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On the cover: As lenders 
and brokers tum increas
ingly toward bundling 
residential transaction 
settlement services, 
more home buyers are 
encountering a compre
hensive list of closing 
costs on their settlement 
sheets- -including those 
for title work. A growing 
number of buyers as a re
sult are asking about t1~ 
tie insurance and taking 
a more active role in the 
decision to purchase the 
coverage. All this points 
to a newly emerging pri
on'ty market audience 
for the consideration of ti
tle executives. For a dis
cussion on what can be 
involved in beaming a ti
tle insurance sales mes
sage to home buying 
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By A lbert Rush 

New Priority Market for 
Title Insurance? 

Workplace Dynamics 
Are Dramatic 

When Public Records Move 
to the Web ... 

By Todd A. Hartle 

Designing Killer Web Sites 

By Todd A. Hartle 

State insurance laws have been pre-empted by fed
eral regulatory and judicial developments. Under 
new policy approved by the AL TA Board of Gover
nors, th e Asso iation might not oppose federal I gis la
tion or regulation allowing banks to own title 
insurance agencies or insurers- -if it recognizes the 
pre-eminen e of state insurance regulation and in
cludes adequate consumer sa feguards. 

Through increased claims awareness, training and 
professionalism, title industry claims experienc has 
improved significantly. Now that "faster and cheaper" 
title service is a mantra for real estate lenders, does 
the title industry response through electronic com
merce point to a reversal of the claims trend? 

Marketing communication with home buyers ca lls 
for rethinking the approaches previously used with 
more traditional audiences. Two veteran title execu
tives and an advertising agency professional explore 
the possib il ities. 

Leadership instead of management? Empowerment, 
fl exibility and teamwork commanding greater value 
among employees than financial compensation? All 
this and more promise to make life abundantly inter
esting for title executives in the years immediately 
ahead. 

State and county governments have begun efforts to
ward uniform property records access by leveraging 
public data stor d through their operations and mi
grating it to the Web. As an increasing volume of pub
lic records is moved to the Internet, ti tle managers 
wi ll encounter an intensified need to demonstrate 
that their p lant access systems are of major impor
tance to the real estate market. 

To be successfu l on-line, a title company cannot just 
take what it has in print and move it to the electronic 
realm. Experienced designers implement principles 
that make Web sites attractive and easy to navigate. 
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State Regulation, Consumer Safeguards 
Objectives Sought in ALT A Policy Change 

F
ederal regulatory and judicial developments 

broadening the powers of national banks that 
have o ·curred within recent years have pre-emp

ted state insurance laws. Consequently, members of the 

AL TA Board of Governors have approved the following 

change in policy recommended by the Association 

Government Affairs Committee: 

ALTA does not oppose financial services affiliation pro

vided that state regulation of insurance is preserved 

through absolute functional regulation and that ade
quate consumer safeguards ore adopted, either at the 

federal or state level, or at both levels. 

If federal legislation or regulation recognizes the pre

eminence of state insurance regulation, ALTA under 

the new policy might not oppose federal legislation or 

regulation allowing banks to own title insurance agen

cies or insurers, as long as title insurance companies 

and agencies also can own banks. In addition, the Asso

ciation will seek recognition of state real property law 

for title insurance sales and underwriting, and the ne

cessity of consumer protection in mortgage related 

transactions. 
AL TA has recognized the shift in the battle lines that 

will require widespread member support on the bank 

powers issue. Legislation allowing "affi liation" between 

banks and insurance is expected to draw opposition 

from banks at the federal and state level if this includes 

significant state regulatory and consumer protection 

burdens. As developments continue, ALTA is ready to 

offer assistance to regional and state title associations as 

state legislation takes center stage in the struggle over 

bank regulation. 
ALTA and other insurance trade associations have 

fought for more than 20 years to keep banks out of the 

insurance industry. However, banks have gained legal 

entry through federal court decisions, federal/state 

regulatory interpretations and state statutes. As this ex

pansion is taking place, there is no effective regulation 

for insurance powers. Although ALT A successfully chal

lenged bank sale of title insurance in federal court 

(ALTA v. Ludwig) and held the line on bank powers in 

the 104th Congress, it is clear to the Association leader

ship that a policy change is necessary to protect the in

terests of title insurers and agents in a changing 

marketplace. 
Legislation allowing affi liation (ownership of insur

ance companies by banks and vice versa) is under con

sideration in the U.S. House of Representatives, and in 

over 20 states. The other insurance trade groups--agents 

and underwriters, life and property/casualty- -changed 

their positions last year and now support affiliation . A 

comparable alignment by ALTA and its regional/state 

affiliates is needed to maintain state regulation and the 

integrity of the title insurance product. 
Further information is availab le from ALTA Legisla

tive Counsel Ann vom Eigen in the Washington office of 

the Association (E-mai l is atservice@alta.org; or call toll 

free , 800-787-ALTA). ·Je 

Legislation allowing 'affiliation' between banks and insurance is 

expected to draw opposition from banks at the federal and state level 

if this includes significant regulatory and consumer protection burdens 
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A MESSAGE FROM THE UNDERWRITER CHAIRMAN 

1 996 was a good revenue year in most of the country for 
insurers and agents. The economy favored us with its 
Goldilocks scenario: not too hot ... not too co ld ... just 

about right, and interest rates had a pretty smooth ride. But 
nobody is resting easy. As it looks now, 1997 will be more of 
the same. Nobody is resting easy. 

Last month, l was asked to respond to a set of questions by 
a staff writer for National Real Estate Jnuestor- -one of those an
nual tidbits about the state of our industry. His final question 
was the hardest: What do you feel is the single most critical is
sue facing the title insurance industry, and why? 

My response quoted Jimmy Buffet and talked about occu
pations not being around if the industry couldn't respond to the demands being made of 
it. What we do is not going to disappear. But who is going to be doing it? 

Our industry is at a crossroads, with significant choices. Not only because of technol
ogy, but also because of consolidations in the lending and real estate brokerage commu
niti es. These customer groups are aggressively looking for ways to participate in our 
industry and/or develop substitute products because they don't perceive enough value 
for what we must charge, or we just don't meet their service needs in the first place. 

I react to these activi ties as a wake-up call , not an air raid siren. Th is increased interest 
in our business creates enormous opportunities for us to establish stronger ties with ou r 
customers in developing technology-based strategic partnersh ips that demonstrably im
prove service and reduce costs. 

It is high management fashion these days to talk in terms o f reinvention, restructuring 
and reengineering. l think reinvention is the applicable word for our situation. The com
panies that compete most successfully in 1997 forward already have shifted their strategic 
course. ls your company one of them? For most of us, the primary challenge is not techno
logical or regulatory, but rather cu ltural and emotional. Title insurance, by the very nature 
of its product, bred a lot of managers to be risk averse. Good luck. 

The industry must adapt to the forces of change, which are having a significant effect 
on every partner to the real estate transfer process. I love it. There is a lot of opportunity in 
this turmoil if you don't stick your head in the sand. 

Charles H. Foster, Jr. 
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Title Claims and Electronic Commerce 
Remember to Ask: 'What If?' 

By Albert Rush 

A
round 50 B.C., Heracli tus of Greece 
sa id that you can't step twice into 
the same rive r. The river changes 

co nstan tl y and so, ventured Heraclitus, 
does the inner person. 

Change has been a recurring theme in 
these pages and at industry conventions in 
rece nt years. Th e message is loud and 
clear: Those who do not prepare to parti ci
pate in "e lectronic commerce" will be left 
behind . 

With all of this as background , some of 
us wonder where our cla ims experience 
may be headed. Barely 10 years ago, cla ims 
resulting from title and settlement opera
ti ons were co nsidered a serious threat to 
profitabi lity for the industry as a whole. At 
the time, actual loss payments were averag
ing about 9-11 percent of gross revenues an
nually. Viewed from the standpoint o f the 
life of a policy, it was estimated that claims 
consumed 12-15 percent of every premium 
dollar received by title underwriters. 

Th rough increased claims aware ness, 
training and profess ional ism, industry 
c laims experi ence has improved signifi
cantly in recent years. But now, in light of 
coming changes, many of us are natu ra lly 
concerned that claims may increase, our 
gains may be reversed, and profitability 
may be threatened once again. 

Electronic Data Interchange (EDI) 
Many businesses (although not many ti

t le co mpanies) now are using EDI to ex
change documents and data w ith oth er 
businesses . EDI is a stand ard by whi ch 
computers communicate with each other 
in formats called "transaction sets." 

When these exchanges take place over 
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Will reliance on EDI 
. . 

cause an zncrease zn our 
claims experience? 

private dedicated telephone lines, they are 
faster and more secure than mail, fax or In
te rnet transmiss ions, alth ough they also 
can be done on the Internet. Over the past 
few years, EDI standards for the title indus
try have been designed th rough joint efforts 
of AL TA and the Mortgage Bankers Associa
ti on of America. Everyone expects use of 
EDI to mushroom in the title and mortgage 
lending industries in the next few years. 

Wi ll re liance on EDI cause an increase 
in our claims experience? I don't th ink so. 

As more and more lenders, title compa
ni es and related service providers imple-

The author is chairman of 
the Al TA Claims Administra
tion Committee and is senior 
vice president and national 
counsel-claims prevention 
for First American Title Insur
ance Company. He received 

his Juris doctorate from the University of South
ern California law Center, and was engaged in 
the pdvate practice of law in Los Angeles and 
Santa Ana before j oining First American in 1982. 
He has been a frequent speaker on escrow, title 
and claims topics across the nation, at meetings 
of the title industry, escrow and bar associations, 
and of the mortgage lending community. 

ment EDI, we should see a speeding up of ti
tl e order processing, but this should not 
necessarily create an accident-prone envi
ronment. Ti t l e and se ttl ement se rvice 
providers trad itionally have been judged in 
te rms of turn aroun d tim es and ab il ity to 
handle vo lumes of business on short no
tice. We should be ab le to do just fi ne w ith 
EDI 

On the other hand, where EDI is imple
mented , c lai ms experi ence should im
prove to the extent personnel are no longer 
pressured to close relying on miscommuni
cated or misunderstood verbal messages, 
or in formation and releases "to come." 

Automated Loan Origination 
With the combined capabi lti esof loan 

originati on so ftware prog rams and EDI , 
lend ers today have systems ava i lable to 
automate most of the loan origination proc
ess. 

With a laptop computer, the loan origi
nator can interview a prospect at home, a 
shopping ma ll , or any place of busin ess, 
and within an hour may pre-quali fy the bor
rower, shop for mortgage terms, lock in a 
rate, and complete a loan applicati on. Jn 
some cases, the entire process from appli
cation to closing can be completed within 
24 hours. 

An important feature of these systems is 
that the borrower's personal and financial 
data is entered only once, then stored for 
later uses such as loan underwriting, order
ing title work, and document preparation. 
These systems permit fast and accurate 
preparation of both standard and custom 
forms, which are formatted to accommo
date government regulations and lender re-
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quirements. 
While some lenders have been slow to 

convert to automated systems, others are 
enthusiastically implementing and forming 
business strategies around them. 

Fannie Mae and Freddie Mac have led 
the way in exploiting this technology by en
dorsin g use o f loa n ori ginati on systems, 
and Fannie even offers its own system un
der the "Desktop Originator" brand name. 

Noting the effi c iencies these systems 
prov ide, Fannie and Fredd ie are urging 
lenders to reduce loan processing times to 
fi ve days or less, and Fannie seeks to cut 
cos ts to th e co nsume r by an average o f 
$1,000 per deal. 

Th ese deve lop m ents have grea tly 
changed the mortgage lending business, 
making it much more competit ive and cut
ting pro fit margins. As a resu lt , mortgage 
lenders have become more creati ve than 
ever in searching for ways to market their 
prod ucts, reduce overhead, and increase 
their volume of business. 

All of this has ramifications for title com
panies and our claims experience. Here 
are so me thoughts. First, there has been, 
and will continue to be, great pressure on ti
tl e and se ttl ement se rvice prov ide rs to 
process transactions faster and cheaper. 
"Faster and cheaper" has become a mantra 
for mortgage lenders. It is the key to their 
ab ility to compete and remain pro fitable, 
and it is a trend strongly promoted by Fan
nie Mae and Freddie Mac. 

The effects of th is trend vary from place 
to place. In urban areas, where platted sub
divisions are common and computerized 
title plants are in place, there appears to be 
l itt le or no problem in servicing a lender's 
orde r fo r titl e insura nce in two or th ree 
days. Among the reasons many orders do 
not close within this time frame are delays 
in obtaining payoff demands from existing 
lenders, and homeowner or fire insurance. 

In other areas, such as small communi
ties or outlying rural areas which typically 
are not served by a reliable computerized 
title plan t, more time may reasonably need 
to be taken. Among the factors determining 
turnarou nd time in these areas are cond i
tion and availability of reliab le pri or title ex
amin ati o ns (so met imes kn own as a 
"starter," "base," or "prior), difficulty in in
terpreting legal descripti ons, and the need 
for a current survey, water test, or other in
formation requiring on-site inspection. 

With the passage of time, and it won't be 
long, we should expect that lenders w ill de
mand faster and cheaper service even in ru
ral and outlying areas. As an inducement, 
they may eliminate requirements involving 
on-site inspections. 
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The tougher questi on is how titl e and 
se ttl ement se rv ice provide rs might cut 
costs without taking shortcuts likely to in
crease claims. Certainly, the growth of elec
tron ic commerce may foster efficienc ies 
wh ich may then justify cost reductions. For 
now, titl e companies are responding to 
cost consc iousness in the marketplace by 
offering cheaper alternative title insurance 
products which pare down coverages and 
reallocate risks to the lender. 

For example, in Californi a, First Ameri
can offers a lender's limi ted coverage pol
icy insuring only vesti ng information (as 
shown on the last deed of record purport
ing to affect property under search), prop
erty tax information (as shown by the latest 
assessment ro ll) , and that no lien or mort
gage affects the land other than as shown in 
the policy. 

The tougher question is 
how title and settlement 

service providers might cut 
costs without taking short

cuts likely to increase 
claims. 

Recently, we issued such a policy for a 
$100 p rem i um , cove r ing a home i n 
Berkeley. The vestees of record were two 
men, Alan and Cornel io, as joint tenants. 
Th e lender pa rted w ith $ 100,000 in ex
change for a mortgage signed only by Alan, 
re lying on a grant deed from Cornel io to 
Alan, on which Cornelia's signature was 
forged. Th is risk is not covered by the lim
ited mortgage policy. Alan has re located to 
Amsterdam. The loan is non-performing. 

Since th eir mortgage is only en force
abl e aga inst his one half interest in th e 
property, the lender was alarmed by a ru
mor that Alan is HIV-posi tive. If he dies be
fo re Corne li o , A lan 's in teres t w ill 
automati cally pass to Cornelio as the sur
viv ing joi nt tenant , entirely free o f th e 
lender's security interest. 

A second concern we may have as mort
gage lenders trend toward automated loan 
ori ginati ons is that contacts between the 
prope rty owner/bo rrower and th e titl e 
company may be fu rth er m inimized in 
ways that encourage fraud or permit mis
takes and misunderstandings lead ing to 
claims. 

The present trend envisions two poin ts 

of contac t w ith the borrower in the loan 
originati on process: First , when th e loan 
originator takes the loan appl icati on and 
enters data req uired for th e transac tion 
and, second, at or in connection with clos
ing when the settlement officer obtains sig
n a tu res on mortgage documen ts. Th e 
seco nd step, c los in g, may be furth er 
streamlined or eliminated as lenders may 
choos to do their own closings in house, 
or accomplish closings using EDI. 

In this scheme o f things, it should be 
clear that the loan originator, making initial 
contact , should be more than a sa lesper
son . He or she shou ld be well trained to un
derstand mo rt gage pro d uc ts and th e 
fundamentals of loan underwriting. 

Likewise, it's important to us that these 
individuals understand the fun damentals 
o f titl e underwri ting so they are alert to 
such risks as impersonation and forgery 
(particularly between spouses) , questions 
of competency and capacity (which could 
give rise to claims based on mental incom
petency, inability to understand the Eng
lish language, or illiteracy), the existence of 
o ff-record matters (such as prob lems or 
claims of adverse possession), and prob
lems arising from property desc ri ptions 
which invo lve more than one neatly sur
veyed and subdivided lot. 

In th is envi ro nment, ti tl e co mpanies 
may want to kn ow someth ing about the 
p rac ti ces and pro fess ionali sm o f th ei r 
lender customers. Likewise, they may be in
terested to see that settlements continue to 
be performed by reliable and qualified per
sonnel. In some areas, additional training 
of settlement officers may be in order to im
prove understanding of tit le insurance cov
erages and underwri ting issues. 

It may be a good idea, upon receipt of 
each titl e order, to routinely mail a letter to 
the property owner, at the address shown 
on the local property tax roll , thanking that 
owner for "selecting" your title company in 
co nnecti on w ith a pending tra nsacti on. 
Wh ere th is procedure is followed, it has 
prevented some frauds and forgeries. 

Automated Loan Underwriting 
Th e last fun ction to be automated in 

mortgage origination has been loan under
writin g, but now it's here. Automated or 
"e lectronic" loan underwriting systems em
ploy artifi cial intelligence to weigh factors 
traditionally considered by human under
writers. Proponents of automated under
wr i ting sys tems say they are fas ter and 
more objective than humans. Both Fannie 
Mae and Freddie Mac generally endorse 

continued on page 2 1 
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NEW PRIORITY MARKET AUDIENCE 

FOR TITLE INSURANCE? 

A
s lenders and brokers turn increasingly toward bun

dling residential transaction settlement services in re

sponse to competitive pressures, more home buyers 

as a result are encountering a comprehensive list o f closing 

costs on theirsettlement sheets--including those for title work. 

With growing co nsumer attention focused on titl e ev i

dencing and ti tle insurance along with other services linked 

to closing costs, steadily increasing numbers o f buyers can be 

expected to ask about what they are paying for. All of which 

sets the stage for the buyer to become much more of a player 

in title insurance purchase decisions 
Has the buyer already begun to emerge as a new, higher 

priority market audience for titl e managers to consider in 

some locales? Definitely so, according to what apparently 

was the majority view among title executives with an interest 

in the subject who assembled for a discussion during the re

cent ALTA Annual Convention in Los Angeles. 
With an awareness of buyer ascendency in the market ac

knowledged , three advertising/marketing pro f ssionals then 

addressed the challenge of effectively reaching this new pri

ority audience th rough title company advertising. Presenting 

their views were Randy Farmer, senior vice president, Law

yers Title Insurance Corporation, Ri chmond , VA; John Bell , 

executive vice president, The Security Abstract & Title Co., 

Inc., Wichita, KS, and Peggy Kono, senior vice president and 

management supervisor for the Great Western Bank account 



at Dailey & Associates, a lead ing Los Ange
les advertising agency. Farmer and Bell cur
rently are members of the ALTA Pub l ic 
Relations Committee and are a past chair
man and present chairman, respectively. 

In their remarks, Farmer, Bell and Kono 
agreed that the titl e manager developing 
ad strategy for an audience of home buying 
consumers faces a communications chal
l enge substanti ally d if ferent from th at 
l i nked to more traditional title company 
markets such as lenders, brokers, builders 
and th e like. Projec tin g a sign ifi ca nt ly 
larger consumer advertising budget also 
was promin ently menti oned, with prob
abl e emph as is o n elec troni c media to 
reach the desired numbers of viewers. 

Home Buyer Emphasis Grows . 
Farmer sa id the consumer is better in

formed, more involved and is playing a big
ge r ro le in th e bu y in g and se llin g o f 
residenti al rea l estate. He observed that 
more and more consumers are doing their 
homework before turn ing to rea l estate 
agents, and that marketing communication 
directed toward home buyers has begun to 
rece ive emphasis in a growing number of 
locales across the country. 

The Lawyers Title executive added that 
electronic marketing communicati on di
rected to home buyers has expanded from 
local residential listings on cable television 
and bro ker sponsored buyer educati on 
shows to th e Internet and its milli ons of 
viewers. Since it now is possible to use the 
web to shop for a home, a mortgage and 
home owner insurance, he said, tit le insur
ance and related services cannot be ex
pected to remain off the screen. 

As title managers concentrate more on 
the buyer audience, those in the title busi
ness w ill be face d w i th defini ng demo
graphi cs (age, sex, income, educati on, 
etc.) and psychographics (those sharing a 
similar interest so a single message can be 
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ALTA Public Relations Com
mittee Chairman John Bell 
and Peggy Kono, senior vice 
president and management 
supervisor for the Great 
Western Bank account at 
Dailey & Associates, Los An
geles advertising agency, 
discuss the emerging impor
tance of home buyers as a ti
tle insurance market 
audience. (Photograph by 
Cathi Borner) 

effecti ve regard less of demographics) for 
industry products and services, Farmer de
clared. 

In an exampl e, Farm er sa id an 11:00 
p.m. television spot on the loca l network 
news affili ate station might o ffer an attrac
tive cost per thousand viewers- -but have a 
bo ttom li ne cost so high that desired fre
quency of play cannot be achieved. On the 
oth er hand , a cable channel mi ght have 
hi gher cost per thousand viewers but be 
more effective because it permits greater 
frequency due to lower cost for air time. 

The vari ety of availab le med ia makes 
determin ing consumer advertising strategy 
a complex process, accord ing to Farmer. 
Besides the web and rad io, there are broad
cast, cab le and satellite television. In add i
ti on , th ere are p rint med ia in c l udin g 
newspapers with home sale classified sec
tions, Sunday real estate secti ons and spe
cial tabloid secti ons on homes. There are 
local and regional home related magazines 
and rea l estate buyer guides normally dis
tri buted free to the public. There is direc t 
mail that allows the targeting of spec ific zip 

... more and more 
consumers are doing their 
homework before turning 

to real estate agents ... 
and marketing 

communication directed 
toward home buyers has 

begun to receive emphasis 
in a growing number of 

locales .... 

codes and census tracts within zip codes- -
and inc ludes merge mail w ith co upo n 
packets. Adding to the list are billboards, 
bus and taxi cards and special promotional 
events such as home shows and parades of 
homes. 

Evaluating performance in co nsumer 
advertising is diffi cult but essential , th e 
Lawye rs Titl e execut ive add ed . Tec h
niques to be considered include schedu l
ing different ads in the same med ia under 
different ci rcumstances to indicate relative 
effectiveness and , conversely, scheduling 
the same ad in dif fe rent media under the 
same circumstances to assess individual 
media. Depending on individual title com
pany objectives, measurement can include 
number of inquiries generated, cost per in
qui ry, pre-imposed awareness studies and 
foll owin g up on wh at prompted respon
dents to contact the title organizati on. 

Farmer also recommended the in clu
sion of a "ca ll to acti on" in adverti sing- -
such as the offer of free consumer home 
buying literature by the title company. 

Research Reveals Change 
Bell sa id market research by S curity 

Abstract has revealed dramatic changes for 
consideration by management in planning 
the direction of company advertising and 
promoti on. Th ese inc lude a move from 
managing broker to agent as a primary in
flu ence in placing titl e business after bro
kers had their agents become independent 
age nts , along with a corresponding up
swing in the influence of the se ller in help
ing with title company selection. 

At th e begin nin g of a 14-year peri od, 
Be ll sa id , a company market survey re
vealed the managing broker was named as 
primary se lecti on influence by 67 percent 
of respondents. By the end of the period, 
the managing broker was so named by only 
5 percent. Over the same period, the inde
pendent real estate agent's primary desig
nation rose from 14 to 60 percent--while the 
seller climbed from 4 to 17 percent. 

In add ition, an analysis by Security Ab
strac t disc losed th at titl e o rd ers arising 
from so-called miscellaneous sources con
stituted some 16 percent of company busi
ness- -a nd that virtually all o f these were 
connected to personal contacts with com
pany employees. 

Add ing to the matrix of market knowl
edge , Bell said , is a determination by the 
company that a great majority of residential 
t ra nsac ti o n in th e Wi chita market are 
c ross sa les as home ownership changes, 
typically within a fi ve to 10-year period. In 

continued on page 22 
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Farewell my friends. 

I 997 is dedicated to our 
founder, mentor and friend. 

R. Joe Cantrell, 1919-1997 

Title Pac® Inc., continues to provide quality E & O markets 
to the title industry with integrity and understanding. 

800-33 1-9759 





Workplace Dynamics Are Dramatic 

T
raditional management techniques 
will be replaced with leadershi p 
skills in successfu l business opera

tions as the nationwide frequency of em
ployee turnover increases during the 
remaining years o f this century. This in
volves a conscious effort by people manag
ers to facilitate high performance by all 
categories of workers- -helping individuals 
reach their potential and then raising that 
potential. 

With younger workers emerging as a 
major resource in the mid 90s, managers 
have watched a robust economy under
score the cr itical nature o f a reduced sup
ply o f qualifi ed labor. Worker distrust of 
employers has been exacerbated by wide
spread corporate downsizing, and is linked 
as an important human resources charac
teris ti c with the typical preference of 
younger workers for empowerment, flexi
bility and teamwork as priority items out
ranking compensation. 

All this has dramatically altered the fu
ture perspective for those who guide busi
ness organiza ti ons including titl e 
compan ies. 

Despite this scenario, the valued work 
ethi c long assoc iated with preferred em
ployees has not d isappeared- -only 
changed--ALTA members attending the re
cent Annual Convention of the Association 
were told by Roger Herman, authori ty on 
workplace trends and author of Turbu
lence! Challenges and Opportunities in the 
World of Work. 

In the 90s, Herman pointed out, it is not 
unusual for an employee to say: "I see what 
you want done. Give me the tools to do it, 
give me the support I need, and get out of 
my way. And I'll get it done." 

By the turn of the centu ry, average job 
tenure in this country will drop from the 
curren t 4.6 years to the range of 3.5 years, 
Herman sa id . This wi ll be driven by the 
strong desire o f yo unger emp loyees to 
change as th ey seek to contro l their ca
reers. 
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It will be increasingly incumbent upon 
managers to initiate spec ific actio ns de
signed to encourage longer job tenure by 
individual employees, he added. This can 
be viewed as a double advantage: retaining 
productive workers for longer periods 
while lessening the burden connected with 
discharging those who fail to measure up. 

In add ition, Herman sa id the increased 
frequency in turnover shou ld make it easier 
to replace highly motivated workers who 
become bored and leave as the business 
cycle turns down, with "main tenance" 
level emp loyees who ideally remain on 
board until the climate picks up again and 

the time arrives to once more seek higher 
producing individuals. 

As the turnover rate increases, Herman 
said he expects to see more employers to 
look beyond the cost of a worker to the cost 
benefit. By the end of this centu ry, he looks 
for federal legislation mandating fully port
ab le employee benefit packages. Quantity 
and quality of benefits are expected to be
come increasingly important as organ iza
tions compete for higher cal ibre workers in 
this type of environment. 

Another development anticipated by 

continued on page 23 
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When Property Records Move to the Net ... 

By Todd A. Hartle 

A
ll title insurance companies and ti
tl e plant managers should be 
acutely aware that the Internet is 

the emerging agent of change for title infor
mation access. State and county govern
ments have begun efforts toward uniform 
property records access by leveraging the 
public data stored through their operations 
and migrating it to the Web. What does this 
shift mean for title plants in an age where in-

As an increasing volume 
of public records migrates 
to the Web, title managers 

will encounter an 
intensified need to 

demonstrate that their title 
plant access systems are of 

major importance to the 
real estate market. 

formation flow is the driving force of a 
global economy? 

How title executives respond to the 
technology forces affecting records access 
will dramatically impact the future man
agement of title plants everywhere. If those 
in leadership positions view recent Internet 
innovations as an opportunity to redirect 
their companies toward enhanced strate
gies and processes that will make their or
ganizations more effective and 
competitive, then private management of 
title information access will continue to be 
a crit ica l attribute. If, however, title man-
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agement remains unconvinced regarding 
the value of Web access to real property 
data, county clerks and recorders can be 
expected to pursue Internet technology, re
gardless of any potential impact on private 
title plants. 

The author is president and founder of Fountain
head Information Systems, Atlanta, an organiza
tion that develops Internet and imaging 
information systems for the title industry. He is a 
graduate of Georgia Institute of Technology, and is 
a 16-year veteran of the compUler systems and 

technology. field. Previously, he spent eight years 
working in the development of document imaging 
systems for county clerks and recorders through
out the southeast. Fountainhead ( telephone 770-
980-1322; e-mail thartle @titlesearch.com] is his 
fifth entrepreneurial technology company. 

Pressures continue to build for those in 
public off ices, as they face a growing vol
ume of real property documentation 
emerging from steadi ly climbing nation
wide population figures. They struggle to 
maintain records for public inspection as 
required by law with systems that still focus 
on addressing needs of the 70s. As we move 
into the next century, county clerks and re
corders lack the budgets for implementing 
technology that would effectively address 
the challenge, yet are expected to facilitate 
inspection of public records by providing 
more efficient service. 

I n response to th ese technologica l 
changes, Fountainhead Information Sys
tems of Atlanta has moved into the van
guard by crea tin g a system for putting 
typical plant records on-line efficiently. 
Since this breakthrough more than a year 
ago, searching of public records on the 
Web has been possible from Fulton 
County, GA, largest county in the Atlanta 
area. Access includes information relating 
to deeds, real estate loans, federal tax liens, 
the general execution docket and !is pen
dens. Currently housed on line are more 
than 15 years of data encompassing 14 mil
lion records worth of information. Four gi
gabytes of storage contain the data 
currently being put to use on the Web. 

Placing the Fulton County land record 
information on line is achieved through 
Fountainhead's TitleSearch On-Line (tm) 
applicati on, a unified national infrastruc
ture to facilitate property records access. 
Extensive searching capabi lties allow title 
professionals and others using Web access 
to save up to 80 percent in time previously 
required for a traditional visit to the county 
courthouse and a "manual" search. The 
time , energy, and money saved through 
such a process are exponential. 

A title employee can perform extensive 
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research without leaving the company of
fice . Those ca lling on the capab ilities of 
TitleSearch On-Line (tm) fo llow these steps 
for fast, easy access. A step-by-step use out
line of the system accompanies this article, 
along wi th illustrative graphics. 

• Point Web browser to Fountainhead's 
home page at www.titlesearch.com 

• Cl ick on the TitleSearch On-Line (tm) 
lightbulb icon 

• Click on the key icon to enter the appli
cation service (Graphic A) 

• Login with proper username and pass
word 

• Choose search query from desired re
cords index (Graphic B) 

• Enter search criteria and execu te 
search (Graphic C) 

• View resultant hit screen and page for
ward if necessary (Graphic D) 

• Click detail button to view individual 
index data (Graphic E) 

• Click on image button to view docu
ment images if available (Graphic F) 

State Web Expansion 
The Fountainhead Fulton County Web 

operation is only the beginning. It is the de
sire of those involved to support all coun
ties with the most effective recording, filing, 
indexing and access of real estate instru
ments. At this writing, the system currently 
is being expanded to handle information 
from all of Georgia's 159 counties in antici
pation of a statewide deed access project. 

Through state legislation , Georgia has 
initiated a project to develop and imple
ment an automated system to track real 
property records. Managed by the Georgia 
Superior Court Clerks' Cooperative Author
ity (GSCCCA) , the statewide indexing sys
tem will be respons ible for accepting 
electronic data originating from public fil
ings with the clerk of the superi or court in 
each county of the state. This data will be 
compi led, verified, sorted and made avai l
ab le to the public through the World Wide 
Web Internet interface. 

Individual counties will be responsible 
for data entry, and regular creation of data 
fil es is to be uploaded to a central collec
ti on system. Each superior court clerk in 
the state must record and index such instru
ments in accordance w ith the Minimum 
Deed Indexing Standards for the State of 
Georgia by January 1, 1998. Clerks, how
ever, retain control over each particular im
plementation of th eir respective county 
data data collection systems. 

Tentatively scheduled for going-on line 

18 

January I , 1999, the system calls for each 
superior court clerk to be responsible for 
the crea tion of a daily data f il e to be 
uploaded to a fully functional central col
lection facility. The central collection facil
ity wi ll allow browsing access to all court 
houses and the public at the determination 
of GSCCCA Future enhancements may in
clude the conversion of historica l court
house records into the central real estate 
record index, along with the introduction 
of imaging technology. 

The current projects emerging for mak
ing records from county clerks available on 
the Web will no doubt lead to other public 
records being on the Internet. Public infor
mation such as propery appraisal/assess
ment records col lected by county tax 
assesso rs also will migrate to the Web. 

Extensive searching 
capabilities allow title 

professionals and others 
using Web access to save 
up to 80 percent in time 
previously required for a 

traditional visit to the 
courthouse and a 
"manual" search. 

Fountainhead's TitleSearch On-Line (tm) 
has the capab ility to store these records 
that are made availab le by government de
partments or title plants. The system is de
signed to handle all records related to real 
estate transfers for the entire nation from 
any county or state. 

The trend toward electronic access of 
records will likely have implications on the 
future filings at courthouses. Document im
aging, digital signatures, and the increasing 
security of the Internet will impact the fu
ture by making electronic filing a necessity 
in order to keep up w ith the explosion of 
real estate documentation. Subsequently, 
the forecast is that the entire process of 
property exchange will take place in the vir
tual realm-from loan origination to closing. 

Nationwide Benefit Possible 
Courthouses and titl e companies 

throughout the country can benefit from a 
system along the lines of what is being im
plemented by Fountainhead, because the 

result is stronger and simplified manage
ment of property records. Title plant man
age rs now can also make their data 
available with Fountainhead 's integrated 
system in its undertaking to construct an ex
ceptional nationwide real estate index. 

As an increasing volume of public re
cords migrates to the Web, title managers 
will encounter an intensified need to dem
onstrate that their title plant access systems 
are of major importance to the real estate 
market. While the thought of putting com
pany jewels on-line may make some execu
tives feel faint , the trend is moving forward 
in Web site development for property re
cords. Those who lead title operations 
need to fully realize the great importance of 
utilizing technologies such as the Internet 
in strengthening the title industry. Without 
question , the Web is dramatically changing 
the form and fl ow of the environment sur
rounding the title community-and will con
tinue to do so. 

As Web public record systems prolifer
ate, title management must aggresssively 
seek ou t and analyze corresponding plant 
management needs in order to implement 
product redefinition. Success will depend 
on locating data , understanding its busi
ness va lu e, trans ferring it into the proper 
format and linking to the right data with 
correct utilization of technology. The title 
industry can profit from enhancing systems 
with Web-enabled database applications. 

Although the optimum result will be 
placing title company plant records on the 
Web, where titl e agen ts and oth ers can 
free ly access as necessary, there will be 
benefits that more than justify the effort. 
Among these are reduced communication 
expense , lower operating cost , and in
creased revenues-along with such intangi
b I es as image, increased customer 
satisfact ion, convenience , better service 
and lower prices. Access to the right infor
mation can replace all the other factors of 
production-reducing the required levels of 
labor, capital, energy, materials, space, etc., 
that are needed in title operations. 

Technology applications can render a 
reduced exposure to loss, elimin ating 
sources of uncertainty in areas of greatest 
risk. This cou ld lead to reduced title loss 
and a corresponding reduction in market
place pressure for concentration by title 
companies on loss prevention, suggesting 
an opportun ity for a posi tive industry re
sponse to the demand by secondary mort
gage market leaders and others that closing 
costs be less. 

Information accessibility and data in 

continued on page 23 
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Close Up: Property Records Web Access 

I Welcome to TitleSearch On-Line™ 

[lJ What is TitleSearch On-LineT• 

[I[) Terms and Conditions 

.Pricina&Billin& 

What's New(Try the Imaging Demo) 

~ Comments/Feedb ack 

~ Sponsors & Advertisinc 

lliiil.lli;;;;;ca;;:::::::::::::==================== .... mi,,~1 

Grantee/Grantor Name Search 
For Busmess Name search chck. here 

Last Name jAAND 
F1ntName .-YN--- - ------

Middle Name or lnlllal 

Inurumcnt Type 

Name Type r. Grantee I Grantor 

Cop~tC 11196 FoW1lunhnd lnformWonSy.tttu Inc. All Righi.. Rtt1tvtd 

£"£.t~Goa-..a-~'""°"-H'" 

4»1 ... 1~1 ~l 11.-1 l1i!.1le.l111JI .!J 
LocabtjC\TEMP\OATA~1 HTM 

[ Detailed Index Data Screen 

!Book: 14184 - ~'"" -~~" iWD' ilinKD•to: ,j041291 
fDistrict l~~~otNo .!subdivision 
fooo1--io2fo rF--rn--
!C onu~ 
[ Grantee(s) Grantor(s) 

HARTLE MARK 0 ET AL 
HARTLE TERESA KET AL 
l lllllll llll ll#lllllllllllll llll 

GEM CRAFT HOMES OF GA INC ,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, 

~~[IJ 
Search Name Home ~ 
Menu Search Page 

CopyngMC 1996 Founlllll'lhndlnfonnmonSy.1111111, Inc. All Right.I R111rod 

The TitleSearch On-Line (tm} welcome screen is at top, left; a key 
icon allows entry into the application service designed for property 
records access on the Web. At top, right, is the Fulton County, GA, 
database including information relating to deeds, real estate loans, 
federal tax liens, the general execution docket, and lis pendens. Ex
tensive query flexibility (middle, left) of the system allows title pro-
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WITNESSETH 
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fessionals to save up to 80 percent in time previously required for a 
traditional visit to the courthouse. At middle, right, search results 
are formatted similar to the familiar printouts found at the court
house. Shown at lower left is a detailed view of information for a 
particular instrument. Fountainhead's image transport option can 
make document images available on the Web (lower right}. 
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Designing Killer Web Sites 

By Todd A. Hartle 

C
on tent is king when it comes to a ti
tle company's Web site. The comb i
nati on of content and applicat ion 

crea tes transactions enabling electron ic 
commerce. Compelling service, however, 
consist of both information and functional
ity. Rather than piling on the bells and whis
t! es, Web si te c rea tors should look to 
classic design principles -- Less is more. 

Many corporate Web sites are dull and 
not user friendly. Compan ies have simply 
dumped on-line their marketing materials 
as static documents. These Web sites do 
not provide the ri gh t informat ion or serv
ices that the industry demands in a concise 
and cons istent fashion. At best, they look 
like slide presentations. 

To be successful on-line, a title com
pany cannot just take what it has in print 
and move it to the electron ic realm. There 
is not enough depth or interactively in print 
content to overcome the drawbacks of on
Iine medium. If people are to be expected 
to put up with turning on a computer to 
read a screen, they must be rewarded with 
deep and extremely up-to-date information 
they can explore at w ill. 

Differentiate By Design 
Most sites on the Web are laden wi th 

cumbersome text and top-heavy graphics. 
But the fundamental traits that make a site 
work are more elusive. With the introduc
ti o n o f Hyper-Tex t Markup Language 
(HTML) extensions. the scripting language 
used to format Web pages, Web designs are 
beg inning to incorpora te icons. tab les, 
tiled images for backgrounds, colored bor
ders around images, page frames, and Java 
an imation applets [small programs that run 
inside a Web page]. Many sites, however, 
still appear to be driven by tech nology 
rather than design. 
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The new generati on of Web designers 
are creating sites that add typograph ic and 
visu al layou t to content on th e Internet. 
These site designers care fully spec ify the 
position and rela tionsh ips of all elemen ts 
on the page, re taining fine contro l of the 
layout. The use of tab les to contro l the lay
out of page elements is a technique that de
signers must use to obtain the resu lts they 
want. By pouring text and images inside ta
bles with borders turned off, you can better 

To be successful on-line, 
a title company cannot just 

take what it has in print 
and move it to the 
electronic realm. 

con trol where everything is on your page. 
Experienced designers implement prin

ciples that make Web sites attrac ti ve and 
easy to navigate. In resource-ori ented sites, 
intensive graphi cs are distracting. Use 
graphics sparingly to convey information. 
Sites shou ld use visua l themes to entice 
and guide, crea ting a whole esse nce for 
surfers from th e first menu sc reen to the 
ex it. Users feel more com fortab le if a con
siste nt look and feel are maintained 
throughout the site. The result is sites that 
better balance the goals of visual and func
tional appeal. 

Web sites wi th next-generation designs 
are sprouting up from netrapreneurs spe
cializing in incorporating both content and 
funct ional ity into their si tes. This group in-

eludes firms such as Fountainhead Infor
mati on Systems, specialists in Internet data
base applications, whose credits include 
Atlanta-based Webzine, Zeigeist and the 
Titl eSearc h On-Lin e™ (www. ti t le
search.com) Web-based service technol
ogy. 

Foster A Community 
For arch itecture, a navigat ion system, 

and design, the job is to bring the content to 
life and give it a vision for the Web. Designs 
have to mesh with the content to offer users 
what they expect to find. Good site designs 
see beyond the technology and implement 
architectures that offer visitors an experi
ence fostering a commu nity rather than 
simply presenting a series o f text-fi lled 
pages and rota ting logos. 

Commun ity systems let users communi
cate, collaborate, and share information in 
an open, on-line environmen t. A commu
nity system might include a chat server, bul
letin board server, and mail server that are 
sca lea b le onto multiple systems for in
creased audience capacity. 

Commun ity systems also provide or
gan izat ions substan tial co ntrol over the 
look and fee l o f th e entire environment. 
The key to differentiate dynamic sites from 
the early static sites is led by design princi
ples. Instead of broadcasting static content 
out to the general audience, si tes shou ld 
aim to entice a particular group of people 
to interact with the content presented -the 
land title industry, for example. 

Easy-to-use bulletin-board services al
low for threaded discussions that link fo
rums on different topics. One such system 
offering intellectual exchange and social 
interaction is Fountainhead's Title Board™ 

continued on page 23 
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CLAIMS/ELECTRONIC COMMERCE 
continued from page 8 

such systems as reliable predictors of loan 
performance. 

Although no two systems are al ike, auto
mated underwriting systems are of two ba
sic types: some provide a "credit score" or 
"mortgage score," while others decide to 
"approve or refer" an application. 

A credit score rates th e probab ility a 
borrower wi ll be able to repay a given loan, 
cons idering such vari ables as number of 
open loa n accounts, number o f ac ti ve 
documents, past delinquencies, length of 
cred it history and current leve ls of indebt
edness. A mortgage score adds to the equa
tion such considerations as loan-to-va lue 
ratio and real estate market condit ions. 
Mortgage scoring systems are being offered 
by such companies as Mortgage Guaranty 
Insurance Corp., PM!, GE Capital, Citicorp, 
TRW/Mort gage Resource Group and 
United Guaranty Residentia l Insurance 
Company. 

Lenders can use cred it and/or mortgage 
scores to price loans at point of sa le, as well 
as to identify borrowers whose appli ca
ti ons may qualify for streamlined process
in g and minimal documentation. A high 
score is a green light for streamlined proc
ess ing, a lesser sco re is th e ye ll ow light 
which shou ld cause the applica tion to be 
given to a human underwriter. 

"Approve or refer" systems are offered 
by Freddie Mac ("Loan Prospector") and 
Fannie Mae ("Desktop Underwriter"). Like 
the scori ng systems described above, these 
systems are designed to help loan origina
tors qu ickly identify which app li ca ti ons 
may quali fy for streamlined processing and 
minimal documentation. 

The acceptance and use of automated 
underwriti ng systems is grow in g fast. In 
July, 1996, Freddie Mac and the FHA under
took a pilot program using a special version 
of "Loan Prospector" to underwrite FHA 
loans. And, originally designed to score 
only "prime" or "A" loans, a newer version 
of Freddie's Loan Prospector is now offered 
for scoring jumbo and "subprime" loans 
(for low and moderate income borrowers). 

Much effort and expense have gone into 
development of automated underwriting 
systems. Since they are intended to supple
ment rather than replace human judgment, 
there is no reason to believe their growing 
use will have a negative impact on loan 
portfo lios or title claims experience. 

Electronic Registration Systems 
(MERS) 

The organ izati on and incorporation of 
the Mortgage Electronic Registrati on Sys-
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"MY PEOPLE ARE 
ON lttE BALL 

lttEY DON'T NEED 
CLOSING SOFTWARE:' 

If you're still tied down to doing real estate 
closings manually, then ProForm automated closing 
software is your ticket to freedom. 

You enter the data only once, and ProForm does 
all the calculations automatically and generates the 
closing documents, including the HUD-1, Disburse
ments Summary, checks and more. You can also add 
any of your own documents such as notes, mortgages 
and deeds using the WordPerfect integration feature 

and ProScan, SoftPro~ optional document imaging program. 
ProForm is easy to learn and use, with expert support only a phone 

call away. 
The price off reed om is only $995 (for one ProForm license). To receive 

more information and a free demo disk, call SoftPro today at 1-800-848-0143. 

CORPORATION 

Or Visit Our Web Site: http://www.softprocorp.com 
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terns (MERS) is a project spearheaded by 
the Mortgage Bankers Association of Amer
ica, with input from the title industry. MERS 
is designed to operate as an electronic reg
istry of mortgage ownership and servicing 
rights, nationwide. 

As MERS begins operations, whenever a 
mortgage is orig inated by a partic ipating 
lender, it w ill be automatically assigned to 
MERS. MERS w ill gi ve each mor tgage 
lender an identifying number so that no 
mortgage within the registry will ever be 
confused with another. During the life of 
each mortgage, all assignments of own r
sh ip or ben ficial interest and/or servicing 
rights wi ll be tracked electronically. 

MERS should eventually enable settle
ment officers to quickly and reliably verify 
loan ownership and servicing rights , in 
many cases. Since confusion over such 

As we see changes in our 
working environment, 
we should be careful to 

understand the new 
technologies and systems 

being implemented, 
and try to anticipate what 

can go wrong. 

matters occasionally results in claims, it 
may conceivably help our claims experi
ence. By itself, MERS will not speed transac
tions because it stil l w ill be necessary for 
settlement officers to contact existing lend
ers for payoff information. 

Electronic Recording 
With the growth of EDI , it may be just a 

matter of time until county record ing of
fices are set up to record documents elec
tronically. 

In California's San Bernardino County, 
tax lien and release information has been 
exchanged electronically between the re
corder's office and county and state taxing 
authorities for more than a year. 

The succ ss of this pilot program has re
sulted in new legislation (e ffective January 
1, 1997) to allow county recorders to ac
cept for recording digitized images of oth
erwide recordable instruments. Prior law 
defined a recordable instrument as "a writ
ten paper." The new law permits electronic 

22 

recordings only by local , state or federa l 
governemt agencies. 

The California Land Title Association 
has formed a committee to study San Ber
nardino's pi lot program, as well as a simi lar 
program begun in Orange County. Fannie 
Mae has expressed interest in elec troni
cally recording mortgage releases, but has 
not yet done so. 

Assuming these pilot programs prove 
successful, in order for electronic record
ings to grow beyond government agencies, 
some way must be devised to guard against 
recording of forged documents and false 
re leases. How such issues as authentica
tion and legal authority of signing parties 
might be handled is uncertain, but the tit le 
industry will likely play an important role in 
research and development of electronic re
cording system . 

Understand and Anticipate 
Several years ago, a tragi c accident 

kill ed two workers and paralyzed yet an
other during cons truction of a 593-foot 
bui lding in downtown Toron to. When 
someth ing broke in the mechan ism of a 
construction elevator, counterweights at
tached to a pulley at the top of the elevator 
shaft fell , causing the elevator to be hurled 
upward from the ground until it crashed 
into the 4 lst floor. 

The elevator was designed so that, in the 
eve nt of a system failure , gravity brakes 
would automatically prevent it from falling 
down. But no one, apparently, considered 
the possibil ity the elevator might fall up. 

In ti tl e claims, the prob lem more often 
than not is that an employee or manager 
has been blindsided. As we see changes in 
our work ing environment, we should be 
careful to understand the new technolo
gies and systems being implem nted, and 
try to an ticipate what can go wrong. We 
should not hesitate to ask: "What if?". 

By anticipating risks and finding solu
tions compatible with customer needs, we 
will remain profitable, and hopefully attain 
new levels of customer sat isfaction in the 
coming era of electronic commerce.-~ 

PRIORITY MARKET 
continued from page I 2 

the past, Security Abstract employees often 
have closed one end of these cross transac
tions- -with the other end closing at a com
petitor organization . Positive feedback 
from consumers involved in these transac
tions at Security has convinced manage
ment that reinforcing the company's name 
recognition through advertising and pro-

motion is a promising strategy in attempt
ing to land both ends. 

Marketing communication plans for Se
curi ty Abstract now include follow up with 
individual buyers who have closed at the 
company, congratulating them on their 
home ownership, and reminding them that 
quality closing and titl e services remain 
available there. This underscores a deter
mination by management that significan t 
repeat business can be generated through 
buyers and sellers as well as through real es
tate agents and lenders, Bell pointed out. 

Television advertising parti cipat ion 
with local brokers and developers also has 
proved effective for Security Abstract, Bell 
commented. 

Awareness of creative opportunity can 
greatly enhance a local title advertising ef
fort , according to the Security Abstract ex
ec utive. Be l l re ca ll ed what migh t be 
characterized as a gift of nature-a mother 
duck who re turned to the flower bed out
side company offices each spring for sev
eral years to hatch her young. When the 
duckl ings became old enough for a swim 
in the river some three blocks away, com
pany employees wou ld leave their desks 
long enough to go outside and stop traffic 
so the feathered family was assured a safe 
journey. After local media repeatedly cov
ered this stro ll by the ducks, Security Ab
stract produ c d a 30-second name 
r cognition telev ision commercial bui lt 
around the march to the river. Needless to 
say, the commercial brought enthusiastic 
viewer reaction. 

Ad Agency Assistance Needed 
Both Farmer and Bell strongly recom

mended that titl e managers consider re
taining an advertising agency before 
embarking on a home buyer marketing ef
fort. They emphasized that the agency pro
fess ion a I ( s) selected must have an 
understanding of the title busin ess, and 
must develop a comfortable working rela
tionship with the title company. 

Farmer said the agency selected shou ld 
el iminate guesswork in advertising-devel
oping a plan that includes a media mix and 
budget recommendations. Besides deter
mining the creative message, the agency 
should be able to conduct research to sub
stantiate that the message is on target. He 
added that rea l estate orientation and ex
perience in consumer advertising are im
portant qual i fications, and that media 
analysis, planning capabili ty and knowl
edge of Internet uti lization are other essen
tials. 

Kono recommended that title managers 
develop four insights in seeking advertising 
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agency assistance for reaching the home 
buyer market: 

• Doing homework in advance to focus 
on what resources are needed 

• Determining selection criteria 

• Determining what the agency needs 
from the title company to effectively 
reach the targeted market audience 

• Securing quality creative work from 
the agency on a highly consistent level 

Est.ab li sh i ng a real is tic advertising 
budget is essential in the early going, Kono 
added, pointing out that large companies 
often will do this on a basis of sales or reve
nue. In doing so, she suggested setting a 
minimum and maximum for budget size. 

With growing 
consumer attention focused 
on title evidencing and title 
insurance along with other 
services linked to closing 
costs, steadily increasing 
numbers of buyers can be 

expected to ask about what 
they are paying for. 

Kono advised taking a disciplined ap
proach to co nsumer advertising, which 
ca lls for determining a title co mpany's 
competitive advantage through defining 
and compa rin g its strengths and weak
nesses. She said this discipline can help de
fin e an impo rtant characteristic o f a 
co mpany w ell w orth emph asizing for a 
market audi ence- -somethin g different 
from what competitors are saying that can 
provide a basis for a compelling message to 
drive sales. 

Inherent in the stru cturin g of a com
pany's advertising, she said, is determining 
the single most important action desired on 
the part of a consumer. If, for example, the 
objective is generating leads and ca lls, this 
will mean a point of concentration in how 
the crea tive message is developed. And, if 
generating calls is desired by the company, 
appropriate planning should be impl e
mented to assure adequate staff is ava ilable 
to handle them. 

If market awareness of a title company 
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and reinforcing its reputation identity are a 
priority , planning with th e advertising 
agency can produce an effective approach 
for keeping the company name in front of 
home buyers while they are in the market, 
Kono said. 

Clear communication with the agency 
is needed to keep development of the crea
tive message headed in the desired direc
tion , she added. Sharing all informati on 
with the agency- -problems, issues, compe
titi on, budget constraints, etc.- -will facili
tate the process. If the available budget will 
not cover advertising to all of the identified 
markets, priorities need to be established. 

Remembering th at a consumer audi
ence cannot be told everything all the time 
will help in shaping an advertising message 
that focuses on what makes a co mpany 
stand out, Kono emphasized . This should 
incorporate concentration on what is truly 
beneficial to the consumer. 

Keeping in mind th at advertising im
pressions are built over time, and that every 
message must be consistent, will help in 
keeping a title company advertising invest
ment at the most producti ve level, Kono 
concl uded.~ 

WORKPLACE DYNAMICS 
continued from page 15 

Herman is the growing frequency of mid
career retirements (sabbatica ls) as more 
employees temporari ly leave th e work 
force for pursuits including leisure activity, 
ed uca ti o n and professional/personal 
growth- -then return refreshed and re-ener
gized with a strong desire to resume em
ployment. As people improve in health and 
life span, many can be expected to con
tinue working well into what formerly were 
co nsidered th eir permanent retiremen t 
years. For some, there may be no tradi
ti onal reti rement- -instead , a series of job 
changes extending past the eightieth birth
day. 

Herman said working at home is a grow
ing trend forthe future, noting research that 
shows people work longe r and hard er 
th ere- -with greater productivity than in 
more traditional envi ron ments. He added 
that opportunities in telecommuting, work
ing from home or satellite centers in subur
ban or exurban locales, are popular with 
workers because of their money saving and 
lower stress aspects. Instead of hiring peo
ple located near the workplace or transfer
rin g th em in from out o f town, a 
telecommu ting opera ti on can link with 
those in remote locations. With telecom
muting, accord ing to Herman, there is wide 
flexib ility in hours and locations across the 
country, and even in foreign sites. 

Challenging those in leadership posi
ti ons who seek to extend productive em
ployee service, Herman said, are these five 
primary reasons for worker turnover: 

• ft doesn't feel good around here (organ
ization al culture, th e way th ey are 
treated) 

• They wouldn't miss me if I were gone 
( there's no need to stay) 

• I don 't get the support I need lo get my 
j ob done ( if they have to continually 
fight red tape and bureaucracy, it's 
time to go somewhere else) 

• Th ere's no opportunity for advance
ment (many employees don't want to 
be boss- -they want to be better; it's a 
matter of personal and professional 
growth) 

• Compensation isn 't the main thing ( fi
nancial incentives rank relatively low 
as a reason for changing jobs)~ 

PROPERTY RECORDS 
continued from page 18 

tegrity will become increasingly evident 
around the country as county governments 
upd ate th eir record sys tems. Placing 
county records and private titl e plant re
cords on-line furthers the goal of national 
coverage and accessibility of information. 
To unite and consolidate information is to 
safeguard the title preservation system. 

The efficient warehousing and accessi
bility of data now are of criti cal importance 
in the management of property records. 
Technology holds the key to success in effi
ciently maintaining the vast amount of in
formation required to accurately track land 
transfers. The Internet, document imaging 
and database management systems can be 
fitted together in a distinct way that effec
tively responds to this great challenge."f!!' 

WEBSITES 
continued from page 21 

(www.titlesearch.com) con ference, which 
uses the Internet to facilitate national com
munication among the title insurance com
munity over the World Wide Web (WWW). 
This application is a Web-based conferenc
ing system featu ring job listings, resumes, 
industry classi fi eds, legislation forums, and 
technology forums, among oth ers. Com
munication among title agents, title insur
ers, banks, county recorders, and the real 
estate community is enhanced. 

Create Extranets 
Web sites normally have a three-stage 

migration process. During the first stage the 
Web site is used mostly as a marketing tool; 
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stage two is where compan ies start to con
sider linking legacy applications or data 
sou rces to internal or external Webs. In 
third stage, you will be bu ilding appli ca
tions designed for the Web from the ground 
up. 

Web spec ifi c app li cations wi ll allow 
people to do is what is called dynamic pub
lishing; the compu ter makes the page for 
you. It isa custom page answering your cus
tom request, dynamically created on the 
fly. The state of technology offers ways to 
prov ide more interesting sites w ith dy
namic information and interactively. These 
dynamic Web sites are neat but they are 
hard to build. All the apps will run off the 
server, and these will mostly be custom 
apps. 

Migrating legacy database systems to 
Web-enabled applications is the imminent 
future of the fast-tech information highway. 
These application processes will involve 
implementing a back-end gateway for set
ting up simple communications between a 

Sites should use visual 

themes to entice and guide, 

creating a whole essence 
for surfers from the first 

menu screen to the exit. 

Web browser and server. Gateways make it 
possible for a browser user to initiate and 
def ine what information must be passed 
from a Web-server to an external program. 
Additionally, this allows users to receive in
formation back in the form of a dynami
cally created Web page. 

A title company gets exponential power 
and value out of its real property informa
tion technology. After companies get con
nected to the Internet, they realize there is a 
much larger audience out there. The next 
realization is that there is a lot of informa
tion inside the company (tit le plants) that 
people outside the company (title agents, 
real estat professionals, mortgage bank
ers, home buyers) want access to - this is 
called the extra net, the projection of the in
tranet on to the Internet. A good example is 
the access Fountainhead provides on the 
Web with its TitleSearch On-LineTM technol
ogy, which allows customers and cl ients to 
search title related property data at any 
given time or place. (Please see the accom
panying article.) 
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Functional Design Tips 
Original content is the most important 

trait of a great Web site. However, the Web 
is an interactive , dynamic, and rapid ly 
changing new commu nicat ions medium 
that your Web site should reflect. Here are 
some points to consider when designing 
your title company Web site. 

• Be des ign dri ven not technology 
driven. 

• Make it easy for customers to interact 
with the site. 

• Use graphics smartly to reduce trans
mission time. 

• Give customers 24-7 access to informa
tion. 

• Use tables to enhance page layout. 

• Cross-po llinate corpora te data and 
marketing information by creating ex
tranets. 

• Make site interactive by using e-mail , 
creating user groups, and offeri ng dy
namic pages. 

• Implement a long test cycle. 

• Re-evaluate site often by having meet
ings and reviewing user feedback. 

• Keep content fresh and dynamic. 

Most of these guidelines are a matter of 
logic. Well-organized, edited, and timely 
original content- -set in an attractive, inter
active, and consistent format- -are the mak
ings of great Web sites. Commercial 
functionality also will include fl xible serv
ices, Relational Data Base Management 
System (RDBMS) support and access con
trol. 

Let form follow function 
Cost and time are big factors for most ti

tle companies starting and/or expanding a 
Web site. Most sites requ ire development 
time o f at least a month , sometimes six 
months for more complex systems imple
menting extranets. But for a title company 
that plans to stake its business on the Web, 
consu lting an experienced designer cou ld 
be well worth the investment. When de
signing your Web si te, let form fo llow func
tion. As the Roman poet Horace stated, "He 
gains everyone's approval who mixes the 
pleasant with the useful." -~ 

Cantrell Succumbs; 
Began E&O Firm 

Services were in Tahlequah, OK, for Joe 
Cantrell, 77, a well known Oklahoma title
man who later founded what was to be-

come TitlePac, Inc., provider of errors and 
omissions insurance coverage to the title 
industry, who died February 3 after an ex
tended illness. 

He so ld part of Tit lePac to a daughter, 
Gail , and her husband , Mark Pearson, in 
1992, sell ing the remainder of the operation 
to them some four years later. 

Besides Gai l Pearson, survivors include 
his wife, Sue Cantre ll , anoth er daughter 
and a step-daugh ter, three sons, a sister, 
and eight grandchildren. 

PLTA Files Suit 
In 'Gap' Dispute 

The Pennsylvania Land Title Associa
tion has filed suit against the City of Phila
de lphi a and the commissioner of the 
department of records there, seeking an or
der from the Philadelphia Court of Com
mon Pleas requiring that real estate deeds, 
mortgages and other encumbrances be im
mediately recorded and indexed in an or
derly fashion as requ ired by present state 
law. 

No monetary damages are being sought 
in the "gap" action. 

According to PLTA, the cycle of record
ing and indexi ng documents and returning 
them to the filers takes about a year in Phila
delphia. The title organ izat ion contends 
that city audits recognized the backlog in 
violation of recording and indexing laws as 
far back as 1992. 

In comp lete or inaccurate public re
cords make a confiden t title examination 
impossible, PLTA pointed out. 

MERS Presents 
Pricing Proposal 

Mortgage Electronic Registration Systems 
(MERS) has presented ALTA with a pricing 
proposal delivered by Paul Mullings, chief ex
cutive officer of the organization. 

Under the proposal, title companies wi ll 
be ab le to access MERS through its Web site 
at an annual fee based on market share for 
a family of compan ies, plus a 50 cents per 
transaction charge. The annual fee would 
be $9,000 for firms with more than a 10 per
cent national market share; $4,000 for those 
with a share between 2 and 10 percent; and 
$2,000 for those below 2 percent. 

No transaction fee would be imposed 
unless the mortgage being searched is 
found in the MERS database. Firms not re
quiring automated access to MERS data 
wou ld be able to dial a toll free number for 
voice-based information without charge. 
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Third in a series of educational notices. 

Questions to ask your E&O 
• insurance company: 

3. How committed are you to 
the title industry? 

Large commercial insurers only dabble in E&O insurance 
for title professionals. Let's face it-there aren't that many of 
us! As a result you're probably not as important to them as all 
the butchers, bakers and candlestick makers they insure-there 
are a lot more of them! 

At TIAC, we only insure title agents and abstracters, so 
you get the best service, coverage and claims handling there 
is! 

Plus, we've been around longer than almost any other 
title professionals E&O insurer and we' re the only E&O 
insurer wholly owned and governed by title professionals! 
Call us and find out what commitment really is! We invite 
title professionals nationwide to make TIAC your choice in 
professional liability insurance. 

Call us-we're here to serve you! 

Your Company 

~ 
TIAC 

1-800-628-5136 Your Choice 
2 Wisconsin Circle, Suite 650 • Chevy Chase, MD 20815-7011 • FAX: 800-TIAC-FAX 



NAMES IN THE NEWS 

Cantu Philo Gidney 

Pierce Gilmore Oddo 

Get Premium 
Savings On Your 

Errors & Omissions 
Insurance 

PLUS 

Oo/o INTEREST 
PREMIUM FINANCING! 

Wangberg 

Dufficy 

Mary Chapman Cantu has been pro
moted to president of Houston Title 
Company, a subsidiary of Old Republic 
National Title Insurance Company. 
Robert E. Philo, a past president of the 
Texas Land Title Association, has been 
named president and chief executive of
ficer of Southwest Land Title Company, 
Inc., Fort Worth, a wholly owned sub
sidiary of Old Republic Title. Scott 
Pierce, a Florida Land Title Association 
past president, has been promoted to 
southeastern region manager for Old 
Republic Title and remains Florida 
state manager with offices in Tampa. 

Terrell J. Baker has been named 
chief financial officer and treasurer for 

> Claim-Free Credits 

> Retroactive Coverage 

> Free License Defense 
Coverage 

> Limits to $500,000 

> Four Deductible Options 

> Loss Prevention Support 
Services 

• Coverage is not available in all states 

NORTH AMERICAN TITLE ORGANIZATION 
1-800-992-9652 

~·· ~· · ................. ................... ................. ................. 
iNiAiTioi . . . . . ................. ................. 

210 University Drive • Suite 900 • Coral Springs, FL 33071 •••••••••••• 
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Condict Whitton 

Christiansen Effner 

McDermitt Jones 

National Title Insurance Company, Mi
ami. 

Mark D. Vasington, a West Hartford 
attorney, has joined Connecticut Attor
neys Title Insurance Company, Rocky 
Hill , CT, as d irector of member serv
ices, a position formerly held by CATIC 
Pres ident Richard Patterson. 

New regional vice presidents for 
Firs t American Title Insurance Com
pany include Dennis J. Gilmore, Santa 
Ana, CA (title insurance sales and prod
uct delivery systems, major lenders); 
Lane Gidney (Utah); Don R. Wangberg 
(Californ ia agencies), and Joseph J. 
Oddo (northern California). 

Recently named Firs t American vice 
presidents at Santa Ana are James J . 
Dufficy (associate national claims 
counsel) and Wayne A. Condict (asso
ciate senior underwriter). Dave Whit
ton has been promoted to vice 
president- Oklahoma state manager, 
with offices in Oklahoma City, and 
John S. Christiansen has been named 
president of the Arizona divis ion and 
manager for that state, with offi ces in 
Phoenix. 

Jon R. Effner has been promoted to 
vice president for Commonwealth 
Land Tit le Insurance Company, Phila
delphia; he serves as underwri ting 
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Ohio Bar Title Insurance Company 

rated A' (A Prime) Unsurpassed 

by Demotech, Inc. 

now automatically reinsures 

title insurance policies 

on commercial properties 

with 

Capital Title Reinsurance Company 

rated AA- by Duff & Phelps, Inc. 

and Standard & Poor' s Corporation 

® Ohio Bar Titk 
The Growth Company in Title Insurance~ 

Corporate Headquarters 
341 S. Third Street • Columbus, Ohio 43215 

614-221-1401 • FAX 614-221-2491 
1-800-628-4853 

Columbus Cleveland Dayton 
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counsel for eastern Pennsylvania and 
Delaware. Also promoted to vice presi
dent by the company is John H. McDer
mitt, Jr., who serves as Parsippany, NJ, 
branch manager. 

Chicago Title Insurance Company 
has named Robert Narucki resident 
vice president, Union, NJ, and the fol
lowing as assistant vice presidents: Pa
tricia Brink, Nashville; Terry Jones 
(remains sales representative), Union, 
NJ, and Martha Thill (remains branch 
manager), East Brunswick, NJ. John 
Kieley has been named Maryland state 
manager, Baltimore, where Walter 
"Buck" Jones now is title operations 
manager. Tyson Kouros has been 
named title operations officer, Chicago. 

Newly designated National Business 
Unit area managers for Chicago Title 
are Ralph Bone (California), Terry 

Kieley Bone 

Hendrickson Narr 

Hendrickson (Chicago, Minneapolis , 
Detroit) , and William Narr (Pennsylva
nia) . Norman Welch has been named 

YOU MAYBE 
WEALTHIER THAN YOU THINK! 
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Ownership of a title company often includes: possession of valuable 
records, an investment in an inventory of open orders, reputation, 

a developed staff, relationships with insurers, control of risks, 
a market-share niche, generous compensation and benefits, 

plus an earnings history. The market value of assets is 

frequently understated. 

Call today to learn how to determine your real worth. 

CORPORATE DEVELOPMENT SERVICES, INC. 
Lawrence E. Kirwin, Esq., Accredited Senior Appraiser 

American Society of Appraisers 

996 Old Eagle School Road, Suite 1112 

Wayne, PA 19087-1806 

(800) 296-1540 Fax (610) 688-5174 

Member: American, California, Ohio, Pennsylvania and Virginia 
Land Title Associations 

Welch Petersen 

business development manager, 
Rockville, MD, and McLean, VA. 

Named assistant construction loan 
officers at Chicago are Katie Tigner 
(also construction escrow specialist) 
and Doris Mahoney. 

Robert lblernow is Chicago Title 
agency manager for Minnesota, North 
Dakota and South Dakota. William Bur
stein has been named assistant area 
counsel, Albany, NY, and Kathleen 
Kenehan has been named communica
tions officer and Illinois regional com
munications manager, Chicago. 

Pete Petersen has been promoted to 
vice president and remains Ticor Title Illi
nois state manager for that Chicago Title 
subsidiary, with offices in Chicago. 

Evans Acquires 
Finn in Manitowoc 

Evans Title Companies, Inc., Appleton, 
WI , has announced the acquisition of First 
Abstract & Title Co., Inc., of Manitowoc, a 
107-year-old firm providing title and real es
tate informational services to the market 
area of Manitowoc County. 

First Abstract President Merritt Wilcox 
continues his responsibilities in the Mani
towoc operati on, and has been named to 
the Evans Title board of directors. 

Evans Title was founded in 1850, and 
now provid es titl e se rvices to north east 
Wisconsin , with full se rvi ce locations in 
Appleton, Green Bay, Oshkosh, Waupaca, 
and Wautoma in addition to Manitowoc, 
acco rding to Steve Evans, company presi
de nt. 

Russia, NIS 
Executives Visit 

Title insuring in the United States was a 
majo r top ic durin g a recent vi sit to Com
mo nwea lth La nd Titl e Insu ra nce Co m
pa ny's Phil ade lphi a hea dqu a rt e rs by a 
de lega ti o n of 25 hi gh leve l insurance ex
ecutives from Russia and other New Inde
pe nd ent States (NI S) of the former Soviet 
Un ion. 
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1997 AFFILIATED 
ASSOCIATION 
CONVENTIONS 

April 

5-8 Tennessee, Opryland Hotel, Nash
ville, TN 

24-26 Oklahoma, Marriott, Oklahoma 
City, OK 

May 

1-3 New Mexico, Inn of the Mountain 
Gods, Rui Doso, NM 

2-4 Palmetto, Savannah Marriott, Sa
vannah, GA 

4-6 Iowa, Best Western , Holiday 
Lodge, Clear Lake, IA 

13-16 California, The Ritz-Carlton
Rancho Mirage, Palm Springs, CA 

June 

5-7 Texas, Renaissance Austin Hotel , 
Austin, TX 

6-8 Virginia, The Homestead, Hot 
Springs, VA 

6-9 New Jersey, Star of the Seas 
Cruise-Miami to Bahamas 

8-10 Pennsylvania, Nemocolin Wood
lands Resort, Farmington, PA 

12-13 South Dakota, (Site to be an
nounced) , Watertown, SD 

13-14 Arkansas, Ramada Inn , Bates
ville, AR 

19-22 New England, Wequassett Inn, 
Chatham-Cape Cod, MA 

22-24 Oregon, Ashland Hills Inn , Ash
land, OR 

26-29 Colorado, The Keystone Resort, 
Keystone, CO 

July 

10-12 Illinois, French Lick Resort & 
Spa, French Lick, IN 

17-19 Utah , Sun Valley Lodge, Sun Val
ley, ID 

20-22 Michigan, Grand Traverse Re
sort, Traverse City, Ml 

August 

7-9 Montana, Marina Cay Resort, Big 
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Fork, MT 

14-16 Idaho, Shore Lodge, McCall, ID 

14-16 North Carolina, Williamsburg 
Lodge, Williamsburg, VA 

17-20 New York, The Hershey Hotel, 
Hershey, PA 

20-23 Wyoming, The Chutes Best 
Western , Douglas , WY 

21-23 Indiana, Radisson At Keystone 
Crossing, Indianapolis , IN 

21-23 Kansas, Topeka West Holidome, 
Topeka, KS 

21-23 Minnesota, Radisson Arrow
wood Resort, Alexandria, MN 

September 

4-6 Missouri, Holiday Inn Hotel & Con
vention Center, Joplin , MO 

4-7 Maryland, Princess Royale, Ocean 
City, MD 

7-9 Ohio, Holiday Inn, French Quarter, 
Toledo, OH 

10-12 Wisconsin, The Regency Suites, 
Green Bay, WI 

11-13 Dixie, Grand Hotel , Point Clear, 
AL 

11-13 North Dakota, International Inn , 
Minot, ND 

24-27 Washington, (to be held at Seat
tle Westin during AL TA Annual Con
vention) 

October 

8-10 Nebraska, Interstate Holiday Inn, 
Grand Island, NE 

November 

5-7 Arizona, (Site to be announced) , 
Prescott, AZ 

5-8 Rorida, Ponce de Leon Resort, St. 
Augustine, FL 

December 

4-5 Louisiana, (Site to be announced), 
New Orleans, LA 

BACKPLANTS 
AUTOMATED 
Finally there's an easy way to 
computerize your title plant. 
HDEP International will deliver 
a completely automated backplant 
and give you the tools to maintain 
it day-forward. 

IF YOU HAVE: 

• Film or Fiche Source Documents 

• Lot/Tract Books 

• Aperture Cards 

•Geo Slips 

• Granter/Grantee Books 

• 3 x 5 Cards 

WE WILL: 

• Organize the source documents 

• Develop a manual suitable for 
day-forward use 

• Computerize the plat edit lists 
and subdivision indices 

• Key and verify documents with 
99.95% accuracy guaranteed 

• Arb and research 
non-postable legals 

• Run completeness checks 
and validations 

• Deliver the backplant per your 

specs, quickly and economically 

SO YOU CAN: 

• Speed up title searches 

• Reduce manual searching errors 

•Eliminate trips to the courthouse 

• Lower your expenses 

We have processed more than 
60 million real estate transactions. 
Call us today to discuss your plant. 

HDEP INTERNATIONAL 

1314 S King St #950. Honolulu. HI 96814 
Tel: (808) 591-2600 Fax: (808) 591-2900 
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MARKETPLACE 
Rates: Situations wanted or help wanted, $80 for first 50 words, $1 for each additional 
word, 130 words max imum ( reduces to $70 for first 50 words, $1 for each additional 
word, three or more consecutive placements). For sale or wanted to buy, $250 for 50 
words, $1 for each additional word, 130 words maximum ( reduces to $225 for 50 
words, $1 for each additional word, three or more consecutive placements). Addi
tional charge for box around ad: $20 per insertion for situations wanted or help 
wanted, $50 per insertion-for sale or wanted to buy. Send copy and check made pay
able to American Land Title Association to Title News Marketplace, American Land Ti
tle Association, Suite 705, 1828 L Street, N. W, Washington, DC 20036. Responses to 
classified placements should be sent to same address unless otherwise specified in ad 
copy. 

Wanted 
Used micrographics and optical equipment. Top prices paid. Checks sent sight un
seen. Call 1-800-582-8818. Ask for Rich. 

For Sale 
Almost new Minolta RP603Z plain paper microfiche reader-printer , $7,500 new, ask
ing $3,250. Or, take over the 23 remaining lease payments of $231. Call Ed at (608) 
647-6336 days; (608) 583-2015 evenings and weekends. 

1997 CALENDAR OF 
MEETINGS 
(For the latest updates on ALTA meeting in
formation, visit the Association Home Page 
at http://www.alta.org) 

March 

17 ALTA Land Title Institute/New 
Jersey Land Title Association Re
gional Seminar, Sheraton Wood
bridge Place, Iselin, NJ 

April 

14-16 ALTA Mid-Year Convention, 
Hyatt Regency Cerromar Beach, San 
Juan, PR 

May 

5 ALTA Land Title Institute/Illinois 
Land Title Association Regional 
Seminar, Lisle-Naperville Hilton, 
Lisle, IL 

18-20 Second Annual Legal Sympo
sium/Title Counsel Meeting, Omni 
Royal Orleans, New Orleans 

19-21 Committee on Internal Audit
ing, Marriott's Reach Resort, Key 
West, FL 

September 

24-27 ALTA Annual Convention, 
Westin Seatt le Hotel, Seattle 
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Word Integration 
Added by SoftPro 

Microsoft Word integrat ion has been 
added, in addi tion to other enhancements, 
in two new programs recently announced 
by So ftPro Corporation. They are ProForm 
5.0 (c losing and title insurance) and Pro
Trax 2.0 (o rder tracking and manage
ment). 

Hannaford Saluted 
At 125-YearMark 

Family traditions extending th rough 
four generati ons of quali ty title work were 
saluted in local newspaper coverage of the 
! 25th anniversary of Hannaford Abstract 
and Title Company, Marion , KS. 

The article traces the beginn ing of the 
abstracter-agency organ izat ion back to 
1871. 

Monroe Acquires 
Abstract Concerns 

Monroe Titl e Insurance Corporati on 
and Central New York Abstract Corpora
tion have announced an agreement in prin
c i p I e concerning Monroe Title 's 
acquisition of the other named organiza
tion. The transaction is subject to contin
genc ies including approval from 
shareholders and the New York State Insu r
ance Department. 

In addi ti on , Monroe Title has an-

nounced an agreement with Tompkins and 
Watkins Abstract Corporation calling for a 
merger of their operations servicing Tomp
kins Cou nty . Th e new venture has been 
named Monroe-Tompkins-Watkins 
Agency, LLC, and is headquartered in Ith
aca. This transaction also is subject to con
tingencies in c lu ding state regulator 
approval. 

With headquarters in Rochester, Mon
roe has 19 fu ll serv ice and a network of 
agents and exami ning counsel throughout 
the state. 

Cen tra l New York Abstract is based in 
Utica , w ith o th er of fi ces in Oneida , 
Herkimer, Mad ison , Oswego and Cayuga 
counties. 
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IT'S BEEN 

A LONG 

JOURNEY. 

T~ANKFULLY, 

WE'VE 

HAD GOOD 
\ 

COMPANY. 
. · 1· 

.. { /,. 
''/ I 'v I 
I : 

.. 

_ ... - We've come a long way in 150 years. 

- By continually working to develop services 

.. 
that meet and anticipate the needs of our 

customers, we've grown from a small 

Chicago business to a nationally recognized 

leader in real estate and financial services . 

' 
Of course, we couldn't have made it 

f 

without the customers, employees and agents 

./ ' .... 

who have been there every step of the way. ~ 

./ 

At Chicago Title and Trust Company, we'd like to 

thank everyone who's helped us come this far. 

And we look forward to the journey ahead. 

-. ~· ' ~ 

@Chicago Tide and 1h1st Family of Companies 

www.ctt.com 
1847-1997: 

BUILDING 
FOR THE NEXT ., l' 

150 YERRS 

/ 
/, 

·~ 
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