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of this in 2010!
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The WCR New Rules of Real Estate Trends Technology and Social Media Summit aretleeship Skills training Day, held in Chica
March 18-2% was a powerhouse of fresh information to take ymusiness to higher heights of success.

This Power packed summit started off with a oneldzgdership Skills Training geared at positionimgwen to maximize their potential
for influence in basic leadership skills.
These sessions were facilitated by:

Faith Reid, Decatur GAPreparing to Lead”
Margret Roberts, Rochester New Yofkleeting and Time Management”
Elizabeth Mendenhall, Columbia Missouif,ositioning for Success”
Becky Hill, Houston Texa$ Speaking and Presentation Skills”

Dustin Luther challenged us @ocial Media Marketing and how to be engaged with it.

The buzz around the industry is in using socialoeks to market our business. But which social neks should we be active in? With
many to choose from which is the best place togomur efforts? These networks serve differentesglyou have to find the ones that
work for you. Here are 3 main reasons you may wafcus your marketing efforts on social netwogksites:

Traffic - Social networks have become the single biggastcsoof traffic (even larger than most search egg)in

Relevance-Your best leads come when people refer their dseio your business. This is the best way to réaase elusive leads
“friends of friends”

Credibility - People are now using social networks to researafessionals and look to their friends to detesriredibility of profession

als.

The first “ah-ha” moment for most people who finttsess in marketing through online social netwiskbat there’s almost no differen
between online and offline networking. In both isef$ there’s usually a set of “community rules” amiile you may not follow them, yo
must be careful to not be seen as a social ouMAsit’'s appropriate to do or say in one marketigttjrsy (like an ad campaign) often
makes no sense in another (like a professionalorkimg event).

Using Facebookto market, you want to separate your businesdrtif@ your personal life by creating a free businesge. People will
become fans of your business instead of friend®of There are many benefits to having fans instéddends including:

Number of connections: No limit to the number afgaf your business (Facebook limits your perspnafile to 5000 friends)
Messaging: You can message/email as often as yati wacebook limits how many personal friends yan email at once
Newsfeed Integration: Unlike a Facebook Group, ysiatus updates show up in your fans “newsfeeds iBhextremely useful because

when you give status updates your fans will see gontent. If it peaks their interest and they Easmments or watch your video, Fac
book will start displaying your content to theiiefnds. In other words if you write interesting ufeda Facebook will help that informatio

spread to some of the most relevant people onl#mep “friends of fans” To grow you community oadebook start writing short, regu

lar, informative updates that jumpstart interestingversations.
LinkedIn is the ultimate social networking for the professil networker. If you can calculate the valueadtenew person in your
sphere of influence then LinkedIn is a great sawélvork for you.
Give and receive recommendations: By recommendinergrofessionals you help to gain professionadlitility in the system
Take part in other LinkedIn groups: like-mindedfessionals’ network and share links, advice, nemésstories.
Become an Authority: Use the message boards ofotheask and answer questions. The best answerargable to give the
higher your authority will become on the system godr rank increases.

Marketing withTwitter : Tap into a conversation at any time you wantg&oerate business on twitter you must be soctzat. If you

like organizing local events, raising money fooedl non-profit, engaging in banter with other pssfionals, then twitter is a great socia

network for you to build a referral base that candsyou clients in to the future.

Finding the social network for you Being a “real” person in the ‘real world” withterests that go beyond real estate, you engage wi
people in a meaningful way. The same goes whengamgavithin social networks. Whether offline or lafk, if all you do is talk about

your great listings, you can be pretty sure thaipfeeare going taoneyou out. Instead, engage people in a way that stddeam find value

in connecting with you. Your influence will grow tegmely fast in an online environment. As youruefhce within your community
grows, you will also build a referral network whican pay dividends well into the future.

Economic Forecast:At Women'’s Council’s recent technology summit ini€ago, NAR’s Chief Economist Lawrence Yun provided

update on the U.S. economy, along with a mostlytipesorecast for 2010. Go to the WCR homepagswiv.wcr.orgfor a link to his
article.
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April 28 ™ & 29™, 2010
Cobb Women’s Council of REALTORS®
presents
Certifled REO Specialist Course

Cathy McDaniel, Instructor
2008 Educator of the Year - GREEA
American Real Estate University

2 Day, 12 Hours CE!!

Topics covered: Overview of the BPO format and the job description of an REO listing agent
Listing and marketing instructions required by an R EO client in managing their asset/property
Working with buyers interested in purchasing an REO property
Financing REO properties and technology associated with REO

Location: Cobb Assoc. of Realtors® (CAR)
444 Manget Street, Suite 100
Marietta GA 30060
770-422-3900
Class being promptly at 9:30 to 4:30 pm
Sponsors: AmeriStar Mortgage, Bill Hall
Telfair Brokers, Mary Helyn Hagin (Lunch)

Cost: Normally $199
Cobb WCR Members: FREE
GA WCR Members: $25
Non WCR Members: $75
Make a reservation (required, no later than April 2 3rd):
Cheryl Lenney at cjlenney@bellsouth.net
Mail Check to: 2171 Palmyra Drive

Marietta GA 30067
Payable to: Cobb WCR
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The Savannah Women'’s Council chapter startedhidfyear with a 3 hour CE course by Amy Chorewp- A
proximately 90 people attended and the consensaghaa this was one of the best classes held bywhmen’s
Council. In February Lt. Col. Jose Aguilar formider Army Air Field came to get us up to date vitie goings
on at HAAF. We learned that the army installatizars the top installation in the army in 2009.

In March, we heard from Amy Kilpatrick of Nspiredhe is also the regional director of BNI andisinterna-
tional speaker on the subject of networking fackate. Women'’s Council members are among therstatork-
ers in the Real Estate Industry and learned ablotitasharpening our skills.

Other great events are planned throughout the ameé it will be our pleasure to report these to yehen they
happen.
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Single Women — A Significant Market

The most recent NAR Profile of Home Buyers and Sdts indicates that single women account for a sidicant
share of home buyers. Indeed, these home purchaseepresent the second largest share of adult housallds
who purchase homes. Research Economist Jessica Latakes a look at this market and how single female
buyers differ from other home purchasers. Read more

Single-Women Home Buyers: A Growing Segment

By Jessica Lautz, Research Economist

In the summer of 2009, NAR Research surveyed recent home buyers about their experience with the home
search process, and the use of real estate professionals in purchasing a home. The results of the survey were
published in the 2009 NAR Profile of Home Buyers and Sellers

Results of that survey show that a significant share of home buyers are single women. Indeed, the percentage
of single-women buyers has increased from 14 percent in 1995 to 21 percent in 2009. These home purchasers
account for the second largest share of adult households who purchase homes. Single females make up one-
quarter of the first-time buyer population and 17 percent of the repeat buyer population. We look at some re-

sults below from the most recent Profile to get a better description of who single women buyers are.
Single Female Home Buyers

The median age of all home buyers was 39 years old, compared to 41 for single female buyers. Among single-
female buyers, 58 percent were first-time home buyers in 2009, compared to 47 percent of all home buyers.
The median household income for single-women home buyers was lower than that of all other homebuyer
household types. Single females reported a median household income of $47,900 in 2008 compared to
$73,100 among all home buying households. This difference in household income should not be completely
surprising as 68 percent of home buying households are couples — and so perhaps likely to have two income
earners. The difference in median income for single women households compared to those for single men is
less striking—single men typically made $53,700 in 2008. Additionally, single women households are less likely
to have children living at home than couples. Results from the survey show that 22 percent of single women

home buyers have children at home, while 38 percent of all home buyers have children at home.
What They Buy

While the majority of single female buyers purchase a single-family home, single female households are more
likely than other household types to purchase an apartment/condominium or a townhouse/rowhouse. One in
four single female buyers purchase a house in an urban area/central city, which is a higher percentage com-
pared to all other household compositions except single males. Still, the majority of single female home buyers
purchase a home in the suburbs, similar to all buyers. Single female buyers are more likely to purchase an ex-
isting home than are other buyers. This makes the role of a real estate professional even more important to sin-
gle female buyers. Only 14 percent of single female buyers purchased a new home compared to 18 percent of
all buyers. Single female buyers also tend to purchase smaller homes, typically buying homes that are 1,480
square feet in size compared to the median size of 1,800 square feet purchased among all buyers. Once single
females found the home they purchased, they expect to live there for 10 years. (Continued....)
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Why They Buy

More than one-third of all home buyers buy a home for the desire to own. This has been the most cited rea-
son consistently for the last several years, but it is even more true of single female buyers. Nearly half of sin-
gle female buyers purchase a home because they have a desire to own a home. The second most cited rea-
son for single female buyers in choosing to purchase a home is a change in family situation—13 percent of
single female buyers purchase for this reason, compared to 9 percent of all buyers.
In comparison to other household types, single female buyers are more likely to have lived with parents, rela-
tives or friends before buying their own residence, 20 percent compared to 12 percent of all buyers. Single
female buyers are also more likely to rent an apartment or house before buying their own place compared to
all buyers. Both previous living situations are related to the large share of single female buyers being first-time

buyers.
Real Estate Professionals and the Home Search

When single female buyers first start to look for a home they contacted a real estate agent, contacted a
mortgage broker or talked with a friend or relative more frequently than did other buyers. While 87 percent of
single females use the Internet in their home search, a slightly larger percentage — 89 percent -- use a real
estate agent. Real estate agents are a trusted resource that single female buyers turn to during their home
search. A larger share of single female home buyers first find the home they purchased from their agent com-
pared to all buyers — 40 percent vs. 36 percent, respectively. Underscoring the importance of the real estate
agent to single women buyers is the fact that a higher share of single females purchased their home through
a real estate agent than through any other source: 79 percent compared to 77 percent of all buyers.

Single women buyers, like all other buyers, most want their agent to help them find the right home to pur-
chase, but they place more importance than other buyers on their agent helping them negotiate the terms of
sale. Similar to all buyers, single women place a high importance on honesty and integrity in their agent and

knowledge of the purchase process.
Home Financing

Single female buyers are similar to all buyers when it comes to financing their home purchase. However,
there are some differences. Similar to all buyers, about nine in ten finance their home purchase through a
mortgage, and the majority use savings as the source of their down payment. A higher share of single female
buyers receive a gift from a friend or relative as a down payment source compared to other buyers, and a
smaller share use proceeds from the sale of their primary residence.

Despite record high housing affordability conditions, buyers are still making sacrifices to purchase homes and
this is also the case for female home buyers. Single females are more likely than other buyers to have cut
spending on luxury items, entertainment, and clothes in order to be able to purchase a home. Nearly nine in

ten single females believe their home was a good financial investment.
What it Means for Real Estate Professionals

Single women are likely to continue to be a significant segment of home buyers. By utilizing the information
above as a helpful tool, as well as other information found in the 2009 NAR Profile of Home Buyers and
Sellers, real estate professionals may be able to understand and serve their clients better. This diligence will
be rewarded: single females are more likely than other buyers to turn to real estate agents first and stay with
the real estate agent throughout the purchasing process.
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Deadline to submit articles and pictures for the ne xt quarterly newsletter is June 22, 2010
to be published by July 2, 2010. (Articles should be written about news, activities and

events in April, May, and June _.) Articles and photos not submitted prior to the deadline
may not be able to be published due to deadline con  straints. Please send all articles and
photos to the newsletter editor, Elaine Carpenter, at negeorgiarealestate@gmail.com

Please adhere to the deadline to ensure timely uplo ading of the newsletter.
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