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Plain or fancy —

How do you dress
a model house?

By Gerald Fuwlcy ,
otaff welter

“ What you see is what you get?

>Truth In advertising?

:-50, exactly what's Included in thls
fce?

.’All the flash and excltement that
gom along with models can be a
cause for confuslon for potential
home buyers, according to Rickard
Komer, presldent of the Wineman &
Homer Bullding Co. In Southfleld.

: Komer said dufing the last year he
‘Has noticed a trend in “dressing
down" — more mode] homes will be
Hase models without the frills.

*Traditionally, a bullder's model
Includu 2lt the extras -~ more
square footage, fancy trim wark,
upscale lightlng fixtures, extra

space, finished basements, better.
cablnets, skylights and larger bath-
rocma to name just a few,
< The problem, Komer sald, is when
4 prospective buyer comes-In ta look
a3t a model, it's difficult lo discern
what comes for the advertised price
énd what's extra.
: “Lel’s_say you have a $500,000
I\ome with $250,000 In amenities —
you have a real stunning house, but
when the buyer flnds out what he
sees Is $750,000 (and the home was
presented as a $500,000 home), the
people are mad.”
«. This strategy works just as well in
the $100,000 homes as in the
$500,000, he sald. “People are doing
a Iot of ‘comparison shopping, and if
w have-a home with all the extras,

show unlts. under construction,
Komer said.

“A base model is still very nlee. It
may not have a hardwood floor en-
try, or top of the line cabinetry, or
extra trim, but a base model should
In no way be anything less than a
complete home.”

Nor does it mean the home is un-
decorated. “We'll still have furni-
ture, curtalns, paint and wallpaper
— we silll want to show a home as
some place llved in.

“We want them to walk out with a
good impression.

Builders have traditionally
dressed up models with luxury fea-
turcs, additions and upscale interior
decorating (o show buyers what op-
tlons and upgrades are avallable,
Komer sald.

Komer sald he belleves maost
buyers ‘are aware that models are
dressed up verslans of the basie
model but still doesn't make visual-
izing the basic model any easler.

While these models give a good
Idea of whal a home's potential is,
they don’t convey what the buyer
geis for the advertlsed price that
brought the buyer to the develop-
ment In the {irst place.

“1{ someone bought the model as
presented, it would gencrally cost
thousands of dollars more because of
the added amenitles,” Komer safd,

But having only basic models
makes sclllng the extras more difl-
cult. “We have catalogues, displays
and pictures of what (the amenitles)
— It makes it a bit harder to sell the

xdlmculnodo thal = r--m—e_.€xtras, hut I think we have a better

| KOMER_ SAm thnl he_has tried

—Kva models — one dressed up and

ihe other basie, but showlng the ex-

tra features through displays and
picturés seems to work just as well.

. And I a buyer wants to purchase

upscale features, his sales staff can

rapport witR 1hel
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" ELLEN “WHITEFIELD, market:"
lng director at Selective Group in
Farmington Hills, sald a bare-bones,
basic model breaks with traditional
marketing strategy.

“That first impresslon Is too ‘im-

1n the future, builders will be “dressing down" their models so
buyers can see what the base price brings. If this base model

living room at Bouldes Park was the typical model of five years

ago, it probably would have included skylights,

portant (to not impress them),” she
said,. The. idea-belin s to
grab the customer’s ajtention;™t

mare ex-

homes with extra amenities not

found In the base model.

o\_,'_'nw,;'\:m added, "if we advertise
~show" the possibillties™ nnd “pethaps, o home™or (a certaln PrIoe). phat

even allow the buyer (u dream a lit-

“We firmly belicve a well-mer-
chandised model is our best tool,”
Whiteficld sald. This often includes
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FURNISHED LAKEF

located on a gorgeous lakefront lot, this
exquisitely appointed home is ready for
you to move in today. Professionally
decorated by Michigan's innovative

- interior design firm, Candle Lite Il, this
spacious, 2 bedroom, 2 1/2 bath home,
with library and 2 decks overlooking the
lake, features neutrat tones throughout
and quality, contem
Priced at $549,00
opportunity of your lifetime.

@e Opportunity of a Lifetime.

Qur Professionally Decorated & Furnished
Lakefront Model For Sale, at West Bloomfield's Hottest
Detached Condominium Community.
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Lake offers you a private
sandy beach for
swimming. heavily
wooded landscapes and

Pointe on Pleasant

ing terrain,

h custom designed
ne has it s own long
of standard featuses

home is available.” ’I'hcrc may. not
be a model — although there often §s.
a basic model — but there arceal: .
Ieast detalled plans. .

Whiteficld stressed that model
home strategy — bullding 3 home
that s more than the baslg model —
‘was developed to- show buyers the
possibllitics — not to be misleading
or confusing.

“When a builder shows a model, he
wants to show what can be done —
clther what they can previde or what
(the homeowner) can do later,” she
sald. Tt's not uncommon that a buyer
purchases a base model, and then

iling tireplace,

light

, a marbie t

aress of stane before the fireplace, an oak montle, wood beams
along lhe cathedra) ceiling, custom wood trim around doors
and windows, granite flooring in the kitchen.

" adds the amenitles himself later,

Some models have more than oth-
ers. “We want to show a home just as
T they (the targetl market) would live
init,” she said. -

When a home Is targeted for a cer-
tain family, the idea behind the mod-
el is to excitc that buyer. A base
model may not accomplish that, :he
sald.

Well merchandised means differ-
ent things for different homes.

- Whitefield sald that when the Se-
lective Group starts a development,
It beglns with a marketing study to
determine what the buyers they are
targeting wil) want at kome.

In a more-moderately priced
home, options displayed in the mode}
are fewer; in an upscale home, mod-.

Nme Outsdm Commumhes...
Nine Different Price Ranges...
One Outstanding Builder...
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els include all the amenities, she
said. ’

" HARRIET BRANDT, presideat of -
Candle Lite II Interfors, a mode!
merchandising/consultlng  firm, In
Farmington Hllls, - said both ap-
proaches are going to appeal o peo-

ple. but the basic men:h:mdhlng
strategy is sllll adding all the fea. .
tures.

“You want p(‘ople {0 buy what
you're selling — if It's a plain Jage,
it's not going to Impress them,"
Brandt said.

Showing homes with afl the extras,
after all, is really to the builder's
benefit — a buyer who doesn't see

Ploase turn to Page 6
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Located on Walaut Lake Rmd 2 1/1
‘miles west of Orchard Lake
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Main Office: 642-4700
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