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EDITOR’S
letter

Launching something new can, at best, be 
a little intimidating and at worst, become 
overwhelming. And when NACLB Founder 
Kris Roglieri and our publisher Lisa Rafter 
talked to me about a new magazine called 
The DealMaker, I was, admittedly, a little  
nervous. Launching a new print magazine?  
In 2019? Are you sure?
But for all that, I was also excited. Here was a chance to get in on the ground floor of 
a project, to help shape and develop a periodical from the very start, a chance I truly 
couldn’t pass up. And while we didn’t choose a particular theme for this first issue, 
new starts and beginnings seemed to have become the inadvertent topic of several of 
our features.

Joe Shaefer examines all the ways a broker can launch or build their business 
through an effective digital campaign. Terry Luker, on the other hand, advises new 
brokers that sometimes the best way to market yourself is through face-to-face 
networking and word of mouth. Looking at things from the lender’s perspective, Tom 
Zernick offers a documentation checklist to brokers to help build lasting relationships 
with their lenders. Tim Maloney and Jonathan Baldwin, last year’s NACLB Broker of 
the Year and Rookie of the Year, respectively, both talk about their beginnings in the 
business. And finally, Kris offers a brief history of the NACLB, along with hints as to 
where it will be headed.

In our sales and marketing column, The Softer Side of Sales, Alex Vasilakos examines 
the use of social media in marketing. In Brokers 101, Ben Looney begins the first of a 
multi-part series as he looks back on his first years in the industry. Ken Greene takes 
a deep dive into California licensing requirements for brokers in our legal column, 
Common Law. And Chris Hurn writes about why now might be the time to suggest clients 
take advantage of SBA 504 loans in our specialty lending column, Finding Your Niche.

They say a beginning is a very good place to start, so let’s start Volume One, Number 
One of The DealMaker off right. 

I can’t wait to continue this journey with you.

Sincerely,

Amanda Koprowski
Managing Editor
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founder’S
letter

When I launched the National Alliance of Commercial 
Loan Brokers in late 2014 and scheduled our very first 
conference in Las Vegas, most people thought my idea 
would never work (see my article on page 26 for the 
whole story). But I was committed to creating a venue 
where brokers and lenders from various commercial 
lending industries could come together. Five years later, 
the NACLB organization is thriving.  
To celebrate our success, our 5th Annual Conference & Exhibition is bringing it back to Las Vegas where it 
all started. We are also deepening our commitment to the attendees of our affiliation by publishing the 
very first periodical designed just for them, The DealMaker. 
We are thrilled that our annual conferences have become essential networking and educational tools 
for our attendees, but we also recognize that our affiliation has a real need to share relevant news and 
information throughout the year. 
The DealMaker is a natural extension of the NACLB’s commitment to our community. This quarterly print 
and digital magazine will include special features on relevant industry topics, exclusive broker profiles and 
news from our community, as well as regular columns on sales and marketing, broker basics, legal topics 
and finding your financial niche. We’re excited to provide our community with this resource!
We are also thrilled about what’s in store for this year’s conference. We have three days planned for 
brokers and lenders to achieve enormous growth opportunities. Our keynote speaker, best-selling author 
Robert J. O’Neill, is a former SEAL Team Six Leader who killed Osama bin Laden. You won’t want to miss his 
presentation. 
We’ve planned a full schedule of events, including a Direct Connect session, a marketing seminar and a 
panel on the state of lending today, plus opportunities to learn from successful brokers as well as various 
breakout sessions. This year’s networking sessions include our First Ever After Party and a Last Person 
Standing Poker Tournament, plus various cocktail receptions and coffee breaks. 
I can’t wait to hear your thoughts on The DealMaker, so be sure to say hello in Las Vegas!

Kris Roglieri
Founder
National Alliance of 
Commercial Loan Brokers
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2019newsmakers
OCTOBER 2019

INDUSTRY NEWS
Bibby US Tops $2.750MM in Recent  
Deals (9/18/19)
Bibby Financial Services US provided $2 
million to an Ohio-based manufacturing 
company and $750,000 to an Indiana 
staffing firm.
The Ohio company manufacturers de-
sulfation products that extend the life of 
vehicle batteries. Self-funded since its 
inception in 2015, the company landed 
a large ongoing contract with a tier-one 
supplier located in Sweden and needed 
external financing. Finding a lender proved 
challenging as the largest customer was 
foreign. The client received a quick deci-
sion from BFS on a $2 million ABL facility 
and is now in a position to keep up with 
its growth plans to expand.
The Indiana staffing business provides su-
pervisor level positions for the construc-
tion and maintenance of wind turbines. 
Its customers are primarily large blue-chip 
companies working on extended payment 
terms. Until recently, the company was 

funded by its parent company in the UK. 
As it finalized a few large contracts that 
put them on a quick growth trajectory, it 
secured a factoring facility to keep up with 
payroll and purchase equipment.
Bibby Financial Services’ other recent 
deals included:
• $1.85 million to a Canadian oilfield ser-
vices company
• $1 million to a U.S. staffing companies
• $500,000 to a Canadian transportation 
business
• $250,000 to a New York wholesale/distri-
bution company
Ellis Joins Crestmark as VP of Renewable 
Energy Division (9/19/19)
Crestmark appointed Jon Ellis vice pres-
ident, renewable energy. Based in North 
Carolina, he will report to Crestmark 
President Mick Goik.
“We welcome Jon to Crestmark and look 
forward to his expertise as we increase 
our focus on renewable energy finance,” 
said Goik. “With over $147 million in solar 

fundings in 2019, Crestmark has been 
actively providing financing to the solar 
industry through field equipment leases, 
sale/leaseback transactions, and long-
term debt through the USDA. Jon will part-
ner with Chris Soupal in our Government 
Guaranteed division, along with other 
divisions who are already lending into the 
renewable space – formalizing our initia-
tives within a division focused exclusively 
on growing this important segment across 
all renewable energy sectors including 
solar, wind, biomass, thermal, fuel cells 
and storage.”
“I am excited for the opportunity to 
grow the renewable energy group within 
Crestmark,” said Ellis. “With a singular fo-
cus on renewable energy, and Crestmark’s 
entrepreneurial spirit, extensive suite of 
loan products and services, strong balance 
sheet and competitive cost of capital, we 
will further leverage our position as a 
leader in the renewable energy market.”
Ellis comes to Crestmark with more than 
25 years of finance industry experience 
and a background in renewable energy. 
Most recently, he served as chief financial 
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officer and director of project finance for ReNew Petra 
Integrators. There, he led efforts to promote the strategic 
development for institutional tax equity and sponsor 
equity partnerships. He was also responsible for construc-
tion financing and traditional and USDA permanent debt 
solutions for solar and bioenergy projects.
Previously, Ellis served as project finance manager for 
SunEnergy1, chief operations officer and vice president/
regional correspondent lender for United Partners 
Bank, vice president/regional correspondent lender for 
Silverton Bank, chief financial officer for Overhead Door 
Company of Charlotte, vice president/commercial lending 
officer for Branch Banking and Trust Company and vice 
president/relationship manager for PNC Bank. He has 
also served as an independent contractor and financial 
consultant.
Mint Financial Group Doubles Staff to Accommodate 
Business Growth in Q2/2019 (9/16/19)
Mint Financial Group doubled its staff to strengthen its 
growing business and support the company’s motto to 
help more business owners.
Florida-based financial services company Mint Financial 
Group helps business owners avoid taking merchant cash 
advance loans at very high interest rates, which eventually 
can lead to bankruptcy. To help such businesses grow, 
Mint provides unsecured term loans, SBA options, as-
set-based leading, and equipment leasing. The company 
offers solutions to businesses to helpi them fix unhealthy 
financial situations and to support their expansion 
efforts.
Doubling Mint’s staff is a step that will enable the com-
pany to aid business owners in troubling situations with 
high interest debt in place. 
Feinberg, Murphy Launch Online Equipment Finance  
& Leasing School (8/2/19)
Josh Feinberg and Will Murphy, the founders of Everlasting 
Capital, a provider of growth capital and equipment 
financing to small and mid-size companies nationwide, 
developed a modern-day equipment finance and leasing 
online training course called EquipmentBrokerSchool.com.
Feinberg and Murphy commented, “This new venture 
centers around one of Everlasting Capital’s core values of 
continuous improvement. Improving ability to learn more 
and retain information is imperative for the industry. For 
us to compete and provide world-class service to our cus-
tomers, we recognize creating an online course is the sin-
gular best action we could take in helping others become 
the ultimate professionals and experts in their role.”
Equipment Broker School will focus on the $400 bil-
lion-dollar small ticket equipment finance and leasing 
market. It will be packed with strategy, tactics, coaching, 
training and personal development tools with the goal of 
increasing knowledge across the board.
Murphy added, “I look forward to helping others out there 
that are either currently in the business finance industry 
or action takers that are looking for a new opportunity to 
shine. At the end of the day, this training is taught for bro-
kers by brokers and is what we have used as a foundation 
to build our company.”
Maxim Commercial Capital Funds More than  
289 Businesses in H1/2019 (7/24/19)
Maxim Commercial Capital provided hard-asset secured 
financing to 289 small and mid-sized businesses during 
the first six months of 2019.
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Transactions funded by Maxim during the second quar-
ter included:
• Working capital for repeat borrower: a San Francisco-
based company under contract to sell a commercial 
property needed capital to relocate, build out newly 
leased premises and for working capital. Maxim funded 
$600,000 ($1.8 million total), with second liens on a 
commercial building and a 70-acre property with two 
houses as collateral.
• Additional financing for trucking company: an existing 
borrower which needed additional flatbed trailer and 
working capital to fulfill customer demand. Maxim 
funded $26,000 ($65,700 total), with two 1997 Reitnouer 
Flatbed Trailers, 2012 Freightliner Cascadia and a 2nd 
lien on single-family residence as collateral.
• Working capital for animal rehabilitation business: a 
business owner in Florida with challenged credit need-
ed funds quickly to continue pursuing growth opportu-
nities. Maxim funded $20,000, with a 2014 Kubota M7040 
and a 2014 John Deere 790 tractor with 200 loader 
attachment as collateral.
• First truck for start-up trucking company: a start-up 
trucking business owner without CDL needed financing 
for a first truck purchase. Maxim funded $52,596 (73% 
of purchase price), with a 2015 Kenworth T680 with 
455,000 miles as collateral and borrower’s CDL driver as 
guarantor.
North Mill Finances Over 60 Deals with Truckmaster 
Warranty (7/22/19)
Independent commercial equipment lessor North Mill 
Equipment Finance has financed year-to-date over 60 
Class 8 vehicles with an exclusive Truckmaster warranty 
included in the transactions, a bundled program first 
made available in 2019.
Developed by Specialty Administrative Services (SAS), 
Truckmaster is the company’s flagship warranty prod-
uct. Given the many day cabs, sleepers and vocational 
vehicles financed, SAS fashioned a Truckmaster warran-
ty specifically based on the needs of the customer and 
the underwriting guidelines set by North Mill.
“We recognize the many hurdles that truck drivers are 
currently facing,” said David Lee, chairman and CEO of 
North Mill. “A market notorious for its cyclicality is now 
plagued by falling spot rates and a glut in supply of 
both new and used vehicles. As a lender with a sizeable 
stake in the space, we want to help the independent 
driver sidestep any additional expenses brought on by 
circumstances they can’t control.”
According to Lee, when the Truckmaster program is 
added to the deal, a driver can choose a unit that’s 
older and has more miles accrued than would be 
allowable without the warranty based on North Mill’s 
asset specifications. For example, North Mill normal-
ly requires a Class 8 sleeper truck be no more than 
4 years old with an odometer reading not to exceed 
500,000 miles. Add in the Truckmaster warranty and the 
age climbs to 6 years and the mileage to 700,000.
“Our partnership with North Mill is a win-win for anyone 
looking to finance a truck and protect their livelihood 
and investment,” said Rob Davenport, SAS president. 
“North Mill’s dedication to helping its customers obtain 
the financing they need to operate, along with a high 
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Friday, October 4, 2019
7:00 Am
Sponsor/Exhibitor Booth  
Set Up  and Registration
Location: Registration Booth  
(Outside Of The Exhibit Hall)

11:00 Am
Registration & Sponsor/ 
Exhibitor Booth Set Up
Location: Registration Booth  
(Outside Of The Exhibit Hall)

1:00-3:00 Pm
Direct Connect
Location: 6th Avenue Capital Exhibit Hall

2:00 Pm
Marketing Seminar
Location: Casablanca— 
General Session Room

7:00-9:00 Pm
Opening Cocktail Reception  
for Brokers & Sponsors
• NACLB attendee badge required for entry
Location: Lotus Court

9:45 Pm
First Ever After Party
• NACLB attendee badge required for 
event entry
Location: Baraka Ballroom

Saturday, October 5, 2019
7:00 Am
Registration Opens
Location: Registration Booth

7:30-8:30 Am
Continental Breakfast And Networking
Location: 6th Avenue Capital Exhibit 
Hall Area

8:45-9:15 Am
Welcoming Remarks
Location: Casablanca— 
General Session Room

9:20-10:20 Am
General Session Panel: The State Of 
Lending Today
Location: Casablanca— 
General Session Room

11:00-11:55 Am
Breakout Sessions
Location: Various

12:00-12:50 Pm
Luncheon
Location: Casablanca— 
General Session Room

1:00-2:45 Pm
Main Conference Keynote
Location: Casablanca— 
General Session Room

3:30-4:25 Pm 
Breakout Sessions
Location: Various

6:30-8:30 Pm
Cocktail Reception For Brokers  
and Lenders
• NACLB attendee badge required for entry
Location: Nuala Pool

9:00 Pm
Last Person Standing Poker 
Tournament
• Please note, a seat at the tournament 
or a ticket to watch must be secured 
separately from your conference 
registration
Location: Baraka Ballroom

10:00 Pm
Cigars And Drinks
Location: Lotus Court

Sunday, October 3, 2019
7:00 Am
Registration Opens
Location: Registration Booth

7:30-8:30 Am
Continental Breakfast And Networking
Location: 6th Avenue Capital Exhibit Hall

9:00-9:45 Am
General Session: Morning Address-The 
Reporter’s Viewpoint
Location: Casablanca— 
General Session Ball Room

9:50-10:30 Am
General Session: Morning Address-
Learn From Successful Brokers
Location: Casablanca— 
General Session Room

11:00-11:55 Am
Breakout Sessions
Location: Various

12:00-1:30 Pm
Closing Lunch & Awards Assembly
Location: Casablanca— 
General Session Room

1:30-4:00 Pm
Conference Conclusion/Booth 
Breakdown
Location: Various

Naclb 2019 conference agendalevel of customer service not common 
in the industry, aligns perfectly with our 
core mission of putting the customer 
first and offering the most value-packed 
plans in the industry.”
In addition to augmenting North 
Mill’s standard asset guidelines, the 
Truckmaster warranty offers coverage 
for 24-months and 240,000 miles along 
with 24/7 roadside assistance. Moreover, 
the price of the warranty, which is add-
ed to the purchase price at zero markup 
for North Mill, can be financed as part 
of the deal.
Rainstar Capital Group Provides 
Working Capital to NJ Restaurant 
(7/16/19)
Rainstar Capital Group provided a mer-
chant cash advance to La Finca restau-
rant in Long Island, NY. La Finca needed 
working capital to make improvements 
on the appearance of the restaurant.
Rainstar Capital Group, led by CEO Kurt 
Nederveld, issued the following state-
ment: “We were pleased to have helped 
La Finca Restaurant find the financial 
solution they needed.”
Rainstar Capital Group’s Managing 
Director Robert Ferra, who assisted the 
client on the transaction, commented, 
“We were pleased to work with La Finca 
to identify how we could provide a 
working capital solution based on their 
current cashflow situation, so they could 
make the necessary improvements to 
the appearance of the restaurant.”
BFS Capital Appoints Kauber as Chief 
Technology Officer & Chief Product 
Officer (5/23/19)
BFS Capital appointed Fred Kauber chief 
technology officer and chief product of-
ficer. As a member of the management 
team reporting to CEO Mark Ruddock, 
Kauber will be responsible for leading a 
customer-focused product and technol-
ogy organization whose mission is to 
help BFS re-imagine financial services 
for small businesses.
Kauber brings more than two decades 
of experience in the financial services 
industry and has a strong track record 
of leadership in technology, product 
management, marketing and opera-
tions. Most recently, he served as chief 
technology officer and chief marketing 
officer at CAIS Group, a fintech market-
place platform, where he led platform 
development and corporate marketing 
initiatives.
“At BFS Capital, our mission is to 
leverage advanced technology and data 
science to unlock exciting new financial 
products and services for underserved 
small businesses, and I’m confident that 
Fred is the right person to advance both 
our vision and our capabilities in this 
regard,” said Ruddock.
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Prior to CAIS Group, Kauber was CTO at TRANZACT, where he launched au-
toinsurance.com and directhealth.com, both joint ventures with Walmart, 
and helped facilitate TRANZACT’s acquisition by White Mountain in 2014. 
He has also held C-level and senior leadership roles at Fortune 500 firms 
and entrepreneurial ventures in the financial services and technology 
industry, including Entitle Direct Group, First Data, Dun & Bradstreet and 
IBM. Kauber also teaches enterprise technology strategy as an adjunct 
professor in the graduate program of the NYU School of Professional 
Studies and mentors aspiring technology leaders and entrepreneurs in 
the NYU Future Labs and Columbia University Technology Management 
programs.
“Small business owners are increasingly seeking compelling and em-
powering digital experiences that can help them unlock access to critical 
financial services in an on-demand, personalized manner. I’m excited to 
join the BFS Capital team to help drive the technology and product trans-
formation that will position the company as an agile, innovative provider 
of financing as well as broader financial solutions,” said Fred Kauber, CTO 
and chief product officer, BFS Capital.
Visio Lending Participates in Fourth Rated Securitization of 100%  
Non-QM Rental Loans (5/21/19)
Visio was the sole originator of 100% of the single-asset rental loans 
included in Visio 2019-Trust’s issuance of six classes of mortgage-backed 
securities, including four investment grade classes rated by S&P Global. 
The transaction included 879 business-purpose investor loans originated 
by Visio and secured by single-family residential properties across the 
United States.
“Visio does one thing — finance our nation’s owners of single-family rent-
al, including vacation rental, properties,” said CEO Jeff Ball. “Our pipeline 

of loans and base of repeat customers continue to expand. 
To date, more than $500 million of our flagship Rental360 
loans have been securitized.”
“We continue to refine our Rental360 to match the needs of 
both our customers as well as mortgage-backed securities 
investors on Wall Street,” added CFO Bill Kerley. “For our 
customers, our objective is to provide a clearly-defined 
standard product that enables them to grow their rental 
portfolios; and for our investors, we want to deliver to them 
a consistent flow of high-performing loans that offer com-
pelling relative value.”
The loan balance included in this transaction was 
$172.8 million, making it Visio Lending’s second largest 
securitization.
Visio Lending Closes Record Setting $87.4MM in  
Q1/2019 (4/30/19)
After record-setting growth of nearly 85% in loan origina-
tions in 2018 and a rapid growth to an annual run rate in 
excess of $350 million, Visio Lending continued to scale in 
the first quarter of 2019, originating a new record of $87.4 
million. Visio has established itself as the nation’s leader 
in rental loans, offering innovative, single-family residential 
rental loan products in 38 states and Washington D.C.
“Visio stands alone as the only national lender focused 
exclusively on one thing — financing our nation’s owners of 
single-family rental and vacation rental properties. Rental 
investors’ financing needs are not the same as flippers 
or consumers. These investors need products tailored to 
meet their goal of building portfolios of stable, cash-flow-
ing rental properties,” said Visio CEO Jeff Ball. “At Visio, our 
entire organization, technology infrastructure and business 
processes are purpose-built to serve these investors who 
are providing our country with quality, affordable housing.”
“We’re vertically integrated and handle the transaction from 
beginning to end. We’ve developed a variety of internal 
applications to automate product pricing, valuation analy-
sis, underwriting and quality assurance,” said SVP of Loan 
Originations Ryan Painter. 
This unique model makes Visio’s process, fast, simple, and 
dependable for investors, and seamless for brokers to in-
corporate rental loans into their arsenal of loan products.
In the fall of 2016, Visio broke new ground on Wall Street, 
completing the first ever, investor only single-asset rental 
loan securitization. 
ConnectOne Bancorp Agrees to Strategic Acquisition  
of BoeFly (4/12/19)
ConnectOne Bank entered into an asset purchase and 
assumption agreement with BoeFly, a New York City-based, 
privately held company, whose online business lending 
marketplace and suite of technology products specializes 
in connecting franchisors, small business owners, lenders 
and professional loan brokers across the United States.
Michael Rozman, co-founder and CEO of BoeFly, will be 
joining ConnectOne as president of ConnectOne’s BoeFly 
Division together with BoeFly’s current employees. BoeFly 
will continue to operate within ConnectOne as an indepen-
dent brand and the company is committed to maintaining 
and building upon the business model and relationships 
that have supported its success. BoeFly’s proprietary lend-
ing marketplace utilizes dynamic compatibility technology 
to connect franchisees and small business owners seeking 
financing to funding sources. 
BoeFly has supported franchisees from more than 600 
unique franchise brands with proven tools like bVerify 
which top brands use to diligence franchise applicants and 
the patented bQual to assist current and future franchisees 
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seeking financing education. Franchisees 
who utilize bQual receive real-time access 
to their credit scores including the SBSS 
score required by all SBA lenders and an 
online financial education tool increasing 
their likelihood of success.
Utilizing a diverse base of participating 
banks and finance companies, BoeFly’s 
online lending platform has supported 
more than $5 billion of financing transac-
tions including franchise financing, small 
business loans, loan sales and commercial 
financing, while also generating revenue 
through referral fees and subscription 
fees from its network of lenders, franchi-
sors, loan brokers and borrowers.
“Similar to ConnectOne, BoeFly is built on 
a mission of offering frictionless, efficient 
solutions for small to midsized business-
es, and this partnership represents a 
unique opportunity to leverage the digital 
foundation we have built. In addition, 
the transaction provides ConnectOne an 
avenue to expand and diversify nonin-
terest income, while also enhancing our 
recently established SBA line of business. 
Given these synergies, the addition of 
BoeFly’s innovative online platform and 
entrepreneurial team are a natural fit 
for ConnectOne,” said Frank Sorrentino, 
ConnectOne’s chairman and CEO.
Rozman commented, “We’re honored to 
join the ConnectOne team and are excited 
that our unparalleled relationships with 
a diverse group of lending institutions, 
commercial lenders, franchisors and 
professional loan brokers will remain 
intact. ConnectOne’s management team 
has demonstrated the ability to build a 
high-performing, growth company and we 
look forward to leveraging their experi-
ence as we continue to invest in mar-
ket-leading solutions for our clients.”
The acquisition of BoeFly is subject to 
customary closing conditions and closing 
is expected to occur in the second quarter 
of 2019. Notwithstanding the notable 
strategic benefits of the acquisition and 
expansion of ConnectOne’s digital strat-
egy, the company expects the acquisition 
to have no material impact on its 2019 
financial results.
Freeman Joins Maxim Commercial  
Capital (4/3/19)
Dana Freeman joined Maxim Commercial 
Capital as director of Broker Relations. 
Freeman will manage relationships with 
finance brokers nationwide, facilitating 
hard asset-secured financing in amounts 
up to $3 million for their clients.
He will also on-board new broker rela-
tionships, provide on-going education 
about Maxim’s finance programs, screen 
prospective lending opportunities and as-
sist with deal structuring and the contract 
closing processes.
“We are very excited to have Dana on our 
team,” said Michael Kianmahd, executive 

vice president at Maxim. “His many years 
of experience originating equipment 
financing through a network of finance 
brokers, combined with his entrepreneur-
ial successes, make him a perfect fit for 
Maxim.”
Freeman began his career at a national 
equipment leasing company in business 
origination. He then opened a regional 
office for an equipment finance compa-
ny, including the recruiting, hiring and 
training of sales representatives. Outside 
of direct lending, Freeman founded and 
operated a web development company 
serving finance companies and other 
industries.

PIRS Capital Secures $15M in Financing 
Following a Year of Record Growth 
(3/26/19)
PIRS Capital, a fintech alternative lender 
specializing in merchant cash advances, 
secured an increase of $15 million to their 
existing credit facility from an institution 
specializing in providing working capital to 
high growth companies. PIRS Capital ob-
tained the initial facility in February 2018.
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Marketing at PIRS Capital. “We are already 
seeing an increase in demand this year 
and are projecting a 33% increase in appli-
cations. We’re expecting 2019 to be our 
biggest year yet!”
Fountainhead Commercial Capital to Offer 
SBA 7(a) Small Business Loans (2/13/19)
Fountainhead Commercial Capital will 
begin offering U.S. Small Business 
Administration (SBA) 7(a) Program loans 
to small businesses throughout the U.S. 
Fountainhead’s acquisition of a Small 
Business Lending Company (SBLC) 7(a) 
Loan Program license from American 
Business Lending recently received final 
approval from SBA. Only 14 of these 
licenses were created by SBA beginning 
in the mid-1970s, and Fountainhead holds 
one of the few in the Southeast.
Best known for leadership in the SBA 504 
Loan Program, Fountainhead will now 
expand its mandate and offer loans to 
small business owners for working capital, 
business acquisitions, partner buyouts, 
equipment, furniture and fixtures, startup 
capital, and debt refinancing, among other 
business purposes.
“After years of championing the SBA 504 
loan program, we are pleased to expand 
our financing influence by acquiring an 
SBLC license for the 7(a) Loan Program,” 
said Chris Hurn, CEO of Fountainhead. 
“We view this acquisition as a natural 
evolution for our company and will offer 
tremendous benefits for the entrepre-
neurs and ‘Main Street’ businesses that 
we serve.”
With the acquisition of this license 
through its affiliate Fountainhead SBF, the 
company will offer SBA 7(a) loans from 
$200,000 to $5 million nationwide. An SBA 
7(a) loan is a general-purpose loan backed 
by SBA for up to 85% of the loan’s value. 
The SBA does not lend directly to small 
businesses. Banks and other commercial 
lenders provide funding for these loans, 
while SBA guarantees a portion of the 
loan. SBA 7(a) loan terms are typically 
longer than conventional bank financing, 
require less equity injections (down pay-
ments), and are more flexible with fewer 
loan covenants. The 7(a) program is widely 
regarded as the SBA’s flagship lending 
program and funded more than $25 billion 
of loans during the last fiscal year.
ValueXpress Arranges $8.2MM CMBS 
Conduit Loan for Purchase of Hilton 
Garden Inn (2/9/19)
ValueXpress obtained an $8.2 million 
CMBS conduit loan for the purchase of 
a 102-room Hilton Garden Inn located 
in Killen, TX, the home of Fort Hood. 
The purchaser, Vui Li, will complete a 
change-of-ownership property improve-
ment plan (PIP) in conjunction with a new 
15-year franchise agreement with Hilton 
Worldwide. The seller, Sam Patel, has been 
engaged to manage the property for Vui Li.

This latest round of financing comes on 
the heels of a record-breaking year for 
PIRS Capital. The company achieved un-
paralleled results which included a record 
year of revenue growth, significant up-
grades to their technology and advance-
ments to their credit scoring models.
“Thanks to our incredible team, 2018 
was a breakout year for us,” said Andrew 
Mallinger, COO of PIRS Capital. “We almost 
doubled revenue, funded 40% more small 

businesses and delivered cutting edge in-
novations to both our partners and clients.”
PIRS Capital’s ongoing momentum speaks 
to the power of being a direct lender who 
is focused on building genuine relation-
ships with their customers by making 
smart, technology-enabled funding 
decisions. “In an industry with a mixed 
reputation, small business owners are not 
just looking for the best offers available, 
but for a partner who cares about the 
success and well-being of their business,” 
added Mallinger.
“The immense growth that we’ve been 
able to achieve in the past year is a testa-
ment to the huge increase in demand for 
our services,” said Faisal Khan, director of 
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Fort Hood is the most populated U.S. 
Army installation in the world. With 
more than 45,000 soldiers and 9,000 
civilian employees, there is significant 
hotel demand.
“The relationship with ValueXpress and 
the seller, Sam Patel, dates back to 
2000 when we provided a CMBS conduit 
loan for Sam’s Hampton Inn in Killeen,” 
commented Michael Sneden, execu-
tive vice president at ValueXpress. “We 
refinanced the Hampton Inn in 2011, 
so when it came time to sell his Hilton 
Garden Inn, he contacted ValueXpress 
on behalf of the seller, knowing we 
would get the deal done.”
“The transaction was part of a tax-de-
ferred 1031 exchange,” said Jay Bhakta, 
who originated the loan for ValueXpress. 
“So, we were under a time constraint to 
get the deal closed before the expira-
tion of the exchange period, which was 
complicated by a mold issue that arose 
during the loan underwriting.”
The property condition assessment 
noted evidence of mold on the exterior 
walls of the property and on adjacent 
interior walls. A mold investigation 
was performed that resulted in a very 
large estimate for remediation costs. 
ValueXpress hired mold experts to 
develop a more cost-effective solution. 
In addition, ValueXpress, at no charge, 
will work with Patel and Li post-closing 
to get the remediation completed and 
funds released from escrow to pay for 
the work. 
Kennedy Funding Closes $1.35 Million 
Loan for Apartment Building in Boynton 
Beach, FL (1/24/19)
Direct private lender Kennedy Funding 
closed a $1.35 million loan for Boynton 
Beach, FL-based Suncoast Boynton 
Realty. The short-term loan was funded 
at an 8% interest rate. The borrower 
will use the loan proceeds for working 
capital for a 12-unit apartment building 
in the rapidly-growing coastal city.
“Boynton Beach is part of the thriving 
metropolis in Florida with a growing 
population, so the combination of 
strong housing demand and steady eco-
nomic growth spelled success for this 
project,” said Kevin Wolfer, president 
and CEO, Kennedy Funding.
The borrower purchased the building 
for $685,000 in 2013 and spent $150,000 
renovating the units, including upgrades 
to plumbing and electrical. The building 
is currently fully occupied, generating 
gross rents of $100,800 per year.
“It can take months to secure a loan 
with a traditional funding institution, 
but with Kennedy Funding, our borrow-
er could access the necessary capital 
quickly, without sitting around and 
waiting for a decision,” Wolfer said

October 27-29, 2019
Equipment Leasing and  
Finance Foundation
58th Annual Convention
Washington, D.C.
202-238-3400
elfaonline.org

October 28-30, 2019
National Association of 
Government Guaranteed Lenders
Annual Conference
New Orleans, LA
405-377-4022
naggl.org

November 6, 2019
Monitor
Industry Disruption Conference
Philadelphia, PA
484-253-2517
monitordaily.com

November 12-13, 2019
Information Management Network 
Residential Mortgage Servicing 
Rights Forum
Los Angeles, CA
212-901-0506
imn.org

November 13, 2019
Marine Money
Ship Finance Forum 2019
New York, NY
203-406-0106
marinemoney.com

November 20, 2019
Information Management Network 
ABS Tech Conference
New York NY
212-901-0506
imn.org

March 12, 2020
Information Management Network 
Investors’ Conference on CRE CLOs
New York, NY
212-901-0506
imn.org

March 25, 2020
Information Management Network 
& Equipment Leasing and Finance 
Foundation
Investors’ Conference on 
Equipment Finance
New York, NY
212-901-0506
imn.org

March 25-27, 2020
National Equipment  
Finance Association
National Equipment Finance 
Summit
San Antonio, TX
847-380-5050 
nefassociation.org

Located one hour north of Miami, Boynton 
Beach ranked #12 on Forbes’ 2018 list of 
America’s Fastest Growing Cities. Home to 
close to 74,000 people, the 16.5-square-
mile city is known for its pristine beach-
es; for deep-sea diving, golf, and other 
outdoor recreation; and for its parks and 
conservation areas. The coastal city offers 
easy access to U.S. Route 1, Interstate 95, 
and public transportation to other major 
area cities.

“Boynton Beach and the West Palm Beach 
metro are growing, and with growth comes 
increased demand for housing,” Wolfer 
said. “Our flexible lending parameters 
allowed us to take this growth into consid-
eration, instead of being chained to stiff 
guidelines like a traditional lender would 
be.”  n
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NACLBCONFERENCE 
FUNFACTS

$53 million
WORTH OF TERM SHEETS THAT WERE 
ISSUED BY THE LENDERS THAT ATTENDED THE 
2018 NACLB CONFERENCE

MOST COVETED 
GOLD SPONSORSHIP

Gold Package 2:  
WiFi Sponsorship

ONE
# of staff injuries per year 

104: TABLE/SPONSORSHIPS SOLD IN 2018 

MOST COVETED 
PLATINUM SPONSORSHIP

Platinum Package 1:  
Main Cocktail Event 
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NY, FL, TX
STATES WITH THE HIGHEST 
# OF ATTENDEES IN 2018

12
800

Number of attendees at  
2018 NACLB Conference

89%
Percentage of brokers that at-
tended the 2018 conference with 
transactions ready to preview with 
sponsors

BEST BROKER PROGRAM 2018: 
RCN CAPITAL

# OF COMPANIES WHO 
SPONSORED ALL FIVE NACLB 
CONFERENCES
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the conversion stage. Finance Company 
‘A’ basically gave Finance Company ‘B’ a 
prospect. 

Before the Customer Journey  
Can Be a Factor
Here’s where the conversation needs to 
jump ahead of the awareness stage and 
focus on the remaining stages. In oth-
er words, the discovery phase must be 
addressed because the number of choices 
out there can be overwhelming. 
Your finance company brand needs to be 
easily found, valuable and usable at the 
very inception of the discovery process. 
Your company needs to be discovered 
before your competition in the very early 
stages of the vetting/evaluation period. 
But how? Let’s take the five major areas of 
opportunity and list key elements of each. 
Addressing and expertly crafting these 
areas will help you truly compete in 2020 
and beyond. 

Website Design & Development
Your website can often be the first impres-
sion for a customer, so these basic rules 
are important to keep in mind:

• The site must be on a secure domain 
(HTTPS)
• The site must be responsive
• The site’s UX (user experience) must 
be stellar
• The hierarchy of information catego-
rization must be logical and helpful 
(the fewer clicks, the better)
• The more diverse types of content, 
the better

Nowadays, most customers 
expect a business to have an 
online presence of some sort, 
and financial services are no 
exception. Joe Schaefer breaks 
down the best ways to get 
both your name out there and 
convert leads into customers 
through the use of strategic 
digital marketing.

The Customer Journey
According to Google, the customer journey 
goes like this: 
Awareness -> Discovery -> Reputation -> 
Conversion -> Further Engagement
Let’s break it down: 
Awareness: The customer becomes 
cognizant that he/she has a need for 
something
Discovery: The customer discovers a brand 
and begins the vetting process
Reputation: The vetting process leans 
heavily on reviews and the experiences of 
others
Conversion: So long as the reputation 
piece of the conversion pie is acceptable, 
the customer turns from visitor into lead 
(and eventually a sale)
Further Engagement: Now, the company 
must stay top of mind with the custom-
er. And the nature of the experience will 
dictate whether the customer continues to 
advocate for the brand via mentions, links 
and reviews. 

Where is the Danger in the Customer 
Journey?
Let’s say there is Finance Company ‘A’ and 
Finance Company ‘B’. During the custom-
er journey for Finance Company ‘A’, the 
customer gets to the reputation stage 
and finds either negative experiences by 
others or no reputation signals at all. In 
this case, the process starts again at the 
discovery stage, and the customer finds 
Finance Company ‘B’. However, more often 
than not, the reputation stage for Finance 
Company ‘B’ has far less influence and 
typically, the customer jumps right to 

Long before the Internet, marketing and 
advertising had very specific goals. While 
your definition(s) may vary, it’s hard to ar-
gue against a singular core marketing and 
advertising value: to acquire and retain 
customers. 
The goals for marketing and advertising 
are much the same as they were 100 years 
ago. The only major difference is the plat-
forms. So, while the old challenge used 
to be to have an online presence, today’s 
customer expects you to have one. Thus, 
the new challenge is for businesses to 
win the hearts and minds of potential and 
existing customers. 
Why is that so? Quite simply, whether we 
are all conscious of it or not, we are suffo-
cated by the sheer number of choices out 
there. Financial companies, products and 
services are no exception. 
Today businesses either harness the 
power of technology or the technology is 
going to choose for them. For the sake of 
the moment, if your finance business is 
not fully embracing digital, guess who is: 
your competitors. 

How to Build an Effective Digital Marketing Campaign
By Joe Schaefer

MAKING THE 
INTERNET  
WORK FOR YOU
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• From a technical standpoint, the site 
needs to be optimized for UX, but also 
in a manner that is expected by the 
major search engines

Brand & Branding
Think of the descriptors/characteris-
tics you’d want customers to use when 
describing your business, such as honest, 
trustworthy and valued. That’s your brand.
Your actual “branding” is your logo, service 
mark and color schemes. And the general 
idea is for your customers to think of the 
above descriptors when they see your 
brand.
Now, scour the Internet for your brand’s 
digital footprint. If anywhere within that 
footprint you have issues, mistakes, poor 
reviews, etc., your brand is suffering.

SEO | Search Engine Optimization
Don’t simply focus on the keywords you 
think people will search, focus on those 
with actual search volume and the correct 
intent. For example, wanting to rank just 
for ‘factoring’ is short-sighted. The search 
intent for factoring tends to turn up far 
more math-related topics, whereas ‘ac-
counts receivable factoring’ is more likely 
a better/more targeted phrase.
Remember: SEO is not about sending 
more traffic on its own as traffic is mean-
ingless without conversions. The job of 
SEO is two-fold: to get you found and to 
strongly encourage conversions.

Digital Paid Advertising
Paid advertising doesn’t end with search 
result test ads. Focus on retargeting (re-
marketing) and paid social media.

Social Media Marketing
While social media may not be the hottest 
platform for conversions, it’s most certain-
ly a piece of the overall ‘evaluation’ puzzle.
Secure high-value social profiles. This is 
pro-active reputation management so that 
no other person(s) can secure your brand 
name.
Additionally, keep your high-value social 
platforms full of quality content. Think of 
content as fire, with persistent and recent 
posts as gasoline.

Email Marketing
For email, personalization is highly valued, 
with segmentation based on customer 
behavior acting as an elevated form of 
personalization.
Emails are also easily shared, with cus-
tomers essentially marketing for you, so 
be sure that your content speaks directly 
to them and is of high quality and value.

Content & Content Marketing
Think of the 4-1-1 Rule: For every 6 pieces 
of content, four of them should be helpful, 
educational, and valued (not sales-driv-
en), one should be a softer sell, and one 
should be a harder promotional sales 
piece. At the end of the day, none of your 
messaging or content is about you. It’s 
about the user/customer. 

What Makes People Buy?
Let’s define how people move from simply 
identifying needs and motivations to act-
ing in order to make a purchase of a prod-
uct or service in order to fulfill a need. The 
definition is a 4-part process: 
Identifying a need: It begins with recogniz-
ing a need. Let’s use a need for business 
capital as our example. 
Feeling tension: Being in need of business 
capital can cause an inherent tension or 
discomfort that businesses owners are 
motivated to fulfill. If a business owner 
needs financing, he or she starts evaluat-
ing those options.
Identifying a goal: This motivation 
translates into desire, likely for meeting a 
specific goal focused on a product/service 
category (e.g., loans, bank loans, business 
loans) or a specific product (e.g., lines of 
credit, accounts receivable financing, SBA 
loans).
Taking action: The goal is achieved 
through behavior that satisfies the original 
need and thus reduces the tension. In this 
example, perhaps an individual fulfilled 
his or her need by searching online for a 
business financing company that focuses 
on factoring invoices. 
The business owner’s marketing team 
would need to understand the above for 
the following reasons: 

• For the development of marketing 
communications that convey a func-
tional value proposition that is aligned 
with fulfilling the need of the business 
owner
• For the timely launch of those mar-
keting communications so that their 
audience can find and consume those 
messages quickly and before the audi-
ence finds the competition 
• For the development of new content, 
platform profiles and communication 
assets that can assist in quicker dis-
covery as well as better ways to meet 
audiences’ goals.

Working Backwards: A Meaningful 
Marketing Outline 
To build a working marketing plan, devel-
op content and tactics, as well as identify 
platforms and tools, be sure to ask your-
self the following:

Brand Identity: Who are we? Why do we 
exist? 
Target Market: What are key customer 
needs? What is our buyer’s persona?
Product/Service: What is it? How does it 
satisfy a need or solve a problem? Does it 
match our company identity?
Situation Analysis: What are key environ-
mental factors? What are the opportuni-
ties? Where are the threats?
Product/Market Objectives: What do we 
plan to accomplish with the product/mar-
ket combination in the next 12 months?
Positioning Statement: How do I fill in 
the blanks of the following: “For (target 
audience), product/service is (concise de-
scription). It is ideal for (best application) 
because (primary benefit)”?
Your Marketing Tools: For my business, 
how can I use the following: products, 
prices, places, people, physical evidence, 
processes or promotions?
Customer Assessment: How will we 
know we are satisfying our custom-
er needs? How will we track customer 
loyalty and positive word-of-mouth and 
word-of-mouse?

Wrap Up
Just having a great product isn’t enough. 
Many activities outside of developing a 
great product must occur in order for a 
product or service to succeed in the mar-
ketplace. Marketing is, therefore, a strate-
gic function inside a company that reflects 
what truly matters to everyone outside of 
the company — your customers. n
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NEVER EAT 
LUNCH ALONE
THE ART OF NETWORKING
By Terry Luker

Meeting new people can be a struggle, even at business 
events structured to facilitate networking. However, 
practicing networking skills, even during lunch breaks, can 
pay dividends down the line as new contacts can lead to 
new referrals and bigger, better deals. 

I stopped to get gas one morning and noticed that 
an older gentleman appeared to be struggling with 
the card reader at his pump. After a minute or two, 
I stepped over to see if I could help him. He said 
the machine wasn’t reading his card. We quickly 
figured it out and then had a great conversation. He 
commented on how much he liked my truck, I told 
him the best thing about the truck was that it was 
paid for!
I enjoy meeting people. Indeed, engaging with others 
is how I continue to grow and refine my skills in 
networking. Walking into a “cold call conversation” is 
never easy. I obviously didn’t have an appointment 
with the man at the gas station and we had never 
met before. But this was an opportunity to help 
and to learn. Similarly, cold calls can be a valuable 
learning tool.
I will admit that many of us (myself included) 
struggle when we are in conversations with someone 
we are meeting for the first time. This is especially 
true if we were not invited to have the conversation. 
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But if you want to refine your networking 
skills, you can benefit greatly from these 
types of meetings and exchanges.
Networking is an art and an essential tool 
to building your business. Networking 
events are where you can find a treasure 
trove of people to network with and to 
grow your business.
And yet, many are not comfortable with 
meeting new people at these types of 
structured business affairs. 
The best advertising for your business is 
always word of mouth. When people are 
referred to you by someone whom they 
know, usually there are no walls built up 
around them. They are more willing to lis-
ten to your solutions and to engage your 
services if someone has put their stamp of 
approval on you and your firm.
I am not saying that you must attend 
every after-work event or every breakfast 
networking club out there. You should 
look at the events and see who might be 
attending - decide if there are synergies 
that would be mutually beneficial. For in-
stance, at ACS, we don’t provide consumer 
lending, so groups that are focused on 
business to consumer relationships do 
not really provide any opportunities for 
us. Meetings that are business to busi-
ness, however, can have great value.
We’re attending this year’s NACLB 
Conference in Las Vegas. I have had more 
than one individual ask me why we would 
still attend the conference with the suc-
cess that we’ve had at ACS. To me, it’s a no 
brainer. We get to meet with people from 
all walks of life who work in the same in-
dustry. We get to network with like-mind-
ed people who have different ideas and 
different approaches to what we do for a 
living. It is a great opportunity for us to 
network and to build relationships that 
can last forever. These types of events are 
paramount to building a successful net-
work of people who can assist in growing 

your business. The ideas generated and 
the seeds of growth that can be planted 
are just too valuable to pass up.
Another optimal networking opportunity 
for me is lunch time. I really don’t like to 
eat alone, so most days I make it a point 
to have a lunch meeting with someone. I 
look for someone whose business I can 
add value to, someone I can learn from or 
someone who can add value to my busi-
ness. I encourage our team to have lunch 
meetings and coffee with people who 
can grow their business. One of our staff 
members is a former professional golfer. 
While he’s giving game pointers on the 
golf course, he’s also conducting meetings. 
Do you think that someone he helps with 
their golf swing is not going to remember 
him or want to do business with him? He 
must be doing a good job on the links, 
because he continues to bring in business 
from his network.
Getting back to lunch networking, don’t 
limit your lunch appointments to just 
your industry. Step outside of your typical 
network and learn about other industries. 
In our business, the saying is that you can 
get a meeting with almost any banker if 
you offer to buy lunch. When I started ACS, 
I certainly found this to be true most of 
the time. I had over 200 lunches, break-
fast and coffee meetings with banks and 
lenders. Many of those meetings never 
went anywhere and we didn’t end up 
doing any business together. However, in 
every meeting, I learned something about 
their bank or employer. I learned some-
thing about each individual that I would 
not have known otherwise. I learned who 
not to do business with and I learned who 
I really wanted to do business with. 
I believe networking is an art. The biggest 
card you must play in networking is simply 
being yourself. My staff teases me all the 
time that every piece of clothing I own 
has a University of Alabama logo on it! 
Recently I was on a business trip with my 

family. We were standing in the middle of 
Times Square in New York City and yes, I 
was wearing a University of Alabama polo 
shirt. Two gentlemen approached me and 
said, “Roll Tide!” So off we went into a 
conversation that eventually led to the 
topic of commercial lending. One of them 
was part of a large credit union group that 
had a lot of money on deposit and was 
looking to get into the commercial lending 
business. I hope to meet with him and his 
CEO later this year.
If you want to successfully grow and 
expand your business, you must learn 
to be great at networking. Networking 
will bring you more business via word of 
mouth than any other possible source 
of business. You will also find that if you 
are successful at networking and building 
a great networking group, the business 
generated – the referrals that you will 
receive – will be the most profitable deals. 
There is generally no monetary cost to 
networking. There may be some member-
ship dues and lunches, but you are not 
paying for leads that may or may not work. 
If a referral comes to you through your 
network, they will usually already trust 
you and believe you are the expert. This 
confidence is why their friends, family or 
business associates sent them to you in 
the first place. Become a great networker 
and watch your business explode! n
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released in October 2019.

Terry Luker
Founder and Senior Partner

Alternative Capital  
Funding Solutions

 I enjoy meeting people. 
Indeed, engaging with others is 
how I continue to grow and refine 
my skills in networking. Walking 
into a “cold call conversation” is 
never easy.   
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LENDER ETIQUETTE 
PROVIDING THE APPROPRIATE LOAN DOCUMENTATION 
By Tom Zernick

Both loan brokers and lenders benefit when lenders can make a timely assessment of borrower 
creditworthiness after a loan application has been submitted. Tom Zernick offers brokers a handy 
checklist to ensure they include all the documentation lenders will need in order to assess a potential 
loan and provide approval as quickly as possible.

Any negative information that could have 
an adverse impact on loan approval 
should also be explained in as much de-
tail as possible. This detail allows lenders 
to evaluate whether negative trends or 
credit problems are likely to continue 
and will have an adverse impact on the 
borrower’s repayment abilities. 

Working Capital Loans
Working capital loans provide business 
owners with access to the funds they 
need to overcome short-term cash-
flow issues and/or to fund expansions. 
Documentation must be sufficient for 
lenders to determine that the working 
capital loan will achieve important busi-
ness objectives and for lenders to assess 
the likelihood the loan will enable the 
company to become or remain profitable 
enough to fund timely repayment.
Some of the documentation required to 
make this assessment includes:

• A detailed description regarding what 
the proceeds of the loans will be used 
for. This should specify the actual use 
of funds, rather than simply saying 
“marketing or hiring”
• Information on why the borrowers 
need the requested amount of working 
capital, including whether there is a 
defined need 

Both loan brokers and lenders benefit 
when lenders can make a timely assess-
ment of borrower creditworthiness after 
a loan application has been submitted. If 
brokers can submit loan packages with the 
requisite documentation included in the 
initial loan submission package, lend-
ers will be empowered to make a timely 
assessments of loan eligibility and loans 
will be decisioned faster. Loan brokers 
can effortlessly increase loan volume by 
avoiding a back-and-forth exchange, and 
lenders can reduce the time it takes for 
borrowers to close on loans. 
To ensure all required documentation is 
included in the initial loan package, loan 
brokers must understand the specifics of 
the documentation that lenders require. 
This documentation can vary depending 
on the purpose of the business loan. 
This guide provides details on required 
documentation for the most common 
types of SBA loans so brokers can ensure 
they are providing all the necessary pa-
perwork for each loan type. 

Loan Requests
There are certain types of documenta-
tion that lenders require for all business 
loans to be evaluated. This information is 
necessary for lenders to evaluate both the 

creditworthiness of the owner/borrowers, 
as well as the projected profitability of 
the business and the likelihood of loan 
repayment. 
Requisite information includes:

• Details on the history and nature of 
the business
• A statement detailing the purpose of 
the loan request
• Three years of personal tax returns 
provided by the business owner(s)
• Three years of corporate tax returns 
from companies that are not startup 
enterprises
• Personal financial statements, which 
should be included on the personal 
financial statement form provided by 
the Small Business Administration
• A self-sourced, soft-pull credit score
• An explanation for any derogatory 
credit items
• An explanation for declining revenue 
trends
• Details about any changes in the 
company’s business model

The loan documentation should provide 
strong insight into how long the company 
has been operational, profits and losses 
incurred, future profitability, and the credit-
worthiness of the business and its owners. 
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Brokers should ensure that business 
owners respond with the requisite level of 
specificity so lenders can assess whether 
there is a genuine need for working capi-
tal and whether the return-on-capital will 
generate the revenue necessary to repay 
borrowed funds. 

Debt Refinance Loans
Refinancing existing debt can be one of 
the most effective uses for a business 
loan if borrowers are able to significantly 
reduce the cost of capital. However, not all 
loans can be repaid by a refinance loan, 
and not all refinance loans will generate 
an appropriate level of interest savings to 
justify borrowing. Documentation should 
be provided both to ensure that debt 
scheduled to be refinanced is eligible and 
to ensure that there will be sufficient capi-
tal available for loan repayment.
Some of the documents that are neces-
sary for lenders to determine whether to 
grant a debt refinance loan includes:

• A promissory note of the debt the 
borrower seeks to refinance in order to 
ensure the loan is eligible
• If unsecured working capital debts 
are being refinanced, the would-be 
borrower will also need to include 
documentation on why the debt was 
incurred

It is imperative that would-be borrowers 
demonstrate that debt to be refinanced 
was acquired for legitimate business pur-
poses and that the credit already extend-
ed has helped the business to produce 
revenue necessary for repayment. 

Loans for a Commercial Real 
Estate Purchase
Commercial real estate loans require 
lenders be provided with sufficient details 
about the property being acquired to 
ensure it is suitable for the intended 
commercial purpose. Lenders must also 
be able to assess the total cost of the 
real estate acquisition to determine the 
likelihood the purchasing organization will 
be able to repay the loan. 
Some of the documentation required to 
make this assessment will include:

• A purchase contract or letter of intent 
detailing the terms of the commercial 
real estate transaction
• Documentation demonstrating that 
the square footage of the location 
being purchased is adequate to ac-
commodate the purchasing business, 
as compared to their current leasehold 
space

Would-be borrowers should provide de-
tails on their existing leasehold necessary 
to demonstrate the suitability of the new 
commercial space for ongoing business 
operations. Lenders must also be informed 
of the purchase price and terms of the real 
estate acquisition, including the projected 
value of the property being acquired. 

Loans Supporting Business 
Acquisitions
When a loan is provided to acquire a 
business, lenders require documenta-
tion necessary to evaluate whether the 
transition in ownership will be successful 
and whether the acquired business will 
generate sufficient revenue to make loan 
repayment possible. 
Requisite information for lenders to make 
this evaluation will include:

• Details on why the seller is selling 
the business
• Three years of corporate tax returns 
for the business that is being acquired  
• An interim profit and loss statement 
for the business that is being acquired
• A purchase contract or letter of intent 
detailing the terms of the business 
acquisition

It is imperative the documentation make 
clear the cost of the acquisition and as-
sets included in the acquisition, as well as 
demonstrating that the business being ac-
quired is or has the potential to generate 
the requisite profits necessary for timely 
repayment of acquisition debt. 

Loans for Start-Ups
When lending to startups, lenders want to 
ensure that the business owners have the 
requisite experience to successfully get 
the company off the ground. Lenders also 
look for a clear path to profitability in a 
timely manner so loans can be repaid. 
Documentation lenders look for in order to 
assess the likelihood that a startup compa-
ny will be able to repay its debts includes:

• Resumes of owners
• Business projections covering the 
two years after the company begins 
operations
• A detailed business plan 
• Information on why the guarantor 
wants to start this business
• Documentation showing whether 
the guarantor has experience related 
directly to the startup

The documentation provided should 
demonstrate that the business owners 
who are borrowing have the knowledge 
and experience required to build a profit-
able business. It should also show a clear, 
well-thought-out path to profitability for 
the new business with specific projections 
that enable lenders to assess the likeli-
hood of repayment. 

Franchise Loans 
Lenders providing franchise loans need 
to understand the terms of the franchise 
agreement as well as any restrictions placed 
upon the would-be borrower. Lenders 
must also see sufficient documentation to 
assess the likelihood of profitability. It is 

imperative that the franchise be eligible for 
SBA financing, as there are some applicable 
restrictions on the types of franchises that 
can be purchased with loans guaranteed by 
the Small Business Administration.
Some of the documents that should be in-
cluded with a loan package for a franchise 
loan include:

• The franchise agreement
• The franchise disclosure 
documentation
• Projections for profit and loss for the 
franchise
• A detailed business plan
• Information on the number of fran-
chises operating nationwide

Brokers and would-be borrowers should 
check the SBA franchise directory in order 
to ensure that the franchise is eligible for 
SBA financing before submitting a loan 
package. 

Check to Make Sure All 
Documentation is Included Before 
Submission
This provides a helpful checklist for 
brokers to ensure that all documentation 
necessary to evaluate a business loan 
request is included prior to loan sub-
mission. By making certain the requisite 
information is included and lenders are 
provided with details necessary to deci-
sion a loan, the loan approval process can 
move much more quickly, and brokers can 
effortlessly increase loan volume while re-
ducing the number of inappropriate loan 
requests that lead to denial. n
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TIM MALONEY, PRESIDENT OF QUICKLINE 
CAPITAL PARTNERS, WORKED ON THE 
OPPOSITE SIDE OF THE LENDER/BROKER 
RELATIONSHIP THROUGH MOST OF HIS 
CAREER IN FINANCIAL SERVICES. BUT 
A WISH TO STRIKE OUT ON HIS OWN 
LED HIM TO START HIS OWN BROKERS 
BUSINESS IN 2015. AND THOUGH IT TOOK 
SOME LEARNING ON THE FLY, HIS GAMBLE 
PAID OFF: THE NACLB NAMED HIM BROKER 
OF THE YEAR IN 2018.
Tim Maloney, president of Quickline 
Capital Partners, obtained his degree in 
finance after leaving the Marine Corps, but 
that didn’t mean he was ready to settle 
down. He bounced from retail finance to 
private equity to M&A, gathering experi-
ence through each specialty stint.
“[After] being more involved in transac-
tional deals for this private equity group, 
I always wanted to get back to lending,” 
Maloney says. “As years turned into 
decades and travel was constantly part 
of the job, I [finally] decided I was in a 
position in my life where I could actually 
do something on my own.”
He founded Quickline in 2015 and entered 
into a new field: brokerage. Despite 
having worked primarily in direct lending, 
Maloney found the opportunities in his 
new line of work attractive.
“First, I loved the fact that there was just 
such a wide variety of loan types that I 
could focus on, whether it was equipment 
leasing, SBA startup loans or commercial 
real estate loans,” he says. “Second, I ap-
preciate and like to help people, and this 
is actually a great position to do so.” 
Maloney spent time researching the 
industry and picked up a couple of books 
on the subject, in addition to leveraging 
his background as a lender. However, de-
spite his eagerness to jump into his new 
career with both feet, he didn’t automati-
cally find his footing.
“The biggest mistakes I made early on 
were putting together substandard loan 
packages,” Maloney says. “Whether that 
be typos, an ill-thought-out executive 
summary or errors in a spreadsheet, I was 
in such a rush to just get the loan package 
in front of the lender that I was sending 
them something that they hated to see. 
And you can’t undo that. So, it took a long 
time to get a couple of the lenders to see 
that I’m serious.”
Even with some stumbles, Maloney picked 
up the slack, propelled by what he calls an 
“aggressive approach to customer service.” 
He sought out not only the best sources, but 
worked to find the most appropriate loan 
for any particular project, which he says 
made it easier to bring a borrower on board. 
“It makes selling a deal that much easier, 
because I’m selling something that I believe 
in, that I know is going to help them.”

BROKER PROFILES

THE MENTOR:
TIM MALONEY
President | Quickline Capital Partners

THE MVP:
JONATHAN BALDWIN
Founder | Priority Commercial Lending
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Focusing on the best outcome for the cli-
ent has also helped him develop a broad-
based, holistic outlook, teaching him the 
value of stepping back and not getting 
bogged down in minutia, advice he’s sub-
sequently passed on to other brokers.
“I think that new brokers or struggling 
brokers start focusing on too much static 
and too much noise,” he muses. “They’re 
worried about redesigning their website or 
talking with lender A or being on a confer-
ence call to see what products are coming 
out from lender B when they only need to 
be focused on going and getting a deal.”
And for Maloney, the size or complication 
of the deal aren’t necessarily his priority. 
“I like to personally hit a whole bunch of 
singles with the sort of smaller deals that 
I do, while I’m always having one or two 
on the back burner that I’m just constant-
ly working on, knowing it’s going to take 
some time.”
Which isn’t to say some of those big, 
complicated deals can’t be satisfying, too. 
Maloney recently spent more than a year 
putting together funding for Roberts Office 
Furniture, including an SBA loan and a 
warehouse refinancing, despite having to 
methodically work through the prob-
lems the business was experiencing on a 
near-daily basis. And though the com-
mission rate wasn’t as high as he would 
have liked, Maloney found the experience 
satisfying.
“It was very rewarding, and I really did 
help a company that would have oth-
erwise been in a difficult spot,” he says. 
“Small to intermediate sized companies 
are pretty underserved in this market, 
[so] they really appreciate the steps that 
we take to walk with them side by side 
through the loan process.”
That satisfaction in helping someone, in 
ensuring the right products get to the right 
people, also carries over into Maloney’s 
professional life, with a personal measure 
of his success found in the people who’ve 
sought him out for mentoring.
“I’ve helped folks that are either new 
and/or struggling to sort of reignite their 
passion, maybe point them in a direction 
for them to find some success,” he says. 
“And when I talk with these guys, I benefit 
as well, right? Because I’m trying to get 
them fired up, which just gets me more 
excited and motivated, too. I can hear the 
things I’m telling them, and sometimes it’s 
a gentle reminder to myself to go out and 
get a deal.”

JONATHAN BALDWIN, THE FOUNDER OF 
PRIORITY COMMERCIAL LENDING, TOOK A 
CIRCUITOUS PATH TO BROKERAGE, START-
ING OUT AS A PROFESSIONAL ATHLETE 
BEFORE MOVING INTO FINANCE. SO, IT 
SEEMS APPROPRIATE THAT HE WON THE 
2018 ROOKIE OF THE YEAR AWARD AT THE 
NACLB CONFERENCE, SHOWING THAT THE 
LESSONS HE LEARNED BOTH BEFORE AND 
AFTER FOOTBALL HAVE SERVED HIM WELL 
IN HIS NEW CAREER.
Jonathan Baldwin, the founder of Priority 
Commercial Lending, is in some ways on 
his third career, one that’s a far cry from 
his initial entry into the working world: 
professional football.
“I was drafted 26th overall in the 2011 NFL 
draft by the Kansas City Chiefs,” Baldwin 
says. “I spent two seasons there before I 
was traded to the San Francisco 49ers and 
played two more seasons there.”
NFL players typically retire in their early 
to mid-30s, provided an injury doesn’t 
sideline them even earlier, so a second 
career is almost a prerequisite. Though 
as it turned out, it wasn’t brokerage that 
initially launched Baldwin’s second act.
“My childhood family friend, he’s a huge 
real estate developer,” Baldwin explains. 
“So, growing up, I was able to always see 
him around his lenders and his architects. 
I would sit in on [his] meetings and take 
notes, and he would ask me questions 
about those meetings. That opportunity 
growing up gave me such a different grasp 
for what he was doing.”
Developing a passion for real estate at 
such a young age, along with a degree in 
business administration, ended up serving 
Baldwin well after leaving football. He 
initially bought two senior care assisted 
living franchises and started to go through 
the process of building a gym. But along 
with real estate purchases and develop-
ment came real estate loans, and the idea 
of becoming a commercial loan broker 
began to intrigue him.
“With senior care, it’s pretty much you 
know exactly what you’re going to make 
every single week because of the clients 
that you have,” he says. And when he 
started looking into launching his own 
business, Baldwin wanted to do some-
thing with a little more variety that would 
let him design his own schedule.
Though his educational background would 
have allowed him to also go into direct 
or bank lending, it was that variety that 
sold him on brokerage. “There’s so many 
different lending industries that you [can 
bring in to] lend to different businesses. 
You’ve got franchises, fix and flip, hard 
money bridge loans, land construction 
and mezzanine financing. It’s so many 
different aspects of financing that a lot 
of business owners don’t even know they 
have access to.”

Baldwin additionally wanted to work in a 
field that would let him problem-solve for 
clients, centering his customers first, espe-
cially those who struggled to find access 
to traditional lending. That idea was even 
solidified in the name of his company. 
He explains that when he played football, 
the agency that represented him had 
hundreds of clients, but, “I always felt like 
I was the only client that they had. That 
was the reason why I went with the name 
Priority First because of how my agency 
made me feel as if I was prioritized all the 
time.”
Which isn’t to say he didn’t occasionally 
struggle during that first year. Like anyone 
starting out in a new industry, Baldwin 
faced a learning curve, from figuring out 
what particular lenders may be looking 
for in a deal to chasing down clients for 
required paperwork.
Reflecting on one particular deal, Baldwin 
recalls, “This guy, he was looking for 
$225,000. Once I found a lender for him, 
he was giving me the run around, because 
he didn’t know [what he needed to do]. I 
knew he didn’t understand, but I couldn’t 
say, ‘Listen buddy, you’re not saying the 
right things. I know what I’m doing here.’ 
But we continued to go on, and he finally 
started getting how it works. He was fund-
ed probably eight weeks later.” 
And by sticking it out with clients, making 
sure they receive exactly what they need 
to ensure funding for their projects, 
Baldwin has found it pays off. The client 
above only received a $225,000 SBA loan, 
but his referral led Baldwin to a current 
job brokering a $42 million deal. 
That sort of follow through may be why, 
when asked if he would change any-
thing about his first year in the industry, 
Baldwin answers that for the most part, he 
wouldn’t, even if that meant he ended up 
over-extending himself again.
“The simple fact is, I wouldn’t know as 
much as I do now if I hadn’t taken the 
chances to actually try to fund as much 
business as I could. It was a lot [of work], 
but the experiences that I’ve gained, I 
can’t take those back,” he says. “For me, 
it’s not a loss, it’s a lesson. So, you take 
the L as a lesson and just try not to make 
the same mistake twice.” n
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A BRIEF HISTORY OF THE NACLB  
TRANSFORMING BROKER CONFERENCES AGAINST ALL ODDS
By Kris Roglieri

Everyone said it wouldn’t work, but Kris Roglieri saw a clear need and founded the National Alliance 
of Commercial Loan Brokers in response. Five years later, the organization has forever transformed 
broker conferences. Roglieri shares highlights from this journey and provides a sneak peek into the 
organization’s next steps.

 “What if a conference 
was created for today’s 
modern commercial loan 
broker?”  
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Thank goodness banks and sponsors 
believed in my vision and had faith in the 
execution to launch a first-of-its-kind con-
ference. In 2015, the first-ever conference 
to blend multiple industries in commercial 
lending took place, and it was a massive 
success. More than 250 people attend-
ed, which was a huge accomplishment 
compared to other long-standing asso-
ciations and conventions. Sponsors and 
lenders loved the attendance and quality 
of brokers, and brokers loved the diver-
sity of funding sources that they could 
learn and incorporate into their business 
models. The following year, we booked 
the same venue, and the event more than 
doubled in size to more than 500 attend-
ees. Clearly, we were on to something 
that everybody wanted and needed: more 
quality brokers as well as more quality 
and diverse lending institutions.
For our third year, in 2017, we moved 
the conference to the East Coast, at the 
Gaylord Palms Resort in Florida. We again 
experienced growth with close to 700 
attendees and nearly 100 lender booths. 
By this time, the word was out that NACLB 
was the place to be if you wanted brokers’ 
business or if you wanted to meet new 
diversified lenders from all commercial 
lending sectors. 
Last year, we held NACLB No. 4 at the 
Trump Resort in Doral, FL and reached 
the largest attendance to date, with close 
to 900 attendees. In just four short years, 
we managed to orchestrate the largest 
gathering of commercial loan brokers in 
the country, surpassing associations with 
more than 20 years under their belts. 
Our statistics show that NACLB has grown 
to be the launching place for new banks 
and lenders to broadcast their broker 
programs. We have a 93% renewal rate 
for sponsors, and each year we bring on 

about 20 new lenders. We are changing 
the way conferences and associations 
do things, acting as the trend setter and 
disrupter.
We thought it was fitting to celebrate our 
fifth year in Las Vegas again, taking us 
back to where it all started. This event will 
mark a special year, as we implement a 
few needed changes to our organization. 
First, we are now including ongoing lender 
webinars for NACLB attendees for all silver 
sponsors and above. This way, our valued 
sponsors get to stay in front of brokers 
throughout the year. Second, we estab-
lished a board of directors that consists of 
both lenders and brokers that will assist 
and advise our organization for the future 
success of NACLB. 
Finally, as you can see in your hand, we 
have created a much-needed industry 
publication to serve both lenders and bro-
kers: The DealMaker. This is the first-ever 
publication dedicated to today’s modern 
diversified commercial loan brokers, 
featuring compelling content reflecting 
today’s issues, trends and policies shaping 
the broker world across all lending prod-
ucts. It’s a publication every commercial 
loan broker should have, as it addresses 
the needs and wants from a broker’s 
perspective. We hope you enjoy this first 
issue and continue on this journey with 
us, as we are just getting started. Thank 
you again for all your support! n
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Every idea that turns into a successful 
venture has a great story behind it, and 
the National Alliance of Commercial 
Loan Brokers (NACLB) is no exception. 
The history of NACLB is as unique as its 
philosophy, with the organization setting 
off on one heck of a journey, especially 
considering most people doubted the 
initial concept. It all began in 2014 with a 
few ideas I had after attending numerous 
conferences in different commercial lend-
ing segments: 
“What if we created a conference that 
encompasses all commercial lending in-
dustries and put them all in one place to 
benefit commercial loan brokers?” 
“What if a conference was created for to-
day’s modern commercial loan broker?”
After all, to capture the most opportuni-
ties these days, brokers must be able to 
offer their clients more. But making those 
connections was harder than it had to 
be as broker attendance was historically 
weak at various lending conferences and 
association meetings. There had to be a 
better way to congregate brokers across all 
the commercial products so lenders and 
brokers could benefit from one another. 
We floated the idea past many people in 
different industry segments and received 
two typical responses: “It will never work” 
or “There are too many lending products 
mixed in at once.”
Despite this consensus, after careful 
planning I established the NACLB in late 
2014 with the first conference scheduled 
for 2015 at the Red Rock Resort and Casino 
in Las Vegas. Tough roads lay ahead of us. 
Imagine approaching lenders and banks 
to sponsor our first conference and hear-
ing the infamous question, “So how many 
people attended last year?” The answer to 
that was always the same: “None. This will 
be our first year.” 

 What if we created a conference 
that encompasses all commercial 
lending industries and put them all 
in one place to benefit commercial 
loan brokers?  
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HOW TO SUCCESSFULLY PROMOTE YOUR 
BRAND THROUGH SOCIAL MEDIA AND 
CONTENT MARKETING  
By Alex Vasilakos

The growth of your financial brand depends on attracting and retaining clients. But in order to do so, 
you must have the right digital marketing plan for the right audience, whether you’re pursuing brand 
new clients or offering new products to current ones.

thesoftersideofsales
OCTOBER 19
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The growth of your financial brand depends 
on attracting and retaining clients. In the 
modern market, some of the most success-
ful strategies center on targeted content 
and social media marketing. If you’re ready 
to make this marketing strategy work for 
your financial brand, here are some tips to 
improve your chances of success.

Why Social Media Marketing is 
Important
First, it’s important to know why social 
media and content marketing are valuable 
tools. While many other industries have 
successfully navigated social media and 
developed effective sales content, the 
financial industry as a whole has been 
reluctant to move away from traditional 
marketing methods, such as print. 
One of the drawbacks to traditional sales 
campaigns is that they can’t be tracked or 
analyzed that well. However, targeting your 
audience through social media can be 
extremely effective. Most of your potential 
clients are already spending time online, 
so it’s wise to engage with them instead 
of waiting for them to stumble upon your 
website or find a print ad or a direct mail 
piece that you sent to them.

Benefits of Targeted Content 
Marketing
A modern content and social media 
marketing strategy offers many potential 
benefits, including:

n	 Aligning advertising budgets with  
 consumer behavior
n	 Targeting potential clients  
 accurately
n	 Efficiently generating leads
n	 Providing a platform for  
 developing relationships

Make Paid Promotion  
Work for You
The days of being able to connect with 
potential clients organically through 
Facebook and LinkedIn are a distant mem-
ory. Modern social media feeds continue 
to fill up with paid promotional content, 
so if you want to make sure your audi-
ence has the chance to see your posts, 
you need to invest in sponsored content. 
The upside of this trend is that it offers 
advertisers an array of effective targeting 
techniques. Whether you are thinking 
of using Twitter, Facebook, LinkedIn or 
another platform, you can get access to 
consumer data to help you truly under-
stand your target demographic and tailor 
your content for maximum impact.
The data collected and analyzed by social 
media platforms can provide you with access 
to any number of specific groups. Maybe you 
want to promote your factoring product or 

ABL program to new companies or individ-
uals that have recently opened a business. 
Perhaps you are trying to focus your efforts 
on targeting referral partners from already 
established businesses. You could develop 
sponsored content about a specific niche 
industry and focus on ways factoring can 
help cash flow during down time.
There are numerous other options for 
targeted content as well. With all the 
useful data social media platforms have 
available, you can consider several target-
ed marketing campaigns, such as:

n	 Purchasing receivables for   
 staffing companies
n	 Cash flow solutions that can help  
 the renewable energy space
n	 Support for companies struggling  
 to make payroll because they have  
 open invoices

Improve Collaboration Between 
Your Sales and Marketing Teams
Although your sales and marketing teams 
may communicate occasionally, it’s far 
better to have them actively collaborate 
on content and social media marketing 
strategies. Sharing ideas and reviewing 
data together can ensure both teams 
understand the goals of each campaign 
and the best way to reach them. Proactive 
collaboration can help everyone agree on 
how to define a good lead and what sort 
of metrics to use to determine success. 

Ensure Sales Content Matches 
Your Target Audience’s 
Expectations
The more customized your content is, the 
better chance you have of making a strong 
connection with potential customers. A 
stronger connection means there is a 
better chance of converting that target-
ed individual into a client. By its nature, 
social media encourages users to expect 
a personalized experience, even in terms 
of advertising. When customers feels like 
your post speaks directly to them, they are 
more likely to pay attention and engage 
with the content.
However, developing unique, customized 
content can be challenging. Not only do 
you need to take into account different per-
sonalities and ages, you need to tailor your 
content to fit the potential client’s location 
in the sales funnel. Content designed for an 
initial connection with a client should look 
different than content designed to close 
a deal. The quality of your posts is also 
important. People will likely ignore social 
media content that reads like a high-pres-
sure sales pitch. Instead, focus on creating 
valuable, helpful posts that help your target 
audience feel like your company is both 
knowledgeable and caring.

Put It All Together
What does effective, valuable content look 
like? It depends on the target audience. 
For example, if you are creating a cam-
paign to help improve cash flow for a 
business with factoring, your content 
should evolve based on your client’s 
situation. Your initial contact with your 
potential client should focus mostly on 
improving brand awareness and providing 
helpful information. You want the client to 
be aware of your services as he or she is 
considering the pros and cons of different 
alternative lending solutions.
As you continue to target this client with 
customized marketing content, your 
focus can move from brand awareness 
to the reasons he or she should choose 
your company as an alternative financial 
solutions provider. You may want to focus 
on your turnaround time, recourse vs 
non-recourse options, negotiating better 
terms with suppliers or take advantage of 
early payment discounts. Once you have 
succeeded in converting this targeted 
individual into a client, you can also 
promote your other financial products (if 
you have ones beyond ABL and factoring), 
such as equipment financing, commercial 
real estate or business term loans. 
An effective social media marketing 
campaign can help you convert and retain 
clients. When you understand how to cor-
rectly engage with your target demograph-
ic and ensure your sales and marketing 
teams are working together, your content 
has a better chance of success. n
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BROKERAGE: YEAR ONE 
By Ben Looney

Starting out in any industry can have a sharp learning curve, and 
brokerage is no exception. In the first of a series, Ben Looney talks 
about some of the lessons he picked up during his first year in 
business; in this case, learning how to spot a would-be thief and 
potential fraudster.

I started my business, Growth Commercial 
Capital, in February of 2018. In January, I 
attended the Commercial Capital Training 
Group training and was excited about the 
opportunity ahead. Admittedly, I had a 
steep learning curve with no formal finan-
cial education or real world experience 
in the finance industry. I chased several 
deals that were an absolute waste of time. 
I lost deals due to my lack of know-how 
and experience. With great mentors, sever-
al patient lenders and the willingness to 
learn from my mistakes, I finally found my 
rhythm. 
As I think back on my first year and the 
many mistakes and/or bunk deals that I 
worked on, one in particular stands out. 
I had been in business for a few months 
and had worked more dead-end deals 
than not. It seemed like I was either 
chasing deals that were dead from the 
start or clients would drop off the face 
of the earth midway through the process. 

brokers101
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Then one day, the stars aligned. A lead 
popped up via my pay-per-click cam-
paign. The borrower, Bob, indicated on my 
website submission form that he needed 
a $40,000 equipment loan for pressure 
washing equipment as he expanded his 
business. I called Bob immediately. He 
picked up after the first ring. Thus began 
my first experience working a fraudulent 
deal. 
The first call couldn’t have gone better. 
Bob was very thorough. He explained 
that he owned a few single-family rental 
properties that he had learned to rehab 
and manage. That experience led to him 
starting a property management company, 
and he wanted to expand his services to 
include pressure washing. I had actually 
owned a commercial pressure washing 
business before becoming a broker, so I 
could talk the talk regarding the equip-
ment. Bob could, too. After all, he was a 
professional. Realizing he was a profes-
sional thief took a little bit more time to 
figure out.
After that initial call, I sent him a docu-
ment request via email. Bob sent a prompt 
response advising that he would get the 
documents to me the next morning. To 
be honest, I was feeling pretty dang good 
about where this deal was heading. The 
next morning rolled around, and true to 
his word, there was Bob’s email with sev-
eral attachments. I started my review and 
noticed that the bank statements weren’t 
right. Some months were missing pages, 
and some months had another month’s 
pages mixed in. Every other document 
was seemingly accurate, so I figured he 
had made an honest, organizational error. 
I sent Bob an email and asked him to fix 
the error. Bob called immediately.
Not surprising, the call went as expected. 
Bob apologized and said that he had been 
in a hurry and must have gotten the pa-
perwork mixed up. He said that he would 
put everything in order and get it back to 
me as soon as possible. True to his word, 
the corrected documents were sent back 
to me within the hour.
Since this was my first equipment deal, 
I wasn’t positive which lender I should 
send the deal to. I was unable to reach the 
lenders I had in mind by phone, but I left 
voicemails and emails requesting a call 
back. A few of those lenders emailed me 
back and advised that they didn’t lend on 
that type of equipment. Then Bob called 
(approximately 45 minutes after receiving 
the correct bank statements). He said that 
he forgot to ask during our last conversa-
tion, but he really needed to know which 
lender I was sending the deal to. With my 
lack of experience, I didn’t see a potential 
red flag with this question. My immediate 
thought was, “I don’t have a lender yet 
and I’m going to lose this deal.” Thinking 
quickly, I confidently told him that I was 

vetting a few lenders so that I could find 
him the best deal. Seemingly satisfied, he 
thanked me but told me to immediately 
let him know which lender I chose. Easy 
enough.
Shortly after that call, I received an email 
from an interested lender. I sent the loan 
package and called the lender to discuss 
the deal. While reviewing the docs, he 
noticed that the vendor’s contact infor-
mation was missing from the invoice. He 
sent me a vendor verification form and 
advised that he would review the rest of 
the documents while I was getting that 
form completed. Finally, I thought, it’s all 
coming together! 
I called Bob and told him the good news; 
I found an interested lender who was 
reviewing the loan package as we spoke, 
and I needed to get the vendor infor-
mation ASAP. To my surprise, Bob was 
not happy that I had submitted the loan 
package before informing him who the 
lender was. Still not seeing the red flag, I 
asked him why that was so important to 
him; he simply said that there were just 
some lenders he refused to work with due 
to past bad experiences. I didn’t ask about 
those experiences at the time because he 
had cooled off and told me that fortu-
nately the person that I had submitted 
the package to was not one of those 
lenders. Thinking I had dodged a bullet, I 
changed the subject and told him that the 
invoice was missing the vendor contact 
information. He, of course, had an answer, 
explaining that he must have forgotten to 
remove a sticky note that was on the in-
voice when he scanned it and would send 
me the information right away.
As with the bank statements, Bob quickly 
sent me the invoice. I opened up the 
document and noticed that the contact 
information was handwritten, including 
the vendor’s address. Considering that ev-
erything else on the invoice was typed, the 
handwritten information didn’t seem right. 
I searched the address through Google 
and found the location to be a broken 
down shack of a building that probably 
hadn’t seen business in 30+ years. Still 
hopeful that maybe the salesman had 
simply written the wrong address, I called 
the listed number.
All hope was gone when a woman an-
swered, representing a travel agency. I 
apologized and told her that I must have 
the wrong number and disconnected. 
I immediately called the lender. Before I 
was able to explain the circumstances, he 
told me that this was a fraudulent deal. He 
said that his underwriter had reviewed the 
same deal a few days before and had de-
clined it because the bank statements had 
mixed up documents with several differ-
ent account numbers and other discrep-
ancies. He explained that these crooks 
actually learned from that mistake and 

had edited these new documents to have 
the same account number. I explained my 
last phone call and apologized for wasting 
their time. Fortunately, this lender was 
forgiving. Because the criminals were in 
a different state than the lender and the 
crime was thwarted before any transfer of 
funds, the bank did not pursue charges. 
Later that afternoon, Bob called and left 
a message demanding to know what was 
taking so long. The woman from the “trav-
el agency” even called and left a voicemail 
saying that she had made a mistake, 
because she actually runs the landscape 
supply business and travel agency out 
of the same building and uses the same 
number! Seriously?
I ended up sending Bob an email, telling 
him that the lender believed the deal 
was fraudulent and had notified the FBI. I 
added the FBI had contacted me and was 
conducting a reverse trace from my phone 
to his so they could pinpoint his exact lo-
cation for an arrest. Bob never responded.
The point of the story is, although you 
may be new and/or have slower than 
expected deal flow, don’t let the excite-
ment of a deal cloud common sense. 
Listen to your clients and the questions 
they ask and consider why they are asking 
those questions. Whether they want to 
avoid disclosing an issue on their credit 
or they have concocted a scheme to 
defraud a lender, probing odd questions 
or statements can save you a lot of time. 
And that’s especially true in this business, 
because, as they say, there is no truer 
statement than time is money! n
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CALIFORNIA FINANCING  
LAW FOR BROKERS 
By Ken Greene

California defines finance lenders and finance brokers separately 
for the purpose of licensing within the state. However, while the 
former is well defined, the latter can be more opaque, as Ken 
Greene explains.

The basis of the California financing law 
(CFL) is California Financial Code §220001  
et seq. It seems simple enough: “No 
person shall engage in the business of 
finance lender or broker without obtaining 
a license from the commissioner.”
A “finance lender”:
 “… includes any person who is 
engaged in the business of making con-
sumer loans or making commercial loans. 
The business of making consumer loans 
or commercial loans may include lending 
money and taking, in the name of the 
lender, or in any other name, in whole or 
in part, as security for a loan, any contract 
or obligation involving the forfeiture of 
rights in or to personal property, the 
use and possession of which property is 
retained by other than the mortgagee or 
lender, or any lien on, assignment of, or 
power of attorney relative to wages, salary, 
earnings, income or commission” (§22009).
A “finance broker”:
  “… includes any person who is 
engaged in the business of negotiating or 
performing any act as broker in connec-
tion with loans made by a finance lender” 
(§22004).
The definition of “finance lender” is fairly 
clear. The definition of “finance broker,” 
not so much. Whereas most of us know 
what a broker is, there is some confusion 
about what constitutes a mere “referral 
source,” which is not considered a broker. 
This is significant because “a licensee 
that is a finance lender may pay compen-
sation to a person that is not licensed” 
(§22602(a)). This exemption pertains to re-
ferral sources, who do not need a license 
for engaging in that activity.
The referral source exception to the gener-
al licensing rules is very limited in scope. 
In order to qualify as a referral source, all 
the following conditions must be met:

(1) The referral by the unlicensed 
person leads to the consummation of 
a commercial loan;
(2) The loan contract provides for an 
APR that does not exceed 36%.
(3) Before approving the loan, the 
licensee does both of the following:

(a) Obtains documentation from 
the prospective borrower docu-
menting the borrower’s commer-
cial status. 
(b) Performs underwriting and 
obtains documentation to ensure 
that the prospective borrower 
will have sufficient monthly gross 
revenue with which to repay the 
loan pursuant to the loan terms, 
and does not make a loan if it de-
termines through its underwriting 
that the prospective borrower’s 
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total monthly expenses, including 
debt service payments on the 
loan for which the prospective 
borrower is being considered, will 
exceed the prospective borrow-
er’s monthly gross revenue. If the 
prospective borrower is a sole 
proprietor or a corporation and 
the loan will be secured by a per-
sonal guarantee provided by the 
owner of the corporation, a credit 
report from at least one consumer 
credit reporting agency shall also 
be considered.

(4) The licensee maintains records of 
all compensation paid to unlicensed 
persons in connection with the referral 
of borrowers for a period of at least 
four years.
(5) The licensee annually submits 
information requested by the com-
missioner regarding the payment of 
compensation in an annual report 
(§22602(a)).

In addition, a referral source cannot en-
gage in the following activities:

• Participating in any loan negotiation
• Counseling or advising the borrower 
about a loan
• Participating in the preparation of 
any loan documents, including credit 
applications
• Contacting the licensee on behalf of 
the borrower other than to refer the 
borrower
• Gathering loan documentation from 
the borrower or delivering the docu-
mentation to the licensee
• Communicating lending decisions or 
inquiries to the borrower
• Participating in establishing any sales 
literature or marketing materials
• Obtaining the borrower’s signature 
on documents (§22602(c))

There are other exemptions. Banks, trust 
companies, savings and loan associa-
tions, credit unions and the like, whether 
under state or federal law, are exempt 
(§22050(a)). You can also broker a loan to 
one of those exempt entities without a 
license. But be aware that the new disclo-
sure laws require brokers who do busi-
ness with banks to comply with the new 
CFL disclosure requirements even if they 
are exempt from licensing. In addition, a 
lender can make up to five commercial 
loans in any 12-month period, if those 
loans are “incidental to the business of 
the person relying upon the exemption” 
(§22050(e)). This term is not defined in the 
CFL, but I interpret it to mean that you can 
invoke this exemption only if your primary 
business is not making or brokering loans. 

Also, anyone can make one commercial 
loan in a 12-month period irrespective of 
whether the loan is “incidental” to your 
business (§22050.5(a)). And true leases are 
exempt from the licensing requirement. 
Merchant cash advances might be exempt, 
but they are closely scrutinized, main-
ly to determine whether they are truly 
purchases of future receivables or are in 
substance recourse obligations.
The license process begins with the filing 
of an application with the California 
Department of Oversight (DBO). In connec-
tion with your application, the following 
are required:

• A non-refundable application fee of 
$200, investigation fee of $100 and 
fingerprint fees of $20 (instate appli-
cants)/$86(out-of-state) (one for each 
of the company principals)
• A Statement of Identity for each 
principal
• Registration to do business in the 
state of California
• A Certificate of Qualification or 
Good Standing from your state of 
incorporation
• A Certificate of Qualification or Good 
Standing from the state of California
• If you use a fictitious business name, 
a copy of your FBN statement
• A Customer Authorization for 
Disclosure of Financial Records which 
authorizes your bank to disclose to the 
DBO your financial records
• A minimum net worth of $25,000 as 
evidenced by a balance sheet, no more 
than 60 days old
• A $25,000 surety bond
• A business plan consistent with the 
business of finance lender. Although 
you won’t find it in the application 
instructions, you will need to acknowl-
edge, as part of that business plan, 
that, under the authority of the CFL 
license, CFL brokers may only broker 
loans to CFL lenders.
• If you are an individual, you will need 
to prove you are legally in this county. 
Approximately 10 pages of the applica-
tion deals with this.
• One other thing you won’t see in 
the application instructions is that 
you must register with the DBO for a 
designated email address. This way 
they can monitor and preserve all your 
communications.

Once you submit your package, the DBO 
is legally obligated to render a decision 
within 60 days of submission of a “full and 
complete application” (§22109(c)). I find 
that most applications get rejected about 

5 weeks into that process, which restarts 
the clock, so you don’t really get a deci-
sion in 60 days. I’ve had some luck with a 
few applications sailing through without 
deficiencies within 3-4 weeks, but usually 
the process takes 60-90 days.
Your obligations as a licensee do not end 
once your license is issued. You will have 
to submit a comprehensive annual report 
listing all of your transactions, and you 
will have to pay an assessment based 
on your pro rata share of all costs and 
expenses incurred by the DBO (§22107(a)). 
You are also subject to audit at any time 
(§22701(a)). Beyond the annual reports 
and audits, the law governs your be-
havior and establishes guidelines for 
your business (§22161). Finally, the newly 
enacted Commercial Financing Disclosure 
law mandates make certain disclosures in 
your documents. As this law is still under 
review and not yet in effect, I will discuss 
those disclosures in the next edition of 
this series. n
The materials available from this article are for 
informational purposes only and not for the pur-
pose of providing legal advice. You should contact 
your attorney to obtain advice with respect to any 
particular issue or problem. Use of and access to 
these materials does not create an attorney-client 
relationship between the Law Office of Kenneth 
Charles Greene and the user or viewer. The 
opinions expressed at or through this site are the 
opinions of the individual author.
1All references herein are to the California Financial Code.
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WHY IT’S THE BEST TIME TO 
FINANCE CRE WITH AN SBA 
504 LOAN 
By Chris Hurn

The U.S. Small Business Administration hasn’t always had the best 
of reputations among brokers and lenders, but, Chris Hurn argues, 
its 504 loan program is one of the best ways for businesses to build 
wealth through the purchase of their own property.

Whether or not a business should own or 
rent commercial space is a decades-old 
discussion. Some businesses, like many 
retail establishments, may have little 
choice, as prime shopping locations 
are often available only for rent. Other 
business owners may not believe they can 
afford to buy, or they may like the flexi-
bility of a short-term lease. Yet, for many 
owners of small to midsized businesses, 
current market conditions (including 
record-low interest rates, among other 
things) and the availability of advanta-
geous capital from the U.S. Small Business 
Administration (SBA) make owning 
commercial real estate not only a viable 
solution but a profitable one.
Many entrepreneurs — and far too many 
brokers— dismiss the SBA due to its some-
times-tarnished reputation of lacking 
understanding and specialization among 
some lenders enrolled in the program.
In my opinion, the SBA deserves its 
annual authorization — more than $35 
billion — because of one program alone: 
the SBA 504 loan program. The 504 loan is 
for business owners who want to acquire, 
renovate, refinance or construct their own 
facilities. Despite the fallacies surrounding 
it and the SBA, this underused program 
can be an important and valuable tool for 
borrowers and loan brokers who work  
with them.
SBA’s 504 loan program offers phenom-
enal interest rates and favorable terms 
for owner-occupied/owner-operated 
commercial real estate. This means that 
business owners who purchase a building 
or commercial condo specifically for their 
business to occupy can take advantage 
of loans that enable them to own versus 
rent, allowing them to build wealth rather 
than just make their landlords rich. 
Because mortgage rates are at historically 
low levels, many business owners are ac-
tually lowering their monthly facility costs 
by buying their buildings. 
The 504 program provides owners of small 
to midsize businesses with 90% loan-to-
cost financing for most commercial real 
estate projects. These loans are structured 
with a conventional mortgage for 50% of 
the total project cost, combined with a 
government-guaranteed bond for 40%. 
The remaining 10% is the borrowers’ eq-
uity or down payment and is usually half 
as much as ordinary conventional lenders 
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require. This lowers the risk for business 
owners as opposed to lowering the lend-
er’s risk profile with more capital injected.
These loans are meant to finance total 
project costs. The first lien loan is typically 
a 25-year term at market rates, while the 
second lien loan is also a 25-year term but 
with the interest rate fixed for the entire 
term at below-market rates. For busi-
ness owners, these loans and terms can 
provide the highest cash-on-cash return 
available in the commercial-mortgage 
industry.
Still, myths about the program exist.

Myth No. 1: SBA Loans Take  
Too Long
Advancing technology is quickly putting 
this myth to rest. Through easy to use on-
line platforms, like Fountainhead’s Pronto 
AI, you can upload all your documentation 
and receive a loan decision quickly, typ-
ically within two hours. The SBA has also 
become increasingly aware of business 
owners’ time and of how busy they are. Its 
certified development companies (CDCs), 
SBA’s representatives on these loans, now 
move much faster than when I entered 
this industry many years ago. They often 
can examine borrowers’ underwriting 
documents in only 48 hours and make 
approval decisions within a week. 
If your SBA loan approval process takes 
more time than this, it may be that the 
particular lender you chose is holding  
it up.

Myth No. 2: SBA Loans Have  
Too Much Paperwork
There have been great efforts to stream-
line the overall SBA application process. 
In most cases, they can nearly match the 
paperwork of what any ordinary, 80% 
loan-to-value conventional lender would 
need to approve a commercial loan. Most 
borrowers find SBA paperwork to be far 
less onerous than what they had to com-
plete when they refinanced their home 
loan. Specialized commercial lenders have 
helped this along.

Myth No. 3: SBA Loans are Only 
for the Worst Borrowers or for 
Startups
Unlike other SBA programs, 504 loans have 
no revenue or employee limits, and for 
practical purposes, they cap out around 
$22 million for most projects. Some SBA 
programs are for businesses still in their 
infancy or for startups. Overwhelmingly, 
however, 504 loans are not meant for new 

businesses that should be more con-
cerned with using their capital to establish 
their place in the competitive landscape. 
Many 504 loan borrowers are companies 
that have tens of millions in sales.
The equity savings gained from SBA 504 
loans are meant to provide economic 
development. Financially unhealthy com-
panies simply cannot do this. This loan 
program is a means of leveling the playing 
field for well-performing small to midsized 
businesses contemplating wealth creation 
through commercial-property ownership. 

Myth No. 4: SBA Loans Have  
Too Many Fees
This myth has been unjustly applied to 
all programs under the agency’s umbrel-
la. Already low fees for 501 loans were 
recently reduced for the third consecutive 
year. In truth, origination fees for SBA 
504 loans average about 25 to 50 basis 
points higher than ordinary commercial 
bank loans. However, even these fees can 
usually be negotiated for borrowers with 
better debt service coverage ratios and 
personal credit.
With 504 loans, these slightly higher fees 
are reasonable and somewhat insignif-
icant for most business owners. They 
understand that getting the highest cash-
on-cash return available in the commer-
cial-mortgage industry is paramount. This 
type of financing is tailor-made for busi-
ness owners who want to decide where 
and when to best utilize their hard-earned 
capital yet still enjoy the advantages of 
commercial property ownership.

Myth No. 5: SBA Loan Rates are 
Higher Than Conventional Lending
SBA 504 loans nearly always have fixed 
rates. The effective, blended interest 
rates are competitive with conventional 
bank financing. Additionally, the govern-
ment-guaranteed second lien loan on 504 
loans is the cheapest capital available for 
typical business owners who want to own 
their commercial real estate.
For most of 2018, the SBA bond rate 
hovered near 4.5% fixed for 25 years, while 
2019 has seen rates as low as 3.46% on a 
25-year term.

Myth No. 6: All SBA Lenders are 
the Same Because SBA Loans are a 
Government Program
Credit criteria actually varies from lender 
to lender because most lenders overlay 
their internal loan policy on top of the 
SBA’s. For example, different lenders may 

focus on financing varying property types, 
or they may have differing requirements 
for management experience or historic 
cash flow. It can be tempting to choose 
a lender based on rates alone, but other 
factors are usually much more important.

The Overall Picture 
While today’s SBA is far better than it was 
even a few years ago, brokers can become 
much more successful by carefully choos-
ing a competent lender for their clients. 
When dealing with SBA loans, or any other 
loan product for that matter, the whole 
experience will be smoother and simpler 
with a specialist.
I believe the SBA 504 program provides 
the smartest financing available for 
owners of small to midsized businesses. 
The loan terms are excellent compared 
to ordinary financing for free-standing 
commercial property. It’s time to help your 
clients create wealth through smarter 
financing of commercial real estate. n 
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LARGEST DEAL
Scott Taccati
Trillium Capital Resources
THE DEAL In January 2018, Trillium Capital Resources brokered and closed a $37+ 
million loan, making it the largest deal of 2018 for commercial loan brokers. The loan was 
a HUD d4 construction loan closed by one of Trillium’s alliance partners, Red Mortgage 
Capital. The property being constructed contained 308 units and is located in Canton, GA.
In the transaction, Trillium both helped negotiate the land contract for the developer and 
guide the developer through the HUD application process. Trillium was also instrumental in 
procuring the needed zoning changes and assisted in determining appropriate rent levels 
and market feasibility overall for the project. 
The Canton market for newer multifamily construction is virtually nonexistent as almost 
every new construction project in the last 15 years contained tax credits and tenant income 
restrictions. This particular project, however, was considered a market rate project and 
therefore had no tax credits or income restrictions.

MOST CREATIVE DEAL
Scott Wright
Liberty Commercial Capital
THE DEAL Wright brokered over $1 million in MCAs for a surgeon that had no tax re-
turns, had a tax lien and had no management structure for his practice. In August 2018, af-
ter over a year of work, Wright saved his business by helping him restructure his practice in 
order to get approval for a $1.3 million line of credit from LQD Business Finance. This saved 
him over $15,000 per day in interest payments and provided capital for future growth.
On Wright’s advice, the doctor also hired a CFO/CPA and a tax attorney and committed to 
using only Wright to get future advances and loans. 
Going forward, the two plan to arrange a bank business line of credit for about $3 million 
in late 2019. Best of all, Wright says, “The good doctor has become a great friend that plans 
to refer my services to the 90 plus surgeons that work for his practice.”






