he Successtul

mbinat
BUIIderand

BY BRENDA L. DESJARDINS

t's a fact. Developers and builders think differ-

ently. It's nota bad thing and they are both

usually rght, but the dillisrence must be

considered In the planning of a successiul
master planned community,

Pevelopers think in teems of "dirt,” while
builders think bricks and sticks. Developers
think in a much longer lerm perspective and use
bulldozers as a meang o an end, often in more
ways than one. Builders use hammers as their ool of cholce
and view their success in a shorter time frame, usually about the
time it takes Lo design and build a small neighborhood.

I s symbiotic, often love-hate relavionship thar alfords the
apportunity for a wide range of successes and pitfalls. So can
these mindsets be melded so thar everyone including the end
useer, the home huyer comes oot a winner? With the right strat-
egy and team, the apportunities are endiess

Case in paint: The Residences at Bulle Rock in Havre de
Grace, Maryland is an age-targeled community being devel-
oped around the five-star Bulle Rock Golf Caurse, home of
thie McDonald's LPGA Champlonship

Upon completion, the gated community will comprise 2,200
homes all featuring first-floor owners’ suites, open Hoor plans;
vaulted ceiling, gavages and additional amenities for luxury
living. The sociaband reereational comerpiece ol the resorl-siyle
community isa 37,000-square-foot Residert's Cluh, featuring
g professionall-managed cardiovascular health and hiness
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center, indooer and outdoor pools, tennis courts,
meeting rooms and more
o Developers Clark Turner, Manekin LEC
antd H&S Development envisioned a master
planned community with'a mix ol condio-
minium, attached and detached single family
homes, The pre-development teatm comprised
developer representitives, market research and
marketing consultants and land planning experts. Creating

a community where “Life Imitates Vacation” became the founda-
tion for major decisions throughouwt the pre-development anc
development stages with the intention to bulld on the theme
throughout the life of the community

With an existing Zaga top=ranked goll course i place, name
recognition was established and a commaodity to baild upon: A
series of builders was interviewed for the community atd a mix
of local, regional and national builders — Clark Turner Signa-
ture Homes, D.R. Horton, NVHomes, Ryan Homes and Ryland
Hornes was selected, This bullder mix would bring a salés and
marketing expertise allowing for a breadth of product mix, mar-
ket depth and staying power over a projected 10-year lile span

While it was the development team’s jab to sell the initial
st an onsie

value of the community to the builders and esta

environment lor success
the builders
mmporiant role relaying this
message to'the consumer,
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both in onsite presentation and

olfsite advertising and market
ing efforts,

The baselinge strategy was 1o
butld on existing and regional
amenities including the Bulle
Rock Goll Course and its his
tary rich neighhorhood, as well
as the restaurants and shop-
ping of nearhy Haveedde Grace
ane the nearby lifestyle of the
Chesapeake Bay

An historic Georglan man
ston emsite allorded spectacular
views of the propery and the
Chesapeake Bay and provided

Brighton
immediate credibility and an

Ryan Homes

cupying an entire OOM was a
3=, 108-inch x 108-inch octagonal topographic model Hlustrat-
ing the entite layout of the | 000-acre community and the goll
course: The welcome center also featured r‘:ll.‘ﬁllelf\._ avideo shown
on a large plasma television sereen and 3-D madels and fabric
swatches of The Resident’s Club

Funded by the developers and builders; welcome center repre-
sentatives demonstrated the community and planned amenities
and turned over informed consumers to builder representatives

Additionally, builders centralized their presmodel sales operations

from this histore mansion 1o avoid 8 *toailer park” pre-sile envi-
ronment, Maps, signs and sequenced promotions directed tralfic

o builder models and the welcome center, (These ellorts continue

today from the restdent’s club, which now houses the topographic
model, photos and plasma TV and former welcome center stafl)
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Integral to the initial and long term success of the project
wis the appropriate procuct mix and phising Lo avoid direet
competition of builders and product on site. While it is dilficult
to-avoid all erossover, strinpent architectural guidelines and
h:.qL].u'ul_i pkan ..'l[‘l]'ll.'ﬂ'ﬁﬂti were established w control [!'I:{1I.|lh'| und
price sepmentation Lo achieve maximum .-a|15m'p|:|m'|

With changes inmarket condutons and ongoing pressure lor
comtinued performance, it wok strong beliefs in the long term
value of the project to maintain lot and home values. While the
developer continued to invest substantial capital in common
areas, amenitics and onsite marketing, including the resident’s
club; the biilder team increased advertising efforts and provided
top salés support

S0 how did this create a successhul community and create a
winming situation for the developer, the bullders and ultimarely
the home buyer? Communication and trust enabled the sales
teams Lo present the combined value of a grear builder product
and the faith m a development eam: that delivers on thelr promis-
5, While buyers had to “helieve” in the beginming ol the commu-
nity, thev were rewarded with services and amenities that ulti-
mately created an environtment where “Life Imitates Vacation.” B

Rrenta L. Desiarding 5 a development consultant for The Residences
al Bulle Rock. For more information, call 410-939-8700 or visil
www billerock.com
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