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Three years of Client Surveys and

Those are major league stats. 

Servicing that Honors a Lifet imeTM

REVERSE MORTGAGE SERVICER - CELINK.COM
(Full Borrower and Client Survey results can be viewed at celink.com)
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SUMMER GIvES OUR STAFF A BIT OF A BREATHER 

between our regional conferences in the spring and our
Annual Meeting in the fall. It’s a chance to reach out to
you for input and sit down together and discuss ideas for
sessions at the Annual that will be useful, educational, and
inspirational for members.
Two of the sessions I found to be all of those things at

our Western Regional in Irvine in May coincidentally were
presentations by two staff members at Genworth Finan-
cial—Compliance Manager Karim Hatata and Marketing
Director Mary Smith.  
Karim suggested to us and participated on a panel examin-

ing the various kinds of fraud you need to be on guard against
to protect your clients. It’s a subject that can seem a bit stuffy,
but that we all need to be experts on, and I found Karim’s
approach and recommendations to be clear and insightful.
Mary presented as part of a panel on creating a cohesive

and consistent brand in all your marketing materials and
utilized a target that helps her and her staff shape Gen-
worth’s messaging.
After each session, I found myself running up to them

like an autograph hound and urging them to write up their
presentations so we could share them with more than just
the attendees who were able to join us in California.  You’ll
find both Karim’s presentation (“Protecting Your Clients from
Fraud,” page  10) and Mary’s presentation, complete with
the target (“More Than a Slogan,” page 20) in this issue.
In addition to their pieces, you’ll find a section from Peter

Bell’s recent testimony before the House Subcommittee on
Insurance, Housing and Community Opportunity, that re-
traces the history of the reverse mortgage program to date.
(“Deliberate Development,” page 14).  It’s always helpful to
take a step back and remember where we came from.
In another take away from the Western Regional, Shan-

non Hicks devotes his “Innovations” column (page 24) to a
presentation made by American Advisors Group president
Reza Jahangiri on the pros and cons of call centers, which
have become a widespread alternative to the “kitchen table”

sales approach with which this industry began.
And while we’re on conferences, we hope to see you all

in San Antonio, Texas in October for our Reverse Mortgage
Roundup, this year’s Annual Meeting & Expo, which given
its timing just a few weeks prior to an important and con-
troversial national election, is sure to generate sparks as we
peek at what the future of our industry might look like no
matter who wins.  For those who can use an interim polit-
ical fix, Atare Agbamu devotes his “Reverse Matters” col-
umn in this issue (page 26) to calling Mitt Romney out on
his suggestion to eliminate HUD—and looking at just
what that might mean.  

Marty Bell, Editor 

In Reverse

RM

Inspired in Irvine
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REvERSE MORTGAGE PROFESSIONALISM IS BUILT ON  

two pillars – knowledge and ethics. When I was first ap-
proached in 1997 by representatives of the largest lenders
at the time and asked about forming an association for a
burgeoning industry serving a vulnerable class, my very first
suggestion was that it had to be organized around a com-
mitment to ethics to which all members would be required
to adhere. And so we began by developing a Code of Ethics
& Professional Responsibility, which has set a standard of
behavior over these past 15 years.  
Ethics is headquartered in a person’s heart. Its measure

is a view back at behavior over time.
Knowledge, on the other hand, can be more easily

quantified.
This month we celebrate the second anniversary of the

first class to be designated as Certified Reverse Mortgage
Professionals. The motivation for this program was utmost
respect for the value of knowledge.  Its intent was to provide
reverse mortgage customers with a cadre of professionals
for whom continuing their education and digging ever
deeper into their subject of expertise was of such impor-
tance that, whatever else may be going on in their business
and/or personal lives, they would put in the time and effort
to keep on learning. We hoped that demonstrating an on-
going hunger for more knowledge among professionals
would provide some assurance to those people reaching a
time in their lives when they find themselves less sure.
We launched the CRMP program in 2009 after two

years of intensive research and planning under the guidance
of Professional Testing Services, an international leader in
psychometric evaluation. Psychometrics is the science of
measuring knowledge. It was at their direction that we or-
ganized an Independent Certification Committee, with 
decision-making power free of NRMLA Board or staff ap-
proval, to create the qualification standards and administer
the program. Many of you participated in various stages of
the process of conducting a job task analysis, identifying
the information a certificant must know and designing an
examination that would reflect the thoroughness of knowl-

edge required to assure senior con-
sumers that those who passed it were
qualified reverse mortgage experts. 
This month, the reverse mortgage

report called for by the Dodd/Frank
Act is due to be issued by the Con-
sumer Financial Protection Bureau.
Many of our members, including
NRMLA staff, have been interviewed as part of the process.
As with anything due to be published in Washington, there
has been a lot of speculation (as well as anxiety) about what
the report may contain. I prefer not to speculate and to re-
spond to it thoughtfully when it appears.
We do know that, outside of this report, the CFPB is a

also going to be evaluating the authenticity of professional
designations. We were given a heads up on this by a CFPB
staff member who met with the NRMLA board earlier this
year. On June 19, an announcement that the bureau will
monitor certifications or designations of financial advisors
who serve seniors appeared in the Federal Register as an
outreach for information
The intense interest in this area by the new bureau is a

signal to all to remain diligent about the administration of
professional designation programs and to maintain stan-
dards that properly measure knowledge. It is also a verifi-
cation of the value and significance placed on such
designations by the public. If this were not meaningful, the
bureau would not devote time and resources to it.   
To me, this is a confirmation that by making a signifi-

cant investment of money and, more significantly, human
resources in establishing a carefully planned and imple-
mented professional designation program, we did the right
thing. In a nationwide market in which consumers  are
seeking the best advice in areas they do not know a lot
about (and have no reason to know a lot about until 
it’s necessary), a designation program matters. And it 
behooves us to run a program that meets the expected 
standards, which we have done and will continue to strive
to do. 

Balanced
Viewpoint

By Peter Bell, President of NRMLA

Keep on Learning

Peter Bell

RM



From the NFL to NRMLA
Rob Awalt, PRC

TODAY, ROB AwALT IS A SUCCESSFUL BUSINESSMAN 

and President of one of the reverse mortgage industry’s
most recognized title and settlement providers, Premier Re-
verse Closings (PRC).
Twenty-five years ago, fresh out of college, Awalt em-

barked on a slightly different career path, one that most
sports fans can only dream about. He was selected by the
St. Louis Cardinals in the 3rd round of the 1987 NFL Draft.
A 6’5”, 248-lb. tight end from San Diego State Univer-

sity, Awalt played seven NFL seasons from 1987 to 1993
for the St. Louis (later Phoenix) Cardinals, Dallas Cowboys,
and Buffalo Bills. Among his accomplishments, he was the
UPI NFL-NFC Rookie of the Year.
I’m a sucker for good sports stories and it’s hard to top

one that Awalt told me. After spending two seasons with
Dallas, he was traded to Buffalo at the end of the 1991 sea-
son. During the next two seasons, he would play against
his former teammates in Super Bowls XXVII and XXVIII.
If you can remember that far back, Buffalo lost both games,
including a 52-17 shellacking in XXVII. 

While he’s proud of his past career,
Awalt prefers to focus on the future. “I’ll
watch football, and I help coach a local
high school team, but my favorite sports
now are baseball and hockey,” he said.   
Super Bowl XXVII ended up being

his final game. After hanging up his
spikes, Awalt got into real estate, which
ultimately led to a career in title insurance. 
In 2002, one of his Alliance Title branches saw an

uptick in business related to a small but growing sector—
reverse mortgages. One of the branch’s clients was Califor-
nia Reverse Mortgage, which had recently been acquired
by Financial Freedom, the largest lender in the business at
that time. 
The acquisition led to a surge in closings and Alliance

Title was forced to spin off a new division named All Reverse
Transactions that focused exclusively on reverse mortgages. 
“I remember coming to my first NRMLA conference

in 2004 in Chicago, when there was probably 150 people,”
added Awalt. In August 2005, All Reverse Transactions
joined NRMLA and has been active ever since, currently
under the name Premier Reverse Closings. 
Given his long history in the business, we asked Awalt

to sit down with Reverse Mortgage magazine and reflect on
the past year and how his time in the NFL helped shape
this current career. 

Reverse Mortgage: Let’s get to know Rob Awalt. Tell us
about yourself away from your job. What things are you
passionate about in addition to your work? 

Talking Heads continued on page 7
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By Darryl Hicks

Rob Awalt



Rob Awalt: I live a fairly simple life outside of work…do
you blame me? With all the changes and unknowns in our
industry…. I need to simplify! I mostly spend my free time
accompanying my teenage daughter to her athletic events
and touring prospective colleges. Additionally, I try to climb
on a bike whenever possible…mostly my mountain bike. It’s
great exercise and gets me out in nature. Being located at the
base of the Sierra Nevada Mountains provides great escapes.

RM: After you retired from the NFL, what motivated you
to choose the title insurance business and reverse mortgages
as a new career path? 

RA: Looking back, I do not know if I chose my path or it
just happened! I owned and operated a couple of companies
after I retired from the NFL. Exposure from my 1031 ex-
change business provided me a leadership role in the tradi-
tional title business, specifically commercial real estate.
With time, trying to manage a company with all the disci-
plines of the title industry became difficult; it was time to
make a decision. At this point our small reverse branch had
grown not only to division size, but standalone company
size.….so  I went all in!  140,000 reverse mortgage closings
later here we are!

RM: What skills picked up from your playing days have
helped contribute to PRC’s success?

MB: I was very fortunate to be exposed to many tremen-
dous mentors in my sports career. Just by being around such
dedicated and passionate coaches and teammates all striving
towards the same goal, many life lessons were learned.
Without a doubt though, the biggest impact came from my
high school coach. Good coaches are molders and makers
of men and women…I was blessed at an age where I needed
guidance to have a coach who took interest in me and I still
benefit from his influence today.

RM:What distinguishes a good title company from a bad one? 

RA:Wow…that’s a loaded question. My gauge would come
through a rhetorical question: Are you adding value to the
transaction or are you just a necessity? 

RM: If there was one thing that your lender clients could do
better to help ensure a smooth closing what would that be? 

RA: Provide as much of the critical information needed 
to successfully close the transaction with the open order.
Having a complete picture at the onset gets the borrower
to the closing table days sooner! We all benefit from faster
close times! 

RM: As a title insurer, what do you think are the biggest is-
sues facing the reverse mortgage industry over the next year? 

RA: In the last three to four years, it seems like we are
spending so much time, energy and resources trying to keep
up and be compliant with all the regulatory changes that it
takes away from us being able to conduct business. We need
the regulatory environment to stabilize. I’d like to be able
to concentrate on doing business with our partners and get
on a foundation that’s more positive. 

RM:Has Dodd-Frank directly impacted your title business?  

RA:Not in a huge way, but additional work was necessary.
What we thought we were doing correct for a long period
of time we started to question. We asked ourselves, ‘Are we
compliant? Are we doing this within the regs, based on the
way the regulators interpret them or is it the way we inter-
pret them?’ A lot of time was spent asking those questions
and engaging underwriters and attorneys to make sure we
stayed within the guidelines. 

RM: It sounds like the closing process hasn’t changed much
then? 

RA: No, not really, but where I do see us spending a little
more time is with post-closing. We ask ourselves ‘is this loan
packaged perfectly to get it to the secondary market?’ Most
of the time it’s not like this is in lieu of other steps but rather
in addition to what you’ve always done. And it may be dif-
ferent from lender to lender. So it adds to the complexity
and additional resources must be allocated. 

RM: As the chief executive of your company, what else are
you focused on for the next 6 to 12 months?

RA:We have been in this business for a long time and have
been fortunate to work with the biggest players—Financial
Freedom, Wells Fargo, Bank of America and Metlife. Ob-

Talking Heads continued from page 6
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viously, we know what has transpired and we’ve adjusted
and adapted as best we can. Now the focus is on the emerg-
ing players that are going to absorb that business and where
people are relocating, which creates opportunities because
the people who we have worked with are bringing us along
to those new companies. We are also going out to our existing
customers and making sure that their needs are being met. 

RM: Have any former NFL players taken out a reverse
mortgage? 

RA: I do not know.

RM: You have staff in New York, Sacramento and Los Angeles.
Is there any particular reason why you chose these locations? 

RA:We are based in the Sacramento region and as we grew
into a nationwide company it was natural to position our-
selves in large markets on each coast. Talented employee op-
portunities were also a huge factor in our decisions.

RM:Who are PRC’s clients?  

RA: We have been very fortunate over the years to have
worked with RM originators who close just a handful of
loans as well as the industry leaders. In 2011, we success-
fully closed over 15,000 HECMs and my hope is we closed
each one of them with equal attention and care.

RM:Who did he learn reverse mortgage business from? 

RA: I’m still trying to learn…..once again, my blind luck
saves me. I am surrounded by so many smart, dedicated
co-workers who care so much about doing the right thing
for the senior borrower; I just learned to stay out of their way.

RM: Let’s end this interview on a fun note. What do you
consider the most memorable play during your NFL career? 

RA: Running out of the tunnel into the Super Bowl is
pretty special…..everyone should try it sometime!

Talking Heads continued from page 7

RM
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Member News

Bay Docs Upgrades Reverse Express™

Bay Docs, Inc. has added processing, underwriting and
lender website calculator modules to its Loan Origination System
(LOS), Reverse Express™. 
“We are very excited about the release of these new modules

as they round out the feature set to provide a complete, cost ef-
fective and lightning fast solution to reverse mortgage lenders,”
says Megen Lawler, CEO and Founder of Bay Docs, Inc. 
Users of Reverse Express™ can take advantage of key new

features such as the ability to order credit and flood reports di-
rectly from the application, place a lender-configurable reverse
mortgage calculator directly on their website and at the click of
a button check interest rates between application and closing to
ensure the best borrower benefits are achieved. The system also
comes complete with a Financial Assessment tool should a lender
choose to activate this process.

Lender Adds Technology To Expand Product Offerings

1st Reverse Mortgage USA® a division of Cherry Creek Mortgage
Co., Inc. has introduced a new, comprehensive platform to give its sales
force the ability to supplement their reverse mortgage business by orig-
inating traditional mortgages.
“With our new turnkey Traditional Mortgage platform, the breadth

and depth of our product offerings is now clearly evident. Our Reverse
Mortgage Consultants (RMC) are able to originate traditional mortgages
and reverse mortgages,” said Dan Harder, Vice President, 1st Reverse
Mortgage USA.  
The company also launched a Lead Distribution Program (LDP)

and a new consumer web site to help support it. “The 1st Reverse Mort-
gage USA Lead Distribution Program streamlines marketing campaigns
to support effective categorization, proper routing, regular re-evaluation
of leads and ongoing marketing efforts by implementing a centralized
call platform established to provide immediate live responses as well as
lead tracking for all marketing campaigns,” added Harder. RM



MORTGAGE FRAUD IS A GROwING CONCERN FOR

lenders, borrowers, investors, insurers, and law enforcement
in both the forward and reverse mortgage industries.  Mort-
gage fraud is a criminal act where the perpetrator will mis-
represent, omit, or fabricate information that is part of the
loan application with the intent to obtain a loan or obtain
a larger loan than would have been available had the lender
known the truth.  Mortgage fraud appears to be on the rise;
according to the Mortgage Asset Research Institute
(MARI), in 2010 Mortgage Fraud Suspicious Activity Re-
ports (SARs) increased by nearly five percent from 2009.i

As lenders and law enforcement become more vigilant in

their efforts to detect and combat fraud, the perpetrators
are also becoming more creative in their schemes.  This ar-
ticle discusses a few types of fraud that lenders should be
aware of and some best practices that can help keep your
company from becoming a victim of mortgage fraud.    

Appraisal Fraud

One of the most damaging types of fraud for a lender
can come in the form of appraisal misrepresentation.
HUD prohibits mortgagees from accepting appraisals pre-
pared by FHA Roster appraisers who are selected, retained
or compensated in any manner by a mortgage broker or
any member of a lender’s staff who is compensated on a
commission basis tied to the successful completion of a
loan.ii In order to comply with appraisal independence re-

Protecting Your Clients from Fraud
What is it? How to spot it. How to avoid it.
By Karim Hatata, Genworth Financial Home Equity Access, Inc.

i Mortgage Assets Research Institute (MARI). (2011). Thirteenth Periodic
Mortgage Fraud Case Report To: Mortgage Bankers Association

ii HUD Mortgagee Letter 2009-28 (September 18, 2009). Fraud In Reverse continued on page 11

Protecting
Your Clients
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Fraud in Reverse continued on page 12

Protecting
Your Clients

quirements, many lenders have turned to Appraisal Man-
agement Companies (AMCs) to act as a bridge between the
broker and lender for the appraisal ordering process and
expect that those AMCs will choose from a wide pool of
appraisers. However, some AMCs may be a shroud for a
few appraisers that perform all the appraisals.  Lenders
should pay attention to appraisals from an AMC that are
conducted by the same appraisers or are limited to a narrow
geographic scope.
If a third party, such as a wholesale loan broker, delivers

appraisals directly to the lender, then there is an opportu-
nity for that broker to inflate the values on the appraisal
for the subject property or comparable properties (comps).
The fraudster may also change characteristics of the subject
property or comps by adding rooms or square footage to
support the inflated value. Lenders should also pay close
attention to discrepancies in the methodology used by the
appraiser, such as using a cost approach for a property that
is not a new construction or using comps that are in dis-
similar neighborhoods as the subject.
To protect themselves, lenders can ensure they receive

Fraud in Reverse continued from page 11

appraisals directly from AMCs that they have previously
vetted.  Lenders should also independently verify the value
of the comps used in an appraisal by using sources, such as
Multiple Listing Service, Zillow or Redfin. Training under-
writers or appraiser reviewers on fraud red flags is funda-
mental and performing more detailed reviews when
discrepancies arise could prevent millions of dollars in losses
resulting from inflated appraisals.  

Identity Theft/Third Party Fraud

Are you dealing with your true borrower? Lenders
should be asking that question from the onset of the loan
application process. Some identity theft red flags include
listing an answering service as the contact phone number,
information discrepancies between the credit report and
loan application, inconsistent signatures on documents, the
photo on the borrower’s driver’s license not appearing 
to match the borrower’s age, or the borrower is deceased
based on their credit report. In addition, when a Power 
of Attorney (POA) is used, lenders should be asking the
question of why a POA would be necessary if the borrower

is competent.
When confronted with poten-

tial identity theft, lenders can uti-
lize third party software to perform
additional research on the borrower
and property. Lenders can also con-
tact the borrower and ask them
questions about their loan applica-
tion and personal information to
get comfort that fraud has not oc-
curred. Finally, a face to face meet-
ing with the borrower may be
necessary to alleviate any lingering
concerns over identity.  

Lenders should perform due
diligence on the third party brokers
that they conduct business with.
Many lenders employ an upfront
approval and annual recertification
process to review reports about the
broker and perform criminal his-
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tory background checks on the principals of the broker
company.   

Occupancy Misrepresentation

One condition for a borrower to obtain a Home Equity
Conversion Mortgage (HECM) loan is that they live in the
subject property as their primary residence. According to
Fannie Mae’s Fraud Findings Statistics, occupancy misrep-
resentation accounted for 20% of fraud in 2009-2010 
originations.iii Given the high incidence of occupancy mis-
representation, lenders should be extra diligent when a bor-
rower who owns multiple properties applies for a loan.  
Some occupancy red flags include utility bills that are

not in the borrower’s name or too low for someone who is
occupying a property full time. Delinquent homeowner’s
insurance or property taxes are also an indication of poten-
tial occupancy fraud. The photos in the appraisal are a good
source of verification as well; the property should appear
to be “lived in” with furniture and appliances that appear
used and not staged. Additionally, the borrower’s credit re-
port address and the subject property address should
match, unless the borrower is applying for a purchase loan.

Finally, with a HECM for purchase product many lenders
investigate the monies used for the down payment to en-
sure that the funds were in the borrower’s account for a 
period of time to guard against third party developers who
are attempting to use “straw borrowers” to unload excess
inventory.  
Prudent lenders will perform detailed verification of oc-

cupancy, including matching the subject property address
to the borrower’s driver’s license, social security benefit let-
ter, tax returns, or utility bills and will require a written 

Fraud in Reverse continued from page 11

Fraud in Reverse continued on page 13

certification from the borrower that the subject property
will be their primary residence. For refinance transactions,
lenders can obtain title profile reports to determine 

how long the borrower has owned the
property in order to protect against prop-
erty flipping schemes involving “straw
borrowers.” Many lenders have seasoning
requirements, such as six or twelve months
for property ownership or funds needed
to close the transaction as further step in
verifying occupancy. If there is still a

doubt regarding occupancy, lenders may consider an inves-
tigatory visit to the property by the lender’s agent who 
oftentimes will knock on the door to ascertain whether the
borrower answers and is in fact living in the property.

Disbursement Theft

Lenders utilize third party settlement agents and title
companies to consummate loan transactions and deliver
funds to the appropriate parties. Unfortunately, merely be-
cause funds were disbursed by the lender does not guaran-
tee that they will reach their intended destinations. Title
and settlement agents may abscond with lender funds leav-
ing the lender with the obligation to rectify their wrong-

Protecting
Your Clients

iii Mortgage Assets Research Institute (MARI). (2011). Thirteenth Periodic
Mortgage Fraud Case Report To: Mortgage Bankers Association

Lenders should apply a greater level of scrutiny if
there is common ownership between the third party
broker and the title company used in the transaction
to ensure there is no collusion occurring.

Fraud Prevention Checklist

• Review Your Internal Controls And 
Identify Gaps

• Identify Resources To Monitor And 
Investigate Potential Fraud

• Create Policies & Procedures – Have A 
Plan Of Action When Fraud Is Detected

• Train New Staff Upon Hire – Ongoing 
Training For Everyone

• Have Frequent Dialogue Among 
Departments

• Report Fraud To Regulators And Law 
Enforcement!



where they review the title agent’s errors and omissions in-
surance coverage, title underwriter approval and any past
sanctions against the agent.      
In today’s ever changing mortgage environment, lenders

need to be cautious of their business associates and borrow-
ers and take prudent measures to protect themselves 
from fraud. Fortunately, despite the bad actors, the vast 
majority of mortgage professionals provide a truly needed
service to millions of borrowers in a professional and 
ethical way. 

Karim Hatata,  joined Genworth Financial Home Equity Access,
Inc., a subsidiary of Genworth Financial, Inc., as Compliance Leader
in 2009. He is responsible for all aspects of Federal and State regulatory
compliance for the business including Company and Loan Officer 
licensing, Wholesale Broker approval and monitoring, and Quality
Control. Mr. Hatata has worked as a compliance professional in the
mortgage industry for over seven years. Prior to joining Genworth, 
Mr. Hatata was Senior Counsel for World Alliance Financial Corp., 
a reverse mortgage lender.

Fraud in Reverse continued from page 12
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doing which can be a very costly predicament for lenders.
Fraudsters in these schemes may even continue to make
monthly payments to prior lien holders to further their de-
ception and keep the borrower and lender unaware that the
funds were not disbursed and prior liens left unsatisfied.  
Lenders should apply a greater level of scrutiny if there

is common ownership between the third party broker and
the title company used in the transaction to ensure there is
no collusion occurring. When reviewing Closing Protection
Letters (CPLs), lender representatives should watch for
white out or copy lines that would be an indicator of a fal-
sified document. Lenders can verify each CPL with the title
insurance underwriter to ensure that the agent remains in
good standing. As an added measure, lenders can request
copies of all disbursement checks as part of the loan trans-
action and verify that those disbursements were made di-
rectly with prior lien holders or the borrower, as applicable.
Finally, some lenders utilize an upfront approval process

Protecting
Your Clients
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On May 9, NRMLA president and CEO Peter Bell testi-

fied at a reverse mortgage hearing called by the House of 

Representatives Subcommittee on Insurance, Housing and

Community Opportuniy. Other speakers included NRMLA

members Jeff Lewis of Generation Mortgage Company and

Daniel Fenton of Money Management International as well

as HUD Deputy Assistant Secretary Charles Coulter. Hearing

participants are asked to submit a written testimony in addi-

tion to their oral presentation. As part of his written testimony,

Bell included this history of the HECM program  

THE DEvELOPMENT AND IMPLEMENTATION OF THE

Home Equity Conversion Mortgage program was a delib-
erate and thoughtful process.  
The first reverse mortgage loan is generally thought to

have been made privately in 1961 by Nelson Haynes of
Deering Savings & Loan in Portland, Maine to a widow
named Nellie Young. Over the next 20 years, various studies
and surveys were conducted to explore the viability of such
a product, most notably those by Yung-Ping Chen of UCLA

and Jack Guttentag of The Wharton School and largely
driven by Ken Scholen, then working with the Wisconsin
Board on Aging, who wrote three books on the subject.   
In 1980, the concept was first presented to the Federal

government by Scholen who received funding from the Ad-
ministration on Aging for a Home Equity Conversion proj-
ect. The following year, the White House Conference on
Aging, attended by leaders of organizations serving the sen-
ior sector, endorsed the creation of a Federal Housing Ad-
ministration mortgage insurance program for reverse
mortgage loans. It was another nine years before the first
FHA-insured reverse mortgage was issued. During this time
more studies and hearings on the viability and need for
such a program continued both in Washington and in
many states.  
In 1983, the Senate approved a proposal by Senator

John Heinz, (R-PA) for the creation of FHA insurance for
reverse mortgages and a Senate/House conference committee
called for a Department of Housing and Urban Develop-
ment  study of the idea. In 1985, HUD held a conference
on the subject, but when they issued their study in 1986,

HECM History continued on page 15
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Deliberate Development 
A Brief History of the HECM Program



it opposed a federal reverse mortgage demonstration pro-
gram. The following year, AARP offered a critique of
HUD’s decision, written by Scholen. And then in 1987, in
the 100th Congress’ mammoth Housing and Community
Development Act, the HUD Secretary was directed to con-
duct a demonstration program for insuring reverse mort-
gages. President Reagan signed the act into law.
The National Housing Act of 1987, Section 255 out-

lined the specifics of the demonstration program. The pur-
pose of the program was “to meet the special needs of
elderly homeowners by reducing the ef-
fect of the economic hardship caused by
increasing costs of meeting health, hous-
ing and subsistence needs at a time of re-
duced income, through insurance of
home equity conversion mortgages to
permit the conversion of a portion of ac-
cumulated home equity into liquid assets.” Among the re-
quirements contained in the original statute were:

• Adequate third party counseling including explaining 
other financial options;

• A fixed or variable interest rate or future sharing 
between the mortgagor and the mortgagee of the ap-
preciation in value of the property, as agreed upon by
the mortgagor and the mortgagee;

• A list of disclosures to be delivered at least 10 days 
before closing;

• A guarantee to borrowers that they would be protected 
against disappearance of their lender and obligations
beyond the value of their home at sale by the General
Insurance Fund;

• Scheduled reports to Congress.

To create the new product, HUD created a develop-
ment team under the auspices of Judith V. May. The team
was led by economist and mathematician Ed Szymanoski,
Jr., who at the time ran the annual actuarial review of
HUD’s home mortgage insurance fund, and included
Patrick Quinton, Donald Alexander and Mary Kay Roma.
They had no model to work from. So they built a simula-
tion model to analyze the actuarial risks the FHA insurance

fund would be exposed to under various scenarios. As Szy-
manoski later told reporter Atare Agbamu, “Innovations
from our initial design recommendations included the first-
ever two-part premium structure for an FHA program (two
per cent up front and 50 basis points annually), a two di-
mensional “principal limit” factor (by borrower age and in-
terest rate) that is used as an effective limit on HECM LTVs
(Loan-to-value), and formulas for borrowers to set up their
own customized payment plans—allowing maximum flex-
ibility in choice among monthly payment streams, lines of

credit or combination plans with both.” All of this initial
modeling remains a working part of the program today.
The pilot program was careful and initially limited to

2500 loans through 1991. The first FHA-insured Home
Equity Conversion Mortgage (HECM) was issued October
19, 1989 to Marjorie Mason of Fairway, Kansas. HUD
selected 50 lenders by lottery to make the first HECMs.
The FHA sponsored fourteen two-day counselor training
sessions conducted by Scholen and Bronwyn Belling of
AARP. And Fannie Mae announced its intention to pur-
chase the mortgages insured by the FHA. In the first year
(1990), 157 loans were closed. In the second year (1991),
389 loans were closed. The program grew slowly as it found
its footing.  
The original statute had called for evaluations of the

program by HUD staff on a timely basis. The first one in
1992 was followed by further evaluation in 1995.
The goals of the demonstration were to (1) permit the

conversion of home equity into liquid assets to meet the
special needs of elderly home owners, (2) encourage and
increase participation by the mortgage markets in convert-
ing home equity into liquid assets, and (3) determine the
extent of demand for home equity conversions and types
of home equity conversion mortgages that best serve the
needs of elderly home owners.  
The 1995 report stated “the Demonstration has made

HECM History continued from page 14
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The history of the HECM program demonstrates
that its participants have been admirably thoughtful,
careful and responsible.
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significant progress toward achieving each of these goals,
although more time will be necessary to complete the work.”
This report also addressed the adequacy of the mortgage

insurance premium for the first time and concluded the
present value of the premiums collected exceeded the value
of insurance claim losses.
When the program was launched, deliberation contin-

ued and it was closely observed. Over the subsequent 20
years, Congress would amend the statute nine times, some-
times simply to clarify wording, others to alter substance.
Changes would include:

• In 1990, the volume cap was changed from 2500 loans
by the end of Fiscal Year (FY) 1991 to 25,000 loans by
the end of FY 1995;

• In 1996, the restriction on securing the loan with a 
single-family residence was changed to also include a 1-
4 family residence in which the mortgagor occupies one
of the units; the aggregate number of loans insured was
changed twice from 25,000 through FY 1995 to 30,000
through FY 1996 and then to 50,000 through FY 2000;

• In 1998, in the HUD Appropriations Act, the word
“demonstration” program was struck and the program
became permanent; the aggregate number of mortgages
that could be insured was raised to 150,000; 

• In 2000, refinance of existing HECMs was authorized
and rules created for implementation including requir-
ing a good faith estimate of costs and permitting a credit
for previous upfront mortgage insurance premium
against the new premium; 

• In 2005, the volume cap was raised from 150,000 loans
to 250,000 loans;

• In 2006, the volume cap was raised from 250,000 loans
to 275,000 loans; in the Home Equity Act of 2006, re-
gional loan limits for HECMs were eliminated and a
single national loan limit equal to that of the Freddie
Mac loan limit (then $417,000) was created;  

• In 2008, the Housing and Economic Recovery Act 
included provisions introduced by Senator Claire Mc-
Caskill (D-MO). Limits were placed on origination

HECM History continued from page 15

fees; cross selling of other financial products as a con-
dition for obtaining a reverse mortgage were prohibited;
rules assuring independence of counselors from lenders
were strengthened; the establishment of qualification
standards for counselors and a new counseling protocol
by mid 2009 was called for; HECM insurance was
shifted from the General Insurance Fund to the Mutual
Mortgage Insurance Fund (MMI); a provision to per-
mit a waiver of upfront insurance premiums when pro-
ceeds are used to purchase a qualified long-term care
insurance policy was eliminated; and the HECM for
Purchase program, which authorized use of these funds
for purchase of principal residences, was created;

• In 2009, as part of the American Relief and Recovery
Act, loan limits were increased to 150% of the Freddie
Mac limit or $625,500.

In 1997, just prior to the program being made perma-
nent, the reverse mortgage lending community sought a
voice to represent its interests in Washington and the Na-
tional Reverse Mortgage Lenders Association was formed.
With a new promise of a prolonged future, and perhaps
partially due to the existence of an industry-wide profes-
sional organization, the business began to multiply rapidly.
In 2001, NRMLA had 32 member companies and about
7800 loans were closed. By 2005, we had 370 members and
over 43,000 loans were closed. By 2007, volume would go
over 100,000 loans per year, where it remained for three years.
In 2007, Ginnie Mae introduced its HECM Mortgage-

Backed Securities program (HMBS).  In November of that
year, the first HMBS pool was offered by Goldman Sachs.
In Ed Szymanoski’s last report on the demonstration pro-
gram written in 2000, he reported a high level of satisfac-
tion among HECM borrowers. In 2007, AARP reported
that 93% of borrowers surveyed had a good experience
with their loans. In 2010, research conducted by Marttila
Strategies for NRMLA reported that 90% of surveyed bor-
rowers felt no pressure to proceed, 90% did not feel they
were misled in any way or given wrong information, 80%
said they were likely to recommend the product to a family
member and more than 50% said they could not meet their
monthly expenses without their HECM. 
Despite the rapid growth of the industry and the high

HECM History continued on page 19



level of contentment among borrowers, HUD and the in-
dustry did not retreat from the responsibility of perpetual
re-evaluation and frequent refinements. During this past
decade of growth:

• Loan Limits have been frequently adjusted to keep up
with home prices and needs;

• Loan to value ratios (Principal Limit Factors) have been
adjusted to protect the FHA Mutual Mortgage Insur-
ance Fund (MMI);

• The counseling process has been enhanced by the new
protocol requiring the addition of the Financial Inter-
view Tool to evaluate a potential borrower’s means to live
up to the loan’s obligations and benefitscheckup.org, to
see what other financial help might be available to them;

• Introduction of an exam and continuing education 
requirements for all HECM counselors to make sure
they fully understand the mechanics of the product, as
well as changes that are implemented over time; 

• New products, including the HECM Saver and the  
HECM for Purchase, have been designed and intro-
duced to serve consumers with different needs;

• The Mortgage Insurance Premium has been increased 
to protect the MMI;

• HUD, Federal Trade Commission and NRMLA have
worked together to discourage inappropriate and mis-
leading advertising language.

Both our government partners and our members have
had a laser focus on providing the most helpful product to
America’s seniors delivered with the highest ethical values
and integrity.  At the same time, they have adjusted the 
program when necessary to keep it aligned with the require-
ments of and maintain the security provided by FHA 
insurance.
The history of the HECM program demonstrates that

its participants have been admirably thoughtful, careful and
responsible. The program has resulted in the growth and
development of an important financial management tool
that we are able to offer because of the sharing of risk be-
tween the public and private sectors.

HECM History continued from page 18
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Creating Your Brand continued on page 21

A BRAND IS MORE THAN A SPECIFIC LOGO OR 

slogan. It is the emotional and psychological relationship
customers have with companies. Effective brand commu-
nications can help differentiate your product, build trust
in your company, and drive better sales results.
When we create brand communications at Genworth

Financial Home Equity Access, we make sure that the cus-
tomer experience is consistent at every touch point in the
sales cycle through our visual identity (look and feel) and
messaging. Our advertising, websites, marketing collateral,
phone scripts, and customer correspondence share consis-
tent elements and help create a seamless brand experience
for the customer. 

More Than A Slogan:
Building Effective Brand Communications 
By Mary Smith, Genworth Financial 
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Source: Genworth

Brand communications can be designed to help drive
leads to your sales team while at the same time, reinforcing
the promise of your brand. For example, when we redesigned
our GFHEA website, we incorporated best practices in
terms of lead generation with content and visual identity
elements that reflected who we were as a company and
brand. The homepage features our company logo, color
scheme, and imagery designed to appeal to baby boomers
searching on-line for reverse mortgages. Since education is
so important to our brand promise, we also feature a
“Learning Center” prominently on the homepage. 
Lead generation is also an important goal of the website

which is why best practices for lead generation were incor-



porated into the overall design. These best practices in-
cluded having 

• a prominent 800# on every page 

• a tool to engage user interest (such as a calculator) 

• a way to capture lead information through a lead form 

• a reason to provide contact information -- we offer a 
Reverse Mortgage Solutions Kit  

Once a customer has engaged with us through our website
or call center, our communications become more person-
alized, featuring the retail advisor rather than just the 
company identity. As customers move through the sales
cycle, we send out automated e-mail drips on a weekly basis
featuring individual advisor photos and signatures. The mes-

sages reinforce the brand, keep the product in front of the
customer and are incredibly effective in reengaging customers. 
Since the reverse mortgage can meet diverse customer

needs, it is also important to speak to consumers based on
their individual needs. There is no single message that will
resonate with everyone which is why GFHEA created over
20 types of ads based on specific customer’s needs, such as
debt elimination, retirement security, and home retention.
With reverse mortgages, education is central to the brand
promise. To that end, booklets and an educational video
were designed to teach, not sell, the product.  These work
well to complement the efforts of the sales team. Even
though the reverse mortgage product has been in existence
for many years, many consumers still have misconceptions
about the product and its features. For this reason, one of
our most popular collateral pieces is “Myths and Realities
of a Reverse Mortgage.” This piece is available in a large li-
brary of GFHEA branded and non-branded communica-

Creating Your Brand continued from page 20
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tion pieces available through our Marketing Solutions Por-
tal. GFHEA Retail advisors and wholesale partners can
leverage standard marketing pieces to help educate their
customers on the reverse mortgage product.  
Anyone can create impactful and effective brand com-

munications, it just takes some planning and discipline to
make sure that of the brand messaging is reinforced at every
touch point. At GFHEA, we use a “Brand Target” exercise
when we develop new communications to help us focus on
critical messaging, the needs of the customer, and the ulti-
mate tone/personality of our brand.  This process requires
thinking beyond the “features” of the product and gets to
the core of what matters to the customer. The taglines and
main messages are an output of the Brand Target exercise.
We define our brand along three dimensions, the “Features
of the Brand,” the “Personality of the Brand” and finally
“Value of the Brand.”
We used this Brand Target framework to develop new

messaging for the HECM for Purchase product, which has

a different value proposition and target audience than the
standard HECM product. From a customer perspective,
we came up with the new tag line of “Home Buying in Re-
verse” and primary messages that focused on benefits, such
as “purchasing power without monthly mortgage pay-
ments.” A second Brand Target was then created that ad-
dressed the needs of realtors with the tagline “Sell More
Homes In Reverse.” As with any creative development, it
is always recommended to conduct focus groups to ensure
that your message resonates with your target audience. We
tested our new campaign messaging with a realtor focus
group and then went to work on communications devel-
opment that included brochures, power point presenta-
tions, training, scripts, etc. We also included a number of
case studies with numerical scenarios to highlight how a
HECM for Purchase can be used to “Right-size and Re-
build Retirement Savings” or to “Move Close to The
Grandkids.” All of these campaign elements included con-

Creating Your Brand continued from page 21
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sistent messaging from the Brand Target which was also
shared throughout the organization.  
No matter what type of development framework you

use, your brand communications should convey who you
are as a company, the benefits of your product, and rein-
force the reason a customer should choose to do business
with you.

Mary Smith is Director of Marketing for Genworth Financial
Home Equity Access, Inc. She joined Genworth in 2010 and leads 
marketing and communications teams across its retail and wholesale
business channels. Mary spent 18 years with Ford Motor Credit 
Company where she had the opportunity to build effective marketing
campaigns and  brand communications for auto financing, leasing,
mortgage, insurance, and credit card products in the US and Latin
America. She has an MBA from the University of Notre Dame and a
BS from Loyola University of Chicago.

Creating Your Brand continued from page 22
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How to use Borrow with Confidence 
to Help Your Clients

NRMLA has launched the Borrow with Confidence con-
sumer education campaign to provide seniors interested in
reverse mortgages with:

• A new level of transparency;

• A thorough explanation of the 
reverse mortgage process
in advance;

• Clarification of issues identified by 
members as sometimes confusing;

• Elimination of any possible surprises.

The Pledge to Reverse Mortgage Borrowers is your com-
mitment to clarity and integrity.

• Hang it on your office wall;
• Hand it to all potential borrowers;
• Feature it on your website;
• Acknowledge it in your marketing materials.

“Your Road Map to Reverse Mortgages” is a detailed
guide through the entire reverse mortgage process from first
hearing about the product to the end of a loan.

• Provide it to potential borrowers as a first step in reverse
mortgage education;

• Advise borrowers to keep it for information about 
future developments such as , for example, the role of
the servicer or the end of a loan process.

“Should My Mom and Dad Get a Reverse Mortgage?”
engages adult children of seniors  and provides them assur-
ances and warnings.

• Hand it out to the children of borrowers you meet with;

• Send it to children of seniors you would like to 
meet with;

• Distribute it at Boomer events.

Reversemortgage.org is the most complete guide to reverse
mortgages. There you can find all of the tools mentioned
above as well as:

• Frequently Asked Questions
• Common Misperceptions
• Borrower Responsibilities
• A Reverse Mortgage Glossary
• Borrowers’ stories RM
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Innovations

THE SMELL OF FRESHLY BREwED COFFEE, THE quiet
chatter of the television and family photos hanging nearby
made the loan officer feel at home. Sitting across the
kitchen table he began taking the loan application at the
conclusion of his meeting with the husband and wife. 
Driving between appointments, sitting face-to-face with
borrowers and taking short tours of their homes was how
he spent most of his workdays. 
But while ‘kitchen table’ selling remains some loan orig-

inators’ preferred strategy, a new reverse mortgage sales
model has emerged: the centralized model or call center. It’s
part of an entirely new approach to marketing reverse mort-
gages that emerged over the past six short years. Our indus-
try was built on the foundation of direct mail advertising,
large banks marketing to depositors and assorted brokers.
For the most part, a strong centralized model or call center
approach was rare and face-to-face selling was the norm.
Then came Senior Lending Network and the famous
Robert Wagner ads. A national brand and personality was
born for the industry. Senior Lending Network’s campaign
required a centralized model with call centers as its back-
bone to field inquiries. Even as reverse mortgage television
ads came into their own, direct mail remained effective.
AAG or American Advisors Group was built on the di-

rect mail and call center model from day one. “From 2005-
2008 we were built almost exclusively on direct mail
marketing,” said AAG CEO Reza Jahangiri. But a few years
after establishing a central model of marketing and fielding
incoming leads, they saw the effectiveness of direct mail
drop quickly. Increased regulation and market saturation
began to take its toll on response rates. Then in 2009, AAG

made the move to television and internet ads as their sole
marketing focus.
National television ads utilizing celebrity spokespersons

and internet marketing have thousands of prospective bor-
rowers calling each day eschewing the home meetings of
the past. Reverse mortgage call centers field inbound calls
and generally begin and conclude the sales and education
process by phone.
At NRMLA’s recent Western Regional Meeting in

Irvine, a speaker claimed that nearly two-thirds of reverse
mortgages are now originated over the phone. And that
may well be the case especially in the wake of the exit of
large bank lenders. 
Is this how reverse mortgages will be primarily sold in

the future? What are the pros and cons of revere mortgage
call centers in today’s fast-changing market? And what 
considerations, costs, advantages and challenges does the 
centralized or call center model present?
Reza Jahangiri explains, “You can generate more volume

from one loan officer in a call center than his counterpart
who must drive to each appointment.” That’s the real appeal
of call centers: a scalable model that allows a wider market
footprint and increased originations per loan officer. But as
with any marketing plan it comes at a cost--front-loaded
costs that must be absorbed early on. “It comes down to
cost-threshold,” said Jahangiri. “It requires purchasing leads
months in advance. Training, licensing and salary paid three
to four months before a loan is funded.” This pay it forward
approach may work for larger lenders, but is challenging for
smaller lenders and brokers who have limited marketing
dollars. For those who can invest in such a model, the po-

Loans by Phones By Shannon Hicks
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tential is enormous. Looking at upfront costs Reza ex-
plained, “Once you pass the cost threshold, the centralized
model is the most scalable approach we have found.”
Despite the considerable upfront investment call centers

require, there are distinct advantages that warrant considera-
tion. Management is more effective as all employees are under
one roof. Contrast this with an external sales force who work
primarily from a home office. This centralized management
can closely monitor the complex and lengthy educational
process that is integral to reverse mortgages. It is often thought
that in-person meetings insure a better educational experi-
ence. But do they? It is much more difficult to track what
each officer in a field sales force is really saying during the ap-
pointment. Call centers can shape the message and borrower
education with a systematic process adopted documenting
the training and procedures each loan officer must abide by.
In addition to management, quality control is a tangible

benefit for call centers. It is the firewall to insure compli-
ance and education are intact. Lenders can record sales calls
and often have sales managers auditing incoming calls. It’s
an opportunity for training and to present a unified and
coherent message. Quality control and compliance work
together hand in hand. A centralized sales force can be
trained and monitored more effectively. Call centers also
allow for accurate tracking of metrics – cost per lead, 
inbound calls to funded loan ratios and more.  
In addition to upfront costs, there are other distinct 

obstacles call centers present. You have a higher fixed per
loan cost than you would with a field sales force. “Basically
it’s a lower conversion ratio from lead to funded loan,” said
Jahangiri. “Our online borrowers are usually shopping 
the product with four to five competitors. They are less
concerned with proceeds and more cost conscious. Our 
national TV ads trend toward borrowers over the age of 73
who are less cost-conscious.” 
These distinct market segments, varying conversion ratios

and the substantial upfront investment require a strategi-
cally designed centralized model focused on efficiency.
Kitchen table selling will always be an integral part for

our industry but may no longer be the predominant ap-
proach. It boils down to a lender’s business model. Find
your focus and plan accordingly. “Pick what is best for you.
Look at your costs, margins, resources and strategies,” said
Jahangiri. 

Innovations continued from page 24

RM
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COME TO THINk OF IT, A REvERSE MORTGAGE IS A

very republican idea: America’s seniors, growing at about
11,000 a day since 2008, are using their own resources, the
equity in their homes, not a government handout, to sup-
port themselves in retirement. 
It was President Reagan who signed into law legislation

that created the reverse mortgage industry’s signature 
product, HECM. And it was Jack Kemp, Reagan’s HUD
Secretary, who called HECM a “pillar of security for older
Americans and a foundation for greater dignity, hope and
financial independence for their retirement years.” 
Well, that pillar of security for older Americans could

be leveled, that foundation for greater dignity and hope for
senior Americans could be damaged if Republican Mitt
Romney becomes president and follows through on his cu-
rious threat (for a very smart man) to shut down HUD. 
Why would a very rich and intelligent guy who says he
wants to speed up economic recovery threaten to close
down a 78-year-old federal agency whose core missions and
range of activities are critical to the nation’s housing 
and banking industries as well as the well-being of most
Americans and many small and large businesses in every
American state and territory?
Since we have no access to Mitt Romney’s fine mind 

except for his words, we are left to speculate on what on
qualifies HUD (and reverse mortgages) for elimination in
a possible Romney administration.
Could it be that HUD’s core missions of supporting

homeownership (and American democracy), helping low-
income renter households, improving the physical, social,
and economic health of cities, combating unlawful discrim-

ination in housing markets, and assisting homeless Ameri-
cans (including thousands of veterans) are meaningless and
disposable in Romney’s mind? 
“But, dude, homeownership and American democracy

in the same sentence, what is the connection?” Let’s go back
a little.
Way before HUD’s creation via FHA in 1934, and at

least since the Homestead Act of 1862, America’s leaders
of all ideological and political colors accepted a fundamen-
tal truth: property ownership is good for democracy.  Prop-
erty owners have skin in the democracy game; they tend to
be better citizens; and they pay property taxes to power
democracy forward. In addition, affordable housing is 
essential infrastructure for the private sector, similar to
roads, bridges, and broadband. 
When the Great Depression hit via Wall Street and

wrecked havoc on Main Street in the 1930s, a federal gov-
ernment response became necessary.
FHA, the original New Deal agency now a unit of

HUD, was created to stabilize our wobbly banking and
housing industries then. It was a Depression era job creator.
Through its venerable and innovative mortgage insurance
program, FHA gave private lenders confidence to lend long-
term for property development. Seventy-eight years later, it
is still maintaining liquidity in the home-lending market.
The 30-year fixed-rate mortgage (originally 20-year

fixed-rate), a revolutionary idea in home finance in 1934,
was made the standard by HUD. Its mortgage insurance
has enabled more than 39 million families to attain home-
ownership and to enter the middleclass since 1934. And it
helps more than 5.3 million low-to-moderate income

Reverse Matters continued on page 27

Killing a Republican Idea
By Atare Agbamu

Reverse
Matters
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iors and the industry because private lenders cannot match
HECM payout to seniors and the power of HUD’s mort-
gage insurance. They agree the private sector could come
up with a product if HECM loan limits come down to
$417,000; but it won’t be competitive even with HECM
Saver payouts. A low-payout product, they say, could dis-
courage seniors from using the equity in their homes.
Mitt Romney’s threat to shut down HUD, killing a

solid republican idea and an emerging industry that serves
the retirement cash-flow needs of America’s growing older
consumers in the process, may have been a reckless cam-
paign sound bite calculated to excite his base and raise some
cash. But it makes you wonder about what the opposition
has been saying about the fellow: Is he really in touch with
the struggles of most Americans, the 99 percent?

Reverse Matters continued from page 26

renter households annually.
Fifty-five years after the 30-year mortgage, HUD in-

vented HECM reverse mortgages (another revolutionary
idea in home finance) and a multi-billion (potentially multi-
trillion) dollars emerging industry of private lenders. Plau-
sibly, at least 70 percent of homes backing more than
600,000 HECM reverse-mortgage loans originated since
1989 were acquired originally with FHA financing.
In 2007, Ginnie Mae, another HUD unit, created the

HECM Mortgage-backed Security (HMBS), a security
some Wall Street veterans consider the “holy grail” of fixed-
income securities. Investors across the globe have poured
billions of dollars into HMBS.
Analysts on Wall Street believe taking HUD and

HECM out of the reverse mortgage business will hurt sen- RM
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American Consumer 
Credit Counseling
American Consumer Credit Counseling (ACCC) is a

non-profit (501) (c)(3) organization, offering confidential
housing counseling credit counseling, debt management,
bankruptcy counseling, and financial
education to consumers nationwide.
Founded in 1991, ACCC is a leader
in the industry and has more than
twenty years of national experience.
ACCC is approved by the U.S. Department of Housing
and Urban Development and by the Massachusetts Execu-
tive Office of Elder Affairs. ACCC is accredited by the 
Better Business Bureau, a Member of the Association of 
Independent Consumer Credit Counseling Agencies, and
is ISO 9000 certified. Since 1991 ACCC has helped 
more than 1 million consumers with financial counseling
assistance.

Housing Counseling Department: 1-866-318-7583
E-mail: HousingGroup@consumercredit.com

Bay Docs, Inc.
Since 1994, Bay Docs’ core focus has been providing

compliant reverse mortgage document packages.  We con-
tinue to be the only document preparation company in the
nation dedicated solely to the reverse mortgage industry. In
2011 we expanded our
services and introduced
Reverse ExpressTM a light-
ening fast LOS. This system is 100% online and provides
a user friendly solution for calculations, required disclo-
sures, application and closing packages as well as several
post-closing functions. Bay Docs is also integrated with
nearly every lender LOS available today. We have a highly
experienced and qualified staff providing our clients with
expertise in legal, compliance and technology. 
Discover what nearly 18 years of industry experience

can do for you!

Call (888) 297-3627 for a free demo of our software … 
or check us out at www.baydocs.net
Contact:  Megen Lawler (415) 209-9424 or 
email mlawler@baydocs.net

Celink
Celink’s Reverse Mortgage Servicing Mission is

threefold.

We Lead — Ethics, integrity, and unwavering core values
direct all of our actions.

We Support —We support our 
clients through new and often 
uncharted territory.

We Innovate —We explore and 
uncover new and cost-effective ways to increase our value to
our clients and their borrowers.

We meet every industry challenge and every client and
borrower need with the confidence that comes from know-
ing who we are and what we’re about. Your reputation and
your borrowers are safe with Celink. Visit celink.com for a
full Corporate Overview.

John LaRose, CEO: john@celink.com (517) 321-9002
Ryan LaRose, COO: ryan@celink.com (517) 321-5491

Genworth
Genworth Financial Home Equity Access, Inc.

(GFHEA) is one of the largest reverse mortgage lenders and
is a subsidiary of Genworth Finan-
cial, Inc. For more than 137 years,
the Genworth Financial companies
have helped seniors achieve finan-
cial security with innovative products and retirement in-
come strategies.
We are customer-focused and dedicated to helping sen-

iors meet their financial goals in retirement. When you
work with us, you get superior customer service with the

Who’s Who in Reverse Mortgages
Profiles of NRMLA Member Companies

Who’s Who continued on page 29

Member
Profiles
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flexibility and expertise that only an exclusive reverse mort-
gage partner can deliver.
GFHEA is a proud member of the National Reverse

Mortgage Lenders Association (NRMLA) and committed
to the advancement of reverse mortgages.

www.genworthreversemortgage.com
For career opportunities call (916) 384-1853
For wholesale opportunities call (866) 871-1353

James B. Nutter & Company
Known as America’s First FHA Reverse Mortgage

Lender, James B. Nutter & Company is a national mort-
gage banking firm licensed in 50 states, the District of 
Columbia and the Commonwealth of Puerto Rico.
Founded in 1951,
the company’s head-
quarters are located
in Kansas City, Missouri where the firm specializes in orig-
inating FHA, VA and Conventional loans. In 1989, James
B. Nutter & Company was honored to close the first FHA
HECM Reverse Mortgage in the nation for Ms. Marjorie
Mason of Fairway, Kansas.
www.jamesbnutter.com
Retail Division:
Chris Peters (800) 342-7334
Wholesale Division: Paul Madson (800) 798-3946

Lenders Reverse Closings
Lenders Reverse Closing Services, LLC was created in

2004 to exclusively deal with reverse mortgages. All of our
closers are specifically trained on how
to handle reverse mortgage closings
and possess the skills necessary to work
with reverse mortgage borrowers.
Each closer understands the intrica-
cies of the reverse mortgage documents. We are an affiliate
of Title Alliance, LTD a company with roots dating back
to 1948 providing full title insurance services. Since 2004,
we have completed over 7500 transactions and insured over
$1 Billion in mortgages.
Lenders Reverse utilizes an online software platform

providing online ordering; password protected document
repositories; 24/7 online access to files for lenders and their

Member
Profiles

customers; and a real time file status. Lenders Reverse also
offers 24/7 access to an instant online rate quoter, providing
pre-HUD information, including title charges and record-
ing fees, which are all guaranteed by Lenders Reverse 
assuming that the loan amount doesn’t change.

The Lenders Reverse staff can be contacted at 
866-857-9100 or online at www.lendersreverse.com.

For more information, contact:
Patti DeGennaro, President, pdegennaro@lendersreverse.com
Lori Burnisky, Manager, lburnisky@lendersreverse.com
Gregg Hill, National Sales Manager, ghill@lendersreverse.com

Premiere Reverse Closings
Premier Reverse Closings is a nationwide full-service

title and settlement company that focuses on smooth clos-
ing of reverse mortgage loans. PRC’s staff has made their
mark over the past 15 years
in the reverse mortgage title
and settlement industry by
offering a consistent com-
bination of professionalism, experience, diligence and cus-
tomer care. It is this combination that has helped lenders
and brokers successfully close over 140,000 reverse mort-
gage transactions with our team.
At PRC you will find innovative customer service 

resources, experienced Settlement Officers, knowledgeable
legal departments and Title Officers well versed in reverse
mortgage and backed by the strongest group of underwrit-
ers in the industry. We process efficiently and effectively so
that you can be rest assured that your transaction will close
on time, be handled with care and most importantly…we
take pride in what we do and it shows. 

Contact us at 800-542-4113
You can also find us on the web at www.PRClosings.com

Reverse Mortgage Solutions
When your experience was built on

servicing reverse mortgages, you have a
unique lending perspective: the 
quality of the loans originated. This
translates into RMS becoming an industry leader in reverse

Who’s Who continued from page 28

Who’s Who continued on page 30
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Who’s Who continued from page 29

mortgage lending and loan servicing. We are the largest 
privately held mortgage servicer in the US and a full service
independent mortgage banking company. Our well-sea-
soned staff will provide you exceptional level of services
with market leading pricing. To accelerate your growth, go
here: www.RMPath.com

Contact: Ralph E. Rosynek, Jr. / VP National – 
Wholesale and Correspondent Production Manager
Phone: Direct: (281) 404-7970
E-mail: RRosynek@rmsnav.com

Reverse vision
ReverseVision is a leading technology company in the 

reverse mortgage industry. 10,000 users in 1000 companies
rely on ReverseVision
to originate reverse
mortgages. Loan offi-
cers like the simplicity of ReverseVision and the powerful
graphical representation of reverse mortgages. Lenders rely
on ReverseVision for RESPA compliance and use Reverse-
Vision’s reporting features to manage their operation. 
ReverseVision is privately owned and independent and 
focuses on reverse mortgages exclusively. The company is

located in North Carolina and employs a team of leading
software engineers and reverse mortgage specialists with a
combined experience of over 50 years.

www.reversevision.com • (919) 834-0070
info@reversevision.com

UFG/Reverse it!
Urban Financial Group & Reverse it! offer a complete

line of products and services in the retail and wholesale re-
verse mortgage industry, re-
spectively. Consistently ranked
among the top ten lenders in
the nation, Urban Financial Group and Reverse it! have
built their success using a turn-key, streamlined approach
for their clients to assure all loans are closed accurately,
quickly, and above all — ethically. As a pioneer in the re-
verse mortgage industry, Urban Financial Group also uses
its strength, experience, and proud NRMLA affiliation to
lobby for fair laws that protect seniors from abusive and
predatory practices. 

Visit us at www.reverseit.com
Career opportunities: Call 888-777-3311 or
email us: sandy@urbanfinancialgroup.com RM

For more information, contact Sarah Aaronson: sarahaaronson@comcast.net
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Industry
Data

Rank Rank State Loans Issued Y-o-Y % Max. Claim amounts Marketshare
Change Change

1 0 CA 3,175 -29.0% $1,262,630,457 13.2%
2 0 TX 2,059 -25.2% $336,223,213 8.6%
3 1 NY 1,821 -4.2% $643,112,360 7.6%
4 -1 FL 1,510 -31.6% $313,749,336 6.3%
5 0 PA 1,119 -21.3% $198,179,462 4.7%
6 0 NJ 1,027 -25.4% $296,383,298 4.3%
7 0 VA 870 -32.5% $201,205,684 3.6%
8 1 NC 700 -17.4% $134,135,984 2.9%
9 4 PR 653 -10.1% $101,611,038 2.7%
10 -2 MD 648 -39.6% $167,391,281 2.7%
11 -2 IL 633 -25.3% $111,179,658 2.6%
12 6 TN 561 0.0% $94,185,535 2.3%
13 -4 WA 541 -36.1% $154,337,211 2.3%
14 0 MA 488 -26.1% $154,612,500 2.0%
15 9 UT 480 6.4% $120,267,951 2.0%
16 1 CO 444 -21.0% $114,715,855 1.9%
17 -5 GA 442 -44.8% $82,115,042 1.8%
18 4 LA 429 -12.3% $70,403,899 1.8%
19 -4 AZ 422 -34.7% $88,888,115 1.8%
20 -4 OR 420 -28.9% $100,147,517 1.8%

The Nation’s 20 Largest HeCM States
Below is a ranking of HECM activity by state from January 1, 2012, through May 31, 2012.

HeCM Volume Trends
Two Year Trends Through May 2012

Source: Reverse Mortgage Insight (www.rminsight.net)

Source: Reverse Mortgage Insight (www.rminsight.net)
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The Nation’s Top 100 HeCM Lenders
January - May 2012

Loans        Y-o-Y             Maximum    Market-
Lender                                              Issued    % Change       Claim Amts.*    share

1 MetLife Bank 3,985 61.0% $1,050,931,655 16.6%

2 One Reverse Mortgage LLC 2,057 10.1% $354,866,567 8.6%

3 American Advisors Group 1,147 112.8% $220,728,979 4.8%

4 Genworth Financial HM Equity A 934 106.6% $220,798,854 3.9%

5 The First National Bank of Layton 724 191.9% $196,858,165 3.0%

6 Security One Lending 706 133.0% $204,888,395 2.9%

7 Urban Financial Group 691 1.8% $114,413,155 2.9%

8 Generation Mortgage Company 536 -14.4% $128,384,866 2.2%

9 Reverse Mortgage USA Inc 487 32.0% $81,801,600 2.0%

10 New Day Financial LLC 305 -0.7% $60,420,500 1.3%

11 M & T Bank 262 6.9% $46,188,200 1.1%

12 Cherry Creek Mortgage Co Inc 233 339.6% $65,807,031 1.0%

13 Senior Mortgage Bankers Inc 215 -15.0% $30,559,100 0.9%

14 iReverse Home Loans LLC 196 -10.5% $55,132,300 0.8%

15 Money House Inc 192 -15.0% $33,285,000 0.8%

16 Royal United Mortgage LLC 156 30.0% $28,291,900 0.7%

17 Greenlight Financial Services 15415300.0% $56,392,000 0.6%

18 Sun West Mortgage Co Inc 151 287.2% $37,170,233 0.6%

19 United Southwest Mortgage Corp 146 67.8% $43,580,784 0.6%

20 Net Equity Financial Inc 144 -36.0% $38,020,200 0.6%

21 Aspire Financial Inc 140 16.7% $22,405,000 0.6%

22 Associated Mortgage Bankers 134 197.8% $40,180,060 0.6%

23 Open Mortgage LLC 130 140.7% $35,832,000 0.5%

24 Maverick Funding Corp 126 $33,159,400 0.5%

25 Great Oak Lending 117 -49.6% $29,017,950 0.5%

26 Atlantic Bay Mortgage Group 116 262.5% $25,354,599 0.5%

27 MAS Associates LLC 104 14.3% $20,833,900 0.4%

28 Mortgageshop LLC 97 4.3% $18,228,300 0.4%

28 United Northern Mortgage Bankers 97 155.3% $36,603,000 0.4%

30 All Financial Services Inc 96 1.1% $12,786,500 0.4%

31 Sidus Financial LLC 92 76.9% $17,073,300 0.4%

31 Firstbank 92 $16,018,400 0.4%

31 Reverse Mortgage Solutions Inc 92 31.4% $12,892,200 0.4%

34 Nationwide Equities Corporation 91 54.2% $30,297,500 0.4%

35 GMFS LLC 88 69.2% $14,805,000 0.4%

36 Townebank 86 244.0% $18,877,400 0.4%

37 Trinity Reverse Mortgage 71 6.0% $29,795,000 0.3%

38 Sterling Savings Bank 70 133.3% $19,329,000 0.3%

38 Network Funding LP 70 20.7% $15,737,400 0.3%

40 Contour Mortgage Corporation 69 475.0% $23,390,000 0.3%

41 Top Flite Financial Inc 63 215.0% $12,559,978 0.3%

42 Sun American Mortgage Co 62 0.0% $15,901,542 0.3%

43 Harvard Home Mortgage Inc 61 17.3% $11,639,000 0.3%

44 American Pacific Mortgage 60 -13.0% $18,117,726 0.3%

45 Christensen Financial Inc 59 -11.9% $11,786,000 0.2%

46 West Town Savings Bank 58 132.0% $12,429,000 0.2%

46 Fulton Bank National Association 58 28.9% $11,225,169 0.2%

46 Senior American Funding Inc 58 -44.8% $20,265,000 0.2%

49 Continental Home Loans Inc 57 280.0% $20,193,500 0.2%

50 Community First Bank 56 460.0% $10,983,000 0.2%

Loans        Y-o-Y             Maximum    Market-
Lender                                              Issued    % Change       Claim Amts.*    share

50 High Tech Lending Inc 56 166.7% $17,824,500 0.2%

50 Value Financial Mortgage Services 56 80.6% $11,508,186 0.2%

53 Integrity 1st Mortgage Inc 55 -16.7% $6,004,400 0.2%

54 Gateway Funding Diversified MT 54 5.9% $14,510,500 0.2%

54 Future Security Financial 54 671.4% $23,525,500 0.2%

56 Approval First Home Loans Inc 53 1.9% $14,168,850 0.2%

56 Vanguard Funding LLC 53 140.9% $15,644,000 0.2%

56 Primelending A Plains Capital 53 -52.3% $13,501,490 0.2%

59 Universal Lending Corporation 52 18.2% $14,186,500 0.2%

59 Envoy Mortgage Ltd 52 -11.9% $11,210,900 0.2%

59 New Castle Mortgage LLC 52 40.5% $9,156,835 0.2%

62 Montgomery Mortgage Inc 51 2.0% $10,528,500 0.2%

62 Urban Housing Mortgage & Realty 51 2450.0% $7,861,500 0.2%

62 New American Mortgage LLC 51 82.1% $13,571,572 0.2%

65 Vig Mortgage Corp 50 0.0% $7,532,000 0.2%

66 Axia Financial LLC 49 250.0% $12,433,700 0.2%

67 James B Nutter and Company 46 35.3% $7,513,770 0.2%

67 Primary Residential Mortgage Inc 46 -4.2% $10,116,700 0.2%

67 Southern Trust Mortgage LLC 46 130.0% $14,029,298 0.2%

70 Van Dyk Mortgage Corporation 45 80.0% $6,643,500 0.2%

70 Oceanfirst Bank 45 32.4% $12,261,000 0.2%

72 American Nationwide Mortgage Co 43 59.3% $9,300,800 0.2%

73 Aramco Mortgage Inc 42 2.4% $18,231,000 0.2%

74 Legacy Home Financing 41 95.2% $17,538,900 0.2%

74 Success Mortgage Partners Inc 41 64.0% $9,051,116 0.2%

74 Equipoint Financial Network Inc 41 -76.2% $8,942,600 0.2%

77 DAS Acquisition Co LLC 40 3900.0% $7,258,700 0.2%

77 Access Reverse Mortgage Corporation 40 100.0% $7,845,500 0.2%

79 Tripoint Mortgage Group 38 -43.3% $17,018,250 0.2%

79 Advisors Mortgage Group LLC 38 245.5% $14,847,500 0.2%

79 Emery Federal Credit Union 38 $9,657,000 0.2%

79 East Coast Capital Corp 38 2.7% $16,629,500 0.2%

83 Metro Island Mortgage Inc 35 -12.5% $5,249,800 0.1%

83 Mortgage Services III LLC 35 52.2% $8,107,400 0.1%

85 The Senior Equity Group Inc 32 -13.5% $14,885,500 0.1%

85 Bank of England 32 357.1% $8,314,525 0.1%

87 Washington Trust Company 31 416.7% $10,252,500 0.1%

87 Dollar Bank FSB 31 520.0% $5,682,500 0.1%

89 Gershman Investment Corp 30 11.1% $6,199,100 0.1%

90 Sentrix Financial Services Inc 29 81.3% $6,167,000 0.1%

91 America First Federal Credit Union 28 33.3% $4,886,400 0.1%

91 Residential Home Funding Corp 28 115.4% $9,242,500 0.1%

91 First Century Bank NA 28 115.4% $5,871,700 0.1%

91 Wholesale Capital Corp 28 -6.7% $11,529,000 0.1%

91 Stearns Lending Inc 28 86.7% $7,592,900 0.1%

91 First Priority Financial Inc 28 3.7% $7,192,825 0.1%

91 Fountain City Funding 28 154.5% $5,220,500 0.1%

91 Guild Mortgage Company 28 -9.7% $7,826,200 0.1%

99 First Liberty Financial Group  LLC 27 1250.0% $4,531,000 0.1%

99 First Midwest Bank 27 3.8% $4,731,800 0.1%

* In millions     |     Source: Reverse Mortgage Insight (www.rminsight.net)
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At our core, each of us finds what truly matters. At Urban Financial Group, our path 

to success boils down to six unwavering principles: Client Focus, Integrity, Teamwork, 

Respect for Each Individual, Innovation and Responsible Citizenship. These values are 

woven into the DNA of our entire staff and embedded in our culture. These six principles 

guide our behavior and set the bar higher for each of us every day.

So in a world where people and businesses are faced with and tempted by shortcuts, 

we at Urban resolve to take the right path – every time. It’s this determination to do the 

right thing that has made us a leader in Reverse Mortgage lending. When you let your 

values guide you, the right path becomes clear. Goals are reached. Business grows. 

Find out how we can partner with you. Email us today.

info@reverseit.com

* According to RMI measuring number of endorsed wholesale units January – December 2011

CLIENT FOCUS       INTEGRITY       TEAMWORK        INNOVATION

RESPECT FOR EACH INDIVIDUAL       RESPONSIBLE CITIZENSHIP



ReverseVision
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ReverseVision Suite is the leading reverse mortgage 
origination solution for mid to large sized organizations. 
It covers all aspects of the origination process from 
prospect to closing and shipping. 

Complete integration from origination to processing, underwriting, closing and shipping.
Highly scalable from small entities to enterprises with correspondents and branches.
Sales oriented graphical interface integrates directly with Microsoft Word and Outlook.
Direct interface or export for Celink, RMS, Fannie Mae, UBS, Goldman Sachs...
Business process driven workflow for best practices in the reverse mortgage industry.

Over the past 12 months more than 100 companies with over 2000 users 
switched to ReverseVision.
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Companies switching to ReverseVision 
experience an immediate increase in their 

productivity.
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Business process driven workflow for best practices in the reverse mortgage industry
Direct interface or export for Celink, RMS, Fannie Mae, UBS, Goldman Sachs...
Sales oriented graphical interface integrates directly with Microsoft W
Highly scalable from small entities to enterprises with correspondents and branches.
Complete integration from origination to processing, underwriting, closing and shipping.
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