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Technology 

is pushing 

lending in new 

directions



As I write this, the yield on the 10-year Treasury note is around 2.7%, down from its recent peak in 

mid-June but still well above its 1.1% level a year ago. 

For banking institutions, rising rates stand to be both good news and not-so-good news—wider 

net interest margins have provided a welcome boost to profitability, while at the same time, high-

er borrowing costs have undercut demand for mortgage and commercial loans. There’s also the 

worry that the Federal Reserve’s monetary tightening to fight inflation will trip the economy into 

recession, leading to more nonperforming loans and defaults.

Longer term, the trends toward greater scale and increasing competition from nonbank players 

are driving more focus on the cost side of doing business. Technology advances are helping on 

that front—including in lending, which is the theme for this month’s BAI Executive Report.

Our lead article by contributing writer Ed Lawler makes a case for banking institutions to expe-

dite their move to lending technology as a way to not only protect their NIMs but also provide a 

more streamlined customer experience.

He spoke with several bankers and other industry watchers about how they are embracing lend-

ing technology through their websites and mobile apps. Decisions on individual loan applications 

can now be made in a matter of minutes, in keeping with the speed and ease-of-use standards 

set by fintechs.

More effective use of data underlies much of the success that banks and credit unions are having 

in balancing the risks and rewards of lending via a digital platform. Crunching the data can also 

generate rich and potentially profitable consumer insights. 

Along with deepening customer connections, data can be employed to widen the pool of would-

be borrowers. Some institutions are doing this by integrating “alternative data” sources into  

their decisioning.

Contributing writer Dawn Wotapka looks into how financial services providers are putting alt- 

data to work to increase loan access for the many millions of Americans who are underbanked. 

This is another area in which enterprising fintechs have gotten a head start, but traditional banks 

are beginning to catch up by considering rent- and bill-payment history, credit-card usage, 

checking account cash flows and other factors to help determine how much credit risk a given 

borrower represents. 

Among those credit-invisibles are many in the leading edge of Generation Z, who are now in their 

early 20s and just getting situated in the working world. Banks that can develop ties with them 

now, while their credit files are still thin, may position themselves to build strong and lasting 

relationships with this demographic.
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Terry Badger, CFA, is the managing editor at BAI.
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BY EDMUND LAWLER

Thriving in a 

higher-rate 

environment 

A faster migration to digital can help financial 

services providers better cater to customers 

while protecting margins on lending products.



Hill, Blake says financial services organizations must 

not only offer competitive loans but also do so fast— 

almost instantly.

“It’s no longer something that takes six to 10 days 

to an initial underwriting,” she says. “Consumers are 

pressed for time.”

Hill says Rivermark is in the process of extending 

digital loan services to small businesses with the goal 

of making the lending platform as efficient as those 

of the best-in-class fintechs. Spurred by an economy 

recovering from the COVID-19 pandemic, Hill says 

small-business loans at Rivermark have increased 

30% to 40% in the past year.

Rising interest rates are a double-edged sword 

for financial services organizations. Higher rates  

union. “It allows members to borrow anywhere at any 

time with a mobile app or on a website. An application 

is approved within minutes versus days or weeks.”

For example, potential homebuyers can get an instant 

preapproval letter for a mortgage, which lends weight to 

a purchase offer when they find the home of their dreams.

“We’ve been a digital-first credit union for a few years 

now, even pre-pandemic,” says Hill, a veteran banker 

who has held executive positions at Wells Fargo and 

California Bank & Trust. “We continue to focus on get-

ting members what they need as quickly as possible, 

whether it’s through our online services or our mobile 

app that allows us to do consumer loans online.”

Teresa Blake, a partner in KPMG’s financial services  

practice, leads the firm’s lending transformation capabil-

ity. A former senior vice president with Bank of America, 

Blake says the mortgage lending market is especially 

competitive with the entry in recent years of fintechs.

“There are so many new entrants in the market,” she 

says. “On the mortgage side, many of our clients have 

developed new origination systems. They are also 

rethinking everything from point-of-sale to their pa-

per-management systems to their pricing engine.”

All the elements in a digital lending ecosystem must 

work in harmony—and they have to work fast to 

meet consumer expectations. Echoing Rivermark’s 

R
ivermark Community Credit Union has no 

control over the rising federal funds rate 

or the yield on a 10-year Treasury note, 

both of which have a sizable impact on 

would-be borrowers.

But the Beaverton, Oregon-based institution can con-

trol the borrowing experience of its 90,000 members 

with its smart use of lending technology.

“Our technology speeds the process by digitalizing 

the experience for our borrowers,” says Aben Hill, 

chief lending officer of the $1.3-billion-asset credit 
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improve an organization’s margins, but they reduce  

loan volumes and raise the risks of underperforming 

loans and defaults. 

In a cooling lending environment, organizations need 

to economize. “When you digitalize and achieve speed 

of execution, you lower the overhead costs,” Hill says. 

“You minimize the amount of human touches to the 

application. Normally, two or three employees might 

be involved. But with a digital platform, it could be 

done with one or none because it’s done through a 

computer algorithm.” 

Hill says Rivermark leverages artificial intelligence 

and machine learning, fueled by data, to improve 

lending efficiency. “Data and analytics help manage 

pricing, making it more predictable. It manages risk 

more accurately because algorithms help authenti-

cate the loan applicant.”

He adds that data helps Rivermark understand consumer 

buying patterns and interests. “If you have an individual 

interested in a mortgage, it may signal their interest in a 

credit card or auto loan. Analytics creates opportunities 

to cross-sell and get a larger share of wallet.” Edmund Lawler is a BAI contributing writer. 

Banks and credit unions that invested in their tech-

nology stack, including digital lending platforms, while 

interest rates were low will enjoy a competitive advan-

tage in the higher-rate environment, Blake says. 

“But banks still trying to figure out pieces of their 

digital journey are going to struggle,” she says. Orga-

nizations saddled with antiquated technology—such 

as a 20-year-old mainframe system—have a signifi-

cant amount of work ahead of them. So do those that 

have yet to migrate to the cloud and are still wrestling 

with a self-service strategy. Overlaying a new digital 

lending platform over disjointed legacy lending sys-

tems won’t solve the problem.

“Just trying to catch up will be a challenge,” Blake 

says. “By the time you deploy something these days, it 

may already be obsolete. Fintechs can develop some-

thing in a four- to six-week cycle that may have taken 

you six months to a year to deliver.”

Simplifying the borrower’s experience is key. “Provid-

ing more self-service options and making it easier to 

find the right person to complete that transaction is 

essential,” Blake says. “Are you easy to do business 

with? Can I look at your mobile app or website and 

understand the next steps?”

AI and machine learning will advance lending efficiency, 

Blake says. “But we have only just skimmed the sur-

face. Banks could be using AI in much more complex 

underwriting scenarios by moving from rules and logic 

to evaluating a borrower based on additional data and 

factors. Using AI in the underwriting decision allows 

you to look at factors beyond a borrower’s FICO score.”

Although their size and complexity may make mort-

gage loans seem like a tempting target for fraudsters, 

Blake believes the digitalization of mortgage lending 

does not pose extraordinary risks.

“There have been advances in the tools and ability to 

detect fraud. New tools can raise red flags and detect 

fraud, stopping suspicious account openings,” she 

says. “Bankers are making the initial credit decision 

more quickly. But on the back end, when it comes 

time to actually send money, controls are in place that  

protect the lender.”

But, she adds, “You have to be super diligent in the 

mortgage space not only to protect the consumer 

but to protect your institution from someone trying 

to crack the code. Technology will continue to close 

loopholes and outsmart the fraudsters.”

Innovation in all phases of digital lending will carry the 

day. “Lenders must think about their innovation strat-

egy in the same way they think about protecting their 

regulatory health,” Blake says. “Innovation is critical 

at a time when a lot of lenders are still dealing with 

regulatory scrutiny. If they are innovating and thinking 

about products in a new and exciting way, then that is 

good for all of us.” 

Data and analytics 

help manage pricing, 

making it more 

predictable. It manages 

risk more accurately 

because algorithms 

help authenticate the 

loan applicant.

ABEN HILL, RIVERMARK COMMUNITY CREDIT UNION
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Building next-

gen relationships 

through lending 

Millennials and Gen Zers put a premium 

on fast, easy and convenient banking, 

and credit products can be a path 

to making a lasting connection.

BY TERRY BADGER, CFA



BAI: Why is lending the right banking product to 

use as the foundation for building strong relation-

ships with millennials and Gen Z customers?

RAJESH SHAH: First and foremost, if you think of 

lending, just the diversity of products allows us to sell 

to a very wide range of customers. We cover every-

thing from student to auto to credit card to mortgage 

to buy now, pay later. The diversity of products is a 

tremendous asset in terms of attracting or engag-

ing our customers. I’ll also say that lending gives us 

an amazing tool to be able to learn from their trans-

actions, their behaviors, to be able to deepen the 

relationship with our customers. 

The leading edge of the millennials are in their late 

30s and early 40s, so they’re well along in their 

working careers. They’re buying homes, and they’re 

having children. What do these people want, lend-

ing-wise, and how do banks best deliver it? 

BALMUKUND SHUKLA: If I look at the economy life 

cycle and what has happened since 2008 and 2009, 

there’s been a huge change in the lending landscape. 

A lot of new banks came in. The intent was always to 

disrupt what is not working today, and during the pan-

demic, this disruption further accelerated. Customers 

want a seamless experience as they go through their 

life cycle. What they look at is, “What’s my experi-

ence from an onboarding perspective? How do I do 

payments and remittance? Do I have end-to-end  

experience?” Customers are looking at the banking 

firms that they’re working with and thinking about 

their options to find a better experience.

SHAH: This is a generation that is digital-native, and they  

absolutely expect an instant digitized qualification.  

M
illennials and Gen Zers have been a 

major force in the retail space for years 

now, and as they head into their prime, 

they’re attracting more attention from 

the banking industry.

But according to BAI research, attracting a millenni-

al or Gen Zer is one thing, and holding them for the 

long term is another. These younger Americans want 

fast, easy and convenient access to products and 

services, and they can be quick to jump to another 

banking institution for what they believe will be a  

better experience. 

BAI recently spoke with Rajesh Shah, head of  

engineering at Citizens Bank, and Balmukund Shukla, 

a partner at Infosys, about how digital lending prod-

ucts may be the best avenue to connect with these 

younger generations.

The interview has been edited for length and clarity.

BALMUKUND SHUKLA 
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the experience. First and foremost is creating a 

modern vibe and experience. Also, a conscious 

shift toward omnichannel. Mobile-first is extremely  

important, but it doesn’t have to be only mobile. If 

the customer is coming through a phone or online or 

coming into the branch, we really want to make sure 

that they’re able to start from where they left off. And 

then leveraging the power of data to simplify cross-

sell and upsell opportunities, whether it’s in lending 

or moving into wealth management space or our  

retail space. 

That brings us to the core ingredients needed to de-

liver that. The first one is transparency. From a lending 

standpoint, whether it’s origination, underwriting, 

servicing, operations or disbursement, it’s about en-

suring we are able to do that transparently. Second is 

optionality. In terms of goals, you may have one per-

sona whose key goal is to save money and another 

who may want to minimize their monthly payments. 

To cater to both, we build our experiences so that we 

are able to get to the multiple dimensions of personas. 

On the other hand, the oldest members of Gen Z are 

only in their mid-20s. They’re just getting started 

in the labor force, and fewer of them are doing the 

homes-and-family thing yet. What does Gen Z want, 

and how do you connect with them now?

SHUKLA: It’s very important to bring what we call 

creative financial education to these customers, be-

cause that builds confidence in the system. We also 

need to connect with them where they spend most 

of their time. This generation is what they call the  

“TikTok generation,” and new things are coming up 

now like NFTs (non-fungible tokens), the metaverse, 

new games and more. The intent here is “How do we 

bring great products over their life cycle and then 

connect back to where they’re going to spend most of 

their time?” That’s how I would say we take it forward.

As you’ve been working together to create  

the technical capabilities needed to support rela- 

tionship building, what’s that process been like 

and what are some of the key challenges that 

you’ve run into? 

SHAH: Like any financial services or any large orga-

nization, I think there are two key challenges that we 

have to address. The first one is talent. Everyone knows 

how important talent is, especially if you are trying 

to build some of these most leading- and bleeding- 

edge solutions. The ability to hire the best talent has 

been a very important piece. The second one is really 

simplifying our internal processes. We had to almost 

re-imagine our process front to back. Partnering with 

Infosys has helped us understand the crowdsourced 

intelligence of what’s happening—not just on the 

financial services side but also on the fintech side. 

Millennials and Gen Zers are notoriously fickle 

when it comes to banking—they tell us they will 

happily switch banks for a better experience. 

Catching one of them is one thing; keeping them is 

another. How do you keep them?

SHUKLA: Banks need to focus on three important 

things. The first is providing a mobile app-first ex-

perience throughout the end-to-end journey. The 

second is business domain-based platforms where 

decisioning becomes a service across multiple lend-

ing products so the customer doesn’t have delays. 

And third, very important, is a customer-centric data 

ecosystem with simplified data structures so banks 

can quickly mix and match the data attributes avail-

able to learn from it.

SHAH: Products can always be copied. I think where 

you win the game is in terms of how you differentiate  Terry Badger, CFA, is the managing editor at BAI.

Everyone knows how 

important talent is, 

especially if you are 

trying to build some of 

these most leading- and 

bleeding-edge solutions. 

The ability to hire the 

best talent has been a 

very important piece.

RAJESH SHAH, CITIZENS BANK
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BY DAWN WOTAPKA

Can tech make 

lending more 

inclusive? 

Use of AI and machine learning to 

process and underwrite loans promises 

more access for the underserved, but 

algorithms alone can’t do the job. 



Tommy Gallagher, founder of topmobilebanks.com  

and a self-described finance and digital-banking 

enthusiast, though he does not expect the trend to 

last long. “This will be temporary, and the number 

of lending options for underbanked customers will  

continue to grow as soon as we start recovering from 

(the slowdown).” 

In some cases, smartphones are leading the way. Apps 

and other services give the unbanked instant and easy 

access to services that may have once required visit-

ing a physical bank. Still, many encourage the industry 

to move beyond the metrics that have long been used 

to judge a consumer’s creditworthiness. 

“To ensure that existing barriers to funding don’t 

remain blocked, it’s essential that the current one-

size-fits-all models of credit assessment are not 

adopted by new fintech solutions,” says Mila Garcia, 

co-founder of iPaydayLoans, part of a controversial 

ecosystem that has long served the unbanked. “In-

stead, these systems should be designed to utilize 

next-generation alternative data that effectively en-

capsulates a wide spectrum of sources such as credit 

card usage patterns, bank account cash flow analysis, 

rent, utility bills, cell phone and Wi-Fi bills.” 

None of those factors documents creditworthiness on 

its own, Garcia adds, but “aggregated, they can pres-

ent a responsible individual who may have previously 

been dismissed as risky and unqualified using tradi-

tional credit assessment models. This, in turn, should 

help a significant chunk of ‘credit invisibles’ to join the 

mainstream financial ecosystem.”

Mortgages, the most significant building block in cre-

ating generational wealth for many consumers, are 

ripe for change. Consider this: A recent study from the 

W
hen it comes to banking, technology 

faces an increasingly important task: 

Boost inclusivity.

Many industry watchers hope that 

technology, including artificial intelligence and ma-

chine learning, can improve lending for the unbanked 

and the underbanked, who together number many 

millions in the U.S. 

For many consumers, it’s easy to access the tools to 

build credit that can help create wealth. But the un-

banked rely primarily on cash, which complicates 

everything from paying bills to building credit. Regu-

latory and internal process hurdles and varying levels 

of data quality are among the reasons for the lack of 

access, according to PwC. 

The industry knows things have to change: “Banks are 

serious about their commitments to narrowing racial 

inequality gaps,” notes PwC, which has worked with a 

top 20 bank to use AI to understand individual finan-

cial needs and preferences. Current economic events 

may pause progress as businesses and consumers 

grapple with skyrocketing gas costs, higher mort-

gage rates and yet another resurgence of COVID-19. 

Some employers are laying off staffers, an action that 

seemed unheard-of just a few months ago. 

“In 2022 and 2023, we may see the slowdown of mi-

cro and small lending by the fintech companies,” says 

TOMMY GALLAGHER 
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A recent report from the Brookings Institution makes 

the case that artificial intelligence provides an oppor-

tunity to create better systems. 

“The status quo is not something society should uphold 

as nirvana. Our current financial system suffers not only 

from centuries of bias, but also from systems that are 

themselves not nearly as predictive as often claimed,” 

the report notes. “The data explosion, coupled with 

the significant growth in machine lending and artificial 

intelligence, offers tremendous opportunity to rectify 

substantial problems in the current system.” 

Journal of Financial Economics found that borrowers 

from minority groups were charged interest rates 

nearly 8% higher and were rejected for loans 14% more 

often than their white counterparts. 

Real estate values and listings have changed dramat-

ically in recent years. Today, it takes lenders just a 

few seconds to find out how much a house is worth. 

Ideally, AI and other technology will help speed up the 

more straightforward applications, freeing up time for 

the more complicated ones. 

“Technology can take a lot of the subjectivity out of 

lending. It enables mortgage lenders to provide quick 

pre-qualifications, speeds up approvals and provides 

more concrete steps for prospective homeowners to 

follow,” says Kristin Keller, senior vice president of real 

estate lending at Amplify Credit Union, a real estate- 

focused credit union with more than $2 billion in loans 

originated and serviced. 

“The most exciting change coming is the ability to use 

artificial intelligence to process and underwrite loans. 

This means more loans on shorter timeframes, but it 

also means more time for individualized support. Our 

loan officers can spend more time working with the 

community on complicated applications that cannot 

go through automation.”

But here’s the rub: “The trick with using algorithms 

instead of human judgment for mortgages is that, in 

many cases, borrowers from historically underserved 

communities are bad bets on paper. They’re likely to 

have worse credit scores, lower incomes and less sav-

ings,” says Martin Orefice, a former real estate agent 

and chief executive of Rent to Own Labs, a listing site. 

“Lenders who are truly dedicated to achieving justice 

in these areas will need to take more financial risks Dawn Wotapka is a BAI contributing writer.

than they otherwise would, and no well-designed al-

gorithm is going to suggest doing that.”

And security issues continue to loom large. Hackers 

and fraudsters often seem to be one step ahead of the 

latest technology. “A clear legal and regulatory frame-

work is required to accommodate new technologies 

and players, while also addressing the risks associated 

with innovation,” says Bram Jansen, a cybersecurity 

expert and chief editor at vpnAlert.com. “Using a test-

and-learn regulatory strategy, market developments 

can be closely monitored to address this concern.”

The most exciting change 

coming is the ability to 

use artificial intelligence 

to process and underwrite 

loans. This means 

more loans on shorter 

timeframes, but it also 

means more time for 

individualized support.

KRISTIN KELLER, AMPLIFY CREDIT UNION
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BY KRIS FRANTZEN

Digital experience 

vs. customer 

journey

Forward-looking banks and credit unions are searching 

for a balance between technology’s convenience and 

the know-how provided by human employees.



pre-populated data sourced from the existing rela-

tionship with the financial institution. A text message 

the next day with notification of a loan approval is also 

nice. But none of this is as beneficial as an instan-

taneous, personalized loan decision and next steps 

delivered in one sitting. 

According to recently published survey results, 

financial institutions seem to recognize this distinc-

tion when directing investment dollars. “Customer 

experience as a top innovation driver is losing some 

steam, as many organizations see the value in oth-

er types of innovation drivers, including internally  

focused initiatives,” the report notes. “This indicates 

that institutions are recognizing that infrastructure 

investments need to be made in order to support  

consumer-facing systems.”

The foundation of the consumer digital loan or ac-

count application experience may be a banking  

institution’s website or mobile app, but the founda-

tion of the consumer journey is the systems, people 

and processes behind the scenes. So, it’s a good idea 

to start with that foundation when optimizing the  

consumer journey. 

Identify the areas of friction in those processes—the 

need to access multiple systems, the extra clicks a 

user needs to perform, manual decision points or 

handoffs between people or teams. In almost all cases, 

it’s these inefficiencies that delay the consumer’s jour-

ney to the ultimate desired destination, whether it’s 

getting funds into a new account or receiving a loan 

to buy that new car. 

Of course, a major difference between the airline expe-

rience and the digital lending experience is that banks 

and credit unions assume risk in lending money to the 

consumer. Fast decisions are critical to the application 

experience, but accurate decisions are critical to the 

institution’s balance sheet. 

our flying experience. We can book or change flights, 

change seats and check the status of a flight on our 

phones. We no longer need to print boarding passes 

or search for a gate agent. 

But alongside these tech-driven positives exists a 

lengthy list of negatives: airplane seats seem to shrink 

each year, delays are more commonplace and we all 

shudder at the thought of waiting for checked lug-

gage to arrive at baggage claim. In other words, our 

digital experience with the airlines is undeniably bet-

ter, but the journey may be worsening. 

The purpose of travel is typically not the flight itself—

it’s the destination. Similarly, the aim of a loan applicant 

A
s fintech upstarts continue to encroach 

on banking relationships and Big Tech 

redefines customer expectations, com-

panies in all industries are reimagining 

the consumer experience. This is especially true 

in financial services. Digital delivery of financial  

services—whether opening an account, applying for 

a loan or carrying out another account transaction—

has become table stakes. Now, the industry’s focus 

turns toward optimizing those platforms.

On a recent trip, I was thinking about this focus on dig-

ital experience—and how the aims of airlines relate to 

those of banks and credit unions. Think about the dig-

ital enhancements that the airlines have introduced to 

is not to complete the application, but rather to buy that 

new car they’re seeking to finance, or begin the kitchen 

renovations that will be funded by a line of credit. For 

many consumers caught between the bumpy economic 

recovery from the pandemic and rising prices, access to 

loans can have even higher stakes. 

Wise organizations recognize the distinction between 

the consumer digital experience and the consumer 

journey. Increasingly, that journey begins on a lap-

top, tablet or mobile device, so the accessibility, look 

and feel, and ease of use of the digital front end is 

important. But it’s not paramount. Slick data capture 

on a new account application website is nice. Nicer  

still is a personalized application experience with  

The foundation of the 

consumer digital loan 

or account application 

experience may be a 

banking institution’s 

website or mobile app, 

but the foundation 

of the consumer 

journey is the systems, 

people and processes 

behind the scenes.
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and the knowledge and empathy that can only come 

from a live employee. Many have systems that can 

perform sophisticated evaluation of all available data 

about applicants, credit data and collateral. Some have 

begun using models based on artificial intelligence 

and machine learning. In all cases, financial institu-

tions focus on process for continuous optimization of 

credit policy and agility in implementing changes to 

meet market demands.

Efficiently leveraging data and integration across 

systems, streamlining and automating workflow and 

decisioning, and replacing manual and paper-based 

processes and tasks will empower a bank or credit 

union to optimize the journey. It will get consumers to 

their destination faster and more efficiently, and that’s 

the key to having satisfied account holders who will 

come back for more services and influence others to 

try their bank or credit union. 

The risks are growing, too. Consumers generally take 

out auto loans either for higher-priced new vehicles or 

for riskier used-vehicle collateral. According to recent  

data from the National Credit Union Association,  

used-auto loans rose 13.4% year over year to $272.9 

billion in the first quarter of 2022, and new-auto loans 

rose 3.6% to $145 billion. Unsecured personal loans, a 

lifeline for many consumers, offer relief from overload-

ed, high-interest credit cards. These loans are being 

sought by subprime applicants and those lacking 

robust credit histories upon which traditional under-

writing benchmarks have been established.

Transferring loan decisions from experienced human 

underwriters to automated systems is a risk for the fi-

nancial institution. But the speed and personalization 

required to meet consumer expectations, as well as 

the sophistication required to mitigate credit risk, de-

mand data-centric automated loan risk assessment, 

pricing and decisioning.

Most institutions recognize this reality, and they’re 

searching for a balance between speed and technology  Kris Frantzen is VP, product strategy, at Temenos.
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Balancing 

consumer risk 

with seamless 

digital CX
A robust identity verification platform 

can enable lenders to confidently build 

a more complete picture of would-

be borrowers of every generation.

BY CHRISTINA LUTTRELL



during the process. According to a 2021 report by  

Aite-Novarica Group, only 31% of lending institutions 

had negligible rates of fraud incidence. 

To adopt a more effective approach to fraud miti-

gation, lenders need a system that delivers flexible 

workflows for verifying prospective customers. A  

robust identity verification (IDV) tool provides lenders 

with a multilayered picture of an identity and delivers 

more points to help financial institutions evaluate a 

borrower’s risk. Relying on flexible workflows, lend-

ers are empowered to verify anyone, anywhere in the  

customer journey, with minimal identity data and a 

lighter ask from the consumer.

Transparency into the data used to evaluate a bor-

rower’s risk is also critical. Simply put, lenders must 

understand the factors used to accept or reject an ap-

plication. Yet not all IDV solutions offer a high level of 

transparency. IDV models that rely on nontransparent 

scoring often do not provide insight into the potential 

risk/risk signals associated with an identity needed to 

inform modern decision-making workflows.

BAI suggests that financial institutions establish 

“trust through transparency.” Lenders should consider 

revisiting their traditional methods for managing risk. 

Transparency gives financial institutions more insight 

into the layers of a consumer’s physical and digital 

identity attributes. Transparency also enables lenders 

to collect only the data they need from consumers, 

reducing friction and further building consumer trust. 

WHAT TO EXPECT FROM ROBUST IDV TECH

By evaluating digital identity attributes such as IP ad-

dress, email, mobile phone number (as well as mobile 

service-related data, such as account status, type and 

age) and other personally identifiable information, 

lenders can detect synthetic identities, invalid inputs 

and other issues with an identity.

N
avigating economic and consumer un-

certainty and tight competition while 

deterring fraud and staying compliant 

is no small feat. With these challenges 

in mind, lenders of all sizes can leverage technology 

to evaluate consumer riskiness and create seamless 

digital experiences, which are critical to attracting and 

retaining customers. Technology can also play an im-

portant role in identifying and meeting the financial 

needs of a multigenerational customer base. 

Throughout the pandemic, digital lending provided 

a critical source of emergency funding for millions 

of consumers. Now, consumers must figure out how 

to fund both routine and one-time expenses as in-

flation erodes the purchasing power of their income. 

Digital lending solutions can help fill the gap creat-

ed by stagnant wages and record-setting inflation, 

particularly when lenders focus on the delivery of a 

customer-friendly loan origination process. 

In fact, alternative lending has seen strong growth in 

recent years and is poised to continue growing. A study 

by IDology reports that 18 million Americans signed up 

for online lending accounts last year. But our report also 

found that consumers are willing to switch financial ser-

vice providers—more than 30 million are considering 

changing providers in the next 12 months.

While the demand for alternative lending will remain 

high, lenders must more accurately judge consum-

ers’ riskiness without applying excessive friction 

While the demand for 

alternative lending will 

remain high, lenders must 

more accurately judge 

consumers’ riskiness 

without applying excessive 

friction during the process. 

According to a 2021 

report by Aite-Novarica 

Group, only 31% of lending 

institutions had negligible 

rates of fraud incidence. 
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lending options, Juniper suggests incorporating ro-

bust and inclusive identity verification into the core of 

the user experience as it relates to digital onboarding. 

Juniper notes that the reason to use alternative lend-

ing is to provide more accessibility than traditional 

lending—so it’s essential to implement digital identity 

verification correctly. 

Most lenders feel competitive pressure to meet cus-

tomer demand for faster underwriting, origination and 

servicing options. Verifying digital identity attributes 

behind the scenes, combined with traditional per-

sonally identifiable information, reduces the need for 

manual intervention during the KYC process.

When it comes to securing and sustaining a competi-

tive advantage in the alternative lending marketplace, 

knowledge is power. Lenders can overcome many com-

petitive threats by locating and smoothly onboarding 

legitimate customers with a secure, frictionless jour-

ney. This means using robust, flexible lending tech to 

make the digital experience more seamless. 

A technology that can work behind the scenes to build 

a fuller picture of potential customers empowers lend-

ers to make strong business decisions. Making softer 

touches with minimal consumer friction allows for a 

scalpel approach to data collection. Implementing a 

robust IDV platform that enables lenders to serve to-

day’s customers with a seamless process can also 

help them confidently build a more complete picture 

of consumers of every generation. 

Christina Luttrell is chief executive officer for GBG 

Americas, a global leader in multilayered identity 

verification and fraud prevention. 

To avoid excessive friction, IDV can evaluate risk with 

minimal identity information. For example, by using 

digital identity attributes to qualify leads ahead of 

Know Your Customer/customer identification proce-

dures, lenders can leverage an IDV solution to predict 

the risk of a failed loan conversion, first-payment de-

fault or failed funding. 

IDV can also create a low-friction workflow by reviewing 

details that users may be more comfortable providing. 

For example, a potential workflow may rely on less- 

sensitive data points, such as name and phone number. 

Balancing faster service against the need to keep risks 

low means finding the right keys to predict and prevent 

risk and identity fraud. By collecting and assessing dig-

ital identity attributes, particularly mobile number and 

email and IP addresses, you’ll have the power to better 

evaluate the identity of your consumer.

Finally, regulatory requirements, such as those related 

to money laundering and KYC, can be difficult to ad-

dress in the digital realm. When discussing alternative 

Approve More Customers 
Without Increasing  

Friction or Fraud
The IDology Difference:

•  Grow your customer base with the
industry’s highest locate rates

•  Drive more revenue through faster
transaction approvals

•  Decrease costs through reduced manual
review processes

Industry Leaders Choose IDology:

4,000+ 
Customers

30+ of the Top 100 
Financial Institutions

2,500+ 
Banks and Credit Unions

Visit IDology.com 
to learn more. 

Innovative solutions to 
streamline customer 
acquisition, deter fraud. 

By collecting and assessing 

digital identity attributes, 

particularly mobile number 

and email and IP addresses, 

you’ll have the power to 

better evaluate the identity 

of your consumer.
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BY STEPHENIE WILLIAMS

7 ways to 

showcase your 

lending strengths 

At a time of rising interest rates and 

growing economic uncertainty, 

Americans are motivated to find the 

credit option that fits them best.



Promote your rates and rewards. Interest rates 

have crept up and will continue to go higher. Make 

sure people are aware of your competitive rates and 

rewards by highlighting them in your marketing. 

While most people don’t think in percentages, try to 

spotlight their potential monthly payments for a fixed 

loan in your messaging, too. Restrictions or required 

disclosures may apply, so check with your legal or 

compliance department.

Target ‘in-market’ customers. If you intend to be 

competitive, strike while the iron is hot. You must 

reach prospects with your best offer precisely when 

they’re in the market for a loan or credit card. By an-

ticipating the needs of your current customers, you 

position your preapproved offers top of mind, so they 

know you stand ready to serve them. 

Offer multi-loan preapprovals to existing customers.  

Many people lack confidence in their ability to be 

approved for a loan nowadays. Alleviate their anxi-

ety by providing preapprovals to your customers so  

that when they are in the market, they will come to 

you. Multichannel multi-loan preapprovals allow 

customers to access, review and accept multiple 

prescreened loan offers at every touch point, driving 

loyalty and revenue.

Adopt an always-on, omnichannel approach. 

Discover the importance of implementing an ef-

fective 24/7/365 strategy that puts loan offers at 

shoppers’ fingertips to accept anytime, anywhere. 

Communicating with consumers through multiple 

channels, including email, digital, mobile, direct mail 

and connected TV, is a proven method of increasing 

acquisition and driving revenue.

Set up an alerts program. Receive notifications from 

multiple credit bureaus whenever a credit inquiry is 

T
he 2022 Vericast Financial Service 

TrendWatch report indicates that 86% of 

consumers are generally happy with their 

primary financial institution and get what 

they need from that relationship. 

But the report also identifies two critical products that 

consumers are open to getting from a different finan-

cial institution: loans and credit cards.

When you factor in rising inflation, tight supply chains, 

expected rate hikes and the increased popularity of 

neobanks, particularly with millennials, it’s clear that 

competition for loans and credit will be fierce.

For these reasons, it’s more important than ever for 

financial institutions to be ready with relevant, per-

sonalized credit offers at the time people need them 

most. Here are some ways to prepare. 

Many people lack 

confidence in their ability 

to be approved for a loan 

nowadays. Alleviate their 

anxiety by providing 

preapprovals to your 

customers so that when 

they are in the market, 

they will come to you.
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people are especially motivated to find the best op-

tion to help them reach financial security. Make your 

loan marketing proactive and clear, and your offers 

easily actionable. 

In a perfect world, your customers would never  

even consider approaching a competing institution 

about a loan, and you’d have the resources to get 

in front of every prospect. But times have changed, 

and multiple channels and myriad borrowing options  

are now available. 

But you can effectively compete for your share of  

loans with a seven-part strategy that puts  

consumers—and their financial well-being—at the 

center of your marketing efforts.

Stephenie Williams is vice president for financial institution 

product and strategy at Vericast.

submitted for your customers. Using all three cred-

it bureaus is best, according to Vericast client data, 

because it will provide 75% more coverage. Monitor-

ing these inquiries and then countering with a quick, 

preapproved offer via the channel in which shoppers 

are most likely to respond will help you stay one step 

ahead of the competition and win market share.

Make loan shopping easy. Think like Amazon and 

keep it simple and easy. If it involves too many steps, 

requests too much information or takes too long, 

consumers will abandon the process. Take a cue from 

fintechs, which have gained favor by simplifying the 

loan application process.

Offer to help. Being proactive and reaching out to 

your customers sets you apart from other lenders by 

showing you care. 

People are much more focused on rates and pay-

ments because of rising rates and growing economic  

uncertainties. In a time when every dollar counts, 

GO DIGITAL  
WITH YOUR  
LOAN MARKETING

Nearly 60% of people would consider another  

lender for a mortgage loan, auto loan or credit card. 1 

 

Deepen relationships and stay top of mind with an always-on, 

multichannel loan marketing strategy. Be in front of your  

customers consistently by providing:

>  Single-loan preapprovals

>  Multi-loan preapprovals

>  Trigger-based offers 

 
Combining proprietary consumer data and timely alerts from multiple 

credit bureaus offers the best opportunity for acquiring new loans.

60% of loan shoppers will commit 

to a loan within a week of a credit 

bureau inquiry.2

Learn how we can help grow your lending portfolio  

at vericast.com/Acquisition   
 

Contact@Vericast.com      

© 2022 Vericast. All rights reserved.    CS0605

1 Vericast 2022 Financial Services TrendWatch
2 Vericast client data

For more lending insight, download the  

2022 Financial Services TrendWatch report. 

vericast.com/FinancialTrendWatch
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Solving the 

mortgage 

retention crisis 

New lending technology can help 

financial institutions work more 

effectively and keep a tighter 

grip on their customers.

BY REBECCA MARTIN



Bank leaders should consider the net effect of lost 

mortgages as well. These missed loans have both a 

relationship cost and an opportunity cost. They open 

the door for other institutions to court consumers 

for the rest of their needs, and some competitors 

are becoming far better at transitioning mortgage 

borrowers into banking customers. Often, while cus-

tomers prepare to buy a new home, they put a pause 

on borrowing and other financial actions that affect 

their credit. When their mortgage closes and they can 

consider buying a new car or renovating their home, 

their new mortgage lender has a shot at that business 

if it offers those products. 

Until recently, there hasn’t been much that banks 

could do about their low mortgage retention. They’ve 

had no way of knowing which borrowers are looking 

elsewhere. But with the advance of data-driven lend-

ing technology, there are no more excuses. Banks can 

know and engage customers who are applying to oth-

er institutions for credit, who list their home for sale or 

have tappable equity, or whose rates are high enough 

for a refinance. 

DATA REVEALS RETENTION OPPORTUNITIES 

To buttress mortgage originations, mortgage lenders 

must encourage repeat business from past custom-

ers and turn depositors into mortgage borrowers. To 

do that, they must examine their offerings from the 

customer’s viewpoint. What will borrowers try to ac-

complish over the next couple of years? 

Economists expect a slowdown in home sales for 

the second and third quarters of 2022, followed by 

softer home construction and slower growth in 

home prices, according to the Fannie Mae Economic 

and Strategic Research Group. With mortgage rates 

rising at the fastest pace since the 1980s, econo-

mists expect purchase and refinance originations to  

decline significantly. 

Homeowners who want to sell—especially those look-

ing to trade up—are on a tight timeline, so banks need 

to watch for signals of home purchase activity. For-

tunately, they currently possess the most important 

piece of customer data: home addresses. By access-

ing multiple listing services, financial institutions can 

identify every customer with a likely need for a mort-

gage. With the right technology, staff can also engage 

quickly and with the right information. 

When you hear that mortgage lenders retain a small 

percentage of their home-purchase borrowers, it 

might seem like consumers are disloyal. But it makes 

sense: Lenders aren’t top of mind for homebuyers and 

E
ach spring, mortgage payoffs swell as the 

homebuying season ramps up. It’s not alarm-

ing because it’s expected—borrowers pay 

off mortgages when they buy new homes. 

But what should concern banking leaders is that fewer 

than three in 10 customers will return to them for their 

next mortgage. 

These numbers should concern lenders even more 

than the decline in mortgage volume projected for the 

year ahead because repeat business is the single best 

way to grow a mortgage business. A lost borrower 

means more than just one lost mortgage. Depending 

on location, a lender that loses a borrower after a first 

home purchase could be missing out on three to five 

more originations during that borrower’s lifetime. 

sellers. Real estate agents are the first point of con-

tact, and they refer clients to lenders they trust.

Fortunately for lenders, price range is a key part of 

an agent’s search parameters. When consumers are 

ready to find out how much house they can afford, 

they start shopping lenders. And applying for credit 

helps the consumer answer questions about desired 

price range. Technology available today allows lend-

ers to learn of this mortgage need, whether it’s to 

purchase a home or to access home equity. 

Barely 1% of borrowers still have a 50-plus-basis 

point incentive to refinance, according to Fannie Mae, 

so cash-out refinances are likely to underpin most  

refinance activity in 2022. Borrowers have a record $11 

trillion in “tappable” equity that they could use for a 

cash-out refinance or home equity line of credit.

Homeowners who want 

to sell—especially those 

looking to trade up—are on 

a tight timeline, so banks 

need to watch for signals 

of home purchase activity. 

Fortunately, they currently 

possess the most important 

piece of customer data: 

home addresses. 
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DOING THE MATH 

Hundreds of mortgage originations await in consumers’ 

banking data. Using that data to serve pressing finan-

cial needs will contribute to the performance of profit 

leaders in mortgage and banking in the years ahead. 

For every 50,000 contacts monitored in a mortgage 

or banking database, lenders discover nearly 200 ad-

ditional mortgages per year, according to lender data 

gathered by Total Expert. That level of increase in 

loan originations can translate to nearly $1 million in 

revenue growth—a return on investment of 12 times 

the cost of the technology. 

Lenders should also consider how technology reduces 

overhead such as marketing costs. Mortgage leads 

can cost upwards of $1,000 per loan. For 200 new 

originations acquired by a lending technology, most of 

that cost is saved. Such savings scaled across a larg-

er contact database—especially one that combines a 

bank’s mortgage and retail customers—can spur top-

line growth and higher profitability. 

With such significant opportunities in originations 

and profit growth, financial institutions have a clear 

incentive to solve their retention challenges using 

new data-driven technology. And even bigger up-

sides await in relationships. When customers see their 

financial institution working to educate them and to 

provide options that meet their needs, a deeper con-

nection is created and customers are more likely to 

turn to their bank for their financial needs throughout 

their lifetime. 

Rebecca Martin is chief marketing officer at Total Expert.

Lenders should engage customers who have tappa-

ble equity because consumers need education on 

their options now. Rates affect home affordability and  

prices, and consumers know the window is closing on 

the chance to use their equity for renovations, debt 

consolidation or surprise expenses. 

The home equity of consumers who’ve just sold or  

purchased a home, and of those who refinanced last 

year, represents both a revenue and relationship 

opportunity for a bank. The National Association 

of Home Builders found that customers who buy a 

new home are more than 2.6 times more likely than 

consumers who did not move to make large purchas-

es within a year of their purchase—for items like 

appliances, furniture and home improvements. Home-

owners need to know that their bank can help them 

with these purchases. 

Data is Useful. 

Our purpose-built platform

provides insight into your

customers’ financial journeys
so you can provide real value,

drive new business, and keep

more customers in-house.

Knowing How to

Wield it is Powerful.

Learn how at

totalexpert.com/cross-sell-unlocked
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BY GEOFF GREEN

Easier and 

more accessible 

mortgages

A new mortgage-as-a-service offering 

can save time and money for consumers 

while eliminating entrenched biases.



There are fewer bank branches in these communities, 

which typically consist of low- to moderate-income 

households. These markets have lending coverage 

gaps for many reasons, including historical redlining, 

the continued decline of minority-owned banks and 

other market failures. Federal figures capture the grim 

picture: U.S. Census Bureau statistics show that, for the 

second quarter of 2021, the rate of African American 

homeownership across the U.S. was 44.6%. The rate for 

Asian Americans and Pacific Islanders was 58.7%, while 

Hispanic households came in at 47.5%. The rate for 

non-Hispanic white households? More than 74%. This 

gap has persisted during a frenzied homebuying period 

that saw multiple offers for many homes and pushed 

home values well above previous peaks.

nationwide. Currently in beta testing, the program is 

expected to launch more broadly soon.

The timing is perfect: Mortgage rates are on the rise 

after an era of unprecedented low rates that fueled a 

sizzling market during the COVID-19 pandemic. As the 

market compresses, customer service and operational 

efficiency will matter more than ever to lenders and 

consumers alike. 

Rocket Mortgage’s partnership with Salesforce intro-

duces the first mortgage-as-a-service offering of its 

kind, although the idea is common in software. The 

market opportunity is significant: There are nearly 

5,000 FDIC-insured banks and more than 5,000 credit 

M
ortgage-as-a-service is poised to  

reshape residential lending by bring-

ing together the best of Salesforce 

and Rocket Mortgage technologies to  

improve the homebuying process for all buyers. It 

could also level the playing field for minority home-

buyers, an action that is long overdue.

Buying a home has long been a cumbersome pro-

cess. Both lenders and consumers get bogged down 

in paperwork and face questions that often reflect 

bias. Salesforce is working to change that. Through 

a first-of-its-kind partnership, Salesforce is making 

Rocket Mortgage’s origination technology available 

to banks, credit unions and other financial institutions 

unions nationwide. While some of these institutions 

have highly specialized and streamlined mortgage 

operations, most have disparate partners and tech-

nology vendors, slowing down and unnecessarily 

complicating the homebuying process. 

The new partnership allows banks and credit unions 

to keep the important relationship-based role they 

have long played while tapping Rocket Mortgage’s 

technology to offer cutting-edge homebuying tools 

that save time and money. In many cases, institutions 

can offer loans without the need for underwriters, pro-

cessors, compliance or closing teams. 

While this makes the entire homebuying process far 

less fragmented, it should also alleviate some of the 

biases that have affected minority homebuyers. The 

entrenched system has failed communities of color, 

leading to lower levels of homeownership, which in 

turn can undermine neighborhood stability and result 

in lower intergenerational wealth. 

Buying a home has long 

been a cumbersome 

process. Both lenders and 

consumers get bogged 

down in paperwork 

and face questions that 

often reflect bias. 
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Underwriting: Underwriting focuses on risk. When 

it is done manually, the underwriter operates within 

guidelines but ultimately makes a subjective decision 

for creditworthiness based on the data provided. This 

can add room for discrimination if lenders are not us-

ing automated underwriting engines that look strictly 

at a homebuyer’s financial profile. One report found 

that at least 6% of minority borrowers’ loan applica-

tions were rejected unnecessarily. Automation can 

help reduce this.

Salesforce and Rocket Mortgage’s technology re-

moves as many human touch points as possible to 

digitize the process. It joins data from multiple in-

dependent software vendors to create a unified and 

dynamic view of a borrower’s history, such as debt-

to-income ratio, repayment ability, credit score and 

income. Lenders are able to run different workflows 

and make comprehensive assessments of risk. 

As the housing market slows, lenders that develop 

a reputation for equitably evaluating customers will 

be the ones to gain net new business. Using a digital 

mortgage-as-a-service platform eliminates the biases 

that exacerbate the homeownership gap and helps 

lenders create additional opportunities for loans to 

cross the finish line.

This situation leaves millions of minorities at a  

disadvantage, because homeownership remains 

one of the largest lifetime investments and a criti-

cal path to wealth for individuals and families. One 

survey found that the median net worth of U.S. home-

owners is more than 40 times that of renters. MaaS 

tackles two of the main hurdles contributing to the 

homeownership gap by addressing legacy issues in 

qualifications and underwriting.

Qualifications: Evaluating creditworthiness is an 

attempt to predict whether a person will make regular 

mortgage payments, and it is reasonable to consider 

that reliable indicators include the payment history of 

consumers’ biggest expenses, such as rent and utility 

bills. But misconceptions about homeownership qual-

ifications may deter mortgage-ready people of color 

and those with low-to-moderate incomes from apply-

ing for a mortgage.

Geoff Green is the global head of mortgage and  

lending at Salesforce.

Make mortgages
more accessible.
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The homeownership 

gap leaves millions of 

minorities at a  

disadvantage, because 

homeownership remains 

one of the largest lifetime 

investments and a 

critical path to wealth for 

individuals and families. 
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Technology 

is pushing 

lending in new 

directions
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