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Homebuilders struggling to appeal to entry-

level homebuyers may need to reassess their 

leadership structures in order to capture a 

share of the growing market segment. 

Today’s entry-level homebuyers – a demographic 

that includes millennials ages 22 to 37 – remain 

elusive to many homebuilders because 

the young buyers eschew the traditional 

offerings and services of the single-family 

home industry. These customers feel quite 

comfortable using the internet to begin, 

and often complete, purchasing processes 

on their own. They also forgo McMansions 

of the pre-recession years, opting instead 

for affordable starter homes totaling 2,500 

square feet of space.

Many homebuilders recognize that they must 

adapt to the needs of this growing market 

segment in order to remain profitable and 

relevant. More entry-level buyers became 

first-time homeowners in 2018 than in the 

last five years,1  presenting an opportunity 

for homebuilders to acquire a new following 

of loyal consumers. Yet homebuilders may 

feel uncertain as to how to tout their brands 

to these potential customers in an effective 

manner that yields profits. 

Homebuilders might consider readjusting their 

leadership structures in order to respond to 

disruptions in the traditional homebuying 

process. One way to address this issue is by 

recruiting new C-Suite leaders or appointing 

new Board Directors who are sensitive to a 

1   https://www.census.gov/housing/hvs/files/currenthvs-
press.pdf

younger generation of buyers and who have 

experience marketing to the 37-and-younger 

demographic. New leaders from industries 

outside of homebuilding – including those 

specializing in consumer and digital 

marketing – could also influence companies 

to pursue new advertising and marketing 

strategies that connect with younger buyers.  

Finding new leaders who increase diversity 

can also benefit companies by ensuring that 

homebuilders engage with constituences in 

the entry-level market.

Defining the Entry-
Level Homebuyer

The rise of the internet drove entry-level buyers 

to alter their shopping habits when searching 

for homes. These buyers began to research 

markets, communities and properties once 

data from the MLS became available to the 

public via sites such as Realtor.com.2  In 2018, 

most homebuyers ages 38 and younger began 

their homebuying process by surveying the 

internet for available properties, as opposed 

to consulting a real estate agent first.3 

Entry-level buyers often aspire to own 

starter homes in the $200,000 price range 

because their salaries have not rebounded 

enough in the post-Recession years to cover 

the soaring prices of large homes. As home 

prices continue to outpace wage growth 

2   https://thecollegeinvestor.com/9084/real-es-
tate-agents-anymore/

3   https://www.nar.realtor/sites/default/files/doc-
uments/2019-home-buyer-and-seller-generation-
al-trends-04-03-2019.pdf
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across the market,4 entry-level buyers favor 

homes that require lower down payments on 

mortgages.5 Millennial buyers in particular 

seek more affordable housing due to the 

debt they incurred as students; a 2018 study 

by The Urban Institute found that student 

debt, among other factors, prevented many 

millennials from purchasing homes at earlier 

stages in their lives.6 

Homebuilders may note these trends 

and aim to cater to entry-level buyers on 

both the computer and construction site. 

Homebuilders can launch proactive digital 

marketing campaigns that supply buyers with 

helpful information about the homebuying 

process in order to establish the buyers’ 

trust and loyalty. Companies can also pivot 

to constructing a greater quantity of starter 

homes; homebuilders that recently changed 

or expanded business models to emphasize 

starter homes – such as Meritage Homes, D.R. 

Horton and Clayton Properties Group – saw an 

increase in profits in 2018.7   

Homebuilders may struggle to determine 

if new marketing campaigns or business 

strategies will reach the intended audience, 

create a sale and generate a profit. Hiring 

C-Suite leaders or appointing Board Directors 

who could provide useful insight as to how 

companies might achieve their goals could 

remedy this problem.

4   https://economistsoutlook.blogs.realtor.org/2019/03/25/
wage-versus-home-price-growth/

5   https://miblog.genworth.com/first-time-homebuyer-mar-
ket-report-02-18/

6   https://www.urban.org/research/publication/millenni-
al-homeownership

7   https://www.builderonline.com/builder-100/leadership/
meritage-bets-on-starter-homes_o

Taylor Morrison – A 
Case Study 

Taylor Morrison Home Corp.’s recent Board 

expansion reflects how appointing new 

Directors from a variety of professions and 

backgrounds could bolster homebuilder 

Boards.

Partnering with Ferguson Partners, Taylor 

Morrison further committed to its millennial-

focused business strategy8 when it hired 

Directors Denise Warren and Andrea Owen in 

July 2018, increasing the number of Directors 

on the Board from five to seven. Both Warren 

and Owen had prior experience marketing to 

a younger demographic. Warren launched 

The New York Times’s digital subscription 

business with a focus on millennials, while 

Owen revamped Banana Republic’s online 

and in-store shopping experience for 

millennial shoppers.9 Directors with such 

backgrounds could help homebuilders create 

new and unique marketing campaigns aimed 

at entry-level buyers by sharing examples 

from their prior experiences advertising to the 

demographic. 

Warren and Owen also had previous 

experience in an industry outside of 

homebuilding. Warren worked for Tribune 

Publishing and created digital products for 

other organizations besides The Times, while 

8   https://finance.yahoo.com/news/incoming-wave-millen-
nial-homebuyers-major-160533661.html

9   http://investors.taylormorrison.com/static-files/3d7f87c5-
160b-48fc-abe0-c25d6c624619
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Owen served in a variety of retail leadership 

roles with Gap Inc. Directors hired from 

outside the industry are able to analyze their 

homebuilder’s goals in a different manner and 

offer new ways to connect with entry-level 

buyers as a result.

The addition of the two women signified 

that Taylor Morrison also valued their unique 

life perspectives that enhanced the Board’s 

diverse composition. Pairing Warren and 

Owen with Chairman and CEO Sheryl Palmer 

and Director Anne Mariucci increased the 

Board’s female-to-male ratio to 4:3, “creating 

the first majority female Board among public 

homebuilders.”10 Recruiting Directors with 

different life perspectives increases the 

likelihood that a company’s campaigns will 

address all constituencies in the entry-level 

market, resulting in a more inclusive business 

model and incremental profitability for the 

company. 

Homebuilders that restructure their Boards 

in a similar manner as Taylor Morrison will be 

better equipped to assume the challenge of 

marketing their brands to future generations 

of homebuyers. New Directors will bring their 

diverse ideas, experiences and perspectives 

to create new strategies for reaching the 

entry-level demographic, both online and on-

site.

10   http://investors.taylormorrison.com/static-files/3d-
7f87c5-160b-48fc-abe0-c25d6c624619

Conclusion 

The number of first-time homebuyers 

increased in 2018, and many of these buyers 

used the internet to assist them when 

researching and purchasing affordable starter 

homes. Most homebuilders expect this trend 

to continue and recognize the necessity of 

catering to the 37-and-younger demographic, 

but some companies may struggle to 

repackage their brands in a way that connects 

with younger buyers. 

Homebuilders may consider hiring new 

C-Suite leaders or electing new Board 

Directors who have experience touting 

products or services to entry-level buyers, 

and who could apply their knowledge 

of the buyers’ shopping habits to create 

fresh marketing campaigns aimed at the 

demographic. Leaders from industries 

outside of homebuilding and who have a 

variety of life perspectives could also provide 

valuable insights as to how to reach young 

consumers. Companies that recruit or appoint 

leaders with a diversity of work experiences 

and backgrounds may find the entry-level 

demographic easier to understand than they 

expected – and discover new opportunities to 

grow their company in the future.
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William J. Ferguson serves as CEO of Ferguson Partners 

and as the Co-Chairman and Co-CEO of FPL. Mr. Ferguson 

conducts senior management recruiting assignments, with a 

specialization in president/chief executive officer searches and 

recruiting assignments for Boards of Trustees/Directors. He also 

conducts CEO succession planning assignments and facilitates 

public company Board assessments and senior management 

assessments.
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global search firm. Previously, David was a Partner in a New 
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and financial services industries. David began his executive 

search career at Russell Reynolds Associates in 1997, focused 
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Strategic Planning

Organizational 
Design

Corporate Finance

Specialized 
Research

Benchmarking

Program Design

Contractual & Policy 
Arrangements

Surveys

Succession Planning

Assessment for 
Selection or  
Development

Executive Coaching

Team Effectiveness

Board/Trustee  
Recruitment

Board Assessment

Chairmen/CEOs/ 
Presidents
 
Senior Management/ 
Corporate Officers

MANAGEMENT  
CONSULTING

COMPENSATION 
CONSULTING

LEADERSHIP  
CONSULTING

EXECUTIVE 
SEARCH

Our industry
practices

Our office
locations

Real Estate
Private Equity/Real 

Estate Investment 

Managers, Public (REITs)  

& Private Owners/

Developers, Property  

Services (Brokerage) 

Firms, Commercial  

Mortgage Investment/

Finance, Residential  

Mortgage Investment/

Finance, Homebuilders, 

Corporate Real Estate
 

Hospitality &  
Leisure
Lodging (Brands/Owners), 

Gaming Resorts &  

Casinos, Restaurants, 

Sports & Recreation,  

Amusement Parks & 

Attractions

Healthcare
Owners/Investors/

Operators/Financiers 

of Seniors Housing, 

Hospitals, Health Care 

Service Providers 

Infrastructure, 
Engineering  
& Construction
Infrastructure Investing: 

Transport, Energy, 

Social Infrastructure; 

Construction & 

Engineering

Ferguson Partners

With an emphasis on the right fit,  

Ferguson Partners offers services in executive 

and Director recruitment,. We also offer a full 

range of leadership services including CEO and 

senior executive succession planning, leadership 

assessment and coaching, and team effectiveness. 

FPL Associates

Focusing on a wide array of business needs, FPL 

Associates assists with the assessment, design and 

implementation of compensation programs. We also 

provide organizational, financial & strategic consulting, 

bringing a wealth of industry and category-specific 

expertise to a broad range of projects..

FPL is a global professional services firm that 

specializes in providing executive and Board  

search and  leadership, compensation, and  

management consulting solutions to the real  

estate and a select group of related industries. 

Our committed senior professionals bring a 

wealth of expertise and category-specific 

knowledge to leaders across the real estate, 

infrastructure, hospitality and leisure, and healthcare  

services sectors.  

 

Comprised of two businesses that work together,  

FPL offers solutions and services across the entire  

business life cycle:          

Our service 
offerings

About  
FPL 

CHICAGO HONG KONG LONDON NEW YORK SINGAPORE TOKYO TORONTOSAN FRANCISCO 

© 2017 FPL Advisory Group. The Ferguson Partners recruitment practice consists of five affiliated entities serving FPL’s clients around the world: Ferguson Partners Ltd. headquartered in Chicago with other locations in New York and San 
Francisco, Ferguson Partners Canada Co. in Toronto, Ferguson Partners Europe Ltd. headquartered in London with a Japan branch located in Tokyo, Ferguson Partners Hong Kong Ltd. in Hong Kong, and Ferguson Partners Singapore Pte. 
Ltd. in Singapore. Ferguson Partners Europe Ltd. is registered in England and Wales, No. 4232444, Registered Office: 100 New Bridge Street, London, EC4V 6JA. Ferguson Partners Singapore Pte. Ltd. is registered in Singapore, Business 
Registration No. (UEN) 201215619H, Employment Agency License No. 12S6233. FPL Associates L.P., the entity which provides consulting services to FPL’s clients, is headquartered in Chicago.
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