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Industry Insights From ALTA President Chris Abbinante
1. What are your thoughts 
on the economy as it re-
lates to the title industry?

Chris: We’re entering our sixth 
year of what I believe will be a 10-
year challenge for our economy. 
The reality is that it will be about 
five more years of digging out be-
fore we’ll begin getting back to more 
normal levels of business. 

Several fundamental factors must 
change for the economy and our 
industry to recover. First, we need 
to see greater consumer confidence 
and more employment growth. 
With real estate, we currently have 
a tremendous supply, yet demand 
remains low due to lack of jobs, low 
consumer confidence and concern 
about access to credit.

Debt also remains one of our 
biggest issues. As a country, we 
can’t keep spending money we 
don’t have. The government needs 
to understand that raising revenues 
without cutting expenses is a recipe 
for disaster. 

Foreclosures are another huge 
area of concern. We need to get 
foreclosures booked and through 
the system so that we’re aware of 
how many loans are actually in fore-
closure or serious delinquency. 

We anticipate that a number of 
delayed foreclosures from 2011 
will come through the pipeline this 
year. It will be interesting to see how 
banks manage the large number of 

Q properties that they haven’t yet taken 
back or resold.  

The Fed published a Jan. 4 white 
paper which mentioned several ideas 
that could help ease the real estate 
crisis. Some highlights include:

F Improve creditworthy borrowers’ 
access to mortgage credit though the 
revamped Home Affordable Refinance 

With a title career spanning more 
than 35 years, Chris Abbinante 
continues to fill vital leadership 
roles within the industry. He was 
elected president of the American 
Land Title Association’s Board of 
Governors for the 2011 – 2012 
term during ALTA’s annual conven-
tion last October. He also remains 
a trusted and valued member of 
the Fidelity Family of Companies, 
serving as a consultant for FNTG’s 
direct, agency and Canadian 
operations. Chris took on this role 
in June 2010 after retiring from his 
position as president of FNTG’s 
Eastern operations. Agency 
Insights had the opportunity to 
catch up with Chris and garner his 
unique perspective on the industry.
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by market. Some areas are faring 
better than others.

F Although commercial activity isn’t 
near a normal market level, it’s been 
on the rise for the past two years.

2. How will the newly 
formed Consumer Financial 
Protection Bureau impact 

the title industry and the mort-
gage lending industry? What po-
tential pitfalls and issues do you 
anticipate going forward?

Chris: It will be interesting to see 
what happens with the CFPB now 
that Richard Cordray is officially 
at the helm as director, based on 
President Obama’s Jan. 5 recess ap-
pointment. The CFPB was created to 
prevent financial products from being 
sold irresponsibly. A large focus has 

been the agency’s “Know Before You 
Owe” campaign, which centers on 
making home loan applications more 
transparent so that people know 
exactly what they owe on their mort-
gages and fully understand the risks 
and expenses involved in borrowing. 

Tied to the campaign is the 
CFPB’s development of new mort-
gage disclosures that combine 
RESPA’s Good Faith Estimate and 
Truth in Lending initial disclosures 
and also combine RESPA’s final 
settlement disclosures with the TIL 
final disclosure. ALTA created a 

taskforce that has worked count-
less hours responding to and meet-
ing with the CFPB to discuss and 
explain the implications of these 
changes — especially as they relate 
to the closing process and the con-
sumer. There have been numerous 
communications and e-mails — all 
by ALTA volunteers. We’ve devel-
oped a pretty good relationship with 
the CFPB. The real test will be how 
well the bureau will listen.   

We applaud the CFPB’s efforts to 
simplify forms in ways that better ex-
plain products and services to con-
sumers. The process will take time, 
and we hope the end results will be 
positive. The CFPB plans to produce 
an initial version of the forms and ac-
companying regulations that should 
be available for public review by July 

2012. The public will then have 
an opportunity to comment on 
the forms, and any additional 
revisions will be made prior to 
approval and implementation of 
the new documents. 

During the first quarter of 
2012, the CFPB also plans to 
complete work on Dodd-Frank’s 
ability-to-repay provisions. 
Dodd-Frank laid out the ground-
work for qualified mortgages 
— enabling lenders to write a 
loan with certain characteristics 
in order to protect themselves 
from possible liability. There’s 
been much controversy about 
QMs within the mortgage indus-
try. Two alternatives have been 

discussed: one that provides lend-
ers with a compliance safe harbor 
option, and a second that allows 
lenders to establish a rebuttable 
presumption of compliance. The in-
dustry favors the safe harbor, but it’s 
uncertain what the CFPB will decide. 

Another area of concern relates 
to the CFPB’s final language on the 
ability-to-repay rule and its impact 
on Dodd-Frank’s risk-retention 
provision. Currently, for a loan to 
be considered a qualified residen-

Program (HARP), reduce the down 
payment requirement for qualified 
mortgages, and restore higher loan 
limits for Freddie Mac and Fannie Mae.

F Increase funding for local land 
banks, enabling government entities 
to buy and sell vacant real estate, 
clear titles, and rehabilitate the prop-
erties as rentals or owner-occupied 
properties.

F Promote foreclosure alternatives 
through short sales and deeds in lieu.

If the Fed can move forward with 
these efforts, consumers, lenders 
and the real estate industry as a 
whole will benefit, as will the U.S. 
economy. The real estate indus-
try is vital, as it comprises up to 
one-third of our economy.

While many things need to 
change before we can begin see-
ing some positive movement with-
in the industry, there are several 
encouraging factors to highlight: 

F Interest rates are currently 
at historic lows. Given the Fed’s 
recent announcement, we can be 
certain that rates will remain low 
not only during this election year 
but into 2014. 

F Unemployment is at its 
lowest level in three years. 
Employers increased jobs in 
2011 compared with 2010 and 
are expected to continue the in-
crease in 2012, although at a slower 
pace. Having said that, it’s important 
to note that the lower unemploy-
ment levels seen at year-end 2011 
are likely tied to the holidays and the 
temporary increased spending and 
job opportunities. I expect we’ll see 
unemployment levels inch upward 
once the January and February num-
bers are taken into account.

F Improvements within the real 
estate market are happening at a 
local level. When you look at the 
industry today, it really varies market 

Q

“Consumers don’t want to read 

through a long technical list 

of the functions we perform in 

our jobs to get them positive 

end results. Instead, we need 

to highlight the actual benefits 

they get from us: peace of mind, 

a smooth closing process, pro-

tection of their investment … 

the things that really matter.”

continued from page 1

Q&A With Chris 
Abbinante

continued on page 6
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A New Year, New Opportunities

by Erika Meinhardt, President, 
National Agency Operations, FNTG

W
elcome to a new year and 
new opportunities. 2012 
is well under way, and it’s 

a year in which we will continue 
to creatively look for new ways to 
fortify and strengthen our agency 
operations. We have an amazing 
team of employees that is dedi-
cated to assisting you by giving 
you the tools and resources you 
need to thrive in an economy that 
continues to challenge us all.

We’ve found that communica-
tion and education among our 
agency team is essential in order 
to give our agents truly ben-
eficial service. One meaningful 
way for us to do this is through 
our annual agency forum, 
which takes place Feb. 15 – 17 
in Jacksonville, Fla. I’m very 
excited about this year’s forum 

and believe our agency 
reps and managers will 
walk away with vital 
news and information 
that they, in turn, will be 
able to pass along  
to you.

Because we take 
communication so seri-
ously, we also have lots 
of great information 
packed into this issue 
of the newsletter, and I 
encourage you to read 
all of the articles. We’re 
fortunate to have so 
many talented profes-
sionals within our orga-
nization and industry. 
Take the time to read what they 
have to say: 
F  Chris Abbinante shares   
 his industry perspective in   
 a Q&A.
F  George Scanlon and Randy  
 Quirk discuss our company’s  
 year-end financials.
F Jeff Boas explains how we 
 can prevent claims.
F Michele Skupic and Jeffrey 
 Howell share details on FNF 
 Green strategies, as well as a 
 new Green Certification program 
 that will soon be available to  
 agency operations.
F Sales expert Jeffrey Gitomer  
 gives his take on the importance  

of embracing 
a multigen-
erational work 
environment.

In addition, 
we have an 
updated list of 
our preferred 
agent product 
and service 
vendors, and 
we feature 
several of 
these ven-
dors, including 

YourDox, a targeted market-
ing program for agents; and 
the Treiber Group/AJG’s  
E&O program, which is available 
exclusively to FNTG agents.  

If you have questions or need 
additional information on a topic, 
please reach out to your agency 
representative. John Obzud, EVP 
of National Agency operations, 
also is available to assist you. 
He’s been integral in develop-
ing our FNTG preferred vendor 
program and spends much of his 
time meeting with agency manag-
ers to discuss how our operations 
can best meet your needs.

We have a lot of work ahead 
of us this year in order to remain 
competitive amidst the ongoing 
housing and economic chal- 
lenges — both as underwriter 
and agent. But this same envi-
ronment provides its own set of 
opportunities, and we look for-
ward to supporting each of you in 
ways that enable you to not only 
survive but thrive.

Are you up for the challenge? 
Together, I’m confident we can do 
great things.

“We have a lot of work ahead of 

us this year in order to remain 

competitive amidst the ongoing 

housing and economic challenges 

— both as underwriter and agent. 

But this same environment pro-

vides its own set of opportunities, 

and we look forward to supporting 

each of you in ways that enable 

you to not only survive but thrive.”
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Year-end Financial Highlights

Randy Quirk, President, 
FNF, and CEO, FNTG

continued on page 5

F
idelity National Title Group experi-
enced another successful year in 2011, 
producing $1.26 billion in total revenue 

for the fourth quarter of 2011, and $4.79 billion 
for the 12 months ending Dec. 31, 2011.
 “The fourth quarter was a strong finish to a 
great year in our title business, as our empha-
sis on profitability is reflected in these results,” 
said FNF CEO George Scanlon. “Despite a 14 
percent decline in total title operating revenue 
associated with a decline in closed orders, we 
strengthened the pre-tax title margin, exclud-
ing realized gains and losses, to 11.7 percent 
vs. 11.2 percent in the fourth quarter of 2010. 
As anticipated, total title claims paid in the 
fourth quarter declined by 14 percent vs. the 
fourth quarter of 2010, and we expect that 
trend to continue into next year.” 

F Title premiums — FNTG’s total title pre-
miums for the fourth quarter were $873.0 mil-
lion, with an additional $370.9 million gener-
ated from escrow, title-related and other fees, 
translating into total title and escrow premiums 
of $1.24 billion.

FNTG’s total title premiums for the 12 months 
ending Dec. 31, 2011, were $3.26 billion, with 
an additional $1.43 billion generated from 
escrow, title-related and other fees, which trans-
lates into total title and escrow of $4.70 billion 
for the full year of 2011. 

F Agency contribution — For the agency 
segment of our title insurance business, 
594,832 policy jackets and 349,749 closing 
protection letters were issued during the fourth 

$4.79 billion

$530.3 million

10.9%

Total revenue

Pre-tax earnings

Pre-tax margin*

Financial information for 
the three-month period 
ending Dec. 31, 2011:

1.9 million
Agency: Total closing

protection letters
issued

Agency: Total policy
jackets issued

$1.26 billion

$142.2 million

11.7%

Total revenue

Pre-tax earnings

Pre-tax margin*

349,749

594,832

Agency: Total closing
protection letters

issued

Agency: Total policy
jackets issued

Visit www.investor.fnf.com 
to learn more.

Financial information for
the 12-month period 

ending Dec. 31, 2011:

4Q Full Year

2011 … At a Glance

George Scanlon, 
CEO, FNF

2.6 million

*Excludes realized gains and losses
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National Agency Web Site Under Construction

“We are proud of the accomplishments of our em-

ployees and agents in 2011, and we are confident 

that our title business is well-positioned to produce 

strong, industry-leading returns in 2012. This year, we 

will continue to focus on strengthening our balance 

sheet, managing our business with discipline, provid-

ing exceptional customer service and creating value 

for our shareholders.”

Coming Soon:
www.nationalagency.fntg.com

quarter of 2011. Additionally, 
FNTG agents were responsible 
for generating  $495.6 million 
in title premiums, representing 
56.8 percent of FNTG’s total title 
premiums earned in the fourth 
quarter. 

Looking at the agency segment 
for the 12 months ending Dec. 31, 
2011, FNTG issued 2.6 million 
policy jackets and 1.9 million clos-
ing protection letters. Additionally, 
FNTG agents were responsible 
for generating $1.83 billion in 
title premiums, representing 56.1 
percent of total title premiums 
earned for the full year of 2011.

Commenting on the results, 
FNF President and FNTG CEO 
Randy Quirk said, “We are proud 

of the accomplishments of our 
employees and agents in 2011, 
and we are confident that our 
title business is well-positioned 
to produce strong, industry-
leading returns in 2012. This 
year, we will continue to focus on 
strengthening our balance sheet, 
managing our business with 

discipline, providing exceptional 
customer service and creating 
value for our shareholders.” 

Visit www.investor.fnf.com to 
learn more about our company 
results.

The National Agency team has been working on a new construction project that they can’t wait to tell you 
about. The team has been creating a Web site designed just for you — our FNTG agents. According to 
John Obzud, EVP, National Agency operations, the site will include information about a variety of important 
topics for agents, including:

F Agency products and services
F Marketing
F Tools and applications
F Events, news and training
F Underwriting
F State agency information

John anticipates that the site will be 
launched and ready for use some-
time during the second quarter. 
Look for more news about 
the Web site in the next 
issue of Agency 
Insights.
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tial mortgage, a borrower would be 
required to make a 20 percent down 
payment and the mortgage would 
need to meet certain standards. 
Given today’s economy, many hard-
working, middle-class Americans 
wouldn’t qualify for loans under these 
conditions. If the goal is to offer fair-
ness and affordability to deserving 
potential homebuyers, we need to 
rethink the QM and make sure it’s 
available for truly qualified buyers.

3. On the regulatory front, 
there has been talk about 
title insurance companies 

taking on liability for additional 
acts of their agents. What are your 
thoughts on this topic?

Chris: When we talk about liability, 
there are basically two types we need 
to look at: strict liability and vicarious 
liability. In cases of strict liability, un-
derwriters take on liability in an abso-
lute sense — not just those activities 
included within the agent/underwriter 
contract. Currently, states that have or 
are considering strict liability tend to 
limit exposure to the closing process. 
Nebraska already has a strict liability 
statute in place. Other states, includ-
ing Minnesota, have made efforts to 
impose strict liability, but nothing has 
been enacted — yet. 

The second type is vicarious liabil-
ity, which on its face is not as “abso-
lute” as strict liability. However, the 
states where vicarious liability exists 
or is being considered typically don’t 
limit exposure to the closing process. 
Instead, exposure is determined 
by actions that are done under “the 
color of title agent activity” — regard-
less of what the limits may be in the 
agency contract. Exposure to liability 
under this approach could be more 
far reaching and include market con-
duct activity. 

Certainly, the landscape of our 

regulatory environment would signifi-
cantly change if states move toward 
strict liability or vicarious liability stan-
dards. If this happens, it could throw 
the agent/underwriter relationship up 
for grabs — affecting existing relation-
ships as well as agency expansion 
opportunities. Of course, there’s also 
concern about the added expense 
such regulatory actions could result 
in for underwriters and agents.  

We need to find a solution that 
works for both agents and underwrit-
ers. At some point, agents may be 
required to obtain additional forms 
of insurance to mitigate problems. 
Making E&O coverage and bond 
coverage available for agent pur-
chase would provide a stop-gap 
for underwriters. ALTA has become 
involved in the process by establish-
ing committees that are focused on 
the issue. Our goal is to come up 
with solutions that hold agents to a 
certain standard; make underwrit-
ers more careful in their selection 
of agents; and define the circum-
stances in which underwriters would 
be more willing to accept increased 
responsibility for the acts of agents.

4. What is the most impor-
tant message that the title 
insurance industry needs 

to convey to consumers, and how 
can the industry communicate 
and deal with consumers in sim-
pler ways?

Chris: I think one of our biggest 
problems is that consumers simply 
don’t understand what we do and 
why it’s important. I’ve said this 
before, and it’s a message I’d like all 
title agents and staff to hear and take 
to heart. I feel strongly that we need 
to communicate to our consumers 
in a way that “grandma can under-
stand.” If you’re explaining something 
to your grandmother, you’re doing 
it in a way that breaks down all the 
jargon, is patient and thoughtful, 
and really explains what you do. We 
need to have this same mindset and 
approach with the end user of our 
products and services — the con-

sumer. We must be professional and 
clear in our message. 

As an industry, we need to find 
ways to share useful informa-
tion about what we do and make 
it available to regulators, legisla-
tors and consumers. We must look 
for opportunities to communicate 
and show our professionalism and 
transparency. We also need to make 
sure the industry is getting the rec-
ognition it has earned for the good 
that it does. To help formalize that 
recognition, ALTA is working on a 
National Certification Program which 
is intended to promote the idea of 
professionalism, as well as recog-
nize the value proposition of title 
insurance and the dedication of the 
people in the industry.

Each time we issue a commitment 
or policy, we have an opportunity to 
reach out to consumers. I recom-
mend including a jargon-free indus-
try letter that explains in real terms 
how we provide peace of mind to 
them. In fact, ALTA is in the process 
of working on a letter that members 
will be able to personalize and use 
with their customers. Consumers 
don’t want to read through a long 
technical list of the functions we 
perform in our jobs to get them posi-
tive end results. Instead, we need to 
highlight the actual benefits they get 
from us: peace of mind, a smooth 
closing process, protection of their 
investment … the things that really 
matter. We can equate this same 
idea to car ownership. You don’t want 
to know the specific steps that were 
taken to assemble your car’s engine. 
Instead, you want to know that the 
car is safe to drive and reliable — 
the things that are important to you 
as the consumer. 

Of course, the other key compo-
nent relates to our relationships with 
customers. Being professional in ev-
ery aspect of our business life is criti-
cal. We must be ethical, intelligent 
and focused on meeting our custom-
ers’ needs to the best of our ability 
with each and every transaction.

Q

Q

INDUSTRY > PERSPECTIVE
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Eliminating Preventable Claims

This article describes some of the 

common types of claims that can 

be prevented by simply taking a 

little extra care in how we do our 

jobs and by developing processes 

to avoid similar claims. 

by Jeff Boas,  
Manager and Counsel, Title Loss 
Reduction and Education 
Department, FNTG

n the summer of 2011, 
FNTG formed a new 
department called Title I

Loss Reduction and Education. 
The primary goal of the depart-
ment is to reduce title claims 
nationwide. Members of the 
department will work jointly with 
claims, underwriting and title 
operations on a program designed 
to identify the sources of pre-
ventable title claims and suggest 
ways to significantly reduce, if 
not eliminate, those claims. This 
article will describe some of the 
common types of claims that can 
be prevented by simply taking a 
little extra care in how we do our 
jobs and by developing processes 
to avoid similar claims. The term 
“report” as used here means a 
commitment, preliminary report or 
other preliminary document show-
ing the vesting, estate, exceptions, 
requirements, etc.   

F Datedowns/updates/bring-
downs — One of the most common 
causes of claims is the failure to 
datedown reports prior to closing, 
resulting in missing documents of 
record that appear between the date 
of the report and the closing. Some 
of the most common sorts of docu-

ments recorded in the 
“gap” that continue 
to result in claims 
(because of the failure 
to perform pre-closing 
updates) include 
mortgages, deeds of 
trust, judgments and 
tax liens. In addition, 
claims often result 
when datedowns are 
performed, but the 
items found are not 
properly addressed. 
Many of these claims could be avoid-
ed with improved communication 
between the title operation and the 
settlement or closing agent.

F Missing documents on chain 
sheets — Many claims are the result 
of the failure to carefully review 
items shown on chain/property run 
sheets and printouts. This includes 
the failure to thoroughly examine all 
items shown and, in some instances, 
the failure to search back far enough 
to pick up mortgages, deeds of trust 
and other liens that have not been 
released. 

F Fraud and forgery — Many fraud 
and forgery claims could be avoided 
by taking two simple steps: 
1)  Always question transactions  
 when the report discloses that

 the property is free and clear
  of mortgages or deeds of trust.
  Although transactions do occur      
 when the property is free and  
 clear, it’s far more common for  
 properties to be subject to   
 existing encumbrances.

2) Carefully examine releases, 
 satisfactions and other docu-
 ments associated with mortgages 
 or deeds of trust, particularly 
 those that aren’t supported by 
 new loans and those that were 
 recorded during the past 12 
 months. A careful review of all 
 documents recorded during the 

 last 12 months will help identify 
 fraudulent documents and, in 
 the process, reduce or eliminate 
 the very expensive claims that 
 result from fraud and forgery. In 
 addition, it’s not uncommon for 
 lenders to record rescissions/
 cancellations of fraudulent 
 releases and satisfactions, and 
 all such recordings by lenders 
 should be treated as red flags.

F Closings — Many claims result 
from the failure to review closing 
documents prior to settlement. A 
final review of deeds, mortgages 
and deeds of trust will often dis-
close errors in legal descriptions 
or in the names of the parties to 
the instruments that can be easily 
cured prior to recording. Also, prior 
review of closing documents will 
help find and fix errors in execu-
tion and acknowledgements, which 
can be particularly difficult to cor-
rect after the defective document 
is recorded. It is also critical that 
closing documents be recorded in a 
timely manner and that settlement 
agents follow up to obtain releases, 
reconveyances and satisfactions of 
liens for recording. A final review 
of the report prior to settlement will 
also afford an opportunity to verify 
that all requirements are being 
complied with.

continued on page 8
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Eliminating Preventable 
Claims
continued from page 7

For More Information
Questions about this topic? 
Contact Jeff Boas at 
904.854.3475 or  
jeff.boas@fnf.com.

“In our profession, when 

something doesn’t feel 

right, it’s usually because 

it isn’t. We encourage our 

agents and internal staff to 

call our underwriters when-

ever something raises a red 

flag. By working together 

as a team, we’ll be able to 

significantly reduce title 

claims.”

F Equity line mortgages and 
deeds of trust (HELOCs) — 
Failure to properly close residen-
tial and commercial equity line 
accounts is one of the largest 
causes of claims. These claims 
are usually significant, and most 
of them can be easily avoided 
by following proper procedure. 
Title personnel can assist by 
specifically identifying HELOCs 
and other lines of credit as equity 
line mortgages and deeds of 
trust on the report and includ-
ing the appropriate requirements 
for the satisfaction of equity line 
mortgages and deeds of trust 
in reports. It is not sufficient to 
obtain a standard pay-off letter on 

the HELOC and then remit pay-
off funds to the lender. Settlement 
agents must take the necessary 
steps to close credit line accounts 
prior to closing and must also 
ensure that the pay-off informa-
tion is up to date on the day of 
closing. In addition, it’s critical that 
settlement agents follow up to 
obtain releases, satisfactions and 
reconveyances and that those 
documents are recorded immedi-
ately upon receipt.

F Examination of docu-
ments in the chain of title 
— Many claims result from 
the failure to fully examine 
documents in the chain of 
title. A common example is 
the failure to show restric-
tions that a careful examina-
tion of the recorded docu-
ment would have disclosed. 
It’s critical that all pages of 
documents be examined.

F Name runs — Claims 
involving name searches 
could be avoided by taking a 
few preventative measures. 
Orders may be opened with 
names that differ from those 
which are actually in title, 
so be sure that all of the 
names are run — both the 
versions appearing on the 
order (for example, on the purchase 
and sale contract, loan application 

or open order sheet) and 
the versions appearing in 
the record title. Be sure to 
run both last names when 
the names are hyphen-
ated. Run the names of all 
parties appearing in the 
chain of title, and don’t 
forget to run the names 
of parties that are added 
late in the transaction. 
Where appropriate under 
state law, the names of 
non-titled spouses must 
be run. Also, be aware of 
misspellings, and attempt 

to ascertain the correct spellings of 
names. The procedure for running 
names should further be modified to 
account for known local or regional 
plant and courthouse posting 
practices. Please remember to run 
names for the appropriate periods of 
time to account for lien enforcement 
periods under state and federal law. 

F Underwriting — Adhere to all 
local, state and national underwrit-
ing guidelines that are currently 
in place. You are encouraged to 

contact our company underwriters to 
discuss title issues.  

F Communication — Perhaps the 
most important step is to ensure 
effective communication between 
and within title departments and 
closing/settlement departments. 
Many claims can be avoided if 
changes to transactions or any other 
matters pertaining to a particu-
lar transaction are communicated 
in a timely and accurate manner. 
Remember, there’s no such thing 
as a stupid or silly question. In our 
profession, when something doesn’t 
feel right, it’s usually because it 
isn’t. We encourage our agents and 
internal staff to call our underwriters 
whenever something raises a red 
flag. By working together as a team, 
we’ll be able to significantly reduce 
title claims.
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Company’s Green Efforts to Expand in 2012

O

Green product news and updates
Earlier this year, the FNF Green 

Team introduced its first product to 
support sustainable real estate: the 
LEED® Project Certification Data 
Report (LEED Data Report). Our 
team has trained more than 600 
employees from both our direct 
and agency operations and con-
ducted numerous training Webinars 
and live presentations throughout 
the United States for employees, 
customers, and real estate and 
legal conferences. The LEED Data 
Report is ahead of its time in some 
respects, but 2012 will be a critical 
year to educate our clients about 
LEED due diligence and risk man-
agement due to the new version of 
LEED as well as new energy policy 
and reporting mandates for institu-
tional investors and tenants requir-
ing LEED investments and space. 
For more information, please visit: 
www.fnfdatareport.com.

FNF Green will also be introduc-
ing two new unique niche products 
to the market in 2012: the PACE 
Data Report and a new “3-D” energy 
data report for measuring the energy 
efficiency of your home or building. 
We are partnering with MIT/Eye-R 
Systems for the 3-D energy data 
report. Stay tuned! 

We’re here for you!
Our team is here to answer your 

Michele Skupic
VP and National Director, 
FNF Green
 
Jeffrey Howell, Esq.
LEED® AP, 
VP and National Director, 
FNF Green

   
To learn more about 
FNF Green’s strate-
gies and products, 
please contact Michele 
Skupic or Jeffrey Howell. 
F Michele can be   
 reached at 916.539.5434 or   
 mskupic@fnf.com.   
F  Jeffrey can be reached at
 949.929.2823 or  
 jeffrey.howell@fnf.com.

If you’re interested in becom-
ing a Green Team lead for your 
agency operation, please send 
an e-mail to John Obzud at 
john.obzud@fnf.com.

Connect With Us

questions and provide resources, so 
please don’t hesitate to contact us. Our 
goal is to continue to be the market 
leader in our industry in raising the 
“Green IQ” of our employees, partners, 
affiliates and customers. We depend 
on you as our eyes and ears in the 
field, and we value your feedback!  

Our best to you for a healthy, hap-
py, prosperous and GREEN 2012!

FNF Green National Directors,

Michele Skupic            Jeffrey Howell

n behalf of our entire FNF 
Green Team, we’d like to 
wish you a happy new year 
and take this opportunity to 
update you on FNF Green’s 

strategies and products. 

Green Certification program in  
development for agency operations

After two years, there are more 
than 300 “certified green” branches 
located in Arizona, California, 
Colorado, Florida, Nevada, Oregon, 
Texas and Washington. A few months 
ago, we conducted a survey of 
certified branch leaders. The survey 
was completed by 34 percent of the 
leaders, and we are delighted to 
share highlights of the feedback we 
received:
F 80 percent feel that they have 
 benefited from their “certified 
 green” designation.
F 92 percent proudly display their 
 green certificate in their office, 
 and 56 percent use their   
 brand-specific logo in marketing 
 collateral.
F 62 percent are using smartVIEW,  
 which enables users to access the 
 electronic documents of an entire 
 transaction and print as needed.
F 56 percent said that customers 
 have positively commented on or 
 related to the certification.

Until now, our Green Branch 
Certification program was limited 
to our direct title operations. But 
we are very excited to announce a 
new collaboration with our FNTG 
agency management team — Erika 
Meinhardt and John Obzud — to 
develop a Green Certification pro-
gram for our agency operations. We 
plan to begin development in the first 
quarter and provide updates and 
progress during the second quarter. 
If you are interested in becoming a 
Green Team lead for your operation, 
please e-mail John Obzud at   
john.obzud@fnf.com.
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Is It What’s Wrong With These Kids or What’s Right 
With These Kids?
by Jeffrey Gitomer, Author, 
Speaker and President of Charlotte, 
N.C.-based Buy Gitomer

continued on page 14

K
ids! I don’t know what’s 
wrong with these kids 
today! Kids! Who can 

understand anything they say? 
Kids! They are disobedient, disre-
spectful oafs! Noisy, crazy, dirty, 
lazy, loafers! While we’re on the 
subject: Kids! You can talk and 
talk till your face is blue! Kids! But 
they still just do what they want 
to do! Why can’t they be like we 
were: perfect in every way? What’s 
the matter with kids today?

Those are the lyrics from the 
song “Kids,” from the Broadway 
play “Bye Bye Birdie,” written by 
Lee Adams. And while you may 
think they were written about 
today’s generation of kids, the 
song was written in 1959 — more 
than 50 years ago. In 1959 there 
were no computers, cell phones, 

Internet, Super Mario, cable TV or 
fax machines — and, of course,  
no iPods.   

Most companies have multigen-
erational salespeople and multi-
generational customers. The more 
experienced salespeople and 
sales managers are always criticiz-
ing or blaming youth for what they 
are not, what they don’t bring to 

the table, what’s wrong with them, 
and why they’re not more like “us.” 

It’s referred to as a “genera-
tion gap.” And for the most part, 
it’s self-imposed. Self-imposed 
generation gaps are caused by a 
failure to understand, embrace and 
communicate. An easier way to 
describe it is: “It’s not like what we 
do, therefore it’s wrong.” And that 
statement can be made from one 
group to another and vice versa. 

Fact: Generation gaps are 
timeless. They apply to every 
generation of kids and adults for 
the past 200 years. These days, 
people over 40 have tried to seg-
ment kids by category. Gen-this or 
gen-that. How about “gen-smart” 
or “they’re a generation smarter 
than we are”? How about “gen-
impatient” or “they’re a genera-
tion with no patience for anyone 
(including employers — maybe 
even you) who doesn’t get it”? How 
about “gen-Facebook”? Many 
older people, like fools, are trying 
to block it or control it. Good luck! 
Take a lesson from recent history: 
The government of Egypt tried 
to do the same thing — the kids 

Return to
Index

“I believe that new, now, next, 

technology, Internet, online, 

speed, texting, games, video and 

free time are all good things — 

and at some point may actually 

lead to greater productivity and 

greater profits in any job function 

and in any company.”

— Jeffrey Gitomer

 
For More Information
Jeffrey Gitomer is president of Charlotte, N.C.-based Buy Gitomer. 
He also is the author of numerous sales books including The Sales 
Bible; Customer Satisfaction Is Worthless, Customer Loyalty Is 
Priceless; The Little Red Book of Selling; and The Little Red Book 
of Sales Answers. 
 Jeffrey gives seminars, runs annual sales meetings and con-

ducts Internet training programs on sales, 
customer loyalty and personal development 

at www.trainone.com. He also has an Ace 
of Sales site at www.aceofsales.com. 
Sign up to take advantage of Jeffrey’s tools 
and training that can help you make and 
close sales. 
     To learn more, visit www.gitomer.com. 

Jeffrey can be reached at 704.333.1112 or by 
e-mail at salesman@gitomer.com. 
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Agent-focused Products and Services
NTG’s Products and Services Portfolio was created exclusively for you, our valued agents. The portfolio 
includes state-of-the-art solutions that can streamline your business and provide you with exceptional 
growth opportunities. Our agency operations and our vendors are available to set up presentations, F

Webinars or meetings with you and even your customers. Contact your agency rep to learn more. Products and ser-
vices currently available to agents are listed below and on page 12. 

FIDELITY NATIONAL AGENCY
SOLUTIONS 
A single point-of-contact source to 
help agents increase the scope of 
their business and become more 
competitive.

Contact Michele Jorgensen: 
F 800.943.1196
F michele.jorgensen@fnf.com
F www.fnas.com

FIDELITY NATIONAL 
TECHNOLOGY IMAGING 
Scanning and Web-based
document retrieval services.  

Contact David Doty: 
F 651.253.7186
F david.doty@fnf.com
F www.fnti-imaging.com

FINAL TRAC
A full-service, independently owned 
title clearing and release/discharge 
tracking company, doing business in 
all 50 states. 

Contact Linda Aparo: 
F 860.236.8886, ext. 12
F linda@finaltrac.com
F www.finaltrac.com

ARTHUR J. GALLAGHER OF NEW 
YORK (AJG) See page 17 for more details
Plans and administers property/casu- 
alty and human-resource risk manage- 
ment programs as brokers, consul-
tants and third-party administrators. 

Contact Peter Riebling: 
F 516.622.2518
F peter_riebling@ajg.com
F www.ajg.com

DIGITAL DOCS 
Provides your title agency with 
the knowledge and tools to 
increase market share and 
order count. 

Contact Robert Reich: 
F 877.711.7226
F rreich@digitaldocs.net
F www.digitaldocs.net

EC PURCHASING 
Great discounts from trusted brands 
at no cost and with no obligation. 

Contact Joe Rossello: 
F 888.387.0223
F joseph.rossello@fnf.com
F www.ecpurchasing.com

INVESTMENT PROPERTY 
EXCHANGE SERVICES (IPX) 
Provides clients with superior
qualified intermediary services. 

Contact Claudia Kiernan: 
F 877.494.1031
F claudia.kiernan@ipx1031.com
F www.ipx1031.com 

NATIONAL DUE DILIGENCE 
SERVICES 
ALTA/ACSM land surveys;  
zoning conformance reports and 
letters; and environmental site 
assessments. 

Contact David Herrin: 
F 877.439.2582
F dherrin@nddservices.com
F www.fidelitydds.com

PIONEER TECHNOLOGY GROUP
See page 15 for more details
Provides software solutions that 
increase productivity, improve deliv-
ery and reduce costs across a wide 
spectrum of government institutions. 

Contact Peter Johnson: 
F 800.280.5281 
F pjohnson@ptghome.com
F www.ptghome.com
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Agent-focused 
Products and 
Services

AGENT > RESOURCES

PRECISION RECONCILIATION 
SERVICES (PRS) 
Helps protect customer funds, 
reduce the risk of fraud, identify and 
correct errors, and comply with state 
and underwriter requirements. 

Contact Kenny Collier:
F 804.503.2380 
F kcollier@prsescrow.com
F www.prsescrow.com

PRODUCT CENTER  
Learn about technology, tools and 
ideas to better serve clients and 
improve business. 

Contact:
F www.productcenter.fntg.com

PROPERTY INSIGHT
Plant search and order manage-
ment software and title production 
services.

Contact Marty D’Andrea:
F 321.303.2838
F marty.dandrea@propertyinsight.biz
F www.propertyinsight.biz

PROFESSIONAL RISKS 
ORGANIZATION
Professional Risks Organization, 
based in Coral Springs, Fla., is a 
premier provider of professional 
liability solutions. 

Contact Lawrence Galpern:
F 855.277.6747
F lgalpern@att.net

REQUIRE RELEASE TRACKING
Provides no-cost, Web-based 
tracking, reporting and release 
solutions. 

Contact Bree Burak:
F 757.226.8058
F bburak@titletracking.com
F www.gorequire.com 

RYNOHLIVE
Prevents fraud and automates es- 
crow account management, posi-
tive pay and three-way account 
reconciliation. 

Contact Richard Reass:
F 877.GORYNOH (877.467.9664)
F dick.reass@rynoh.com 
F www.rynoh.com

SIMPLIFILE E-RECORDING 
SOLUTIONS 
The largest e-recording network in 
the nation. 

Contact Vicki DiPasquale:
F 800.460.5657, ext. 1070
F vicki@simplifile.com
F www.simplifile.com

SOFTPRO
Software that enables you to order 
title and tax services, mortgage  
services and more. 

Contact Tim Conley: 
F 800.848.0143, ext. 2208
F tim.conley@softprocorp.com
F www.softprocorp.com

UCC PLUS INSURANCE 
PROTECTION 
Insuring mezzanine and commercial 
finance transactions for attachment, 
perfection and priority. 

Contact Gary Zimmerman:
F 312.223.2441 
F gary.zimmerman@fnf.com
F www.uccplus.com

As a valued FNTG agent, you have access to exclusive prod-
uct and services at substantially discounted prices through 
our FNTG Agent Products and Services Portfolio. Contact 
your agency rep to learn more, or feel free to contact the ven-
dors directly. 

PRS Professional Risks 
Organization
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The Treiber Group/Arthur J. Gallagher E&O Program 
Available Exclusively to FNTG Agents

Who is the Treiber Group/
Arthur J. Gallagher Risk 
Management Services, 

Inc. (AJG)?
As the designated Program Admini- 

strator, AJG (www.ajg.com) is re-
sponsible for all marketing, quoting, 
policy issuance and servicing func-
tions. All agent inquiries should be 
directed to treibereando@ajg.com 
or 800.749.7326.

Who is ProSight Spec- 
ialty Group?

ProSight Specialty Insur-
ance Co. (www.prosightspecialty.com) 
is the underwriter of the program. 
ProSight was founded by insur-
ance industry veterans and is 
backed by affiliates of TPG Capital 
and GS Capital Partners (Goldman 
Sachs), two leading private equity 
firms. ProSight focuses exclusively 
on markets where they have dif-
ferentiated expertise and partners 
exclusively with specialist distribu-
tors who have a deep understand-
ing of their customers. ProSight’s 
staff consists of the best specialist 
underwriters and claims adjusters 
in the industry. With over $1 bil-
lion in assets, ProSight Specialty 
Insurance Group is rated “A” (ex-
cellent) by A.M. Best.

Who are the Gotham 
and Southwest Marine 
and General Insurance 

Companies?
These non-admitted companies 

owned by ProSight are the issuing 
companies of the E&O policies in 
all states.

FNTG agents have the opportunity to purchase comprehensive E&O 
coverage at rates among the lowest in the industry through an exclusive 
E&O program with the Treiber Group/Arthur J. Gallagher (AJG). Below are 
answers to some of the frequently asked questions about the program. 

What is the difference 
between admitted and 
non-admitted insur-

ance companies?
 Non-admitted companies are  
permitted to use non-approved  
policy forms, and they are not   
required to conform to a filed rate 
structure. They can offer rates and 
policy terms and conditions to the 
policyholder that may not be avail-
able from admitted carriers.
 Regulations — admitted and 
non-admitted companies are sub-
ject to state regulation. Every state 
has different laws and regulations 
regarding non-admitted insurers. 
Non-admitted insurers are audited 
for compliance with rules on sales, 
solvency and taxes. Non-admitted 
insurers are generally required 
to have either a large reserve of 
money or re-insurance to protect 
policyholders and/or claimants in 
the event of insolvency to make 
up for the fact that they are not 
participants in a guaranty fund.

Are all errors and 
omissions policies the 
same?

Many E&O policies are 
the same. ProSight Specialty 
Insurance believes that is a prob-
lem for title agents. Title agents 
have unique risk management 
needs, and Fidelity National Title 
Group agents do not share the 
same risk profile as other title 
agents. Common complaints 
raised by FNTG agents cite high 
premiums, unfair exclusions and 
poor coverage in terms of the cur-
rent title agent errors and omis-
sions marketplace. ProSight has 

responded to those complaints by 
developing an E&O policy exclusive-
ly for FNTG agents that is competi-
tive and broad in scope. Coverage 
highlights include:
F Coverage extends to all covered  
 activities, regardless of title carrier  
 utilized;
F Punitive and exemplary damages  
 included (where permitted by law);
F Coverage extends to independent  
 contractors doing work on an  
 agent’s behalf;
F Broad definition of claim;
F Cancellation by carrier only for  
 non-payment of premium;
F Employed lawyers extension; and
F Simplified claims-handling   
 procedures.

Does this program 
provide attorney agents 
professional liability 

insurance for their non-title agent 
legal services?

No.

What is required for an 
agent to obtain an E&O 
quote?

The agent must submit a com-
plete application, answering all ques-
tions and providing all information 
requested.

How long does it take 
for AJG to provide a 
quote?

Upon receipt of a completed sub-
mission, AJG requires a minimum 
of 10 business days to provide a 
formal quote.

continued on page 14
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continued from page 10

Is It What’s Wrong ?

won. Same with Twitter. (Have you 
tweeted yet?) Aha — major aha! 

Instead of concentrating on 
what kids don’t do and what they 
are not, why don’t you try to find 
out what’s right with them? As 
you’re looking, you may want to 
start with your attitude, because 
it’s likely you’re beginning your 
search with blame rather than 
acceptance. If you want to blame 
somebody, just look in the mirror, 
buddy. You may want to start with 
exercise and diet.   

Instead of giving me a laundry 
list of what’s wrong with kids today, 
why don’t you embrace the new 
generation as the next genera-
tion and teach them what your 
parents taught you, or teach them 
what your first boss taught you. 
Be the example of a generation 
bridge rather than a generation 
gap. Better stated, it’s your respon-
sibility to bridge the gap.  
 Instead of telling me what’s 
wrong with kids (and rather than 
telling me what’s wrong with you 

— which might be a longer list), 
I’m challenging you to embrace the 
now generation by understanding 
what they embrace:
F  They embrace new.
F  They embrace now.
F  They embrace next (change is  
 great — it means cooler, better,  
 faster).
F  They embrace technology.
F  They embrace online.
F  They embrace speed.
F  They embrace each other.
F  They embrace the easiest way.
F  They embrace texting.
F  They embrace games.
F  They embrace photos and videos.
F  They embrace (and value) free  
 time.

And if your computer’s broken, 
who’s gonna fix it? Kids!   

This morning, as I was writing 
this article, a tweet came to me. 
“It’s much harder to embrace ‘what 
is’ than ‘what was,’ but it’s way 
more profitable.” After I posted the 
thought, it immediately gained re-
tweet status by young and old alike.   

There are other realities of 
youth. They dress differently (more 
relaxed), they speak differently 

(little or no political correctness), 
and they communicate differently 
(my granddaughter Morgan told 
me she would rather text than talk). 
So the real challenge for you as 
an older person and/or you as a 
younger person is to understand 
one another.   

The younger generations, what-
ever their challenges or faults may 
be, are clearly technologically supe-
rior. They’re also willing to eagerly 
accept what’s next rather than fear 
change. (They line up outside the 
Apple store for hours to get the 
newest product.) And they’re lean-
ing away from professional toward 
friendly. 

Is it right? Is it wrong? Neither: 
It’s different. Certainly different from 
how I was raised. Maybe the same 
applies to you. But different is not 
bad; different may in fact be better. 
And in this case, I believe it is.   

I believe that new, now, next, 
technology, Internet, online, speed, 
texting, games, video and free time 
are all good things — and at some 
point may actually lead to greater 
productivity and greater profits 
in any job function and in any 
company.  

You cannot dictate the freedom 
to use or not use social media. It’s 
too late for that: It’s already free. 
You may shut it off at work, but 
everyone is still getting notified 
on his or her smart phone, and 
that might be good or bad for you, 
depending on your actions.   

The business world, the work 
world, and especially the sales 
world are, at present, upside-down. 
Opportunities abound. Especially 
in the face of naysayers and 
negative people. If you want to win, 
befriend youth. And youth, if you 
want to win, befriend experience. 
Together, take advantage of every 
opportunity in this slowly rebound-
ing economy. Don’t fight each 
other; embrace each other for who 
you are and what your talents are, 
and you will win.

E&O Program
continued from page 13

Which question on 
the application has 
delayed the quoting 

process?  
F Question 28: Have any profes-
 sional liability claims ever been 
 made against any proposed 
 insured(s)? (If yes, please 
 provide details on your letter-
 head as well as a minimum of 
 five years currently valued loss 
 runs from your previous carrier.) 

F  How can the agent assist?
 The agent must request    
 the five-year E&O loss runs  
 from his or her broker or   
 carrier(s) and submit them   
 with the application to AJG.

How can an agent 
obtain an applica-
tion, receive infor-

mation or ask questions?
Please send an e-mail to 

treibereando@ajg.com or call 
800.749.7326 between 9 a.m. 
and 5 p.m. EST.

10F
A
Q

9F
A
Q

To learn more about the Treiber Group/AJG and products and 
services available to FNTG agents, see the ad on page 17.



15 AGENCY INSIGHTS I VOL. 3, ISSUE 1, 2012 Return to Index

Return to
Index

AGENT > RESOURCES

Transform Your Title Company!

itle industry technology is changing daily, 
and making a mistake on your title technol-
ogy investment can be extremely expen-

sive. That’s why we’ve developed YourDox.

Created specifically for title agents, YourDox im-
ages and archives your title files. You get instant 
access to any file from any location, all securely 
stored in compliance with industry requirements.  
And that’s just the start.

YourDox also automatically creates secure online 
sites for your buyers and sellers while instantly 
sending them their docs. No stacks of paper ... no 
CDs to burn or buy ... just instant, automatic deliv-
ery to their personal documents site, where they 
can also add their other documents for storage at 
no additional cost.  

Every time your buyers and sellers access any 
documents, your agency and their Realtor® and 
lender are front and center, with links to all con-
tact information, e-mails, Web sites and logos. It’s 
permanent, targeted marketing for the entire real 
estate team.  

YourDox also automatically conducts targeted  
e-mail campaigns that engage your customers. 
And unlike other systems, you have complete 
control — you can use our templates, and also 
create and edit your content and turn e-mails on or 
off. Additionally, you can include your links to social 
media, affiliates and others. You’ve worked hard to 
establish your brand — why send the same e-mails 
as your competition? With YourDox, your market-
ing truly represents your agency. 

Want to provide lenders with a prospect list of their 
past closings that are above today’s rate? With 
YourDox, you can instantly deliver key marketing 
and management reports, giving you a significant 
competitive advantage. Custom reports are im-
mediate and real-time, and we integrate data with 
multiple closing systems. We can even import your 
past files for complete storage and reporting.

Click here to learn more and see how you can 
immediately transform your agency and build 
new business with YourDox.

There are lots of other benefits: features like  
Lifetime Leads, which sends the entire real 
estate team targeted leads on past customers. 
Your office can also export large files and docu-
ments instantly with no delays, downloads or 
attachments.

What’s best is that all of the benefits of  
YourDox are provided at no direct cost to 
your agency. There are no set-up fees, no an-
nual fees and no upload charges. With a minimal 
pass-through cost to consumers, we’re readily 
accepted, and your agency has a unique value 
proposition that clearly sets you apart from your 
competition.  

To discover for yourself how YourDox can im-
mediately help your agency, just give us a call at 
800.280.5281, click here, or send us an e-mail 
at pjohnson@ptghome.com. We’ll be glad to 
show you in just a few minutes how you can put 
YourDox to work for your agency today. 

T

Pioneer Technology Group         www.ptghome.com          8 0 0 . 2 8 0 . 5 2 8 1

http://www.floridadocumentscanning.com/yourdox-webinar.aspx
http://www.floridadocumentscanning.com/yourdox-webinar.aspx
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FRAUD > PREVENTION

FNF’s fraud prevention reward program is featured in Fraud Insights, 
the company’s internal newsletter that provides important informa-
tion on how to detect and prevent fraud and forgery. 
 FNF rewards agents for preventing fraud and protecting the com-
pany against future claims and losses. We want to hear how you or 
your colleagues have prevented fraud. Simply send an e-mail with the 
details to settlement@fnf.com. If your story is used in Fraud Insights, 
the hero in the story will win $1,000!

Company Rewards Agents for Preventing Fraud

Settlement Agent Assists Investor in 
Defrauding the IRS

F oreclosures are just one of 
many challenges facing our 
country in this economic cri-

sis. People are not only failing to pay 
their mortgages, but they have also 
fallen short on many other obligations. 
Paying taxes is one of them. It has 
become common for an IRS lien to 
appear on a title report. The IRS, how-
ever, is not in the business of owning 
real estate, so they regularly work with 
taxpayers to release the property from 
the lien. They do not discharge the lien 
altogether, but examine the transac-
tion and often release the property 
when they can determine there will be 
no proceeds because the property is 
over-encumbered. Read on to find out 
how one settlement agent was duped 
into assisting a real estate investor 
trying to defraud the IRS.

One of our Las Vegas offices 
opened a sale transaction. The 
seller was a real estate investor who 
purchased the property only a few 
months earlier. Title was held as 
John Doe, an unmarried man. When 
the title report came in it showed the 
property was encumbered by only one 
deed of trust along with a tax lien. The 
tax lien was against a limited liability 
company (LLC) and its members, 
one of whom was our seller Doe. The 
settlement agent, Betty, contacted 
Doe to inform him she needed to 
order a demand from the IRS. 

He explained the lien was against 
the LLC, was not his personal obliga-
tion and should therefore not affect 
his sale. Betty explained she could 
not close without a release of lien for 

this property from the IRS. She asked 
Doe if she should proceed with order-
ing a demand from the IRS, or if he 
would be contacting them to negoti-
ate a release of the property only. 
Doe told her he would take care of it. 

A couple of weeks later Doe asked 
Betty to update the title report, as 
there should be a second deed of 
trust of record. He also requested a 
HUD-1 Settlement Statement show-
ing a payoff of both loans resulting in 
no proceeds to him. He planned on 
submitting the HUD-1 to the IRS to 
induce them to release the property 
from the tax lien. Betty thought this 
was odd and contacted management. 

Unbeknownst to Betty — Jane, 
another settlement agent within the 
Company, handled the initial purchase 
of this property for Doe. Jane contact-
ed management about the IRS lien, 
as she had heard the property was 
under contract and now in escrow 
with another settlement agent within 
the Company. Jane was curious about 
the IRS lien since it was against the 
LLC and not Doe individually, and did 
not appear on her title report when 
Doe acquired the property. 

Since both calls came at the same 
time, management reviewed the 
updated title report and documents. 
The second deed of trust had been 
prepared by someone in the Company 
and notarized by Jane. Management 
noticed the document was dated two 
months earlier, when Doe purchased 
the property, yet it was recorded only 
a few days ago. When management 
inquired about the document, Jane 

explained Doe had come into 
her office and said he forgot to 
have her prepare and record a deed of 
trust in favor of his investor on the pur-
chase. He asked her to help him out, 
and she allowed Doe to back-date the 
deed of trust, and she back-dated the 
notarial certificate. Jane gave the origi-
nal to Doe, who promptly recorded it. 

Doe was contacted by manage-
ment, who told him they would not be 
providing him with an updated title 
report reflecting this fraudulent deed 
of trust. They made it clear to Doe 
that Our Company would not assist 
in defrauding the IRS. Fortunately 
they were able to convince Doe he 
was headed down the wrong course, 
and he did not proceed. 

Settlement agents are consid-
ered the last honest people in a real 
estate transaction. The IRS certainly 
counts on it. When the IRS agrees 
to provide a release in order to allow 
a taxpayer to sell their over-encum-
bered property, their approval is con-
ditional. It is conditioned upon receipt 
of a HUD-1 Settlement Statement 
confirming the seller received no 
proceeds. The IRS knows, per Title 
18 U.S. Code Section 1001 and 
1010, “It is a crime to knowingly 
make false statements to the United 
States on this or any other similar 
form. Penalties upon conviction can 
include a fine and imprisonment.” 
Upon confirmation from the settle-
ment agent the IRS prepares and 
records their release. 

Moral of the story
Jane’s behavior is inexcusable. 

Settlement agents should never 
allow a document to be back-dated 
in their presence. Settlement agents 
who are also commissioned notaries 
should never participate in back-
dating a notarial certificate. Lastly, 
settlement agents should never 
prepare courtesy documents. 

Reprinted with permission from 
FNF’s Fraud Insights (volume 7, 
issue 1).
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 The Treiber Group 
 

  Arthur J. Gallagher Risk Management Services, Inc. 
 

    Insurance Products 
               Available to FNTG Agents Only 

 

• E&O Coverage 
  -  ProSight Specialty Insurance Company, (www.prosightspecialty.com)  

     Rated “A” (excellent) by A.M. Best  

  -  Available Only To FNTG Agents     

  -  Coverage - provided for all title policies issued by the insured agents, not just policies  

      underwritten by FNTG 

  -  Cancellation by carrier only for non-payment of premium 

  -  Paperless - Fully integrated internet based delivery system whereby applications, quotes, 

     binders, policies and premium billings can be delivered electronically. 

  -  Comprehensive Terms and Conditions Tailored Specifically for FNTG Agents 

  -  Highly Competitive Premiums 
    

• Surety License Bonds 
 -  Great American Insurance Company (www.greatamericaninsurancegroup.com) 

     Rated A+ (excellent) by A.M. Best 

 -  Meets Licensing Requirements in All States  

 -  Competitive Rates Available Only to FNTG Agents 

 -  Simplified Financial Underwriting 

 -  Online Enrollment, Quoting, Policy Issuance and Premium Billing  
 

• Fidelity License Bonds 
  -  Competitive Carriers 

  -  Employee Dishonesty 

  -  Meets Licensing Requirements in All States 

  -  Competitive Pricing 

  -  On-Line Enrollment, Quoting, Policy Issuance and Premium Billing  
 

• Comprehensive Crime Coverage 
 -  Enhanced Fidelity Bond Coverages 
 *Covers theft by partners, sole proprietor, major shareholders, members of an LLC  and directors 

           *Covers Theft of Settlement Funds 

           * Can include lenders as loss payees 

           *Covers theft of funds due to computer hackers 

 - Preferred discounted premiums for FNTG Agents 

 -  Meets state bond requirements

To obtain information regarding this program or an application/quote,  

contact AJG at 800-749-7326 or Email treiberEandO@ajg.com  

www.ajgrms.com 

A r t h u r  J .  G a l l a g h e r  R i s k  M a n a g e m e n t  S e r v i c e s ,  I n c .

Ava i l ab l e  t o  FNTG  Agen t s  On l y

Surety   License Bonds

Fidelity   License Bonds

E&O   Coverage

Comprehensive   Crime Coverage

F ProSight Specialty Insurance Co. (www.prosightspecialty.com) 
 Rated “A” (excellent) by A.M. Best
F  Available Only to FNTG Agents
F Coverage — Provided for all title policies issued by the insured agents, not just policies underwritten by FNTG
F  Cancellation by carrier only for non-payment of premium
F  Paperless — Fully integrated Internet-based delivery system whereby applications, quotes, binders, policies  
 and premium billings can be delivered electronically
F Comprehensive Terms and Conditions Tailored Specifically for FNTG Agents
F Highly Competitive Premiums

F Great American Insurance Co. (www.greatamericaninsurancegroup.com) 
 Rated “A+” (excellent) by A.M. Best
F Meets Licensing Requirements in All States
F Discounted Rates Available Only to FNTG Agents
F  Simplified Financial Underwriting
F  Online Enrollment, Quoting, Policy Issuance and Premium Billing

F  Competitive Carriers
F  Employee Dishonesty
F  Meets Licensing Requirements in All States
F  Competitive Pricing
F  Online Enrollment, Quoting, Policy Issuance and Premium Billing

F Enhanced Fidelity Bond Coverages
 G Covers theft by partners, sole proprietor, major shareholders, members of an LLC and directors 
 G Covers theft of settlement funds
 G Can include lenders as loss payees 
 G Covers theft of funds due to computer hackers
F Preferred Discounted Premiums for FNTG Agents 
F Meets State Bond Requirements

To obtain information regarding this program or an application/quote,
contact AJG at 800.749.7326 or e-mail treibereando@ajg.com

www.ajgrms.com
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Employee Aids West Bank Occupants

M
ichael 
Hardecopf, 
Agency 

Quality Assurance 
representative 
for the Midwest 
Agency depart-
ment, and his 
wife, Karen, a 
parish nurse, had 
the opportunity 
recently to travel to the West Bank to assist people living under occupation. 
Occupation in the West Bank is enforced by a 25 – 30 foot-high wall around 
Israel (currently more than 470 miles long) that restricts the Palestinian peo-
ple. This wall impedes commerce, prevents people from getting and keeping 
jobs, and separates them from the water supply and even their own farms. 

For the past eight years, a group of volunteers from across the country has 
been making trips to Bethlehem to support the parish nursing ministry (Ajyal) 
through two groups: the Diyar Consortium (which includes a school and a 
newly added college) and the Christmas Lutheran Church, Bethlehem. The 
volunteers have been providing education and medical care, something West 
Bank inhabitants do not often get under even the best of circumstances.    

This marks the Hardecopf’s second trip with the group. For his part, Mike 
assisted in providing education sessions for young families on parenting 
and childhood behavior, as well as how to handle the stress associated with 
the current living conditions. He and Karen participated in a “suitcase min-
istry” whereby they purchased books before leaving the United States and 
donated them to the college. In addition, volunteers provided blood pressure 
screenings and stroke assessments to seniors in Bethlehem and Nablus, 
and a refresher course for nurses in a nearby hospital for CPR/AED (Cardio 
Pulmonary Resuscitation and Automated Electronic Defibrillation).

Mike and Karen aren’t sure when they’ll return to Bethlehem, but in the 
meantime, they realize they have a lot to be thankful for. Even in this econo-
my, said Mike, “We have access to goods, services, food and health sup-
plies, and we can also make independent choices on how we live. … Not all 
the world has these freedoms.”   

Shown above 
from left: Mike 
Hardecopf, Qual- 
ity Assurance 
rep, Midwest 
Agency, donat-
ing books to an 
area college; and 
during an educa-
tion session in 
the West Bank. 
At left, a street 
scene in the 
West Bank.

In Memoriam

T

Submissions Welcome

Oliver Crawford

he FNTG family 
extends its sincere 
condolences on the 

passing of friend and colleague 
Oliver Crawford, of Columbia, 
S.C., in November 2011. 
 Oliver joined the staff of 
Lawyers Title Insurance Corp. 
in 1977. He became South 
Carolina state manager in 1980 
and served in that capacity 
for Lawyers Title and later 
Commonwealth Land Title.  
 Oliver exemplified the high-
est standards of integrity and 
respect for others. He was 
known for his love of friends 
and family, and for his won-
derful sense of humor. Those 
who knew Oliver will miss his 
leadership, comradeship and 
irrepressible smile.
 Oliver was a devoted hus-
band and father. Surviving are 
his wife of 36 years, Margaret 
Weaver Crawford (Mopsy); 
daughter Ruth Weaver Craw-
ford; and son Oliver Iselin 
Crawford Jr.

Have a submission for the next 
newsletter? Agents can send 
submissions to their agency rep. 
Agency staff can submit to John 
Obzud, EVP, National Agency 
operations, at 877.947.5483 or 
john.obzud@fnf.com. 


