
Although the recent changes to 
the Real Estate Settlement Pro-
cedures Act (RESPA) were im-
plemented to assist consumers 
in obtaining the best loan, they 
leave lenders scrambling to un-
derstand all the ins and outs of 
assuring compliance. The new 
RESPA regulations, effective 
since January 1, 2010, allow 
borrowers to compare the Good 
Faith Estimate (GFE) issued by 
the lender with a new HUD-1/A 
settlement statement. In the 
past, there was no standardized 
GFE form  now there is, and 
lenders will need to quickly ad-
just. 
In an effort to better serve our 
customers and be compliant 
when lenders start using the 
new GFE, Stewart proactively 
released the new HUD-1 in its 
AIM® title and escrow production 
system. AIM is the workhorse 
that generates the title docu-
ments signed at closing. 
In addition, Stewart Marketing 
has developed supporting mate-
rials to assist you and your  

customers during the transition to 
the new GFE and HUD. You can 
sign up for WebExes provided by 
Stewart University®, which will ex-
plain process changes and walk you 
through the new GFE and  
Furthermore, Stewart Marketing has 
also created a resource page and 
informational flyers for you to use 
when talking to customers about the 
changes. This site and the flyers 
give you talking points and establish 
Stewart as a credible partner for cus-
tomers during this transition. Many 
offices are using open houses and 
other events as an opportunity to 
educate customers and prospects 
regarding HUD, while demonstrating 
Stewart s dedication in supporting 
real estate customers during the 
transition. 
Using these pre-prepared marketing 
materials, helps you educate your 
customers and gain credibility in the 
market place during this critical tran-
sition.  
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Stewart Title Guaranty worked very diligently in 2009 to enhance the Steps/Prism 
system. For those Agents that do not use this system, Steps is a program for our 
Agents that do not use AIM or Stewart Express/TitleMax. Users can produce elec-
tronic policy jackets from this system. If you are an AIM or Stewart Express user, 
you may disregard this article!  

For our Steps/Prism users, I would like to review a few of the changes/upgrades 
made in the system. If you have not logged into the system for a few weeks you may 
be prompted to change your password to a "hard" password. (A hard password con-
tains at least three of the following: one upper case letter, one lower case letter, one 
number and/or one special character).  After you log in, you will notice that the sys-
tem is now called Stewart Underwriter Management System, hereinafter referred to 
as SUMS. If you click on the Steps button you will see a help button in the upper 
right hand corner of the screen. (This feature is not in PRISM, only in STEPS). After 
clicking help, you will see an option for tutorial. Clicking tutorial will bring up three 
options. One of options is called Quick Reference Card. If you click Quick Reference 
Card you will be able to view and/or print the three page instructions. (You must 
have your pop-up blocker function turned OFF to print out of this system) These are 
the new instructions for the upgraded system that you will now need to follow. (You 
can always re-print this guide by following these instructions just in case you happen 
to misplace your copy). You also have two other options on the help page. "Tutorial", 
which is an interactive computer training program that you may take at any time. The 
other option is "Training Guide". Select the training guide and scroll through it. You 
do not have to print out a hard copy of this manual. It has multiple pages and the ma-
jority of what you need is within the three page Quick Reference Card. The Training 
Guide is in your STEPS system and you can go into it at anytime and look up a cer-
tain item. We all know that unusual circumstances come up now and then in this 
business so this is a great resource!  

My favorite new feature of the system is that once you have logged in, you have ac-
cess to both STEPS and PRISM without having to log into each system separately. 
This upgrade has also corrected the issue in PRISM where you were only able to 
transmit 10-20 policies at a time. Now you are able to transmit as many policies as 
you have! (REMINDER: All Agents are required to transmit their policies at least 
once per month). In PRISM, in the "Run Reports" module, you will see a box that 
will need to be checked, labeled Calculate Selected Totals. You must click this box 
after you select "all" policies, or after you check off the policies you want to transmit, 
before you can transmit the policies. The full explanation for this will be on the third 
page of your Quick Reference Card, in the Submit Registers instruction box.  
Our Agents need to know that Stewart Title Guaranty is always working on various 
programs and enhancements. Many of the enhancements that are made are based on 
agent suggestions in order to help make your job just a little bit easier!  

Any questions or problems with your new SUMS program should be  
directed to Stewart s Customer Care Center at: 
 (888) 526-3282 or customercare@stewart.com. 

UPGRADES TO THE STEPS/PRISM PROGRAMS 
Sherri S. Stine, Agency Services Representative 
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The FDIC recently announced that the number of "problem" banks now stands at 702, a number not seen 
since 1993.  This raises problems for you in determining who to obtain payoff information from for clos-
ing, and raises problems in evaluating whether satisfactions of mortgages found of record have been exe-
cuted by the proper financial institution. 
For your information, the listing below are those lenders that have failed since the start of the year.  While 
many of these lenders are not physically located in Wisconsin, many of them operated nationally. 

Dealing With Failed Banks With Mortgages In The Chain Of Title 
Ellen Wagner, State Counsel 
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In the past few months, we have had a number of claims filed by insured lenders regarding 
the validity of their mortgages because of missing signatures.  These claims involved refi-
nance transaction where either a husband or the wife was a borrower under the loan, not

 
both  
In a refinance transaction, if the subject property is the couple s homestead property, both

 

spouses must execute the mortgage. 
Many times, a lender will have only the borrower s name pre-printed on the face of the mort-
gage. It may be the case that closer will have to manually adjust the mortgage to reflect the 
name of the non-borrowing spouse. Both spouses names should be shown on the face of the 
document, and it should indicated that they are husband and wife. 
In a purchase transaction, it is only required that the purchaser execute the purchase money 
mortgage.  Thus, if only one spouse is a borrower under the loan, only that spouse should be 
taking title to the property.  If both the husband and the wife are taking title, both must exe-
cute the mortgage. 
This same principle applies to deeds in sale transactions.  If only one spouse is in title to a 
property, but the property is the couples homestead, both spouses must execute the deed  
The requirements for the conveyances can be found in WI Stat. Sec 706.02 (f).  

706.02 Formal requisites.   
(1) Transactions under s. 706.001 (1) shall not be valid unless evidenced by a conveyance 
that satisfies all of the following: 

706.02   
(a) Identifies the parties; and 
706.02 706  
(b) Identifies the land; and 
706.02   
(c) Identifies the interest conveyed, and any material term, condition, reservation, 
exception or contingency upon which the interest is to arise, continue or be extin-
guished, limited or encumbered; and 
706.02  
(d) Is signed by or on behalf of each of the grantors; and 
706.02  
(e) Is signed by or on behalf of all parties, if a lease or contract to convey; and 
706.02   
(f) Is signed, or joined in by separate conveyance, by or on behalf of each spouse, if 
the conveyance alienates any interest of a married person in a homestead under s. 
706.01 (7) except conveyances between spouses, but on a purchase money mortgage 
pledging that property as security only the purchaser need sign the mortgage; and 
706.02   
(g) Is delivered. Except under s. 706.09, a conveyance delivered upon a parol limita-
tion or condition shall be subject thereto only if the issue arises in an action or pro-
ceeding commenced within 5 years following the date of such conditional delivery; 
however, when death or survival of a grantor is made such a limiting or conditioning 
circumstance, the conveyance shall be subject thereto only if the issue arises in an 
action or proceeding commenced within such 5-year period and commenced prior to 
such death. 

Conveyances of Homestead Property 
Sara L. B. Cavil, Claims Counsel 
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Be transparent - 
Show your customers 
your company's inter-
nal systems so they 
feel part of the experi-
ence, not separated 
from it. For example, 
consider how shipping 
companies now allow 
customers to schedule 
pick-ups, print labels 
and track packages on 
their own. 

Open the door to 
new talent - Some of 
your customers may 
be so enthusiastic 
about your product 
that they can sell it 
better than you. Find 
ways to discover who 
these customers are 
and capitalize on their 
talents and passions.  

Adapted from "Better Cus-
tomer Service Through 
Transparency, Tribes, and 
Talent" by John Sviokla. 

Productivity Tip 

Then return back to work with a good feeling about life and work.  

Please take the time to take a break and think about something fun... 

A loving 

atmosphere 

in your 

home is the 

foundation 

for your life

  

-Dalai Lama 
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In the world of Sales and Marketing, there is no such thing as one size fits all . And 
in order to truly reach your audience and make an impact, you need a laser-targeted 
message that speaks directly to your customer. In addition, this message should 
grab their attention and really hit their pain points. However, before getting started, 
you need to understand your customers business needs based on segment.  

Customer segmentation is a formal name for grouping customers based on like char-
acteristics. Knowing this information not only helps you approach them with the right 
marketing messages and products, it can also help you provide better customer ser-
vice. 

For instance, Bank of America® offers different services for different customer needs. 
These services can include providing loans for college students, financial advice for 
couples planning retirement and assistance for first-time homebuyers. They also pro-
vide business investment accounts for commercial investors. On the other hand, 
Continental Airlines® provides different levels of service based on the amount of 
money you spend with the company. For example, elite customers are the first to 
board the plane, get their luggage and are more likely to be bumped up to first class. 

Whether it s business-to-business or business-to-consumer, countless companies 
have found ways to maximize their message to different customers by segmenting 
them into groups. 

Segment your customers in a variety of ways 

There is no magic formula for segmenting customers. The process is simply based 
on your business goals and customer makeup. However, customer segments should 
be grouped based on like characteristics. Here are four category examples you can 
use to segment customers: 

Geography  Different ZIP codes or counties  
Size  Large, medium and small brokerages; small to mid-size home 
builders and large home builders  
Market segment  Builder (custom or high-volume home builder), 
REALTOR® (first-time homebuyer, multicultural, luxury, foreclosures) or 
Lender (credit union, bank, loan officer)  
Customer value  Low, medium or high producer   

Make sure your customers know you are talking to them 

Your customers and prospects receive an excess of irrelevant information on a daily 
basis. There is a lot of noise in their inbox. The way to break through the noise and 
clutter is to send messages that are relevant to your customer.  

When you segment customers, you group them together according to their charac-
teristics. This allows you to create messages that are on track with what the segment 
is looking for from you.  

Understanding Customer Segmentation is Crucial to Your 
Business Growth 
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When you segment customers, you group them together according to their 
characteristics. This allows you to create messages that are on track with what 
the segment is looking for from you. 

Keep in mind, a REALTOR serving the high-end luxury market is going to be 
looking for a different type of service experience than a REALTOR selling av-
erage-priced homes. If you want both customers in your office with an order in 
hand, you are going to have to treat them differently. 

Find your most profitable customers in surprising places 

Understanding where your business comes from is essential. Once you know, 
you can find other ways to increase profits from like customers. But keep in 
mind, some of your best customers may not be found in the most obvious 
places  

Harrah s Casino® segmented its customers and made a surprising discovery. 
Contrary to popular belief, the company s high-value customers were not the 
high rollers. Instead, the people who spent just between $100 and $500 per 

visit generated the most revenue for the casino. These customers amounted 
to only 30% of the gamblers, but 80% of revenue and almost 100% of profits1. 
Without this discovery, Harrah s might have continued to pursue high rollers, 
under the mistaken idea they were bringing in the most money to the com-
pany. 

In the long run, this would have hurt their profits. Harrah s decided to invest 
money in the customers who generated the most revenue and profit, and grew 
the company tremendously. 

Don t forget your competition 

Would it light a fire under you to know that your competition, which is calling 
on the same customers as you, is segmenting its customers in order to send 
clear, concise, direct messages to the audience? Go ahead and strike the 
match, because your competition is doing just that. And once the competitor 
has the attention of your customer or prospect, it is going to be hard to get it 
back. 

Taking the time to segment your customers will help you refine your message, 
make yourself more relevant to customers and improve Sales and Marketing 
results for your business   
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We are trying our best to provide information 
that we feel would be helpful and useful to 
Stewart agents in Wisconsin. If you have a 
comment, question or issue you would like to 
see addressed in a future newsletter please 
let us know. Email your comments and/or 
questions to wistg@stewart.com We would 
love to hear any and all feedback from our 
agents. 

5150 North Port Washington Road 
Suite 121 

Milwaukee, WI 53217 
Phone: 800-523-3060 

Fax: 414-755-1309 
Email: wistg@stewart.com  

STEWART TITLE GUARANTY 
COMPANY 

Deliver a magnificent customer 
experience through innovation in 

the real estate transaction 
process. 

 

What do you think? 
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Upcoming Webinars

  
The Mysteries of the New HUD-1 Uncovered 
Thursday, April 8, 2010 at 10:30am 
To Register: http://stewartevents.webex.com

  

How to Solve the 3 Biggest Reason You Don t Have 
ALL the Business! LIVE VIDEO Broadcast 

Tuesday, April 13, 2010 at 1:00pm 
To Register email register@stewartinselligence.com

  

StewartSiteBuilder-Making it Easier than Ever to 
Grow your Business! 
Thursday, April 15, 2010 at 11:00am 
To Register: http://stewartevents.webex.com
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