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IN SMALLER SPACES

For a variety of reasons, such as the shilts in the new home market, the high overhead of some
locations or strategic priorities, many new home builders choose to go the route of a smaller
design center. The good news is the opportunities those smaller centers can offer for both
designers and homebuyers by finding ways to create a boutique design experience for their
homebuyers with smaller, creative studios.

Marketing researchers estimate that
we, as consumers, are bombarded
with an average of 5,000 market-
ing messages a day. There are more
marketing vehicles than ever - and
more options than ever. As con-
sumers, we have become experts

at blocking and filtering. Marketers
are increasingly challenged to find
ways to Teach us. When it is time
to make our selections, we have so
much information - and disinfor-
mation — at our fingertips and so
many choices that we often find it
easier to put off making a choice.

BUILDING A BOUTIQUE
DESIGN EXPERIENCE
Increasingly, consumers are choos-
ing the boutique experience in
everything [rom retail to selecting
a hotel. As a reprieve from infor-
mation overload, less is truly more.
That approach can translate to new
home design centers; homebuyers
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appreciate it when the hard work
of culling the wheat from the chaff
has been done for them. The 80720
rule — that 80 percent of your sales
come from 20 percent of your
products — still holds true, and is
a great starting point for defining
your offering in limited spaces.

Have your supplier partners
give you reports on their top ten
sellers for your area in each product
type. Supplement that with a hand-
ful of new fashion items and prod-
ucts catering to the demographics
of your dilferent communities.
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The biggest challenge for new
homebuyers is not being able 10
visualize their selections in a real
environment, but that doesnt
mean that building twenty kitchen
vignettes is effective or practical
Even if it were, it would not show
all of the possible options and un-
limited combinations, and it would

o carpet

it desk d:mbhng as a cabinet display.



This kitchen vignette illustrates

different colors, quality of construgtion

and accessory aptions.

overwhelm the customer.

With a lew small vigneues,
homebuyers are able to view d
sign  concey ialty options
onstruction  features; with
, virtual models, and room
scenes, they can visualize theme
and color combinations and th"]‘l

mod
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design consultants are critical
ying informa

tomers in a manner thal is simple,
visual and unique. It is easy to be-
come overwhelmed by the number
of choi nd it is quantitativ
impossible to learn absolutely ev-
erything about every option. But
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il the homebuyers trust the person
they are working with and believe
the designer knows what he or

is talking about, they will be
comfortable with their purchase

creating design  concept
boards reflecting different themes
and color paletes, will
be able to idenuify

clients

ners to un-

derstand the [eeling and style they

are looking to evoke in their home

Culling your offerings, creai-

ing efficient vignettes to sell the

concepl color, using cre-

and design concepts

and providing professional desi

guidance are the key

ing your merchandising in smaller
studio environments.
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This single bath display
Jeaturess three cabinet & hardware combinttions,

s, materials and edge treatments
mpact space.




