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Surveying Gen Z and Millennials sincemzo

Ages: 18-25

Digital natives entering the housing market for the first time.
They're more likely to turn to Al and social media for
homebuying guidance, but less likely to feel financially
prepared.

< MILLENNIALS )

Ages: 26-44

The largest generation of homebuyers. They're financially
engaged, actively saving and budgeting, but overwhelmed by
the process and operating on persistent myths about what it
takes to qualify.
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9K+ SURVEYED, 6 YEARS

Thanks to National MI’s sponsorship and support, we have
surveyed over 9,000 Millennials and Gen Z over the past six years,
gathering insights that have shaped real strategy and outcomes.

We are on a mission to create real change by listening.



Survey Demographics

1,000 SURVEY RESPONSES, FEB 2026

Half of respondents already own a home. Among non-owners, 66% plan
to buy within 5 years (28% within 2 years), 24% unsure, 10% no plans.
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Methodology

Building on six years of longitudinal data and over 9,000 total respondents, this year's report
Introduces validated measurement instruments to analyze the two most critical barriers to
homeownership: trust and overwhelm. Moving beyond surface-level sentiment, we deployed a 7-
item trust battery and a 3-item cognitive overload scale to map the psychological dimensions of
the homebuying journey. These tools allow us to distinguish between confidence in the
iIndividual professional versus the broader housing system, while specifically measuring how
iInformation saturation leads to consumer avoidance and disengagement. By quantifying these
behavioral drivers within our multi-year trends, we provide a clearer roadmap for reaching and
better serving the future generation of homeowners.



What's New
in 2026

Introduction to the Report

When we started this research six years ago, the goal was to simply
_|esmlistensto the next generation so we could help the housing industry
better serve them. Since then, we’ve surveyed over 9,000 Millennials
and Gen Zers, tracking their hopes, their fears, and their evolving
version of the American Dream.

This year, you’ll notice we’re looking deeper than ever before.
This edition introduces new ways of measuring the two biggest walls

standing between your clients and the closing table: T'rust and
Overwhelm.

Inside this year’s edition, we explore:

« The Reality of Trust: Why your clients are skeptical of the
"system" and how to bridge that gap.

« The Overload Effect: Identifying the exact moment when more
information actually leads to less action.

« The New American Dream: Why stability has officially replaced
wealth-building as the primary motivator for buying.

« The Human + Al Hybrid: How buyers are using Al and where
your guidance stands out.

This report is more than just a collection of charts; it’s a roadmap for
- the future of our industry. Our goal is to move past the surface-level
" noise and get to the heart of what it takes to build lasting confidence
with the next generation of homeowners.



The 2026 NextGen Homebuyer Report
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CHAPTER 1

TODAY’S
AMERICAN
DREAM




2026 NEXTGEN HOMEBUYER REPORT

What Does the American Dream

Mean 'T'oday?

Freedom to
live on own

terms ) )
20% Financial

independence
68%

Ability to
choose career
path
45%

Homeownership
50%

Family stability
50%

31n 10 report
homeownershipis
essential to “making 1t”

Latino respondents emphasized family stability (61%), and Black
respondents emphasized homeownership (52%) greater than
White respondents.

SOURCE: NEXTGEN HOMEBUYER SURVEY COLLECTED JAN 2026

FlrstHom"lehiQ National™i



2026 NEXTGEN HOMEBUYER REPORT

Next(Gen Seeks Stability &

Security in Homeownership

60% name stability as a

top reason to buy, vs
40% tor building wealth

“What 1s the primary reason you bought or want to buy a homer” n=808

: XTGEN HOMEBUYER SURVEY COLLECTED JAN 2026
"I"'. m |
FirstHomelQ NationalMi



2026 NEXTGEN HOMEBUYER REPORT

[L.ow Confidence in Homeownership
as a Good Investment

Beliet that homeownership

1S a good Investment
dropped by more than half
since 2021
. Women tend to be more conservative with just 36% agreeing vs
2026 4% 46% of men.

“Homeownership is a good investment” n=2,000

: GEN HOMEBUYER SURVEY COLLECTED JAN 2026
"I"'. m |
FirstHomelQ NationalMi



2026 NEXTGEN HOMEBUYER REPORT

Homeownership 1s harder today

than for their parents

e
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76%

Three-quarters of NextGen
buyers believe homeownership is
harder today than it was for their
parents.

73%

Of non-owners, three in four cite
affordability as the reason for not
making homeownership a
priority

SOURCE: NEXTGEN HOMEBUYER SURVEY COLLECTED JAN 2026

FlrstHom"g'iQ National™i.
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2026 NEXTGEN HOMEBUYER REPORT

Next(Gen 1s Financially Engaged

While men report slightly higher financial engagement, women are significantly more anxious and
risk averse when 1t comes to finances. Both often overestimate what 1s required to purchase a home.

Save or invest Use a personal
MoNney 1n most budget regularly
months
. women . men SOURCE: NEXTGEN HOMEBUYER SURVEY COLLECTED JAN 2026

FlrstHom"lehiQ NationalMmi.



2026 NEXTGEN HOMEBUYER REPORT

'I'he Overqualification Myth

NextGen May Think They Need More Than They Do

Very stable or predictable income VA

Excellent credit 63%

A 20% down payment 50%

Little or no debt 48%

A large emergency fund (6+ months) 36%

"Which of the following do you believe you must have in place before
buying a home?" n=1,000

o think they should have
little to no debt

o think they need
excellent credit

o think they need a
20% down payment

SOURCE: NEXTGEN HOMEBUYER SURVEY COLLECTED JAN 2026

FlrstHom%iQ National™i.



2026 NEXTGEN HOMEBUYER REPORT

[.ess than 1 1n 10 NextGen know
the minimum down payment

8%

Only 8% correctly 1dentified
minimum down payment required

50%

Half believe you must have 20%
down to buy a home

24%

Only 1 in 4 understand the function
of mortgage insurance

SOURCE: NEXTGEN HOMEBUYER SURVEY COLLECTED JAN 2026

FlrstHom"lehiQ National™i.



2026 NEXTGEN HOMEBUYER REPORT

A Myth "'hat Won’t Die

Across 6 years of research, NextGen consistently misunderstand down payment

options and mortgage insurance

100

90 :

30

70
60

50
2021 2022 2023 2025 2026

Note: 2021-2023 respondents were asked directly about 20%, while
2025-2026 respondents were asked to correctly identify the minimum
down payment, which reflects the jump in incorrect responses. N=5,000

"T'he 20% myth persists
equally among owners
and non-owners.

SOURCE: NEXTGEN HOMEBUYER SURVEY COLLECTED JAN 2026

FlrstHom"lehiQ National™i



2026 NEXTGEN HOMEBUYER REPORT

Next(Gen 1s Flexible to Access
Aftordable Homeownership

([
vang s s [ downsize or relocate
Accepting mortgage insurance _ 27%

Co-buying with friends or family _ 26%

Renting out a room (House Hacking) 25%

“Which arrangements would you consider to make

homeownership more affordable?” n=1,000
SOURCE: NEXTGEN HOMEBUYER SURVEY COLLECTED JAN 2026

Flrstl—lom"g'iQ National™i



CHAPTER 3

TRUST AND
CONFIDENCE




"I 'he State of NextGen
"|'rust in Housing

Since 2021, NextGen trust in housing professionals has been declining. 'T'his year, a validated battery reveals
a deeper understanding of the distrust. There are two different problems that require two different solutions.

Distrust Trust

Confidence in System Confidence in Professionals

2026 NEXTGEN HOMEBUYER REPORT SOURCE: NEXTGEN HOMEBUYER SURVEY COLLECTED JAN 2026

Methodology note: Battery adapted from FINRA, CFPB, Urban Institute, and RAND frameworks. Cronbach's a

= (.70 (confidence) and 0.77 (skepticism), confirming reliable measurement of two distinct constructs. N=1,000 H O I [ | e Natlonal



Only 1 1n 8 NextGen buyers are confident
they won't be taken advantage of by a
housing professional.

2026 NEXTGEN HOMEBUYER REPORT

SOURCE: NEXTGEN HOMEBUYER SURVEY COLLECTED JAN 2026

12% disagree or strongly disagree that mortgage '|"" -~
professionals might try to take advantage of them, n=1,000 FirstHomelQ NationalMmi.



61n 10

expect the housing system
to work against them.

2026 NEXTGEN HOMEBUYER REPORT

Average across four validated measures of system skepticism: commission

conflicts, exploitation concerns, pressure, and hidden options. N=1,000 FIrStHOm'lle"'iQ Nationalm

SOURCE: NEXTGEN HOMEBUYER SURVEY COLLECTED JAN 2026



Distrust in the Housing Industry

NextGen distrust 1s less about the individual professional and more about the system they work 1n.

00% S58% S7%

Fear being taken Fear being pressured Fear not being told about
advantage of into bad decisions better options

2026 NEXTGEN HOMEBUYER REPORT

Note: Owners who have been through the process and built trust in individual professionals SOURCE: NEXTGEN HOMEBUYER SURVEY COLLECTED JAN 2026
are equally or more suspicious of the incentive structures those professionals work within. 'l"'

FirstHomeiQ NationalMi.



"] 'rust in protessionals nearly
doubles after the first purchase.

Perception of loan officers creates a real barrier for first-time
homebuyers, but experience changes things.

2026 NEXTGEN HOMEBUYER REPORT

Confidence that pros will “recommend what’s best even if they

earned less”: 25% (non-owners) vs. 48% (owners), n=1,000 F|rst|—|om'|le|"io Nationalm

SOURCE: NEXTGEN HOMEBUYER SURVEY COLLECTED JAN 2026



NextGen ‘| rust in Protessionals
Increases with Experience

Nearly half of prospective first-time buyers (non-owners) are confident in the
expertise of professionals, but experience significantly increases trust.

Knowledgeable enough Will put my interests first Will recommend what’s best
even if they earned less

non-owner

owhner

Lo 48%

2026 NEXTGEN HOMEBUYER REPORT
SOURCE: NEXTGEN HOMEBUYER SURVEY COLLECTED JAN 2026

Confidence in housing professionals among 'i"'

non-owners vs. owners, n=1,000 FIrStHOmeiQ Nationalm



Distrust Leads to Overwhelm
& Disengagement

When buyers don’t trust the system, they try to figure it out alone—it backfires.

Distrust

12%

Overwhelm Disengage

635% 42%

are NO'I" worried
about being taken
advantage of

say information put off talking to a
i1s overwhelming professional

2026 NEXTGEN HOMEBUYER REPORT SOURCE: NEXTGEN HOMEBUYER SURVEY COLLECTED JAN 2026

Methodology note: Battery adapted from FINRA, CFPB, Urban Institute, and RAND frameworks. Cronbach's a

= (.70 (confidence) and 0.77 (skepticism), confirming reliable measurement of two distinct constructs. N=1,000 |_| O I [ ] e Natlonal



When More Information

Makes It Worse

In 2025, over half of NextGen buyers said they were overwhelmed by
homebuying information. T'his year, a validated 3-item overload and
avoidance scale confirms the pattern.

NextGen teel overwhelmed by
the volume of homebuying
Information

03%

— —
YER SURVEY LLECTED JAN

SOURCE: NEXTGEN HOMEBU COLLEC J 2026
Methodology note: Based on a validated 3-item cognitive overload and avoidance battery (Cronbach's a = 0.70). N=1,000 'l.u'

FirstHomeiQ NationalMi.



2026 NEXTGEN HOMEBUYER REPORT

6 1n 10 Are Overwhelmed, and It's
Causing '1'hem to Disengage

put off talking to
professionals because it

feels overwhelming

avoid thinking about
° homebuying even when they

know they should

N

Methodology note: Battery adapted from FINRA, CFPB, Urban Institute, and RAND frameworks. Cronbach's a ""‘

SOURCE: NEXTGEN HOMEBUYER SURVEY COLLECTED JAN 2026

= (.70 (confidence) and 0.77 (skepticism), confirming reliable measurement of two distinct constructs. N=1,000

First-HomeiQ NationalMi.
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2026 NEXTGEN HOMEBUYER REPORT

Who 'T'hey 'l'urn to First

Real estate agents are still the first call, but homeowners are more likely to call a

Real estate agent Financial advisor LL.oan Officer

: GEN HOMEBUYER SURVEY COLLECTED JAN 2026
't"". n e
FirstHomelQ NationalMi.



2026 NEXTGEN HOMEBUYER REPORT

Humans Are | rusted (Shightly) More
‘I'’han Al

A third trust Al and
humans about the same
with a personalized

homebuying plan.

The Same Human

"If you were given a personalized homebuying plan, would you
trust...", n=1,000

: GEN HOMEBUYER SURVEY COLLECTED JAN 2026
"“'. m |
FirstHomelQ NationalMi



2026 NEXTGEN HOMEBUYER REPORT

Where NextGen Researches

Homeownership

YouTube 53%

Al (ChatGPT) 33%

TikTok 28%

Instagram 28%

Reddit 25%

"Which platforms would you use to gather information
about the homebuying process?", n=1,000

You 'l ube & ChatGP'I

arc top sources

Over 9,000 Gen Z and Millennials across six years
of research have reported You'l'ube as their
platform of choice for homebuyer education.

SOURCE: NEXTGEN HOMEBUYER SURVEY COLLECTED JAN 2026

Flrstl—lom"g'iQ National™i



2026 NEXTGEN HOMEBUYER REPORT

More than one 1n three Gen Z buyers use
"1k’ ok tor homebuying education

Gen Z Millennials

: TGCGEN HOMEBUYER SURVEY COLLECTED JAN 2026
't"". = e
FirstHomelQ Nationalmi.



2026 NEXTGEN HOMEBUYER REPORT

Al Adoption & the Hybrid Future

One in 3 NextGen will utilize Al as a primary tool in homebuyer guidance

60
After a surge, Al has
50 i
- entered a realism phase
30 About a third will utilize Al as a primary tool in
homebuyer guidance, but alongside professionals
20 and peer networks
10
0 Jan 2025 Aug 2025 Jan 2026
Use of ChatGP'T" or Al tool for homebuying education,
n=23500 SOURCE: NEXTGEN HOMEBUYER SURVEY COLLECTED JAN 2026

FlrstHom"lehiQ National™i



2026 NEXTGEN HOMEBUYER REPORT

ChatGP’'] Remains the Al Favorite

For homebuying research, nearly halt would choose ChatGP’T’, but Millennials are more likely to use Gemini than Gen Z

ChatGPT 45%

Gemini 13%

Microsoft Copilot 8%

Siri 7%

Perplexity 2%

Claude 2%

""Which Al assistant would you most likely use?",
n=1,000

SOURCE: NEXTGEN HOMEBUYER SURVEY COLLECTED JAN 2026

Flrstl—lom"g'iQ National™i.
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Strategies to
Reach NextGen

FlrstHom'tgiQ National™i.
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Create (or reshare) visual, modular content

tfor platforms like You'T'ube and Tik'Tok

Embrace your hybrid role with AI, moving from
gatekeeper of information to trusted guide

[.ead with empathy and reflective listening to
build trust and reduce overwhelm

Be transparent about fees and the process to
address systemic distrust



FROM INSIGHT TO IMPACT

"I 'he data tells us what’s broken.
Advocacy 1s how we fix it.

Building trust happens locally in how you show up, educate, and listen. But
it also happens nationally when you show your market that you’re on the Hill
advocating for policies that protect them.

Shape the future of housing, and show your market you’re fighting for them.

It's more than a day. It’'s a movement.

Join us at firsthomeig.com/advocacy

S5 | |



Building "I rust with NextGen

About the author, Kristin Messerli, creator of the TRUS'T Framework

For over 15 years, Kristin Messerli has been a leading voice in
NextGen homeownership, helping the housing industry evolve
alongside its newest customers and redefine the American Dream
for a new era.

As the founder of FirstHome IQ and a NextGen market researcher,
Kristin combines deep data analysis with behavioral psychology to
help leaders go beyond the data to create meaningtul connection.

Utilizing her proprietary TRUST framework, Kristin partners with
forward-thinking brands to operationalize trust, helping them
simplify the complex and win the confidence of modern buyers.
Through high-impact keynotes and training, she empowers teams to
turn market skepticism into lasting loyalty.

'T'o learn more about booking Kristin for your next event, visit
kristinmesserli.com

SOURCE: NEXTGEN HOMEBUYER SURVEY COLLECTED JAN 2026

FlrstHom"lehiQ National™i




ABOUT FIRSTHOME IQ

FirstHome 1Q 1s a nonprofit organization focused on closing the trust and knowledge gap for the next
generation of homebuyers. We provide research-backed financial literacy and homebuyer education through
online courses, live workshops, and free classroom resources for teachers and schools.

At the center of this work 1s our Ambassador Program. More than 150 industry professionals are trained and
equipped to show up differently in their communities. Ambassadors use educational content, clear

communication, and practical tools to build trust betore transactions ever begin.

Join a free workshop to learn more at firsthomeiq.com/workshop.

HomMe



ABOU'T NATIONAL MI

National Mortgage Insurance Corporation (National MI) is a private mortgage insurance company
committed to enabling low down payment borrowers to achieve homeownership while protecting lenders
and investors. National MI takes a straightforward approach to both products and practices to ensure
lenders' confidence in the loans they place with us.

[.earn more at NationalMI.com.

National



DISCLAIMER

'T'’he information contained in this Report has been provided by Kristin Messerli for general information
purposes only and does not replace independent professional judgment. While every care has been taken to
ensure that the content 1s useful and accurate, Kristin Messerli nor National MI gives any guarantees,
undertakings, or warranties in this regard, and does not accept any legal liability or responsibility for the
content or the accuracy of the information so provided, or for any loss or damage caused arising directly or
indirectly in connection with reliance on the use of such information. Any errors or omissions brought to the
attention of Kristin Messerli will be corrected as soon as possible. The Report cannot be edited without
prior approval.

National
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