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TRIGGER AN EMOTIONAL EXPERIENCE.

Shopping for a home on the Internet has changed the way we all do business
today. However, any experienced designer will realize that the first impression of a
community can also make a lasting impression. Therefore, all potential views of the
community - from the developer’s Web site to the view the potential buyer sees
through the windshield of a car - must include high-impact elements as well as
subtle details that customers will carry with them throughout their visual experi-
ence. These elements, such as the architecture of the homes and the placement

knudson gloss|architects

Stolen spaces are those areas of a home that are sometimes overlooked, yet easily trans-
formed into a wonderful design element. These spaces should be thought of during the design
stages, yet are often discovered while doing frame work. Capturing un-used space is a great
| way to set off a house and turn a good design into a great one!
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of trees and shrubs, help build the

community’s identity. A community’s
iconic identity is further reinforced
through marketing components like the
name and logo that are strategically

| and thoughtfully designed to embody
the community brand.

v ehanwith-a i e B e o W i BRING A COMMUNITY TO LIFE.
ik Iivia ol 6 cieden & ittt s PSSR Before creating a community brand,
designers must remember that the
Please see our website for monthly full-size, printable “Letters of Design” buyer is taking a chance on an idea he
s or she believes will be worth living. Ask
yourself questions to assure you know
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your audience: What is the

price range the community can
withstand? What are the expected
lifestyles of the buyers? Are there
specific construction budgets
established for physical branding
elements? What will be the first
phase of branding elements
completed in the community

for initial marketing impact?

The answers to these and other
questions will help establish the
community’s quality, character,

color palette, style and overall approach to brand develoﬁmbnt, In the long term,
quality time spent early in the process to create a community brand is priceless. A
well-branded community with a clear vision will weather changes gracefully and be
adaptable to market challenges and changes over time. The ultimate success of a
community is measured by withstanding the test of time. @

Mitch Black is a principal with Norris Design. Email Mitch at mblack@norris-design.com.
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