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Key Findings from the 2012 Mortgage Consumer survey
 Consumers are looking more to the Internet for mortgage information and use 

of social media is also growing 

 Recent buyers continue to rely heavily on mortgage professionals and others 
for advice and information on a range of mortgage related topics

 Recent buyers are exploring their mortgage options and are 
actively engaged in the mortgage process

 Mortgage brokers and lenders both continue to do well in 
terms of share and loyalty

 Post transaction follow-up continues to be an important factor 
driving client satisfaction and potential future business

 Recent buyers report taking actions to pay down their 
mortgage sooner

 While there are positive indicators regarding the 
financial literacy of recent buyers, there is room for 
improvement

 First-time buyers differ from other mortgage 
consumers and have some unique needs

Recent buyers are exploring their mortgage options and are 
actively engaged in the mortgage process

Mortgage brokers and lenders both continue to do well in 

Post transaction follow-up continues to be an important factor 
driving client satisfaction and potential future business

Recent buyers report taking actions to pay down their 

While there are positive indicators regarding the 
financial literacy of recent buyers, there is room for 

First-time buyers differ from other mortgage 
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As found in last year’s survey, mortgage consumers use 
a variety of resources, both on-line and off-line, when 
looking for information about mortgage features and 
options. Overall, about seven in ten (71%) consumers 
reported using online sources, up slightly from 65% in 
2011. In addition, about one in three (31%, up from 
22% last year) relied solely on the Internet to gather 
mortgage-related information.

Interest rates dominated among topics searched on 
the Internet (86%) followed by mortgage options (73%). 
Other items sought included mortgage calculators and 
general information about mortgages. Generally, the 
mortgage-related information and tools found on the 
Internet were seen to be useful, with usefulness ratings 
above 80%. Of consumers going online, 71% used a 
mortgage calculator.

Social media are also 
making inroads as 
sources for mortgage 
information. Among all 
mortgage consumers, 
Facebook is the most 
popular, with 5% of 

consumers looking to this medium for mortgage-related 
information. Among first-time buyers the use of Facebook 
was 12%. In fact, the increased incidence of using social 
media among first-time buyers is notable, going from 
3% in 2010 to 11% in 2011 and to 20% in 2012—nearly 
doubling in the last year. Interestingly, 43% of social media 
users used the interactive nature of social media either to 
solicit opinions or to provide answers to other mortgage 
consumers. Other social media platforms such as Twitter, 
YouTube, and LinkedIn were used by only a very small 
proportion of consumers (1%-3%).

Mobile data devices are being used by a small but growing 
proportion of consumers. Among all mortgage consumers 
who gathered information online, the incidence rose from 
10% in 2011 to 14% in 2012. Among 18 to 24 year-olds, 

the use of mobile 
devices was 
substantially higher at 
38%. Generally, mobile 
apps that include a 
mortgage payment/ 
interest/ amortization 
calculator are viewed 
as most useful.

ConsuMers are LooKIng More to tHe Internet For Mortgage InForMatIon 
anD use oF soCIaL MeDIa Is aLso groWIng
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As seen in previous surveys, recent buyers continue to 
rely on mortgage professionals (lenders and brokers) for 
advice during the mortgage process. Also, of buyers who 
used a lender, 56% indicated that the lender was the 
single most influential person in their mortgage decision, 
and 45% of buyers who used a broker indicated that the 
broker was the single most influential person. Recent 
buyers also reported relying on other parties including: 
a family member (57%); real estate agent (53%); lawyer 
(40%); and, financial planner (29%). For about one-third 
of these buyers, these sources had a great deal of 
influence in their mortgage decision. 

During the mortgage process, more than one-quarter of 
buyers reported receiving a recommendation to use a 

specific lender (29%) or mortgage broker (25%). 
The most common referral source for lenders was a 
family member or financial planner. In the case of brokers, 
it was a real estate agent or a friend of the borrower.

As part of their information and mortgage selection 
process, buyers received explanations on a range of 
topics, including: the differences among various mortgage 
products (71%); the purpose of mortgage loan insurance 
(67%); and, penalty clauses (67%). About six in ten 
reported receiving explanations about closing costs (62%), 
and the purpose of a mortgage pre-approval (62%). 
A similar proportion (61%) reported receiving explanations 
about the impact of mortgage prepayments and the 
effect of rising interest rates.

of recent homebuyers received explanations on the 
differences between various mortgage products71%71%

reCent Buyers ContInue to reLy HeavILy on Mortgage ProFessIonaLs anD otHers 
For aDvICe anD InForMatIon on a range oF Mortgage reLateD toPICs

received explanations on the impact 
of prepayment and the effect of rising 
interest rates 61%
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Mortgage consumers spend on average about five 
weeks doing research before making a mortgage product 
decision. First-time buyers spend an average of eight 
weeks. The average time spent researching mortgages 
was fairly consistent across Canada.

About two-thirds of recent buyers reported contacting 
a lender or broker to learn about mortgage options 
(56% contacted a lender and 34% contacted a broker). 
Among those contacting a lender, on average 
2.7 lenders were contacted; for brokers, on average 
1.9 were contacted. 

Many recent buyers prepared themselves before meeting 
with a lender or broker. Among recent buyers, nearly 
three-quarters had done at least one of: prepared a list 
of questions; organized their personal information; or 

prepared a list of their assets prior to meeting with their 
mortgage professional. A majority (58%) of all mortgage 
consumers also engaged in discussions about the pros and 
cons of various mortgage products available to them - this 
level of engagement is seen in all regions of the country. 
Doing diligent research/shopping is further evidenced 
by the fact that recent buyers were presented with, 
on average, two to three mortgage options by their 
lender or broker.

At the end of the process, more than 80% of mortgage 
consumers felt confident that they got the best deal 
for their needs and that the mortgage process was 
easy and straightforward. 

nearly                 of recent buyers had done 
at least one of: prepared a list of questions; 
organized their personal information; or 
prepared a list of their assets prior to 
meeting with their mortgage professional

reCent Buyers are eXPLorIng tHeIr Mortgage oPtIons anD are aCtIveLy engageD 
In tHe Mortgage ProCess
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nearly                 of recent buyers had done 
a list of questions; 

personal information; or 
prior to 

meeting with their mortgage professional

75nearly                 of recent buyers had done 75nearly                 of recent buyers had done 
%75%
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In the 2012 survey, 27% of mortgage consumers used a 
mortgage broker to arrange their mortgage (23% in 2011). 
In the past year, brokers have made further inroads 
among mortgage renewers, with one in five relying on 
a broker. Broker share of mortgage originations has 
remained stable among first-time buyers at 48%, and 
repeat buyers at 32%. Among those refinancing their 
mortgage, 27% used a broker. Key reasons for using a 
broker continue to be getting the best rate or deal, 
and receiving excellent service.

Mortgage consumers remain loyal to their existing lender 
to varying degrees. Nearly nine in ten renewers continue 

to remain loyal to their existing lender, 

a finding that has been consistent over the past several 
years. Lender loyalty continues to be weakest among 
first-time buyers, where 59% reported getting their 
mortgage with the financial institution they were dealing 
with the most. However, there appears to be an increase 
in lender loyalty among first-time buyers, which has 
increased from only 47% in 2009. As with brokers, 
key reasons for using a lender continue to be getting 
the best rate or deal, and receiving excellent service.

For both lenders and brokers, mortgage negotiations are 
still dominated by face-to-face meetings (68% for those 
using a lender and 51% for those using a broker), followed 
a distant second by most negotiations being done over 
the phone (18% for those using lender and 21% for those 
using a broker). The majority of mortgage consumers 

agreed that they were satisfied 
with their experience using their 
lender or broker (83% for lenders 
and 77% for brokers). 

Mortgage BroKers anD LenDers BotH ContInue to Do WeLL In terMs oF 
sHare anD LoyaLty
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In the 2012 survey, 46% of consumers were contacted 
by their mortgage professional following their mortgage 
transaction. In the case of those using a lender directly, 
42% reported post transaction follow-up, while for those 
using a broker 55% reported post transaction contact. 
The most common methods of contact were by 
telephone (57% of lender customers and 42% of broker 
customers who had been contacted), followed by email 
(23% and 29% respectively). For the most part, the 
purpose of such follow-up was simply to thank the 
customer (58% of those contacted by their lender and 
66% of those contacted by their broker) and/or to 
confirm the closing (43% and 33% respectively).

Mortgage consumers highly valued their broker or lender 
contacting them following the mortgage process, and such 

contact can be very beneficial to brokers and lenders. 
About two-thirds of consumers contacted “totally agreed” 
that they were satisfied with the services provided by 
their lender or broker. This compares to only about four 
in ten among those who had not been contacted. 

Similarly, post-transaction contact greatly increased the 
likelihood a consumer would use their lender or broker 
for their next mortgage transaction. Among those 
contacted, about 60% “totally agreed” they would use 
their lender or broker again in the future, compared to 
only about one-third of those who were not contacted.

The importance of mortgage client satisfaction is further 
demonstrated by the finding that 83% of broker clients 
and 82% of lender clients who “totally agreed” that they 
were satisfied with their broker/lender experience also 
“totally agreed” they will use the same broker/lender 
for their next mortgage transaction.

Post transaCtIon FoLLoW-uP ContInues to Be an IMPortant FaCtor DrIvIng 
CLIent satIsFaCtIon anD PotentIaL Future BusIness
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6060%60%
   of mortgage 
consumers contacted 
“totally agreed” they would 
use their lender or broker 
again in the future
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As in the 2011 survey, about one-third (31%) of recent 
buyers reported making either a lump-sum payment or 
increasing their regular payment or both as actions to pay 
off their mortgage sooner; this compares to 29% in the 
2011 survey. As well, nearly half of recent buyers (44%) 
have their mortgage payment set higher than the 

minimum required, also a slight increase over the previous 
year (39%). This finding is consistent across the country.

Besides the above actions, recent buyers reported either 
putting aside savings and/or reducing non-mortgage debt, 
including: 61% contributing to an RRSP; 36% making 
investments outside of their RRSP; and 43% paying 
down non-mortgage debt faster than necessary. 
In addition, 62% reported having contributed to 
a general savings account.

CANADA MORTGAGE AND HOUSING CORPORATION 9

reCent Buyers rePort taKIng aCtIons to Pay DoWn tHeIr 
Mortgage sooner

have their mortgage payment set 
higher than the minimum required

4444%44%

paying down non-mortgage 
debt faster than necessary43%43%
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As part of their research in the mortgage acquisition 
process, about four in ten recent buyers (47% of first-time 
and 33% of repeat buyers) went online and did a financial 
self-assessment. 

Looking back after the process, some 80% plus of recent 
buyers felt they had a good understanding about how 
much they could afford and also that they had made their 
decision with a good understanding of the mortgage 
options available to them.

Similar to the 2011 survey results, 80% of recent buyers 
reported that they had established “at least to some 
extent” a household budget, with most who did so 
allowing for contingencies, such as “assessing to some 

degree”: the potential impact of rising interest rates on 
their budget (66%); the potential impact of a loss income 
on their budget (66%); and, the potential impact of rising 
expenses on their budget (76%).

Among those without a budget, four-fifths (82%) indicated 
that they felt confident they could prepare a budget based on 
their existing knowledge. However, almost half were not 
confident they knew who to go to for help in establishing 
a household budget.

While the above results are relatively positive regarding 
financial consumer literacy among recent buyers, there is 
room for improvement. The survey findings showed that: 
20% of recent buyers do not have a household budget; 
one-fifth (22%) are not sure where they would go for 
advice in case of financial difficulty.

WHILe tHere are PosItIve InDICators regarDIng tHe FInanCIaL LIteraCy 
oF reCent Buyers, tHere Is rooM For IMProveMent

        recent buyers 
went online and did a financial 
self-assessment
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advice in case of financial difficulty.

        recent buyers 
went online and did a financial 
self-assessment

4 in        recent buyers in        recent buyers in        recent buyers in        recent buyers 10        recent buyers 10        recent buyers 4 in 10
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aBout tHe survey
In February and March 2012, CMHC completed an online survey of 3,502 recent mortgage consumers – all 
prime decision makers – who undertook a mortgage transaction within the previous 12 months. The findings 
represent the views of the consumers surveyed.

CMHC has conducted this survey since 1999. As your trusted partner in mortgage loan insurance, we trust that 
you can use these findings to identify opportunities and build stronger relationships with your clients. 

DeFInItIons

For the purpose of this survey, recent mortgage consumers are segmented as follows:

First-time buyers:  those who purchased their first home in the past 12 months and took a mortgage

repeat buyers:  those who previously owned a home and have purchased a subsequent home in the past 
12 months and took a mortgage

renewers:  those who renewed their mortgage in the past 12 months

refinancers:  those who refinanced their home through a mortgage in the past 12 months

MeanIng oF LenDer LoyaLty

Lender loyalty for repeat buyers, renewers, and those refinancing means that they obtained their current 
mortgage from the same mortgage lender they were dealing with previously. For first-time buyers it means that 
they obtained their current mortgage from the financial institution they were dealing with the most at the time 
they took out their mortgage.

The survey results showed that first-time buyers have 
some distinct characteristics. Not surprisingly, one is being 
younger, with an average age of 34 vs. 47 for repeat 
buyers. Others include: a higher incidence of using a 
mortgage broker; lower levels of lender loyalty; higher 
incidence of starting their mortgage research with a 
family member and friend; and, greater influence 
of family members.

Other distinguishing characteristics are: higher incidences 
of using online resources for mortgage research; higher 

use of mobile devices; and, higher use of social media, 
all no doubt related to their younger age. 

As noted, they spend more time doing mortgage 
research. However, they felt less confident than other 
mortgage consumers about understanding the impact of 
interest rate increases and the mortgage decision itself. 
Again, these findings reinforce the opportunity for 
mortgage professionals and others to spend time increasing 
the knowledge and thus the confidence levels of first time 
buyers through various financial literacy activities.

FIrst tIMe Buyers DIFFer FroM otHer Mortgage ConsuMers anD Have 
soMe unIQue neeDs
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www.cmhc.ca/2012survey

CMHC offers a number of online tools and a wide variety of housing information to support Canadians in 
making informed and responsible homebuying decisions as they pursue their housing needs. Access any of these 
resources today and browse through the wealth of mortgage and housing information developed specifically 
with you and your clients in mind.

cmhc.ca

Visit cmhc.ca and access a wealth of housing 
information. Whether your clients are looking 
for information on homebuying, maintenance, 
or renovation - it’s all at your disposal at the 
click of a button!

cmhc.ca/newcomers

Are your clients new to Canada? Visit 
cmhc.ca/newcomers and make sure they’re well 
informed by providing them with relevant housing 
information in their own native language!


