
The Millennial 
Playbook
A Mortgage Lender’s Guide to Winning with Millennials



Introduction

Maxwell’s team is replete with millennials, and 
we’ve started to notice that many mortgage 
lenders don’t understand millennials, not 
really. And who could blame you? 

Every article you read about millennials tells 
you they’re killing everything, that they’re self-
absorbed, that they’re hurting the housing 
market because they’re too busy blowing 
their discretionary income on avocado toast 
and Starbucks frappuccinos to save up for a 
down payment. And tha  t’s not the case.

The millennial generation’s influence will 
grow over the course of the next decade, and 
profitability will be increasingly linked with 
your ability to cater to the millennial mindset. 
The problem is that coverage of millennials in 
the media tends to rely more on stereotypes 
than on actual research.

Millennials have earned a terrible reputation 
in the media. 71% of American adults think 
that millennials are selfish, and 65% think 
millennials are entitled. 1

The myth of the entitled millennial ‘snowflake’ 
who mooches off their parents and eschews 
responsibility for a carefree lifestyle is 
pervasive one.

Take this excerpt from the TIME Magazine 

cover story, “The Me Me Me Generation: 
Millennials are lazy, entitled narcissists who 
still live with their parents”:
 
“What millennials are most famous for 
besides narcissism is its effect: entitlement… 
Millennials got so many participation trophies 
growing up that a recent study showed 
that 40% believe they should be promoted 
every two years, regardless of performance. 
Their development is stunted: more people 
ages 18 to 29 live with their parents than 
with a spouse, according to the 2012 Clark 
University Poll of Emerging Adults. And they 
are lazy. In 1992, the nonprofit Families and 
Work Institute reported that 80% of people 
under 23 wanted to one day have a job with 
greater responsibility; 10 years later, only 
60% did.” 2

 
Sloppy media representations of millennials 
fail to relate the cohort to its historical and 
economic context, glossing over the  economic 
desperation that defines this generation and 
rebranding their lack of financial options as 
frivolous lifestyle choices.

What media coverage often fails to account for 
is that millennials are facing far worse financial 
circumstances than previous generations. 
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When Boomers were young adults, they 
enjoyed a net wealth more than twice that 
of young adults today.  Student borrowers 
have seen their net wealth decimated in two 
generations; young Boomers with college 
debt in 1989 had an average net wealth of 
$86,500, while the same cohort of millennials 
today demonstrate a net wealth of $6,600. 3  

The average millennial makes 20% less 
(adjusted for inflation) than the previous 
generation,4  carries $30,100 in student 
loan debt,5 and would be crippled by an 
unexpected $500 emergency expense. 6  

Millennials are pushing for raises every 
two years because they’re underpaid, not 
because they’re entitled. More millennials 
(15% as of 2016) are living at home not 
because they’re lazy, but because they can’t 
afford not to. 7  

Millennials have become both the media 
scapegoat for, and a distraction from, the 
economic struggles still at play in the wake 
of the Great Recession.

As Sarah Kendzior aptly explains in “The 
Myth of Millennial Entitlement”:

“Having experienced no economy other 
than the recession’s false recovery,  young 
Americans have arguably suffered the 
most. 

The remedy lies not in judging their 
lifestyle choices — or worse yet, 
perpetuating the illusion that they have 
money to burn — but by acknowledging  
the new economy for what it is: a structural 
crisis, one that future generations will 
share.” 8

While the purpose of this eBook is not to 
lament the economic hardships faced by 
millennials, it is crucial to start by debunking 
the myth of the entitled millennial because 
these pervasive misperceptions are 
undoubtedly coloring how executives view 
the millennial consumer and preventing 
lenders from understanding and addressing 
the needs of this generation. 
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“Millennials are shaping the market more than 
anyone realized. In fact, half of all buyers are 

under 36 and half of sellers are under 41.” 11 

— Jeremy Wacksman
Chief Marketing Officer, Zillow 

Economic strife aside, the buying power of the 
millennial generation is still significant, and the 
influx of millennial home buyers is just begin-
ning. 

With a median aged of 33,9 roughly six out of 
10 first-time home buyers are millennials,  and 
millennials are expected to form 20 million new 
households by 2025. 10

Millennials are poised to oust Boomers in 2019 as 
the largest living generation, with numbers that 
continue to grow as millennial immigrants pad 
their already substantial numbers.12  

Millennials are changing the market faster than 
we even realize, and the lenders who will lead 
the industry in the years and decades to come 
will be those who can empathize with the mil-
lennial plight and tailor the mortgage process to 
their unique preferences. 

“As they’ve grown up, Millennials have contin-
ued to grow their wealth and their families and 
are now occupying the heart of the financial 
services market,” says a report from Edelman 
entitled Millennials With Money. 

“Whenever a generation ages, organizations 
that serve that market will need to adjust their 

assumptions, communications, and even their 
operations.” 13 

You will not resonate with a millennial audience 
without true understanding and empathy, and 
this eBook seeks to both provide a more accu-
rate depiction of millennial home buyers and 
equip you with tangible ways to better cater to 
your millennial borrowers. 



PART I

The millennial generation 
recontextualized
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s previously noted, the problem 
is that the perceived flaws of the 
millennial generation are frequently 

viewed in a vacuum, isolated from the larger 
socioeconomic and cultural context that 
spawned those flaws. 

Before we get into the nitty gritty details of 
how you can better attract and serve your 
millennial borrowers, it’s imperative to do a bit 
of context-setting and look at millennials from 
a macro level to better understand the factors 
that influenced and shaped this generation. 

Who Are Millennials?

Though the limits of the generation are often 
disagreed upon, millennials are generally 
understood to be those born between 1981 
and 1996.14 

As noted in the introduction, the economic 
realities of the millennial generation are a 
bit bleaker than previous generations. Many 
millennials entered the work force only to 
watch the economy implode in front of their 
eyes.

Though every generation was hurt by The 
Great Recession, millennials will feel the 
long-term effects more severely than other 
generations because they were not able 
to establish careers and build social capital 
before the economy tanked.

The fiscal struggles facing millennials in the 
wake of the economic crash have undoubtedly 
colored their perceptions of the future. Ernst & 
Young surveyed thousands of millennials and 

found that a mere 43% of millennials believed 
their standard of living will be better than their 
parents.16 

In the face of limited financial agency, 
millennials seek respite and control in social 
media. 

As Bret Easton Ellis wrote in Vanity Fair, the 
millennial generation’s obsession with social 
media, often perceived as generational 
narcissism, can also be seen as technological 
escapism designed to distract from their lack 
of economic mobility:

A

Our reality compared to Millennial 
reality wasn’t one of economic 
hardship. We had the luxury to be 
depressed and ironic and cool. 

[W]hen you don’t have the cushion 
of rising through the world 
economically then what do you 
rely on? 

Well, your social media presence: 
maintaining it, keeping the brand 
in play, striving to be liked, to be 
liked, to be liked… If there doesn’t 
seem to be an economic way 
of elevating yourself then the 
currency of popularity is just the 
norm now.
          
        — Bret Easton Ellis 17

“



7

Millennials were the first children of the Internet, 
coming of age during the rise of a new, digital culture 
that irrevocably shaped both their understanding of 
the world and how they interact with it. 

Millennials are often referred to as “digital natives” 
whose reliance on technology inherently influences 
their preferences as consumers. 

The average millennial checks their phone 43 times 
per day; assuming an 8-hour sleep schedule, that 
means millennials check their phones nearly three 
times per hour. 18  

Millennials are at once dependent on technology and 
aware of how it negatively impacts their lives. One 
study by the American Psychological Association 
reported that millennials often feel disconnected 
from others — including their family — and blame their 
over-connected digital lives. 19

As their technological literacy would suggest, if 
anything characterizes the millennial generation, it’s 
their ability to adapt to breathtakingly rapid change:

“These Americans came of age during one of the 
greatest economic downturns in the history of 
the country and amid macroeconomic trends of 
depressed wages, globalization, and technological 
change of the past three decades.

 Despite the Great Recession and shifting economy, 
Millennials have helped shaped a technological 
revolution, remain uniquely civic-minded, and are 
more educated than other generations of young 
adults. 

A closer look, however, suggests that the immense 
talent among young Americans has not resulted in a 
better standard of living than their parents.”  20
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And yet, millennials are not entirely pessimistic. Ideologically, millennials are largely committed to 
doing good. While 72% and 59% of Baby Boomers and Generation X (respectively) give to charity, 
84% of millennials give to charitable organizations in spite of their own financial hardships.21 

“The positivism has surprised me. The Internet was always 50-50 positive 
and negative. And now it’s 90-10,” says Shane Smith, the 43-year-old CEO of 
Vice. “Millennials are more accepting of differences, not just among gays, 
women and minorities but in everyone.” 22

The corruption at the heart of the Great Recession has had a rebound effect on millennials. They 
are drawn to socially responsible companies and the majority of millennials will research a company 
before buying to ensure the company is ethical and committed to corporate responsibility.23 

Despite circumstances that would tell them otherwise, millennials are hopeful for a better future. 
Millennials are used to being misunderstood and under-estimated, and lenders who empathize 
with the millennial mindset and understand what drives their preferences and proclivities will have 
the most success with millennials.
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PART II

The millennial 
homebuyer
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ith context set, let’s take a look at how 
these circumstances have shaped 

millennial home-buying preferences. What 
commonalities exist across the millennial 
generation that are prevalent (and 
statistically relevant enough) to inform your 
millennial strategy?

As a percentage of all homebuyers, the 
number of first-time owners has fallen 
significantly since the Great Recession. 

The National Association of Realtors report 
“Home Buyer and Seller Generational 
Trends” shows that first-time homeowners 
make up 32% of all buyers — compared 
with a historical average of 40%. That’s the 
lowest percentage since 1987.24 

Millennials are reaching quintessential adult 
milestones later in life. The average age of 

marriage in 1960 was 20.3 for women and 
22.8 for men; in 2016, the average age of 
marriage was 27.9 for women and 29.5 for 
men.25  

Millennials are more likely to delay marriage, 
having children, and buying a home than 
prior generations. Much of the delay on all 
fronts is prompted by financial circumstance. 

Some critics chastise millennials for their 
prolonged adolescence, as if millennials are 
choosing to forgo adult responsibilities in 
favor of a more care-free lifestyle. Perhaps 
that’s true with regard to marriage and 
children, but most millennials delay home 
ownership because they have no other 
choice.

W

Barriers to Home Ownership 
for Millennials

I can’t afford a down payment   53%

I can’t qualify for a mortgage   33%

Renting is more convenient   28%

Renting is cheaper   26%

I plan to buy soon   24%

Owning is too risky   23%

I prefer to rent   21%

Other   11% Source: Survey of Household Economics and Decisionmaking, 
Board of Governors of the Federal Reserve, Urban Institute
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Contrary to what some might believe, most millennials aren’t choosing to rent because they want 
to. Renting is not a lifestyle choice; it’s their only option.

“Millennials are often referred to as a ‘renter generation’ because they have 
prioritized furthering their education and thus delayed getting married and having 
children, which are critical lifestyle triggers to buying a first home,” says Mark 
Fleming, chief  economist for First American Financial Corporation. “However, the 
dream of homeownership is far from dead for this age group.” 26

Even once millennials remove the financial barrier to home ownership, an ideological barrier 
remains:

All told, millennials are not entirely disillusioned with the idea of home ownership; they’re just 
more wary than prior generations. Home ownership is still a primary goal for most millennials. 

The silver lining for lenders is that, while some might be skipping the ‘starter home’ phase, 
millennials across the board are prepared to spend more — 4 out of 6 millennials plan to invest 
$500,000 or more in their next home purchase.28 

In the section the follows, we will discuss how lenders can restore trust with millennials and reaffirm 
home ownership as a wealth-generating vehicle. 

Baby boomers and Gen Xers saw homeownership as a place to live and as a store 
of value and the best way to build wealth, but millennials are unlikely to take the 
wealth-building assumption as a given.

Millennials become homeowners when it meets their needs but are not sold on the 
idea that sacrificing today to save for a down payment is the best strategy, in large 
part because they see their home as a place to live and are at least unsure about 
homeownership’s wealth-building opportunity. 

Combined with   diminishing memories of the Great Recession, a stronger economy 
and higher house prices might lead prospective buyers to see homeownership as a 
wealth-building opportunity.27

“
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How lenders can 
resonate with 
millennials
Potential millennial homeowners, more than anything, just need 
more information and financial guidance from a person they trust. 

A Deloitte study of millennials found that 60% of respondents 
reported little or partial confidence in planning for and achieving 
their goals, while 35% said explicitly that they need help.29

Read on for actionable tips to earn millennial trust and get them on 
the path to homeownership.
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Informa Research conducted a survey of 
millennials to understand their mindset 
and beliefs about money and mortgages.

The survey was split into three groups: 
homeowners, immediate intenders 
(millennials who are ready and well-
positioned to begin the buying process), 
and future intenders (millennials who 
would like to own a home one day but 
are not currently able or ready to buy). 

Of the immediate intenders, roughly 
a quarter did not accurately know the 
home value they could afford, the 
amount of down payment they would 
need, or the type/value of mortgage they 
would require.30 Eighty-three percent 
of immediate intenders reported being 
unfamiliar with the mortgage process, 
and 73% reported being uncomfortable 
with the idea of mortgage in general.31

Much millennial  anxiety about mortgages 
derives from their confusion about down 
payments. 

According to the National Association 
of Realtors, of millennials who don’t own 
a home, nearly 40% believe they need 
to put down more than 20%, while 26% 
think a 15-20% down payment is required. 
Only 12% know that a down payment can 
be lower than 5%.32  

Many millennials saw friends and family 
lose homes during the Great Recession 
and are not eager to repeat those 
mistakes. 

Because millennials are more cautious 
about financial decisions (and particularly 
wary of the mortgage industry), no-
strings-attached mortgage education 
can go a long way to earning their trust 
and helping them realize that a mortgage 
is more achievable than they might have 
thought. 

1Start with Mortgage 101
LENDER OPORTUNITY

Savvy lenders should seize 
the opportunity to educate 

millennials about the 
mortgage process and 

highlight opportunities for 
low down payment options. 

LEN
D
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“When it comes to loans and mortgages, they 
want advice,” says Bruce McCleary, client 
experience and loyalty analytics manager 
at SunTrust. “They want to talk to an actual 
person.” 33 

Real estate agents have already figured out 
how to get millennials through the door with 
educational opportunities and events:

The most effective real estate agents already 
know that educational resources are the 
quickest way to win a millennial’s business, and 
lenders who can provide financial tools and 
resources will be more valuable to both their 
referral partners and millennials themselves. 

More readily available information about 
student loan refinancing and FHA loans with 
low down payment options can be helpful to 
educate millennials. 

A mortgage calculator on your website is 
another way to help potential millennial buyers 
understand what they could afford if they 
haven’t plucked up the courage yet to reach 
out to someone on your team.

Ultimately, the barriers to homeownership 
might not be as high as millennials think they 
are. Give them resources that help them make 
that discovery.

We host bi-monthly happy hours in different 
neighborhoods throughout DC, VIP events 
like wine-tastings and brunches, and an 
annual party where our millennial clients can 
connect on a personal level in a very casual 
atmosphere where selling a house is not the 
ultimate goal.34

Koki Adasi
Team Leader
Compass Real Estate

“

It’s no surprise that (Millennial) Buyers are 
online looking for answers and information 
about buying a home. If you can provide 
solid articles that truly answer their common 
questions, you can dramatically increase your 
chances of being their new agent of choice.

Just this year we’ve had at least 5 first time 
homebuyers reach out to us because they 
were searching for things like ‘first time home-
buyer in Louisville KY’.35

Nathan Garret
Louisville Realtor

“
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Millennials are a skeptical bunch, and when 
it comes the mortgage industry, they’re even 
more leery.

“What [the crash] underscored for people is 
that banks can’t be trusted, and your money 
is only as safe as the government allows 
you to believe,” said Fundstrat Founder and 
Managing Partner Tom Lee, who worked at J.P. 
Morgan in 2008. 

“That’s why millennials today have so little 
trust in banks, because of what their parents 
went through.” 36

Transparency and authenticity are imperative 
to win millennial business. They are extremely 
wary of large corporations and financial 
institutions, and you will have to work to earn 
their trust.

Millennials are avid researchers and are far 
more likely to obtain multiple quotes from 
lenders than Baby Boomers or Gen X.

Though that might seem daunting, a 
commitment to transparency — particularly 
with regard to pricing and fees — and a 
customer-service-centric digital identity will 
help you pull ahead of the pack.

Millennials obtain 6 quotes on 
average (versus an average of 4 
quotes by Gen X shoppers and 
3 quotes by Boomers). 37 

2Build trust with 
transparency



71%
of millennials would 

rather go to the dentist 
than ask their bank for 

financial advice 39

80%
of affluent millennials distrust 

recommendations from employees 
at financial institutions because they 

suspect they are doing so simply 
because they receive commissions 41

75% of affluent Millennials 
agree with this statement: 

“The whole financial system is 
designed to favor the rich and 

powerful at the expense of 
ordinary people like me.”40 

Three-quarters of millennials see 
businesses around the world 

focusing on their own agendas rather 
than considering the wider society, 

and nearly two-thirds say companies 
have no ambition beyond wanting to 

make money 38 
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One thing that’s sure to raise a millennial’s 
guard is overly vague or ambiguous statements. 
Research by Deloitte suggests that millennials are 
significantly less likely than older generations to 
be comfortable not knowing all the answers.42  

Millennials have changed the way individuals shop 
for a mortgage. Being direct and forthcoming, and 
using simple, clear language conveys authenticity 
and serves to build trust. 

Because millennials are more skeptical about 
financial brands, connecting millennial clients with 
others who can share their lending experience 
can help soothe their fears. 

The real-life connection with someone who has 
already been through it with your team can ease 
the emotional anxiety that is activated by the 
mortgage process. 

In this way, community financial institutions can 
outperform larger players because they excel at 
building personal relationships with consumers. 
Community-based institutions’ local connections 
generate a trust that can be driven home among 
Millennials

Proactively managing expectations and extensive 
communication can make millennial clients feel 
more in control.

Minimize surprises by communicating throughout 
the mortgage process, and be honest and 
transparent, even when news is negative.

“The solution to all 
that distrust is human 

relationships.” 43  
— Deirdre Campbell

Global Chair/Financial Services Sector
Edelman
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Easy-to-follow guides 
& check lists are 

one way mortgage 
technology can help 

lenders keep millennial 
borrowers comfortable 
throughout the process. 

LENDER OPPORTUNITY

3
Offer a Cross-Platform Experience

As ‘digital natives’, millennials are naturally 
the most likely use both online (92%) and 
mobile platforms (79%) as consumers, 
and they use those digital platforms more 
frequently than other generations.44 

That said, millennials don’t want an 
entirely digital experience. Accenture 
research shows that millennials demand an 
integrated, seamless experience regardless 
of the platform.45 That means they should be 
able to transition effortlessly from gathering 
information on your mobile website to easily 
scheduling an appointment to sit down with 
a loan officer for more information.

Millennials have a stated preference for 
a simple, streamlined mortgage process. 
Apply new technologies and platforms to 
enhance understanding and confidence 
while simplifying the experience. 

One of our clients, Guaranty Trust, did just 
that by implementing Maxwell and moving 
to underwrite up front to reduce processing 
time and increase the loan officer’s ability 
built a relationship with their borrowers. 

Prioritize the Relationships

Research shows that millennials prioritize 
experiences over material items. They 
want to work with a loan officer who can 
create a positive experience (or at least, 
an experience that’s not entirely anxiety-
inducing).

Above all, utilize technology to deepen 
the human relationships involved in the 
process. Millennials want easy, convenient 
access to their real estate agent and loan 
officer when they need it. 

Younger customers often feel more 
comfortable and familiar with live chat than 
they do with phone support or email; and 
according to a consumer study by American 
Express, 6 out of 10 U.S. consumers say 
their go-to channel for simple inquiries is 
a digital self-service tool (such as website, 
mobile app, voice response system for 
online chat).46

Elevate your borrower 
experience
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The nurturing the relationship at the center 
of the origination transaction is paramount to 
winning (and keeping) millennial business. 

Ellie Mae’s 2018 Borrower Insights Survey 
found that 37% of millennial homeowners 
said more face-to-face interaction and more 
thorough communication with their lender 
would have improved their last mortgage 
experience.48

This is a generation with higher customer 
service expectations than their antecedents, 
and if you can offer superior customer service 
and foster meaningful borrower-lender 
relationships, millennials will keep coming 
back for more. 

Drive Referrals with Best-in-Class Customer 
Service

The borrower experience grows more and 
more important as millennials flood the 
market. Their life-long immersion in digital 
culture means their expectations for customer 
service are high. 

Because millennials will likely make fewer 
home purchases over their lifetime than 
earlier generations, it’s even more important 
for lenders to win over this group on their first 
home purchase to increase the likelihood 
of being their lender of choice for future 
refinances and purchases.

Furthermore, the millennial generation highly 
values the opinions of friends and family 
over other sources when it comes to making 
purchase decisions.

As Boston Consulting Group notes:

“U.S. Millennials tend to seek multiple 
sources of information, especially from 
noncorporate channels, and they’re likely 
to consult their friends before making 
purchase decisions. For example, more 
Millennials than non-Millennials reported 
using a mobile device to read user reviews 
and to research products while shopping 
(50 percent versus 21 percent). ‘Crowd 
sourcing’ — tapping into the collective 
intelligence of the public or one’s peer 
group — has become particularly popular.” 49

In this post-recession world, millennials are 
more likely to listen to recommendations when 
they come from a peer — that is, someone 
who has firsthand experience with a product 
or service and can give an unbiased review. 
As one millennial quipped, “I trust my friends 
more than any ‘corporate mouthpieces’. 50 

The most important message you’re 
sending is the one coming from your 
previous customers. Invest in your borrower 
experience so you can be sure you’re happy 
with what they’re saying.

“Lenders need to prove our knowledge and experience. 
Let this generation know what to expect and be engaged 
throughout the process. Be relevant and customized with 
what we’re sharing with them.” 47

— Amy VandeSand
    Director of Consumer Market Research
    SunTrust Bank 
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“While 60% of Millennials indicate that 
they would love nothing more than to 
trust their bank and share a partnership/
friendship relationship, more than a third 
of those surveyed would describe their 
current bank as closer to a ‘used car sales-
man’ or aggressor’ than a friend. 

— Millennial Report by Facebook51
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4
You know firsthand that millennials don’t 
always conform to the mold of your ‘ideal 
borrower’. 

Millennials have tighter credit, fewer assets, 
and higher debt-to-income ratios than their 
predecessors. Capturing the millennial 
audience will require a bit of flexibility and 
a willingness to explore non-traditional loan 
products.

“Millennials are still looking to buy homes,” 
said Joe Tyrrell, executive vice president of 
corporate strategy for Ellie Mae. “We’re still 
seeing the majority of millennial loans fall 
into the conventional loan category, and 
with interest rates increasing, there is an 
even greater opportunity for the industry to 
educate these buyers on all of the options 
that they have available to them, including 
some of the higher loan-to-value products 
and FHA loan programs.”52 

Advertise down-payment assistance 
programs and highlight the opportunity to 
work with a more non-QM product. 

A recent Fannie Mae survey found that 42 
percent of renters did not know   about 
down payment assistance programs, and 34 
percent were not very familiar with them.53 

For millennials with tighter credit, consider 
making small changes to your underwriting 

process to include rental payment history 
as a factor of creditworthiness to allow for a 
more inclusive borrower base without raising 
the probability of default.

“Research suggests that mortgage 
borrowers who make their rental payments 
on time for 24 consecutive months have a 
low probability of going 90 or more days 
delinquent on mortgage payments over the 
next three years. 

For all 2012 government-sponsored 
enterprise borrowers, the probability of 
delinquency is 0.25% but rises to 28.2% 
for those who miss two or more payments. 
And for comparable numbers of rooms, 
total housing costs for renters and for   
homeowners with a mortgage are similar. 
This suggests that on-time rental payments 
are predictive of on-time mortgage 
payments. Moreover, two years of on-time 
performance could raise borrowers’ credit 
scores.” 54 

The millennial path to home ownership is a 
departure from that of prior generations, and 
lenders have a great opportunity to expand 
their product offerings to help carve out that 
new path and capture a larger share of the 
millennial market. 

Embrace non-traditional 
products
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The best way for lenders to serve millennials 
is to treat them as an Ideal Customer 
Profile (ICP) rather than as a homogenous 
generation. ICPs are intended to serve as a 
general template to help you more accurately 
market to a certain audience segment, but the 
characteristics in an ICP are not to be taken 
as a rule. It’s a generalized representation of 
a given segment, not a concrete set of traits 
that applies to every person in that segment. 

Trying to treat millennials as a uniform group 
will always yield lackluster results, and trying to 
disingenuously pander to millennials without 
doing the work to understand their point-of-
view will put off the very people you’re trying 
to win over.

A large threat to lenders is an over-reliance 
on traditional marketing and advertising 
techniques that have worked with older 
generations. Direct mail isn’t going to cut it 
anymore. Nor will over-correcting in the other 
direction and trying to be ‘hip’ (an emoji in an 
email subject line is fine… beyond that, drop 
the Emojis). 

At Maxwell, we have a Slack channel where 
we share ads and marketing outreach we’ve 
received that missed the mark.

The ads our millennial team members receive  
are often based on shallow stereotypes and 
tend to be patronizing, like the targeted 
Instagram ad from a big bank that one of 

our employees saw, which featured a video 
of a Corgi puppy and advertised the bank’s 
mortgage consulting services “to help you 
find a loan that’s right for you both.”

Our millennials found the approach insulting, 
for while we certainly love our dogs, to 
center your mortgage advertising around 
that presupposes that we’re immature and 
incapable of digging into the morgage 
shopping process with the level of rigor 
necessary to make a smart purchase decision. 

For all their flaws, millennials take the home-
buying process seriously, and marketing 
materials that trivialize the gravity of the home 
purchase decision will not be effective. 

The best marketing approach to use with 
millennials is an honest, authentic one that is 
dedicated to empowering them with financial 
prowess and resources that can inform their 
purchase journey.

5Adapt your marketing 
approach

https://himaxwell.com?utm_source=content&utm_campaign=PDF_to_demo
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6
Millennials are the most racially diverse 
generation in American history. 43% of 
millennial adults are non-white, the highest 
percentage of any generation.55

As this diverse generation matures and 
starts families, the diversity continues to 
spread. Nearly half of newborns in American 
today are non-white,56 and projections by 
the U.S. Census Bureau anticipate that the 
U.S. population will be majority non-white 
sometime around 2043.57 

Many millennials watched as their minority 
parents were taken advantage of and targeted 
with subprime loans before the economy 
crashed, the fiscal consequences of which 
have been passed down to them and will 
even negatively impact their children’s ability 
to build wealth.

It’s not fun to look at how our industry has 
historically prohibited racial minorities from 
owning homes and building wealth, and the 
point is not to cast blame or chastise.

But with nearly half of this generation 
comprised of racial minorities, you can’t 
win with millennials without taking tangible, 
concerted steps to turn the tide of home 
ownership and cater to a more diverse 
audience. 

A commitment to inclusivity and diversity will 
take you a long way with millennials, but you 
can’t just talk the talk. Deloitte research found 

that the majority of both millennials and Gen 
Z believe most business leaders, rhetoric 
notwithstanding, are not truly committed 
to creating inclusive cultures; two-thirds 
of respondent said they believe business 
leaders simply pay ‘lip service’ to diversity and 
inclusion, and believe only formal legislation 
will advance diversity.58

Improving financial literacy in 
underserved communities could 
promote millennial homeownership 
and bridge the homeownership 
gap between racial, ethnic, and 
education groups.

Additionally, utilizing technology is one way 
to reduce racial and ethnic disparities. A 
2018 study found that racial discrimination in 
mortgage rejection rates is less pronounced 
among fintech lenders, although both 
traditional and fintech lenders charge higher 
interest rates for minorities. 59

As millennials flood the marketplace, the 
lenders who are successful will be those 
who cast a wider net and create an inclusive 
lending climate that empowers millennials to 
achieve home ownership regardless of their 
race.

Embrace diversity
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Beneath the Instagram artifice and 
superficiality of the millennial generation 
runs a deeply embedded undercurrent 
of fear. They are afraid — afraid that their 
college degrees were a waste, that their 
student debt will follow them to the grave, 
that they’ll have to work until the day they 
die because they can’t even pay off their 
student loans, much less save for the future.

The upside of all of that fear, though, is a 
more firmly articulated sense of purpose 
and social responsibility. They might be an 
annoying generation, but millennials care 
— about disrupting the status quo, about 
empowering others, about leaving the Earth 
and the people in it better off than they found 
it. That gets them called entitled snowflakes, 
but it’s their snowflake-ness that will make 
the difference. 

Millennials are a different breed of 
home buyer, and they’re paving the 
way for forward-thinking, mission-
driven lenders to dominate the 
industry.

It’s not the big banks that will capture the 
millennial audience; it’s the small and 
medium-sized lenders who will take the 

time to understand them that will prosper in 
the decades to come. It’s lenders like you 
who will make the difference. 

Millennials are going to change the 
mortgage industry. Maxwell is going to be 
a part of that change, and this eBook was 
written so you can be a part of it as well.

Conclusion
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