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Y TIME-STRAPPE

Urgency has become a defining force of modern buyer behavior.
With mortgage rates shifting daily, many feel the intense pressure to
act fast before borrowing costs climb again, or before the next offer is
submitted on the home they really want.

Borrower perspective

Loan officer perspective

“It felt high-stakes, “Customers want
fast-moving and more time to make
F AST uncertain, with decisions. With
pressure to make high bids and quick
F ACTS the right choice.” transaction times,
customers
In late 2025, homes sat on - Male, GenZ complain about

the market for an average of how they wish they
and received an could take their
average of * time on purchases.”

- Male, Pennsylvania

*January 2026 REALTORS® Confidence Index Survey
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A TIME-STRAPPED

Buyers feel the pressure to
decide fast - because they
want the keys even faster

More than one in three respondents think it
should take two weeks or less to close on a home

If you were purchasing a new home, how
long do you think it should take to close?

1 -2 months

2 weeks or less 3 -4 weeks
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A TIME-STRAPPED

Eliminate the wait

Respondents cited faster approvals,
faster processing and faster response
times as areas where lenders can
make the mortgage process better
for borrowers.

Loan officers know there’s room for improvement, too. Instances
of slow processing and approvals were mentioned by 40% of

loan officers in open-ended responses.

slow or unclear
communication

the
process taking longer than they

expected
appraisal

delays

“Faster response
times would help — a
few hours of silence

can leave me stuck
and unsure what the
next step is.”

- Male, GenZ
















ZARY OLGLTALLY FLUENT

Digital expectations rise as
buyers demand tech-forward
lending experiences

The top technologies that would influence
respondents’ decision to work with a specificlender

The opportunity to eSign some or all closing documents
Most popular among millennials (92%) and Gen X (21%)

An option to use my phone/tablet to self-schedule an
appraisal or closing appointment for the exact date and
time that | desire

Most popular among millennials (91%) and Gen X (91%)

The opportunity to hold the closing virtually
Most popular among millennials (87%)

A range of Al tools and technology that move the process
forward and create fewer steps while reducing the
timeline to close

Most popular among millennials (88%)

The opportunity to conduct the entire process digitally
with no in-person appointments
Most popular among millennials (84%)

A BDWN =
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of baby boomer respondents say they used
eSigning technology on some or all of their closing
documents, more than the other generations.



















Affordability

Despite the increase in mortgage
rates over the last three years,
many recent buyers say they're

Rate' reSi I ie nt: B uye s I ove to happy with their current rate

save but remain tolerant ‘ o by
with my rate

If today’s buyers were currently in the market for a new home, many
would accept an interest rate higher than what they’re currently paying

- but not by much. Gen Z and millennials have the highest tolerance for I

m unhappy
higher rates, where they would accept a 0.5% to 0.7% higher interest with my rate
rate than they are currently paying. Each generation’s tolerance for

higher rates has remained relatively the same in the last year.

I'm indifferent

Current Current 2SI [T SEE
rate tolerance

Overall 5.4% 5.7%

o

GenZ 5.0% 5.7% In their own words...

Millennials 5.5% 6.0% While most recent buyers say they're The fear of paying too much or
happy with their current rate, many losing the dream home created
still list lower interest rates, along a high-stakes, no-win pressure.”

Gen X 5.5% 5.7% with lower down payments than - Male, Gen X
required, as things they would

o o change about the mortgage process. o

Baby boomers 5.7% 5.2% 9 9ag9° P “High interest rates 2
These also serve as one of their A -
biggest stressors throughout the were the hardes I I

homebuying process. P SO U : :
- Female, millennial
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@ Affordability

Loan officer
affordability as a
big concern

38% of loan officers said home affordability,
specifically qualifying borrowers for a loan, keeps

them up at night.

25% of loan officers said volatile interest rates

keep them up at night.
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the money!

Loan officers and homebuyers
agree that finances are one of the
greatest challenges of the
homebuying process. In fact, loan
officers see it as an even bigger
challenge for their buyers than
the buyers themselves see it.

High interest rates

I, 64% Loan officers

[®
1[& 49% Homebuyers

Loan officers

Homebuyers

Lack of money for a down payment
>~ 42% Loan officers
.H:$H, 22% Homebuyers

Getting pre-approved for a loan
é@ 35% Loan officers
OS5 24% Homebuyers

Loan officers

Homebuyers

Lack of housing volume
(o% 24% Loan officers
71zl 27% Homebuyers
Bidding wars

17% Loan officers

-7V 24% Homebuyers










































