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A full-service customer satisfaction and reputation
management technology firm.

Working with top performing home builders &
renovators across North America since 1992.
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Canada and US, 25% of the largest builders In
North America.
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The new rules of engagement...
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Know Your Customers

....and what they deeply value.



Housing Trends

» NAR reports that Internet is number one resource
for home research.
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Leading Sources to Find a Home

Frequency of Use

Online website 12
Real estate agent SN 7 W——
Mobile or tablet website or application R  — 30
Mobile or tablet search engine N by A— 22
Yard sign e 52
Open house e — 50
Online video site W |- — 4
Home builder — i p— 82
NATIONAL
ASSOCIATION of
REALTORS’

Source: National Association of Realtors® Profile of Home Buyers and Sellers 2014




Housing Trends

NAR reports that Internet is number one resource
for home research.

NAR reports that 42 percent of home buyers
turn to the internet as their first step in finding
a property.

Avid®
o [ Ratings
Canada

Source: 2014 National Association of Realtors Buyers and Sellers Study
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THE HOME SEARCH PROCESS

Exhibit 3-1
FIRST STEF TAKEN DURING THE HOME BUYING PROCESS
(Percentage Distnbution)

AGE OF HOME BUYER

All Buyers” 33 andyounger 34to48 49to58 59to 47 &BloBSB

Looked online for properties for sale

41%

4%

44% 41% 35%

Contacted a real estate agent

13

15

20 2

o]
[= 2]

Leoked online tor information about the home buying process

18

14

11

Drove-by homes/neighborhoods

o

Contacted a bank or morigage lender

Talked with a friend or relative about home buying process

Visited open houses

Contacted builder/visited builder models

Looked in newspapers, magarzines, or home buying guides

Contacted a home seller direcily

) B[] [N ) XY 1%
@ (b [ | [t fear | 2 | |

Looked up infoarmation about different neightborhoods or areas
schools, local litestyvle/nightlile ublic fran

et ot | et o | o | ] |

Bl == | === |3 [T | = | L

el Gl (% () S Y [ o e

Attended a home buying seminar

Read books or guides about the home buying process

E
o w]= —-—-—-Ih.}wl:.h&*-lh‘-lm

L]

Otheer

* Less than 1 percant

Source: 2014 National Association of Realtors Buyers and Sellers Study
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-
NAR reports that Internet is number one resource
for home research.

NAR reports that 43 percent of home buyers turn
to the internet as their first step in finding a
property.

NAHB reports that 80% of home buyers
considered customer reviews as "important”
when researching a builder

Avid®
Ratings

Source: 2014 Bokka Research and NAHB Research Center Canada
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Iltems Considered Important when Researching
Home Builder Web Sites

(Percent of buyers that considered item important) Previous Year
100.0% T g2 1% 94.6%
84.1% 86.6% 84.1% 85.1%
] 59.7%
45.6%
N 38.9%
40.0% T
20.0% ’]IZI,.-;:I
Photo Videos Interactive Virtual Reviews/ ocial Media Mobile-friendly
Galleries Floorplans Tours Testimonials /  Presence Web Site

FIG 8: Buyers responded overwhelmingly in favor of Photo Galleries, Interactive Floor Plans
and Virtual Tours when researching the competition of home builders. They also indicated the
importance of Reviews/Testimonials of other recent buyers.

(Source: 2014 Conversion Report by Bokka Group and NAHB Research Center)



Canadian Home Building Market 2015




Inaugural Year
CHBA Home Buyer Preference Study
powered by Avid®

»Over 12,000 recent new home buyers surveyed across
Canada

»13% Response Rate

»Results by Province, Buyer Type, Age Group, Home Type

»Detailed data collected on:
v Marketing resources used in decision-making process
v"Home features, building amenities, community features
v Energy efficiency, construction methods & materials
v"And much, much more
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<+ Characteristics of New Home Buyers
“*New Home Search Process
“*Overall Home Design Preferences
“*Mid/High Rise Amenity Preferences

<» Community Amenity Preferences



Who are today’s home buyers?




Buyer Profile

The demographic details of the respondents.

Generations

» 45% Generation X

— m:;v“m\ S > 38% Generation Y
| (Millennials)

> 14% Baby
Boomers

» Greatest
Generation &
Generation Z make

Millennials

up the balance




Buyer Profile

“» Single/Couple (No Kids)
“» Growing family with children
“* Downsizing family seeking smaller home

“» Semi-retired/retired seeking age-restricted
community

“» Semi retired/retired seeking mixed-age
community

“* Seeking a second/vacation home

“* Seeking an investment property for rental or
short-term resale




Buyer Profile

What best describes the buyers?

Buying Profile
seeki Retiree (age restricted)
ngzlg;r‘estmem 0.6% Seeking Second Home
> 0.6%
Retiree (mixed age)
s.z% \
: Single/Couple (no kids)

Downsizing Family
8.8%

42.4%

Growing Family w/kids
39.6%

Single or couple with no kids are the largest cohort
buying new homes.



Home Product-Type Definitions

“» Single-detachec
“» Semi-detached

bungalow
pungalow (duplex)

< Single-detachec

2-storey

“» Semi-detached 2-storey (duplex)

+* Multi-attached b
+»» Multi-attached 2

ungalow
-storey

«» Stacked 3 or 4 level flat
“» Mid-rise condo (5 — 10 floors)

“*High-rise condo

(11 or more floors)

&
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Buyer Profile

35% of respondents would prefer a single-detached
2-storey home for their next house.

If in Market Again - Preferred Home Type

MFA / 2 Storey MFA / Bungalow
3.5%

Flat / Mid-rise

= ey

SFA / Bungalow

10.8% \

High-rise
1.5%

SFD / 2 Storey
35.2%

SFD / Bungalow
20.5%

SFA / 2 Storey
21.6%

22% prefer a single-attached 2-storey and
21% a single-detached bungalow.



Buyer Profile

Over 50% of the respondents would prefer a lot size
between 30 ft. and 50 ft. wide.

If in Market Again - Preferred Lot Size

Mid / High-rise

Less than 30 ft o

52% \

40 -50 ft
25.8%

50 ft+ Wide
21.0% 30-40ft
25.2%

And 21% would prefer a lot size
greater than 50 ft. wide.



Buyer Profile

42% of respondents would be looking for a 3-bedroom
home.

If in Market Again - Preferred Number of Bedrooms

1
0.6%
5+

4
36.7%

37% would prefer a 4-bedroom, while
12% would be seeking 2-bedrooms.



Buyer Profile

40% of respondents would prefer 2 ¥2 bathrooms.

If in Market Again - Preferred Number of Bathrooms

3

21.0%

3 baths or 3 2 baths are preferred by
|?1‘ roughly 20% respectively. ag

nnnnnnnnnnn Canada



Buyer Profile

55% of respondents would prefer a brand new house
from a builder for their next house.

If in Market Again - Preferred Construction Method

Renovate Current
1.9% Renovate Resale

Build New Home
55.2%

Adding Custom, 73% of buyers would
build again!



Buyer Profile

What are respondents most willing to accept to
make their next home more affordable?

Most Willing to Accept to Make Affordable v Sma”er home 22%

Less Energy-efficient
3.4%

e Home Festres Lower Ly st v Location farther from

2. work/amenities 20%

Smaller Lot

N v Fewer community

features 20%

v Unfinished spaces
18%

v"Not lower quality nor
iy o less energy efficiency




We know more about who they are...

.....but how are they shopping?



Resources for Finding a Home

Builder
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Marketing

How important is the Internet as a resource in finding
a builder?

Internet/Search Engine

Very Important,
39.9%

Moderately
Important, 30.2%

Slightly Impartant,
14.8%

slightly Unimportant,
4.4%

Moderatehy
Unimportant, 2.3%

|le;z;irtaﬂt,
=fff-1??33|?11 85% of respondents find it important.  Ea,

Home Builders’
Canada




What age group Is using the Internet to find
a builder across Canada?

102 = 100.0

< 18

Every age group is using the Internet
with Millennials leading.




Marketing

How important is Social Media as a resource In
finding a builder?

Social Media

Very Important,
10.6%

Maderately
Important, 17.6%

Slightly Important,
23.4%

Slightly Unimportant,
11.3%

Maderately
Unimportant, 8.3%

Mot Important,
28.8%

52% of respondents find it important.



What age group Is using the social media
to find a builder across Canada®?

85 — 83.0

= 18

The younger they are the more they
rely on social media to find a builder.




Marketing

How important is newspaper advertising?

Newspaper

Very Important,
5.9%
Moderately

Important, 13.7%

slightly Important,
18.3%

Slightly Unimportant,
12.5%

Moderately
Unimportant, 9.6%

Mot Important,
40.0%

62% of respondents rate newspaper ads on
the “unimportant” side for finding a builder.



Resources for Making a Final
Decision to Buy

100.0%
90.0%
80.0%
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60.0%
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Marketing
How important are model homes in a buyer’s final
decision-making process?

Model Home/Sales Centres

Very Important,
T6.1%
Moderately
Important, 17.0%
slightly Impartant,
4.3%

Slightly Unimportant,
0.7%

Moderately
Unimportant, 0.2%

1.7%

| Mot Important,

97% of respondents find them
important.



Marketing
How important is a builder’s website in a buyer’s final
decision-making process?

Builder's Website

Very Important,
438.8%

Maderately
Important, 27.5%

slightly Impartant,
13.7%

Slightly Unimportant,
2.9%

Moderately
Unimportant, 1.5%

Not Important,
5.6%%

90% of respondents find it important.



Marketing

Are online customer reviews impacting your sales?

Customer Reviews

Very Impartant,
44.2%

Moderately
Important, 29.8%

slightly Impartant,

14.6%
Slightly Unimportant,
4.6%

Moderately
Unimportant, 2.0%

Mot Important,
4.9%

89% of respondents find them important in
their decision making process.



Marketing
Do your model homes need to be virtualized?

Virtual Tours of Model Homes

Vary Important,
42.9%

Moderately
Important, 35.9%

slightly Impaortant,

17.3%
Slightly Unimportant,
5.1%
Moderately
Unimportant, 2.4%
Mot Important,
6.4%

They do If you want to appeal to the 86% of
buyers who find virtual tours important.




Marketing
How important are customer testimonials in a
buyer’s final decision-making process?

Customer Testimonial Videos

Very Important,
17.0%

Moderately
Important, 19.8%

slightly Important,
24.0%

slightly Unimportant,
13.6%

Moderately
Unimportant, 7.2%

Net Important,
18.4%

Only 61% of buyers find them important —
the lowest of the group.



Overall Home Design Preferences




Feature Category Definition

Must Have
Really Want

Nice if Affordable

Not Important



1. Walk-in closets

2. Energy efficient appliances WANT /\/é-ED
3. Overall energy efficient home

4. High-efficiency windows

5. Kitchen islands MUST HA VE

6. Linen closets

/. Open concept kitchens

8. Large windows

9. 2-Car garage PR Avid®
10. Walk-in pantry S

™
© 2015 Avid Ratings Co. and Canadian Home Builders’ Association. All Rights Reserved. customers engaged



"“Must Have” Feature
. \WalkdinClosets

Not Important
1.22%

Might be Nice
6.35%

Really Want
24.25%

A “Must Have” Feature to 68% of respondents
and a total of 92% want or must have.



"“Must Have” Feature

Walk-In Closets
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"Must Have” Feature

Walk-Iin Closets
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"“Must Have” Feature
~ EnergyEfficient Appliances

Not Important
1.86%

Might be Nice
8.17%

Really Want
21 .54%

Must Have
68.42%

A “Must Have” Feature to 68% of respondents
and a total of 90% want or must have.

Avid®
Home g:rilladf:s': Ratlngs
Association Canada



"“Must Have” Feature
.~ OverallEnergy-Efficient Home

Not Important
1.84% Might be Nice
8.88%

Really Want
25.53%

Must Have
63.75%

A “Must Have” Feature to 64% of respondents
and a total of 89% want or must have.



"“Must Have” Feature
. HighEfficiency Windows (Low-E/Argon)

Nt
1.17%“”“

10.18%

Really YWant
25.20%

Must Have
63.45%

A “Must Have” Feature to 63% of respondents
and a total 89% of want or must have.

Avid®
Home g:rilladf:s': Ratlngs
Association Canada



"“Must Have” Feature
~ Kichenlsland

Not :
2.97% be Nice

7.88%

Really Want
24 .74%

Must Have
64.41%

A “Must Have” Feature to 64% of respondents
and a total of 89% want or must have.



10 Less-Valued Features

Open parking & single garage
Laminate countertop
Swimming pool

Vinyl siding

Home workshop
Hobby/game room
Whirlpool tub

Stucco exterior

© 0 N o O K DR

Outdoor whirlpool/spa

10. Outdoor fireplace aé\gt?ngs
C Avid®

m..:\ﬁ;i?ﬂf&'" m Egatin%s
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Top “Mid/High Rise” Features Overall

24-Hour Security

Wireless Internet Access
Throughout Building

Avid®
Ratings
Canada



Mid/High Rise Features
( WdMighRiso24-HrSecudty |

Not Important

Must Have
43.20%

Might be Nice
17.15%

Really Vant
22.21%

24-hour security is a “Must Have” Feature to
43% of buyers and 65% want or must have.



Mid/High Rise Features
O Wdfioh Biso Wirslesatntemet. )

Not Important

Must Have
41.96%

Might be Nice
16.07%

Really Want
23.19%

Wireless Internet is a “Must Have” Feature to
42% of buyers and 65% want or must have.



Mid/High Rise Features
(. WdMighRisoHesthChibiGym )

Not Important

Might be Nice
1810%

Really Want
28.74%

Health Club/Gym is a "Must Have” Feature to
35% of buyers and 64% want or must have.



Top “Community Features” Overall




Community Features
( WekingandCyolingPaths

Not Important
474%  Might be Nice
8.50%

Must Have

52.70% Really

34 06%

Walking and biking paths are a “Must Have”
to 53% of buyers and a total of 87% want or
must have.



Community Features
. PerksandRecreationCentres

Not Important
7.78%

Might be Nice
10.35%

Must Have
46.41%

Really Want
35.46%

Parks and recreation centres are “Must
Have” for 46% of buyers and a total of 82%
want or must have.



Community Features
( OverallCommunityLandscaping

Not Important
5.76%

Might be Nice
14.30%

Must Have
40.79%

Really Want
39.14%

Community Landscaping is a “Must Have”
feature to 41% of buyers and a total of 80%
want or must have.



Interested In learning more?

2015

CANADIAN
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National Report (PDF) available through CHBA
http.//www.chba.ca/buyersurvey.aspx
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http://www.chba.ca/buyersurvey.aspx

Purchasers will also recelve access to the

survey data in Avid Reports softvv-ars.
= o mm B

CHEA - Market Study

| [} Reports Menu | Contact Us | Feedback | About Us | Help |

Survey Study
CHBA Market Study

'E' Divizions Dﬁummu niti=s

4 Select/Dmseml=ct Divisions

CHEA - Arlt Homes

CHBA - B&S Homes

CHBEA - Ballantry Homes

CHBA - Bedrock Homes

CHBA - Branthaven Homes

CHEM - Brookfield Res. Calgary MF b4

Closing Inberval ® Monthly O Quartery O veary

~ Start Period MNowvember Start Year 2012

[ show Questions Contained In
CHB& De=ign Diriver

Display Order

Rank by Industry Difference

End Period Jcizher End Year 2014

®) Sealed Scors [1-100] ') Raw Scors [1-6 or 1-10]

QUESTION RANKS
IEEEEEE

|l.lpdal:eRepnrl|

Nobe: Questions marked with an asterisk {*) are not indeded in the category score E Export To Excel

__ Email | () Print to PDF | {2 Help

Category Question | Score | Industry | Delta | Responses | CrossLink
CHEA Design Driver Decision: Pricing Information Bs5.7 1556 E "~
CHEA Design Driver Finding Bldr: Model Homes B3.5 1556 i
CHEA Design Driver Decision: Model Homes 038 1550 i
CHEA Design Driver Decision: Floor Plan Drawings 53.0 1557 E
CHEA Design Driver Walk In Clo=ets 1.7 1567 E
CHEA Design Driver Energy Efficient Appliances 50.7 1563 i
CHEA Design Driver Decision: Lisk of Festures S0.5 1545 i
CHEA Design Driver Owverall Energy Effici=nt Home B9.7 152B E
CHEA Design Driver High Efficiency Windows: Bo.& 1535 E
CHEA Design Driver Kitchen Island BS.4 1556 i
CHEA Design Driver Lin=n Closets BS.4 1553 i
CHEA Design Driver Decision: Photo Galleries BB.7 1551 E
CHEA Design Driver Kitchen: Open Concept BE.4 1563 E



Avid Reports

| [-3 Reports Menu | Contact Us | Feedback | About Us | Help |

CHBEA - Market Study

s Stud o - . -
L urvey Study ® pivisions O Communities Clasing Interval ® Monthly O quartery O Yeady
s | CHEA Markst Study 4 [J] SelectyDes=lzct Divisions
A iod Nevembe 2012
Z | O shew Questions contsined I 7] CHEA - Arlt Homes St Reing g ShartNeas
3 -
z | ce il CHEA - BES Homes End Period Ocicber End Year 2014
O | Display Order CHBA - Ballantry Homes ® s
=~ - 4 -
o | Renk ey Ingustey Differance CHEA - Bedrock Homes Seabed Scor [1-100] L/ Raw Seore [1-6 or 1-10]
o [¥] CHEA - Branthaven Homes
o CHEA - Brookfisld Res. Calgary MF b
B e o o - — Update Report
Nobe: Questions marked with =n ssterizk (%) are not indhuded in the category zcors | [E] Export To Excel || | Email | 8 print to PDF | {2 Help |
Category Q | Score | Industry | Delta | Responses | CrossLink
CHEA Design Driver Diecision: Prizing Infarmation 857 1556 A
CHEA Design Driver Finding Blgr: Model Homes 233 1556
CHEA Design Driver Diecision: Model Homes s38 1550 ]
CHEA Design Driver Decision: Floer Plan Drawings 83.0 1557 -
CHEA Design Driver Walk In Closzts 517 1567 @ -
CHEA Design Driver Energy Efficient Apgliances 0.7 1563
CHEA Design Driver Diecision: List of Features 0.5 1548
CHEA Design Driver Owerall En=rgy Efficient Home 807 1528 G
CHEA Dmsign Driver High Efficiznzy Windows 885 1530 @ -
CHEA Dmsign Driver Kitchen Island 804 1556
CHEA Dizsign Driver Liren Clos=ts 854 1553 T -
CHEA Design Driver Diecision: Phots Gall=ries 88.7 1551 G -
CHEA Design Driver Kitchen: Open Comc=gt 8.4 1583 1G]
= v

»Question Ranking,
Frequency Reporting,
Survey Viewer, & more

»User defined/specified
data-mining of all survey
guestions

»Drill-downs by product
type, buyer type, age group,
province

»Participant builders obtain
all data from their home
buyers complimentary



Canadian
Home Buailders’

. . Aeavainti
"f-rf) /r/:'mr- .«fc/;:j}rf,.v ¥ rentier

Preference

Value: What You Get & Pricing

Builder/developers members who participate in the CHBEA Home Buyer Preference Survey will receive,
free of charge, complete data and reporting on the survey results from their customers. Thiz company-
level data will not be available to anyone other than your company.

In addition, as a survey pariicipant, you are offered a 60% discount on the resulis of the nationwide
study, which will allow you to compare your customer preference with broader market trends. This offers
=tudy parficipanis unique insights into what is happening in their markets, and with their own customers.

Ordering information will be sent to yvou following complefion of the survey, along with your
complemeniary company-level data and resulis.

Regular Price Nationwide study, including $495
(Hon-CHBA Members) applicable provincial reporis
CHBA Member-Only Nationwide study, including $295
Rate applicable provincial reporis {40% OFF!)

{zurvey non-paricipanis)

CHEBA Member Nationwide study, including 8195
Participant Rate applicable provincial reporis (60% OFF!)
{only for firms
participating in the

SUrvey)
CHEA Member CHEBA Member Paricipant Free and
Participant Rate Special Report Exclusive

{only for firms
participating in the
survey)




Question & Answer
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