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Design for the Sample
Apartment House

R/ HL/ ERgT

1979 ERGTFRBEARFT L

1981 BIFCERNSITERAT

1986 BRIFMCENITERAT, HBfE CEO

1994 TR IATEBHRERIRE, KAKXS

1997 FTRFTEFRAGGBIR R L RIRE, BEAS

2000 STREDNMBRFRRERDRIE, KOS
M BB ATCEO,

1979 B.A. Department of Ceramics, College of Fine Arts and Design
1981 Established Shinhwa Interior Co., Ltd.

1986 Established Shinhwa Interior Co., Ltd. Took office as CEO
1994 Completed a course at the Graduate School of Business Administration, Yonsei University
1997

Completed a course at the Graduate School of Journalism and Mass Communication, Korea University

2000 Completed a course at the Graduate School of Live and Environmental Sciences, Yonsei University
Presen CEO, Sinhwa Interior Co., Ltd
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Today, the circumstances for sale of apartment houses to be built. i.e. consumers' situations and
housing construction environment are rapidly changing in Korea. Accordingly, housing construction
firms' strategies to sell apartment houses to be built are also changing in their directions and scopes.

During the boom days in real estate market in the past, the apartment house market was supplier-
centered, i.e. apartment house construction firms. But there was a sudden change in the market due to
the national economic crisis triggered in 1997. Thus, housing construction firms' strategies to sell
apartment houses to be built must be different from those of the past. In particular, they need to realize
again functions and roles of the sample house in terms of making most of it. The sample house must be
recognized as the forefront for sale which should be consumer-oriented and where various presentation

techniques must be applied, not just for showing the apartment to be built.

The sample house is the space where housing construction firms can provide information and materials
about their products and themselves through direct PR and sales promotion and they can lead
consumers to understanding of their technical superiority over others, quality and excellent
construction ability. It is also the space where they can call consumers' attention to the effective value
by choosing their products along with their company images, thus a place of exchanges between
companies and consumers.

Hence, now that the sample house must play a role of the place for direct exchanges between

construction firms and consumers, possibilities for exchanges must be concrete and practical. That is

FE{E=ig 5
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to say that consumers should be able to understand and accept them with all sense organs while
construction firms must have a strong persuasive power using all possible media and services.

For that reason, the sample house is used as a direct and indirect means for sales promotion by
providing consumers with information and materials about the construction and housing market.
Construction firms must make most of if to attract consumers to buy apartment houses to be built by
displaying finishing materials and providing services related with sales and convincing consumers of

their superiority and economical value of their products.

The sample house is not just a place to show what will the completed apartment house will look like
but also not to provide various services related with housing and to express their ideals and business

policies, thus to show their visions for creation of new housing culture.

The recently wide-spreading apartment houses is a vertical concentration of living space, which is
supposed to solve problems related with overpopulation in the city such as lack of land. housing and
various public facilities as well as traffic problem.

In Korea, apartment houses began to be built in 1965, and deluxe apartment houses began to be built
on a large scale in mid 1970’s. At this point of time, the sample house was introduced with the aim of
promoting housing products and displaying the living space to move in and has become a new

architectural culture in the meantime. The aim of the sample house is to show in advance the structure.
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the size, materials and facilities of the apartment house to move in. thus to promote housing products
and to lead consumers to a right choice.

In this regard. the sample house offers a possibility to get consumers’ evaluations before selling
apartment houses by building up the exact the same house as the actual one to move in and showing in

advance the public and potential buyers real finishing materials, surroundings and infrastructure such
as roads.

With the introduction of the sample apartment house in the 1970°s. the general understanding of the
apartment house got improved; the culture of the apartment house was widely spread in the 1980's

major companies began to operate the sample apartment house as a specialized regular pavilion in the
1990’s.

It has undergone a number of changes since its birth.
With the advent of the 21st century, it has got multi-functions such as a place where the company and

consumers meet while it used to have an image of a temporary event for consumers to have a preview
of products before they purchase them.

The original function of the sample apartment house was sales, but now it is changing into a space for
construction companies to convey information about their products and promote their images mainly

aimed at housewives. Furthermore. the big trend is to make an open space out of it to which residents

EiE=E 7
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in the neighborhood have an casy access and to reinforce its function of information to cope with
digitization and to give it an environment friendly concept.

While the sample apartment house used to be aimed at an economic function, i.e. sales, attempts are
being made to make a space out of it where intangible values of products are traded. In particular. in
terms of a company's marketing, the main concemn it to create a differentiated image of the sample
apartment house where consumers' direct purchases are made.

It used to have an image of a temporary building for presentation of housing products. However.
today, permanent housing exhibit halls, community sample houses. sales offices of apartment houses

are itemized new forms of the sample house, thus its roles are being diversified.

The permanent housing exhibit hall is aimed at PR of a company's image and services as well
education through housing consulting, thus company PR and sales. Its public character as an exhibition
hall for sales targeted at potential purchasers and education as well as events in terms of company PR

is emphasized, so that it makes residents in the neighborhood feel friendly toward the company.

The community sample house is mainly aimed at sales promotion by exhibiting materials related with
housing for consumers. In it, the structure of an apartment house. features of finishing materials and
interior design, sales prices, development potentiality of the area and conditions of location are

presented to consumers, which could lead them to actual purchase of apartment houses. It is a
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marketing strategy with sales promotion by displaying the real living space, finishing materials and

related information in the sample house which is a media between construction companies and
consumers.

The sales office of apartment houses is aimed at sales promotion as well as actual sale. It functions for
contract services by providing information on the structure of the apartment house, finishing materials
and so on when the number of apartment houses to be built is small or the importance of the complex

is low. It is operated by a small-sized housing union and accepts applications for apartment houses
from the union members as well as non-union members.

Although there are several forms of the sample house, all of them are a place for selling products and
company promotion, which is its basic concept. With the advent of the 21st century, big construction
companies began to operate housing exhibit halls where their housing construction projects are all
displayed, thus presents a new kind of exhibit space. As the living standard is being raised. consumers
tend to prefer pleasant and comfortable living space. To meet these needs. construction firms use

luxurious finishing materials and outstanding interior designs which are now indispensable.

The sample apartment house is rapidly changing to keep step with demand and supply of apartment

houses and the developing national economy. Each construction company is making efforts to

BEB{Ez0E 9
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differentiate its own sample house by upgrading the quality of construction materials and diversifying
them. Construction market is rapidly changing as the national economy and real estate market change.
Construction companies used to have a size-oriented PR strategy, but now they are aimed at company
PR by upgrading their strategies and providing value added services. They use sample houses as space
for direct sale of their products by exhibiting materials and providing services related with sale of
apartment houses. The sample house used to be supplier-oriented, but is now becoming consumer-
oriented.

A new image of the sample house is now emerging because it provides integrated services,
information on real estate market and events while it used to be a one-dimensional space for simple
sales, contraction services and administration of those who are supposed to move into newly built

apartment houses.

Recently, consumers are getting more and more interested in the living space. To cope with this,
construction companies are conducting researches about the apartment house's inner atmosphere and
trying to diversify it. They make efforts to create effective inner space of the apartment when building
a sample house. Accordingly, the functions and roles of the sample house are increasing. Its design and
construction are aimed at raising consumers' recognition of it. Thus, its exterior is decorated with very
symbolic formative art objects. Because it is a temporary building to be used only for the sales

promotion period and does not violate any construction regulations, the exterior design and form is
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relatively free of limits. If this advantage could be well utilized, the sample house could emerge as a
new form of building.

Now that the durability is not an important issue. studies on methods of construction and details for an
economical construction are necessary. Because in the housing planning and its realization, the time
for selecting a building site for the sample house and decision making about the construction
conditions and also the time for design and construction work is very short. the project is obliged to
proceed in haste. which is the biggest shortcoming to be improved for the perfect design and precise
construction. 1f this problem is solved, the sample house could be established as a new form of
building.

‘The sample house used to be deserted after the sales promotion period. If it can be used as a space for
a community. it can have a new irnage, rather than that of a temporary and deserted image and also
contribute to creation of a new space.

A number of architects and interior designers have been attempting to present beautiful and pleasant
living space so far. However, in case of apartment houses and other public living facilities, only the
problem of effective use of space was solved and the importance of interior design is not taken into
consideration due to low budgets for interior construction. In the meanwhile, consumers are getting
more and more interested in the environment of living space as the living standard is improving. Thus
the uniformity of apartment houses is being avoided and a specific interior atmosphere for one's own

tastes is preferred. I hope that the sample house will be regarded as a new form of building.
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AZ% [7(89%) Living room(69py)

i  it: NEED 21 Co, Ltd. - Yu. Jeong han (69py)

Moonhaus Co.,Ltd. - Park, Seong chil (77py)

Yiin Co.. Ld. - Ko, Sung ho (88py)

#® T YINCo.Ld

ERER: 6,612m?

RATR: 1,548m’

HEHHE: B/ XAXER, ABE

EE/EE

R VP K

14 &tk

Design : NEED 21 Co.. Lud. - Yu, Jeong han (69py)

Moonhaus Co.. Ltd. - Park, Seong chil (77py)

Yiin Co., Ltd. - Ko, Sung ho (88py)

Construction : YIIN Co., Ltd

Site Area: 6,612m"

Built Area : 1,548m?

Finish : Floor / Natural Marble, Wood Flooring

Wall / Wall Paper

Ceiling / V.P. Wall Paper
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Living room(69py)

Progressive Natural (69py)
This type introduced the concept of the second house in the design and thus has
the characteristics of a resortel. It expresses well-ordered lines spaces with urban

sensitivity and a modern design. Natural materials and silk express the simplicity
of spaces.

Basic Elegance (77py)

This type targeted for women in their 40’s - 50’s who has social status and
economic power was designed to be an optimized living space where one can
feel the elegance and refined temperance. A feminine silhouette felt rather on
sides than on lines and fabric touches create a soft and opulent atmosphere.
Korean Sensibility (88py)

It expresses the Korean mood and esthetics as well as modern comfort and
elegance. The entrance is decorated with a shoe cabinet inlaid with mother-of-
pearl, traditional patterns and wood floor. The bedroom is extensible 1o the living

room, and the large pair glassed window maximizes the visual openness.
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