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This paper clarifies the threat to mortgage servicers from asset 
and income runoff, online originators and preventable compliance 
complaints to the Consumer Financial Protection Bureau. This 
paper also introduces aboutMymortgage.com’s proactive tool for 
borrower communication to protect and defend assets, income 
and reputation. 
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Mortgage Servicers’ Role, Value & History 

Mortgage servicers provide a significant role and 
create financial value that is at risk due to 

misinformed refinance decisions. The customer 

centric responsibility for collecting payments, 
distributing the payments to investors, insurance 

companies, tax collectors and others resides with 

mortgage servicers. Additionally, servicers provide 
an accounting of the funds collected and distributed, 

calculate interest rates on adjustable rate loans, 

negotiate workouts and modifications and either 

conduct or supervise the foreclosure process.  
 

To provide these services profitably mortgage 

servicers need large volumes of loans and must retain 
them. While investors and regulatory agencies set the 

majority of the servicing rules and guidelines for 

secondary market loans, contrary to 
popular consumer belief, it is their 

servicer and not the investor that can 

renegotiate the terms of the loan with 

borrowers.  
 

The financial side of a loan servicer 

creates a valuable balance sheet 
asset when a servicer adds a loan. A 

portion of this asset flows into 

income each year the loan remains 

with the servicer. Customers 
frequently use more services from 

the financial institution and may seek new services 

from an existing, positive relationship further 
                                                                    

1 J.D. Power U.S. Primary Mortgage Servicer 
Satisfaction Study, 7/28/2015. 
http://www.jdpower.com/press-releases/2015-us-
primary-mortgage-servicer-satisfaction-
study#sthash.FwLg0JG3.vmTgjfUD.dpuf  

increasing the value of customer retention. “Bank 

mortgage servicers’ desire to retain and expand the 
broader relationship with the borrower has driven 

some improvement in customer service,” said Craig 

Martin, director of the mortgage practice at J.D. 
Power.1  

 

When a loan pays off either through refinance or sale 
of the property, the loan servicer must write off the 

remaining amount of the asset on its books. The result 

reduces the assets and net worth of the mortgage 

servicer while losing revenue for servicing the loan, a 
very significant concern for the Chief Financial 

Officer (CFO). Customer retention provides a good 

source of continued cash flows. 
 

Investors and multi-channel originators now pay less 

for mortgage servicing rights 
(MSR). Some lenders found that 

they can sell to the agencies and 

retain the servicing while using a 

sub-servicer for the heavy lifting 
of all of the required servicing 

functions and recent Consumer 

Financial Protection Bureau 
(CFPB) procedures. Tax 

advantages and Basel III 

treatments, up to certain levels, 

provide more interest in retained 
servicing. Low retention rates 

threaten to reduce the value of MSRs in the future.2 

2 Frank Pallotta, CEO Founder Steel Curtain 
Capital, LLC, National Mortgage News December 24, 
2013. 
http://www.nationalmortgagenews.com/blogs/lens/
Acquiring-MSR-Better-Rethink-Retention-Strategy-
1040396-1.html  .  

Mortgage servicers 

provide a significant 

role and create financial 

value that is at risk due 

to misinformed 

refinance decisions.  
Bill Daniels 

http://www.jdpower.com/press-releases/2015-us-primary-mortgage-servicer-satisfaction-study#sthash.FwLg0JG3.vmTgjfUD.dpuf
http://www.jdpower.com/press-releases/2015-us-primary-mortgage-servicer-satisfaction-study#sthash.FwLg0JG3.vmTgjfUD.dpuf
http://www.jdpower.com/press-releases/2015-us-primary-mortgage-servicer-satisfaction-study#sthash.FwLg0JG3.vmTgjfUD.dpuf
http://www.nationalmortgagenews.com/blogs/lens/Acquiring-MSR-Better-Rethink-Retention-Strategy-1040396-1.html
http://www.nationalmortgagenews.com/blogs/lens/Acquiring-MSR-Better-Rethink-Retention-Strategy-1040396-1.html
http://www.nationalmortgagenews.com/blogs/lens/Acquiring-MSR-Better-Rethink-Retention-Strategy-1040396-1.html
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CFOs began to take a greater notice about servicing 

retention rates. 
The following provides an illustration of the write off 

of one mortgage loan for a mortgage servicer. Seth 

Sprague, Certified Mortgage Banker (CMB) and 

Senior Vice President at Phoenix Capital, Inc. 
provided this example. On a $250,000 loan if a 

borrower were to pay off this mortgage after four 

years the expected servicing cash loss over the 
estimated life exceeds $5,000. This projected cash 

loss depends on the estimated cash flows. The amount 

lost can vary greatly based upon loan amount and the 
recorded value of the asset; however, the cash loss 

will always exceed the Generally Accepted 

Accounting Principles (GAAP) impact of the loss of 

the retention value.3 

 
Many homeowners with a mortgage receive several 

solicitations to refinance their mortgage every month, 

including from the origination side of the current 
mortgage servicing company. All offer a new 

mortgage with points and fees. The offers compare a 

new mortgage payment and rate to the existing 

mortgage payment and rate. None look after the 
customer’s best interest of either keeping their 

existing mortgage or modifying it. The existing 

servicer does not have an opportunity to keep the 
loan. The existing servicer will not learn that a 

customer would consider a new mortgage until they 

receive a request for a payoff amount for the existing 
mortgage. The mortgage loan servicer possesses the 

sole source of information about a customer’s current 

                                                                    

3 Appendix 1. 
4 The Ascent of Money: A Financial History of the 

World  – October 27, 2009. 

mortgage and is the only entity that can change it. 

Mortgage customers need to know about their 
existing mortgage and be cared for by their mortgage 

servicer.  

 
A fixed rate mortgage amortizes over the term of the 
loan keeping the payment constant. Generally, the 

same follows for other mortgage products. Of course, 

for about the first half of the loan term the largest part 
of the monthly payment consists of the interest on the 

loan, little goes to reducing the outstanding principal. 

The mortgage owner receives payment first. For the 
remaining second half of the loan term the monthly 

payment contains primarily reductions to the 

outstanding amount borrowed. The new mortgage 

solicitations do not mention this fact. Many of these 
borrowers would not have refinanced if they truly 

understood the loan they already had. 

 
In the history of savings and loan companies and 

either local or regional banks, the loan officer 

oversaw the entire mortgage process. Niall Ferguson 
wrote in “The Ascent of Money,”4 that “The 1980s 

were "the last vestiges of the business model depicted 

in “It's a Wonderful Life.”5 Once there had been 
meaningful social ties between mortgage lenders and 

borrowers. Jimmy Stewart knew both the depositors 

and the debtors. ...The full implications of this 

transition for ordinary homeowners would become 
apparent only twenty years later.”  

The loan officer would create a loan fitting the 

customer’s needs, oversee that payments were 
collected, follow up with the customer when 

payments were late and would discuss options based 

upon customer’s changing situations. Should the 
customer want to pay more each month to reduce 

principal the loan officer would know the benefits. 

5 “It’s a Wonderful Life”, 1/7/1947. 

Many of these borrowers 

would not have refinanced 

if they truly understood 

the loan they already had.  
Tim Allen, CMB 

 
 

“Jimmy Stewart knew both the 
depositors and the debtors. ….The 
full implications…would become 
apparent only twenty years later.” 
Niall Ferguson 
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Should the customer want to make a significant 

payment to reduce the outstanding principal the loan 
officer could have the mortgage re-amortized, now 

called re-cast, to reduce the monthly payment keeping 

the original maturity, usually with a one-time small 

fee. For the most part, this full-knowledge customer 
centric role disappeared in today’s marketplace.   

 

The Threat from Online Lead Generators 
For many, the Internet provides the primary source of 

information and communication. Borrowers 

increasingly use online mortgage lead generators as 
their primary source of mortgage “facts.” Online 

mortgage lead generators’ message is to generate 

leads for new mortgages. The online mortgage lead 

business changed with the arrival of online 
information, qualification tools and applications. 

These companies are now even better at delivering 

their message for a new mortgage.  
 

Not all online lead generators play fairly. The CFPB 

website’s News Room details incidents in 2014 and 
2015 the CFPB imposed severe fines for aggregators 

and advertisers.6 Online mortgage lead generators 

typically sell each lead to multiple loan originators 

who then compete with each other to get the mortgage 
application. Some are great loan originators, some are 

not experienced, and some are good sales people who 

are desperate for business and may tell borrowers 
anything to win a mortgage application.  

 

2016 forecasted lower new mortgage opportunities 

will increase the competition for new loans. The 
Mortgage Bankers Association forecasts annual 

origination volume for 2016 to decline to $1.26 

trillion down from the 2015 forecast of $1.35 trillion.7 
The Mortgage Bankers Association projects 

mortgage interest rates to increase in the latter part of 

2015 and into 2016. Borrowers will have less 
incentive to refinance creating many desperate loan 

originators. Market changes and decisions made upon 

either incomplete or inaccurate information threaten 

servicers’ portfolios. 

                                                                    

6 
http://www.consumerfinance.gov/newsroom/cfpb-
launches-its-first-ever-monthly-complaint-snapshot-
to-spotlight-consumer-trends/ July 16, 2015. 

7 
https://www.mba.org/Documents/Research/Mortgag

The Importance of Customer Communication  

Communicating with the customer provides the 
opportunity to discuss a customer’s concerns and to 

correct miscommunications which may preclude 

complaints. The CFPB details many processes 

mortgage loan servicers must follow. The CFPB’s 
Monthly Complaint Report: July 2015 cites mortgage 

complaints as the largest portion of the top six bank’s 

list of complaints.8 However, communicating with 
customers could significantly reduce complaints to 

the CFPB.  

 
The 2015 J.D. Power U.S. Primary Mortgage Servicer 

Satisfaction Study survey cites an overall slight 

decrease in customer satisfaction averages of 718 (on 

a 1,000 point scale) or 72% in 2015, down from 754 
or 75% in 2014. “Providing an outstanding mortgage 

servicing experience can generate high levels of 

advocacy and loyalty. The study finds that 85 percent 
of highly satisfied customers (overall satisfaction 

scores of 900 or higher) say they “definitely will” 

recommend their mortgage servicer and 74 percent 
say they “definitely will” reuse their servicing 

provider for their next home purchase. In an industry 

that is highly regulated to protect consumer interest, 

mortgage servicers are spending a disproportionate 
amount of time and resources on at-risk customers, 

compared with customers who are current with their 

payment, adversely impacting satisfaction for the 
majority of their customers…”9  

 

Losing 80% of Your Customers 

Servicers generate revenue through performing the 
servicing functions, noted earlier. This requires a 

very large number of loans. Retaining that servicing 

customer generates the anticipated revenue. Setting 
up a new loan incurs costs upfront that are amortized 

over the period in which the loan is serviced. Losing 

that servicing forgoes that revenue, creating a loss 
through the profit and loss statement and a reduction 

in the asset. Reducing customer departure brings 

significant bottom line results. 

e%20Finance%20Forecast%20Jul%202015.pdf 
7/22/2015. 

8 http://www.jdpower.com/press-releases/2015-
us-primary-mortgage-servicer-satisfaction-study , 
7/30/2015. 

9 J.D. Power U.S. Primary Mortgage Servicer 
Satisfaction Study, 7/28/2015. 

http://www.consumerfinance.gov/newsroom/cfpb-launches-its-first-ever-monthly-complaint-snapshot-to-spotlight-consumer-trends/
http://www.consumerfinance.gov/newsroom/cfpb-launches-its-first-ever-monthly-complaint-snapshot-to-spotlight-consumer-trends/
http://www.consumerfinance.gov/newsroom/cfpb-launches-its-first-ever-monthly-complaint-snapshot-to-spotlight-consumer-trends/
https://www.mba.org/Documents/Research/Mortgage%20Finance%20Forecast%20Jul%202015.pdf
https://www.mba.org/Documents/Research/Mortgage%20Finance%20Forecast%20Jul%202015.pdf
http://www.jdpower.com/press-releases/2015-us-primary-mortgage-servicer-satisfaction-study
http://www.jdpower.com/press-releases/2015-us-primary-mortgage-servicer-satisfaction-study
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80% of mortgage customers leave their servicer. 

Scott Brown, vice president of servicing at W.J. 
Bradley Mortgage Capital, states “At the last (2014) 

MBA Annual Convention, peers at other midsized 

firms talked about achieving a 20% customer 

retention rate.10 What surprised me was that it 
sounded as if this was a high bar. While that level 

might be reasonable for a mega-servicer that sources 

loans through multi-channels, it seems low for an 
industry standard.”11 Retaining more than 1 out of 5 

customers represents a large opportunity to regain 

lost income and reduce costs that are not recovered. 
Business Automation Specialists of Minnesota’s 

website quotes The Harvard Business Review that 

stated the average business loses 50% of their 

customers every five years. The cost from customer 
loss can cost five times the amount to retain 

customers.  The site adds from authors Emmet C. 

Murphy and Mark A. Murphy who made 
quantifying statements in their book: Leading on the 

Edge of Chaos.12 They state: 

 

1. Acquiring new customers can cost as 
much as five times more than satisfying 
and retaining current customers. 

 
2. A 2% increase in customer retention has 

the same effect as decreasing costs by 
10%. 

 
3. Depending on the industry, reducing your 

customer defection rate by 5% can 
increase your profitability by 25% to 
125%. 

4. Customer profitability tends to increase over 

the life of a retained customer. 
                                                                    

10 National Mortgage News, Mortgage Servicing 
News 2/20/2015.  

11 Ibid., National Mortgage Servicing News 
2/20/2015.  

12http://www.bautomation.com/successes-
resources/articles/startling-statistics-on-customer-
retention-acquisition/489/ , Leading on the Edge of 

The site quotes The U.S. Small Business 

Administration and the U.S. Chamber of Commerce 
which cite the following reasons customers leave:13 

 

1. 68% leave because they are upset with the 

treatment they’ve received (Customer 
Service). 

 

2. 14% are dissatisfied with the product or 
service. 

 

3. 9% begin doing business with the 
competition. 

 

4. 5% seek alternatives or develop other 

business relationships. 
 

5. 3% move away 

 
6. 1% die 

 

Mortgage servicers need new solutions to retain their 
servicing customers. Frank Pollatta stated in National 

Mortgage News “The mortgage servicing industry is 

no more prepared for marketing to the needs of 

today’s borrower than they were in handling the 

fivefold increase in delinquency rates we saw a 

number of years ago.14” 
 

He adds, “That said, servicers and lenders both need 

to think outside of the box when looking to apply 

creative consumer marketing concepts and borrower 
behavior to the “old” mortgage banking models. 

“Statement Stuffing” is expensive and has a very low 

Chaos: The 10 Critical Elements for Success in Volatile 
Times, May 1, 2002 by Emmett C. Murphy & Mark A. 
Murphy.  

13  http://www.bautomation.com/successes-
resources/articles/startling-statistics-on-customer-
retention-acquisition/489/. 

14 National Mortgage News 12/24/2013. 

“What surprised me was 

that it (20%) sounded as if 

this was a high bar.”  
Scott Brown 

 

Reversing 2% of the 80% loss of 

your customers is the same as 

decreasing costs 10%.  5% 

increases profitability over 25%.  
Emmet C. Murphy and Mark A. Murphy 

 

http://www.bautomation.com/successes-resources/articles/startling-statistics-on-customer-retention-acquisition/489/
http://www.bautomation.com/successes-resources/articles/startling-statistics-on-customer-retention-acquisition/489/
http://www.bautomation.com/successes-resources/articles/startling-statistics-on-customer-retention-acquisition/489/
http://www.bautomation.com/successes-resources/articles/startling-statistics-on-customer-retention-acquisition/489/
http://www.bautomation.com/successes-resources/articles/startling-statistics-on-customer-retention-acquisition/489/
http://www.bautomation.com/successes-resources/articles/startling-statistics-on-customer-retention-acquisition/489/
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success rate. Email campaigns are also quite useless. 

Outgoing call campaigns are very expensive as well, 
and while pull through might be somewhat higher, the 

lack of channel control can make for a rather high cost 

of 

origination. Others are selecting direct marketing 
companies to design personalized birthday, holiday or 

anniversary mailers and emails. While these items 

tend to appeal to a financial institution’s marketing 
team, they are very limited in their success, given the 

costs, and far removed from appealing to the 

marketing-savvy mortgage consumer.” 
 

After spending the time and money either to originate 

or purchase a new loan, set it up on the servicing 

system and progress through the financial side of 
creating a balance sheet value for future income, 80% 

of the expense and value disappear. These loans need 

to be replaced to keep the servicing engine running, 
perhaps at a higher cost.  

 

Reputational Risk and the CFPB 
Reputation risk creates a potential loss resulting from 

damages to a firm's reputation, including lost revenue, 

increased operating capital or regulatory costs, or 

destruction of shareholder value. This can occur as a 
result to either an adverse or potentially criminal 

event even if the company is not found guilty. The 

regulatory landscape changed. Prior to its creation, no 
one thought of the CFPB or talked about servicing 

practices.  

 

The beginning of this paper cited the CFPB’s 
Newsroom on their website that lists millions and 

billions of dollars in fines for misleading practices. 

Not all complaints start here. Normal servicing 
processes can create a complaint opportunity. Take 

lender placed hazard insurance as an example. Either 

the customer has an escrow account for insurance, 
taxes, flood and mortgage insurance payments or the  

customer, if allowed by investor rules, arranged to 

make the payments himself. In this example the 

customer has an escrow account. 
 

The insurance company notifies the customer that due 

to their analysis the cost of the insurance policy will 
increase; hence, the servicer notifies the customer of 

the increase in the monthly payment. The upset 

customer does not renew the policy and seeks a new 

loan that based upon misinformation does not require 
insurance. The result of the online search for a new 

lender results in several companies contacting the 

customer, one of which states that they will not 
require insurance. 

 

The existing servicer follows the CFPB and investor 
required processes of notification to the customer that 

evidence of insurance must be provided. Upon no 

response from the customer the existing servicer 

begins a lender placed policy. 
 

After the customer progresses down the new 

origination road, the processor notifies the customer 
that he will need to increase the amount of his 

insurance due to the higher value of his property. The 

customer states that the loan officer said insurance 
would not be required. The processor explains that all 

loans require evidence of insurance whether there is 

an escrow account or not. 

 
The really upset customer cancels the application, 

returns to his insurance agent for a new policy and 

provides it to his current servicer. The servicer adjusts 
the costs of the lender placed policy to only cover the 

gap between the old and new policies and tells the 

customer of the cost.  

 
The irate customer goes to the CFPB website to file 

two complaints, one on the existing servicer 

regarding lender placed insurance and the other with 
the new originator who miscommunicated the 

investor requirement for insurance. The customer 

praised the simplicity of the CFPB’s website. To view 
the ease of completing the CFPB process, go to:  

http://www.consumerfinance.gov/complaint/ 

 

Financial institutions receive little information and a 
“check the box” option to respond. The Financial 

Brand website states “In each public complaint, the 

consumer’s name and address are redacted, as are all 

“…servicers and lenders 

need to think outside of 

the box...” Frank Pallotta 

 

http://www.consumerfinance.gov/complaint/
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details the CFPB or the consumer considers private.15 

Financial institutions are not permitted to publish 
their own narratives in response, but instead must use 

one of several stock responses, such as “Company 

can’t verify or dispute the facts in the complaint,” or 

“Company believes it acted appropriately as 
authorized by contract or law,” or “Company chooses 

not to provide a public response.”  

 
The discussion continues, “Frank Keating, president 

and CEO of the American Bankers Association, says 

the public disclosure of unverified consumer 
complaints is reckless and irresponsible.” Keating 

adds “We’re disappointed that the bureau has chosen 

to become an official purveyor of unsubstantiated and 

potentially false information instead of fostering 
informed and responsible consumer choice,” Keating 

said in a statement. “This risks tarnishing the 

reputation of individual companies without 
substantiation.” 

 

“Keating also thinks the CFPB’s approach is entirely 
one-sided, saying the system offers no meaningful 

options for a bank to publically dispute an erroneous 

complaint.” 

 
“Checking a standardized box will not provide 

valuable information to consumers, and banks will 

not choose to engage in a public disagreement with 
their customers,” Keating continued.” The J.D. Power 

survey cites “…14 percent of customers give up 

trying to resolve their issue with the company 

altogether, which might give them the impetus to turn 
to the CFPB or other regulatory agencies.”16      

 
Had the customer had the opportunity to 

communicate with his existing servicer he would 

have learned the insurance requirements and 

                                                                    

15 The Financial Brand website on July 28, 2015. 

consequences of not maintaining the policy on his 

property. The requirement may not have been what 
the client wanted, but the customer experience would 

have been better and the cost either to re-issue or 

obtain a new policy after cancellation may have been 

less. 

 
Conclusion 
AboutMYmortgage.com offers a proactive, outside 

the box communication opportunity between 

customers and servicers. Losing 80% of the customer 

base threatens mortgage servicers. Compliance 
increased its importance to servicers. 

AboutMYmortgage.com assists servicers in 

providing compliant opportunities to fulfill the 
requirements of regulators and investors and to 

promote and protect their business, assets and 

revenue streams.  
 

Most of the existing servicing retention 

methodologies and products targeted toward 

customer retention do not include the customer’s 
interest in refinancing. Those methods analyze the 

time when a customer may likely refinance due to 

interest rates not when they go online to refinance. 

Existing efforts contact customers in an effort to 
provide new loans not evaluate the customer’s 

situation. The impact of retention value on the 

balance sheet may cause CFOs to play a louder role 
to emphasize the need for mortgage retention. 

 

Some may suggest that the time, process and cost 

deters some customers from pursuing a refinance. 
However, online systems and electronic 

communication make the time issue less relevant. 

Although the extensive scrutiny required in the 
origination process makes the process less palatable, 

16 J.D. Power U.S. Primary Mortgage Servicer 
Satisfaction Study, 7/28/2015. 

“…the system offers no 

meaningful options for a 

bank to publically dispute 

an erroneous complaint.” 

Frank Keating 

aboutMYmortgage.com 

offers a proactive, outside 

the box communication 

opportunity between 

customers and servicers. 
Tim Allen / Bill Daniels 
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electronic copies can be delivered easily to meet 

documentation expiration requirements.  
 

The aboutMYmortgage.com’s patented “Method for 

Mortgage Customer Retention” is based on the vision 

that all borrowers who are considering refinancing 
should be provided an opportunity to discuss 

refinancing and alternatives to refinancing with their 

current mortgage servicer.  
 

AboutMYmortgage.com provides mortgage servicers 

two tools that are otherwise unavailable, a proactive 
Internet tool to retain borrowers who are otherwise 

going to refinance elsewhere and a critical 

communication opportunity tool to reduce a number 

of complaints to the CFPB and other regulatory 
agencies.  

 
The financial, customer service and reputation risks 

present a sizeable challenge for mortgage servicers.  

 

 

 

 

 

 

 

AboutMYmortgage.com is the right 

choice for your company if you agree 

that:  
 

1. Homeowners often make costly mistakes 

when refinancing because they do not know 
the “facts” about their existing mortgage with 

you.  

 
2.  You don't have enough forewarning before a 

customer switches to another servicing 

competitor through a refinance.  

 
3. You would like to have the opportunity to 

discuss with your customer those facts that 

could literally save them thousands of dollars 
before they refinance with a competitor.  

 

4. Many servicing complaints to the CFPB 
would not be filed if the borrower first had 

one conversation with their mortgage 

servicer.  

 
5. You would like to learn about a patented 

process that can funnel existing customers, 

that are taking steps to refinance, to your 
company first where you have an opportunity 

to discuss retention and their refinancing 

options. 

              
 

 

 

 

Until now, there has never been a method that effectively utilizes the Internet to lead borrowers directly to their 

mortgage servicer. AboutMYmortgage.com provides an opportunity to retain this valuable asset from 

refinancing elsewhere and protect reputational risk.  

 

aboutMYmortgage.com’s patented process empowers you to:  

 

Retain valuable customers 

Protect the security interest of the lender and investor 
        Reduce customer complaints to the CFPB  

 

For more information on aboutMYmortgage.com contact:  

 

Bill Daniels                                                              Tim Allen, CMB            

VP Operations & Chief Customer Officer                          President and CEO 

b.daniels@aboutMYmortgage.com                                      t.allen@aboutMYmortgage.com  

Phone: (813)-220-3134                                                Phone: (239)-571-5440     

 

mailto:b.daniels@aboutMYmortgage.com
mailto:t.allen@aboutMYmortgage.com
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Appendix 1 

 

 

 

 

 

 

 

 

 

      Mortgage Servicing Rights (MSR) Cash Flows -  Loan Example $250,000 Beginning Balance

The left side of the table is undiscounted cash flows of a typical Fannie Mae or Freddie Mac (raw servicing cash flows).  

The right side of the table is the MSR values in terms of bps and dollars. To summarize, if you capitalize a new $250 K 

loan at 96 bps, after year 1, the value would be 82 bps.  If the loan prepaid after the first year, one would write 

off $2,009 dollars or the remaining MSR value. The Total Servicing Revenue is the best reflection of actual income 

(cash over the expected life of the servicing) that would be lost when a borrowers payoff their mortgage by refinancing 

with another lender. For example on a 250,000 loan if a borrower were to pay this mortgage after four years the expected 

servicing cash loss over the estimated life exceeds 5,000. This projected cash loss is contingent on the estimated cash 

flows and can vary greatly, however the cash loss will always exceed the Generally Accepted Accounting Principles 

(GAAP) impact of the loss of the Mortgage Servicing Retention (MSR) value.

          Mortgage Servicing Rights (MSR) Cash Flows -  Loan Example $250,000 Beginning Balance
 MSR Values

Total 

Service Fee 

Revenue

Total 

Servicing 

Revenue

MSR Value
MSR Value 

Dollars

Life $13,751 $11,323 Life 0.96% $2,400

 Remaining After Year 1 $13,063 $10,701  Remaining After Year 1 0.82% $2,009

 Remaining After Year 2 $12,386 $10,090  Remaining After Year 2 0.73% $1,752

 Remaining After Year 3 $11,721 $9,493  Remaining After Year 3 0.66% $1,548

 Remaining After Year 4 $11,070 $8,910  Remaining After Year 4 0.60% $1,373

 Remaining After Year 5 $10,433 $8,341  Remaining After Year 5 0.54% $1,204

 Remaining After Year 6 $9,810 $7,788  Remaining After Year 6 0.48% $1,040

 Remaining After Year 7 $9,203 $7,252  Remaining After Year 7 0.43% $903

 Remaining After Year 8 $8,612 $6,732  Remaining After Year 8 0.39% $792

 Remaining After Year 9 $8,039 $6,230  Remaining After Year 9 0.35% $685

 Remaining After Year 10 $7,483 $5,747  Remaining After Year 10 0.32% $602

  Initial Capitalization is 96 bps

The table above was provided by Seth Sprague, CMB - Senior Vice President at Phoenix Capital, Inc.

                      MSR Values include as cash flows and cash flows are discounted

                                                       

Undiscounted Cash Flows - Raw Cash Flows

Assumes a 12% CPR (Prepayment Speed in values)

                       Assumes a 12% CPR (Prepayment Speed in values)
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Appendix 2 

 

 

The Goal of aboutMYmortgage’s                                                             

"Method for Mortgage Customer Retention” 

 

 Revenue - Provides a mechanism for improving 
loan servicing retention and customer 

satisfaction. 

 

 Educates and provides borrowers more options, 

beyond just the familiar and obvious. 

 

 Reputation Risk - Serves as a critical mortgage 

servicer intercept for preemption of potential 

CFPB complaints. 

Borrower Benefits of aboutMYmortgage’s                                       

"Method for Mortgage Customer Retention" 

 Provides an important reminder that they have a 

mortgage with an identified current servicer that 

they know and have grown to trust and provides a 

portal back to that servicer. 

 Provides an upgraded understanding of all options 

available including but not limited to mortgage 

calculators with their present loan information 

included, refinancing, loan comparison 

calculators, mortgage modification, bi-monthly 

payment programs, escrow analysis, re-

amortization (recasting), short sales, home equity 

loans, advice, and other products and services. 

 Provides a method for the borrower to quickly 

discover who the borrower’s mortgage servicer is 

after servicing has been transferred. 

 Provides the borrower the opportunity to discuss 

concerns and resolve issue directly with their 

servicer before, or instead of, submitting a 

complaint with the CFPB.  
 

Servicer Benefits of aboutMYmortgage’s 

 "Method for Mortgage Customer Retention" 

 

 Provides an opportunity to improve customer 

retention.   
 

 Provides a direct link from the mortgage borrower 

to customer retention personnel, bypassing 

commissioned retail sales personnel. 

 Protects reputation risk by providing critical 

communication that reduces unnecessary 

complaints to the CFPB.  
 

 Provides the ability to demonstrate to investors 

and regulatory bodies that the servicer is taking a 

proactive approach to resolving consumer 

inquiries, complaints and concerns.  

 Provides an opportunity to capture additional 

product and cross-sale revenue opportunities such 

as, refinance, home equity loans and lines, bi-

weekly mortgages, mortgage modification, 

escrow analysis, short sales, and other products 

and services. 

 Provides the servicer with a critical proactive 

opportunity to gain knowledge of borrowers 
concerns and resolve issues before they initiate a 

complaint with the CFPB.  

 

 Provides a valuable additional Intercept link, 

redirecting delinquent borrowers to work out 

delinquency/foreclosure issues directly with you 

the servicer. 

 Provides a link allowing your company to create 

good public relations and save borrowers 

thousands of dollars in refinancing fees utilizing 

calculators, mortgage modification, or recasting 

which benefits both borrower and servicer.
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Appendix 3 

Authors and Contact Information 
 

Timothy D. Allen CMB, President, CEO and Co-Founder at aboutMYmortgage.com - Tim conceived the idea for 

aboutMYmortgage.com and worked steadily to bring his concept to the issuance of a patent.  His extensive experience building 

and managing successful mortgage lending sales teams includes local and regional managerial positions for JPMorgan Chase, 

AmeriCU, National City and SunTrust.  Tim is the 2012 recipient of the Mortgage Bankers Association of Florida’s Outstanding 

Mortgage Banker of the Year. He holds the Mortgage Bankers Association’s Certified Mortgage Banker (CMB) designation.  

He is a past president of the MBA of Florida, a subject matter expert for Florida’s SAFE Mortgage Loan Originator course and 

exam, and a former member of the Fannie Mae Advisory Board for South Florida.  

 

William R. Daniels, VP and Chief Customer Officer at aboutMYmortgage.com - Bill’s expansive experience in mortgage 

lending spans the continuum from origination through servicing, quality and compliance.  Bill’s management positions include 

Raymond James Bank, Preferred Home Mortgage, Radian, Wells Fargo Home Mortgage and the mortgage technology company 
EBS.  He chaired the Mortgage Bankers Association’s Quality Assurance Committee, chaired the California MBA’s Mortgage 

Quality and Compliance Committee, served as Founding Member of the Florida Quality Council, and served as President of the 

Tampa Bay MBA, and Presidents’ Liaison to the Florida MBA.  Bill wrote the Quality Assurance Plan for Servicing Operations 

used by the Mortgage Bankers Association and correspondent quality program that exceeded the Government-Sponsored 

Enterprise requirements and delivered $10 Million to his company’s bottom line. 

 

 

 

 

aboutMYmortgage.com 
2235 Venetian Ct.,  Ste. #5  Naples, FL  34109 

Direct:  888-684-2220 | Fax: 239.236.1390  | Email: Info@aboutMYmortgage.com    

aboutMYmortgage.com’s servicer introductory information page: http://servicer.aboutMymortgage.com/ 

 

 

Retain valuable customers 

Protect the security interest of the lender and investor 
Reduce customer complaints to the CFPB 

 

 

 

 

Bill Daniels                              Tim Allen, CMB            

VP Operations & Chief Customer Officer President and CEO 

b.daniels@aboutMYmortgage.com  t.allen@aboutMYmortgage.com 

Phone: (813)-220-3134       Phone: (239)-571-5440 
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