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EDITOR’S
letter

There’s nothing quite like the feeling of  
wrapping up a complex project. 
For brokers, this means finally closing a deal after months of prospecting, collecting 
financials and acting as an intermediary between borrowers and lenders. Experienced 
brokers — and lenders — know firsthand that this process is an art. 
Chip Cummings from Northwind Financial and Red Oak Capital takes a close look at 
the intricate processes that brokers must master before they can achieve a successful 
closing. He shows us how planning, preparation and flexibility are the tools used by 
the artful broker. 
In this issue, we focus on two areas of commercial finance that are especially relevant 
to brokers in the post-pandemic environment: equipment finance and factoring. Paul 
Fogle and Mae Philpott from Quality Leasing share five best practices for brokers 
looking to close their next equipment finance deal. 
On the factoring side, Haze Walker from FSW Funding stresses the importance of 
finding the right lender during these uncertain times. She says factors are some of 
the best lenders right now as they offer the flexibility, availability and ease of use that 
companies need. 
Miguel Serricchio and John Teixeira from LSQ outline how factoring is a fantastic 
choice for businesses facing cash flow constraints. With banks pulling back on lending 
and supply chains in a state of disarray, factors can help where many lenders cannot. 
Martin Chera from Express Capital Financing offers advice for new brokers entering 
the game. He encourages newcomers to follow a code of ethics. By treating borrowers 
and lenders with integrity, new brokers can quickly grow and earn repeat business. 
In our The Softer Side of Sales column, 2017 NACLB Broker of the Year Bennett Able 
reminds us that to sell money effectively, we must go back to the basic principles 
of sales. He offers tips like differentiation and transparency that will help brokers 
increase the effectiveness of their sales strategies.  
In Marketing 101, Ben Mathewson from North Avenue Capital explores the marketing 
quandary of financial institutions. How do you stand out from the crowd when many 
are selling similar products? He shares strategies for getting the attention of the right 
borrowers. 
In Brokers 101, we hear from Brandon Bartoldi, who launched his brokerage right 
before the pandemic hit. By learning how to pivot, his business not only stayed open 
but added to its team to keep up with demand. 
With this issue heading out the door, we have our sights set on autumn, which means 
planning this year’s annual conference issue! This special issue will feature interviews 
with industry icons, NACLB exhibitors and much more. Until then, stay tuned in to our 
weekly DealMaker newsletter and stay safe!

Sincerely,

Rita Garwood
Editor in Chief
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newsmakers
 AUGUST 20

PEOPLE
Red Oak Capital Names Bechtel CEO
Red Oak Capital Group welcomed Gary 
Bechtel to the firm as CEO. Bechtel pre-
viously served as president of Money360, 
where he was responsible for developing 
and executing its expansion strategy. 
Prior to joining Money360, Bechtel was 
chief lending/originations officer for CU 
Business Partners, a credit union service 
organization. 
North Mill Hires Fanelle as Broker 
Relationship Manager
North Mill appointed Robert Fanelle a 
broker relationship manager, reporting to 
Paul Cheslock, vice president of customer 
relations. Fanelle’s prior work experience 
managing brokers in a financial services 
setting is especially salient because 
North Mill generates new business solely 
through third-party referral agents. Fanelle 
began his career with Canon Financial 
Services as a dealer representative, 
eventually graduating to branch manager 

roles for TD Bank in Oaklyn, NJ, and for 
PNC Bank in Vorhees, NJ. In 2015 he joined 
Marlin Business Bank and established and 
grew broker relationships.
Northland Capital Names Eschmann 
President
Northland Capital appointed Brian 
Eschmann president. Eschmann will apply 
his more than 20 years of commercial 
finance sales and leadership experience 
to Northland Capital’s business model to 
drive growth and build upon the compa-
ny’s cultural foundation.
Entrepreneur Growth Capital Hires 
Abraham as VP, New Business 
Development
Robert Abraham joined Entrepreneur 
Growth Capital as vice president, new 
business development. Abraham joined 
Entrepreneur Growth Capital from 
Signature Bank, where he was vice pres-
ident of new business development in 
asset-based lending. Prior to that, he was 
team leader and senior vice president in 
asset-based lending at Lakeland Bank.

IFA Appoints Crawford, Landis, Roberson 
and Shu Advisory Board Members
The International Factoring Association 
appointed four new Advisory Board mem-
bers. The new members are: Bud Crawford, 
CEO of PrimeArc Capital; Dean Landis, 
third-generation owner of Entrepreneur 
Growth Capital; Meg Roberson, senior vice 
president and national sales manager of 
Gulf Coast Business Credit; and Glen Shu, 
president of Heritage Bank of Commerce’s 
specialty finance group. 
Chung Joins Republic Business Credit as 
SVP of Business Development
Republic Business Credit hired Tae Chung 
as senior vice president of business de-
velopment in its Los Angeles office. Chung 
will increase Republic Business Credit’s 
presence in the California traditional fac-
toring market, further building upon the 
acquisition of Continental Business Credit 
in 2019. Chung will lead Republic’s efforts 
in the apparel, accessory, electronic, tex-
tile, furniture and importer segments.   

https://www.revinc.com
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Loeb Term Solutions Hires New BDO
Loeb Term Solutions hired Rob Harjung 
as a business development officer for the 
Loeb Term Solutions management team.  
Estevez Joins Tradewind Finance as VP of 
Sales in New York
Emilio Estevez joined Tradewind Finance 
as vice president of sales based out of the 
New York office. Estevez will leverage his 
experiences building client relationships 
and structuring deals in the trade finance 
space to drive Tradewind’s factoring and 
supply chain financing business and 
expand its international client base, 
including in Latin America, where he 
concentrated his business development 
efforts previously.
North Mill Equipment Finance Appoints 
Four New Employees
North Mill Equipment Finance appointed 
Matthew Mosley broker relationship man-
ager, Max Russell, Jr. asset management 
associate, Bryan Rosado Delgado asset 
recovery associate and Jacob Keller staff 
accountant.
Viva Capital Funding Hires Williams as 
Vice President of Sales
Viva Capital Funding added Sarah Williams 
as vice president of sales. In this new 
role, Williams will be responsible for 

implementing the strategy and direction 
of the company’s sales and marketing 
departments.
UMB Capital Finance Adds Wagner to 
Business Development Team
UMB Capital Finance added Nic Wagner 
as a business development officer based 
in Denver. Wagner will be representing 
UMB in the Colorado, Oklahoma and Texas 
markets, offering working capital solutions 
through accounts receivable finance, fac-
toring and asset-based lending. 
CIBC Adds Love as Managing Director of 
Business Development for ABL Team
CIBC expanded its U.S. asset-based lend-
ing capabilities in Buffalo, NY, by naming 
Nathan Love managing director of busi-
ness development. Love joined CIBC from 
PNC Business Credit, where he served as 
senior vice president of business develop-
ment. Love will focus on origination in the 
Great Lakes region, continuing to provide 
solutions to family-owned or spon-
sor-backed middle market companies.
HubTran Adds Durrenberger in New VP, 
Executive Management Role
HubTran, an automation platform for 
the transportation industry, named Tom 
Durrenberger vice president to head 
the company’s factor segment. Prior to 
HubTran, Durrenberger served a five-
year tenure at Boston Consulting Group. 
Durrenberger will lead product develop-
ment, guide client relationships and man-
age all aspects of the company’s business 
serving factors. 

DEALS 
North Mill Capital Provides $750K GearTek 
AR Facility
North Mill Capital funded a $750,000 ac-
counts receivable facility to GearTek. The 
funds were used to pay off the previous 
lender and to provide additional working 
capital for the company.
Loeb Term Solutions Provides $10MM in 
Recent Transactions
Loeb Term Solutions recently provided $10 
million in covenant-free financing for nine 
clients, including $3.5 million for an earth 
moving construction company. 
Amerisource Business Capital Funds 
$3MM to Health Services Company
Amerisource Business Capital closed and 
funded a $3 million credit facility for an 
international occupational health services 
company based in Texas. The company 
used the proceeds to refinance existing 
bank debt and to support additional work-
ing capital needs.
Ready Capital Announces Completion of 
Two Securitizations
Ready Capital, a multi-strategy real estate 
finance company that originates, ac-
quires, finances and services small- to 
medium-sized balance commercial loans, 
completed two securitizations totaling 
$609 million in Q2/20.
Entrepreneur Growth Capital Provides 
$6.8MM Bridge Loan
Entrepreneur Growth Capital provided $6.8 
million in funding to a New York-based 
hospitality company.
Republic Business Credit Provides 
$1.75MM Factoring Facility to Apparel 
Importer
Republic Business Credit provided a $1.75 
million non-recourse factoring facility with 
credit protection and extended customer 
payment terms eligibility to a West Coast-
based apparel importer.   
Breakout Capital Closes $20MM in Credit 
Facilities with Medalist Partners
Breakout Capital, a nationwide small 
business lender, completed two senior 
secured credit facilities totaling $20 mil-
lion with Medalist Partners, expanding and 
extending a current term loan facility and 
establishing a new term loan facility with 
attractive forward flow features.
Alleon Healthcare Provides $500K 
Medical AR Facility to Oncology Center
Alleon Healthcare Capital closed a 
$500,000 medical accounts receivable 
financing facility with a specialty on-
cology clinic in California. The company 
approached Alleon seeking financing for 
its third-party health insurance accounts 
receivable for working capital needs and 
debt restructuring.
North Mill Capital Provides $500K A/R 
Facility to The Right Staff
North Mill Capital provided a $500,000 
accounts receivable facility to The Right 

personnel news
Lima One Capital Expands with Four New Additions  
to Sales Team

Lima One Capital made four new additions 
to its growing national sales team. Toby 
Newhouse will serve as a regional sales 
manager representing the Southwest. Josh 
Schwartz will serve as the business devel-

opment manager for the Pacific Northwest. Michael Nelson will serve as a 
senior commercial real estate loan originator, supporting national accounts 
for Lima One. Darren McGurn will serve as a business development repre-
sentative for the Atlanta region.

“We’re honored to welcome these four seasoned originators to Lima One 
Capital,” Josh Craig, chief revenue officer of Lima One Capital, said. “In these 
most uncertain times, we’re continuing to add great people to our compa-
ny and build for long-term success. These new additions to the team are 
not only all great originators and leaders but all fit seamlessly into our 
culture. We continue to build a team of high performers based around core 
values, who are passionate about helping our investor clients improve the 
neighborhood and give families a chance to live the American dream. We’re 
ecstatic to welcome Toby, Josh, Mike and Darren to the Lima One family and 
can’t wait to watch them flourish.”
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Staff, a professional employment firm 
with locations in Minneapolis. The Right 
Staff used the funds to pay off a previous 
lender and to provide additional working 
capital for the company.
Amerisource Funds $3MM Credit Facility 
for Distribution Company
Amerisource Business Capital closed and 
funded a $3 million credit facility for a 
distribution company based in California. 
The company will use the proceeds for 
growth capital.
Capital Now Provides $500K Credit 
Facility to Oil Production Company
Capital Now provided a $500,000 credit 
facility to an oil production company 
in Calgary, AB. Capital Now ensured the 
company had the cash flow to manage 
outstanding debt.
Prestige Capital Closes $1.25MM in Recent 
Factoring Arrangements
Prestige Capital Finance closed $1.25 mil-
lion in combined factoring arrangements 
for Nouri Life, a probiotics company; 
KiiTO, a plant-based nutrition company; 
and Cure Hydration, a sports hydration 
company.  
Rosenthal Supplies $6.5MM in Recent 
Transactions
Rosenthal & Rosenthal completed a $5 
million revolving line of credit to an in-
dustrial maintenance and repair company 
and a $1.5 million asset-based loan facility 
for a distributor of electrical cable.
Republic Business Credit Provides 
$3.5MM Factoring Facility to Furniture 
Manufacturer
Republic Business Credit provided a $3.5 
million non-recourse factoring facility that 
provides credit protection without any 
covenants to a furniture manufacturer on 
the West Coast. 
Brookridge Funding Completes $15MM PO 
Facility for Patio Furniture Distributor
Brookridge Funding completed a $15 mil-
lion purchase order funding facility for an 
importer and distributor of patio furniture.
Wintrust Receivables Finance Closes 
$1.5MM Line of Credit for Pharmaceutical 
Company
Wintrust Receivables Finance, part of 
Wintrust Business Credit, closed a new $1.5 
million accounts receivable-based line 
of credit for a Chicago area distributor of 
neuroscience medications.  
CapitalPlus Delivers More Than $4.5MM in 
Construction Factoring Facilities in May
CapitalPlus Construction Services provided 
more than $4.5 million in factoring facil-
ities during May, including a $3 million 
construction factoring facility for an 
interior/exterior contractor specializing in 
retirement communities in Virginia.  
TAB Bank Provides $8MM Revolver to 
Consumer Lighting Products Company
TAB Bank provided an $8 million as-
set-based revolving credit facility to a 

consumer lighting products company 
based in Utah. The new facility is extended 
through a multi-year agreement and will 
provide for the ongoing working capital 
needs of the company. 
North Mill Capital Delivers $4.4MM in 
Recent A/R Credit Facilities
North Mill Capital provided $4.4 million 
in three recent accounts receivable credit 
facilities. First, North Mill Capital provided 
a $2 million accounts receivable credit 
facility to an LTL transportation company 
specializing in the transport and storage 
of products for industrial manufactur-
ers throughout the Midwest. Secondly, it 
provided a $2 million accounts receivable 
credit facility to an Iowa-based consult-
ing firm providing IT staffing and services 

to businesses. Lastly, North Mill Capital 
provided a $400,000 accounts receivable 
credit facility to a manufacturer of retail 
fixtures and point of purchase displays in 
Minnesota.
Huntington Business Credit Closes 
$11.5MM in Financing for Robinson Fans
Huntington Business Credit closed new 
$11.5 million credit facilities with Robinson 
Fans Holdings. Robinson Fans Holdings 
used the proceeds of the facilities to 

https://www.customersbank.com/sbalending
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funded a $3 million credit facility for an 
international occupational health services 
company based in Texas. The company 
used the proceeds to refinance existing 
bank debt and to support additional work-
ing capital needs.    
Allied Provides $1.4MM in Receivables 
Financing
Allied Affiliated Funding closed $1 million 
in receivables financing to a Texas-
based commercial flooring company and 
$400,000 in receivables financing to a 
Louisiana-based oil and gas industry con-
sulting company.  
J D Factors Delivers $2.325MM in Recent 
Factoring Facilities
J D Factors provided $2.325 million in 
recent factoring facilities, including a 
$700,000 factoring facility to a transporta-
tion company in California. 
Amerisource Funds $3MM Credit Facility 
for Distribution Company
Amerisource Business Capital closed and 
funded a $3 million credit facility for a 
distribution company based in California. 
The company will use the proceeds for 
growth capital.   
Rosenthal Provides $4MM PO Facility for 
Personal Protection Products Distributor
Rosenthal & Rosenthal completed a 
purchase order finance facility to support 
the production financing requirements 
of a California-based distributor of hand 
sanitizer and antibacterial soap.  

including a $500,000 cash flow loan, to a 
company that provides due diligence and 
document management solutions. 
Crestmark, Iron Horse Credit Provide 
$12.5MM in Financing to Singing Machine
The Singing Machine Company executed a 
tri-party intercreditor agreement for a re-
volving line of credit on eligible accounts 
receivable and inventory. The company 
entered into a two-year loan and securi-
ty agreement for a $10 million financing 
facility with Crestmark, a division of Meta 
Bank, on eligible accounts receivable. 
Further, the company executed a two-
year loan and security agreement with 
Iron Horse Credit for up to $2.5 million in 
inventory financing. 
Access Capital Structures $1.5MM Credit 
Facility for truData Solutions
Access Capital structured a $1.5 million 
credit facility for truData, a data centric 
firm focused on partnering with clients 
in building analytics and data integra-
tion capabilities leveraged through cloud 
solutions.
TradeCap Partners Structures $1.6MM 
PO Finance Facility for West Coast Soap 
Importer
TradeCap Partners closed a $1.6 million 
purchase order facility for a West Coast-
based importer of soap products. 
Amerisource Business Capital Funds 
$3MM to Health Services Company
Amerisource Business Capital closed and 

refinance existing debt and to provide 
ongoing working capital growth financing.   
Sallyport Commercial Finance Arranges 
$3MM AR Facility for Electronics Company
Sallyport Commercial Finance arranged 
a $3 million accounts receivable facility 
for a national distributor of gaming and 
consumer electronics.
Entrepreneur Growth Capital Provides 
$1MM LOC to Digital Marketing Firm
Entrepreneur Growth Capital closed a $1 
million working capital facility to a soft-
ware company that streamlines influencer 
and content creation strategies. 
Franklin Capital Provides $4MM in A/R 
Financing Facilities
Franklin Capital completed two new 
accounts receivable financing facilities, 
including a $1 million accounts receivable 
financing facility to a supplier of personal 
protective equipment and a $3 million 
accounts receivable financing facility to a 
UK-based IT equipment supplier.
Sallyport Commercial Finance Arranges 
$2MM AR Facility for Mortgage Advisory 
Firm
Sallyport Commercial Finance arranged 
a $2 million accounts receivable facility, 

https://www.revinc.com
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Utica Leaseco Provides $11.3MM to 
Agricultural Company
Utica Leaseco completed one transaction 
totaling $11.3 million. The refinance was 
secured by machinery and equipment 
to an agricultural company located in 
Michigan.  
White Oak Adds $6MM to Credit Facility 
for Hunt & Sons
White Oak Commercial Finance increased 
funding on its $75 million asset-based 
credit facility with Hunt & Sons by $6 
million. Hunt & Sons, which is a third-gen-
eration, family-owned petroleum products 
distributor, used the funding to support 
regional acquisitions.  
Austin Financial Services Provides 
$2.5MM Revolving A/R Facility to Logistics 
Company
Austin Financial Services closed a $2.5 mil-
lion revolving A/R facility to a logistics and 
fulfillment company. The company used 
the proceeds from the revolver to support 
its growing customer base and near-term 
plans for expansion.
Triumph Acquires Transportation 
Factoring Assets of Transport Financial 
Solutions
Triumph Business Capital closed the 
acquisition of the transportation factoring 
assets of Transport Financial Solutions 
(TFS). 
North Mill Delivers $1MM A/R Facility to 
Rebel Green
North Mill Capital delivered a $1 million 
accounts receivable credit facility to Rebel 
Green, which provides a line of natural, 
eco-friendly household cleaning products.  
Huntington Business Credit Supplies 
$10.5MM to Midwest Iron
Huntington Business Credit closed a new 
$10.5 million credit facility with Midwest 
Iron and Metal Company. 
Crestmark Secures $29MM in Commercial 
Financing Transactions in H1/June
Crestmark Equipment Finance provided 
$15,319,877 in four new lease transac-
tions, Crestmark Vendor Finance provided 
$8,710,820 in 121 new lease transactions 
and Crestmark’s government guaranteed 
lending group provided $5,050,000 in 
financing for two new clients in the first 
half of June.
Tradewind Provides Factoring Facility to 
Hong Kong Consultancy Firm
Tradewind Finance, in a deal debuting its 
funding capabilities for another local cur-
rency, provided a factoring facility in Hong 
Kong dollars for a consultancy firm based 
in Hong Kong that provides financial ad-
visory services to global banks and other 
financial institutions located in the region.
TradeCap Partners Closes $350K PO 
Facility for Midwest Paper Products 
Importer
TradeCap Partners closed a $350,000 pur-
chase order finance facility for an import-
er of paper products based in Minnesota.

Siena Completes $45MM in New Facilities 
During Q2/20
Siena Lending Group completed two deals 
for an aggregate amount of $25 million in 
Q2/20, while Siena Healthcare Finance de-
livered two deals for an aggregate amount 
of $20 million in the quarter.  
Government Leasing Closes $2.7MM in 
Federal Agency Equipment Leases
Government Leasing closed $2.7 million in 
federal agency equipment leases in June, 
including $1.5 million for the Department 
of the Navy and $1.2 million for the Army 
Corps of Engineers.
Crestmark Provides More Than $57.9MM 
in Financing to 294 Businesses in H2/June
Crestmark Equipment Finance provided 
$14.4 million in four new lease transac-
tions, Crestmark Vendor Finance provided 
$21 million in 273 new lease transactions, 
Crestmark’s Government Guaranteed 
Lending group provided $6.2 million 
in financing for three new clients and 
Crestmark secured a total of $16.4 million 
in ABL financial solutions for 14 new cli-
ents in the second half of June.
Gibraltar Provides $20MM to Sponsor-
Backed Seasonal Business
Gibraltar Business Capital provided 
Texas-based Easy Gardener Products a 
$20 million credit facility to help with 
a restructuring. Easy Gardener designs, 
manufactures and sells consumer lawn 
and garden products. 

INDUSTRY NEWS 
July Commercial Chapter 11 Filings 
Increase 52% Y/Y, Total Filings Down 33%
Total commercial Chapter 11 filings in July 
2020 increased 52% from the previous 
year, according to data provided by Epiq. 
Commercial Chapter 11 filings totaled 643 
in July 2020, expanding from the July 2019 
total of 423. Conversely, total commercial 
filings decreased 17% in July 2020, as the 
2,768 filings were down from the 3,314 
commercial filings registered in July 2019. 
The 42,861 total bankruptcy filings in July 
2020 were down 33% from the 64,345 total 
filings in July 2019. 
AICPA Survey: 56% of Business Execs Say 
Companies Sought PPP Funds
According to a survey from the American 
Institute of CPAs, 56% of business execu-
tives said their companies sought relief 
funds through the Paycheck Protection 
Program (PPP), a $660 billion initiative 
under the CARES Act designed to protect 
small businesses and their employees.
PayNet: June Lending Jumps as Small 
Businesses Look for Lifeline
The PayNet Small Business Lending Index 
(SBLI) recovered in June, increasing 16 points 
(13.8%) to 132.1, and is now just 3.7% below 
its year-ago level. The SBLI three-month 
moving average increased 2.9% but remains 
20.9% below its level from June of last year.

Equipment Leasing and Finance Industry 
Confidence Surges in June
Confidence in the equipment finance 
market increased to 45.8, up from the 
May index of 25.8, according to the June 
2020 Monthly Confidence Index for the 
Equipment Finance Industry from the 
Equipment Leasing & Finance Foundation.
Love’s Expands Freight Factoring 
Capabilities with Vero and Foley 
Acquisitions
Love’s Financial acquired Vero Business 
Capital and Foley Business Capital, which 
are both freight factoring companies.
BMO: Some Industries Set to Rebound 
From Pandemic More Quickly
As the U.S. works to recover from the 
COVID-19 pandemic and the corresponding 
economic dislocation, some industries 
will naturally rebound quickly as distanc-
ing measures lighten, according to a new 
report from BMO Economics.
ABI: Commercial Chapter 11 Filings Up 
26% Y/Y, Bankruptcy Filings Down 23% in 
H1/20
Total commercial Chapter 11 filings during 
the first six months of the year increased 
26% to 3,604 from the 2,855 total filings 
during the same period in 2019, according 
to data provided by Epiq. Total bankruptcy 
filings also decreased to 298,080 during 
the first six months of 2020, a 23% de-
crease from the 388,594 total commercial 
filings during the same period a year ago.
eCapital Acquires 100% Ownership of 
Prosperity Funding
eCapital acquired 100% of the owner-
ship equity of Prosperity Funding, a Fort 
Lauderdale, FL-based factoring company. 
ABCO Federal Credit Union Joins 
cuBIZloan
cuBIZloan welcomed ABCO Federal Credit 
Union to its member business and com-
mercial loan referral program. ABCO is 
looking forward to offering business loans 
to add value to its business checking and 
payroll services.
CoreLogic Reports Home Prices Were Up 
in May but Could Slump Over the Summer
CoreLogic, a global property information, 
analytics and data-enabled solutions pro-
vider, released the CoreLogic Home Price 
Index (HPI) and HPI Forecast for May 2020. 
Nationally, home prices increased by 4.8% 
compared with May 2019. Home prices 
increased 0.7% in May 2020 compared with 
April of this year.
Maxim Commercial Capital Funds Deals in 
30 States During Q2/20
Maxim Commercial Capital funded hard 
asset-secured financings for small and 
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events calendarmid-sized businesses in 30 states across 
the United States during Q2/20. 
Tri Valley Service Federal Credit Union 
Joins cuBIZloan
Tri Valley Service Community Federal 
Credit Union joined cuBIZloan’s member 
business and commercial loan referral 
program.
ELFF Snapshot Reveals 10.5% Decline in 
Equipment Investment in Q1/20
According to the ELFF’s Q3/20 industry 
snapshot, equipment and software invest-
ment plunged 10.5% annualized in the first 
quarter, and second quarter declines are 
expected to be more pronounced.
ISM: COVID-19’s Disruption on the Supply 
Chain Continues Globally
As a follow-up to survey results released 
on March 11 and April 14, the Institute for 
Supply Management released its third 
wave of research on COVID-19’s impact 
on businesses and their supply chains. 
Insights reflect input gathered by ISM 
primarily from U.S.-based respondents 
between May 7 to May 25. According to the 
results, more than three-quarters (76%) 
of respondents reported reduced revenue 
targets.
Moody’s Analytics: COVID-19 Resurgence 
Could Cause Global Economic Depression
According to the Moody’s Analytics base-
line economic forecast, real global GDP 
will fall by 4.5% this year as a result of 
COVID-19. The base case for the U.S. sug-
gests that it will take until mid-decade for 
the economy to return to full employment. 
Mark Zandi, chief economist at Moody’s 
Analytics, described the outlook in a new 
paper, “Handicapping the Paths for the 
Pandemic Economy.”
MUFG: Suppliers Tap Receivables for 
Liquidity During COVID-19 Pandemic
A growing number of suppliers are using 
their receivables as a source of liquidity 
to alleviate financial strains in the wake 
of the coronavirus pandemic, according 
to Maureen Sullivan, head of supply chain 
finance at Mitsubishi UFJ Financial Group 
(MUFG).  
SFNet: ABL Lenders Experience Q1/20 
Growth Prior to COVID-19 Impact
Banks and independent lenders were 
enjoying a strong market for asset-based 
lending with solid credit quality in Q1/20 
before the full impact of the COVID-19 
pandemic was felt, according to data re-
leased by the Secured Finance Network.  
IFA Forms Southeast Chapter
The International Factoring Association 
officially formed its southeast chapter in 
June. The new chapter will serve Florida, 
Georgia, South Carolina, North Carolina 
and Southern Virginia. 
New York AG Takes MCA Companies to 
Court for Illegal Lending, Threatening 
Practices
New York Attorney General Letitia James 
filed a lawsuit against Richmond Capital 
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Group, Ram Capital Funding and Viceroy 
Capital Funding seeking to stop the three 
New York City-based companies and their 
owners and managers from continuing to 
cheat small businesses out of millions of 
dollars each year by selling owners mer-
chant cash advances or “sky-high” interest 
loans. 
ABI: Nearly 500 Small Businesses File for 
Bankruptcy Under Subchapter V Provision
According to data released at the end 
of June from the American Bankruptcy 
Institute, 471 small businesses elected 

to file for bankruptcy relief under the 
new Subchapter V to Chapter 11 of the 
Bankruptcy Code since it was enacted. 
Commercial Credit Group Moves HQ to 
Accommodate Expanding Workforce
Commercial Credit Group, an independent 
commercial equipment finance company, 
moved its company headquarters within 
Charlotte, NC. The new office is located at 
525 N. Tryon St. in Charlotte and houses 80 
employees. n
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FIVE BEST PRACTICES FOR CLOSING YOUR 
NEXT EQUIPMENT FINANCE DEAL  
By G. Paul Fogle, CLFP and Mae Philpott, CLFP

Few things are more frustrating than 
putting in days or weeks of work on a deal 
only to have your customer back out just 
before funding. As a third-party origina-
tor (TPO), every transaction that crosses 
your desk utilizes your valuable time and 
resources. A primary function of your job 
is to efficiently conserve those limited 
resources while ensuring you earn the 
highest return for your efforts. 
While there are hundreds of reasons why 
a deal may not close, within the equip-
ment finance space, you can employ five 
best practices on every deal that will 
save time and energy and increase your 
overall closing ratio. These best practic-
es — which are similar across third-party 
representation lending — will make you 
more productive, more efficient and (most 
importantly) more profitable. 

1. Know Your Customer
Generally speaking, as the dollar amount 
of the transaction increases, the more you 
should know about your customer. It’s 
important to understand your customer’s 
business history, financials and credit pro-
file, but you also need a clear picture of 
how the financed equipment will increase 
revenue or conserve capital. Is it replace-
ment equipment or used for expansion? 
Find out your customer’s hot buttons: Are 
they more concerned about payments, 
effective rate, overall payback or tax 
benefits? What kind of payments are they 
expecting to make? Knowing where your 
customer’s business has been, where they 
would like to grow and addressing primary 
concerns will help you demonstrate why 
your equipment financing offer is the right 
one for them and their company.

Every broker wants to close 
more deals, Paul Fogle and 
Mae Philpott provide five 
guidelines to get to the finish 
line on your next equipment 
finance deal. By following 
these best practices, brokers 
will save time and increase 
their ability to close deals. 
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  Learning about your equipment finance funding 
sources, understanding your customer, building a solid 
submission and managing expectations appropriately 
are the keys to successfully closing your next 
equipment finance deal.  
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2. Know Your Funding Source
A TPO should have a general idea of what 
types of equipment and customers their 
lenders are looking to finance. Most lend-
ers have published guidelines covering 
which asset types, credit profiles, deal 
sizes and pricing ranges they cover. This 
information is also readily available from 
company websites, online forums and 
industry publications. 
When in doubt, pick up the phone 
and speak with a salesperson directly. 
Submitting deals that are not in your 
lender’s wheelhouse will only lead to frus-
tration for you, deal fatigue for your cus-
tomer and a lower approval ratio — which 
can damage the relationship — with your 
funder. Take the time to learn about your 
funding sources now so you can close the 
right deal with the best-fitting lender later.

3. Know the Submission 
Requirements
Every funding source has a checklist 
outlining which documentation is required 
for a submission. Gathering all required 
information from your customer and 
reviewing it for clarity and accuracy will 
prevent myriad headaches down the road. 
Communicating clearly with your customer 
and/or vendor on the items your lend-
er needs and why, and then submitting 
a complete file to your funding source 
will save you hours of time and energy 
in the long run and cut out the dreaded 
back-and-forth that frustrates so many 
customers into walking away from a deal. 
The more attention you give your submis-
sion, the faster your deal can be approved, 
underwritten and closed.

4. Manage Expectations
So now you’ve learned what your cus-
tomer wants, what your lender needs 
and what you actually have to work with. 
The next step is to manage expectations 
appropriately. Review the submission 

information with the customer and point 
out the pros and cons of the profile as 
it pertains to your lenders’ underwriting 
criteria. Conservatively estimate monthly 
payments and explain why you believe the 
lender(s) you selected will be the best fit 
for your customer. Communicate clearly 
and accurately using fact-based informa-
tion. Don’t over-promise or under-deliver. 
Be honest and transparent and watch how 
quickly you build loyalty and trust with 
your customer — two key features neces-
sary for keeping a customer and closing 
any deal. 

5. Do the Work
All the knowledge, expertise and sales 
skills in the world will only take you so far. 
You must put in the work to get the job 
done. Many people are compelled to take 
the easiest route, but in today’s unprece-
dented pandemic environment, the easy 
route is often a dead end. Nothing turns 
off lenders more than throwing deals 
against the proverbial wall to see what 
sticks when clearly it doesn’t fit their 
requirements. Nothing turns off customers 
more than thinking their rep didn’t do 
their best for them. Cutting corners may 
save time initially, but it will cost you more 
time and frustration fixing issues down 
the road. To set yourself up for success 
every time, just do the work. 

Get Going
As you start to work with various lenders, 
you will become more familiar with their 
programs and processes. You will become 
more efficient at taking a transaction from 
submission through commission. With so 
many different lenders and requirements 
out there, it is impossible to work with 
all of them. We recommend you choose a 
small number to work with consistently to 
ensure familiarity and results. The more 
you close, the more confident you’ll be 
in communicating with your customers 
and the more comfortable your lenders 

will become working with you. Learning 
about your equipment finance funding 
sources, understanding your customer, 
building a solid submission and managing 
expectations appropriately are the keys to 
successfully closing your next equipment 
finance deal. n
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IN THESE UNCERTAIN TIMES, ONE THING IS 
CONSTANT — PICKING THE RIGHT LENDER!  
By Haze Walker

As banks tighten up lending, many companies will need a new lending option. Haze Walker explains why 
factoring is one of the best options for businesses in the post-pandemic environment as it provides the 
flexibility, availability and ease of use that companies need during these uncertain times.
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Small to mid-sized businesses have had 
an incredible roller coaster ride in terms 
of earnings in the past few months. 
COVID-19 has deprived many business 
owners of their livelihoods and left a 
wave of destruction. While many house-
hold names such as Boeing, GE and Lyft 
announced deep layoffs, many could not 
weather the economic storm and more 
retailers are filing for bankruptcy or going 
out of business.
For businesses that have survived, what 
happens now? We know to expect a slow 
recovery. Earnings will continue to be 
depressed and, unfortunately, this reces-
sion will touch every industry in the U.S. 
This environment will force businesses to 
forecast cash flow for the next 13 weeks 
without a clue of what tomorrow will look 
like. Lenders are scrambling to work with 
their borrowers, large and small, and 
lenders also are affected by this uncer-
tain time. Banks are increasing loan loss 
provisions and carefully looking at their 
existing portfolio of commercial loans to 
decide who to keep and who to push out. 
No business gets a free pass, no matter 
how long it has done business with a bank 
or lender.
This means many businesses are seeing 
credit line increases denied, while banks 
and lenders are unable to make credit 
exceptions that would have been easy to 
do pre-pandemic. Many businesses must 
find a new lender, which can become one 
of the most important decisions they will 
ever make. 

The Factoring Option
Factoring is probably the oldest form of 
financing, but it is often misunderstood. 
Factoring began with the advent of com-
merce and trade and has been around for 
more than 4,000 years. In today’s credit 
strained economy, factoring can be an 
attractive alternative to bank financing. 
When time is of the essence and cash flow 
is critical, moving to a factoring line can 
be the best option. Unlike banks, factors 
require basic financial information and no 
financial covenants. Factors do not need 
audited or reviewed financials; they can 
work from the current aging report and 
will not take months to approve and fund. 
Usually they can complete due diligence 
and have loan documents out within days. 
Companies tend to get lax about receiv-
ables when the economy is booming, 
interest rates are relatively low and cash 
flow is not a concern. But as supply chains 
are affected, managing cash flow becomes 

more important. Companies must take a 
hard look at how receivables are being 
managed. A key benefit that comes with 
factoring is the expertise in the collection 
processes that can dramatically improve 
A/R turn, which equals more cash flow. 
Factors perform credit administration 
functions and cash applications while fo-
cusing on customer-specific payment per-
formance and identifying companies that 
may be changing their payment practices. 
This will be a crucial component in the 
current environment and help companies 
be proactive in identifying and addressing 
potential problems. 
The technology factors offer has ad-
vanced and now includes access to online 
real-time reporting. Companies that work 
with factors can customize key reports 
and download them directly into most 
accounting software systems. Between 
the collection management and reporting 
capabilities, these functions can become 
an extension of the backroom and relieve 
additional overhead. This will allow more 
time to focus on the business. 

Structuring Flexibility
Most factors have flexibility when it 
comes to structuring rates and fees. 
Misconceptions exist about how the fees 
work on a traditionally discounted fac-
toring deal. For example, factors advance 
70% to 90% of the invoice and wait for the 
debtor to pay. When the invoice is paid, 
the company will receive the remainder of 
the money minus the small fee (2% to 5%) 
the factor charges for this service. 
Some business owners think that if they 
pay a 2.5% fee to a factor on an invoice 
they are paying 30% per year on the in-
voice. But that is incorrect. If you multiply 
the 2.5% by 12 to calculate an annual rate 
of 30%, you also must multiply the invoice 
amount by 12. Using this calculation, the 
rate is 2.5%, not 30%. 
Example: A factor is collecting an invoice 
of $50,000 a month with a 2.5% fee. For 
payment in 30 days, the formula would 
be 2.5% x $50,000 = $1,250 and $1,250 x 12 
= $15,000. In one year, the company will 
pay the factor $15,000. Now multiply the 
invoice amounts: 12 x $50,000 = $600,000 
and 2.5% x $600,000 = $15,000. Using this 
calculation will prove that the company is 
paying 2.5%, not 30%. Bank loans are not 
available at 2.5% interest. 
There are many ways to make up the 
cost of factoring. When a business owner 
knows the money will be in their bank 
account immediately once the invoice is 

issued, they can negotiate discounts with 
their suppliers and save more than the 
amount of the factoring fees. Additionally, 
businesses can go after larger orders and 
accept more business with confidence 
because they can cash flow the deal.
Now is not the time to look for the 
cheapest bank or lender. More than likely, 
lower rates will coincide with a much 
tighter credit structure and little room for 
exceptions if the borrower hits a rough 
patch (i.e., a customer filing for bankrupt-
cy, concentration issues or other credit 
disruption). 
While looking for a new lending partner, 
the critical factors to consider are flexibil-
ity, availability and ease of use, which will 
be extremely important in these uncertain 
times. In all, factoring firms are typically 
more expensive than a traditional bank 
line of credit. Unlike banks, factors can 
provide financing to businesses in a turn-
around or without assets or proven track 
records. Factors can offer personalized 
solutions for their clients. As the saying 
goes, you don’t need deep pockets if you 
have a factor’s phone number. n
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INVOICE FINANCING CAN HELP BUSINESSES 
SURVIVE THE NEW ECONOMIC REALITY  
By Miguel Serricchio and John Teixeira

From banks tightening lending requirements to supply chain disruptions, many businesses are facing 
cash flow disruptions resulting from the COVID-19 pandemic. Miguel Serricchio and John Teixeira explain 
why factoring is a great choice to enhance liquidity in this environment. 

The past few weeks have put the econom-
ic devastation caused by the coronavirus 
into focus. In the United States, more than 
1 million businesses have shuttered, and 
we experienced a 32.9% decline in quar-
terly GDP, the worst ever recorded… and 
yes, that includes the Great Depression. 
While the economy has improved since 
the lockdowns of March and April, it’s 
safe to assume that the virus’ impact will 
linger over businesses for the foreseeable 
future. 
Given this reality, businesses should focus 
on optimizing their cash flow management 
to ensure they have the working capital 
they need to survive without incurring sig-
nificant additional debt. For the moment, 
businesses have been able to rely on 
Paycheck Protection Program funding to 
bridge funding gaps, but they should be-
gin to look for more permanent solutions, 
such as invoice financing, to address their 
cash flow needs.

What is Invoice Financing?
Invoice financing — commonly known 
as factoring — is a form of financing 
widely used by businesses to access 
cash trapped in outstanding invoices or 
accounts receivable.
In simplest terms, invoice finance provid-
ers, or factors, purchase a client’s receiv-
ables (invoices) and advance a portion of 
the receivables’ face value in cash upfront. 
The remainder of the invoice amount is 
paid to the client once the factor gets paid 
by the client’s customer. This process is 
referred to as “the sale of accounts receiv-
able” and is one of the oldest and most 
common forms of commercial finance.
Many factors can advance up to 90% of 
the face value of an invoice within one 
business day. This allows businesses to 
reduce their days sales outstanding (DSO) 
considerably, giving them on-demand ac-
cess to cash that they otherwise wouldn’t 
receive for 30, 60, or even more than 

90 days. As a result, they are in a better 
position to manage and predict their cash 
flow. 
Factors look beyond a client’s near-term 
financial condition to the strength of 
obligations owed by the customers of that 
client — the client’s receivables. With this 
approach, a client receives funding based 
on its customers’ ability to pay an invoice 
rather than the client’s credit alone.
This has two noteworthy features: 
1. Factors spread repayment risk across a 
client’s multiple customers rather than to 
the client alone or just to a single custom-
er. This is referred to as “diversification.” 
2. A client’s customers often are stronger 
financially than the client itself. Imagine 
a small toy company with a limited credit 
history that sells to Wal-Mart, a company 
with solid credit. With invoice financing, a 
factor can finance the toy company based 
on the financial strength of Wal-Mart, 
which most likely will pay its bills.
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Why Invoice Financing is Suited 
for this Moment
COVID-19 has forced businesses to change 
how they operate. Many businesses are 
focused on improving the resiliency 
of their supply chains and finances to 
survive. Luckily, invoice financing can help 
businesses move forward to face these 
new realities:
Cash is King
One of the primary impacts of the virus 
has been a return to the tried and true 
principle that “Cash is King.” The Federal 
Reserve of Economic Data reported C&I 
usage across all U.S. commercial banks in 
late-February to mid-April jumped from 
$2.3 trillion to $2.95 trillion. This was most-
ly a result of SMEs employing PPP funds 
to position themselves for an extended 
period of downtime. Refinitiv reported that 
companies borrowed almost a year’s cash 
in the first five months of 2020. This means 
previously leveraged companies are now 
further leveraged and will need to find 
new sources of liquidity, such as invoice 
financing, that don’t add additional debt. 
Uncertain Financial Relief & Tighter 
Lending Standards
Between the PPP soon expiring and con-
gressional inaction, considerable uncer-
tainty exists regarding what a financial re-
lief package will include and when it may 
pass. It’s safe to assume that it will not be 
as robust as the original offering. This may 
have dire consequences. Many recipients 
have been operating on PPP funds due to 
lack of revenue and may continue to rely 
on these funds in light of rising caseloads 
and the specter of decreased business in 
the second half of the year.
Banks have increased their lending stan-
dards, making it now almost impossible 
to get a bank loan not related to PPP. 
According to the Fed’s latest Senior Loan 
Officer Opinion Survey on Bank Lending 
Practices, some 70% of lenders increased 
their lending standards for C&I loans.¹ It 
makes sense for banks to be restrictive. 
Balance sheets are a mess, credit scores are 
declining and the outlook for future orders 
on many goods and services is still grim.
For those lucky enough to have existing 
loans, several banks granted one to two 
quarter “covenant holidays” to segments 
of their portfolios when the pandemic 
started in mid-March with the expectation 
that the economy would have significantly 
recovered by the summer. Banks will have 
to address this miscalculation in some 
form, be it extensions or exits. If there 
is a tidal wave of workouts, businesses, 
along with their current lenders, will likely 
look to solutions, like invoice financing, to 
meet their needs.

Extended Procurement and Payment Cycles
One of the most evident reasons to 
consider invoice financing is that most 
elements of the cash conversion cycle are 
slowing down. Businesses looking to pre-
serve cash are attempting to extend their 
payment terms with suppliers or choosing 
to make late payments.
In addition, according to the Wall Street 
Journal, although global factory produc-
tion began to increase in July, the impact 
of lackluster trade is still a challenge.² This 
has led to a reduction in global shipping 
capacity and an increase in shipping costs, 
which has slowed down the entire supply 
chain.³ To offset these delays and costs, 
many businesses are now choosing to 
adopt a “Just-in-Case” strategy of invento-
ry management. 
As a result, businesses are now placing 
larger orders that take longer to arrive 
and, therefore, longer to sell. This has real 
impacts on cash flow and supply chains. 
By utilizing invoice finance, businesses 
can offset some of that pain by converting 
their sales into cash immediately instead 
of waiting for the invoice maturation date.

The Best Candidates for Invoice 
Financing
Invoice financing works for many — but 
not all — kinds of businesses and has 
some specific requirements:
B2B or B2G
To qualify a business must sell goods or 
services to businesses, not consumers. 
Since consumers typically pay with cash 
or a credit card, and vendors receive cash 
immediately, there are no invoices to 
finance.
Bill customers on payment terms
The business must sell to customers on 
“terms” (e.g., due in 30 days), not cash. 
Otherwise there are no invoices to finance. 
Invoice financing turns invoices or receiv-
ables into immediate cash.
Invoice for delivered goods or services
The business’ customers must be legally 
obligated to pay your invoices. Therefore, 
the business must have billed its cus-
tomer after delivering goods or services, 
creating an invoice.
Have a creditworthy customer base
The business’ customers must be credit-
worthy or “financially able” to pay their in-
voices. Creditworthiness is based on data 
from readily available databases such 
as Dun & Bradstreet or PayDex, financial 
statements, outside research or from the 
analysis of an underwriter.
No existing pledges (liens) on receivables
The business’ receivables must not be 
pledged as security to someone else, like 

an existing lender. Otherwise the existing 
lender will have to “subordinate” so the 
factor has a first-priority claim on the 
receivables. Since its receivables are the 
primary source of repayment, the factor 
will need to be in “first position” over 
other lenders.
Decrease in Borrowing Base on an ABL 
Facility
Lenders often will remove from the bor-
rowing base certain accounts receivable 
that do not meet the covenant require-
ments, such as when a customer has been 
delaying payment terms that exceed the 
ABL facility terms. n

1“Senior Loan Officer Survey on Bank Lending 
Practices,” Federal Reserve. July 2020.

²“Fairless, Tom, et. al., “Global Factories Increase 
Production but Overseas Demand Remains Soft,” 
The Wall Street Journal, Aug. 3, 2020.

3Paris, Costas. “Peak Shipping Season Runs Aground 
as Ocean Lines Pull Capacity,” The Wall Street 
Journal, Jun. 16, 2020. 
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THE ART OF CLOSING THE DEAL  
By Chip Cummings, CFE

Before brokers can achieve a successful closing, they must learn how to close every aspect of a deal — 
from gaining a prospect’s business to mastering every aspect of the process. Chip Cumming illustrates the 
planning, preparation and flexibility that it takes to artfully close a deal. 

“Thanks for all your hard work! That clos-
ing went very well, and we really appreci-
ate your efforts…”
Those are the magic words every loan 
broker longs to hear at the end of what 
is sometimes an exceptionally long and 
bumpy road in getting a deal to the closing 
table. Fortunately, it’s usually followed by a 
nice paycheck, which makes it all worth-
while. Hopefully, the phrase above comes 
directly from the client, but it’s certainly 
worth more when it comes from the lend-
er, title company, attorney or even a seller. 
Then you know you’ve done your job.
So, how exactly did you get to the closing? 
We all know the entire point of what we 
do is getting to the closing table. But 

closing the deal is more than simply 
sitting around in a room signing docu-
ments and collecting a commission check. 
Closing the deal starts at the beginning.

Closing the Prospect
From the time you get the initial phone 
call from a prospect until the actual 
closing, roughly 200 different tasks must 
be completed. While many of the items on 
the checklist are similar for each transac-
tion, no two deals are ever the same. The 
reason is simple: no two sponsors are ever 
the same.
A basic sales rule every successful 
salesperson learns is the “Rule of ABC” 

— Always Be Closing. You have many 
opportunities to close the borrower and 
the deal, but you must get used to recog-
nizing and acting on them. Good brokers 
close the deal — great brokers close the 
prospect. The first step in “closing the 
deal” is closing on the sponsor. You need 
to spend time getting to know them and 
their business and discover the answers 
to a few questions. What are they trying to 
accomplish? Who have they already con-
tacted? Why did they call you? Does their 
“story” make sense?
More importantly, do you like them? As 
silly as this seems, this is a key element 
as to your chances of getting the deal 
closed. If you cannot develop a rapport 
with them, things may go south in a hurry. 
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One of the best sales rules to remember 
is if two people really want a transaction 
to come together, and know and like each 
other, then they will find a way to get it to 
the closing table — even when things get 
tough. If one of the people is not on the 
same page, any little thing will become a 
reason to back down and the deal will die. 
If not, it will be an uncomfortable road. 
We’ve all had borrowers that we wish we 
would have never met. Those deals are 
just not worth it.
Closing the prospect is an art. Take the 
time to really understand the situation 
and ensure you have a viable solution. 
The last thing you want to do is try to 
solve a problem they don’t have, or worse, 
one that you cannot solve. Doing this 
upfront will solidify the foundation for 
advancing to the next step.

Closing the Process
Closing the process means being able 
to really wrap your arms around every-
thing that needs to be done. Yes, you will 
need to gather the basic information and 
documents required for any transaction, 
such as a good executive summary, year-
to-date financials, bank statements and 
tax returns. But as the professional loan 
broker, you must map out the process 
required for you to reach the closing table. 
This is the reason you get paid, and your 
ability to make it there will prove your 
true value to all parties involved.
This means understanding exactly what 
your lender expects. Every lender has 
somewhat different requirements and 
program nuances. Become knowledgeable 
of their checklists, forms and processes 
as well as the people with whom you will 
be working. The key is being proactive in 
providing the necessary documentation 
and also acting as a liaison between the 
sponsor.
Brokers who do not know and fully under-
stand the elements of the transaction, or 
who do not have a good relationship with 
their clients, look like fools in the eyes 
of a lender. Do not make excuses, do not 
argue with processors or underwriters, do 
not try to change their process or condi-
tions and do not take forever to deliver 
answers. Instead, just do.
Do what you are expected to do and do it 
well. Do provide answers and information 
about the transaction as completely and 
honestly as possible to all parties. Do 
communicate with the sponsor and get 
documents together in a timely manner. 
Do prepare the borrower for what is going 
on, the requirements to get completed 
and the expected timeline. When you act 
like a professional representative for the 
lender and the sponsor, you truly come 
across as a professional broker.

In my more than 30 years in the business, 
I can safely say this is where most brokers 
fail, and it limits or kills their road to 
success. Knowing and understanding the 
process — and keeping control of it — are 
key components of closing the deal. This 
takes time and experience to master, but 
education, enthusiasm and not acting like 
a know-it-all will pay off big in the long 
run.

Closing the Loan
Once you have mastered closing the 
process, the hard part is done. The more 
enjoyable part of closing the loan hap-
pens in two parts — the preparation and 
the closing itself.
Preparing for a closing happens after 
the loan approval and any underwriting 
conditions have been cleared and involves 
helping the closer get their requirements 
in place. This is where you can show your 
value. Assist in obtaining payoff letters, 
surveys, environmental reports, insurance 
policies, lease transfer letters and any title 
conditions cleared. Again, be a resource 
for the closer and be willing to make the 
phone calls, track down answers and 
docs, and keep the sponsor in check. The 
borrower will be anxious to close, but if 
everything isn’t ready in this phase, then it 
will end up delaying the closing and peo-
ple’s nerves will start to come undone.
Do not schedule the closing. That is the 
job of the lender and the closer, and 
they will let you know when it is ready to 
be scheduled — this is not your call to 
make. Don’t try to rush it, and then make 
sure that it’s comfortable for everyone’s 
schedule. 
Be prepared. Ensure the sponsor knows 
which funds they will need to close and 
that the funds are readily available and 
won’t take three days to settle and clear. 
Ensure the insurance policy is in place and 
the lender has been added as an addi-
tional insured. Ensure the lease agree-
ments and notifications are ready to go, 
and the sponsor is ready for the transition 
with any tenants. 
Any contracts being assigned or assumed 
must be reviewed with and by the spon-
sor, as well as an accounting of all tenant 
or contract deposits. Review any closing 
statements with the sponsor in advance 
so any discrepancies can be rectified 
before everyone is sitting at the table. 
The closing table is not the time to hash 
out these details or review documents 
for the first time. The better prepared 
you are, and the better you prepare the 
sponsor, the fewer headaches, arguments 
and problems you will have. Not being 
prepared in this step can erase all of your 
previous efforts and the goodwill you’ve 
built up.

In short, the closing should be a mere for-
mality if you have done your job correctly. 
Not that issues out of your control will 
not come up at the last minute — because 
they always do — but being prepared and 
professional in your approach to them is 
what will set you apart.

Becoming an Artist
As you can tell, the art of closing the deal 
is much more than showing up at the 
closing. It involves planning, preparation, 
flexibility, the ability to handle difficult 
situations and, of course, being able to 
perform well with people in many differ-
ent situations.
Just as every artist paints a different 
picture, or builds a completely different 
sculpture, so it is with your business. 
All painters have the use of the same 
colors — how they use them makes the 
difference.
Your transition to becoming a profession-
al when it comes to closing the deal will 
take time, but it amazes me how many 
people who have supposedly been in the 
commercial loan brokering arena for many 
years haven’t taken the time to figure out 
the process. Practicing your art, refining it 
as you go and understanding that closing 
the deal actually starts in the beginning 
will set you up for many closings and 
great successes in the long run. n
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COMMERCIAL LENDING BROKERS:   
Get a Leg Up on the Competition
By Martin Chera

Commercial loan brokers are not always known for their code of ethics, which creates an opportunity 
for emerging brokers to set themselves apart. Martin Chera outlines how brokers can treat lenders and 
borrowers with integrity while taking their business to the next level.   

Regardless of the current state of the 
economy, there is an incessant, pressing 
demand for capital. When the economy 
is running on all cylinders, corporations 
and individuals making investments in 
the commercial real estate sector require 
funding to operate. Conversely, when the 
economy slows, the same individuals have 
an even greater need for capital to sustain 
themselves during periods of reduced 
cash flow. Despite the clear necessity for 
capital, many financial institutions are 
implementing exceedingly prohibitive 
lending protocols, making it more and 
more difficult for businesses and real 
estate investors to acquire the financial 
tools they need to prosper. 

Presently, the vast majority of banks are 
not actively extending loans to business 
entities, and the few that are approve 
only 10% to 19% of the loan applications 
they receive. That means nearly 90% of 
corporations and real estate investors are 
left without a viable option for obtaining a 
commercial loan. That’s where a commer-
cial finance consultant or a diversified 
loan broker comes into play. These are 
individuals who can assist corporate 
and real estate entities in fulfilling their 
unique financial requirements by employ-
ing a 360-degree underwriting strategy to 
facilitate business lending solutions that 
the one-dimensional mindset adopted by 
major banks simply cannot deliver. 

The sad reality is commercial loan brokers 
who follow a discernable code of ethics 
and implement proper broker etiquette 
are few and far between. The good news 
is this gaping dearth of professionalism in 
the commercial lending sector presents 
a tremendous opportunity for emerging 
commercial finance professionals to set 
themselves apart from the competition. By 
maintaining professional etiquette during 
all client interactions and following ethical 
models of business conduct, proactive 
brokers can showcase their integrity to 
potential clientele and funding sources 
alike. Making a positive impression to both 
parties associated with any given transac-
tion is a significant advantage and ups the 



www.naclb.org | DEALMAKER |  AUGUST 20 | 25

ABOUT THE AUTHOR

Martin Chera has been an owner 
of Express Capital Financing for the 
past eight years, helping his inves-
tors and clients build their wealth 
in real estate. Chera has a deep 
understanding of the inner workings 
of real estate business operations 
and services the needs of investors 
in real estate, helping them identify 
a qualified property to attain their 
financial goals.

Martin Chera
Owner

Express Capital Financing

chances of receiving referrals and repeat 
customers. Here are a few tips for brokers 
looking to take their practice to the next 
level. 

Resist the Urge to Shop a Deal 
The practice referred to as “shopping a 
deal” is effectively circulating the details 
of a pending deal to a variety of lenders 
as bait to see which financial entity sub-
sequently offers the most ideal funding 
terms. Doing so, however, will most likely 
alienate lenders and adversely affect the 
potential establishment of lasting profes-
sional relationships with these lending 
companies — a key component of sus-
tained success in the commercial lending 
brokerage profession. The most productive 
course of action is to present the deal to 
one individual lender and only move on 
to an alternative bank if the initial funding 
source clearly expresses they are not in-
terested. Building consistent relationships 
with lenders is crucial and will speed up 
the overall process.

Know the Deal Inside & Out
As the old adage goes, “An ounce of 
preparation is worth its weight in gold.” 
The same principle holds true when it 
comes to streamlining the brokerage 
process, saving the lender and borrower 
a substantial amount of time and hassle. 
This includes the preparation of insightful 
executive summaries, conducting prelim-
inary analysis, highlighting the positive 
aspects of the deal at hand and posing 
potential solutions to any issues the 
borrower may experience. These actions 
can collectively make a huge positive 
impact on both parties and increase the 
likelihood they’ll come to you for more 
business down the road. 

Avoid the Chain Gang
Unfortunately, because most brokers 
operate in highly specialized niches, a sig-
nificant number of the deals out there im-
plicate a diverse chain of brokers. Broker 
chains happen when a series of brokers 
are involved with a given deal, each 
managing a singular product or service 
that is part of the overarching transaction. 
It would be like making a sandwich and 
being forced to hire an employee to slice 
the bread, another to apply the condi-
ments, an additional two workers to fetch 
the cold cuts from the fridge and another 

to assemble all the ingredients into the 
finished product. Suddenly what should 
be a straightforward affair is transformed 
into an overcomplicated process bogged 
down with administrative tasks that result 
in an inefficient and costly hassle. 
In the long run, unfortunately, the client 
suffers the real damage in this type of 
situation. Lenders are wary of deals that 
involve multiple brokers because the 
transactions are complicated with red 
tape and overlapping fees, both of which 
make it more difficult to obtain approv-
al. The primary concern, however, with 
broker chains is communication — or 
lack thereof. With several brokers come 
several conflicting perspectives on how 
the deal should be handled, resulting in 
contradictory and muddled channels of 
communication that can adversely impact 
the client. 

Refuse Upfront Fees
Turn down any upfront, non-refundable 
fees as they are both frowned upon and 
damaging to a broker’s professional rep-
utation among peers, clients and lenders 
alike. Brokers can freely accept payments 
that are earmarked for conducting ap-
praisals or due diligence and should fol-
low ethical business practices by charging 
fees to be paid upon closing only. It is 
never acceptable to charge upfront fees 
just to examine the aspects of a deal or to 
procure initial financing prior to closing. 

Prioritize Efficiency
Efficient use of time is the name of the 
game when it comes to brokering transac-
tions that involve commercial lending. Due 
diligence is a critical stage of every deal 
when time comes into play. Brokers can 
save lenders and clients ample time by 
intimately knowing their product as well 
as the parties on both sides of the table 
and their unique set of needs. 
To accomplish this, brokers would be wise 
to conduct a pre-underwriting process 
on potential transactions. This is akin to 

a triage protocol in which brokers can 
eliminate deals that have little chance of 
reaching the closing stage. Pose questions 
to your clients that dig deeper than just 
the financial data and uncover aspects 
of their financial history that can derail 
the loan process. Doing so can help you 
present executive summaries to lenders 
and enable you to highlight the positive 
aspects of your client’s history and how 
they can mitigate any risky aspects of 
their profile. This will increase the odds of 
getting the loan approved and assist your 
lender in arriving at a loan decision more 
efficiently. The upfront time requirement 
of conducting this analysis will be well 
worth it in return on investment, as banks 
will recognize over time that you are con-
sistently prepared and only present them 
with viable deals. n

 By maintaining professional  
etiquette during all client interactions 
and following ethical models of business 
conduct, proactive brokers can showcase 
their integrity to potential clientele and 
funding sources alike.  
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SELLING MONEY: 
Mastering the Sales Process by  
Going Back to Basics 
By Bennett Abel 

Being a successful commercial finance broker depends upon 
essential sales practices. Bennett Abel outlines how brokers can sell 
effectively, differentiate and be transparent to set themselves up for 
success in the business. 

When I speak with prospective brokers 
who are thinking of getting into the 
commercial finance business, I ask them if 
they’ve been in sales before. This business 
is no different than any other sales busi-
ness. Find the lead and sell the need or 
advantages of taking the money. The nice 
aspect of commercial finance is, unlike 
other sales products, the borrower needs 
us rather than the other way around. 
Since we provide the funds they need, the 
sales process should be easy if presented 
correctly.

Selling Effectively 
Selling money is different. Unlike other 
products, which sell themselves, money is 
the same everywhere but has different as-
pects. The commercial finance space has 
many different products, including real 
estate, equipment, cash receipts, accounts 
receivable and many more to leverage.
To be effective as the expert, you must 
determine the most affordable and least 
expensive leverage for your client. You are 
not searching for the easiest option but 
the most effective solution for their needs. 
This requires a journey back to sales 101. 
First you must complete a needs analysis 
with your borrower to determine their 
requirements, just like any other product 
you have sold before.
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When you capture a lead, research the 
borrower and their business so you have 
a good understanding of their situation 
before making contact. As a solution to 
their problem, you must present many 
options — not just one. This is where you 
earn your fee, so be sure to know your 
products. This knowledge is crucial but 
even more important is knowing what you 
are talking about. Ensure your knowledge 
of the lending products is top notch so 
you sound like an expert. Hearing your 
borrower say, “Wow! You seem to know 
what you’re talking about,” makes your job 
a lot easier.

What Sets You Apart?
Many businesses are in the lending 
space, so it’s important to separate your 
company from the rest. The first step is 
determining what your competition offers 
in terms of points and rates, branding, 
personality and response times. Quite 
often, prospective borrowers thank me for 
returning their requests so fast. They tell 
me the other companies they’ve called 
have yet to call back. When receiving a 
lead via email, versus by phone, always 
take the more communicative approach 
first. In this business, getting prospects on 
the phone is best since they usually con-
tact a few companies at once. If you call 
and there is no answer, send a follow up 
email with your information attached, and 
include digital brochures and promote 
your website.
Social media is another valuable asset 
to differentiate your company. Borrowers 
love to educate themselves and read 
articles about this business, so utilize your 
social pages and promote them to current 
and future borrowers. Blogging and email 
marketing are other effective tools that 
will help you stay in front of prospective 
borrowers.
Another important differentiator is your 
fee schedule. Do you want high volume 
with lower points or high points and lower 
volume? If you have lower fees, you will 
stand out and attract repeat borrowers. 
Determine your fees by the type of deal. 
You can charge a higher rate for lower 
priced real estate loans than higher bridge 
loans.

Always Be Transparent
Be transparent with your borrower about 
who you are (broker versus lender), what 
you are charging, how you are paid and 
what you specialize in. Many brokers do 
not reveal who they are and lose the 
borrower’s trust when surprises arise. Be 
clear that you provide a service that can 
help borrowers and save them time. You 
will save them time by identifying the right 
lenders, finding the best rate/points avail-
able and making the process as seamless 
as possible. This is what borrowers pay us 
to do, so be an expert here. Let the bor-
rower know what you charge as soon as 
possible before moving to the next step in 
the sales cycle. If you present yourself in a 
professional and responsive manner and 
present them with many options, you will 
gain their trust and justify your fee. 

Ask for the Sale
Like any sales process, you must ask for 
the order. In the lending business, it’s 
hard to pressure the borrower to purchase 
or buy. But you can ask, “Would you like 
to move forward?” If they are unsure and 
waiting for other offers, then you didn’t 
complete your due diligence on this bor-
rower. The borrower must not be happy 
with your offer.
At this point, you must ask what is stand-
ing in the way of moving forward with your 
offer. If the borrower says fees or rates, 
it’s time to figure out what your lenders 
charge in this space. With this knowledge, 
you can determine if you have wiggle 
room or if you need to come down on 
rates or fees. Knowing what other brokers 
and lenders charge is important so you 
can position your sale. For example, if 
your borrower needs high LTV rather than 
a lower rate, asking is very helpful and will 
save you time if they will never buy.

Selling Success
Borrowers like to be associated with 
credible individuals with proven success, 
so promoting your achievements can be 
helpful. Showcase your recently funded 
deals by month on your website. Take the 
time to share your recently funded deals 
with DealMaker so they are published on 
the magazine’s website. If a borrower is 
investigating your credibility, direct them 
to your website and to dealmaker-maga-
zine.com.
Always ask if your borrower would like to 
see your references. Being upfront about 
this will demonstrate your success and 
will make the borrower comfortable.
Finally, promote your business social 
media pages in all your emails to give 
the borrower insight into your marketing. 
And always remember that a borrower is 
paying you a fee for your advice, expertise 
and trust in funding their deals. n
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  If you present yourself in a professional 
and responsive manner and present them with 
many options, you will gain their trust and 
justify your fee.  
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TO SELL AN ENIGMA: 
The Marketing Quandary of  
Financial Institutions 
By Ben Mathewson

Since many lenders offer similar products, how can they stand out 
from the crowd? Ben Mathewson outlines several steps that lenders 
can take to focus on their specialties and get attention from the right 
borrowers. 

“There is no such thing as a commodity. 
All goods and services are differentiable.”
Such was the unwavering declaration of 
Theodore Levitt, famed Harvard Business 
School researcher and professor, in his 
1980 whitepaper, “Marketing Success 
through Differentiation — of Anything.”
Flanked by strip steel and isopropyl alco-
hol, Levitt lists commercial bank services 
among the categories that seem incapable 
of distinction at first glance.
Most borrowers — and many lenders — 
would warily agree. After all, the lending 
industry’s interest rates, terms, required 
documentation, heck, even the chairs 
lining our waiting rooms and art trim-
ming our walls can feel indistinguishable 
between rivals. But that doesn’t render 
your unique approach incapable of 
differentiation.
How can lenders stand apart? Levitt 
explains: “What they ‘sell’ is the claimed 
distinction of their execution — the 
efficiency of their transactions on their 
clients’ behalf, their responsiveness to 
inquiries, the clarity and speed of their 
confirmations, and the like. In short, the 
offered product is differentiated, though 
the generic product is identical.”

Focusing Your Forte
Lenders’ “generic product” is providing 
capital to keep factories humming, lights 
illuminated and employees paid. The 
opportunity for distinction lies in the 
approach taken, and occasionally, the 
specific product offerings.
Many lenders make the mistake of hiding 
their specialties for fear of excluding 
potential customers. It’s a big mistake and 
a common one. At North Avenue Capital 
(NAC), we fell prey to the same miscal-
culation in our public-facing marketing 
materials.
NAC is fortunate to operate in a niche 
category. As the nation’s only exclusive 
USDA lender, we cater specifically to rural 
businesses located amid populations of 
50,000 or fewer and in need of at least $2 
million in funding. Despite assumptions 
to the contrary, we’re not an agricultur-
al lender, and our proficiency is best 
understood by those who’ve attempted 
to navigate it on their own: processing 
government-backed financing. 
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Such a precise scope certainly makes 
it easier to market our services — once 
we articulate it effectively. We learned 
this lesson the hard way. Until recently, 
our specialty was a mystery to visitors 
of NorthAvenue.com. Our previous site 
framed our services much like any other 
lender: capital for commercial borrowers. 
The framework was accurate but did little 
to elevate our services above the compe-
tition, especially with borrowers in search 
of our specific acumen.
Our narrowed focus has already helped 
reduce low-quality leads and clarify our 
mission among key stakeholders.
Focus can feel exclusionary, but you’ll like-
ly exclude more would-be customers with 
a diluted message than any you’d catch 
with an ambiguous-but-wide net. And 
perhaps worse, you’ll spend an inordinate 
amount of time clearing out disqualified 
leads. 

Preaching What You Practice
It’s one thing to populate a conference 
room whiteboard with a crystalized vision 
of your expertise. It’s quite another to 
relay that vision to the masses. The key 
to marketing a financial institution can 
be reduced to a single word: presence. 
Presence in the rooms where ideas are 
sparked, presence in the channels where 
research is conducted and presence in the 
moments when deals are closed.

Mastering a Digital Dialogue
In our 24/7 digital world, silence is not 
golden. At least not if you want to close 
a deal. Even before COVID-19 turned our 
world into a virtual one, potential borrow-
ers were already laying the groundwork 
for their financing with online research, 
lender vetting and digital dialogue. 
Lenders absent from digital channels will 
never know the extent to which they’re 
being excluded from a borrower’s search 
for a lender. 

Online Chat
It’s official: phone calls are passé. It’s not 
you, Alexander Graham Bell. It’s us. We’ve 
changed. A study by Econsultancy found 
that webchat garnered the highest user 
satisfaction rates (73%) of any platform, 
while phone calls ranked among the 
lowest (44%).1  When available, webchat 
is often the first tool used by potential 
borrowers and it offers a simple way for 
customers to engage and ask questions 
during their preliminary research. But its 
value goes beyond mere introduction. 
The feature also builds brand credibility 
by fostering personal interaction at the 
customer’s convenience.

Website
Amid the newfangled platforms that seem 
to pop up on a daily basis, mastering tra-
ditional touchpoints is still vital. The most 
basic tool in a lender’s digital toolbelt is 
often the most overlooked: your website. 
The bottom line is if the dotcom you pur-
chased during the Clinton administration 
hasn’t had a facelift (or 10) since, drop 
everything else until it shines. Borrowers 
are looking for credibility and clarity. 
The more concrete information you can 
provide, the better. If you have a specialty, 
declare it front and center. The ultimate 
win is a homepage that leaves a potential 
customer saying, “I understand what they 
do, it’s precisely what I need, and I trust 
that they’ll serve me well.”

Brokers are Friends not Foes
When it comes to filtering leads, most 
lenders face a similar conundrum: what 
to do with the imperfect leads that come 
their way. Rather than viewing ill-fitting 
leads as an inconvenience, reimagine such 
efforts as opportunities to pay it forward. 
Instead of turning customers away, har-
ness the moment to establish a reputa-
tion as a trusted connector of borrowers 
and lenders of all kinds. Make no mistake: 
such connections will require contacts. 
That’s why it’s imperative that lenders 
invest heavily in building and maintaining 
a robust network of trusted brokers in 

various regions and specialties. Your goal 
should be to have a clear next step for any 
lead. Sometimes that’s a place within your 
portfolio. Frequently it will be an introduc-
tion to a broker you know can serve them 
well. But a meaningful connection with 
those brokers is dependent on meeting 
them in the first place.

Get in the Room
Following months of quarantine, the 
concept of in-person conferences may 
seem archaic, but the handshakes, swag 
bags and plate-sized cookies will eventu-
ally return. When they do, get in the room. 
NAC arrives at trade events with a concise 
and specific description to relay with our 
colleagues. How specific? “North Avenue 
Capital is a commercial lender that spe-
cializes in USDA-backed loans of $2 mil-
lion to $10 million for businesses located 
amidst populations of 50,000 or fewer.”
Then, with just as much focus as you 
exude in sharing your credit box, listen. 
As your colleagues explain the types of 
customers and projects they serve, take 
notes. When a city-dwelling restaurateur 
comes to you in search of working capital, 
you’ll be able to respond with a construc-
tive answer — “happy to help” — even if 
you can’t lend to them directly. n

1Charlton, Graham, “Consumers prefer live chat for 
customer service: stats,” Econsultancy, Nov. 25, 2013.
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North Avenue CapitalA Note on Virtual Conferences
If a conference you planned to attend goes virtual, you may be tempted to sit it 
out. Don’t. Engage with the virtual gathering with the same commitment and vigor 
you’d bring to a hotel ballroom. Block the dates on your calendar and resist the 
temptation to multitask. Dialogue in the chats and engage during networking times. 
While others sit out the season, you could bolster your network and strengthen 
your value — all without taking off your slippers.
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INNOVATION IS THE KEY TO 
POST-PANDEMIC GROWTH 
By Brandon Bartoldi

Brandon Bartoldi had recently launched his brokerage when 
COVID-19 hit. When real estate — his firm’s primary area of focus 
— was affected by the pandemic, his team learned the value of 
flexibility and adaptability. By learning how to pivot, his brokerage 
not only stayed afloat but expanded its team to keep up with 
demand.   

Since the COVID-19 pandemic kicked into 
high gear, many economic forecasts have 
been full of doom and gloom. However, 
businesses are still experiencing growth 
amid conditions that would normally lead 
to contraction. My company, Prosper Firm, 
which I founded in February 2020, is a 
perfect example of this trend. 
I was very eager and excited to launch a 
commercial lending brokerage. I re-
searched throughout the winter, decided 
to move forward in the new year and went 
to the Commercial Capital Training Group 
(CCTG) training in mid-February to launch 
my business. Within the first 30 to 60 days 
of launching my business, COVID-19 hit 
and shook up the entire market and state 
of lending. 
Fast forward to today and the market 
is still very rocky in many sectors such 
as the food and alcohol, live entertain-
ment and sports industries. Markets are 
shifting, evolving, growing and declining. 
Businesses are quickly adapting and, un-
fortunately, some have closed permanent-
ly. The lending market is still performing 
and moving but with significant chang-
es and pivots. We’re seeing a surge in 
business sales and believe this trend will 
continue, yielding opportunity to finance 
business acquisitions. 
The real estate industry came to a halt 
with the lockdown orders and left many 
investors and general contractors frantic 
about what would happen next. Much of 
the dust has settled now, and people are 
beginning to focus on solutions and get-
ting their ducks in a row for upcoming op-
portunities. We are seeing a surge in loan 
requests for various real estate lending 
products, such as fix and flip loans, bridge 
and construction loans, refinances and 
cash-outs since real estate has reopened 
in most U.S. markets. 

Innovative Growth
The optimists of the industry are setting 
their sights on continued growth and ex-
pansion of their portfolios while creating 
innovative methods to operate. I have 
received multiple requests for marketing 
services from investors as well as business 
owners interested in enhancing their dig-
ital presence, credibility and reputation. 
We are already starting to see many port-
folio sales and off-market opportunities 
that are surging short-term loans. 
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Business growth during contraction al-
most seems paradoxical, but the truth is 
that businesses are finding more ways to 
adapt and innovate to serve their clients. 
Restaurants, for example, when faced with 
city and state guidelines that required 
them to stop seating customers, embraced 
partnerships with delivery and ride-shar-
ing services to get food to customers. 
People who are self-quarantining are still 
placing orders with restaurants, bakeries 
and more — and these businesses are 
experiencing continued revenue.
Brick-and-mortar retailers were reliant 
on foot traffic to generate sales before 
the pandemic hit. Rather than board up 
and go under, those businesses shifted to 
e-commerce to continue sales and cast 
a much wider net, expanding their reach 
to an audience outside of their regular 
local customers. The current situation has 
allowed businesses that once operated 
with a limited radius to take things online 
and serve customers at state, regional and 
even national levels.
Even people who were on the fence about 
becoming entrepreneurs — or those who 
have been furloughed from “non-essen-
tial” roles — are offering their services 
and opening online stores to generate 
revenue. 
Any business that was around a little more 
than a decade ago for the Great Recession 
learned the importance of adaptability 
for continued growth during a period of 
contraction. Even newer businesses led 
by people who may have been employees 
during that period learned how to avoid 
the pitfalls of the era. While the circum-
stances may have changed with the pan-
demic, businesses are finding innovative 
ways to adapt and grow, which will have 
an overall positive impact on our econo-
my and help us all successfully navigate 
adversity today for a brighter and more 
robust future.

Agility & Adaptability Are 
Essential
Every adversity comes with a seed of 
equal or greater value to those in pursuit 
of solutions. We cannot be ignorant to the 
current landscape of our changing society 
and economy, but I believe that there 
will be a wave of significant opportunity 

in many forms over the next 24 months 
as our country fights to bounce back 
from this crisis, and the individuals that 
position themselves correctly will reap 
far greater returns than they did in the 
steady-state, business-as-usual environ-
ment pre-pandemic.
Being agile and adaptive to change will 
be critical in this current environment. 
Our firm achieved this by focusing on the 
types of financing options we offered. 
When the pandemic hit, our company was 
focused primarily on the real estate space, 
which came to a temporary halt at the 
time. We quickly assessed and evaluated 
the market as well as our options and 
saw a window of opportunity to pivot to 
Payroll Protection Program (PPP) loans. 
We quickly pivoted and got a few clients 
funded. We also pivoted to focus more 
on unsecured lines of credit, which had 
not slowed at all. When the lenders in 
our current portfolio stopped lending, we 
searched for and brought on new lenders 
that were still lending through the crisis. 
Through those quick adjustments and 
pivots, we not only stayed afloat but grew 
through those few months and brought on 
new team members to support the volume 
increase. Another huge focus area that 
has led to significant volume has been 
our strategic partnerships. We partnered 
with business bankers, real estate agents, 
networking groups, podcasters, attorneys, 
CPAs and even a residential mortgage 
company to increase our leads and prod-
uct and service offerings and to evolve our 
business model even further. For us, creat-
ing these relationships has created a level 
of stability for our volume and deal flow. 
We are still in our infancy stage, but we 
have grown significantly since our launch 
in February and believe the key to scaling 
at this speed is duplication and automa-
tion. The speed at which you can grow and 
scale will be directly proportionate to your 
ability to duplicate yourself through oth-
ers. From my consulting and network mar-
keting experience, I have learned how to 
recruit, train and duplicate myself through 
the right people to be able to get more 
done. Surrounding yourself with quality 
people that think the way you do will 
dramatically increase your ability to grow. 
My ability to automate certain processes 
and tasks also allowed me to grow and 

scale. By automating a good CRM system, 
hiring a virtual assistant, having a market-
ing team run my social media and email 
marketing, and delegating certain tasks to 
team members, I’ve been able to focus my 
time on the most value-added items, like 
problem solving, making big decisions and 
developing strategic partnerships. 
The key to winning in this arena is having 
a positive mental attitude and being a 
problem solver. Optimists are typically 
quicker to build solutions to current gaps 
or problems that are in front of them ver-
sus being stuck or stagnant in the chaos 
of current change. We cannot control the 
market or our clients. The only things 
we can control are our actions and our 
attitude. We cannot change what happens 
to us, but we can change the outcomes of 
our circumstances by being agile, solving 
problems, duplicating ourselves, auto-
mating simple tasks and building rela-
tionships and partnerships with the right 
people. n

ABOUT THE AUTHOR

Brandon Bartoldi founded Prosper 
Firm as a management consulting 
firm and has expanded its service 
lines to include commercial lending 
and digital marketing due to the 
need in the market for customized 
and creative solutions for small to 
medium sized business owners. 
Bartoldi’s goal is for Prosper to truly 
help each client’s business prosper 
in every area, with a customer-cen-
tered model focused on customized 
solutions delivered at the highest 
speeds and most precise quality.

Brandon Bartoldi
Founder & Managing Partner

Prosper Firm

  We cannot change what happens to us, but we can change the 
outcomes of our circumstances by being agile, solving problems, 
duplicating ourselves, automating simple tasks and building 
relationships and partnerships with the right people.   
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RECENTLY FUNDED 
Bull Market Capital
THE DEAL Bull Market Capital, a Greensboro, NC-based commercial finance company 
provided a $1 million revolving line of credit to a houseboat construction. This repeat client 
needed funding in a tough industry due to its uncommon and hard to comp nature. 

RECENTLY FUNDED
North Avenue Capital
THE DEAL North Avenue Capital, a specialized commercial lender exclusively origi-
nating, underwriting and funding USDA Rural Development loans, provided a $2.2 million 
loan to Royal Caridea, a high-tech shrimp farmer, for the acquisition of new equipment and 
to provide working capital for the aquaculture farm in Gila Bend, AZ.



https://www.equipmentleaseco.com


https://www.BridgeLoanNetwork.com



