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INTRODUCTION 

As the organization representing brokers, 
lenders, insurers, and other industry 
stakeholders operating within Canada’s 
mortgage broker channel, one of CAAMP’s 
priorities is to provide its members with 
timely information about the market, and 
about Canadians and their priorities when 
obtaining a mortgage. It is with this priority in 
mind that CAAMP has partnered with Bond 
Brand Loyalty to conduct semi-annual 
consumer surveys for the past nine years. 

This report details many of the key findings 
taken from our most recent round of 
research, conducted in October 2014. Along 
with CAAMP’s semi-annual State of the 
Residential Mortgage Market in Canada 
reports prepared by CAAMP Chief Economist 
Will Dunning, this report is provided by 
CAAMP to its members as a tool to be used to 
help better understand and serve Canadian 
mortgage consumers, and ultimately to 
maintain and grow a healthy mortgage 
broker channel in Canada. 

mailto:jmurphy@caamp.org
mailto:kyle.davies@createabond.com
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Different year, different roller coaster. Canadians once again 
experienced an economic roller coaster in 2014, headlined by a 
largely unexpected 50% drop in oil prices from June to 
December alone, and a weakening Canadian dollar. As has 
become the norm, the Canadian housing market has remained 
a focus of intense speculation, with many economists and 
journalists estimating varying degrees of housing 
overvaluation. 

Despite this often negative economic narrative, our study 
continues to find strong, but cautious optimism among the 
majority of Canadians. Despite some uncertainty in the short-
term economic outlook, and sparse but vocal predictions of a 
grim near-term economic future, the majority of Canadians 
remain cautiously optimistic in our economy, very comfortable 
with their own financial positions, and continue to feel that 
Canadian real estate is a good long-term investment. 

THE ECONOMY 
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Despite significant uncertainty on so many economic 
fronts, Canada continues to express a sense of cautious 
optimism about the short-term economic future. Sixty-
eight percent of Canadians say they are optimistic about 
the economy in the next 12 months, down just 1% from 
2013. 
 
Rising household debt levels continue to concern 
economists. Many of the components of household 
debt, including credit cards and various loan types, carry 
a range of negative feelings and emotions for many 
Canadians. Mortgages, while the largest single 
component of household debt, are different. Canadians 
feel overwhelmingly positive about their mortgages, as 
the primary tool that enables them to live in their 
homes. Perhaps these positive emotions are at least 
partially due to continued belief by 82% of Canadians 
that mortgages are good debt, an increase of 2% from 
2013. This coincides with continued confidence in the 
long-term housing market, with 84% agreeing that real 
estate is a good long-term investment (unchanged from 
2013). This confidence is relatively consistent across 
regions. 
 
We asked respondents to predict the movement of 
home prices over the next five years, and found that 
Canadians are very mixed in their opinions, with slightly 
more predicting downward movement (37%) than 
upward movement (35%). While this seems 
contradictory given such large majorities of Canadians 
see mortgages as good debt and real estate as a good 
investment, it makes sense when we consider the fact 
that Canadians view their real estate much more as a 
place to live than an investment. We asked respondents 
to allocate 100 points to reflect their opinions that their 
home is a place to live versus an investment, and the 
average homeowner allocated 70% of their points to my 
home is a place to live. So, while homeowners 
undoubtedly view their homes as an investment that 
they would like to appreciate over time, what really 
makes it a great purchase is the fact that it becomes 
home. 

HOUSING AND ECONOMIC OUTLOOK 
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5 

Though the economy and the housing market have 
seen ups and downs, and been the focus of much 
speculation, purchase intent has remained strangely 
steady over the past seven years we have tracked 
the metric. Overall, 5% of Canadians say they are 
very likely to purchase real estate in the next year, 
the same proportion as we have seen in five of the 
past seven years. While purchase intentions are 
absolutely impacted by interest rates and 
anticipation of price movement, this number’s 
stability is likely owed to the fact that 70% of a 
purchase decision is about the place to live, not the 
investment. 

PURCHASE INTENT REMAINS STEADY 

A continuing trend we have noticed over the past five years shows that while Canadian homeowners 
overwhelmingly feel comfortable with their own mortgage and financial situation, there is significant 
concern that others may not be in such a good situation. Three-quarters of Canadians (76%) say I/my family 
would be well-positioned to weather a potential economic storm, while a similar proportion (73%) say they 
do not regret taking on the size of mortgage I did. However, when asked for perceptions about other 
Canadians, a similar three-quarters (78%) agree that low interest rates mean many Canadians have bought 
homes who should not have. 

Canadians who are most likely to be in the housing market in the next year include past mortgage broker 
customers (44% more likely than average to be in the housing market), 18-34 year olds (+40%), and those 
living in Ontario (+25%). Those least likely to be in the market include Canadians aged 55+ (45% less likely 
than average), those in the Prairies (-30%), and those in Quebec (-28%). 
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As housing prices have continued to increase for the past several years, affordability has become a key 
consideration for many, particularly first-time homeowners. To shed light on this topic, we asked 
homeowners to break down the source of funds for the down payment they made on their home. Results 
show a variety of sources contributing; however the largest component of down payment comes from 
personal savings (40%). The next largest down payment fund source is financial institution at 28%, followed 
by parents’ gift/loan at 17%. When Financial Institution is removed from the equation, personal savings 
accounts for 56% of down payment funds. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
From 1980 to 1995, the proportion of down payments that were funded by personal savings decreased 
from about 70% to about one-half, while RRSPs became a larger source of funds. Since 1995, down 
payments have been made up of a very consistent group of sources, with personal savings being by far the 
largest contributor. 
 

HOUSING AFFORDABILITY 
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While it is clear that affordability is a challenge for many buyers, and many must rely on several sources 
other than personal savings for their down payment, it is also clear that this metric appears to have 
reached relative equilibrium for the past 20 years, and that Canadians are saving in a meaningful way 
before they enter into the housing market. In fact, homebuyers average a 20% down payment, and nearly 
80% of Canadians say they could have afforded a larger down payment. With that being said, 22% who 
could not have afforded a 10% down payment is a meaningful statistic, and would have substantial impact 
on the housing market if left out due to future regulatory changes. If trends continue, gifts from parents 
may overtake RRSPs as the second leading source of down payments; however, no evidence suggests that 
down payments are or will be propped up in any significant way by non-savings sources any time in the 
near future. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
While there is much nervousness around the state of the economy, and many are concerned housing prices 
will not rise over the next five years, by and large Canadians remain comfortable and confident with their 
financial situation, and homeowners are happy with their decision to buy a house, and take on the 
mortgage they did. 
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The mortgage broker channel has had much success in Canada, and has become well-established as a 

key player in the mortgage industry. In fact, in 2014 the share of outstanding mortgages that were 

placed through the broker channel reached its highest point since we began measuring: 30% of 

outstanding mortgages were done by a broker, up from 23% in 2009. This significant growth is a result 

of share taken from both the bank channel and others such as credit unions. 

 

 

 

 

 

 

 

 

 

 

 

 

Mortgage brokers have always had particular success on originations (vs. renewals or renegotiations) 

and among young Canadians, and this continues to be the case in 2014. However, one trend that is 

having a meaningful positive impact on overall broker share has been a shrinking gap between broker 

performance among the channel’s best customers, and the rest. In the past year alone, broker share 

among Canadians aged 55+ has increased from 15% to 19%, while share on renewals and 

renegotiations has increased from 25% to 28%. The continued broadening of broker understanding and 

appeal has paid off for the broker channel. 

MORTGAGE BROKER CHANNEL 
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There are two primary inputs into 
the calculation of broker market 
share; the first is consultation rate, 
which is the percentage of 
customers who consult with a 
broker; the second is conversion 
rate, which is the percentage of 
consultations that eventually result 
to doing business with a broker. Put 
simply, first you have to get the 
customer through the door, then 
you have to sell them on the deal. 
The broker channel trails the bank 
channel on both measures; 
however, has experienced modest 
increases of 2% on both metrics 
since 2013. 

Continued upward pressure on both 

metrics will result in continued success 

for the broker channel. A metric like 

consultation rate tends to be at best a 

slow mover, as it depends heavily on 

overall market awareness and familiarity 

with the broker channel and its benefits. 

While broker awareness and familiarity 

have been increasing steadily for many 

years, it is a very heavy needle to move. 

For the best insight on how to continue 

upward momentum on this metric, we 

turn to the top five reasons consumers 

consult with a mortgage broker. 

As always, rates are a key reason for dealing with mortgage brokers (chosen by 10% more customers this 

year than last); however, broker customers continue to cite a wide variety of non-rate reasons for dealing 

with mortgage brokers, including to get multiple quotes, so I didn’t have to do the research myself, to help 

me understand my options and the process, and to help me with the paperwork. Just one-in-ten broker 

customers choose ONLY rate as the reason for choosing brokers, showing that most customers are looking 

for brokers to provide a variety of benefits over the direct-to-bank channel. 
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While increasing consultation rates is important and should remain a focus, we believe the best short-term 
opportunity for further improving broker market share continues to be conversion rates. Currently, one-third 
of customers who consult brokers end up choosing a different channel. This is a high abandon rate – 10% 
higher than the bank channel – with direct impact on broker share. 
 
Why are customers abandoning the broker channel? One of the reasons is that, although receiving multiple 
quotes/options is the second-most common reason for choosing a broker, a full 40% say they received just 
one option from their broker. Broker customers tend to be shoppers by nature (it’s one of the reasons they 
chose the broker channel), so giving them just one quote is not making them feel as though they have 
shopped around sufficiently. While 40% is still too high, this number has fallen an impressive 17% from 2013, 
and we believe further downward pressure on this number will result in increased conversion rates in the 
future. 

CUSTOMER EXPERIENCE 

For a long time, “Customer Experience” (CX) has been synonymous with customer satisfaction. But more and 
more companies are realizing that ‘service with a smile’ is just one element of CX. Rather than just looking at 
Customer Satisfaction, today’s smartest companies and service providers are evaluating the CX they provide 
with a number of questions in mind. Are we making it as easy as possible for our customers to choose us and 
our brand? Are we optimizing our communications for customer satisfaction and message impact? Are we 
not only giving customers the products they want, but also the relationships and emotions they want to feel? 
Are our brand and products easy to work with, and do they easily integrate into our customers’ lives? Are 
they happy with us? Have we made it easy for them to recommend us to others? The answers to these 
questions define the priorities and strategies of the companies most focused on providing an optimal and 
engaging customer experience. 
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Starbucks is a great example of a company that understands how 
hard it is to differentiate a commoditized product and that the best 
and most sustainable way is through providing a superior customer 
experience. Starbucks has announced a 2015 trial of daily home and 
office delivery. That’s right – a Starbucks coffee delivered to your 
front door every morning. If they can figure out how to do it right, 
Starbucks has not only come up with an idea that will undoubtedly 
satisfy their loyal customers, but one that will also almost certainly 
expand their customer base. Think of the people who must bypass 
Starbucks because of a lack of drive-thru options, and the likelihood 
of long lines – these people will now be able to buy Starbucks 
without having to deal with their brand pain-points. 

But… what does Starbucks have to do with mortgages? 

DIFFERENTIATING ON CUSTOMER EXPERIENCE 

National Car Rental uncovered a big customer 
challenge – waiting in line and signing paperwork. 
So they developed systems that allowed them to 
offer an innovative new service to their best 
customers: they can show up, choose their own car, 
and drive off the lot without doing any paperwork. 
As a traveler coming out of an airport with three or 
four rental companies side-by-side, not having to 
wait in line or do any paperwork would be a huge 
differentiator. 

But… what does National Car Rental have to do 
with mortgages? 

Starbucks and National, though not competitors in the mortgage industry, are nonetheless redefining what it 
means to be a customer… of ANY company. If Starbucks can deliver my coffee to my house, then surely a 
mortgage broker can visit me at my home to talk about the biggest investment in my life (if I want them to). If 
National can let me drive away with a car without doing paperwork… can a mortgage provider reduce its 
paperwork, or at least make it easier for me? Customer expectations are being pushed higher and higher by 
smart and innovative companies that will impact, sooner or later, how customers demand to be treated in the 
mortgage space. 

The smartest companies and people in the mortgage industry – and, likely the ones who will have the most 
future success – will give consideration to ALL elements of the customer experience, not just service with a 
smile.  
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MAPPING THE MORTGAGE CUSTOMER JOURNEY 

Customer journey mapping has become an important part of understanding and optimizing customer 
experience within many of Canada’s top customer-oriented companies. The idea is that, in order to optimize 
Customer Experience, one first must understand the journey customers take, from awareness through 
choice, product or service experience, and hopefully loyalty. By identifying the process, we can more easily 
speak to customers’ changing and various needs, our performance (as a professional, company, or even 
channel) at meeting customer needs and helping (or directing) the customer through the journey, and 
ultimately identify ways we can improve our service and offering in order to optimize our performance 
within the Customer Journey. 
 
Our research has uncovered a seven-step customer journey map, outlining the steps most mortgage 
consumers go through as they embark on the process of obtaining a mortgage. Grey boxes are steps each 
customer goes through, while pink are bypassed by some customers. 
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STEP ONE: PASSIVE INFORMATION COLLECTION 

This takes place before a customer is actively thinking about or searching for a mortgage. Everythign a 
customer hears, sees, or reads about mortgages and mortgage providers goes into their conscious or 
subconscious, and can be recalled down the road once the customer is in the market for a mortgage. Key 
pieces of information in this stage are: 
 

Word of Mouth: anything somebody hears from their friends, family, or colleagues about their mortgage 
experience. The broker channel has an edge here: 42% of broker customers heard about their mortgage 
professional through word of mouth, compared with just 29% among broker customers. Word of Mouth 
CAN be the most influential input in this stage. 
 
Marketing and Advertising: in-branch posters, direct mail, email, news articles, and advertising all play a 
role in this step. While mortgage brokers are competitive with banks on email campaigns among past 
customers, banks have a clear advantage over the broker channel in this facet of the Customer Journey 
due to larger marketing budgets. 

STEP TWO: RESEARCH 

The Active Research stage takes place once a customer has become active in thinking about and/or searching 
for mortgage alternatives. This would either coincide with entry into the housing market, or with nearing the 
end of one’s current mortgage term. 
 
Customers have an ever-evolving set of sources available for finding information on mortgages. In addition 
to traditional sources like word of mouth or Realtor recommendations, new online sources are becoming 
prominent, including free online calculators, and mortgage aggregator sites where multiple quotes or 
estimates can be obtained in one place. 
 
 
 
 
 
 
 
 
 
 
 
 
Free online calculators are now the #1 consulted source, having been used by one-third of all people 
currently with a mortgage. Another growing source are online mortgage quote aggregators, which were used 
by one-in-six. Social media, while potentially a tool to enhance brand standing during the Passive Information 
Collection phase, is not used overtly for mortgage research by many Canadians. 
 
Mortgage broker clients, on average, consult with nearly three of these sources, compared with two among 
bank customers. While this means brokers have more opportunities to get their names and products out 
there, it also potentially means it is more difficult to maintain a consistent and concise brand message, and 
to ensure brand presence everywhere a customer is looking. 
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STEP THREE: MAKING CONTACT 

After collecting information, the inevitable next step is making contact with a mortgage professional. For 
some, this is done with an absolute intention to do business, while for many this step offers a chance for 
evaluation, to see if this mortgage professional (and the product they offer) is the right choice. 

brokers hold an advantage over brokers at this step, with 71% of all mortgage consumers consulting with at 
least one bank, compared with 45% who consulted with a mortgage broker. 

Mortgage brokers are strongest among first-time homebuyers (61% consulted), 18-34 year olds (59%), 
originations (as opposed to renewals/renegotiations, 54%), and in BC (49%). 

At this stage, customers are evaluating a mortgage professional on a number of things. Primary in their 
minds is rate (“can this person provide me with a competitive rate?”); however, we also know consumers 
are evaluating you on the emotions they have in their interactions (customers most want to feel 
comfortable, confident, valued, and relaxed in their mortgage interactions), as well as for your personality fit 
(the following traits are most valued: reliable, easygoing, personable, honest, and trustworthy). 

STEP FOUR: SHOPPING AROUND 

After the initial consultation with a 
mortgage professional, 43% of 
mortgage customers then begin a 
process of shopping around to two 
or more mortgage professionals to 
evaluate them and their offering, 
in order to guide a decision. Among 
the 43% who shop around, an 
average of 2.6 mortgage 
professionals are consulted 
(including those who consult just 
one professional, the average is 1.7 
consultations). 
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STEP FIVE: MAKING A DECISION 

Next comes the customer’s choice. Does the product meet my needs? Am I comfortable with the lender? Do 
I trust this mortgage professional? Is it the best deal I can get? Customers evaluate their options using a 
number of criteria, including the emotional and personality needs outlined in Making Contact in Step Three. 
 
Thinking specifically of the products and services offered, there are a number of customer needs that should 
be addressed in order to maximize conversion from consultation into sale, as seen on page nine. 
 
The brokers who are best able to communicate an ability to help customers with these items, while 
conveying the personality traits and emotions mentioned above, will be the ones who will enjoy the highest 
possible conversion rate from consultation to sale. 

STEP SIX: PRODUCT/SERVICE EXPERIENCE 

Once a mortgage professional 
or lender has ‘passed the test’ 
in terms of being able to 
provide an attractive and 
compelling product, the 
experience one has with a 
mortgage professional becomes 
the most important factor in 
determining customer 
satisfaction, and the most 
important predictor of loyalty to 
a mortgage professional or 
lender. 

To understand how mortgage 
brokers are achieving this 
Customer Experience advantage, 
we compared a variety of 
satisfaction metrics between 
broker and broker customers. Of 
the 17 metrics we tested, 
brokers outperformed direct-to-
bank channel on all 17! Following 
are the top areas where brokers 
most outperform brokers – these 
are the core competitive 
advantages for the broker 
channel: 

For the broker channel, this is a key area of differentiation, with significantly more satisfied customers than 
the bank channel. 
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One of the key areas of advantage is frequency of contact DURING the mortgage process. When we dig 
deeper, we see that brokers are contacting their customers much more frequently, and across a wider range 
of mediums than brokers. This robust communications strategy clearly resonates with customers, resulting in 
significantly higher satisfaction. 
 
 While mortgage brokers do 
considerably better than 
brokers on frequency of contact 
DURING the mortgage process, 
we see that this advantage 
shrinks considerably AFTER the 
mortgage process. For brokers 
interested in renegotiation 
business, the broker channel 
should consider how it has 
achieved a seven point 
advantage on communicating 
DURING the mortgage process, 
and should implement some of 
those best practices AFTER the 
process to maintain this 
advantage throughout the 
mortgage term. 

Finally, the last step of the customer journey is some evaluation of one’s sense of loyalty to their mortgage 
professional and/or lender. Were they happy enough to want to do business with that person or company 
again? In general, loyalty is high in both channels; however, the broker channel outperforms the broker 
channel by six percentage points: 

STEP SEVEN: LOYALTY 

Eighty-three percent is very high 
attitudinal loyalty, however we have 
seen that this attitudinal loyalty does 
not always  manifest itself in 
behavioural loyalty. In other words, 
customers may feel loyal, but 
something happens that causes many 
to do their next mortgage with 
somebody else. To better understand 
this phenomenon, we sought to better 
define this attitudinal loyalty. 
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We found that there seems to be a large missed opportunity in both channels, but particularly in the broker 
channel, with 24% of customers saying they feel loyal but their relationship has not been extended. These 
24% would like to work with their mortgage professional again, but it seems as though not enough is being 
done post-sale to keep them. 

Part of the reason is that brokers 
seem to be dropping the ball on post-
sale communication, as evidenced by 
a 9% drop in satisfaction with 
communications once the mortgage is 
placed. Customers have told us loud 
and clear that some level of 
communication post-sale (roughly six 
times per year is ideal) is desired, and 
is key to making them feel like they 
are valued customers, an important 
loyalty driver. 
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