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The Extraordinary Design Center 
Experience 
Five steps lo drive soles from referrals 

By BOB MIRMAN 

I
L was a brief, but memorable e11.1>erienc 

At Edi1J1's restaurant in Caho, my 
shirtsle<?vi, caught lh lines of the rork 
and sent il skittering across the table to 

IJ1 tile floor. I lrieved it, placing it on the 
labl ' gc, all U1 whll d bating wh lhcr 
the 3-second rule applied here. o need to 
IJlink about it: Within liicrally 3-4 seconds, our 
wailer appeared and quietly replaced th fork 
will, a new one. 

The waiter larer explain d 1ha1 all taff had 
been trained to look specificall)• for this kind 
of small opportunity to surprise tJ1elr patrons 
with an unexpected level of sen1cc. 

Planning the design election <!X1>eriencc 
Th r arion of small memoii , Uk ln th 

example above, can serve as Ole foundati n of 
a reputation. 

Many of your horn buyers mad the 
decision Lo purchase a new home prinrnrily 
because of the oppornmiry to stock their 
drean1 home with the latest appliances, design 
features, and L hnologies. Par these buyers, 
tJ1clr llrnc with your d ·ign consultant is at the 
very core of l11elr emotional expectations. 

Af:J a d igner, how wrll hav you planned 
IJ1e delivery of a memorable experien e for 
your homebuycrs? 

Based on urvey ·omm nts from over 2 
million homebuyers, here is a summary of 
ome of E:liant's recommended best practices 

for the dcsign-sclcclion experience. 
Goal #1: Posit:1,1e Ha,,dotr£rom Sale.� to 

Desi1P•cr 

Success in the design center is a tean1 
ev nl. It will be lgnificanUy enhun ed by th 
positive, realistic expectations set by the sales 
associate (who has already gained U1e buyer's 
trust). 

Sales associates hould hand Ute buyer 
a sp · ia.1 kind of blo and photo or th ir 
scheduled design consulLanL This bio is no 
jusl about the d signer's fom1al training bu1 
about h r family and favori a tiviti s: "I'm 
a socc r mom"; • ... two clogs"; act in local 
theatPr."Th idea is to describe many ra cts 
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of the designer's w; so the buyer will find 
some ommonalit:ies. or a sample bio, send 
rcque t to klrn@eliant.com) 
Goal #2: Reduce ,rour buyers' a,1xiety 

Regard.I - of pri point r how n any 
homes they've pll1'Chased before, ALL your 
buyers nre anxious because they really aren't 
sure what your process will entail. 

Walk them through your upcoming process, 
step-by-step .. ·" rbal.ly and in writing. G L 
them emotionally involved from l11 slarl by 
asking questio11S about thelr favorite room 
in lhc new home, how th y will use il, how 
kids will use th ir space, etc. Redu e anxiety. 

r a e t.nLst. Oriv rer rr-.il . 

The most common complaint in our design 
c nt,cr ·urv y : "high pri ·," "gouging," and 
• ... taking ad,oantage". 

Explain that some prices will be a bit lower 
or high r than retail r omm r , ites. 
Inoculate against inevitable piice-resistance 
by r viewing the benefits of your design 
selection process: 

l. One-stop shopping 
2. I: I consultarion ,vith a professional 

interior designer 
3. Assistance in selecting models, style , 

colors 
4. Better control over installation sequence 

&timing 

The buyer's perception of the VAL re of the total design selection 

e.,.,perience is one of the primary drivers ofyour customer's 

'willingness to recommend' the builder. 

Goal #3: Set r •alist:ic pre-commltatio11 

expecradons 

Prior to the initial onsultation, call the 
buyer to cover some logistical issues: How 
should llle buyer prepare for llle initial 
m ting? Bring favorite photos? How long wilJ 
the first meeting take? How many sessions 
will be n •c s ary? Pleas find an alt mative LO 
b1inging your children. 

While a phone conversation is strong! 
re mmended, most d sign rs nd up d ing 
this via email. 
Goal #4: ell t11e "8111e or your service 

BUILDER & DEVELOPER 

_ Easier vlsu3lizaU n from a tual sampl 
vs shopping on-line 

6. Additional warranty cov rage from th 
builder 

The buyer's perception of the VAL E of 
th total d ign sele tion J;.'J)erien e i on 
of the primary drivers of your customer's 
'willlngn to recommend the builder.' N
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