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Introduction

Millennials, a demographic cohort born roughly between 1980 and 2000, have long fascinated 
observers of the real estate and mortgage industries. On one hand, they've proven far slower 
to embrace homeownership than preceding generations. According to data from the U.S. 
Census Bureau, the homeownership rate for Americans 35 and younger declined to a historic 
low of 36.2 percent in 2014. This can be attributed to a variety of factors: a challenging 
employment market, tightened lending standards, exploding student debt, and shifting 
cultural perceptions about the need for homeownership. 

Yet while Millennials have struggled to keep pace in the realm of home buying, there is plenty 
of reason to believe this state of affairs isn't permanent. Millennials are the single largest group 
in the U.S. labor force, making them a vast untapped source of real estate market activity. 

As Millennials age and have children, 
improving economic conditions, persistently 
low interest rates, and a lack of affordable 
rental stock may push this generation to 
become homeowners in significantly greater 
numbers.

Real estate and financial professionals with 
insight into the specific needs and desires of 
this generation will be best positioned to 
prosper as Millennials move into the housing 

market in force. As part of an effort to understand how to best serve the needs of younger 
home buyers, Informa, the leading global provider of information for the financial, academic 
and commercial marketplace, conducted a survey of 1,000 U.S. Millennials who either own a 
home or intend to own a home in the future.  

Informa's study offers financial and mortgage professionals a compelling opportunity to 
gain deep perspective into the preferences of Millennial-aged homeowners and

prospective home buyers.  This paper will explore the results of the study, conclusions
to draw from this information, and how financial professionals can best use this data 

to benefit their own business.
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1. Who are Millennials?

Given their massive size (more than 80 million people) and spending power, the particular 
characteristics of Millennials have been studied from virtually every angle. Some of the 
defining features of this demographic include:

The Millennial generation contains the first true "digital natives," raised in a world where 
the presence and power of the Internet and smartphones are simply taken for granted. 
Some Millennials cannot recall a time before this new, always-accessible digital world. 
Additionally, many in this cohort are early adopters of the latest technological trends and 
products.
Fewer Millennials are married -- and those who are get married later in life. According to 
U.S. Census data, the average age for a first marriage is now 27 for women and 29 for men. 
According to projections from Pew Research, it's possible that a quarter of Millennials will 
never marry. In comparison, only seven percent of current 64-year-olds have never been 
married.
Millennials are the most racially-diverse demographic in modern history. U.S. Census 
Bureau data shows that 44 percent of this age cohort belong to a minority ethnic group. 
These numbers are expected to keep climbing.
Millennials carry more student debt than previous generations. The U.S. Department of 
Education estimates the average debt load for college graduates is just under $30,000. 
That figure rises to more than $40,000 for Millennial-aged borrowers. Compounding this 
issue is the fact that Millennials have lower personal incomes than preceding generations.
Millennials are on track to become the best-educated generation in U.S. history. They have 
the highest rate of high school diploma attainment in more than two decades and record 
numbers are enrolling in college.
Millennials have lower social trust. According to data published by the Washington Post, 
Americans' trust in each other is at its lowest point in four decades. This has major 
implications for how businesses and advisors should approach existing clients and 
potential new customers.

Financial and real estate professionals who have a solid grasp on these defining generational 
features will be better able to anticipate their needs, ultimately earning greater trust and 
loyalty with younger clients.
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2. Key Findings from Informa's 2016 Millennial Survey

In an effort to generate fresh insight into how younger home buyers can be served, Informa 
conducted an online survey of U.S. Millennials who either own or plan to buy a home. The 
survey group consists of 300 Millennial homeowners, 300 Millennials who are in the process of 
buying, looking, or will buy in two years (or "immediate intenders"), and 300 Millennials who 
plan to buy in the future (or "future intenders"). 
 

Below are some of the core findings of the survey:

Millennials are focused on finding the lowest interest rate
As mentioned above, Millennials are one of the most debt-burdened demographics in history; 
consequently, many have an advanced understanding of how debt works. Given this, 
Millennials are more focused on overall interest rates as opposed to monthly payments, 
mortgage terms, and fees.

According to survey data, 45 percent of homeowners, 47 percent of immediate intenders, and 
38 percent of future intenders say that low interest rates are their top priority during the 
mortgage process. In comparison, about one in three of each group prioritize a low monthly 
payment.

Low upfront fees and shorter terms are both far less attractive to those surveyed, with both 
barely eclipsing the double-digits for all three groups.

What is said to prospective mortgage buyers is more important than who delivers the 
message
Millennials place less importance on the reputation of a referral source and more emphasis on 
what's actually being said. Millennials also place a high-value on customer service. According 
to the survey, 68 percent of those queried list "a good customer service reputation" as a key 
referral component. Other core attributes sought by Millennials include having a loan officer 
accessible when needed (60 percent), the ability to have a face-to-face conversation with a 
mortgage provider (53 percent), and possessing a strong reputation for making the mortgage 
process easy (49 percent).

These attributes are deemed significantly more important than more traditional routes of 
referral, including recommendations from friends, family, realtors, or builders. Online ratings 
and reviews, Chamber of Commerce, and Better Business Bureau listings are also deemed
less relevant by Millennial survey respondents. This represents  
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a significant shift in how younger home buyers perceive the lending process, as preceding 
generations placed more importance on the authority of referral sources.

Millennials still turn to banks when starting a mortgage search -- but the Internet also 
plays a critical role

there. Perhaps portending an upcoming shift, however, only 30 percent of future intenders say 
they would begin their search at their primary financial institution.

Online sources are the second-most popular option for survey respondents, with more than 
one quarter saying it is the most important starting point. 

Referrals from a real estate agent come in third in terms of search importance among 
Millennials surveyed. Sixteen percent of homeowners, 18 percent of immediate intenders, and 
20 percent of future intenders cite such referrals as their preferred mortgage search starting 
point. Referrals from friends or family members and financial advisors do not fare as well, 
lingering largely in the single digits.

Millennials expect mortgage lenders to email and call -- not text 
Many observers have commented on the changing communication preferences of younger 
people. It's widely held that the art of the phone call is long dead, and that young people 
prefer messaging or faster forms of communication.

While this preference might hold true in personal communication, the link is far less clear in 
terms of business communication. The survey shows that nearly three in four Millennials 
expect email communication, while 63 percent expect to receive a phone call. Meanwhile, 
a mere 25 percent expect to be contacted via text message, and only 9 percent
expect communication within an app.

Younger people have a reputation for 
transacting nearly everything online: buying 
food, retail goods, and just about everything 
else at the click of a button. Yet when it 
comes to mortgages, many still look to their 
banks or financial institutions. According to 
the survey, 41 percent of Millennial 
homeowners started their search at their 
primary bank, while 38 percent of 
immediate intenders say they would start 
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With regard to communication times, the survey shows a distinct preference. Forty percent of 
survey respondents say they prefer to be reached in the afternoon, 19 percent prefer night 
communication, 15 percent prefer morning contact, and 13 percent cite a preference for 
weekend calls and messages.  Buying a home is often the single largest purchase in their 
lifetime, so many still want to talk with someone to feel secure.

3. A Deeper Look at Millennial Home Buying Groups

Millennials have sharply-defined differences from preceding generations, in everything from 
communication preferences to buying habits. Yet there are also distinctions to note within the 
group. Some of the most instructive of these differences can be illustrated by taking a closer 
look at the three groups participating in the study: homeowners, immediate intenders, and 
future intenders. Below is a look at how each group responded to certain key survey questions.

Homeowners
As a group, homeowners are generally 
married and employed and have the most 
awareness of their finances. Nearly three- 
quarters of this group place importance on 
the concept of homeownership. Sixty-eight 
percent believe buying is less expensive than 
renting and 24 percent plan on buying
another home within the next four years.

Additionally, 83 percent of homeowners 
know their credit score, while 77 percent
manage their finances or budget using an app or a computer program. Homeowners are the 
most financially-savvy Millennials, something that can be ascribed partially to homeownership 
being more prevalent among older Millennials, and the fact that they've already navigated the 
home-buying process.

Immediate Intenders
While immediate intenders trail homeowners in financial awareness, the gap isn't pronounced. 
Seventy-nine percent of immediate intenders know their credit score with 73 percent tracking 
this information through a monitoring service, whether paid or free.  While they 
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may have a firm grasp on their personal credit, far fewer have a broader understanding of the 
kind of mortgage they require. Only between 22 and 26 percent of immediate intenders 
accurately know the home value they can afford, the amount of their down payment, or the 
type and value of the mortgage they'll require. 

Perhaps understandably given those statistics, 83 percent of immediate intenders report being 
unfamiliar with the mortgage process, while 73 percent report not being comfortable with the 
idea of a mortgage in general. These numbers reflect some of the perceived barriers that may 
hold younger buyers back before starting the home-buying proces

Despite these barriers, this group is best understood as being ready and well-positioned to 
begin the buying process, yet possibly in need of more information before moving forward. 
Seventy-one percent of immediate intenders surveyed say they would seek pre-qualification 
before viewing homes, and the same proportion say they would seek mortgage pre-approval 
before making a home offer.

Future Intenders
The majority of this group are single and many are full-time students -- two reasons why they 
lag in terms of the home-buying process. Though they may not be ready yet, 41 percent of 
future intenders report feeling that homeownership is important. Yet only 26 percent report 
familiarity with the mortgage process. Roughly one-third of this group believes they can afford 
a down payment on a home they'd like.

Future intenders' awareness of their finances understandably lags behind those closer to or 
more involved in the home-buying process. Forty-five percent do not budget or manage their 
personal finances and 43 percent have student loan debt. In terms of attitude, this group 
places the least value on the concept of homeownership, and 52 percent believe it is cheaper 
to rent.

4. How Financial Professionals Can Apply the Insights Offered by the Survey

Knowing your potential customer pool is a critical part of any business strategy. By calibrating 
their approach to fit the specific needs, expectations, and attitudes of those they would serve, 
financial professionals can make significant inroads in client conversion and retention.

In terms of Millennials, this means gaining a nuanced understanding of how this largest of U.S. 
age cohorts is different from other generations -- and learning
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how their evolving attitudes toward money and homeownership are impacted by factors such 
as debt, the job market, and marriage. 

In that vein, here is a list of steps and practices financial professionals can follow to ensure 
they are maximizing their contact with Millennial-aged clients and prospective clients:

Simplify the loan process. Millennials have a stated preference for simple and streamlined 
processes. By producing easy to follow guides and checklists, financial professionals can 
meet these preferences and keep clients comfortable with the process.

Apply new technologies and platforms wherever they enhance understanding and 
confidence. "Millennial" is often synonymous with "digital native" and "early adopter." 
Incorporating new technology will help keep them engaged as the process moves forward.

Simplicity and transparency are paramount, given that most Millennials are uncomfortable 
with a mortgage. As mentioned above, Millennials have lower social trust than preceding 
generations, something that may increase their general uneasiness with the idea of a 
mortgage. Be direct and forthcoming and use simple, clear language.

Great customer service is the best way to build trust with Millennials. As shown by the 
survey, a reputation for excellent customer service is the single largest motivator in terms 
of referrals. By offering extraordinary customer service, financial professionals will reap the 
rewards of word-of-mouth referrals and positive feedback in terms of online reviews and 
social media postings.

Offering different options isn't always a luxury -- sometimes it's a necessity. Millennials, 
as a group, have a reputation for demanding options. Yet their lifestyles have become so 
radically different from those enjoyed by previous generations that fresh options may be a 
need, rather than a want.

Don't abandon traditional forms of communication. While Millennials may text non-stop in 
their personal lives, the survey makes it clear they expect email and phone calls to serve as 
the primary mediums of communication in a business setting. This makes sense, as more 
limited communication platforms aren't always suited for the complexity of a mortgage 
process.

Schedule client communication for the afternoon. Survey respondents display a preference 
for afternoon communication. Mortgage providers should aim to accommodate this 
preference by scheduling complex 
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communications for afternoon hours.

Texting still has a role to play. Though Millennials may prefer to conduct business communication 
in more traditional channels, that doesn't mean texting and app-based communication should 
not play a role. Mortgage providers may use less formal modes of communication as auxiliary 
tools, enhancing communication flow, and building trust and service perceptions.

Conclusion

There is little dispute that Millennials are taking a more deliberate path toward homeownership -- 
high debt levels, a soft job market, and other factors have conspired to make buying a home more 
difficult than it once was. Because of this, the massive Millennial generation offers vast untapped 
potential. Should broader economic trends keep improving, Millennials could move in force into the 
home-buying market as they mature and become wealthier and more settled.

Financial institutions with an informed grasp of the needs, desires, and attitudes of Millennials will be 
best positioned to profit from this change. By applying the insights offered by Informa's survey and 
incorporating them into a larger Millennial-focused strategy, financial professionals will earn the 
loyalty of their younger clients -- and profit greatly from the experience. 
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