
Everything you need to open new doors

2016 Mortgage Consumer Survey
ONLINE MORTGAGE INFORMATION GATHERING & USE OF SOCIAL MEDIA

FIRST-TIME HOME BUYING PROCESS

BROKER & LENDER EXPERIENCE

MORTGAGE PROCESS

Concerns

49% 39%

Unforseen costs (59%)
Paying too much (58%)

Immediate repairs (38%)
Adjustments (37%)
Lawyer/Notary fees (31%)

of First-Time 
Buyers

of First-Time 
Buyers did

mentioned feeling concerns incur unexpected expenses

In fact, providing this type 
of advice can lead to...

46%
 
Said Better
interest rate

(Other reasons include better terms & 
conditions or service from new Lender)

Switched Lenders
Main reason consumers

37%
 
Said Better
interest rate

(Other reasons include existing 
relationship, ease of banking with one 
Lender, and convenience/saves time)

Remained Loyal
Main reason consumers

Online Activities

69%

65%

46%

43%

Used a mortgage calculator

Compared mortgage products

Researched other � nancial products

Did a � nancial self-assessment

Websites Visited

15%

Both 
Lender 

& Broker 
sites

25% 44% 18%

Broker 
sites

Interest 
Rate 

Comparison 
sites

Real 
Estate 
Agent 
sites

55%

Lender 
sites

Mobile 
device 
usage 
steadily 

increasing

Among those looking for 
Lender & Broker websites...

used an internet 
search engine.

their current Mortgage 
Professional website. 72% OF MORTGAGE CONSUMERS

RESEARCH ONLINE

15% 17%

27%

20152014 2016

77%
and74% 68%

and
 42% 

visited

Broker Share

of Recent Buyers were

SATISFIED

Recent Buyer Satisfaction 
among Lender channels

EXPERIENCE

with their
BROKER LENDER

with their

Lender Loyalty

First-Time 
Buyers
(vs 55% in 2015)

Renewers
(vs 86% in 2015)

Repeat Buyers
(vs 42% in 2015)

Renewers
(vs 21% in 2015)

Repeat Buyers
(vs 77% in 2015)

First-Time 
Buyers

(vs 47% in 2015)

Re� nancers
(vs 33% in 2015)

Advice offered by 
Mortgage Professionals

were contacted by their 
Mortgage Professional

after the mortgage 
transaction

Re� nancers
(vs 68% in 2015)

(2016 trends in Broker market) (2016 trends in Lender market)

51% 77%
 83%

81%

42%

26%

73%

55%

38% 68%

Key reasons for using a Key drivers to choose a

Broker Lender
59%

52%

Get best 
rate or deal

Excellent 
service so far

47% “totally agree”
30% “somewhat agree”

55% “totally agree”
28% “somewhat agree”

SATISFACTION SATISFACTION SATISFACTION

Branch Mortgage Specialist Financial Planner

84% 83% 79%

Advice considered useful 
after mortgage transaction

76%

60%

58%

52%

49%

Other types of � nancial 
products offered

Mortgage Life 
Insurance

Line of credit
Credit cards

RRSP
TFSA

were also offered other 
products, such as...

of Broker 
clients...

of Lender 
clients...

59%
 58%increase in likelihood of 

new business85%
of those using 
a Broker54%

of those using 
a Lender

and
31%

RecommendationsIn� uence

39%

12%
21%

10%

Family LenderReal Estate 
Agent

Broker

First-Time Buyers said Family 
had the most in� uence on 

their home buying decision

Interactions

64% 56%58% 43%64%
Family 

Member
Real Estate 

Agent
Mortgage 

Broker
Mortgage 
Lender

Lawyer/
Notary

Long-term 
mortgage strategies

Speci� cs regarding 
� xed vs. variable rates, 
and mortgage terms
& conditions

Penalty clauses

Purpose of Mortgage 
Loan Insurance

Mortgage affordability

Closing costs

70%

42% 43%of First-Time Buyers 
were recommended to 
use a speci� c Lender

of First-Time Buyers 
were recommended to 
use a speci� c Broker

Family Member (36%) and 
Real Estate Agent (20%)

Family Member (30%) and 
Real Estate Agent (32%)

Mortgage BrokerMortgage Lender

Recommendation sources most likely from

Long-term mortgage/ 
� nancial strategies
(29% Broker clients, 24% Lender clients)

Investment opportunities
(24% Broker clients, 16% Lender clients)

How to manage 
� nancial dif� culty
(27% Broker clients, 13% Lender clients)

Housing market info
(19% Broker clients, 12% Lender clients)

14%
20%22%

29%

201520142013 2016

14%
20%22%

29%

SOCIAL MEDIA
usage among online consumers is increasing

Primary users of Social Media 
to gather mortgage information

Broker 
clients

Younger 
than 35

           Born 
outside of Canada

First-Time 
Buyers

           Have 
their University 
or post grad 
education

(vs 17% Lender clients)

(vs 13% between 55-64 
and only10% over 65)

(vs 27% for those 
born in Canada)

(vs 29% Renewers, 
27% Re� nancers, and
19% Repeat Buyers)

(vs 26% with college 
degree, and 23% 
with high school 
education)

30%

53%

27%

YouTubeFacebook Forums

Most widely 
used platforms

Social media usage

52%

45%

37%

38%

34%




