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A woman
sees a house,
differently from

a man -— and it’s
her opinion that
counts. most"

By DiANE WEDNER
Times Staff Writer

HAT do women want?
Plenty, when buying a
home. And how they go
about finding the perfect
palace often is as different
from men’s approach as,
well, Venus is from Mars.
‘Women rely more heavily
on their emotions and men
deal with the facts, scientific research shows. And more often
than not, experts say, women ultimately are the “deciders” in the
choice of which home to buy and where.
“It’s an old stereotype but true,” said Richard Peterson, a psy-
chiatrist who specializes in investment psychology. “Women ac-
cess their emotional center,” tapping into how they feel about a
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purchase. Men typically don’t. Turns out, he added, those emo-

tions lead to better decision-making.

Women “handle global impressions better,” Peterson said.

These impressions, when home shopping, are gleaned from
scouring the Internet, talking to friends, looking at photos and
reading the data. Women also are more likely to consider
whether the builder or agent supports a cause they believe in,
such as green building or creating healthy communities.

“Women respond best to a holistic approach when buying a
house,” Peterson said. Men's ability to make multifaceted deci-
sions, on the other hand, is diminished when they have to rely on
“more than three to four factors,” imaging studies of the brain
show. When they shop — an activity that requires dealing with an
array of facts and feelings — stress hormones increase, diminish-
ing their focus. [See Women, Page K7]



Women’s wallets

Women pack a wallop when it
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power. Here’s how they stack up
) ] ? financially:
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scribes the difference this way: EXDBCtEd torise to $22 trillion.
“Picture men like stick-figure
drawings: They prefer Excel
spread sheets. Women resemble
the Michelin Man: They store the
same facts as men but add layers
of questions and research on top
as well. They like to be psyched
betfore the purchase.”

For men, size matters. They
like big yards, big garages, big
square footage. Women, agents
and marketers say, want to know
how the master bedroom “feels”

rance in L.A. County and Fuller
ton, Garden Grove and other cit
ies in northern Orange County
waiting for the right house “tc
talk to me.”

Greenwood recently made ar
offer for a three-bedroom Sar
Co-author of “Don’t Think Pink,” on differences Pedro home in a quiet neighbor-

in the way men and women shop for a home hood that's listed for $669,000.

- Her top priorities are a roomy
kitchen, space to entertain and a
backyard.

“This is a big adjustment in
my life, 50 I'want it to be perfect,”

Men “prefer Excel spread sheets. Women . . .
store the same facts as men but add layers of

questions and research on top as well.
— ANDREA LEARNED

B About 48% of estates worth
$5 million or more are owned by
women.

m In 30.7% of marriages in which
women-work, they out-earn their
husbands.

= Women are central to 94% of
home furnishing purchases, 91%

and what the view is like from Greenwood said. “Otherwise, I of home purchases, 60% of =
there and whether the floor plan walk around feeling angry.” s

flows well for entertaining or - Whereas many agents of re- veh{cle purchases and 50% of
keeping an eve on children. sale homes have retooled.their DUSINESs travel purchases.

Generalizations? Maybe, but
statistics reveal a growing trend
in women's purchasing power: In

the U.S., women control or influ-
ence $7 trillion in consumer m
spending annually and make
85% of all purchase decisions, ac-
cording to a number of experts,
including Martha Barletta, au-
thor of “Marketing to Women.”
Meanwhile, single women ac-
counted for 22% of all home pur-
chases during the period from
July 2005 through June 20086,
while single men accounted for

9%, according to a National
Assn. of Realtors study. Agents
have taken notice.”

“I'm dealing with more wom-
en making financial decisions
than ever before,” said Connie
De Groot, a veteran Beverly Hills
Coldwell Banker agent. “I put
most of my focus on them and
their eoncerns. The industry
should too.”

Client Melissa Varo's story is
a case in point. Nine years ago,
Varo was 26, single and bitten by
the realty bug. So the TV-show
marketer bought her first home,
a two-bedroom condo in Brent-
wood in 1,300 square feet.

Typical of single female buy-
ers, her top priorities were a se-
cure, safe building; a low-mainte-
nance lifestyle; and the likeli-
hood that the home would in-
crease in value so she could move
up. Which' she did two more
times, including a Benedict Can-
yon single-family tear-down. She
transformed that property into
an entertainer's haven,
making a sound investment.

About the same time Varo be-
gan buying real estate, her hus-
band-to-be, Mark, purchased a
three-bedroom single-family
home in 1,600 square feet in West
Hollywood. The single 29-year-
old had his own priorities: prox-
imity to nightclubs and restau-

_ rants, friends nearby and a loca- |
tion that was up-and-coming. |

“Single guys want monster |
views, pools and a wow factor,”
said Mark, a wealth manager for F
amajor Wall Street firm.

What a difference a betrothal
makes. About a year after Me-
lissa and Mark met in 2003, they
decided to sell both of their
homes and buy one together that

while .

would suit the family they were
planning. They went to open
houses and Melissa started to re-
model Mark’s home to get a bet-
ter price for it. The couple got en-
gaged in 2005 and bought their
current house together last year
in Santa Monica.

“I was in the forefront of the
decision-making,” Melissa said.
“I was looking at how close the
schools are, what the traffie's
like, is there a place nearby to get
a cup of coffee and how cozy the

| house was.”

When the couple first walked
into the house they eventually
bought, Melissa already could
envision a baby’s room painted
pink with a pint-sized crystal
chandelier on the ceiling. She
also had researched the schools
and the shopping situation.
“Mark just said, ‘It’s a cool
house!’ That was it.”
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FAMILY AT HOME: Melissa and Mark Varo play with their
daughter, Gabriella, in the backyard of their Sania Monica home.

As for Mark, he said that
other than “putting pencil to pa-
per” to make sure they could af-
ford the six-bedroom house, he
Jjust wanted his wife to be happy
with the purchase.

“T could have one plaid couch
in a house and be fine,” Mark
said. “Luckily, my wife has great
taste, If she’s happy with the
house, it makes me happy too.”

Spousal gratification is a big
reason men often pldy second
fiddle in making decisions about
big purchases, experts say.

“In 70% of my sales, if the
woman likes the home, the man
goes along with it,” said Paul
Britton, a Prudential California
Realty agent in Bellflower. “Her
approval is key to the purchase.”

But weighing a spectrum of
variables can take time.

Elizabeth Greenwood, a sin-
gle 42-year-old Los Angeles dep-
uty district attorney, said she re-
searched the market for six

sales strategies to compete for
the female segment of the mar-
ket, it’s taken new-home builders
longer to catch on, said Mollie
Carmichael, vice president of
sales and marketing for Lennar
Homes in Aliso Viejo. She helped
conduct a study about women’s
preferences to assist her com-
pany and others to better reach
that audience. :

“I gave my first panel on the
findings three years ago,” Carmi-
chael said. “In the last year, an
eyebrow has gone up. They're
starting to get it.”

For example, developers in
the past relied too much on bul-
let-point fliers to draw custom-
ers in — a fine tool for men, who
like quick factoids — but the an-
tithesis of a woman’s preference
for seeing, touching and talking
about the structure she will in-
habit. Videos, testimonials from
recent buyers, livability surveys
and newsletters detailing eom-
munity activities appeal more to
fernale buyers.

It’s also wise to forgo industry
terminology, such as “footprints”
and “floor plates,” which may
connect with men, author
Learned said, but “make women
think the builders are full of hot

Women are looking for a long-
term relationship with their
builders, marketers say, so devel-
opers need to be available to
them. Female buyers typically
return multiple times with new
sets of questions. Not so men,
who tend to like their home
shopping to be short and sweet
— and, sometimes, their choices
approved by a womarn.

“Single men almost always
bring women with them to con-
firm that this is the right place to
buy,” Carmichael said. “She can
picture him there; he can’'t get
beyond the physical attributes of
the house.”

What it all boils down to is
that the smart money is on wom-
enas agrowing force shaping the
home market.

More women “are saying ‘no’
to marriage and ‘yes’ to mortgag-
es,” De Groot said. “Sell to her
and everyone’s happy.”
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