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Consumer intentions
to buy or renovate a home
A Look at Tomorrow’s Customers Today

Home buying intentions
remain strong

Eight per cent of households in
five Canadian markets are
ready to buy a house.

The results of the Intentions to Buy or
Renovate Survey conducted by Canada
Mortgage and Housing Corporation show
that home buying intentions will remain
strong throughout 2006.  Across the five
major markets, 8 per cent of households
surveyed declared that they have strong
intentions of buying a home between the
first quarter of 2006 and the first quarter

of 2007.  The high proportion of house-
holds who are ready to buy is consistent
with our forecast of strong housing starts
and sales of existing homes in 2006.

Home buying intentions are strongest in
Halifax and Calgary, where 10 per cent of
households state that they are ready to
purchase a home. The share of households
that are ready to buy increased in all five of
the major centres compared to last year’s
survey.
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no intentions to renovate in the next
twelve months.

Sample and geographic
coverage

Our survey is conducted using a
sample of approximately 4,000 house-
holds per centre, and asking them
about their plans for purchasing or
renovating a home. Information is
gathered on the type, size and price
range of homes. Intenders were also
asked demographic questions related
to income, family size, tenure and
locations within five centres:   Vancou-
ver, Calgary, Toronto, Montreal and
Halifax.  The survey was completed
during the first quarter of 2006 and
collected intentions to buy or reno-
vate in the following 12 months.   An
aggregate 5-centre total was derived
by weighting each centre’s results by
2006 population projections.

By asking about motivations or barri-
ers to buying or renovating, we can
provide some useful insight. Our
demographic and socio-economic
profiles help us, and you, identify trends
in various sub-markets.

Detailed data by centre

To perform our analysis of the survey,
we produce very detailed data tables.
The tables provide much more infor-
mation than what we can put in this
report. If you are interested in details
such as intenders by house size, price
and location, or would like to perform

your own analysis, or validate your
own data, the tables are available for
free on CMHC’s web site at
www.cmhc.ca.

Detailed tables are available for home
buying intentions and home renovation
intentions for each of the five centres.
Data tables are also available for the
overall results. Data in the overall
tables are weighted to be representa-
tive of the total population in the five
centres.

How do we define households
who intend to purchase?

Respondents who intend to buy a
home fall into three groups.

Households that have strong intentions
(ready to buy), are those  that state that
they have a high chance of buying in
the next 12 months. Those having
moderate intentions report a 50/50
chance of buying in the next 12
months, while those having low
intentions declare that their chances of
buying are lower than 50 per cent.
Serious intenders are households that
are either ready to buy or have
moderate intentions to buy. Non-
intenders  are households that state
that they have no intentions to buy a
home in the next twelve months.

How do we define households
who intend to renovate?

Respondents who intend to renovate
fall into three groups.

Households who are  ready to renovate
are those that  state that they have a
high chance of renovating their home
in the next 12 months and the total
cost will be $1000 or more.  Those
thinking about renovating  state that
they have a 50/50 chance of renovating
in the next 12 months and the total
cost will be $1000 or more. Possible/
Potential renovators  are households that
state that they have a low chance of
renovating in the next 12 months at a
total cost $1000 or more. Serious
intenders are households that are
either ready to renovate or thinking
about renovating. Non-intenders are
households that state that they have

Definitions
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Intentions to buy are strongest among middle-
age households
More than half (54 per cent) of serious intenders  fall within the ages of
35 and 54.   Another third of serious intenders  are under the age of
35, while seniors aged 55 and over represent about one in ten serious
intenders.

Across the five centres, Halifax has the highest proportion of  serious
intenders under the age of 35  (38 per cent) and the lowest propor-
tion of serious intenders aged 55 and over (10 per cent). Vancouver
faces the opposite situation with the lowest proportion under 35 (27
per cent) and the highest over 55 (15 per cent).

Serious Intender Age Groups
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Source: CMHC Survey of Home Buying Intentions

Consumer Intent ionsConsumer Intent ionsConsumer Intent ionsConsumer Intent ionsConsumer Intent ions
to Buy a Hometo Buy a Hometo Buy a Hometo Buy a Hometo Buy a Home

     8 PER CENT OF HOUSEHOLDS ARE READY TO BUY A HOME

Eight per cent of  households surveyed report having a high chance of buying a home and could be considered “ready to buy” between
the first quarter of 2006 and the first quarter of 2007. The percentage of these households who report being “ready to buy” is highest
in Calgary and Halifax (both 10 per cent), followed by Toronto and  Vancouver (both 8 per cent).The share of households who are ready
to buy is  lowest  in Montreal (7 per cent).  In addition, in these five markets , 5 per cent of households declare that they have a 50/50
chance of buying and 1 per cent declare that they may buy a home in the next twelve months, but the chances are low.

     MOST HOUSEHOLDS INTEND TO BUY AN EXISTING HOME

Almost three out of 10 households  (28 per cent) that are either ready to buy  or have moderate intentions to buy (serious intenders)
plan to purchase a newly built home, while six out of ten serious intenders plan to purchase an existing home.  Serious intentions to buy
new homes are expected to be strongest in Calgary (36 per cent) and lowest in Montreal (25 per cent) and Vancouver (23 per cent).

Figure 2
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Intentions are split between owners and
renters
Renters, who represented six in ten serious intenders in the
previous two surveys, now share the market almost equally with
homeowners (51 per cent of renters compared to 49 per cent of
owners).  Related findings include:

· Renters are twice as likely as owners to be looking to
buy a semi-detached, row or town home, or an apart-
ment, which are typically less expensive than single
homes.

· In each centre, the majority of serious intenders are
already homeowners, except in Montreal.

· The share of renters searching for a home priced in the
range of $200,000 to $250,000 is 22 per cent, compared
to 13 per cent for owners.  A larger proportion of
owners, who usually have more equity, is searching for a
home priced above $250,000 (69 per cent compared to
35 per cent of renters).

Figure 3
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Smaller households represent less than half
of serious intenders
Single person households represent more than one in ten serious
intenders (14 per cent).  About half of these single households ( 49
per cent) intend to buy a semi-detached, row home, or apartment.
Two person households, including adult couples and single parents,
make up close to three in ten of serious intenders.  Three or more
person households make up more than half (55 per cent) of serious
intenders  A majority of two or more person households who are
serious intenders plan to buy a single detached home.

Figure 4

Home Buying Intentions by Household Size
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Source: CMHC Survey of Home Buying Intentions

Figure 5

Single and Two Person Households as a 
Share of Serious Intenders
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Source: CMHC Survey of Home Buying Intentions

Additional data on the incomes, household size, children in the household, and other
household characteristics of potential home buyers are available from CMHC for each
of the five major markets surveyed.  The data includes sub-market area comparisons.
Year-over-year comparisons are also available.
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The Financial Picture

Serious intenders expect to pay an average of
approximately $292,000

The average house price that serious intenders expect to pay
ranges from a low of $207,000 in Halifax to a high of $370,000 in
Vancouver.  Across the five markets, half of the serious intenders
expect to pay more than $250,000.

Among serious intenders who already own their home, almost
half (46 per cent) expect to pay more for their next house than
the value of their current home.  Less than one in five (15 per
cent) serious intenders expect to pay the same for their next
house compared to their current home, while three in ten
expect to pay less for their next home.

Half of intenders will be high ratio mortgage
borrowers

Half of serious intenders plan to make a down payment of less
than 25 per cent of the expected value of their purchase. This
includes 9 per cent who plan to make a down payment of five per
cent or less and 41 per cent who will make a down payment  of
between six and 24 per cent. Household savings and equity from
present home were the two main sources of down payment
funds cited, each of them expected to be used by 35 per cent of
households. RRSP Home Buyer’s Plan (9 per cent), bank loan (6
per cent), and investments (4 per cent) are the other main
sources of down payment funds.

Figure 6

Figure 7
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High Ratio Mortgage Financing
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13 PER CENT OF HOMEOWNERS ARE READY TO RENOVATE

Across the five markets, 13 per cent of all homeowners report being ready to renovate.  Another 4 per cent are
thinking about renovations between the first quarter of 2006 and the first quarter fo 2007, while one per cent are
considered possible renovators. The share of households that are ready to renovate is highest in Calgary and Halifax
(both 20 per cent). At least one in ten homeowners in each of the five markets surveyed are ready to renovate.

AVERAGE RENOVATION  EXPECTED TO EXCEED $10,000

Homeowners in the five markets surveyed  that are either ready to renovate  or are thinking about renovations (serious
intenders) plan to spend an average of approximately $15,000 on their renovation projects.  Four in ten serious
intenders  expect to spend more than $5,000 on their renovation projects between the first quarter of 2006 and
the first quarter of 2007.

MOST SERIOUS INTENDERS PLAN  TO HIRE A CONTRACTOR

Almost three in four serious intenders are planning to hire professionals such as skilled trades or a renovation
contractor to do at least some of the work.  This includes 36 per cent who plan to hire a contractor to do all the
work and 37 per cent who plan to combine do-it-yourself with hiring a contractor.
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Renovation intentions have edged lower
compared to last year

13 per cent of homeowners are ready to
renovate

Over one in ten homeowners (13 per cent) are “ready to
renovate” between the first quarter of  2006 and the first
quarter of 2007. Four per cent of homeowners are “think-
ing about renovating” and only one per cent are considered
“possible renovators”.  These figures represent a decrease
compared to the 2005 survey, when 17 per cent of home-
owners reported being ready to renovate1.

More than half of the homeowners (55 per cent) planning
renovations  between the first quarter of 2006 and the
first quarter of 2007 have already spent more than $1,000
on renovations to their homes over the previous twelve
month period.

In Calgary and Halifax, one in five homeowners are “ready
to renovate”between the first quarter of 2006 and the first
quarter of 2007. The percentage of homeowners in Mon-
treal who are “ready to renovate” (11 per cent) is lower
compared to the overall average for the five markets.

Figure 8

Homeowner Intentions to Renovate
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the methodological approach in the 2006 survey
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Renovation spending expected to average more
than $10,000

Average renovation expenditures planned for the first
quarter of 2006 to the first quarter of 2007 by serious
intenders (homeowners that are either ready to renovate  or
are thinking about renovations) in the five markets surveyed
will be approximately $15,000.  Four in ten serious
intenders expect to spend more than $5,000 on their
renovation projects, including 24 per cent who plan to
spend more than $10,000.

Figure 9
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Serious intenders in Toronto and Vancouver plan
to spend more on their renovations

Across the five centres, average renovation expenditures
will be highest in Vancouver, followed by Toronto and
Calgary.  These three centres also have the highest propor-
tion of serious intenders who plan to spend more than
$10,000 on their renovations: Toronto (25 per cent),
Calgary (25 per cent), and Vancouver (24 per cent).

Serious intenders in Montreal planning to renovate from
the first quarter of 2006 to the first quarter of 2007 say
they will spend an average of approximately $12,200, with
21 per cent planning to spend more than $10,000.

As for Halifax, average expenditures on planned renovations will
be somewhat lower at approximately $11,700.  In Halifax, 16 per
cent of serious intenders plan to spend more than $10,000 on
renovations.

Figure 10

Planned Renovation Spending by Centre
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Planning Renovations

Most serious intenders plan to hire a contractor

Close to three in four serious intenders (73 per  cent)
indicate that they plan to hire professionals such as skilled
trades or a renovation contractor to do at least some of
the work.  This includes 36 per cent who intend to hire a
contractor to do all the work and 37 per cent who plan to
combine do-it-yourself with hiring a contractor.

The survey groups renovations into three types: repairs and
maintenance, replacement of existing equipment and instal-
lation, and remodeling and alterations.  Of the three types
of renovations, remodeling was the most popular, account-
ing for more than 40 per cent of all projects planned.

The share of serious intenders  who expect to hire a
contractor is higher than the share of homeowners  who
expect to do all the work themselves for all types of
renovations: for repairs and maintenance (39 per cent plan
to hire a contractor compared to 23 per cent who intend
to do the work themselves), replacement and installation of
equipment (41 per cent compared to 26 per cent), and
remodeling (33 per cent compared to 27 per cent). The
proportion of serious intenders who expect to combine
do-it-yourself with hiring a contractor is the highest for
remodeling (38 per cent) and the lowest for replacement
and installation of equipment (31 per cent).

Figure 11
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Popular Renovation Projects
Almost four in ten serious intenders (39 %) plan to under-
take exterior construction and repair projects such as
roofing, deck or patio installation, siding, foundation, land-
scaping, fencing, building a garage, exterior painting,
sidewalk/driveway, and gutters/eavestroughs.  Inside the
house, about one-third of serious intenders plan to under-
take bathroom renovations, while about one in four  intend
to undertake a carpet/flooring renovation.

There are some differences by centre in the proportion of
serious intenders that are planning different renovation
projects:
• Exterior construction and repairs are more popular in

Montreal (45 per cent) and Halifax (44 per cent ) than in
Toronto (35 per cent ) and Calgary (33 per cent)

• Bathroom renovations are more popular in Montreal and
Toronto (both 34 per cent) than in Halifax (25 per cent).

• Carpet and flooring renovations are more popular in
Calgary (32 per cent) than in Montreal (16 per cent).

• Kitchen renovations are more popular in Vancouver (27 per
cent) than in Halifax (13 per cent).

• Doors and windows are more popular in Halifax (29 per
cent) than in Vancouver (12 per cent).

Figure 12

Most Popular Renovation Projects

37%

20%

24%

33%

39%

14%

18%

17%

0% 5% 10% 15% 20% 25% 30% 35% 40%

Other projects

Rec rooms

Paint/wallpaper

Doors & windows

Kitchens

Carpets/flooring

Bathrooms

Exterior projects

Percentage of serious intenders

Source: CMHC Survey of Home Renovation Intentions

CANADIAN WOOD-FRAME
This national best-selling guide to constructing a wood-frame house is the ideal learning tool and job-site
manual. The new edition of Canadian Wood-Frame House Construction has been updated to reflect the
residential requirements of the 2005 National Building Code of Canada.  In addition, many changes have
been made to bring the book in line with current building science research, construction methods and
construction materials.  Order noOrder noOrder noOrder noOrder now at w at w at w at w at wwwwwwwwwwwwwww.cmhc.cmhc.cmhc.cmhc.cmhc.ca.ca.ca.ca.ca or call 1 800 668-2642 or call 1 800 668-2642 or call 1 800 668-2642 or call 1 800 668-2642 or call 1 800 668-2642

http://www.cmhc.ca
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CMHC – Home to Canadians

Canada Mortgage and Housing Corporation (CMHC) has been Canada’s national housing agency for over 60 years.

Together with other housing stakeholders, we help ensure that Canada maintains one of the best housing systems in the
world. We are committed to helping Canadians access a wide choice of quality, affordable homes, while making vibrant, healthy
communities and cities a reality across the country.

For more information, visit our website at www.cmhc.ca

You can also reach us by phone at 1 800 668-2642 or by fax at 1 800 245-9274.

Outside Canada call (613) 748-2003 or fax to (613) 748-2016.

Canada Mortgage and Housing Corporation supports the Government of Canada policy on access to information for people
with disabilities. If you wish to obtain this publication in alternative formats, call 1 800 668-2642.

The Market Analysis Centre’s (MAC) electronic suite of national standardized products is now available for free on CMHC’s
website. You can now view, print, download or subscribe to future editions and get market information e-mailed automatically
to you the same day it is released. It’s quick and convenient! Go to www.cmhc.ca/housingmarketinformation

For more information on MAC and the wealth of housing market information available to you, visit us today
at www.cmhc.ca/housingmarketinformation

To subscribe to priced, printed editions of the national standardized product suite or regional specialty publications,
call 1 800 668-2642.

©2006 Canada Mortgage and Housing Corporation. All rights reserved. CMHC grants reasonable rights of use of this publica-
tion’s content solely for personal, corporate or public policy research, and educational purposes. This permission consists of
the right to use the content for general reference purposes in written analyses and in the reporting of results, conclusions,
and forecasts including the citation of limited amounts of supporting data extracted from this publication. Reasonable and
limited rights of use are also permitted in commercial publications subject to the above criteria, and CMHC’s right to request
that such use be discontinued for any reason.

Any use of the publication’s content must include the source of the information, including statistical data, acknowledged as follows:

Source: CMHC (or “Adapted from CMHC,” if appropriate), name of product, year and date of publication issue.

Other than as outlined above, the content of the publication cannot be reproduced or transmitted to any person or, if acquired
by an organization, to users outside the organization. Placing the publication, in whole or part, on a website accessible to the
public or on any website accessible to persons not directly employed by the organization is not permitted.  To use the content
of any CMHC Market Analysis publication for any purpose other than the general reference purposes set out above or to
request permission to reproduce large portions of, or entire CMHC Market Analysis publications, please contact: the
Canadian Housing Information Centre (CHIC) at chic@cmhc.gc.ca; (613) 748-2367 or 1 800 668-2642

For permission, please provide CHIC with the following information:
Publication’s name, year and date of issue.

Without limiting the generality of the foregoing, no portion of the content may be translated from English or French into any
other language without the prior written permission of Canada Mortgage and Housing Corporation.

The information, analyses and opinions contained in this publication are based on various sources believed to be reliable, but
their accuracy cannot be guaranteed. The information, analyses and opinions shall not be taken as representations for which
Canada Mortgage and Housing Corporation or any of its employees shall incur responsibility.
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