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n 2019, the Pew Research Center estimates
Millennials will overtake Baby Boomers as the
nation’s largest living adult cohort.
As this generation of people ages 22 to 37
reaches new levels of maturity, perhaps not surprisingly,
they’re turning out in droves to purchase homes and settle
down; albeit, a few years later than most generations before them.
In the third quarter of 2018, 55% of the loans made to homebuyers
went to first-time buyers, according to Genworth Financial. The
National Association of Realtors reports the median age of firsttime homebuyers across the country is 32, signaling to the larger
market that Millennials are ready to own homes.
Just as the methods they use to get
to work, pay their bills, shop for food,
and select careers are different, so too
is their approach to homebuying. Ellie Mae found that 43% of Millennials
make their first contact with a lender
online, a number that’s expected to rise.
WHAT MILLENNIALS EXPECT
The expectations Millennials have for
the mortgage process are also distinctly
different than those of their parents.
They have heard rumors of how difficult and expensive the process is, they
are generally skeptical of the economy
because of the 2008 financial crisis, and
they have grown accustomed to first-class
customer service and technological innovation in other aspects of their lives.
Millennials don’t understand why the
process hasn’t improved in decades, and
they expect a better experience than
their parents had three decades ago.
They expect it to be tailored to them, to
be completed at least in part digitally,
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and they expect a high degree of attention from their lender.
Credit unions, which originate a
relatively small proportion of overall
mortgages, are uniquely poised to win
a significant percentage of Millennials’ mortgages as waves of them reach
prime home-buying age and search for
their first homes.
However, with an increasingly competitive market full of other options for
getting a loan, winning that market share
means credit unions must take the right
steps to meet millennials where they are.
CREDIT UNIONS ARE
SET UP WELL TO WIN
MILLENNIALS’ LOYALTY
“Members first” has become much
more than the credit union mantra. As
STRATMOR pointed out in its October
2018 report, “delivering a superior customer experience is the new competitive
paradigm.”
For the past few years, smart indus-
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