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Canadians and Canadian homeowners are now showing their strongest financial fitness to-date. COVID-19 has impacted many buyers
and intenders, with some saying it helped them save and buy their home sooner than expected. Compared to recent buyers, intenders
anticipate paying higher prices and are more likely to want a detached home and see their first home as a permanent home rather than a
starter home. Many first time intenders are expecting to buy a home further from where they work.
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with mortgage specialists
ata bankor credit union
Same lender as main Different lender as main
Financial Institution Financial Institution
Rising proportion of those who
used a different lender than
their main Financial Institution
2015 2017 2019 2021FTHB 2015 2017 2019  2021FTHB
Home Purchase Motivations First-time homebuyers
@ First-timeintenders
Beli . Spoketoa
E ieve owning Saved enough professional who
anome s awiser
. . . o foradown payment o showed that o,
financial decision 48/0 33/° | could afford it 5/°
Became financially Wantedtobuya . _
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48% of recent buyers are
much more likely than

38% of FTlto see their first
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Financial Context and Financial Fitnhess

Buyers and intenders exhibit similar credit card repayment patterns
FTHB  FTI
Pay off credit cards in full each month 64% 65%
Pay more than the minimum, but less 25% 24%
than the maximum ° °
Pay only the minimum each month 7% 4%

of FTHB and FTHB consistently
of FTI feel they outpace all Canadians
are in good shape on Financial Fitness

The proportion of those who
have doubled-up orincreased
their mortgage payments
continues to grow

Impact of COVID-19

Buyers and intenders are more likely
to say they saw no impact from o
. 63%
on theiremployment than
the general population
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Respondent Profile

23% Post Grad
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$50K-$99K :
24% College/Vocational
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50% 50%
Canada
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Single o
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Single T
8% Part-time in a relationship WO
3% Unemployed Married Three
Living together
4% Athome Com?nor?—Law/ Four
3% Student Separated/ Five+
Divorced

Methodology: A total of 1,856 interviews with Canadians aged 25-40 who either purchased their first home within the prior two years or plan to in the next two years. Online interviewing
was completed between February 17 and March 16, 2021. Quotas were set to oversample in urban regions with weighting to bring them into overall national representative distributions.

Study completed by Environics Research on behalf of Sagen and in association with the Canadian Association of Credit Counselling Services.
First-time homebuyer study findings in collaboration with Royal LePage.
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https://www.sagen.ca/
https://www.facebook.com/sagencanada/
https://twitter.com/sagen
https://www.linkedin.com/company/sagencanada/
tel:18005118888

