151,041,377 $274,946,441
235 TX EECU $190,572,334 968 $617,329,601 $45,347,364 $235,489,362
236 WA Verity $190,229,018 481 $246,461,000 $96,645,275 $235,227,043
237 HI Hawaiian Financial $189,723,450 413 $281,818,287 $136,581,150 $0
238 IA Community Choice $189,433,586 989 $247,140,156 $93,795,410 $0
239 IN Indiana University $188,385,975 777 $667,969,791 $221,000 $2,646,668
240 VA Freedom First $188,375,656 723 $398,575,707 $124,291,854 $0
241 OK TTCU $187,127,580 1,026 $181,109,970 $166,135,130 $573,013,709
242 GA Atlanta Postal $186,478,693 687 $710,843,415 $0 $0
243 TN Y-12 $184,687,373 769 $684,513,652 $1,223,966 $57,419,891
244 CA Altura $183,625,878 545 $526,502,630 $293,000 $7,131,603
245 WI Thrivent $181,642,839 823 $338,819,001 $109,126,379 $455,727,727
246 CA First Financial $181,424,999 528 $124,606,950 $161,458,150 $363,945,384
247 FL Educational $180,161,164 689 $349,285,872 $4,633,290 $63,975,135
248 NE Liberty First $179,746,448 943 $127,801,175 $145,341,675 $0
249 TN Orion $178,861,560 678 $421,689,200 $64,919,814 $30,154,325
250 AZ Vantage West $178,777,482 738 $468,223,900 $42,288,760 $191,735,347
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251 CA F & A $178,649,039 445 $394,053,610 $0 $25,139,622
252 ID CapEd $177,906,784 551 $426,929,996 $36,491,256 $22,961,461
253 IN Beacon $177,291,896 735 $744,062,739 $5,116,452 $28,120,510
254 WA TwinStar $174,215,911 665 $263,821,762 $37,911,463 $378,783,819
255 VA Dupont Community $173,860,752 932 $577,353,547 $69,412,797 $195,627,441
256 FL Tyndall $172,212,267 981 $394,808,064 $61,988,029 $229,672,563
257 ID Beehive $172,016,129 760 $141,020,800 $81,634,998 $5,684,315
258 HI HawaiiUSA $169,788,523 237 $601,365,139 $0 $1,140,165
259 MA Merrimack Valley $168,498,501 564 $526,907,185 $410,000 $153,171,554
260 MT Clearwater $167,578,088 641 $298,517,741 $46,249,139 $267,864,795
261 FL Community First Credit Union of Florida    $167,550,773 766 $692,034,894 $2,812,927 $125,188,232
262 WI Blackhawk Community $164,802,193 901 $332,399,251 $83,438,638 $281,821,787
263 TX Firstmark $164,439,745 338 $265,704,962 $0 $0
264 NE Centris $163,803,777 883 $316,264,676 $24,652,520 $415,723,181
265 NM U.S. Eagle $161,999,002 570 $359,266,993 $46,913,976 $0
266 MN TopLine $161,494,902 702 $228,285,409 $0 $354,588,683
267 ID Westmark $161,342,372 545 $377,227,804 $17,921,498 $54,127,804
268 IL Scott $160,623,954 891 $303,065,137 $52,777,210 $157,011,838
269 KY Commonwealth $159,803,652 1,062 $533,020,427 $26,667,217 $74,101,887
270 DC Congressional $158,263,300 417 $424,762,074 $42,256,006 $189,565,275
271 VT Vermont State Employees $157,789,542 858 $602,755,923 $4,159,654 $178,470,832
272 OR Rogue $157,618,718 972 $466,841,176 $184,110,304 $529,630,336
273 OH KEMBA Financial $155,648,547 837 $437,623,552 $34,323,949 $17,084,626
274 TX Shell $155,584,350 1,011 $387,303,643 $26,034,469 $200,293,157
275 WA Harborstone $155,544,462 337 $516,804,249 $0 $57,075,764
276 NY Island $154,921,077 306 $602,591,002 $63,055,862 $209,089,505
277 CA Pacific Service $152,678,085 458 $438,235,352 $27,686,460 $0
278 GA LGE Community $151,277,736 697 $556,962,620 $2,082,011 $9,639,016
279 GA Georgia’s Own $150,816,139 329 $583,198,932 $81,080,288 $579,509,000
280 NY Suffolk $150,085,720 640 $554,169,664 $16,100,171 $0
281 GA Associated $149,500,212 754 $305,692,733 $81,300,200 $406,571,797
282 MA Alltrust $147,963,468 441 $196,472,487 $93,428,623 $122,138,836
283 MN Members Cooperative $145,719,701 797 $327,903,610 $50,708,749 $855,736
284 FL Launch $145,227,561 583 $367,313,952 $0 $0
285 CA Evangelical Christian $145,206,511 40 $257,154,457 $107,189,929 $366,907,451
286 CA Bay $145,022,250 351 $375,433,219 $40,019,050 $295,016,778
287 OR Maps $144,945,799 563 $273,207,980 $73,914,601 $85,155,949
288 TX Texas Trust $144,684,530 719 $457,301,906 $0 $20,387,650
289 WA Fibre $144,260,909 684 $427,713,870 $23,471,368 $0
290 VA BayPort $142,467,458 569 $584,309,869 $6,197,906 $0
291 WI Westby Co-op $142,401,562 1,147 $280,161,993 $57,130,153 $209,363,017
292 WA Kitsap $142,250,407 760 $373,766,711 $6,479,453 $0
293 CA Foothill $142,032,082 374 $233,377,207 $92,330,300 $240,458,368
294 TN Leaders $141,723,427 818 $112,351,223 $115,994,106 $0
295 FL Pen Air $140,206,464 565 $227,391,390 $72,790,196 $8,013,139
296 OK Tinker $139,846,262 1,468 $360,741,771 $47,039,212 $287,997,002
297 KY University Of Kentucky $139,162,400 1,014 $331,992,698 $9,613,105 $0
298 DC IDB Global $138,834,584 365 $432,559,768 $0 $2,626,276
299 AL MAX $138,487,584 589 $376,909,531 $59,161,866 $184,447,803
300 WA Salal $138,389,201 262 $359,674,056 $49,374,609 $269,146,206
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Tracy Ashfield
THE LAST WORD

  

By Tracy Ashfield

Over the Years, ACUMA’s 
Impact Has Grown

I am so grateful to have been involved 
with ACUMA since the early years 
of the organization. As I write my last 

words for the Pipeline, I wish I had kept 
a journal of all the wonderful memories. 
There are so many. 

From the very first meeting the goal 
was to create an association devoted to 
education and networking for credit 
union lending professionals. That mis-
sion has never wavered.

When ACUMA was founded 25 years 
ago credit unions held under 2% of the 
U.S. mortgage market. Total originations 
topped out at $15.6 billion.

Although the final numbers aren’t 
in yet, I suspect in 2021 credit unions 
will provide about $300 billion in first 
mortgages to their members and mar-
ket share will be right around 8%.

The astounding growth over those 
25 years has happened thanks to all the 
dedicated credit union teams that help 
members every day. With an assist from 
equally dedicated business partners, these 
teams make a difference for so many. 

I believe ACUMA played a role in 
that growth. It wouldn’t surprise me 
to learn that attendance at ACUMA’s 
2022 Annual Conference in Las Vegas 
in September will top 500. 

A LONG TIME AGO...
But you might be surprised that I can 
remember an early Annual Conference 
with just 40 attendees. It was held in the 
bright and dynamic city of New York. 
The numbers then might have been 
small, but the passion and commit-
ment of the group loomed large.

I took a moment to revisit the agenda 
for that conference. It was a walk down 
memory lane, for sure. But it was also a 
reminder that the education and net-
working that happens when ACUMA 
members gather results in actionable 
strategies that have impacted our indus-
try.

A part of the agenda that year cen-
tered on how the CUSO structure 
could be used to help credit unions 
get into mortgage lending. The 
credit unions represented in the 
room all had growing mortgage 
programs, but they were also 
keenly aware of how big a com-
mitment it is to launch a new 
program. Not every organiza-
tion can go it alone.

Today, there are about 30 mort-
gage CUSOs helping their fellow 
credit unions bring mortgages to 
more members.

I looked back at the confer-
ence attendee list and speaker 
roster, and it’s clear those dis-
cussions sparked the creation of 
mortgage CUSOs.

We also talked (and if I am honest, 
lamented) the regulatory requirements 
that come with offering mortgages. 
Looking for efficiencies, attendees 
brainstormed ideas on how to automate 
tasks that were being done manually.

Who remembers handwriting those 
Good Faith Estimates that were often 
done on two-part forms with the top 
copy going to the member and the yel-
low copy getting two-hole punched and 
placed in the file? No wonder automa-

tion was top-of-mind.
Little did we know then that the 

regulatory requirements would only 
intensify. And as they did, ACUMA 
engaged experts to help credit unions 
implement changes and exchange best 
practices.

THOUGHT LEADERSHIP
There are also examples where  
ACUMA introduced its members to 
thought leaders in the industry who 
would later emerge in highly impactful 
roles. For example, at the 2011 Annual 
Conference held at the beautiful M Re-
sort in Las Vegas, we introduced our 
members to Mark Calabria.

At the time Calabria was with the 
CATO Institute, and he provided a 
compelling keynote address to confer-
ence attendees.

Six years later then-Vice President 
Mike Pence selected Calabria to be his 
Chief Economist. In 2019, he was cho-
sen to run the Federal Housing Finance 
Agency, and he was once again on the 
ACUMA stage. At the conference that 

year, Calabria sat with me for an 
informative Fireside Chat.

There are so many more ex-
amples of the good that comes 
from learning together, collabora-
tion and networking. It has been 
an honor to participate and lead 
many of those discussions.

It has also been a privilege to 
be a part of ACUMA for two 
decades and to lead it for the last 
two years. I have learned so much, 
made friendships that will last  
for a lifetime and truly enjoyed 
all the conferences, workshops,  
ACUMA on the Go programs 
and, of course, all the one-on-one 

conversations with all of you.
2022 will bring a new chapter for 

ACUMA and a new chapter for me. 
Be assured, my passion and commit-
ment to credit unions won’t change. I 
will seek out ways to continue to make 
a contribution to helping to continue to 
move that market-share needle in an 
upward direction.

Thank you for these wonderful years, 
and may 2022 bring good health and 
joy to all.

“

“

The education 
and networking 
that happens 
when ACUMA 

members 
gather results 
in actionable 
strategies that 
have impacted 

our industry.
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  www.FICS.com™

972.458.8583

Software With People Behind It
• Personal Touch
• Our Receptionist Answers Your Calls
• Promptly Connect with Support Staff 
• Knowledgeable & Courteous
• Hands-On System Training

Use our Loan Origination and Mortgage Servicing Software to originate and service more 
loans per employee; automate investor reporting, allowing you to effi  ciently service loans for 
Fannie Mae®, Freddie Mac®, FHLB and other investors; and deliver superior customer service.

Credit Unions of All Sizes Prefer FICS®

FICS’ software automates your 
mortgage processes, giving your 
staff  more time to deliver prompt, 

personalized customer service.

Has Your Back!

27% of the Top 300 1st Mortgage Granting Credit Unions Use FICS® Software*

“When we need help, we’re able to contact somebody and speak with them immediately 
without having to send an email and getting a response two days later.”

FICS® Customer Since 1986

We help your staff  work eff iciently and 
meet your members’ needs.
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