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What we’ll discuss

Buying new 
construction today

Who is the new construction buyer

How do they search

The role of the Sales Center

Why buy new construction (or not)
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Understanding the attitudes and behaviors of home buyers

13,439 total interviews

• 3,000 key household 

decision-makers who 

self-identified as having 

purchased a new home in the 

past 12 months
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More research specific to new construction 

QUALITATIVE

27 consumers who 

strongly considered new 

construction

QUANTITATIVE

1,016 consumers who 

purchased a primary 

residence in the past 12 

months

CSAT

544 home buyers 

surveyed from Zillow on 

satisfaction with builders
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Who is the

new construction buyer
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Interested buyers, 
not enough homes

38%
of total buyers include 
new construction on their 
consideration list

Source: Zillow Group Consumer Housing Trends Report 2018 

11%
of total buyers purchase a 
new construction home
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They tend to be older –

Source: Zillow Group Consumer Housing Trends Report 2018 

NEW 

CONSTRUCTION 

BUYERS

Gen Z 
(18–23)

Millennials 
(24–38)

Gen X 
(39–53)

Silent Generation 
(74+)

Baby 

Boomers 
(54–73)

30%

29%

32%

7%
3%

EXISTING

HOME

BUYERS

Gen Z 
(18–23)

Millennials 
(24–38)

Gen X 
(39–53)

Silent Generation 
(74+)

Baby 

Boomers 
(54–73)

24%

26%

44%

4% 3%

median age 47 vs 40  
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They are more likely to 
be repeat buyers

Source: Zillow Group Consumer Housing Trends Report 2018 

71%
of new construction buyers 
are repeat
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More likely to be retired

1 in 5 
new construction buyers is 
retired

Nearly two-thirds are 
still working 

Source: Zillow Group Consumer Housing Trends Report 2018 
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New construction buyers are willing to spend 

Existing 

home buyers

New 

construction 

buyers

Pays 20% 

down or more

Isn’t concerned about 

qualifying 

for a mortgage

Uses money from 

the sale of home 

to make purchase*

Buys home for higher than 

initial budget

*of those who used financing 

Source: Zillow Group Consumer Housing Trends Report 2018 
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Willing to move farther

Same 

neighborhood

34%

Same city, different 

neighborhood

53%

Different city, 

state, or country

Source: Zillow Group Consumer Housing Trends Report 2018 

12%
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West
22%

South
53%

Northeast
10%

Midwest
16%

New construction purchase geography 

Source: Zillow Group Consumer Housing Trends Report 2018 
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The search for

new construction
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Resources used by new construction buyers 

Online resource

Real estate 

agent or broker

Home builder/

Sales center

For sale or 

open house sign

Friend, relative, 

neighbor, or colleague

Print ad

Direct mail

Source: Zillow Group Consumer Housing Trends Report 2018 

76%

65%

60%

49%

40%

30%

19%
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More similarities than 
differences between
new construction 
and existing buyers
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Value private tours 

77%
consider very or extremely 
important*

Source: Zillow Group Consumer Housing Trends Report 2018 

*similar to 79% of existing buyers
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Value an inspection report 

69%
say this is very or extremely 
important*

Source: Zillow Group Consumer Housing Trends Report 2018 

*similar to 74% of existing buyers
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Key Difference: Viewing
floor plans

69%
say this is very or extremely 
important*

Source: Zillow Group Consumer Housing Trends Report 2018 

*significantly higher than 55% of existing home buyers
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The pivotal

Sales Center experience
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Consumers hit road blocks when contacting builders 

52%
unable to connect with 
a builder after 24-72 hours*

Source: New Construction Buyer CSAT Study, July 2018, Zillow Group

*after submitting a lead on Zillow 
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They want to tour

61%
who are contacted by a builder, 

express interest in a tour

52%
unable to connect with 
a builder after 24-72 hours*

Source: New Construction Buyer CSAT Study, July 2018, Zillow Group

*after submitting a lead on Zillow 
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Tours are a positive experience

89%
who go on a tour have a positive 
experience

61%
who are contacted by a builder, 

express interest in a tour

52%
unable to connect with 
a builder after 24-72 hours*

Source: New Construction Buyer CSAT Study, July 2018, Zillow Group

*after submitting a lead on Zillow 



© 2019 Zillow Group, Inc., all rights reserved.

Why buy

new construction (or not)
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Reasons for purchasing new construction 

6%

8%

10%

10%

12%

13%

15%

21%

23%

27%

34%

34%

37%

49%Everything in the home is new/never used

The home was the best value for the money

Appealing home features

In a desirable location

No one else had lived in it before

Ability to customize features of home

Ability to select floor plan

Warranty offer by builder

Reputation of the homebuilder

Cash discount offered by builder

Free upgrades offered by builder

Access to shared community amenities

Curb appeal of home exterior

Ability to have latest smart home features

Source: Zillow Group Consumer Housing Trends Report 2018 



© 2019 Zillow Group, Inc., all rights reserved.© 2019 Zillow Group, Inc., all rights reserved.

What deters people from considering

Location Timing Price

Source: GfK Custom Research, LLC research commissioned by Zillow, 2018
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Myth 1: New construction 
is more expensive 

Educate buyers on the hidden cost 
of home ownership 

Promote your warranty 

Source: GfK Custom Research, LLC  research commissioned by Zillow, 2018
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Myth 2: Existing homes 
have more proven value

Source: GfK Custom Research, LLC research commissioned by Zillow, 2018

Promote your warranty 

Offer proof of craftsmanship

Provide assurances of quality and 
that you’re not cutting corners
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The tip of

the iceberg
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Download the Report

Available for free on the 

Zillow Group New Construction 

Resource Center

zlw.re/buyerinsights18
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Activation
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+842,400 Jobs 
January 2010 to December 2018

Source: Texas Workforce Commission
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DFW Fundamentals
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+947,829 People 
2010 to 2017

Source: US Census Bureau
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DFW Fundamentals
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#1 New 

Home Market
34,586 Starts in 2018

Source: Metrostudy
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DFW New Home Market Realities
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Sales Pace 

Slowing

Source: Zonda

Monthly sales have been 

down 7% to 23% YOY 

since October.
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DFW New Home Market Realities
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Sales Prices 

Decreasing

Source: Metrostudy

Annualized price change of 0.2% 

YOY through December 2018
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DFW New Home Market Realities

©  www.metrostudy.com

Sales Incentives 

Increasing

Source: Zonda
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Reasons for Purchasing New Construction
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Resources Used to Buy a New Home
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Keys to Converting Resale Buyer to New Home Buyer
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Transparency

Set Expectations
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Appealing Home Features
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Appealing Home Features – Renderings vs. Reality
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Appealing Home Features – Renderings vs. Reality
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Appealing Home Features – Online Floorplans
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Appealing Home Features – Online Floorplans
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Appealing Home Features – Modeling Standard Features
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Significantly Upgraded Model
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Appealing Home Features – Modeling Standard Features
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Standard Model

?
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Appealing Home Features – Summary
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• Use real photos (not renderings) whenever possible

• Website

• Social Media

• MLS

• Zillow, etc.

• Assume Buyers cannot read floorplans

• Photos first, then floorplan

• Interactive floorplan with photos

• 3D model – virtual walkthrough

• Model standard features



Location, Location, Location
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Location, Location, Location – Directions
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Location, Location, Location – Area Map
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Location, Location, Location – Directions
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Location, Location, Location – Available Lots
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Location, Location, Location – Summary
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• Area Features

• Map with links – directions and websites

• Supplement with text and descriptions

• Avoid static maps

• Mobile Directions – make it easy to find the model

• Online Directions

• Top and center of landing page

• Link to Google Maps in pop-out window

• Available Lots and Homes

• Update in near real-time

• Clear, user-friendly maps
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Reviews
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Reviews
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Reviews – Summary 
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• Don’t ignore your online reviews.  To do nothing with reviews, is like having 

your internet exposed without having virus protection and a firewall.  Protect 

your brand – don’t be attacked - be proactive

• Encourage and actively collect your customer feedback and reviews (third-

party or independent). The more reviews/ratings the better for your online 

presence

• Benchmark your company to make sure you are among the best in your 

market

• If you are satisfied with the results (which will not be perfect - perfection does 

not stand here), then promote your reviews into search and social media

Source: Avid Ratings



Buying Experience – New vs. Resale
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Buying Experience – Resale
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Buying Experience – Resale

©  www.metrostudy.com



63

DBA State of the Industry Summit

Buying Experience – New
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Sales Assistant
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Buying Experience – Resale
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Buying Experience – New
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Buying Experience – New
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Buying Experience – New
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Buying Experience – New
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Buying Experience – Interview!
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Buyers and Non-Buyers Real Estate Agents

Susan Bradley
susan@susanbradleyrealtor.com
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Buying Experience – Summary 
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• Specs

• Approach marketing and sales process as if you are competing 

head to head with resales

• Photograph the home as soon as possible and post pictures on 

MLS, Zillow, etc.

• Make available to prospects as much detail about the home as 

possible

• To-Be-Built

• Step back and evaluate all the stages of the buying process –

transparency, setting expectations, ease of transaction, etc.

• Consider modeling homes with limited upgrades
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