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J.D. Power Reports:  
Mortgage Servicers’ Focus on At-Risk Customers Negatively Impacts Mortgage Experience of 
Majority of Other Borrowers 
 
Quicken Loans Ranks Highest in Primary Mortgage Servicer Satisfaction for a Second Consecutive 
Year  
 
WESTLAKE VILLAGE, Calif.: 30 July 2015 — In an industry that is highly regulated to protect 
consumer interest, mortgage servicers are spending a disproportionate amount of time and 
resources on at-risk customers, compared with customers who are current with their payment, 
adversely impacting satisfaction for the majority of their customers, according to the J.D. Power 
2015 U.S. Primary Mortgage Servicer Satisfaction StudySM released today. 
 
The study, which has been redesigned in 2015, measures customer satisfaction with the mortgage 
servicing experience in six factors: new customer orientation; billing and payment process; escrow 
account administration; interaction; mortgage fees; and communications. Satisfaction is calculated 
on a 1,000-point scale. 
 
At-risk customers—those currently behind in their mortgage payments or concerned about 
keeping current during the next year—represent only 15 percent of the survey respondent pool. 
Despite being a relatively small percentage of the total population, this group has been a primary 
focus of such regulatory agencies as the Consumer Financial Protection Bureau (CFPB) and the 
Government Sponsored Enterprises—Fannie Mae and Freddie Mac (GSEs)—that own or guarantee 
the majority of conforming home loans. Mortgage servicers consider their primary “customers” to 
be the owner of the loan (i.e., GSEs and Investors) rather than the end borrower, who has limited 
power to decide which mortgage company services their loan.   
 
“Bank mortgage servicers’ desire to retain and expand the broader relationship with the borrower 
has driven some improvement in customer service,” said Craig Martin, director of the mortgage 
practice at J.D. Power. “Non-bank servicers have had less business incentive to improve the 
experience as their focus is on keeping borrowers paying their mortgage, not on delivering a better 
relationship. As non-bank servicers have gained an increasingly larger share of the market, they 
have tended to apply policies geared toward at-risk customers that are designed to avoid legal or 
regulatory actions.”   
 
As a result of this polarity, there is a disproportionate amount of time and resources spent on at-
risk customers, which diverts efforts to help improve the experience for the majority of customers, 
such as website upgrades. Enhanced self-service capabilities can improve satisfaction and at the 
same time help reduce servicing costs. When customers are able to resolve an issue entirely on 
their servicer’s website, satisfaction is 765, compared with 650 when they are not able to 
completely resolve the matter online.   
 
Conversely, when customers aren’t able to resolve their issue completely via the website, 67 
percent ultimately turn to a live agent to resolve the issue, which increases both the cost and the 

http://www.jdpower.com/resource/us-primary-mortgage-servicer-satisfaction-study


negative impact on satisfaction. An additional 14 percent of customers give up trying to resolve 
their issue with the company altogether, which might give them the impetus to turn to the CFPB or 
other regulatory agencies.      
 
“A lot of time and resources have been spent on the live representative interaction to help 
distressed borrowers. While improvement is needed, the majority of mortgage customers haven’t 
seen a lot of meaningful changes in their experience,” said Martin. “Mortgage servicers must ensure 
that all customers’ concerns receive the appropriate attention in customer experience management 
decisions. For example, the typical mortgage servicing customer prefers to interact online, so a 
high-quality self-service website experience should be a priority, but it is often an afterthought.”  
 
Satisfaction with website interaction is 750, which is 86 points below the average score for website 
interaction in the J.D. Power 2015 U.S. Retail Banking Satisfaction StudySM and 75 points below 
average in the J.D. Power 2014 U.S. Credit Card Satisfaction Study.SM Quicken Loans, Inc. is an 
exception in the mortgage servicing industry with a website interaction satisfaction of 868.  More 
than one-fourth (26%) of mortgage customers indicate having had a sub-optimal self-service 
experience and having had to turn elsewhere for support, resulting in a 115-point decline in overall 
satisfaction.  
 
2015 U.S. Primary Mortgage Servicer Satisfaction Rankings 
Quicken Loans, Inc. ranks highest in primary mortgage servicer satisfaction for a second 
consecutive year, with a score of 834. Quicken Loans performs particularly well in all six factors. 
Citizens ranks second with a score of 768, followed by Capital One at 742. 
 

KEY FINDINGS 
 

 Overall customer satisfaction with mortgage servicers is 718. 
 Providing an outstanding mortgage servicing experience can generate high levels of advocacy 

and loyalty. The study finds that 85 percent of highly satisfied customers (overall satisfaction 
scores of 900 or higher) say they “definitely will” recommend their mortgage servicer and 74 
percent say they “definitely will” reuse their servicing provider for their next home purchase. 

 Among mortgage service customers who are highly satisfied, 14 percent are at-risk customers 
and 86 percent are customers who are current with their payment.  

 Nearly half (46%) of all customers indicate their mortgage servicer is not the company they 
originated the loan with. Among customers who have been transferred, 22 percent have been 
transferred at least two times. 

 Overall satisfaction among customers who have been transferred is 66 index points lower than 
among those who have not been transferred (682 vs. 748, respectively). Satisfaction among 
customers who have been transferred more than once is 646, which is 102 points lower than 
among those who are still with the same servicer.  

The 2015 U.S. Primary Mortgage Servicer Satisfaction Study is based on responses from 5,922 
customers who have had a mortgage on their primary residence for at least one year. The study was 
fielded in March through April 2015. 
 
Media Relations Contacts 
Jeff Perlman; Brandware Public Relations; Woodland Hills, Calif.; 818-317-3070; 
jperlman@brandwarepr.com 
John Tews; J.D. Power; Troy, Mich.; 248-680-6218; media.relations@jdpa.com 
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Year / Project / Study Name

Source: J.D. Power 2015 U.S. Primary Mortgage Servicer Satisfaction StudySM
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Charts and graphs extracted from this press release for use by the media must be accompanied by a statement identifying 
J.D. Power as the publisher and the study from which it originated as the source. Rankings are based on numerical scores, 
and not necessarily on statistical significance. No advertising or other promotional use can be made of the information in th is 
release or J.D. Power survey results without the express prior written consent of J.D. Power. 
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JDPower.com
Power Circle RatingsTM

for consumers:

Among the best
Better than most
About average
The rest

Power Circle Ratings LegendIncluded in the study but not ranked due to small sample size are Caliber Home 
Loans, EverBank Mortgage, Franklin American Mortgage, Freedom Mortgage Corp., 
and RoundPoint Mortgage Servicing. USAA and Navy Federal Credit Union are not 
ranked because they do not meet the study award criteria.

 


