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Builders take unusual steps to reach buyers

By Gerald Frl'f"y
staff writer

In the vast spectrum of sales, few
challenges have proved as dauntiog
ay selling new homes.

Some marketing efforta are di-
rected at attracting potential
buyers, some are at bring-
Ing lookers back, and others are di-
rected at people who.have already
bought — which not only thanks the
buyer, bul generates good feellngs
and word of mouth adveri!sing.

Assoclates of
West Bloomfield Introduced its new-
est Woods of Novi development In
Novi with a “sneaker” preview for
Réaltors back in April. “It ‘was a
completa success.”

Presldent Lawrence Cohen sald
the marketing effort was aimed at
Reallors, not buyers. Cohen sald
some hullders shy away from using
Realtors for selling bomes and in- -
stead rely on in-house sales staff, but
ho has always believed they can be a
valuable component of a sales strat-

egy.

Builders often target Realtors for
marketing efforts with the idea of
getling them Interested in a project.

Coben malled 1,500 single sneak-
ers in plastic tubes with brochures
and an invitation to & “Sneaker Pre-
view"” at the development. Invitees

brought the sncaker with them -
—wherethey-were-mal

tehed-with-pai
ners to make a pair.
“Then we sent the sncakers to the
Pontiac Lighthouse (an organization
. that helps the needy) so they could
give them to needy children,” he
sald. '

(A,

e tly looking for hew ways to make their proj-

to the was
nearly 70 percent. “That's double
what I expected.””

“ was pever ‘one for grand open-
Ings — when people come to grand
openings they cxpect perfect, they
expect clean,” Cohen sald.

“The truth Is the landscaping isa't
done and the streets are dirty,” he
sald, “Generally, (the development's}
still rough around the edges.”

So rather than a grand opening, or
a sneak preview, the idea for a
sneaker preview was proposed.

The promotion comblnes the ele-

ar
ects stick out in people's minds. For example, Jalkins Invest-
ment Development Corporation in Orchard Lake put on a plg

West Bloomficld ralsed awareneas of
its 00-unit Maples of Novi project
by targetiog a specific group of

home buyers — Japapese
transferces — with a Japanese cpen
hause July 21, 3 .

Dave Botsford, marketing dlrec-
tor, noticed several menths ago that

But & blgger part of the Maples of |

Novl's attraction s the op-slte golf
course. To joln a golf club in Japan
would cost $1 million, lo buy a home
on a gold course would cost $3 mil-
llon.”

And many Japanese transferecs
haove housing allowances that makes

2 good number of potential buyers at— homes in Maples of Novi alfordable.

the devélopment ‘were Japanese

ments of the rough found
at bulldlng sites in.early spring —
henee the need to wear sneakers —
and the idea of an early opening. The
term “sncaker preview™ comes from
the idea that models are previewed
before they arc completed.

CLASSIC CONSTRUCTION in

or On
flectlop, he sald, It made perfect
sense. .

~-Western Qakland and Wayne
County’s Aslan population has grown
signlficantly during the past decade
as Japanese owned and opefated
companies have moved offices and
technical centers Lo the area.

Botsford safd Classic Construe- *

tion's Japanese of house was
meant to accomplish several things,
but the maln idea was to make them
feel comfortable. Home llsts, feature
lists, brochures, even advertise-
ments, were translated inte Japa-
nese so people could readily under-
stand them. .

Japanese foods were served, a for-

roast to eng goed

in s and

also to thank people who had alread? bought in the company’s

Miltord Blut{s project.

mal Japanese tea was glven, and in-
terpreters were oo hand. “They (the
interpreters) worked really well be-
cause many of the wives can't speak
English.”

‘The Initial open house attracted
more than 50 couples, be said, but
the residual effect’has bgen even
more promising. “What we were
looking for was to start something
that would generate referrals sever-
a) months down the road.”

JAIKINS INVESTMENT Develop-
ment ln Orchard Lake took a differ-
ent tack when it offered a plg roast
at its 46-unit detached condominlum
development Milford Bluffs in the

JVillage of Milford.

Architect issues idea-magazine

to spark interest in new homes

By Doug Funke
s1atf weitor

Robert Bryce enjoys architecture,

So much so that the 37-year-old
West Bloomfleld resldent bas begun
publishing & bl-monthly dea maga-
zine on bullding, decorating and life-
styles as an extension of his archl-
tectural practice In that community.

The first issue was distributed
frec last month to some 2,000 cli-
ents, friends, associates and other
referrals who may be interested in
home building toples. The long-term
goal Is free distributlon of a 178-
page publicatlon to 60,000 cvery
other month. -
“if someonc is planning on bulld-
ing, renavating or remodeling, this Is
something someone would keep a3 a
reference book, a source book, like
Reader's Digest or Natonal Geo-
graphle,” Bryce said.

“We're trylng to make it a combl-
natlon of Bullding ldeas Magazine,
Homes & Gardens and Architecture
Digest. Exactly what our magazine
is trylng to do is pique inte:

| -atertnterest“he satd; —-——

"Most of the articles in the Jirst is-
aue of the Monthly Home Idca Maga-
zine from Bryce & Palazzola were
authored by syndlcated writers.

ARTICLES TOUCH ON window
treatments, payback values of re-
modeling and ways to cool your
home.

Editoflal service stories also ex-
amine collectibles and cooking, plus
tocally-written stories about devel-
opers James VanderKloot and Rlch-
ard Koch.

“The purpose ks to promote good
architecture, exhlblt good architec-
ture, hightight people capable of
dojng these things," Bryce'sald. "It's

Robert Bryce, sn architect, figures the
more people know, the betler chance
they'll get what they want.

. i .

a good way for us o get
our hame out in the community, but
business has never been better.
We're swamped.”

Other architects produce sales
brochures, but Bryce knows of noth-
ing here that compares to his maga-
zine.

“It scems like they've taken some
tnitlative,” sald Fobert Zlegelman,
president-elect of the Detrolt chap-
ter of the American Institute of Ar-
chltects, who admitted to not seetng

-the initlal issve. -

Companles in other industries put
out house organs, so why not archi-
teets, VanderKloot reasons. “Archl-
tects can on an
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Vice president Linda Friedman
sajd the purpose behlnd the pig roast
was to thank new homcowners and
enable homeowners to get together
with their nelghbors.

Builders showlng their apprecia-

tlon to customers is becomning more |

common, Friedman polnted out.
In addltion to thanking residents,

the roast had another purpose and -

that was to show prospective buyers
the type of development Mllford
Blulfs is.

Some potential home buyers who
had expressed interest In the devel-
opment were also lnvited, Friedman
said. “"We sent some of our sales bro-
chures and follow-up cards inviting

them.”

The [dea, she said, is to make peo-
ple feel welcome and to make them
fec) as if they're part of something

special.

A builder does more than sell &
home today, Friedman sald; they sell
a place to llve. Activities like a plg
roast draw a development together
and create a sense of goodwlil.

That, In turn, gets people talking,
and a bullder just can’t buy that kind
of advertising.

THE HERMAN FRANKEL Or-
ganlzatlon's Artistry theme uses still

anatber technique to build 2 market-
Ing approach around the develop-

men

t
e Idea began as a love for g !

palnting, sald Laurie Frankel, mar-

keting dlrector for the Herman
Frankel Organization.

Her father, Herman, first saw the
abstract painting by Helen Cavensky

about slx years ago; that painting Is .

now reproduced on the Frankel signs
and sales brochures.

The ldea behind the artistry theme
Is 1o convey that the company's

homes are Interesting, good pleces

as well,

Frankel's Woodcliff, Woodcliff on |

the Lake and Simsbury projects in
West Bloomfield are presented as

creative, she sald.

Inglcdetail suth
tn a sense,” she sald.

Alter buying the palnting six years
ago, the idea of how to use it in a
marketing effort began to evalve,
she said. “Homes are more than just
two by foura slapped In a square.

“J think a lot of {rustrated artists
are architects and a lot of frustrated
architects are arilsts,” Frankel add-
ed

‘The artlstry not only includes the
art of building, but the decor as well.
The Wyndam model bome at Wood-
cliff is decorated with several differ-
ent kinds of art pieces.

The Image of the Cavensky paint-
ing’ also serves to gencrate interest
in another way.

“I think the ldea intrigues peaple
— people se¢ the palnting, but don't
know what it is,” she sald. People
are curious, and that leads them to
Jook further.

“I've had people say they thought
it was a bunch of balloons and I've
had them say it's (a depletion) of flo-
wers,” she sald:

k'
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of informatlon better than other in-
dustrics because every job Is new,”
he said.

KNOWLEDGE LEADS tao more
informed chalces, sald Lisa Fantuz-
i, marketlng director for Bryce's
firm wha Is in charge of the maga-
zne,

“It may well spark interest and
people will take a more active inter-
est. Maybe they won't rely on an ar-
“chliteet to say, “This Is the kind of
house you want,’ * she sald,

"Lisa brought out a good point the

-~ -other day,” Bryce sald. “What we

want 1o eliminate s people saying, ‘1
wish I had done that.' If we can show
them, they can do Iit."

An encounter with a couple {rom
Vermont who hired the firm a year
and a half ago to deslgn a house sup-
plied the spark that prompted Bryce
1o launch the publicallon.

*The clients put logether a book of
what they liked, didn’t llke and want-
«d. They spent years collecting infor-
mation. They taped things on blank
pages. There were several hundred
pages. When we saw this, we said,
‘Great.’ Cllents had brought in plc-
tures from magazines, but never Lo
(his extent.

“They did a tremendous amount of
research and the result was what
they wanted it (their house} to be,”
Bryce said.
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we have twice as much to offer. S

Twice

)

As Nice

* An Outstanding Value In An
Fqually Qutstanding Environment

oodelift seem like double the value of other single family homes,

art with o spectacular site next o a

162 acre nature preserve bursting with soaring trees, fields of wild

flowers and shimmeging strearms.
that adapt into the antural landse:
single detail averlooked. Pri
minutes from shupping and din
at Wouodceliff, L
Priced from $349,900

Nestled about are innovative homes
Tuxuriously appointed with ol s
te park, West Bloomdield schools,

ing. Ttall adds up to moge of everything
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more than just homes — they are °

“With our homes, we lock into eve- -
ey are-artistic——




