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It's no wonder SoftPro is #1 in the industry- with the most 
powerful, efficient tools to process and close more real estate 
transactions than ever before. We understand the technology that's required to handle 

the complexity of your business. SoftPro continuously works to develop the most innovative and efficient 

closing tools to make your job easier. Whether it's providing you with RealEC® functionality, web order entry 

with .rxt overlay, the latest Fannie Mae eQC validation technology and HUD-1 data, or incorporating order 

status capability within your own website, we offer you the necessary tools to work faster and smarter. 

And the result? You have the power to become more 

productive and move ahead of the competition. 

Try SoftPro today, FREE for 30 days. If you don't close 
more transactions, we'll give you your money back. 

For a Free Demo, call SoftPro Sales at 1-800-848-0143 or visit us on line at www.softprocorp.com 
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leading edge 
A Message from the Abstracter & 
Title Agent Section Chair 

Listen to the Breezes Blowing 

Does anyone know what lies ahead for our industry? Things are happening 
around the country that may soon affect your office. Do you know what 

changes in your state will affect your business? Will you be prepared, or will you say 
"I wonder what I'm going to do now?" Now is a good time to listen to the breezes 
blowing through our industry. You need to keep abreast of what's happening 
instead of being blindsided. Change is happening, and you can stay up-to-date by 
attending your state land title association meetings and ALTA meetings this year. 

You may think you can't afford the time away from work or that attending 
meetings is too expensive. However, might I suggest that you can't afford NOT to 
attend. If you don't understand what is happening in the marketplace and how it 
will affect your business, your business might suffer, and all of a sudden you will 
have plenty of free time. 

Meeting other professional title people and learning 
where your industry is going is what a trade association 
like ALTA is all about. We want to meet you and show 
you how we are working for you in Washington. We want 
to show you how to use the free "Title Industry Marking 
Kit" to promote your company and educate your customers 
about the value of title insurance and the importance of 
what we do. 

Don't know anyone at ALTA meetings? The ALTA 
Membership Committee holds a New Member Mixer at 

the Annual Convention and a Dine-Around at the Federal Conference. At the 
Dine-Arounds, small groups of attendees go to dinner to get to know one another. 
After these events you will have new friends in the industry. 

I encourage you to become involved with ALTA this year. Learn what's 
happening in the industry and how it will affect you long term. I look forward to 
seeing you in March in Washington for the Federal Conference and in October in 
New York for the Annual Convention. 

Mike Wille 

www.alta.org 
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ALTAnews 
Two Conferences 
Coming Up 

5 
FEDERAL CONFERENCE 

March 7-9. 2005 

Mark your calendars 
now for ALTA'.s next 
two meetings: the 
ALTA Federal 
Conference, March 7-9 
at the Willard 

Intercontinental in Washington, DC, and the ALTA Tech 
Forum 2005, April 17-19 at 
the Portofino Bay Hotel in 
Orlando. 

You can make your hotel 
reservations for these two 
meetings now. Hotel cutoff 
date for the Federal 
Conference is February 11. 
The hotel cutoff date for the 
Tech Forum is March 15. 
Full information on the 
meetings will be posted to the ALTA Web site shortly. 

New Loan Policy 
Open for Comment 
The ALTA Title 
Insurance Forms 
Committee has 
worked hard over 
the last year and 

Draft ALTA Loan Policy: 

Give us your comments 

a half on the first new ALTA Loan Policy since the 1987 
(revised in 1992) policy was adopted. Now the first official 
exposure draft has been released and is posted on the ALTA 
Web site for ALTA Active Members and customer groups to 
comment. After comments are received and considered by the 
committee, work will begin on the Owner's Policy with both 
revised policies available for adoption in late 2005. Go to the 
ALTA News section of the ALTA Web site and click on the 
link for the "Draft Loan Policy" and tell us what you think. 

www.alta.org 

calendar 
ALTA Events July 

23-25 
January Large Agents Meeting 
10-11 Chicago, IL 
Research-Abstracter/ 
Agent Meeting September 
Key West, FL 

11-13 
2005 Reinsurance 

17-18 Committee Meeting 

Title Insurance Forms Chicago, IL 

Committee Meeting 
State Conventions Tucson, Al. 

21-25 February 
Large Agents Meeting 3-5 Alaska 

Palm Desert, CA April 

25-26 13-15 Tennessee 

TIPAC Board of Trustees Meeting 
16-17 Louisiana 

Las Vegas, NV 21 -23 Oklahoma 

February May 
18-20 1-3 Iowa 

Board Meeting 5-7 New Mexico 

Pebble Beach, CA 12-16 Palmetto 
22-24 Californa 

27-28 
June Membership & Organization 
2-5 Virginia 

Committee Meeting 
5-7 Wyoming 

Phoenix, Al. 
5-8 New Jersey 

March 9-11 Texas 
7-9 9-11 Arkansas 
ALTA Federal Conference 9-12 Pennsylvania 
Washington, D.C. 13-14 South Dakota 

April 23-26 New England 

17-19 July 
ALTA Tech Forum 7-9 Illinois 
Orlando, FL 14-16 Utah 

May 17-19 Michigan 
1-3 August 
Title Counsel Meeting 4-6 Montana 
Charleston, SC 7-10 New York 

15-16 10-13 Kansas 

Internal Auditors Meeting 12-1 4 Minnesota 

Key West, FL September 
15-18 Idaho (w/OR & WA) 
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Title Work Groups to Tackle 
Title Policy Smart Docs 
After a conference call cementing the need for electronic title 
products, MISMO's eMortgage and title work groups met for 
an interim meeting, hosted by First American, December 8-9 
in Las Vegas. The work groups concentrated on mapping data 
points necessary to produce a Smart DOC for the ALTA 
Loan Policy and the ALTA Short Form Residential Policy. 
Other forms and abstract data will be the subject of future 
work sessions. For more information, contact 
kelly _romeo@alta.org. 

Don't Forget Your Dues 
ALTA dues for 2005 are due January 31. Please remember to 
include your contribution to the ALTA public awareness 
campaign. If you did not receive an invoice, please contact 
Alice Baldwin at 1-800-787-2582. 

Photos, We've Got Photos 
ow you can see for yourself what went on during the ALTA 

Annual Convention this past October in Boston. In addition 
to the photo highlights on page 6 of this issue, you can see all 
the photos from the convention on the ALTA Web site. On 
the left hand side of the home page, click on "Meetings" then 
"Annual Convention." See anyone you know? 

TIAC Reaches 7 Million 
Dollars in Premiums 
TIAC, the Title Industry Assurance Company, a member­
owned, ALTA-endorsed provider of errors and omissions 
insurance, has recently exceeded $7 million in premiums with 
over 1,650 insureds. Started in 1988, TIAC E&O insurance is 
an exclusive ALTA member benefit. To find out more about 
TIAC, visit the ALTA home page and look for the TIAC 
logo under the "Resources" section. 
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calendar 
State Conventions 
September 
15-18 Washington (w/ID & OR) 
15-17 North Carol ina 
16-18 Dixie 
15 Maryland 
18-20 Indiana 
18-20 Ohio 

September, cont. 
21-23 Nebraska 
22-24 Missouri 
22-24 North Dakota 

October 
21-22 Wisconsin 

November 
16-19 Florida 

Title News Readership 
Survey On The Way 
During the second 

week ofJanuary, a 
sample of ALTA 
members will 
receive an e-mail 
containing a Title 

News Readership 
Survey. We would 
very much like your 
feedback on ALTA's 
award-winning, bi­
monthly magazine. 
Are the articles 
useful? Are they 
timely? Do you pass •••iiiii[:Jll 
Title News on to others in your office? Are there topics you'd 
like to see more information on? These are the types of 
questions we will be asking you in the online survey, which 
should take less than 15 minutes to complete. If you do not 
receive the e-mail survey but would like to make comments 
and suggestions about Title News, you can e-mail editor 
Lorri Ragan at lorri_ragan@alta.org. We value your 

feedback. 
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GOVERNMENT news 
& AGENCY 

2004 Congressional Wrap-up 
The 2004 Presidential election has concluded, and Congress 
has tried to complete action on spending legislation to fund 

the government for 2005. However, partisan bickering over 
legislative provisions on congressional authority to review tax 
returns has led to a situation where Congress may return for 
future action, rather than adjourning as usual. Nevertheless, 
several bills affecting Federal housing programs and the real 
estate markets were enacted during the fall session. 

Congress made two changes to federal loan guarantee 
programs this year. At the end of October, President Bush 

signed the Homeownership Opportunities for Native 
Americans Act of 2004 to give Native Americans nationwide 
access to financing for new homes. The law increases federal 

home loan guarantee rates to 95 percent for banks covering 
Native American home loans. As Title News goes to press, a 
bill to also increase the maximum home loan amount that the 
Veterans Administration will guarantee is on its way to the 

President to be signed into law. Currently, the VA guarantees 

25 percent of a qualified home loan up to $240,000. Under 
the new law, the maximum loan amount will increase to 

$333, 700. That $333, 7000 amount is the current limit for the 

Freddie Mac and Fannie Mae mortgage loan programs. In 
addition, the VA maximum loan levels will be indexed in 

future years to the Freddie Mac and Fannie Mae loan 

amounts, which are linked to increases in national housing 

pnces. 

Several provisions favoring real estate were included in the 

fall tax bill, the America Jobs Creations Act of 2004. While 

these tax preferences may help stimulate commercial 

construction, new limits on like-kind exchanges may reduce 

overall transfers of residential properties. 

For taxable years beginning after December 31, 2004, the 

Jobs Creation Act provides a special deduction for 

construction, engineering, or architectural services performed 

in the United States." The deduction starts at 3% and 

ultimately phases into 9% in 2010. 
Also favoring commercial construction is a new provision 

for a 15-year recovery period for qualified leasehold 
improvement property placed in service before January 1, 

www.alta.org 

2006. Favorable provisions for REITS include changes to the 
definition of securities limiting REIT assets that count toward 
that test, new rules on related-party rents, and modification of 
REIT distributions. The Act also provides incentives for 
"Brownfield"( environmentally damaged) properties. It extends 
provisions allowing expensing of environmental remediation 
costs to December 31, 2005. 

New like-kind exchange limitations will chill the volume of 
transfers of residential properties under this tax treatment. 
Under current law, a taxpayer may exclude up to $250,000 
($500,000 if married filing a joint return) of gain realized on 
the sale or exchange or a principal residence. However, there 

have been no special rules on the sale or exchange of a 
principal residence that was acquired in a like-kind exchange. 
The new tax law requires that the exclusion from gain would 

not apply if a principal residence was acquired by a like-kind 
exchange within the prior five years. Consequently, principal 
residences acquired through a like-kind exchange would have 
to be held for five years before the exclusion from the capital 

gains tax would apply. 

For further information, contact Ann vom Eigen, 

Legislative and Regulatory Counsel. 

Mike Wiiie (I), ALTA'S TIPAC Chair, meets with fonner Secretary of 
Health and Human Services, Tommy Thompson, during his recent 
stop In Wisconsin for the Bush-Cheney presidential campaign. Let 
us know If you have helped with the presidential, senatorial, or 
congressional campaigns by contacting Ann vom Elgen, leglslative & 
regulatory counsel, or Charlene Nieman, grassroots & PAC manager, 
at 1-800-787-2582. 
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convention highlights 

Industry Professionals Come 
Together to Advance Change 

Nelson Lipshutz, Regulatry Research Corp., Ted Jones, Stewart Title, and John Pfister, 

Chicago Title, spoof the old Johnny Carson "Amazing Camack" routine to provide a pic­

ture of the future of real estate. 

Representatives from each state land tit le association shared ideas and solutions to common 

problems in a roundtable discussion. 

6 January/February 2005 

Larry Sabato, election analyst, author, and 

professor at the University of Virginia's Center 

for Politics, gave attendees some insight into 

the 2004 election. Sabato was sponsored by 

TIPAC. 

www.alta.org 



The newly installed 2004-2005 ALTA Board of Governors. 

Charlene Bender (I) was the winner of the 42 inch plasma TV in the Exhibit Showcase. 

www.alta.org 

Attendees lined up for signed copies of 

Keynote Speaker Robert Ballard's new book. 

Ballard mesmerized the audience with his 

information on discovering the wreck of the 

R.M.S.Titanic, and his creation of a founda­

tion to share the excitement of live explo­

ration with chi ldren. 
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convention highlights 

Title Triumph® Tournament winners proudly show their medals after the vigorous board 

game, which tested their knowledge of the industry. From left to right: Janice Lynch (MD), 

Maureen Crowley Unsinn (NJ), and Mark Lynch (MD) 

Prize-drawing time in the Exhibit Showcase always drew a crowd. 

8 January/February 2005 

Chuck Kovaleski (r), outgoing ALTA president, 

is congratulated for his hard word by 

incoming president Mark Bilbrey. 

Title professionals always know how to enjoy 

themselves after a hard day at work. 

www.alta.org 



The Right Connection 

800. 767 . 7832 

www.smscorp.com 

she's managing her client's closing 

Streamline™-the hard working closing and 
title production system 

Prepare your closing and title documents, process your HUD statements, create 
and balance disbursements, manage your trust accounts. And, that's just t he 
beginning of what you can easily accomplish with StreamLine's broad range of 
capabi lities. StreamLine "learns" your workflow and efficiently automates many 
time-consuming tasks, freeing you to live your life. 

Workflow processing - automatically creates your data entry screens, 
documents and task lists. 

StreamLine email - automatically converts documents to secure PDF; 
seamlessly integrates with MAPI comp liant email applications. 

Powerful document processing - powered by Microsoft® Word; inc ludes 
access to all data entry fields. 

Self-balancing checkbook - creates rece ipts and disbursements based 

on data entry; balances w ith trust accounting in real-time. 

Seamless integration - with SMS transaction management and 
document imaging software, Underwriter systems and services, genera l 
accounting software, and more. 

SMS has forged its reputation as the leader in tit le and settlement software 
solutions by coup ling t he industry's premiere products with cutting edge 
technology. Discover the SMS advantage and learn how StreamLine can go 
to work for you. 

How can you get started? Contact SMS today at 800.767 .7832 
for a demo or visit us onli ne at www.smscorp.com 

I A Member of The First American Family of Companies <NYS" F•Fl 



ADVANCED 
TITLE 

S 0 L UTI 0 NS Innovative Rescources for Today's Title Industry 

J ust doing the 'same old thing' won 't get you the same results 
in today's market-place. Today's successful title companies 
provide more than traditional title and escrow services. 

Your REALTOR® and Lender customers require a value-adding 

partner, not just a friendly face and a box of donuts. 

We have the innovative and effective tools you need. Let us 
show you how to realize the market-share and revenue growth 

you need to stay competitive in this post refi climate. 

If you are ready to challenge your staff in order to achieve a 

higher degree of excellence, Advanced Title Solutions can help. 

A s you are budgeting for the new year ask yourself how you 'll 
achieve your revenue goals. Then visit www.advanced-title.com 
to see how we can help. 

• Marketing Execution Management 
• Work Flow & Work Process Analysis 
• Software Selection & Maximization 
• System Administration 
• Employee Rejuvenation 

We aren't your average 
consulting company. 
We will stay with you through 
the implementation process, 
holding staff accountable 
and measuring success. 

ADVANCED 
TITLE 

SOLUTIONS 



cover story 

The Title Office 
of the 21st Century 
The Internet will help propel title companies into the 21st century and allow 
them to become more valuable to clients. How does your office stack up? 
by Philip R. Davis & Gavin Duffy 

he Chinese 
have a 
saying: "May 
you live in 
interesting 
times." 
Actually it is 
more of a 

curse, but these are certainly 
interesting times for our industry, and 
whether we are blessed or cursed, may 
- in the end- depend entirely on 
whether we embrace or reject the 
technology that now surrounds us. 

www.alta.org 

In the last decade of the 20th 
century, title agents had been getting 
some benefits from what the media 
called "the Internet revolution," but 
from the ground view, it hardly 
represented anything revolutionary to 
the average title company. The 
primary beneficiaries of the new 
paradigm were the large national 
organizations who embraced the 
technology in a race to cut expenses 
and create a competitive advantage for 
themselves, ostensibly "for the good of 
the industry." 

How we went from 1985's DOS 
operating system to today's Windows 
XP operating system mirrors the 
change in the conceptual framework 
that operations have undertaken in 
the past 20 years. The old interface 
that governed the insurance industry 
for the past 200 years only survives 
because it continues to provide a 
common vocabulary for discussion. 
What we really need if we are going 
to move forward is a new framework 
that incorporates the Internet, the 
technologies that are now available to 
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cover story 

us, and the evolving business practices 
in our tumultuous industry. 

HOW FAR HAVE WE COME? 
How much progress has our industry 
made since 1985? Agents and 
underwriters had very different 
computer systems back then, and 
there was virtually no communication 
between the two. Agents would key 
data into their systems (often little 
more than word-processing 
applications) and then print forms 
that would be sent to the underwriter. 
Underwriters would then rekey them 
into their systems, sending back more 
forms for the agents to key back into 
their local computers. In many cases, 
the same data was keyed in four or 
more times before a policy was issued 
and the data was finally stored, 
unfortunately for the most part, in file 
cabinets. 

Thi inefficiency put the entire 
system at risk as more organized 
banks and regional realty operations 
began demanding better commun­
ications with smooth interfaces to 
their own systems. In other industries, 
we saw the result of this pressure; 
small, nimble companies ran with the 
torch of new technology and captured 
the market from the old standard 
bearers and injected new life and 
exciting competition into banking, 
real estate, Wall Street, and insurance 
companies (but, sadly, not so much 
into title). By letting the underwriters 
take the lead on technology for the 
past 20 years, title agencies did adopt 
better systems to allow computers to 
communicate with other computers, 
reaping the cost savings that come 
with increased digital storage and 
automated underwriting. However 
many agents lost an opportunity to 
make the most important connection 
of all: connecting with their clients. 

Too many title agencies spent 
tremendous amounts of time and 
energy on technology only to satisfy 
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them elves with internal cost savings 
in slow or no growth environments. 
The goal of a successful integration 
project should be to increase customer 
service and satisfaction, to make 
clients happier to do business with 
you, and to increase the amount of 
business you are able to do. 

MOVING FORWARD 
To move forward with technology, it 
is important to think about our 
business goals. Technology is not an 
end unto itself But many of us have 
lost our focus and have become 
enamored with automation put into 
place to foster vendor relationships or 
underwriting relationships while 
returning only cost and time savings, 
without strengthening the underlying 
organization. 

Alas many title agencies felt tossed 
about like ships in the ocean while 
juggernauts cruised past, occasionally 
dragging them along in their 
technological wake. In the last four 
years, however, as we emerged 
surprisingly unscathed from our Y2K 
panic, there has been a shift in the 
power base as smaller, innovative title 
agencies have gained a measure of 
command of the new technologies 
and have been able to use them to 
great advantage to go toe-to-toe on a 
national scale with the industry 
behemoths. 

The maturing Internet has changed 
everything, creating a real-time 
interface that gives us all the computing 
capacity that, just 10 years ago, could 
only be purchased tllfough mainframe 
computer systems. Underwriters and 
vendors today are putting up Web 
portals, and customers are demanding 
more self-service opportunities from 
them and from title agencies. 

INCREASING EFFICIENCY 
There are many ways to increase 
efficiency and productivity by 
integrating various existing 

technologies, focusing on how they 
will have a positive impact on our 
relationship with our clients. Good 
system design needs to address several 
key areas: 
• Client Interface 
• Receiving and Processing 

Digital Orders 
• Creating a "Paperless" Office 
• Delivering Documents Online 
• Maintaining a Title Plant 

This article will attempt to provide 
an up-to-date review of the available 
technologies with specific recommen­
dations for the busy executive, but we 
urge readers to look at the big picture 
and think about how this will affect 
everything you do and plan accordingly. 

HOW THE CLIENT 
INTERACTS WITH YOU 
From the first moment that clients 
view your Web page, you are engaged 
in the sales process. Your interface 
with them needs to be a showcase for 
your company, providing a smooth, 
comfortable experience that will make 
them happy to return. Think of the 
Web sites that you use often and what 
you like about them. Do you get 
news and information? Do they 
remember your name when you come 
back? Do they remember your critical 
information so that you do not have 
to rekey it every time you do business 
with them? 

Find out the kind of information 
that your clients would like to see on 
your site. Make it a reference site for 
them to go to on a regular basis, not 
just a site to place orders. For instance, 
include mortgage rate information, 
title news, local news and weather. 
Content on your site needs to be kept 
fresh and updated. You may need to 
outsource this work. In a ten-person 
company, one of those people should 
not have to be a Web designer. 

If you are going to update the site 
yourself, use tools that are simple and 
cheap. Desktop content management 
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tools like Fog Creek's CityDesk, 
which assembles static HTML pages 
on demand from templates and 
content, then sends them over a 
server, can make routine updates a 
breeze, and Macromedia's Contribute 
is designed to let nontechnical users 
update carefully marked pieces of sites. 

An exciting new way to keep in 
touch with clients is called chat. 
Anyone with a teenager is very 
familiar with chat on the computer, 
and many of us use some form of 
instant messenger to communicate 
with our friends and colleagues. Now 
you can incorporate a real-time 
exchange of typed messages - like the 
instant messaging offered by 
AOUNetscape,Yahoo, and Microsoft 
into your own site. You use your Web 
browser instead of a piece of 
dedicated software. Your client clicks a 

button, opens a window, and types 
questions to a live person who 
responds immediately. This will make 
your customers happy and give you a 
customer-service edge over your 
competitors. 

Vendors who offer chat software 
regularly promise that one chat staffer 
can do the work of "up to four" 
telephone operators. And sites 
struggling to turn lookers into buyers 
are sold chat as a technology that can 
cut the abandonment of shopping 
carts and close more sales. "Chat is 
fast becoming a key ingredient in 
customer-centric marketing, 
employing high-end software and 
hardware to make the customer/Web 
site interface immediate and 
profitable," according to Business 2. 0 
magazine. 

DIGITAL PROCESSING 
Once you have chatted with your 
clients and taken their orders, the next 
step is to process the files. There are 
many fine title-processing packages 
available around the country, and you 
would be smart to look for a package 
with tight vendor integration that will 
enhance your business relationships, 
not replace them. 

Successful digital processing can 
have many advantages for your staff 
and clients including: 
• Reduced errors due to redesigned 

process flows, increased error 
handling, and embedded help 

• Increased number of transactions 
per worker 

• Increased user acceptance of the 
system 

• Reduced strain on users (less 
mental fatigue and frustration) 
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• Increased flexibility for changes and 
improvements to the system 
(modular design) 

• Increased number of platforms 
supported with a consistent 
interface across platforms 

• World-wide access 
Solid design and usability features 

should play a part in selling products 
to your customers; a good system will 
pay for itself in terms of customer 
satisfaction and increased sales. 

The prevalence of document 
standards on the Web has enabled 

least, managed effectively. 
An ever increasing number of title 

agents are taking the first steps to 
change their reliance on paper. They 
are converting their banker boxes and 
file cabinets currently stored in the 
garage, attic, basement, or office, into 
digital images. A four-drawer file 
cabinet can be converted into a single 
CD. Thus in a space ofless than one 
inch of CDs, you are able to store 
what used to take up 12, four-drawer 
filing cabinets. A huge space savings. 

An even more dramatic result is the 

There are many ways to increase efficiency and 
productivity by integrating various existing 
technologies. 
most vendors to integrate data into 
their documents and eliminate a great 
deal of processing on the title side of 
the equation. Look for systems that 
give you this capability-modernizing 
your title software may be the most 
significant step you can take to 
increase your competitive position in 
the marketplace. Old and 
comfortable cannot be an excuse for 
an inefficient system that is draining 
your precious resources. 

THE "PAPERLESS" OFFICE 
The biggest mistake people make 
when thinking about the paperless 
office is that they view it as an all-or­
nothing proposition. At Accu-Title, 
we have coined the phrase "the office 
with less paper." 

Eliminating bothersome paper 
from our lives is a process. Rather 
than pursuing an idealistic paperless 
office, we should focus on creating an 
environment in which paper and 
electronic-document tools work 
optimally together and what sort of 
systems can best support a mixed 
environment. To be competitive in 
today's fast-paced environment, paper 
must be trimmed down or, at the very 
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reduction of retrieval time. Electronic 
files allow you to retrieve documents 
from your desk in seconds, compared 
to the old process of trying to locate 
where the paper folder is, taking it 
back to your desk, and responding to 
the requestor. The amount of time 
saved can range from 20 or 30 
minutes to days if your files are in an 
off-site storage location. 

Another benefit to the title 
company is that if the agency is ever 
sold, the value of a title company's 
records increases substantially when 
they are stored electronically and 
properly indexed, versus records that 
are in paper boxes and located in the 
garage, attics or an off-site storage 
facility. 

Making good use of tools such as 
bar codes, location indexing, 
handwriting recognition, electronic 
documents, and a continuation of 
Internet-based document storage and 
retrieval will result in a very 
competitive service environment. 
Larger computer monitors and the 
increased use of dual monitor 
workstations will quickly reward 
electronic document users as well. 

ONLINE DOCUMENT DELIVERY 
When I started in this industry in 
1985, I remember begging my title 
agent clients to purchase fax machines 
so we wouldn't have to hand-deliver 
documents every day. "That's not a 
legal document!" was the number one 
retort. Online document delivery is 
moving along the same curve that was 
followed by faxes with government 
regulators moving towards ratifying 
the Digital Signature Act to allow 
closing documents to flow smoothly 
across the Web. 

Now when you run across a client 
or vendor that doesn't use a fax 
machine, we consider that person 
"quirky," although as recently as 1990 
the fax machine was a luxury item 
that cost about a thousand dollars. In 
much the same way that you can't 
imagine your business without a fax 
machine today, you will feel quite the 
same about digital documents­
probably much sooner-as we have 
all become more sophisticated users, 
and the entry costs are nowhere near 
what they were for fax systems. 

Although there is a well-known 
saying, "it is better to give than to 
receive," It is certainly a lot easier to 
receive electronic documents than it is 
to send them on a large-scale basis. 

Most of us are very familiar with 
the simple concept of attaching a file 
or document to an e-mail, but how 
many of us think in terms of a full 
delivery system that serves up the 
hundreds of pages a day that you 
currently fax on demand to clients? 
Allowing your clients to download 
documents directly from your system 
is not for the feint of heart since you 
deal with the issues of security, 
storage, bandwidth and, dare I say it, 
viruses. 

Once again, this is where a good 
software vendor will be able to 
help you. A 21st-century software 
package should include the following 
features: 
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• An Internet gateway for your clients 
• Document tracking and status 

reports 
• Online document storage 
• High (Tl or better) bandwidth 

support 
• Integrated scanning systems 
• Web service account management 
• Virus protection 

Once you have all of these in place, 
you can proudly announce to your 
clients that you are fully online, ready 
to send and receive your documents in 
purely digital format. You will see a 
tremendous improvement in both 
document quality and availability if 
the system is managed correctly. 

Adobe is the industry leader in 
creating electronic documents on the 
PC. However, a stand-alone product 
is available from Hewlett-Packard 
called the Digital Sender 9100C, 
which lets anyone scan directly from 
paper, convert to an e-mail file, and 
send to anyone. It works just like a 
fax machine, but it sends documents 
right to your client's e-mail file instead. 
This is a great intermediate step for 
companies who have clients 
demanding digital documents but are 
not yet ready to convert their entire 
operation. 

mLEPLANT 
For companies looking to maintain 
their own title plants, three areas 
should dominate your planning 
process: storage, indexing, and access. 

Storage has become simple thanks 
to rapidly declining prices for hard 
drives and DVD burners that hold up 
to a year's worth of files on a single 
disc. However, with an average digital 
file size of over one megabyte, digital 
files add up very quickly and can 
cause tremendous amounts of clutter 
on hard drives if not managed 
correctly. In addition to storage 
problems, large files can choke even 
the best of servers and fill your client's 
inboxes with unreadable items all 
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neatly tagged with your e-mail address 
so they know precisely who to blame. 

All the storage in the world will not 
help you if you can't retrieve the file 
you've digitized. Indexing issues are 
the classic example of the adage 
"Those who fail to plan, plan to fail." 
An indexing strategy could be the 
subject of another article and can be 
very technical. But again, a good 
software package should help you out 
here, as can industry consultants like 
We Scan Paper, TitleScan, or West 
Central Indexing. (For a complete list 
of companies that provide imaging or 
scanning, visit the Technology 
Products Directory on the ALTA 
Web site.) Even if you are not 
looking to outsource your scanning 
work, getting professional help in 
setting up a system along with an 
indexing strategy is invaluable as you 
move forward. 

Access goes back to our previous 
discussion on bandwidth; you can 
have all the files in the world neatly 
organized and securely stored online, 
but if it takes you 20 minutes to 
download the files, are you really 
helping anyone? Buy the bandwidth. 
If you think having more speed is 
important at home, how can it not be 
in the office? 

A very good way to determine if 
you need more bandwidth in your 
office is to test your current 
bandwidth at this site: 
www.bandwidthplace.com/speedtest! 
Please note that results may actually 
vary from machine to machine, but 
this will certainly indicate the 
presence of a problem. 

The most important thing we can 
say to people who are thinking about 
converting paper files to digital is 
"Stop." Stop thinking about it and do 
it. If you had done it last year, you 
would have one less year's worth of 
paper in your office today, and all the 
work you did for the past year would 
be instantly retrievable and a valuable 

asset of your organization. Had you 
done it five years ago, you would now 
be in the top 10% of all title 
companies in the U.S. Had you just 
done it last week, there would be one 
less file cabinet in your office and 
perhaps a few dozen files that you 
would never have to ask for again. 

You don't even need to go 
backwards to start making 
improvements, just stop adding to the 
problem you already have, and every 
day it will get a little bit better. How 
hard is it to scan each file as you send 
it out? Surely it is worth the minute 
or so you will put into it now so that 
for the next 20 years, you will have it 
at your fingertips. 

These are indeed interesting times 
for our industry, and title agents need 
to assert their vital role in the 
marketing, selling, and servicing of 
title, by using the Internet to provide 
better customer service to clients. By 
involving clients and drawing them 
into your site, you are drawing them 
closer to you, creating a true online 
partnership. Giving your customers 
control may mean giving up a little of 
your own, but the rewards are well 
worth it. 

Philip R. Davis was the 
founder and president 
of Accu-Search, Inc., 
and is now the 
president of Accu­
Title, LLC, a software 
provider and IT 
consultant to the title 

industry. He can be reached at: 
phil@accutitle.com. 
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Search, Inc. and is 
now the vice-president 
of Accu-Title, LLC. He 
can be reached at: 
gavin@accutitle.com 
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Marketing to 
Foreign-Born Clients 
D on't overlook marketing your title services in more than one language. Immigrants 
are literally hungry for information on home buying-but in their language. 

by Nina lvanichvili 

hat do 
msurance 
companies, 
mortgage 
lenders, 
and drug 

and food manufacturers have in 
common? They are increasingly 
practicing multicultural marketing, 
also known as cross-cultural 
marketing, or multilingual marketing. 
In other words, they are setting up 
Web sites, filming commercials, 
placing print ads, and distributing 
marketing information in the 
languages spoken by their foreign­
born clients in multilingual America. 
Do these service providers and 
product manufacturers know 
something that many title companies 
may be overlooking? Possibly. At the 
very least, they are taking advantage of 
several important demographic and 
cultural trends. 

If your company wants to expand 
its client base, why not follow the 
clues provided by the commercial 
sector and promote your services to 
foreign-born clients in their native 
languages? Stymied by where to 
begin? Here are some basics to 
consider. 

Nina lvanichvili is CEO of All 
Language Alliance Inc., a 
foreign language translation 
firm specializing in legal and 
corporate translation services. 
She can be reached at 
translate@languagealliance.com 
or 303-470-9555. 
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Tip 1. Analyze demographic and 
cultural trends to discover new niche 
markets for your company's services. 

Real estate agents across the 
country report strong demand for 
their services from foreign-born 
clients. According to 2003 findings 
by the U.S. Census Bureau, many 
foreign-born Americans who became 
naturalized citizens had higher 
homeownership rates than their U.S.-

When your company understands 
this cultural trend, you will realize that 
you will have a fair chance of winning 
a niche market composed of foreign­
bom clients if you start speaking to 
them directly in their language. 

Tip 2. Uncover untapped 
markets in your zip code. 

To be successful, multicultural 
marketing needs to be based on sound 
facts and a high level of understanding 

Were you aware, almost one in five Americans 
speaks a language other than English at home? 

born race and ethnic counterparts. 
Today about 12% of the U.S. 

population is foreign-born. This 
population segment is growing 
exponentially, and so is its purchasing 
power. In the frequently cited 
statistics by the Selig Center for 
Economic Growth, the national 
buying power of Hispanics was 
estimated at 653 billion dollars in 
2003, and is projected to exceed a 
trillion dollars in 2008. The buying 
power of Asian consumers wa $344 
billion in 2003, and is projected to 
reach $526 billion in 2008. 

Unlike their predecessors, 
immigrants to the country continue to 
retain their native languages and 
customs even after they acquire 
English-language skills. Were you 
aware, almost one in five Americans 
speaks a language other than English 
at home? 

of tl1e target audience. To find niche 
markets within the ranks of the 
foreign-born, consider the following 
questions. 

• Have some foreign-born clients 
retained your title services in the 
past? 

• Are there similar groups of 
potential clients whose needs are 
not met by competing title 
companies? 

• Who are the important 
competitors in your given 
market? 

• What advantages do the 
competitors have? 

• Are there enough foreign-born 
prospects in your area? 

For the last answer, visit 
www.mla.org/census_data. This Web 
site, developed by the Modern 
Language Association, provides 
information about the top 30 
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languages spoken in various parts of 
the United States. For fact retrieval, 
enter your city or town, state, county, 
or zip code. 

Tip 3. Multilingual marketing 
can open doors, which otherwise 
would remain closed. 

In business, it pays to do things 
differentl from your competitors. 
Don't be discouraged by the fact that 
none of your local competitors are 
promoting title services in the 
languages spoken by the foreign-born 
Americans. That can lead to two 
different conclusions: Not enough 
foreign-born prospects in your local 
market are in need of land title 
services, or some of your larger, 
nation-wide competitors already have 
a monopoly on serving the foreign­
born clients in your local area. If the 
above facts are true, go after a 
different niche market. 

However, if other land title 
companies in your area have not yet 
warmed up to the idea of speaking to 
foreign-born clients in their 
language-then use this fact to your 
advantage and start promoting your 
title services to a new niche market or 
to several new niche markets-all 
composed of foreign-born Americans. 

Tip 4. To enhance your land title 
company's image, have your 
documents translated professionally. 

There are two types of foreign­
language experts. Although the terms 
"translator" and "interpreter" often are 
used interchangeably, there is a clear 
distinction between tl1em. Translators 
deal with the translation of written 
material from one language into 
another language. Interpreters translate 
orally from one language to another. 

To position your title company as 
the area's most language-friendly, you 
must use both professional translators 
and interpreters. 

Invest in having closing documents 
translated into the languages of your 
niche market or markets. 
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Professionally translated documents 
will become your title company's 
strategic marketing assets. They will 
differentiate you from your 
competitors. 

Many companies suffer from the 
common misconception that any 
person that speaks a foreign language 
is automatically a translator. Just 

Tip 5. Invest in focus groups to 
understand foreign-born consumers. 

For a marketing message to be 
successful, it needs to speak directly to 
the needs of prospects and clients. 
When marketing to the foreign-born, 
it is especially important to look at 
things from their perspective. It is 
expedient to hold a focus group prior 

Many companies suffer from the common 
misconception that any person that speaks a 

foreign language is automatically a translator. 

because your secretary grew up 
speaking French doesn't mean she'd be 
a good translator. Always remember 
Mark Twain's remark, "The difference 
between the right word and the 
almost right word is the difference 
between lightning and a lightning 
bug." 

Don't let embarrassing translation 
errors insult your prospects or 
jeopardize your relationship. 
Microsoft, for example, recently 
alienated women of several countries 
when its Spanish-language version of 
Windows XP, made for Latin 
American markets, asked users to 
select their gender from "not 
specified," "male," or a term used to 
refer to a female dog. 

To ensure that your foreign-born 
clients will understand your message 
the way it was intended and to 
enhance your company's image and its 
brand, have your advertising and 
marketing materials translated 
professionally. The fact that your land 
title company took time to prepare 
documents in a language these 
customers use sends a powerful 
marketing message to them. They 
will view this as a manifestation of 
respect for their language and culture 
and will conclude that your land title 
company is accustomed to serving the 
needs of clients like them. 

to finalizing important business 
decisions such as opening a new office 
in a prospective market's locale, hiring 
bilingual staff, or launching a new 
multilingual marketing campaign. 
Always think, "Is this something our 
clients want?" 

A focus group should comprise 
eight to fifteen individuals with 
demographic characteristics identical 
to those of the niche market. During 
a controlled discussion, the focus 
group participants can shed priceless 
insights into the target audience's "hot 
buttons" as well as their thought and 
emotional processes. 

The panel can also review and help 
refine your marketing materials, 
attempting to make sure the audience 
would understand the title company's 
marketing message the way it was 
intended and would not be 
inadvertently offended by its form or 
content. 

Tip 6. Promote goodwill by 
supporting ethnic communities. 

It is important to be informed of 
what is happening in the ethnic 
communities that your company is 
targeting. There are various ways to 
become involved in such 
communities: Join a local ethnic 
chamber of commerce (e.g. Asian­
American Chamber of Commerce 
Hispanic Chamber of Commerce); 
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Recommended Reading on 
Business and Culture 
Axtell , Gestures: The Do's and Taboos of Body language Around the 
World, Rev. ed. (John Wiley & Sons, 1997). 

Dresser, Multicultural Manners: New Rules of Etiquette for a 
Changing Society (John Wiley & Sons, 1996). 

Hur et al. , Korea (Culture Shock!) (Graphic Arts Center Pub. Co. , 2002). 

Lafayette De Mente, Business Guide to Japan: Opening Doors . .. and 
Closing Deals! A Quick Guide (Tuttle Pub. , 1989). 

Morrison et al. , Dun and Bradstreet Guide to Doing Business Around 
World, Rev. (Prentice Hall Press, 2000). 

Roces et al., Philippines (Culture Shock!) Expanded ed. 
(Graphic Arts Center Pub. Co., 2002). 

Sabath, International Business Etiquette: Asia & The Pacific Rim 
(Authors Choice Press, 2002). 

International Business Etiquette, Latin America: What You Need to 
Know to Conduct Business Abroad With Charm and Savvy (Career 
Press, 2000). 

International Business Etiquette Europe: What You Need to Know to 
Conduct Business Abroad With Charm and Savvy (Career Press, 1999). 

sponsor a foreign film festival or other 
event celebrate ethnic holidays (e.g. 
the Chinese New Year); offer free 
seminars geared toward new 
homebuyers and conduct them jointly 
with mortgage lenders and real e tate 
agents that serve your niche market. 

Your company's education-based 
marketing messages will find a very 
receptive audience in the ranks of 
foreign-born clients. Immigrants are 
literally hungry for accurate 
information on various topics related 
to homeownership. And although 
such information is available for free 
in the public domain, it is reasonable 
to assume that your foreign-born 
clients and prospects may not know 
where to find it and will not 
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understand it since it i only available 
in English. Therefore, consider 
writing articles or columns in other 
languages on various aspects of 
homeownership and placing them in 
ethnic papers. Obtain the publisher's 
permission to post this information 
on your company's Web site and to 
include reprints in information 
packets to prospects and to those who 
attend your company's seminars. 

Tip 7. Gain visibility and 
credibility by advertising in ethnic 
media. 

To gain visibility and credibility 
among foreign-born clients, it pays to 
advertise in ethnic daily or weekly 
papers in various languages, and even 
in English-language ethnic papers. It 

may take some time to identify media 
outlets, which may seem obscure to 
you but are viewed by the prospective 
client base as "credible." Local ethnic 
papers are often available for free in 
the community grocery stores, while 
nationwide ethnic papers are typically 
available by subscription only. The 
good news is that advertising in these 
papers is fairly inexpensive, and there 
probably will not be lots of ads from 
your competitors. Also note that 
ethnic papers in general have a longer 
shelf life. Non-English-speakers 
often use them like yellow pages and 
keep tl1em until a need for the 
advertiser's services arises. 

Tip 8. Prepare for possible future 
changes in state consumer laws. A 
law in California called the Consumer 
Protection for New Californians Act, 
which took effect in July 2004, 
requires certain businesses that 
negotiate property lease agreements, 
auto loans, and retail installment 
payment plans in Chinese, Korean, 
Tagalog, and Vietnamese to also 
complete the contract in that same 
language. And a similar law is already 
in place for contracts negotiated in 
Spanish. The law currently excludes 
mortgage loans. But that may 
change. 

If other states adopt similar 
language laws, mortgage lenders and 
possibly title companies could be 
faced with the burden and the 
expense of having all their documents 
translated into languages other than 
English. 

Land title companies that take time 
to understand the needs of foreign­
born consumers today and start 
speaking directly to their needs in 
their languages will be ready for any 
language-related changes in state 
consumers laws, and, in the 
meantime, will be rewarded with 
referrals, loyalty, and trust. 
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A New Era for Title Plants 
Two new developments for title plants present opportunities for revenue growth, 
higher productivity, enhanced employee satisfaction, and improved customer service. 

by Neal Morris 

itle plants are 
a significant 
asset for 
many title 
comparues, a 
statutory 
requirement 
mmany 

states, and a fundamental 
underwriting resource in many 
regions. A history of title plants 
would show that maintaining, 
retrieving, and analyzing their content 
has been time-consuming and labor­
intensive. Through the years, 
typewriters, copiers, main frames, 
personal computers (PCs), and 
document imaging have each 
contributed to improvements in title 
plant productivity. Advancements in 
telecommunications, software 
applications, and other technologies 
have brought us to the cusp of a new 
era in title plant systems. These 
technologies have expanded our focus 
beyond just productivity to availability, 
content, revenue, market share, and 
customer service. New software 
products and service providers are 

Neal Morris is the 
director of Internet 
services for Ultima 
Corporation, a 
subsidiary of Stewart 
Information Services 
Corporation. Ultima 
specializes in title 

plant software and related document 
imaging applications. Neal can be 
contacted at 888-4ULTIMA. 
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emerging from this environment. 
The structure, scope, and 
methodology of the title plant model 
is being redefined. 

Of the many exciting developments 
for title plants, this article will explore 
just two: Internet Publishing and 
Integrated Title Systems. 

INTERNET PUBLISHING: A 
NEW DISTRIBUTION MODEL 
Historically there has been some 
resistance to the concept of publishing 
title plants via the Internet. The 
prevailing logic assumed a competitive 
advantage might be surrendered, or 
the value of the asset might be 
diminished. There was also concern 
that competitors might acquire a copy 
of the title plant for a fraction of the 
owner's investment. Profitability and 
competitive pressures have motivated 
title plant owners to reconsider these 
assumptions. Internet publishing 
represents a substantial opportunity 
not only to increase revenue but also 
to expand markets and improve 
customer service. Software 
applications incorporating e-commerce, 
state-of-the-art security, and retrieval 
limitations have mitigated these initial 
concerns. Internet publishing is a 
new distribution model that can add 
value, either through internal 
utilization, subscriber services, or 
both. The following will illustrate a 
variety of connectivity options, 
software platforms, and 
implementation approaches that 

support Internet publishing. Data 
quality and depth, marketing your 
title plant information, and the 
benefits oflnternet publishing will 
also be discussed. 

Connectivity- It is important to 
note that without current bandwidth 
availability, Internet publishing would 
be difficult, if not impossible. DSL is 
generally the least expensive telecom­
munications option, based on the 
provider and bandwidth requirements. 
DSL is more applicable to "plug & 
play'' users, though it can be an 
acceptable solution for title plant 
connectivity. For professional or 
business applications, Tl or T3 lines 
or fiber optic are the preferred 
alternatives. However, these solutions 
normally cost more and require higher 
maintenance than DSL. They may 
also require specially trained personnel 
to maintain the system. If these 
telecommunications options are not 
available, cable or satellite vendors, 
such as DirecTV, may provide 
Internet access. The bandwidth on a 
dial-up connection is simply 
ineffective for Internet publishing. 

Software Platforms - Internet 
publishing is supported by title plant 
software that compiles the data and 
images in an acceptable form. This 
software may be implemented and 
accessed in two basic ways: 

1. LAN/WAN. This is the 
traditional model for software 
implementation. Typically, 
software is installed on a file server 
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and on individual workstations. 
Data and images are stored on the 
local infrastructure. Connections to 
the network may be maintained 
through a local area network 
(LAN) or a wide area network 
(WAN). Based on size and/or 
complexity, these networks may 
necessitate the employment of 
Information Technology (IT) staff. 
The job description for in-house IT 
staff might include resolving 
support issues, installing new or 
replacement software and 
equipment, and performing system 
backups and routine maintenance. 
2.ASP. An outside Application 
Service Provider (ASP) provides 
application hosting, eliminating or 
reducing the need for local 
infrastructure and IT personnel. 
Users can launch the desired 
software application directly from 
their desktop by accessing the ASP 
Web site. Data and/or images are 
typically stored at the ASP site. 
The ASP model also simplifies the 
implementation of new software 
builds and upgrades. 
Implementation Approaches -

Internet publishing can be successfully 
implemented under various models. 
A title company may choose to develop 
its own Web site, or the title company 
can work with a software vendor and 
other third-party provider offering 
Internet publishing services. In 
addition, some will license their tech­
nology to you. The selection of the 
best implementation option for you 
may be determined by project costs, 
deployment schedules, and other 
factors. Consideration must also be 
given to the site where the data and 
images will be hosted or located. 

OTHER ISSUES TO CONSIDER 
Qyality and Depth of Data - This is 
a key element in the marketability of 
any title plant. Data must be 
consistent and accurate. While this 
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statement is simplistic in nature, its 
importance cannot be 
overemphasized. Title plant "depth" 
can relate both to content and time­
frame. Title plant information may 
incorporate the following data 
elements: recording information, 
names, legal descriptions, property ID 
numbers, arbitrary numbers, surveys, 
abstracts, and property addresses. 
Data depth is augmented by the 
availability of the corresponding 
document images. From a time 
frame perspective, more is better. All 
other factors being equal, a 40-year 
plant is more marketable than a five­
year plant. 

Marketing Your Title Plant­
Marketing your title plant is of equal 
importance with the technology 
available at the Web site and the 
quality of the data being published. If 
no one knows your information is 
available, the revenue, market share, 
and customer service opportunities 
never materialize. Marketing can be 
on local, state, regional, or national 
levels. Local marketing may include 
an open house, advertisements and 
articles in local newspapers, 
presentations before the local 
association of Realtors,® direct sales 
calls, and free or reduced-cost 
promotional offers. Direct mail, trade 
shows, and advertisements in trade 
publications are excellent resources for 
state, regional, and national marketing. 
In addition, many third-party 
providers include marketing assistance 
as a component of their service. 

BENEFITS OF 
INTERNET PUBLISHING 
• Data and images hosted or 

stored at an alternative site can 
provide additional disaster­
recovery protection. 

• Internal utilization for remote 
access can be more cost-effective 
than establishing a wide area 
network. 

• Revenue growth and market 
expansion can increase 
profitability. 

• Customer service and 
productivity can improve 
through increased availability of 
title plant information and 
reduced staff involvement in 
customer requests. 

INTEGRATED TTrLE SYSTEMS 
Integrated title systems can 
significantly improve the creation and 
delivery of title products and services. 
For purposes of this article, we will 
focus on the integration between title 
plant and document preparation 
software. However, the scope of 
integrated title systems extends to 
order tracking, transaction 
management, policy reporting, and 
other applications. 

WHY DO I NEED AN 
INTEGRATED TmE SYSTEM? 
An integrated title system is a tool for 
meeting the challenge of a highly 
competitive market by increasing 
productivity, enhancing employee 
satisfaction, and improving customer 
servtce. 

An integrated title system 
combines software products that share 
information to reduce or eliminate 
redundant tasks between the various 
departments in a title company. An 
integrated title system should also 
facilitate better communication, both 
internal and external. 

HOW DOES IT WORK? 
An integrated system can transfer 
information captured through the 
order entry process. Data from the 
document preparation software 
populates the appropriate search fields 
within the title plant software. Data 
and images related to names, legal 
descriptions, property addresses, and 
other search criteria are retrieved from 
the title plant. After the appropriate 
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information has been compiled, tools 
within the title plant software can 
process the search results and perform 
advanced functionality. When the 
title plant completes its tasks, 
information can be transferred back to 
the document-preparation software, 
completing the integration cycle. 

SEARCH AND 
EXAMINATION TOOLS 
Order-Centric Search Portals serve as 
the entry point in the title search and 
examination process. They allow 
multiple searches to be compiled in a 
single desktop workspace. After 
retrieving the initial search results 
based on the transferred criteria, 
search parameters can be expanded to 
additional names, adjoining legal 
descriptions, and other criteria. These 
search results can be resorted by date, 
first party, second party, document 
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type, legal description, or other items 
presented in the search report. 
Reports and document images can be 
printed and/or e-mailed based on 
selected options. 

Rule-Based Intelligence is a title 
search and examination tool (among 
other similar analytical tools), which 
assists examiners in identifying 
potential issues related to their 
examination. Documents can be 
categorized by type to facilitate the 
evaluation of the chain of title, 
encumbrances and releases, and other 
such matters. Color-codes can be 
assigned to examination issues as a 
recognition aid. Scoring systems are 
also available that calculate a 
composite score based on the value 
assigned to each examination issue. 
This composite score can be used for 
qualitative analysis and internal 
control purposes. If a composite score 

of"O" represents a perfect score, then a 
score of 100 indicates more 
examination issues and complexity 
than a score of 50. These scores can 
also be used for internal control 
purposes to assign tasks based on 
examiner experience. As an example, 
an inexperienced examiner might be 
instructed to refer any result set with a 
score over 50 to a more senior 
examiner. Rule-based intelligence 
and analytical tools can also produce 
requirements and exceptions that can 
be transferred to the document 
preparation software. 

IMPLEMENTATION PRIMER 
When implementing an integrated 
title system, the following suggestions 
can greatly improve the likelihood of 
the success of your project and your 
ultimate satisfaction with the end 
result. 
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Designate an advocate/champion. 
This person's responsibility will be to 
encourage, motivate, facilitate, and 
mandate your transition to a new 
integrated system. 

Develop a transition plan. The 
transition plan does not have to be a 
500-page document. However, a 
written transition plan will allow you 
to measure performance, celebrate 
milestones in your transition, and 
resolve challenges and ob tacles that 
may delay completion of the project. 

Data quality is critical. The search 
and examination tools described above 
are highly dependent on the quality of 
your data. Data anomalies may be 
identified through the conversion 
process. These anomalies may be 
resolved prograrnmatically through 
data engineering or other "scrubbing" 
procedures. It is important to realize 
that you are the most critical element 
in evaluating your data. No one 

knows your data better than you. 
Consistency between systems. The 

consistency of information shared by 
your title plant and document 
preparation software is important. In 
the past, items such as document 
types and subdivision lists did not 
necessarily need to be consistent. 
With an integrated system, they do. 

Evaluate your work flow. Change 
is seldom easy, but implementing a 
new system provides the opportunity 
to evaluate your work flow and make 
improvements. 

BENEFn'SOFAN 
INTEGRATED TITLE SYSTEM 
• Productivity increases as 

redundant tasks and processes are 
eliminated. 

• Customer service improves as 
products and services are delivered 
more efficiently. 

• Job satisfaction and employee 

I want better software ... 
I want a tltle and dosing system that: 

• is designed by title professionals, 
for title professionals 

• generates superior reports for 
my underwriters 

• provides powerful and customizable 
document preparation 

• features live, immediate technical support 

IwantTSS. 
Contact TSS to schedule a free demonstration 
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www.lwantTSS.com 
888-268-0422 

ntte Support Services, Inc 

retention increase as staff 
members produce their work 
faster, better, and with less stress. 
Work flow and quality control 
improve as processes are 
reengineered. 

A new era has dawned for title 
plants. Technology is the vehicle that 
can transport you to higher 
productivity, enhanced employee 
satisfaction, and improved customer 
service. Internet publishing and 
integrated title systems present 
exciting opportunities for revenue 
growth and work flow optimization. 
These types of projects requite a 
significant investment of time, capital, 
and other resources. However, with 
proper management and realistic 
expectations, Internet publishing and 
integrated title systems can add 
significant value to your title plant 
operation. 
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Guidelines to Consider when 
Selecting Title Plant Software 
Margaret Steed, Project Manager at Ultima Corporation , offers the following guidelines when considering 

purchasing, upgrading, or changing title plant technology. 

1. Have a Business Plan. 
Determine why you are purchasing , switching, or upgrading, and keep those points in mind. It is extremely impor­

tant for you to know your company requirements before you start evaluating software. Involve your staff in the 

process. Their knowledge is invaluable, and their ownership in the process will facilitate the transition. 

2. Request Interactive Demonstrations. 
Vendors should offer live and interactive demonstrations or "demos" of their software. Do not purchase any appl i­

cation without a complete and thorough demonstration. 

3. Do Your Homework. 
Analyze each software package on its own merits and comparatively with other applications. Do not be afraid to 

ask questions - you may have to ask the same question several different ways. Make notes and keep copious 

records of each vendor and product. 

4. Examine the Technology. 
Each title company will have different points to consider, depending on specific goals and requirements. Some 

general questions to ask: How will the technology interface with my courthouse? Does the vendor have a future 

growth path for the technology? How is the technology supported in terms of training and customer support? 

5. Be Industry Specific. 
Numerous document imaging systems are available today that can be implemented by title plants. However, not all 

of these systems are specifically designed for the application. It simply makes sense to invest in a product that 

was developed for title plants. Companies with a background in and devoted entirely to the title industry have a 

deeper understanding of your needs, particularly the complexities of title searching and abstracting. In terms of 

Internet publishing, there are title companies that have invested thousands of dollars with local Internet companies 

to develop a Web presence. These projects have experienced varying levels of success. An industry specific ven­

dor is more likely to understand the complexities of the project. 

6. Talk to Customers. 
Get references from each vendor. Obtain references from companies that are similar in size, scope, and geography 

to your own title company. If possible, visit these sites and observe the software in a "live" environment. Keep in 

mind that advertising and marketing will always portray a software package in its most favorable light. The real 

test of any software is the satisfaction of the existing customers with the product and its support. 

7. Consider Company Stability/History. 
How long has the company been in business? How long has it been providing the specific application you are con­

sidering? Is the technology something that will be supported into the foreseeable future? What is the customer 

retention rate? 

8. Know Your Contract. 
Do you retain 100% ownership rights to your data and images? For Internet publishing contracts, who has access 

rights to your data? Are licensing fees onetime or annual? If you subscribe to a joint plant, do you receive a copy 

of the data and images if you cancel the contract? Understand your contract before you sign it. 
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2004 Public Awareness 
Campaign Report 
The first year of the ALTA Public Awareness Campaign was a success. 
Here's what we accomplished. 

30 

ast year (2004) 
was the first full 
year of the 
ALTA public 
awareness 
campaign 
designed to 

educate lenders, Realtors®, builders, 
members of Congress, and the general 
public about the value of title 
insurance. Here is a recap of what 
ALTA accomplished last year with 
our PR firm, ErvinlBell. 

Brochures are available in 

English and Spanish. 

January/February 2005 

KJTS ORDERED 
The cornerstone of the public 
awareness campaign is the Title 
Industry Marketing Kit, designed to 
help members spread the word about 
the value of title insurance and 
promote their companies at the same 
time. ErvinJBell worked with various 
members to customize the materials 
in the kit for their local markets. 
Samples of some of the customized 
ads can be seen on ALTA'.s Web site 
under the "Public Awareness 
Campaign" button on the home page. 

Some of the materials in the kit 
were translated into Spanish toward 
the end of 2004. Ervin I Bell fulfilled 
requests for close to 1,300 Title 
Industry Marketing Kits in 2004. 

ADVERTISING 
• Ads directed at real estate agents 

ran in the March, April, May, 
September and October issues of 
REALTOR® magazine. In 
addition, ads appeared in the 
REALTOR Show Daily during 
the Annual REALTORS 
Conference and Expo. These ads 
were not designed for a response, 
however close to 30 real estate 
agents asked for more information 
based on these ads. 

• Ads directed at lenders were placed 
in the April, May, June, August, 
and October issues of Mortgage 
Banking, and the November MBA 
Convention Daily. The same ads 
have appeared in the March, April, 

September, October, and 
November issues of National 
Mortgage News, and the June 
and October issues of 
Origi.nation News, which coincided 
with the National Association of 
Mortgage Broker and Mortgage 
Bankers Association conventions. 

• We placed several ads on 
homestore.com. from March 
through July, including a 
skyscraper ad (these appear in a 
vertical column along the right side 
of the site); an eye blaster ad (ad 
bounces on the page as opposed to 
a stationary banner ad); and a 
search transitional ad (displayed 
every time a consumer conducts a 
home search on homestore. com or 
realtor.com). 

• In a contract with Google.com we 
submitted a variety of search key­
words. When consumers searched 
on those words, the ALTA Web 
site had a random chance of 
coming to the top with other 
advertisers. For instance, in June 
when someone entered the words 
"title insurance," the ALTA Web 
site received 2,910 click-throughs 
with a rate of 3.5%. This was done 
for June, July, and August. 

• Ads were created to promote the 
value of ALTA membership, 
including mention of the 
Marketing Kit as a member benefit. 
These ads ran in these underwriter 
publications: Agent Insight (First 
American), Newsline (Ticor/ 
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Fidelity Agents), InfoLink (Fidelity), 
Network (Chicago Title) and 
Stewart Times. This ad also ran in 
the July 26 issue of the Title Report. 

• Similar ads were developed for 
placement in the state affiliate 
publications. 

• Ervin I Bell customized the 
Realtor® and lender directed ads 
for: Chicago Title Insurance Co., 
Dakota Title, Market Street 
Settlement Group, Pulaski Title 
Co., Realty Title, and the 
California Land Title Assn. In 
addition, Lender's Title Co. has 
taken our 30-second spot, filmed 
an introduction with President 
Mike Pryor, and Mike attaches the 
short spot to his outgoing e-mails 
to promote his company and title 
insurance. Samples of all of these 
ads are available under the ALTA 
Public Awareness Campaign 
section of the Web site-allowing 
members easy access to see what 
their peers are doing with the 
campaign. 

• 30-second and 60-second TV 
commercials have been developed 
for placement in early 2005 on 
CNN, MSNBC, Fox News, 
HGTV, and NewsChannel 8 in 
Washington, DC, and other 
selected markets. The spots are 
designed to reinforce awareness of 
our industry and promote a positive 
image as we reach Fannie Mae, 
Freddie Mac, Members of 
Congress, and HUD. 

MEDIA RELATIONS 
Since HUD's proposed changes to 
RESPA and the Radian mortgage 
impairment issue were so hot in 2004, 
ErvinlBell wrote and placed a variety 
of articles stating the title industry's 
position on the issues and reiterating 
the value of title insurance. 
• Placed bylined article by Jim 

Maher in the March issue of Real 
Estate Magazine. 
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EYef'Y day In America, someone .amewhere la buying or selllng a home. 
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And behind the scenes are people llke ours-detall·mlncled prolesslonals who c:onduct 
In-depth searches to !ind and remedy any problems for the seller, buyer, or lender. 
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Boundary disputes, liens, assessments, undlsciosed heirs-the ijst of possible problems Is 
considerable. We look !or these problems. We make every effort to resolve them so the 
deal can close and the home buyer can move In with peace of mind. 

And ahOuld a tltM problem artH In the future, an Owner 1 Polley of lltle lnsuranoa can 
provide complete protection-even 10 the point of paying for legal representation 

lltle insurance Ian t something homeowners should think about I s snnply something 
they should have. 

TITL.! INSURA,..CE . PROTECTINQ THE AMERICAN CREAM ONE HO M E AT A TI M E 

Ads can be easily customized with your logo and address. 

• Placed consumer-directed piece 
with tips on title insurance on 
realtor.org, the official Web site of 
the National Association of 
Realtors 

• Wrote commentary for USA Today 
over Jim's byline countering their 
editorial of HUD's reform proposal 

• Wrote Letter to the Editor for LA 
Times and Wall St. Journal on 
RESPA 

• Wrote OpEd for Jim on RESPA 
for Inman News Features. 

• Distributed testimony by Stanley 
Friedlander on RESPA to 
nationally syndicated real estate 
columnist Ken Harney, 
REALTOR® Magazine, and 
National Mortgage News. 

• Wrote editorials on our position on 
RESPA for Jim Maher's byline. 
Distributed to 95 newspapers in 20 
states. 

• Distributed press release on OMB 
decision on RESPA. 

• Distributed latest Radian court 
ruling to interested national media. 

• Sent bylined article by Jim Maher 
on title insurance to 130 consumer 
real estate magazines, and 450 
community newspapers. 

• Sent ALTA press kit and title 
insurance article to more than a 
dozen news syndicates targeted at 
the real estate, senior, and ethnic 
minority markets. 

• Wrote article directed at senior 
citizens for placement in 
Age Venture News Syndicate. 

• Wrote article for placement in 
Coldwell Banker's internal 
publication to help their sales 
associates better understand the 
title process and to use in their 
client newsletters. 

• Secured commitment from 
Century 21/Cendant and Remax to 
post articles about title insurance 
on their Web sites as well as make 
articles available to sales associates 
for their client newsletters. 

• Secured commitment from 
Washington Mutual and Lending 
Tree to provide description of title 
insurance for their Web sites, with 
link to ALTA's Web site. 
If you have questions about the 

Public Awareness Campaign or how 
you can help in your local market, 
please contact Lorri Ragan at 1-800-
787-2582 or lorri_ragan@alta.org. 
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Movers & Shakers 

CALIFORNIA 
Richard Neefe has been appointed senior 
vice president-California state direct 
services manager for Commonwealth 
Land Title Company, San Diego, a 
subsidiary of LandAmerica Financial 
Group. Neefe has been witl1 
Commonwealth since 1996, most recently 
as vice president and county manager for 
San Diego. 

FLORIDA 
Dana Ward has been appointed senior 
vice president - direct services for the 
Southeast region for LandAmerica 
Financial Group, Orlando. He has been 
with LandAmerica since 1986 and most 
recently served as senior vice president -
Florida closing operations. 

KENTUCKY 
First American Title in Louisville has 
appointed several new people to the 
Kentucky Direct Operations Division. 
LisaJohnson has been appointed 
relationship manager, sales division. 
Amanda Ford has been appointed escrow 
officer, REO division, and Liz Rodrigues 
has been appointed escrow officer, REO 
and Latin division. Gina Gerace has been 
appointed director of first impressions. 

NEW YORK 
Stephanie Butler has joined Title 
Associates, a division of Stewart 
Information Services Corp., ew York, as 
senior vice president. Most recently Butler 
served as senior vice president of First 
American Title Insurance Company of 
New York. 
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OHIO 
William (Bill) 
Higginbotham ha been 
named Ohio state agency 
manager for Ticor Title 
Insurance Company, 
Chicago. Most recently 
he served as North 
Florida agency manager. 

Michael Kajfasz has 
been nan1ed vice 
president and Toledo 
area manager for 

orthwest Title Agency 
of Ohio and Michigan, 
Inc., Toledo. Kasjasz has 
been with Northwest for ten years, the last 
four serving as vice president of sales and 
marketing. 

PENNSYLVANIA 
David Gorenberg has 
been appointed vice 
president­
LandAmerica Exchange 
Company, Philadelphia. 
Prior to joining 
LandAmerica, 
Gorenberg worked at a national IRC 1031 
Qtali£ed Intermediary. 

VIRGINIA 
Theodore L. (Ted) 
Chandler,Jr., has been 
appointed president and 
CEO of LandAmerica 
Financial Group, 
Richmond, effective 
January 1, 2005. 
Previously he was president and chief 
operating officer. Charles H. Foster, 
previously chairman and 
CEO will continue to 
serve as chairman of the 
Board of Directors. 

Mergers 

First American Title Insurance Co., Santa 
Ana, CA, has acquired Midland Title 
Agency of Northwest Ohio, Inc. 

In Memoriam 

Phyllis R. Schnebelen, 
former ALTA board 
member and mother of 
ALTA past president 
Cara Detring, died 
October 30, 2004, after a 
short illness. She was 87. 
Phyllis and her husband, Milton, were 
owners of Preferred Land Title Company, 
formerly St. Francois County Abstract 
Company, in Farmington, MO, from 1952 
until 1987 when they retired. Cara is 
currently president of Preferred Land Title. 

Phyllis became the "specialist" on the 
records for Ste. Genevieve County in 
the late 1950s. Since Ste.Genevieve is 
the oldest settlement west of the 
Mississippi, there was a lot of history to 
learn to be able to run the old records. 
No other company could provide the 
ervice for the state as to the land titles. 

Phyllis and Milton started their second 
title plant while doing this work for the 
state of Missouri. 

Phyllis and Milton were avid 
supporters of the Missouri Land Title 
Association and ALTA. Phyllis was the 
first woman to serve as president of 
MLTA in 1973, and she served on the 
ALTA Board of Governors for one 
term. She was a retired Magistrate 
Judge for St. Francois County, an 
honorary member of MLTA, instructor 
for the Missouri Land Title Institute for 
13 years, retired attorney, Director 
Emeritus for Southeast Missouri 
Community Treatment Center, 50-year 
member of Eastern Star, and lifelong 
member of the Presbyterian Church of 
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TITLE and ESCROW 
AGENTS 

Available Limits 

$250,000 to $5M limits. Our policy will match your current limit of Liability 

Deductible 

$2,500 to $50,000 deductibles available 

Prior Acts Coverage 

Our policy will match the retroactive date of your present policy 
for previously unknown errors and omission claims that may 

be brought in this period 

Extended Reporting Periods 

Commonly referred to as "Tail Coverage;" 
One year to an unlimited extension may be available 

Other Policy Features Include: 

»Claims made policy form 
»Lower minimum premiums 
»Duty to defend 
»Affiliated business arrangements can be 

added provided the entity meets company 
underwriting requirements 

»Premium financing is available 
»Title opinion coverage available 
»Fidelity and Surety Bonds available 

Title Program Administrators 
4545 E. Shea Blvd., Suite 244 

Phoenix, AZ 85028 
PH: 800-277-5680 Fax: 602-383-1945 

www.titleprogram.com 



Is market volatility making it difficult to keep your insurance 

program afloat? An E&O Insurance Company owned and 

governed by title professionals can be a lifesaver . 

... And that's just what TIAC is - the 

only E&O program for title profession­

als created and endorsed by the 

American Land Title Association. 

Cutting-edge coverage, stable rates, 

unparalleled claims and underwriting 

services, policyholder dividends, and a 

14 year history of providing a strong, 

stable market make TIAC the smart 

choice. 
Call us today and see what a smart 

choice TIAC is. 

~ 
TIAC 

Your company. Your choice. 
Title Industry Assurance Company, A Risk Retention Group . 

2 Wisconsin Circle , Suite 650 • Chevy Chase, MD 20815-7011 

phone : (800) 628-5136 • fax: (800) TIAC FAX (842-2329) 

www.cp im.com/tiac 



Farmington. She was educated at 
Webster College in St. Louis and 
received her law degree at St. Louis 
University. She was the only woman at 
the school during the three years she 
was in attendance. She was predeceased 
by her husband, Milton (1994), her 
daughter Renee Watkins (2003), and 
her daughter Kay Schnebelen (1977), 
and is survived by her daughter Cara 
Detring and son, Craig Schnebelen, 7 
grandchildren, and 2 great­
grandchildren. 

NEW ALTA 
MEMBERS 
ACTIVE MEMBERS 

Alabama 
William Beck 
Fort Payne Title & Escrow, Inc. 
Fort Payne 

Doug Davis 
Alabama Titlesearch.com 
Trussville 

Arizona 
Kathy Phillips 
Empire Title Agency of Arizona, LLC 
Litchfield Park 

Jean Van Epps 
Sun Title Agency Co. 
Surprise 

Arkansas 
Renee Rutherford 
Little Rock Title Company 
Little Rock 

California 
Mary Munyon 
Settlement One Title Co. 
San Diego 

Colorado 
Michael Bushell 
First Guarantee Title, LLC 
Wheat Ridge 

Connecticut 
Gail Braiewa 
Braiewa, Gail C. 
West Hartford 

District of Columbia 
Donna Shuler 
Answer Title & Escrow, LLC 
Washington 

Florida 
Stephanie Oliver 
Oliver, Stephanie 
Deltona 

Martin Zucker 
Paramount Title Agency 
Fort Lauderdale 

Teresa Raulerson 
Reliable Title Search, Inc. 
Fort Pierce 

Walter Hinck 
Rapid Recording & Retrieval 
Ft Walton Beach 

Catherine Maiz 
Absolute Title, LLC 
Miami 

John Arnett 
Affiliated Title of Marion County, Ltd. 
Ocala 

Portia Rodriguez 
1st Land Title Services, Inc. 
Tavares 

Georgia 
Susan Griffin 
SCG Title Services 
Albany 

Amy Johnson 
Amy Johnson, LLC 
Alpharetta 

Deborah Jackson 
Jackson Abstractors, Inc. 
Athens 

Georgia, cont. 
Theresa Franks 
Franks Title Service, LLC 
Blue Ridge 

John Spangler 
American Title Research, Inc. 
Buford 

Michael Morrell 
KDC Title Services, Inc. 
Dallas 

Toya Scott 
Scott's Title Co., LLC 
Hampton 

Sharolyn Reed 
S & R Title Services, Inc. 
Homer 

Kathleen Williams 
Regional Research & Retrieval Services 
Lawrenceville 

Susan Saxon 
Pony Express Titles, LLC 
Lexington 

Jason Mitchwn 
Mitchum, Jason 
Martinez 

Elizabeth Johnson 
Shady Creek Title Services 
Nicholson 

William Belford 
Belford Land Title Company 
Savannah 

Jeannine Goggans 
]MG Titles, LLC 
Stockbridge 

Illinois 
John O'Connor 
O'Connor Title Services, Inc. I 
O'Connor Title Guaranty, Inc. 
Chicago 

Indiana 
Karen Bush 
Douglas & Nelson, Inc. 
Covington 
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MEMBERS 
lndlana, cont. 
Sharon Hoffman 
Hoffman, Sharon 
Ft.Wayne 

Kansas 
Matt McBride 
Continental Title Co. 
Overland Park 

Kentucky 
Dian Burkhart 
Community Title, Inc. 
Erlanger 

Stanley Stamper 
Stamper, Stanley R. 
Lexington 

Archie McClain 
Cross Country Field Services, Inc. 
Louisville 

Louisiana 
Roger Burney 
Burney, Inc. 
Baton Rouge 

Virginia Nichols 
Jefferson Title Services, LLC 
Baton Rouge 

Robert Duplantis 
Duplantis Abstract Company 
Chalmette 

Neal Hamilton 
Hamilton, Neal P 
Lafayette 

Loni Monton 
Access Land & Title Services, Inc. 
Metairie 

James Rex: Fair 
Fair, James Rex 
Natchitoches 

Maine 
Julie Armstrong 
Cornerstone Title & Settlement Co. 
Portland 

Maryland 
Natalie Sweiteer 
Apple Abstracts, Inc. 
Annapolis 
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Maryland, cont. 
Kesha Womack 
Qyality Title Research 
Baltimore 

Michelle Donaldson 
Diamond Edge Title, LLC 
Cordova 

Massachusetts 
Trish Morrison 
Morrison, Trish 
Amesbury 

LeoDeBole 
Suffolk Title Corp. 
East Boston 

David Golden 
Dave's Title Examining Co. 
Middleboro 

Michigan 
Christian Felton 
ASK Services, Inc. 
Canton 

Robie Wood 
TRI Title Agency, LLC 
E. Lansing 

Duane Vanderark 
Precision Title & Escrow Agency, Inc. 
Grandville 

George Amar 
Pinnacle Title Agency, LLC 
Portage 

Robert Ashbaugh 
Maxor Title Agency, LLC 
Traverse City 

Minnesota 
Deborah Slagle 
Action Title, Inc. 
Walker 

Missouri 
Jermaine Wooten 
Tri-Star Title Co., LLC 
Florissant 

Gary Asbury 
Asbury Land Title, Inc. 
Shell Knob 

Steve Williams 
Master File 
St. Louis 

Nebraska 
Brad Mancoef 
Access Title, LLC 
Hastings 

Nebraska, cont. 
CheleAloi 
Western Abstract & Title Co., Inc. 

orth Platte 

Nate Dodge 
Omaha Title & Escrow, Inc. 
Omaha 

New Hampshire 
Theresa Taylor 
Rockingham Closing Services, LLC 
Hampstead 

New Jersey 
Fred Lax 
Varsity Title Insurance Agency, LLC 
Englewood 

Jennifer Cassels 
Park Avenue Title Agency, LLC 
Green Brook 

Victoria Faustini 
Fortress Title Agency, Inc. 
Hackensack 

Carol Chapman 
First American Title Agency Inc. 
Matawan 

Karen Thoms 
Gold Key Appraisal & 
Title Solutions, Inc. 
Monmouth 

Theodore Simon 
e-closings.net, LLC 
West Orange 

Ania Nowak 
A.N. Title Agency, LLC 
Wood Ridge 

New York 
Mary Chan 
Ready To Close Settlement Services, Inc. 
Buffalo 

William McSorley 
City Abstract, LLC 
Harrison 

Laurie Murray 
Onondaga Abstract, Inc. 
Liverpool 

Monis Brafman 
Southern Tier Abstract Corp. 
Monticello 
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New York, cont. 
Michael Benzi 
Paradigm Title Agency 
New York 

Stanley Frangk 
LHF Agency Corp. 
Poughkeepsie 

Yana Shtindler 
Sand Lane Title Agency, LLC 
Staten Island 

Lynne Holter 
Ontario Title Agency, Inc. 
Victor 

Ohio 
Janet Smith 
Community Title Agency, Inc. 
Carrollton 

Daniel Simon 
Apex Title Agency, Ltd. 
Columbus 

Jason Dolin 
Bexley Title Insurance Agency, LLC 
Columbus 

Evelyn Sabino 
Title Source of Columbus, LLC 
Dublin 

Robb Grandon 
Grand Info, LLC 
Grove City 

Jamie Campbell 
Unlimited Services Title Agency, LLC 
Hamilton 

Anna Collins 
Priority One Title, Inc. 
Middletown 

Judy Baird 
All Ohio Title Agency, LLC 
Pataskala 

Harry Cook 
H & D Abstractors, Inc. 
Peebles 

Terry Short 
Title Exams 
Trotwood 

Joshua Ault 
Accelerated Examining, Inc. 
Wooster 

www.alta.org 

Oklahoma 
JohnMcCue 
The Fairview Abstract Company 
Fairview 

Judy Pierce 
Closings of Oklahoma, LLC 
Tulsa 

Pennsylvania 
Kathleen King 
Indiana Title Abstract Corp. 
Indiana 

Lynn Miller 
Miller Abstracts 
Momoeville 

Andrew Salvucci 
Professional Abstract &Assurance Corp. 
Trevose 

DavidZuy 
Abstract One Resources, Inc. 
Yardley 

Rhode Island 
Sherin Lussier 
Slade Winston Title Company 
Cranston 

David Spinella 
Meridian Title & Closings, LLC 
Providence 

Tennessee 
Chad Wilson 
Wilson, Chad 
Antioch 

Stephen Myers 
Tri-City Title Co., Inc. 
Johnson City 

James Harris 
Harris Title & Escrow, LLC 
Nashville 

Sharon Riney 
Riney Title & Escrow, LLC 
Plea ant View 

Pamela Alley 
Middle Tennessee Closing Services 
White House 

Texas 
Howard Widmer 
Apache Title Company, Inc. 
Gonzales 

Jeanne Leach 
J.B. Leach &Associates, PLLP 
Houston 

Virginia 
Grethel\Talverde 
MGM Settlements, Inc. 
Annandale 

Justine Lawson 
Crossroads Title Services, Inc. 
Beale ton 

Jean Rouleau 
JT Title, Inc. 
Beale ton 

Craig Ward 
Priority Title Co., Inc. 
Chesapeake 

Rebecca Bishop 
Qyality Title Services, Ltd. 
Chester 

James Hilldrup 
Liberty Title of Virginia, LLC 
Fredericksburg 

Theresa Sprunger 
Innslake Title & Escrow, LLC 
Glen Allen 

William Evans 
Equitable Title Agency, Inc. 
Manassas 

Shanna Herbert 
Monarch Title, Inc. 
Mclean 

Mary Galloway 
Galloway, Mary K. 
Mechanicsville 

Philip Trapani 
North Title, LLC 
Norfolk 

Deanna Clayton 
Clayton Title Searching 
Powhatan 

Deborah Armstrong 
Lakeview Title, Inc. 
Remington 

David Bullington 
Southwest Title Agency, LLC 
Roanoke 

Tiffany Thompson 
ASAP Title, Inc. 
Virginia Beach 

Title News 3 7 



NEW ALTA 
MEMBERS 
West Virginia 
Marc Slotnick 
Bailey,Joseph & Slotnick, PLLC 
Charleston 

Wisconsin 
Daniel Kirschnik 
Lakeside Title & Closing Services, LLC 
Kenosha 

Michael Patrick 
RES,LLC 
Madison 

Heather Jaye 
Capital Title & Closing Services, LLC 
Milwaukee 

Wisconsin, cont. 
Paul Karas 
Mayfair Title Corp. 
Wauwatosa 

ASSOCIATE MEMBERS 

Florida 
Steve Serie 
Serle, Steven 
Boca Raton 

Georgia 
Cynthia Cole 
Cole, Cynthia R. 
Marietta 

Illinois 
David Daley 
DataChek 
Wheaton 

Maryland 
Ezio Borchini 
The Law Office of Ezio E. Borchini, 
P.C. 
Bethesda 

Minnesota 
Jack Kosmoski 
U.S. Bank 
Minneapolis 

Wayne Holstad 
Holstad, Wayne B. 
St. Paul 

New Hampshire 
Frank O'Connor 
Law Offices of Suzan A. Messina 
Londonderry 

New Jersey 
Philip Davis 
Accu-Title, Inc. 
Little Falls 

North Carolina 
Miranda McKeman 
Law Office of Miranda R. McKeman 
Fayetteville 

Ohio 
Blair Bower 
Bower, Blair A. 
Millersburg 

Washington 
David Neu 
Preston Gates & Ellis LLP 
Seattle 

India 
Naresh Raheja 
RMSI 
Noida 

I I ~ 

Tille and Escrow Agents 
I f you are required to furnish a surety bond in any of the fifty states in order to become 

licensed as a title or escrow agent, here's why you should choose us: 

• Very competitive rates • Realistic Call Joanna Employee Owned 

• Separate Bond underwriting Carson or Darlene 

Department requirements Evans toll free at 

focused on license • Fast, efficient 800-365-010 I for 

bond needs service details. 
INSUR A NCE 

scottins.com 

1301 Old Graves Mill Rd. • P.O. Box 10489 • Lynchburg, Virginia 24506 • Telephone 1-800-365-0101 
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Index to 2004 Title News Articles 

Running Your Business 

Motivating Your Employees 
to Increase Business 
by Dayna Kimball .......... .]an/Feb 

Avoiding Garbage In, 
Garbage Out in Your Title Plant 
by Mark F. Cheney ......... Mar/ Apr 

Making Successful Presentations 
by Ellen Schweppe ......... Mar/ Apr 

What Your Customers Really Want 
by Suzanne Penley ......... May/June 

Re-engineering Your 
Business Process 
by Mike Hathaway ........ May/June 

20 Techniques to 
Build Your Business 
by Michael A. Holden ...... .Jul/ Aug 

How to Use the Title Industry 
Marketing Kit 
by Sandra Bell ............. Sept/Oct 

Should You Bum Closing 
Documents to CD? 
by Rick Bruemmer ......... Nov/Dec 

Technology Corner 

2004 Technology Products 
and Services Directory .... Mar/ Apr 

The Promise of eNotes: 
Fact of Fairy Tale? 
by Dan McLaughlin ........ .JuVAug 

Title Company Web Sites ..... Does 
Yours Pass the Copyright Test? 
by John H. Rees ........... Sept/Oct 

www.alta.org 

The Evolving Role of Title 
Companies in the eMortgage 
Landscape 
by Kim Weaver ............ Sept/Oct 

Technology Products & 
Services Directory Update 

.. .. . .. . ....... ..... . ... Sept/Oct 

Integrating Accounting 
with Title Production 
by James Norwood ......... Nov/Dec 

Inside the Industry 

New Endorsement 

Inside ALTA 

2003-2004 ALTA Financial Report 
by Mark Bernick ........... Jan/Feb 

Abstracter/Agent Survey 
Focuses on Computer Software 
by John D. Haviland and 
Richard McCarthy ......... .]ul!Aug 

Title Triumph Board Game 
Thrills Audiences 
by Patricia L. Berman ....... Sept/Oct 

Forms Advance Industry Mark Bilbrey Brings 
b Clirc d L M J n1r. b 1\No Perspectives to ALTA y aor . organ ....... a re 

Flipping Real Estate­
The HUD Response 
by Mark S. Lynch ..... ..... Mar/ Apr 

An Industry Icon -
First American's Donald P. Kennedy 
........................ May/June 

England and New Zealand 
Move Records Online 
by Lesley Hill ............. Nov/Dec 

Issue Focus 

Protecting Your Customers 
From Identity Theft 
by Mark Ladd and 
Ken Jannen ............... .Jan/Feb 

Congress 2004: 
Roadblocks at Every Turn 
by Ann vom Eigen ......... Mar/ Apr 

Mortgage Impairment: 
The Deception Continues 
by Richard G. Carlston & 
Sunny]. Knight ... . ........ .Jul/Aug 

by Ellen Schweppe ......... Nov/Dec 
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member news 

Title News Advertisers 
Advance ntle Solutions .. ......... .......... ........... .. .. ..... ... ......... .. ............. ... ........ ... .... .... .. 10 

ALTA - www.alta.org ...... .. .. .. ...................................................... .......... 25, Cover 3 & 4 

Danyl Turner Institute - www.darrlytumerinstitute.com ........ .. ...... .... .... .................. 17 

DataTrace Information Svs - www.edatatrace.com .......................... .. .. .. ................ 15 

Fox Signing Services - www.foxsigning.com ...... .. .............. .. .. .... .. .. .. .. ................... .40 

Old Republic National Title Insurance Co. -

www.oldrepublictitle.com ... .. ...... .... ... .. .. ................. .. ... .... .. .. .... .. .. ... .... .... .. ......... 20, 21 

RamQuest Software, Inc. - www.ramquest.com ........ .. .. ...... .. ......... .... .. .. .. .. .. .. .. .. .. .. . 23 

Scott Insurance ... .......... .... ...... .. .......................... ... ......... .. ... .... .............. .. .... ...... ... ... 38 

SMS - www.smscorp.com ...................... ... .. ...... .. ....... ............................ .............. .. ... . 9 

SoftPro Corporation - www.softprocorp.com .. .. .... ...................... .. ...... ............ Cover 2 

TIAC - www.cpim.com/tiac ... ..................................................... ... ... ........................ 34 

Title Program Administrators - www.titleprogram.com .......... .. ................................ 33 

TitleSoft - www.titlesoft.com ...... ...... .. .... .. ...... .. .. ... .. ........ ... .. .... .......... .. .. .. ..... .... .. .. .. . 13 

Title Support Services - www.iwanttss.com .. .. .. .... .... .. .... .... .. .. .. .. .... .. .. .. .. .......... .... .. 28 

Ultima Corporation - www.ultima.com ................ .... ... ...... .... .. .. .. ............................. 27 

And you have signing 
agents nationwide. 
Plus a company that 
manages an automated 
signing process from 
schedule to close. 
So turnaround is 
fast. Volume is 

SI 
H E R E 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
. . . . . . . . . . . . 

Marketplace 
Situations wanted or help wanted ads 
are $80 for the first 50 words, $1 for 
each additional word, 130 words 
maximum. Insertion rate drops to $70 
for first 50 words for three or more 
consecutive placements. For sale or 
wanted to buy ads are $250 for 50 
words, $1 for each additional word, 
130 words maximum. Insertion rate 
drops to $225 for 50 words for three 
or more consecutive placements. 
Placing a box around an ad costs an 
extra $20 for help wanted or situa­
tions wanted, $50 for sale or wanted 
to buy. Blind box service available 
upon request. 

To place a classified ad in 
Marketplace, send ad copy and check 
made payable to American Land Title 
Association to: Title News Marketplace, 
ALTA, 1828 L Street, N.W., Suite 705, 
Washington, DC 20036. 

virtually limitless. 
And you always know 

the status from schedule 
to close. Online and in 
rea~time. Bottom line? 

About $125. 
Volume discounts 

are available. 

F~G· . 
--;A:'f~~ 

We're there. 

Toll Free: 877-266-6959 • info@foxsigning.com • www.foxsigning.com 11~~~~~~ 1 ASSOCIATION 
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You've been asking for it, and now it's here: your new ALTA Marketing Kit. 

Your kit comes complete with a variety of valuable, powerful marketing tools to help you communicate better and 
more effectively with consumers, lenders, REALTORS~ and the media. 

• Ad Samples • Brochures • PowerPoint Presentation • Video or DVD • and More 

As an ALTA member, you get your first kit for free. Additional quantities and 
personalized materials also are available. 

For your free kit, email Lorri Ragan at lorri_ragan@alta.org, or complete the form below 
and fax or mail to : 

American Land Title Association • Attn: Lorri Ragan 
1828 L Street N.W., Suite 705 • Washington, D.C. 20036-5104 • Phone (202) 296-3671 • Fax (202) 223-5843 

Order yours today ... 
because this new ALTA Marketing Kit really puts your membership to work for you! 

NAME COMPANY 

ADDRESS 

CITY STATE ZIP 

PHONE EMA IL 

PLEASE C H EC K H ERE FOR (CHECK ONLY ONE) D V ID EO OR D DVD 



P~OPL.~ 
N~~D TO 

CONNECT. 
AND I KNOW 
.JU5TTH~ 

PL.AC~/ 


