
Buying property is an intimidating process,  

which is why more Aussies are going online to  

find information, answers, and support before 

applying for home loans. Innovative research with 

GfK unveils Aussies’ real online behaviours to help 

marketers connect in key moments along the  

path to purchase.
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specially for high-consideration items like college degrees or new 
property, consumers today spend a considerable amount of time 
researching their options online. Buying a home is an especially 

stressful process so Aussies leave few resources untapped, amounting 
to more than 450 unique moments where brands can show 
up and be considered.

The path to purchase for home loans is more complex than ever, 
but marketers should be more excited than intimidated. As Aussies 
bounce between devices and interact with hundreds of online and 
offline touchpoints, there are more opportunities than ever for brands to 
reassure Aussies’ decision-making by being helpful and relevant to  
their needs.

To help marketers better understand the real online behaviour of 
Aussies in the market for home loans, we embarked on a bold cross-
device clickstream study with GfK.1 Over the course of eight weeks, 
we passively tracked everything that an opt-in panel of 341 consumers 
clicked, visited, and searched for in relation to their home loan 
purchases. Here, we’ll break down three key lessons and actionable 
takeaways for brands to win during the research journey.

1. Property and home loan research are highly intertwined

Buying a home is one of the biggest decisions in many people’s lives, 
so it’s no surprise that the path to purchase is one of the longest 
in any industry, taking nearly 20 months on average. A lot of people 
start dreaming about buying property nearly a year before they ever 
start to research different options.

E

https://www.thinkwithgoogle.com/intl/en-aunz/consumer-insights/path-enrollment-higher-education-why-engaging-students-online-new-syllabus-success/\
https://www.thinkwithgoogle.com/intl/en-aunz/marketing-resources/micro-moments/
https://www.thinkwithgoogle.com/intl/en-aunz/marketing-resources/micro-moments/


3thinkwithgoogle.com.au

Stages in path to purchase for property and home loans

3.6 months5.5 months10.6 months

Average time = 19.7 months

Dreaming In the market

- Entertaining the idea    
  of buying property 
- Looking at news

- Finances confirmed
- Actively viewing properties
- Contacting agents

Researching

- Calculating finances 
- Following market news
- Searching online
  for properties

When Aussies are researching online, it’s no surprise that bank 
websites see the lion’s share of visits. But because home loans  
and property are intrinsically connected, real estate sites receive  
a near-equal share of visits. Online search plays a crucial role by  
serving as a launch point to all the information consumers need  
to make informed decisions.



4thinkwithgoogle.com.au

Key takeaway

There are a huge number of previously unseen opportunities for 
brands to have an influence long before the visible home loan  
research stage begins. By targeting property and real estate-related 
queries on search, financial providers can show up early with relevant, 
helpful information before consumers indicate they’re ready to apply 
for a loan.

Top touchpoints for property and home loan research

Bank websites

Search engine

77%

51%

47%

46%

40%

38%

35%

Real estate websites

Comparison sites

Mortgage broker websites

Talking to real estate agent

Visit/call bank

Conversations with others

Visit/call mortgage broker

92%

90%

Reach of online touchpoint
(measured)

Reach of offline touchpoint
(claimed in surveys)
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2. Most consumers’ minds are made up before they 
reach out

There’s a lot to consider before filling out a loan application, including 
interest rates, monthly payments, customer service, and fluctuations 
in the housing market. While many consumers still like to speak 
with brokers or friends and family for advice, digital offers them the 
convenience of researching on the go or outside normal business 
hours. We saw this firsthand in our study—consumers spend 70%  
of their time researching online, 30% of which is spent on mobile.

In these moments, consumers are wide open to considering new 
brands. In fact, many said they were still considering between two and 
three brands as they neared the final stages of finalising their loans.

https://www.youtube.com/watch?v=WVxnaBNt20w
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This lack of brand loyalty isn’t exclusive to new customers. Half of all 
consumers end up taking out a loan from the bank they’re currently 
with. That means the first time a bank even finds out one of its current 
customers is in the market for a home loan, it may be too late.

Key takeaway

Most of consumers’ crucial decision-making occurs long before a 
provider has entered the picture. To win their attention and loyalty 
before they step in the door (or move onto another bank), financial 
providers should focus on reaching consumers early with relevant 
search ads and bolstering their online presence with helpful 
information, such as fees, rates, customer service, and rewards  
or benefits.

3. Consumers are hungry for help and reassurance

Between the excitement of owning a home and the stress of making 
such a large, complex purchase, people are in an emotional mindset 

Number of brands considered during home loan research

Not very close at all Very close to finalising

How close are you to getting your home loan?

Transaction

4.9
3.1 1
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Average home loan research and planning journey

Devices used:

Phone PC Tablet

Bank

Comparison site

Financial information site

Mortgage broker

Real estate site

Search engine

while they’re researching loans. It’s an incredibly daunting process and 
Aussies want to arm themselves with as much helpful information and 
as many resources as possible.

That’s why, on average, most consumers in our study (51%) spend 
more than 22 hours bouncing between touchpoints and multiple 
devices to reassure their decision-making, amounting to 460 unique 
research moments.

Another telling trend is Aussies’ growing usage of online home loan 
calculators. As more consumers look to understand what length and 
type of loan they can afford, calculators now make up the majority  
of all search traffic for home loans. Just two years ago, we saw a  
near-equal amount of search interest for queries related to personal 
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loans as home loan calculators. Along with consumers’ growing 
search interest in home loans and mortgages (+69% YoY in Q2), it’s 
clear that more Aussies are going online to self-educate and equip 
themselves with in-depth knowledge about the process.

Video content is another way consumers educate themselves on 
anything from choosing the right home loan to learning how to 
refinance. While only 16% of consumers currently use videos during 
their research, 34% said it would have been helpful.

Key takeaway

Consumers want to feel like an experts before they reach out to 
financial providers. Developing informative video content is a great way 

Most helpful mortgage and property-related videos

How to choose the right home loan 70%

Difference between interest rates 66%

Features of a home loan 64%

How to refinance

Stages of buying process

36%

Stages of mortgage process

How to bid at auction

Legal advice

36%

34%

28%

28%
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to offer help and guidance as people are considering their options, but 
great customer service doesn’t stop at the final sale. Financial 
providers should make it easy for consumers to find ongoing support 
across platforms and devices, such as help with calculating their loan 
terms or re-evaluating their mortgages and debts.

Be there to help Aussies conquer a major milestone

Buying property can be intimidating, but digital has made it much 
easier for savvy Australian consumers to navigate the process.  
Though they’re more self-educated than ever before, consumers still 
want support and reassurance from experts in the field. By reaching 
them across devices with relevant, easy-to-discover financial resources 
and informative video content, marketers can get one step closer to 
sealing the deal with prospective home buyers.

Methodology 
From August–October 2016, Google tracked an opt-in panel of 341 
consumers age 18–80 who plan to apply for a home loan and/or plan to 
refinance an existing mortgage in the next three months and have at least 
one connected device. Online behavioural data (site visits, searches, app 
usage, etc.) was captured via passive meter tracking across smartphone, 
tablet, and PC, and offline behaviour was captured via weekly diaries and 
an exit survey.

Source
1  �Google/GfK, “Home Loan Cross-device Clickstream Study,” August–October 2016, Australia, 

n=341 Australians in the market for a home loan, 18–80 years.


