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One question to be answered..

Who are this year's 
buyers and what do they 
want?
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 Rapid growth among the Seniors population Rapid growth among the Seniors population 

Growth of Households - Victoria
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 Adult Lifestyle is the only market that will see substantial Adult Lifestyle is the only market that will see substantial 
growth in the next 20 yearsgrowth in the next 20 years
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Ownership Rates are Changing
Declining for young 
households.
Increasing for older 
households.
Means change for 
the housing market: 
The home buying 
timeline is shifting.
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More Serious Interest from Older 
Buyers
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Fewer First Time Buyers this 
Year
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First Timer Primer
Typically, aged 28 - 36, increasing unmarried buyers
Turned off by manipulative and overt sale techniques
Affordablility their starting point
Drawn to lifestyle amenities, such as the right to have 
pets, a garden, and proximity to social and 
entertainment activities
Attracted by 3-D rather than 2-D design. 
Flexible floor plans 
Where space is limited, computer nook a must
Fixer uppers are viewed as opportunities 

Buyers Split between Moderate & 
High Incomes
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Half Expect to Pay More for 
Their Next Home

More Same Less
0

10

20

30

40

50

60

Fewer Move-Down 
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Nearly 80% of repeat 
buyers will either buy a 
more expensive home 
or one of the same 
value.
Last year only 
two-thirds were in this 
category.
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Four in Ten Vancouver 
Buyers Want a Home Priced 
under $250,000

High end buyers 
very serious 6.6%
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Preferred by younger 
buyers, enough space for 
growing families.
Most expensive home type.
Young Single Detached 
buyers likely to live in the 
suburbs.

Single Detached Houses
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Townhouses

Ground orientation popular 
with younger households.
Seniors benefit from both 
worlds - ground orientation 
& no yard work
The affordable compromise 
for many households
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Apartment Condos

Often the only homes 
available to young buyers with 
limited resources.
Very popular among peak 
earners - lifestyle choice.
Vacation/second homes 
popular.
Missed-the-boat buyers 
between 45 - 55 as well. <1200 1201 - 2000 2001 - 3000 >3000
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Half of all 55 - 64 year 
old buyers want a 
home between 2000 & 
3000 Square Feet in 
Size

Leading Edge Lifestyler Preferences

Desire a home that looks great and has enormous 
flexibility
Want a home with character  - no "cookie-cutter" looks
Reasonably-sized floorplan between 1800-2200 sq ft
Great rooms are leading-edge design priority
Open plans with views to small, private & low 
maintenance outdoor spaces, with play areas for 
grandchildren 
Rank gourmet kitchens over pools & expect home office 
space
Large shower rather than oversized tub
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60% of Buyers are One or 
Two Person Households

One in ten households in the market for a home, 5% 
seriously!!
Less first time buyers this year.
Jump in 55 - 64 year olds ready to buy a home.
Adult lifestyle buyers key niche market, high income, 
high consumption, but in "know" hurry.
Twice as many high income buyers in 2002, wanting 
more expensive homes. 
Households getting smaller, wanting smaller homes - 
but not too small!

Conclusion
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