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ortgage brokers are often re-
ferred to as “mom and pop”

mortgage operations. That is

because the average mort-
gage brokerage is very small, having only
one, or just a few, originators. But C2 Fi-
nancial is not your typical mortgage bro-
ker and it’s a place where the words
“mom and pop” do not apply. With more
than 500 originators closing well over $1
billion in loans annually, C2 Financial is
one among the largest mortgage brokers
in the U.S.

Among the leadership team of this bro-
kering behemoth is Brian Kent, the firm’s
general manager. Brian was selected as
National Mortgage Professional Maga-
zine’s Mortgage Professional of the Month
after being nominated by United Whole-
sale Mortgage (UWM). We recently had a
chance to sit down with Brian to learn
some more about him and C2 Financial.

Tell us how you first got started in the
mortgage business?

| graduated from college in 1993 with a
major in biology, not exactly sure what
direction | was headed. | took a job in
the laboratory at The Scripps Research
Institute in La Jolla, Calif. and worked
there for a few years, but realized the
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lab was not for me. Long story short, |
completed the sales training program
at Northwestern Mutual Life (NML) in
the insurance/investment/group ben-
efits space. A mortgage company
called in one day needing assistance
with group benefits and a 401k plan.
The owner and | got along well. He
needed someone to help expand his
business and offered me a recruiting
position at the company and | ac-
cepted. That was 15 years ago.
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Tell us about C2 Financial.

C2 Financial is a mortgage broker-
age/banker based in San Diego, Calif. We
maintain approximately 50 wholesale
lender relationships and focus our state
approvals in the West, including Ari-
zona, California, Colorado, Nevada, Ore-
gon and Washington, not to mention,
we have a great group in Florida and
Texas as well. We work with self-suffi-
cient, seasoned originators who hold
ethics and compliance in the highest re-
gard, but don’t need or want a lot of
hand-holding. Most of our folks are with
us because, other than compliance—
which we are strict on—we stay out of
their way. And because of our volume,
we have access to some of the most
competitive wholesale rates, and pre-
ferred service with our lenders. In fact,
when talking with prospective origina-
tors, we frequently are asked to do a
rate comparison. Nine out of 10 times,
our rates are superior—and not by a lit-
tle. It is the combination of our rates, re-
lationships and resources that allow C2
originators to provide the best pricing
and service to their Realtor partners and
clients, which create clients and Realtor
partners for life, critical to a career orig-
inator’s success.

1220 Wantagh Avenue * Wantagh, New York 11793-2202

516-409-5555 ¢ Fax: 516-409-4600 ¢ E-mail: advertise@NMPMediaCorp.com
NationalMortgageProfessional.com




You believe very strongly in the bro-
kerage model. What is your philoso-
phy about this model of lending?
While we have recently started banking
some loans, our main focus has always
been brokering because brokering
comes with freedom. With brokering,
you’re not stuck submitting to a single
entity. At our core, we like the free-mar-
ket system where the originator has
choice. We strongly believe that the
mortgage brokerage model is best for
both consumers and mortgage profes-
sionals, and C2 is committed to being
the best.

Many originators have joined us
who were previously with a bank. If
their bank’s rates were out-of-the-mar-
ket, or service was lacking, they were
stuck with that one option, forced to
sell a higher rate, or forced to make
excuses to their client or Realtor about
service delays. With over 50 wholesale
relationships, our originators can sub-
mit to the lenders who are providing
the best rates and service at the time.
If a lender’s service levels fall during a
busy time, it’s not a problem, because
there are 49 other wholesale lenders
to choose from.

What is the overriding philosophy of
2?

It’s easy to get lost in the day-to-day
business. But a company philosophy |
think is critical, so I'm glad you asked.
Our philosophy is this, which I'll para-
phrase from our manual: Our titles vary.
We are mortgage consultants, we are
loan originators, we are loan officers,
and we are mortgage brokers. What
does not vary is that, every day, borrow-
ers entrust us with one of the most im-
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portant financial deci- B

“We strongly believe about which lenders

that the mortgage

brokerage model
is best for both
consumers and

sions of their life that, if
not executed properly,
can have long-lasting
repercussions as was wit-
nessed in 2008 during the
mortgage meltdown. We

Finally, I would hear

were doing a great job,
and which were not.
But that is information
that our other LOs
needed to hear—not
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is best for the client, not
what is best for our pock-
etbook, as some brokers

committed to
being the best.”

the Bad and the Ugly”
and our “AE Scorecard”
on our Web site, allow-

before us have done. We .

know by doing this, we

not only are doing what is morally and
ethically right, but we know this belief
system will result in our borrowers re-
ferring us additional clients, the under-
pinnings of a long-term business model.

What is it about the mortgage indus-
try that you most enjoy?
Nothing gives me more satisfaction than
solving problems, which results in a bet-
ter originator and borrower experience.
Creating a solution, a tool and seeing
folks benefit from it is quite a reward.
When | first came into the industry in
1998, originators spent hours poring
over guidelines looking for a lender that
could do some obscure niche. Origina-
tors were constantly asking us: “Which
lender has what niche?” but we didn’t
have the answer. However, we were
good listeners. So | grabbed our Web de-
signer and we developed a very simple
“Niche-Finder” tool. The AEs would log-
in and indicate what niches they had,
and our LOs could log-in to easily search
the lender niches. It was simple, but
very effective. That saved tons of time,
allowing originators to focus on market-
ing, instead of program-hunting.
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ing our LOs to post feed-
back on each lender
they used. While the original intent of
the tool was to recognize the best
lenders for “a job well-done,” these tools
have done wonders for our service levels
with our lenders as there is accountabil-
ity. Nothing makes my day more than e-
mailing an AE and their boss when a
“Good” posting is on the Board.

It seems that your Web site is what
really differentiates you from the
competition.

We definitely hear from our origina-
tors that our Web tools are helpful.
The bottom line is that if there was
something that we could use our Web
site for to make the lives of our LOs
easier, better and more efficient, then
we did it. Often, we were just good lis-
teners. If at our quarterly sales meet-
ings, someone said, “We’re having
trouble with ‘X’ issue,” then we would
delve into the topic and seek a solu-
tion. Many times, the issue is solved
using a Web site tool. Our philosophy
is that if one originator is running into
an issue, others probably are as well,
so we’re going to do our best to try to
solve the problem.
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Would you recommend this industry
to young people seeking a career?

I think, for the right person, this can be
a great career choice. But, it takes a very
unique blend of skills and talents, from
being tech-savvy, to having an eye for
marketing, being a student of loan pro-
grams, being good with math, a strong
delegator and excellent provider of cus-
tomer service. Most jobs divide up those
skills. In our business, you have to be
fluent in all of those areas.

What are the biggest challenges you
are facing? How about opportunities?
I think the biggest challenges are over-
coming misperceptions. There’s been a
lot of noise about QM, the three percent
cap, etc. But by and large, our average
comp is about 1.75. Most of our origi-
nators aren’t impacted by the three per-
cent cap, especially since many lenders
are “building in” their fees to the rate.
We don’t own a title, escrow or ap-
praisal company, so none of those fees
are counted in the three percent cap.
Certainly, keeping up with the reg-
ulations is a challenge. However, we
are fortunate to have excellent com-
pliance attorneys who keep us up-to-
date. They read the regulations, digest
it all and give us the bottom line.
Then, we implement it in a format
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that is originator and borrower-
friendly. Many originators who have
joined recently decided rather than
deal with having to keep up with
everything themselves, we can do it
for them, and they can focus on origi-
nating and marketing, not worrying
about questions like, “Can the RRA be
sent out before the ITP, and under the
new QM, does the GFE need to go out
with the BSA or BCA?”

The main challenge is, of course,
shifting to an almost exclusively “pur-
chase” market, but in conjunction
with our lending partners, we've been
doing lots of sales training Webinars
and seminars on making the shift, for
those who haven’t yet. Additionally, to
help supplement lost refi volume, in
addition to a reverse mortgage de-
partment, overseen by longtime RM
originator Monte Howard, we’ve re-
cently rolled out a banking channel
which is a nice option.

Where will your firm be in three years?
It’s always tough to project, especially
in our industry, as we're so closely tied
to what rates and the economy are
doing. However, our long-term plans
are to continue growing as we have
been, adding about 10-15 originators
per month, and continuing to be proac-
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tive, looking for new opportunities as
they develop, adding new states when
warranted, continuing to add new tools
to our Web site and new resources to
our library to make our originators the
most efficient, effective and experi-
enced in the industry. With the excellent
corporate staff at C2, along with the
great sense of community amongst our
seasoned originators, we have no doubt
we can reach that goal and beyond.

You were nominated for NMP’s Mort-
gage Professional of the Month by
United Wholesale Mortgage. How
does that make you feel?

It is an honor and | am truly apprecia-
tive. It is a sign of a strong partnership
with United Wholesale Mortgage and an
indication that they value not only what
we are doing, but also how we are doing
it. The relationship between brokers
and wholesale mortgage bankers is one
of the competitive advantages that
helps deliver the service and value that
consumers have come to expect from
mortgage brokers in general and from
(2 Financial in particular.

David |. Coster is senior editor of National
Mortgage Professional Magazine. He may
be reached by phone at (919) 559-2171 or
e-mail davidc@nmpmediacorp.com.
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