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About Us Letter from the President
Dear Readers,

Partnership — true partnership with our independent agents has been  
the singular focus of North American Title Insurance Company (NATIC) 
for more than 50 years. This is not just a catchy marketing slogan;  
it’s resonant in our every action and in our DNA, from who we hire to  
how quickly we answer the phone.  You may not know much about 
NATIC, but it won’t take you long to discover we are one of the title 
industry’s best kept secrets. 

NATIC has all the benefits of a boutique underwriter with the financial 
strength of a large underwriter. Of the 47 companies authorized to 
issue title insurance in the United States in 2012, NATIC ranked 9th in 
agency premiums generated and 6th in admitted assets.  And our parent 
company (Lennar Corp: LEN) has the largest (by over 44 percent) market 
capitalization of all underwriter parent companies who are publicly 
traded. We currently maintain the nation’s best ratio (2:1) of premiums 
issued to policyholder surplus. And in the past year, we have increased 
independent agency premiums by over 250 percent through co-marketing 
and true agency partnership. Our mission isn’t growth through market 
share but rather, growth through our agents’ success.

But enough about us, let’s talk about the report.

For the past three years, October Research has surveyed hundreds of title 
agents to produce the Voice of the Title Agent Survey and provide critical 
insight and a common outlet to discuss top agent issues. In keeping with 
our agent commitment, NATIC is very pleased to partner with October 
Research and ‘underwrite’ this project. For the first time ever, it is 
provided to the industry free of charge.

Some of the highlights of this year’s report:

•Nearly 400 agents, many of whom are independent agents, made their   
 voices heard.

•Agents reported positive financial results in 2012 and said that they are   
 even more excited about the coming year.

•There was a lot of discussion about the industry’s approach to escrow   
 security as well as the industry’s response to the agent vetting    
 controversy.

Other fun topics include: Least favorite transactions to work, hardest job 
in title, how to market to consumers, what technology you cannot live 
without, and more! 

All the best,

Emilio Fernandez

President, North American Title Insurance Company



The Market
Title agents optimistic about  
business in 2013 
 
We’re going to kick this year’s Voice of the Title Agent 
off with perhaps the most notable takeaway: In terms 
of business success, our respondents are the most 
positive they have ever been.  

In our 2012 survey, about 68 percent of respondents 
reported that their business had improved from 
the prior year — with only 19 percent of that group 
saying it improved a lot. In 2013, nearly 42 percent 
reported that their business improved a lot, along 
with 47 percent saying it improved a little — a total 
of nearly 89 percent of respondents citing business 
improvement. Only 5 percent said business got worse 
when compared to 2011.
 
“Well, OK,” you might be saying “that was their 
perception of last year. What about this year and 
going forward?” Funny you should ask: Eighty-five 

percent of respondents are expecting growth over 
2012. Nearly 22 percent labeled it as “substantial 
growth.” Those numbers are fairly consistent 
compared to last year’s survey — and after seeing 
the answers to the previous question, it appears they 
were correct in their predictions. Only 4 percent of 
respondents remarked that orders would be down in 
their market. 

Tale of the tape: Refinance v. purchase 

We wanted to drill down a little bit more on the 
forecasts for this year, so we had an optional question 
about their purchase v. refinance mix. When we asked 
the respondents about the refinance/purchase mix, 
the majority of responses indicated an expectation 
that refinances would be down, some substantially, 
but with an accompanying bump in purchase orders, 
which will significantly shift revenue per deal.  

Some of those responses: 
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• “In 2012 refis were 35 percent. 2013 will be back to  
  standard 15 percent.”

• “Refinance we expect to be about 68 percent of  
 our business.”

• “I anticipate refis to go down substantially.”

• “Purchases are up — refis already down.”

• “Surprisingly, we anticipate sales to be the majority  
 of orders.”

• “We are in an area that is heavily dominated   
 by real estate and builder-affiliated companies,   
 which reduces our ability to acquire a real market  
 share. Conversely, the purchase market is steadily  
 improving.”

• “I am anticipating equal refis vs. purchases”

• “We were substantially a refinance shop. That is   
 changing. The refinance market will slow.”

• “We handle mostly REOs nationwide, with a   
  slight refinance population, but will be growing our  
  affiliated retail business for the refi side.”

• “Forecasting refi to go down to 40 percent of the  
 business.”

• “We do mainly mortgage and tax sale foreclosures  
  in New Jersey and Pennsylvania and are  
  anticipating very large numbers for 2013, especially  
  in New Jersey. Now that the NOI litigation is finally  
  resolved and the Sandy moratorium is over, there  
  are more than 300,000 to process. We are also  
  actively growing our purchase and refinance  
  revenue in both states.” 

• “We anticipate a 5 to 10 percent increase in  
  purchase volume; 10-20 percent increase in  
  refinance volume, market permitting.”

• “99 percent purchases because lenders do their  
  own refis.” 

The Market
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Best opportunity

To keep the positive vibes rolling, we asked our title 
agent audience what their best opportunity is in the 
coming year. Sales and marketing, historically in the 
Voice of the Title Agent survey, has been the top 
vote-getter and this year was no exception, with 61 
percent of respondents choosing “renewed sales/
marketing approach.” 

Other popular choices were “new technology” at 27 
percent, “geographic expansion” at 26 percent and 
“new business niche” at 25 percent. A few of the 
write-in responses listed ALTA’s Best Practices as an 
opportunity in the coming year, in terms of improving 
customer service as well as a marketing story to tell 
prospects. The “exiting the business” response also 
increased from 5 percent to nearly 9 percent.
 
Most diversified response 
 
Each year we ask, “Which type of deals does your 
company handle?” to get a feel for the diversification 

of business among our respondents. This year saw 
increases in all of the ancillary niches outside the 
standard top responses of purchase (96 percent) and 
refinance (95 percent). Let’s compare to our results 
from the 2012 survey: 
 
• Commercial was selected by 82 percent of  
  respondents, which was way up from the previous  
  year’s percentage of 65 percent. 

• New construction moved from 41 percent of  
 respondents in 2012 to 70 percent this year.

• Short sales deals were cited by 78 percent of  
 respondents, up from last year’s 72 percent. 

• Reverse mortgages were also up considerably from  
 last year — 48 percent this year compared to 30  
 percent in 2012. 

• Foreclosure/REO deals were selected by 51 percent  
 of respondents last year and nearly 60 percent  
 this year.

The Market
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•Deeds-in-lieu, which was selected by 20 percent of  
  respondents in 2012, came in at 37 percent this year.  
  Mortgage modifications moved from 28 percent of  
  respondents in 2012 to 40 percent of respondents  
  this year.

Concerns

This is the third year of the Voice of the Title Agent, 
and in the previous two, it was a foregone conclusion 
that when asked, “What concerns you most in the 
next 12 months?” that the majority of our title agent 
respondents would check “the economy.” Well, as 
you might have guessed from the slightly more 
positive outlooks and returns from the market, that 
wasn’t the case this year.  
 
“The economy/mortgage market” was still  
checked by plenty of respondents (49 percent,  
down from 63 percent in 2012), but it is now  
the second largest concern to “regulation and 
industry reform” which moved from 41 percent in 
2012 to 70 percent this year. Every other option 
stayed very similar to the previous year’s response. 

We changed the “fraud” response option from  
last year, which garnered 14 percent of the vote, 
 to “data and escrow security” this year, which only  
saw 8 percent of respondents select it.

The Market
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“The title business has had 
bad PR for a long time. We 
are generally seen as the least 
important and least valuable 
party to the transaction while 
the Realtor is seen as the most 
knowledgeable. Title gets 
kicked around by regulators and 
lenders largely because  
of its image.”



The agents of the survey 

Just who are these title agents providing their thoughts on industry issues and view of business today? 
Well, of the nearly 400 respondents we had this year, 75 percent of them identified themselves as 
“independent,” 11 percent responded “direct” and 14 percent said “affiliated.”
Of those that said affiliated, these are the companies they are working with: 

• Real estate agent/broker……31 percent
• Homebuilder…………………...17 percent
• Mortgage lender……………...33 percent
• Mortgage broker…………..…28 percent 

The geography was fairly evenly spread throughout the country. Twenty-nine percent of respondents 
said they were from the South; 28 percent said Northeast; 27 percent said Midwest; and 16 percent said 
the West. 

Our respondents are also an experienced group of title professionals, or at least represent companies 
that have been around awhile. The largest group, 44 percent, said their company has been in business 
for 20-plus years. The next largest group, 19 percent, responded 11 to 15 years; 17 percent said 6 to 10 
years. Only about 10 percent of responding companies had five years or less of experience. 

The majority of the respondents were also fairly small companies as well, at least in terms of number 
of offices. Forty-six percent of respondents said they operate one office, and 27 percent said two to five 
offices. The next categories of six to 10, 11 to 15 and 16 to 20 gained 7, 3 and 3 percent, respectively. 
Interestingly, the third largest category was the 20-plus office group, which came in at 15 percent.

The Market
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Vetting and security
Fraud, escrow theft and  
vetting — oh my! 
 
If you judge by the headlines, the title industry in 
2012 was largely focused on agent vetting, escrow 
security and data security. Escrow security is 
definitely not a new topic, but it is intertwined with 
the agent vetting debate, as lenders and regulators 
started to gain a new interest in the processes and 
procedures of third-party providers. 

We asked our title agent respondents if they thought 
enough was being done in the industry to ensure 
escrow security and prevent fraud. The results were 
comparable to last year, with 46 percent saying yes, 
27 percent saying no and 28 percent saying they were 
unsure.

For those that remarked “no,” we asked “what 
else would you recommend?” The most common 
responses made the point that the tools are there, 

ithe issue is more about enforcement and abiding by 
best practices. A few respondents suggested there 
should be more requirements and qualifications in 
order to hold escrow, and others suggested outside 
auditing firms might be necessary. The majority of 
the feedback was focused on the underwriters taking 
more of the responsibility for policing their agent 
networks: 

• “While I think much is being done, it would be 
nice to see how underwriters handle the results 
of their agency audits and what they do to ensure 
performance improvement from agents who do not 
hit their goals. The few give the rest a poor name so 
we should discuss what is seen, what is done about it 
and how we can prevent issues in the future.” 

• “More transparency between the underwriter and 
agent when it comes to the agent’s bank accounts 
in real time. Requiring a Fidelity Bond that covers 
owner’s actions and also allows for the underwriter 
to collect under the agent’s policy for the owner’s 
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actions.” 

• “With software such as Rynoh, no underwriter 
should allow a title agent to not have real-time 
reconciliations that would reduce fraud and loss.” 

• “The relationship between agent and underwriter 
is the problem with escrow security. I believe 
the underwriters should keep a closer eye on the 
money and take more responsibility in the closing 
procedures. Title and escrow are too closly related to 
be treated any other way.” 

Others thought the true enforcement needed to 
be stepped up by entities beyond the title world, 
either in the form of harsher penalties for offenders 
or just greater oversight or licensing standards by 
regulators: 

• “On a state by state basis, some states need work, 
but it should be done at the state level, not via 
lenders, third parties or federal regulations.” 
 

 • “We need better uniform controls nationwide. Not 
from ALTA, not from the underwriters, not from the 
Consumer Financial Protection Bureau, but from the 
National Association of Insurance Commissioners. 

• “Table funding states are vulnerable to fraud – 
continue to issue cashier’s checks when deposits into 
the account haven’t yet been made. Escrow states 
receive funds, record and then disburse – less risk.” 

• “In the mortgage foreclosure industry lenders pick 
and choose when they will pay for their services. This 
caused major cash flow issues in N.J. in 2010-2012 
and will continue to be an issue unless regulations are 
put in place that don’t allow them to do so. It is highly 
unfair to put the cash flow burden on downstream 
vendors who are much less capable of handling it.”

ALTA’s Best Practices

In order to help calm the waters and guide the title 
insurance industry’s boat forward, the American Land 
Title Association (ALTA) released its Best Practices, 

Vetting and security
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seven pillars that focus on escrow and data security, 
operational procedures, and customer relations and 
service. Prior to those, ALTA also set in motion its 
Professional Designation program to recognize title 
agents that met a certain criteria. 

We asked agents, “With all of its recent initiatives, 
has the American Land Title Association done enough 
to raise industry standards/professionalism?” We had 
two options for yes: 1) Yes – Great job (27 percent) 
and 2) Yes – but always room for more (52 percent). 
Both yes answers accounted for 79 percent of the 
response. The remaining respondents chose “no” (12 
percent) and “Honestly, there isn’t much they can do” 
(8 percent). 

We had a similar question last year, but the wording 
was changed. Last year we asked “Should ALTA try 
to raise industry standards/professionalism?” At that 
time, nearly 70 percent said “Yes – We need to do 
a better job policing our own,” and 23 percent said 
“No – things are fine as they are now.” The same 
percentage responded “It won’t help.” The main 

takeaway is a majority of responders are content with 
ALTA’s strategy and guidance, and you could argue 
a slightly higher percentage believe the national 
association has done all it can do. 
 
For further commentary, we asked, “What else 
would you recommend they do?” which could apply 
to a responder who thought the group hasn’t done 
enough or is content but could see areas for further 
initiatives. The most common refrain: Training. 
 
• “Training or an apprenticeship program. No one is 
being trained in their job and no one is coming into 
the business.” 

• “There really should be more training sessions and 
examples of the issues we all face.” 

• “Less lobbying and more education.” 

The next popular fill-in theme was on enforcement 
of the Best Practices and other industry issues. 
Enforcement is really in a realm beyond ALTA’s 

Vetting and security
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role within the title insurance industry, but it’s an 
interesting viewpoint from the agents on what the 
industry needs to stay in those calmer waters. 

• “Based on our market, being a member of ALTA 
doesn’t get you business, nor does it prevent non-
member competitors from being selected by national 
lenders. Professional standards are great, but unless 
you can enforce them against non-members, they 
are worthless.” 

• “Recommend the Best Practice standards be given 
to NAIC to set as minimum standards for all title 
agents to be enforced by underwriters who would be 
solely liable for agents’ default.” 

• “Unless they can get the states with less regulation 
on board to enforce higher standards, the national 
image will not change.” 

And others wrote in comments looking for more of 
an advocacy stance on other issues outside of the 
Best Practices that they are more concerned about:

• “Find a way to stop the steering of business by 
real estate agents, REO lenders, FHA, VA. Everyone 
knows that it puts the consumers at risk and 
reduces the integrity of the industry and all industry 
associates, but instead of saying this is just wrong, 
they say, how can we do it and get away with it? 
The government agencies are as guilty as the rest. 
The REO companies are making a huge killing at the 
expense of legitimate competitors and at the loss of 
consumer rights.” 

• “They have done nothing about real estate brokers 
becoming title agents and forcing lawyers to use 
their services or risk not getting future business. This 
is a huge conflict of interest nobody is doing anything 
about.”

• “I think much of what they have done has been 
to perpetuate their own existence. They have not 
helped agents; they have burdened agents.” 

Vetting and security
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Title agent vetting

The question we asked about vetting was new this 
year, as the term itself went mainstream in 2012 — 
but has it really started to affect agents yet?   

We asked, “Have you experienced any form of agent 
‘vetting’ in the last year?” The majority of responders 
said no — 50 percent. Those that said yes divided 
into three camps: 22 percent said “Yes – directly 
from a lender,” 18 percent said “Yes – from a third-
party service,” and 10 percent said “Yes – from 
our underwriter.” We asked agents for additional 
thoughts on the vetting topic, and of the 70-plus 
write-in responses we received, most of them were 
various forms of “the underwriters already vet me.” 

• “Vetting from an underwriter isn’t a new thing, and 
it seems to be the solution most agents are expecting 
as the conversation about vetting heats up.” 

• “Given what underwriters put us through already, 
lenders should accept us based on that. The vetting 

process and requirements we are hearing about have 
the potential to destroy small businesses in costs 
and it is small agents like us that have the best title 
records and doing the most careful work.” 

• “Should not even be occurring when considering 
the actual vetting process we as agents go through to 
become an approved agent with our underwriter!!” 

• “Ridiculous — there are sufficient safeguards with 
the state and underwriter audits and oversight. As 
long as they are enforced properly.” 

• “It is a bad idea when done outside the context of 
a title underwriter or state regulatory agency who 
understand the local processes and issues.” 

• “We told them to take a flying leap, and they did. 
... it is all a bunch of crap. Our underwriters vetted 
us when they approved us to be agents. The third 
parties need to check with them.” 

• “I think that lenders do not understand what type 

Vetting and security
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of audits that title is subjected to by underwriters and 
the DOI. If they understood our industry we would 
not be dealing with the vetting issue at all.” 

• “I am not a fan of these third party vetting 
companies. I felt coerced into it otherwise I would 
have lost a big client. In my opinion, this ‘vetting’ 
should be provided by our underwriter, which is 
essentially what they do at our yearly audit. What is 
the point of paying hundreds of dollars per closer to 
an outside company?” 
 
There were a minority of comments that took a 
slightly different angle: 

• “Conflicted. It’s great in that it can ultimately 
help protect consumers. But it can also prohibit 
competition with all the affiliated business 
arrangements out there, so there must be standards. 
Competition drives progress and innovation, which 

our industry is in dire need of.” 
• “I think it is a good idea; however, I thought it was a 
bit expensive.” 

• “Vetting, of course, is counterbalanced with mutual 
opportunity and income potential. Not much vetting 
happens over big agencies, and I think that’s where 
it’s most overdue. Need to get back to independent 
and stop payoff of lenders and Realtors. Asking 
for audited financials is a silly way to vet a quality 
company and will put a tremendous expense on the 
industry. Means of keeping small quality providers 
out of business.” 

• “The only thing I’ve heard about vetting has been 
from ALTA who I believe originated the concept and 
is pushing it with lenders and scaring agents in order 
to increase ALTA’s agenda. Underwriters vet agents 
and back it up with closing services letters. The 
vetting issue = emperor has no clothes.”

Vetting and security

Industry relationships
How do you like your underwriter?
 
Much of what gets talked about, whether it is the 
CFPB or centralized disbursement or vetting or best 
practices ultimately comes back to the fundamental 

building block of the industry — the underwriter/
agent relationship. 

We asked “What type of underwriter do you prefer to 
work with?” Forty-three percent of respondents said 

“big and national,” which 
was up from last year’s 38 
percent. Ten percent said 
“small and regional,” which 
was also up from last year’s 
6 percent. The “something 
in the middle” option saw 
a decline from 20 percent 
last year to 13 percent this 
year, as well as those who 
said “all of the above,” but 
just slightly from 35 percent 
to 33 percent. The cynical 
crowd gained a small 
amount as 1.6 percent of 
responders said “none of 
the above,” up from 0.4 
percent last year. 

Some of the respondents 
made it clear that the vote 
for “big and national” was 
more an acknowledgement 
that the large underwriters 
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are a necessity because of their customers’ 
perceptions and desires or the business that becomes 
available as a result, rather than their experience of 
working with them. 

• “We have two underwriters on staff, so the  
 underwriter is just there to impress the client, and  
 if the client even cares about who the  
 

underwriter is, it is because they want it to be a  
 big one.”

• “Personally I prefer regional underwriters, but my  
  board of directors prefers the big guys.”

• “You can’t stay in business unless you are an agent  
 for a large underwriter — if you want to do any  

commercial business. I 
support small and regional  
also because, after all, I am 
small and regional. I think 
grass roots knowledge 
is always best for the 
consumer.”

• “I would prefer a small or 
regional underwriter if  
their premium splits were 
competitive with larger  
underwriters.” 

The preferences for small 
and regional underwriters 
often boiled down to the 
competition factor for 
those who left comments. 
To them, regional 
underwriters only provide 
help, while not opening 
any of their own offices to 
“compete.”
 
• “I prefer to work with an 
underwriter that does  
not compete with me — a 
greater focus on this  
competition is evolving in 
the agent community.  
Specifically, in light of the 
current economic and  
regulatory climates.”

• “However, since most of 
the BIG underwriters are  
trying to compete directly 
with agents, or agents  
have to have a minimum of 
remittance in order to  
stay agents, working with 
small regional underwriters 
is where most independent 
agencies (single county 
or maybe only a couple of 
counties in a single state) 
are headed.”

Industry relationships
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• “Not one of the very biggest because I don’t want to 
compete with them, but large enough to have all the 
bells and whistles!” 

Other commenters expressed the importance 
of communication and just the overall personal 
relationship with their underwriters and that, really, 
there is a need for underwriters for all shapes and 
sizes. 

• “When the company gets too big, they lose track of  
  who you are and who they are. The communication  
  switches to too many people and it is like pulling  
  teeth to ever get a live person on the phone.”

• “They all have their place. I find I need several  
 underwriters to cover my needs.”
 
• “I like an underwriter that is totally in tune with    
 what we have to endure and can roll with the  
 punches.”

• “I write for two national and two regional  
 underwriters and I find the service from each to be  
 comparable.”

• “Big/national underwriters are nice because they  
 usually have the power to back big deals, however,  
 sometimes a regional underwriter is nice because  
 they really know the area and real estate being  
 insured.” 
 
The past five years or more, the industry has seen 
a sea change in terms of the underwriters’ agent 
ranks. For various reasons, from fraud and poor 
performance to just not meeting certain remittance 
levels or preferring to go direct in a location, the 
larger underwriters aren’t just signing agents in an 
effort to build market share. In fact, Stewart, for 
example, has reported that its base has been cut 40 
percent from its peak, and the company is actually 
producing more revenue from that more select 
group. 

We asked our respondents if they had lost an 
underwriter in the last year, whether because of 
a remittance reason, the underwriter itself went 
out of business or whatever the reason may be. A 
resounding majority of our respondents (95 percent) 
said no, with the other five percent saying yes. Last 
year, 16 percent of respondents reported losing an 
underwriter. 

We asked those that did say yes what the reasons 
were. Here is what some of those respondents said: 

• “My choice, I did not like some of the marketing  
  ideas one of the large underwriters I had for 12  
  years was offering. As an agent we try to do what is  
  right and it was very upsetting to have a large  
  underwriter suggest otherwise.” 

• “Went out of business”

• “Dropped us after an employee embezzled funds.”

• “Couldn’t provide them with enough money.”

• “Remittance levels low”

• “It’s been 1.5 years, but our underwriter threw us  
 to the curb when our largest competitor asked  
 them to drop us (in return for a higher percentage  
 of their business).” 

Further, as the title industry evolves in order to meet 
the requirements of customers, regulators and just 
the changing demands of the market place, so too 
does the split of the premium. We asked agents, 
“Did you see your side of the agency split change in 
the last year?” Those that said no increased from 70 
percent in last year’s survey to 81 percent this year. 
Of those that said yes, 11 percent said it went up, 
compared to 12 percent last year, and only 8 percent 
reported that it went down, compared to 18 percent 
last year. 

Under lender pressure

Stories about customer demands today often go 
back to vetting and new CFPB requirements, but 
the more prevalent demands for agents day to day 
that involve closing transactions in a high stress 
environment have always been there. 

We asked agents, “How often are you pressured by 
customers to insure over certain items you normally 
would not?” All of the results are within a few 
percentage points of the previous year’s answers: 43 
percent said rarely; 32 percent said sometimes; and 
the extremes — very often and never — both received 
13 percent of the response. 
 
We included an optional section if any respondents 
wanted to elaborate on this topic. A lot of the 
responses mentioned commercial deals, lending 
customers instead of real estate agents, and often 
the legal counsel of the customer rather than the 
actual customer. Some pointed to the specific issues 
that cause the most problems, such as setback and 
easement violations, probate matters, mortgages/

Industry relationships
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DOTs, judgments and more. Here are some of the 
responses we received: 

• “We lose business over this because we are known 
to keep high standards of underwriting. We solve 
problems, not insure over them. Unfortunately most 
title companies in our area don’t even know there 
are problems because they are not skilled enough to 
underwrite.” 

• “In each instance, we were either able to convince 
the customer to allow us to resolve the issue or they 
went to another firm and it actually backfired. We are 
always firm about our refusal — for good reason.” 

• “Those type of customers will only get you in 
trouble, let them go to your competitors.” 

• “Daily occurrence: Give affirmative endorsements 
without surveys or affidavits, especially on foreclosed 
property. Justification: If I don’t do it, I have at least 
one, if not three, of my non-industry agents (i.e. 

don’t belong to any title association) that will give the 
coverage.” 

• “As a commercial agent, and specifically one who 
works with complex assets such as pipelines, rights 
of way, telecom sites, etc., I often defer to my 
underwriter. I find myself advocating on behalf of the 
client to my underwriter, on behalf of the underwriter 
to my client, and on behalf of the underlying title 
issues to myself. Somewhere, the three circles of the 
Venn diagram meet. Aim for that spot.” 

• “Currently can’t do builder business in one market 
because a competitor is not collecting sworn 
statements and waivers.” 

• “No story  — just very little respect for what we do 
and someone will always do whatever for business.”

• “If we do not insure there is basically no pressure 
to us. Customers will want to get away with certain 
matters but if it cannot be done that is it.” 

Industry relationships
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• “Riparian rights on lake shore property. We would 
not close it as no one could come up with ownership 
on a parcel across the road from the house to the 
lake to insure deeded access. Our underwriter said 
no — not worth the risk and there was literally no 
paperwork to show. Another title company closed it. 
I agreed with our underwriter. Quiet title should have 
been done.” 

• “I have been approached by builders, buyers, 
sellers, real estate agents and lenders to overlook 
matters, and have always required the issue be 
addressed or the matter is withdrawn from our office. 
Sometimes the file is withdrawn by the party, but 
most often by me. After 30-plus years in business the 
word is out. I will not participate and few of those 
issues come my way anymore.” 

• “Usually just a matter of the lender/loan officer not 
understanding the title situation and is resolved by 
explanation.” 

• “Sometimes customers can take ‘sorry I can’t insure 
this’ they think it is always insurable” 

• “We just had a closing where the foreclosed owner 
had a judgment in their name that was not addressed 
in the LP. Since the mortgage was a purchase money 
mortgage, the lender’s policy, which became the 
owner’s policy upon foreclosure, did not protect the 
lender. The lender and their underwriter are agreeing 
to insure above it and we disagree with it, preventing 
our investor from reselling the property.” 

• “They generally involve potential out-of-
possessions due to fence locations. We take all steps 
from Boundary Line Agreements to being pressured 
to take a self-serving affidavit. Even in those cases we 
do a lot of due diligence so that we hope we’ve fully 
eliminated any risk assumption.”

www.thetitlereport.com 19

Industry relationships



Operations and  
Preferences
What deals don’t you like? 

Amid all of the serious business and regulatory 
issues, we wanted to have a little fun (well, as much 
as you can in a title insurance survey). 

After asking about all of the different transactions 
our respondents are doing, we wanted to dig a little 
deeper into the personal tastes of everyone: What 
type of deal is your LEAST favorite to work on? 

The winner from our list of nine transaction types, 
far and away, was the short sale at 39 percent of the 

vote. The next highest group, we must have caught 
at the right time of the day, as 27 percent responded 
“I like em all!” Third, not surprisingly, was foreclosure/
REO at 14 percent. Some of the fill-in responses 
were: manufactured housing, residential purchase 
with a split closing, lot line adjustments, contract 
sales and time share.

Who has it the worst at your office?

There are a lot of ins and a lot of outs within the title 
insurance process, plus there are all of the business 
considerations to take into account like sales and 
marketing. Then of course there is the actual closing 
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itself and all of the customer service that goes into 
that. So, we asked readers: What do you think is the 
hardest job in the title business? 

 The top spot was a bit of a tie between residential 
loan closers (34 percent) and sales (31 percent). Title 
searchers (16 percent) and underwriting counsel (14 
percent) came next, with little love for auditors (5 
percent) The most popular Fill-in responses included: 
processor, curative, post-closing, compliance, escrow 
and “dealing with irate real estate agents.” 

Consumer marketing 

Marketing to consumers is always an interesting 
topic. Some feel it’s the wave of the future; others 
don’t give it a second thought. Historically, our 
readers have illustrated this split fairly evenly, with 
just a slight edge to the pro-consumer marketing 
side. 

Again this year we asked: Do you market to 

consumers? Forty-seven percent said yes; 45 percent 
said no. The numbers were 53 percent yes, 37 percent 
no last year. The final 8 percent reported “not yet, but 
soon” this year. 

We asked for a little bit more information from those 
who are currently going the consumer route, to see 
what the strategy has been. Some noted that they 
were not willing to share their “secret recipe,” but 
those who did mentioned social media, blogging 
and other interactive website features as important 
components, which helps grab the informed or 
inquisitive modern consumers who are Googling for 
many of the services they use.  

• “We created an informational video to educate  
  consumers on title insurance.” 

Other tactics hit on the typical avenues for 
marketing: ads in the local paper, fliers, mail outs, 
booths at home shows or other community events. If 
for no other reason than for branding, some noted. 

Operations and preferences
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•“Local sponsorships, community involvement in our  
 market areas, along with basic, ongoing  
 advertising for name recognition.”

•“Direct consumer marketing letters discussing short  
 sales.”

•“We offer buyer consultations and take part in home  
  buyers seminars.”

One commenter noted that extra layers of flexibility 
go a long way.

•“Offer comparable rates and fees for closings;  
  provide a flexible schedule to accommodate the  
  clients’ needs. We have three locations throughout  
  the state and have video conference available for  
  closings.”

•“Through other various title products, such as  
 property reports, document retrievals, etc.”

Operations and preferences
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But wait, that’s not all! 

We asked a ton of questions this 
year, and even with the expanded 
page count, we still didn’t fit it all. 
But fear not, subscribers of The 
Title Report, we will be releasing 
the rest of the results on our 
website and in our e-newsletter. 
Those include, thoughts on E&O 
insurance, an answer to “Which is 
your favorite underwriter?” and 
what technology can you just not 
live without? Be sure to stay tuned 
to TheTitleReport.com for all that 
and more.



One thing is for sure, the title insurance industry 
doesn’t lack for opinions. We can all agree on that. 
Title agents and underwriters can often see different 
sides of an issue, but opinions often diverge among 
the title agent ranks as well — sometimes because 
of regional differences or because of agency size or 
business mindset or experiences in the industry. 

These agree/disagree statement results show a little 
of that opinion divergence. There were some majority 
skews away from affiliated business arrangements 

and some agreement on the perceived power lenders 
hold over the industry. But the most illustrative result 
may be the response to “the title industry is in better 
shape than when I entered the business,” which just 
about cut the respondents into thirds. 
 
And with that, the 2013 Voice of the Title Agent 
is in the books. If you have any questions that 
you’re curious about, send us a line at ccrowell@
octoberresearch.com so that we might possibly 
include it next year.  

And finally...
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SPONSOR AD
Although we may be new to your block, North American Title Insurance Company is 
not new to the title insurance business.  We’ve been helping agents realize their dreams 
for over 50 years.  While other underwriters have downsized during this difficult market, 
NATIC  has expanded and added over 300 independent agents – creating a network of 
agents that is second-to-none. We offer a powerful combination not found in the market 
today: the personalized service and turn around time of a boutique company along with 
the unsurpassed underwriting support and financial strength of a large company.  Why 
not have the best of both worlds?  You deserve it all and the team at NATIC stands ready to 
give you our all. 

To begin enjoying the benefits of an agency relationship with NATIC, 
please contact our Independent Agency Division today. 

We’ve Been Helping 
Agents Realize 
Their Dreams 

For Over 50 Years.

YOUR DREAM. OUR MISSION.

866.596.2842

NATIC
NORTH AMERICAN TITLE INSURANCE COMPANY

join@natic.com
www.natic.com
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