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Introduction

« What 1s an Amenity?
* Role of the Amenity in Master-Planned Communities
 Understanding Buyer Psychology and Who Benefits

« Genuine vs. “Artificial” Amenities: Defining Characteristics



What is an Amenity?

ame-ni-ty \o-me-no-té\ noun.

any tangible or intangible benefit that defines a property’s brand in the
eyes of the consumer, by increasing its attractiveness, value, comfort or
convenience.

ame-ni-tize \o-me-no-tiz\ verb.
to create a package of benefits that will motivate buyer commitment
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Role of the Amenity in Master-Planned
Communities
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Who Benefits?

“If  move here...

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii

3 benefit ...my kids will be ...my family will be
smarter.” healthier, less stressed.”

-------------------------------------------------------------------------------------------------------------------------

B program quality education, convenience, leisure
learning opportunities
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b amenity school, nature trail with va'ellness center,
interactive exhibits neighborhood retail

.........................................................................................................................



Define Your Buyer: Lifestyle Trumps

Demographics
10-year old boy in...
> household prDﬁle hlgh]y EdUCHTEd, ...middle-income, two
aflluent family working parents
structured, individual safety for unsupervised
) buyer criteria instruction; sensitivity kid; sensitivity
to quality to HOA fees
> amenity tennis courts, soccer afterschool, non-profit
training field recreational center
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Genuine vs. Artificial Amenities

CHARACTERISTICS

« accessible

* customized to community
needs

* high social value

* distinctive branding tool

isolated location
generically designed
seldom used

low marketing value

L]

neighborhood
pocket park

inaccessible open space }
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Conclusions

Amenities define the brand; drive sales and marketing

During cycle peak, they may yield diminishing returns

Know your buyer, then create package of benefits

Beware of “artificial” amenities that consumers don’t actually use
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