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Produced almost 600 transactions in his first 18 months in the industry—
including  closing 60 in his 12th month; 

Run sales forces for large production organizations; 
Directed the sales force for the largest mortgage technology organization; 

Written seven books in the areas of finance, management, 
sales &  marketing—including two  best-sellers published by 
the MBA; 

Helped found a Federal Bank, serving as a board of director; 
Been a keynote speaker at hundreds of industry events

www.OriginationPro.comwww.OriginationPro.com
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OUR GOALS TODAY
 Legislative update
 Sales strategy of a                                             

Mortgage Advisor
 Major mortgage laws 

 Ethics—Responsibility of                                                 
a loan officer

 Ethics—The right side of the line
 Ethical marketing

 Long term view of clients    

And 
Coaching

—Q&A 
on any 
topic
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HOME VALUATION CODE OF CONDUCT
 NAMB has withdrawn it’s suit.  It seems to be expecting action by Congress.  

Major lobbying effort.   We will send you the content of the email to send to 
Congress. 

 As it stands today, the HVCC will take effect on May 1, 2009 
 The rule states that GSEs will no longer purchase loans from lenders 

“accepting appraisal reports completed by an appraiser selected, retained, or 
compensated in any manner by any third party.”

 Brokers and originators can’t even communicate with appraisers—what if there 
are questions?  

 Even lenders must separate originators from the appraisal process—cannot 
even work in the same department which orders the appraisals

 This was a result of a negotiations through a suit filed by the AG of NY.  It did 
not go through any administrative procedure (rule review by agencies). 

 The answer?  Appraisal management companies will control the market.  This 
means higher costs and less local knowledge of the market—with less help.  
The independent appraiser will join or lose market share. 
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LATEST NEWS ON THE HOUSING FRONT
 Several States setting up programs to allow first time buyers to obtain their tax 

credit up-front
 FHA is in the news… HUD Secretary Donovan testifies before Congress—

 Admits FHA default rates are up.  Is FHA the next pillar to fall?   Could 
portend new tightening of FHA requirements or higher MIP fees. 

 Default rates higher for DPA program
 Announces SWAT Teams will be swooping in on problem lenders. 

 Congress is considering regulating YSPs. NAMB is supporting so far.  Latest 
news, mark-up on this bill has been postponed and hearing may be held. Key 
issues..
 Will bankers also be required to disclose?
 What will the restrictions be?  Does not look to be a total ban but limiting 

putting someone into a higher cost program because YSPs. How do they do 
this?  It will be hard!   Great example: Margins on Option ARMs.  

 National licensing is coming for loan officers—including minimum credit score 
and net worth
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NEW FHA LOAN LIMITS—
CONFORMING JUST RELEASED

FHA Base Limits
One-Unit $271,050
Two-Unit $347,000
Three-Unit $419,400
Four-Unit $521,250



OBAMA PLAN—HOME AFFORDABLE REFI 
TO BE EXPANDED? 

 Present loan must be a conforming loan (see “look-up” systems)
 Effective with loans delivered April 1, 2009 until notes dated June 10, 2010. 
 Maximum LTV is 105% of value.
 Includes high-cost conforming loans (729K). 
 Existing seconds can be subordinated above that (no new seconds allowed)
 Relaxed MI requirements…existing MI company must “play along” providing 

same coverage as original loan. If originally did not need MI—will not now.  
 Must be a lower mortgage payment or a more stable product.
 Subject to LLPA but not adverse market delivery fees. 
 No cash-out allowed nor can money be used to pay off junior liens.  
 No short-term adjustables or conversion from fixed to adjustable. 
 Any types of properties approved by agencies. 
 Any types of transactions: owner-occupied, second homes, or investors. 
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REFI PLUS PRICE ADJUSTERS
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THE MOST IMPORTANT $39..
…You will ever spend

Start with a free package..
Package, includes—Book of Home Finance (soon to be updated) 

and more; Audio Marketing Seminar; Performance Library of 
articles—all accessible on the dashboard of the system;

Add in the most comprehensive sphere marketing system…
The NewsletterPro Marketing System is the most effective 

marketing tool to your most important target. 
Then top it off with 

A complete certification program that comes with coaching from 
the number one industry expert

And there is no obligation: you can cancel at any time

Upgrade available-Includes MyMortgageCommunity & Velma
11



WHAT IS CMA?
Certified Mortgage Advisor

 Ten webinars including today’s. There is a choice of at least three webinars 
for the tenth webinar. 

 Includes three part planning/advisor course. 
 Schedule on www.certifiedmortgageadvisor.biz

 Six months to attend all 10 courses (15 hours of training)--must attend LIVE!
 Certification page posted on site (above) with list of class dates so you can 

track.  It is your responsibility to track!
 Continuing education---CMA Case Studies—We don’t want you to stop learning

 Must be a NewsletterPro Marketing System subscriber for six months
 Test is issued. Passing score gives you CMA certification
 Marketing materials coming as well..Logo, seminars and more! 

 New:  Webinar registrations, slides and audio all on home page of newsletter 
system. 
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SALES STRATEGY OF A 
MORTGAGE ADVISOR
 A loan officer is viewed as a sales person
 A mortgage advisor gives advice because they are seen as an expert
 That means they know what is right and what is wrong
 That means they know what their responsibilities are—where they start 

and where they end. 
 That means they are taking a long-term view—beyond the commission 

(even for those who don’t qualify!)
 The long-term goal is repeat business, referrals and a successful 

career
 We are moving into an era of significant regulation
 This is our most important webinar—but least popular
 I believe you can make more money by staying on the right side of the 

line!
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MAJOR MORTGAGE LAWS
 The regulatory entities—

 Federal Reserve (lending)
 HUD (real estate)
 States (licensing and lending)

 Equal Credit Opportunity Act
 Applies to all lending—Fed Reserve
 Discrimination and Advertising

 Fair Credit Reporting Act
 Information can’t be shared
 Does not mean we can’t provide credit reports to clients
 FACT Act amended the FCRA—free credit reports and other protections

 Fair Housing Act
 Again, don’t discriminate-but this time on housing—HUD
 Applies to Realtors and property managers

 Home Mortgage Disclosure Act
 Reporting—Fed Reserve
 Separate Reports for high cost loans
 Definition of high cost is changing
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MAJOR LAWS-CONTINUED
 Home Ownership and Equity Protection Act--HOEPA

 Regulates high-cost loans (Section 32 loans)
 New Fed Rules—decreases the rate required to trigger Section 32 to 1.5% over index
 Suitability (ability to repay), verify income & assets, no prepay penalty if loan can change in first 

four years,  must have escrow account, increased advertising standards under TIL. Eff 10/09

 Flood Disaster Protection Act—Flood insurance. 
 Right to Financial Privacy Act
 Alternative Financial Transaction Parity Act
 Telemarketing and Consumer Fraud Protection Act

 FCC--Do Not Call List and Can Spam Act

 Home Ownership Protection Act
 Mandatory cancellation of mortgage insurance

 Real Estate Settlement Procedures Act--HUD
 Disclosure of closing costs—New GFE to go into effect this year
 Prohibition of referral fees
 Regulation of escrow accounts and transfer of servicing (two disclosures, one new for transfer)

 Truth in Lending Act—Fed Reserve all lending
 TIL and ARM disclosures  (New disclosures part of HOEPA changes—for exotic mortgages)
 Advertising 
 Right of Rescission 15



ETHICS: RESPONSIBILITIES
 First—Mortgage Suitability

 What a client wants vs. what they need vs. what they can afford

 Requires looking at today and looking at tomorrow (Planning for Advisors Part II)

 It means looking beyond a commission and seeing what is right and what is wrong
 Example: Putting them in the right loan instead of highest commission (FHA vs Subprime)

 Second—Rates
 Is your job to find the lowest rates or advise the client?  How about when to lock? 
 An advisor realizes that rate is not the most important factor: Do they make a rate every 

month?  What about the future? 

 Example:  Junk Fees vs. points  and shopping for the lowest rates and points

 Example—Promises—I can do that
 Promise more than you can deliver to get the deal in the door—you can’t exceed 

expectations
 Not just rate—fastest service or approval of those with bad credit.  “I can do in five days.”   

Like Realtors competing for listings

 What about when you are faced with “other side of the line”
 Do you say yes to get the deal?
 Key concept: Find another way get  the transaction done right. 

 Going even further--spotting fraud
16



ETHICS: MORE EXAMPLES OF THE “LINE”
 Publishing rates that do not exist (or just for a select few)
 Bait and switch
 The issue of referral fees: RESPA

 Everyone else is doing it
 Realtors are demanding it
 What do you say?
 What can you do and what can’t you do…Realtor vs customers

 Duplicative locking with lenders
 Ruining relationships

 Floating loans against the market
 Illegal and stupid
 Why it happens: greed and back to promising something that does not exist

 Delaying settlement for profit—can’t make money, then wait it out. 
 Counseling for explanations—you can write it for them, but…
 Investment properties

 Second largest instance of fraud
 Issue is not time, it is intent
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ETHICS: MORE EXAMPLES
 Home for sale

 Dumb criminal stories
 Stupid rule that changes with the times

 Leases—new FHA rule has taken this to a new level
 Industry has never verified

 Truth-in-Lending-you can’t have three days back
 What constitutes completed application (early disclosure)—may change new RESPA Rules
 Tie to GFE (only TIL for mortgages has requirement)-to change under new RESPA Rules

 Phantom Addenda
 The whole deal must be disclosed
 Big  today with illegal incentives

 Lock in agreements must be in writing
 Second sheet signatures—looks more like fraud than it is.

Stated income
 The end of liar loans
 No ratio was the alternative—scarce now
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ETHICS: THE PARADE CONTINUES
 Gifts

 Can they pay them back? 
 Difference between a promise and a “note”

 Bogus Social Security Numbers
 Patriot Act puts onus on you
 http://socialsecurity.gov/employer/ssnv.htm
 Another responsibility—spotting fraud

 Pressure on appraiser
 A job you don’t want--”in the middle”
 NY Attorney general agreement with Fannie and Freddie

 Predatory Lending
 Churning
 Higher fees and points than necessary
 Risk of loss of home—not suitable mortgages
 Servicing abuse
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THE BIG QUESTION
 How much is too much to charge? 
 The key is having a pricing policy

 Every company has a pricing policy
 Vary for valid reasons---more work, competition, favor for a relative
 Not because they don’t know better

 If you have a pricing policy you will make more money and have less a 
chance of being accused of 

 Everyone business model is different so I can’t say where that policy 
should be (as long as it is within state and investor guidelines). 

 But if it is too high—will you get repeat business and referrals? 
 Additional key—this does not go into your pocket—Don’t tell them how 

much you make (New RESPA Form). 
 It is revenue to the company—not profits

 If they think the money goes into your pocket—you lose negotiations stance
 Example: Buying a car
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THE KEY IS….
 A business model that will bring you a long-term career

 Referrals 
 Repeat business

 Does not happen by accident

 What you think may give you a deal may  actually turn most 
“long-term” players off to you.  Word travels fast

 Does your marketing reflect this? 
 Are you advertising rates and promises or long-term value?

 Example: Newsletters

 Example: Getting people in position in the long run
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NEWSLETTERS

Ultimate Value Delivery
 Expertise. Portray you as an expert                       

—no handy homeowner hints— but economic 
commentary

 Understandable—no complex bond language
 Relevant up-to-date news they can use today
 Easy—it can’t take your time to write, personalize 

or send
 Flexible—different pieces for different segment 

of your sphere—some targets are more 
important than others. 

22



NEWSLETTERS

Ultimate sphere marketing—(Con’t)

 Response. Designed to make the phone ring 
with more than one piece available. You are 
not Proctor and Gamble. 

 Flexible (again)—different formats from HTML 
to PDF to Mail pieces. 
(even 1 to 4 page)

 Leverage. Consumer pieces to give to 
Realtors to send to their consumers. 
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WHY NEWSLETTERPRO? 
 Written by industry expert for over 20 years
 Unlimited use for one price
 Print and HTML pieces that are easy to personalize
 More than just a newsletter—

 4-pages and 1-page
 Sales and real estate/finance article
 Bonus flyers and letters

 Coaching and Training by  Dave Hershman (CMA certification)
 The cost is $39 monthly for both NewsletterPro  & the CMA 

training program.   
 You can cancel at any time
 Need mail or email fulfillment system? You can upgrade to 

MyMortgageCommunity and the VELMA personal marketing 
assistant—cost $69 monthly



WHY NEWSLETTERPRO? 

All these pieces—and more 
for one low price!
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FIRST

Did you get your 
password and user 

name? 

Log In
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THEN..

Go to 
Update 
Profile
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STEP ONE

Update 
Your 
•Name 
•Contact 
Info
•Personal 
Paragraph
•Address 
Block
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STEP ONE—PART TWO
On same page you 
can update your 
•Disclosure
•Choose calculator 
links
•Change your 
password
Don’t Forget To Hit 
“Update Profile” 
Button
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STEP TWO
After you update your 
profile, you can then 
download your company  
logo—
•Click on “Company 
Logo” on profile page
•Locate your logo  on 
your hard drive to upload
•Click “Upload File” 
•Make sure the logo no 
larger than the size 
specified
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STEP THREE

Back to the Profile Page 
you can now download 
your picture
•Click on “Personal 
Photo”
•Locate the photo on 
your hard drive
•Click on “Upload File”
•Make sure the photo is 
no larger than the size 
specified
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AS EASY AS 1-2-3: YOU ARE SET 
UP
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BUT THAT IS NOT ALL…

 The main page/dashboard 
also gives you access to all 
print  materials, including 
archives

 Each document has a version 
in Microsoft Publisher. If you 
have that program (part of 
Office Professional)—you can 
edit in any way.  These then 
can be turned into PDFs or 
included in an email. 

 Each document also has a 
“PDF” version which allows you 
to add your name in the box.  
The PDF version can be mailed 
or emailed as an attachment. 33



START-UP DOCUMENTS

The start-up documents 
include—

 A sample welcome letter to 
your newsletter prospects;

 Instructions to add a banner 
to your Outlook Signature so 
that those you email can 
sign up;

 Back Pages. These help 
turn the  one-page 
documents into self-
mailers. 
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THE REAL ESTATE UPDATE

 Four page document
 Traditional self-mailer 

newsletter
 For all parts of your 

sphere
 Industry news,  

economic 
commentary, charts

 Includes finance 
article

35



THE SALES UPDATE

 It is not enough to 
distribute news, you must 
teach your B-to-B targets 
how to sell which is the 
ultimate value

 Realtors, financial 
planners, CPAs, title 
companies, insurance 
agents

 Designed as great sales 
meeting material for 
presentations
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THE REAL ESTATE PAGE

 Consumer articles on 
finance and real estate 
topics

 Can be used for prospect 
conversions when topic is 
right  (archives become 
important)

 Can give to Realtors and 
Financial Planners to send 
to their clients—leverage. 

 Can use as response 
mechanisms
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THE REAL ESTATE TRENDS

 One page print 
document

 Legal size
 Can be turned into 

a mailer or PDF
 Industry news,  

economic 
commentary, 
charts
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BONUS FLYERS & 
LETTERS

 We can produce flyers 
and letters that are 
topical for every 
environment

 We integrate response 
mechanisms into the 
flyers so they can call for 
articles or special 
reports

 More than a Newsletter—
we offer a complete 
marketing system
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LONG-TERM VALUE…
Are you taking the long-term view or looking only at what 

your clients mean for you today? 
This is exactly the way that  the media portrays us as an 

industry!
A long term view would have us improving our prospects’ 

financial position—so that they can get a lower rate, 
af ford their home or purchase in the future

Now you can deliver credit repair, debt reduction and 
budgeting advice with NO WORK FROM YOU, in the 

most affordable package. 

Basically put your clients In better 
position financially—AND

You Get To Set Up A Monthly Income 
Stream 
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FINANCIAL DESTINATION 
FDI—A Comprehensive Solution to Risk-Based Premiums

And getting transactions to happen
 Professional credit restoration improvement—not a bandaid
 Debt reduction plan
 Unlimited budgeting and other financial advice (such as the tax benefits 

of owning) from CFPs and CPAs
 Cost? Less than most charge just for credit services.  $59 monthly.         

$15 to join. No long-term obligation. 
 Even better—you can chose—just refer deals in without joining. Or when 

you join as a rep—you get $20 monthly for each client that participates! 
(rep cost a one time fee in addition to joining as a member)

 More information:  www.hershmanfinancialgroup.com
 24/7 Webinar: http://fdi.originationpro.com/
 Live Webinar tomorrow (Thursday).  www.originationpro.com



WHAT WE COVERED TODAY…
 Legislative update
 Sales strategy of a                                             

Mortgage Advisor
 Major mortgage laws 

 Ethics—Responsibility of                                             
a loan officer

 Ethics—The right side of the line                                
 Newsletters and FDI

Are you ready to take action? 
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MY GIFT TO YOU…
If you stay a member of the NewsletterPro and 

after the 30 day trial period
—after six months you will be eligible for 
Certified Mortgage Advisor Certification

Questions or have not received password? 
Email us at   success@hershmangroup.com

Also—want my OriginationPro Mortgage School DVDs or Complete 
Mor tgage Management or Marketing Kits?  

NewsL200 for $200 off!

www.OriginationPro.com


