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13,000 
key household decision-makers 

who self-identified as one of the following:

Buyers  New construction buyers Sellers

Homeowners Renters



MILLENNIALS VS. BABY BOOMERS



2%

28%

26%

41%

3%Gen Z (18-24)

Millennials (25-39)

Gen X (40-54)

Baby boomers (55-74)

Silent generation (75+)



The largest generation of
new construction buyers

• More likely to move due to life events

• Relies on tech

• Is more financially strapped

• Has greater communication needs

• Experiences more pain points 



• Repeat buyers

• More particular in wants and needs

• Are retired or approaching retirement

• Take longer to search



The emotional state of a buyer is 
likely to differ based on the 
reasons for their move.





ONLY 33% SAY THE MOVE WAS RELATED TO A LIFE EVENT

60%

of new construction boomer buyers say neither life events 
nor market dynamics played a role in the move



on average for boomer buyers to find 
their homes

on average for millennials buyers to find 
their homes



of boomer buyers say 
they found their home 

via a sales center 
(compared to only 

15% of all new 
construction buyers)

of boomer buyers say they 
found their home online 

(compared to 49% of all new 
construction buyers)

28%25%



Millennials:

The home is the best 
value for the money

Boomers:

Appealing home 
features (floor plans)

Asked to pick their top reasons for 
buying a newly built home



• Ensure that the sales center and tour 
experience is exceptional

• Be transparent about all lot, feature, 
floor plan and finish options available

• Follow up frequently





AS COMPARED TO 33% OF NEW CONSTRUCTION BOOMER BUYERS

50%

of new construction millennial buyers say 
a life event played a role in the move



Buyers who learned about 
their home online

28%

49%

62%Millennials

Gen X

Baby boomers



of millennial buyers say 3D tours would help 
them get a better feel for the space

(as compared to 44% of new construction 
boomer buyers) 

71%



of millennial buyers 
finance their home with 

a mortgage

of millennial buyers say 
they are concerned about 

qualifying for a loan

59%94%



27%

41%

32%

42%

31%

27%

20%

48%

32%

9%

50%

41%

Expected to buy higher 
than listing price

Expected to buy at 
the listing price

Expected to buy lower 
than the listing price

Total new 
construction buyers Millennials Gen X Baby boomers



Buyers who say their builder 
didn’t communicate enough

35%

47%Millennial buyers

All buyers



Millennials

38%

Gen X

23%
Baby 

Boomers

16%

Overwhelmed by the buying process



• Ensure your online listing content 
is rich, informative and mobile-
optimized

• Use visualization tools to help bridge 
the digital/physical gap

• Communicate promptly, frequently, 
and in their preferred method

• Be transparent about costs, options 
and timelines 





Takeaways

• Have empathy for the 
buyer’s mindset.

• Be flexible to meet differing 
buyer needs.

• Strengthen your online presence 
with compelling content.

• Educate on the process and 
be transparent.



ZILLOW.COM/RESOURCES/NEW-CONSTRUCTION/
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