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Preface

It prevails in the real estate circle now to design sample rooms in the top-grade district. The developers often ask the interior
designer to design meticulously and construct one or several standard rooms in the project they developed, achieving the
space effects of a demonstration unit and then guiding the customer group to accept and enjoy. The usual spaces are as
follows, sample rooms showing the foiling effects, sample rooms demonstrating the perfect fitting-up standard, sales office,
district clubhouse, etc.. They have only one purpose, which is to enable the owner to live more comfortably and to better
understand and appreciate the developer's corporate culture.

Living in the society full of changes, every one of us would be attracted by many distinctive things, all the larruping of which
comes from creating. Today, you are a creation body of nature, and everybody is the producing source of miracles,
practicing all the time the ideas that never happen. Not every design can be original, however, one individual works will
sometimes be designed by several persons, but with collaboration of the group, the works is surely more abundant and
appealing.

During the past several years, our group had the opportunities to serve real estate merchants. With the trust and support of
clients, we are greatly honored that we reflect successfully our group's wisdom and untiring pursuit of art in many different
projects, the value of design is created to its maximum. Today's publishing of monograph with the book "marketing space
of real estate" as the theme marks a development course of our group's design creation; it is also a new starting point on
our design course, becoming the motivation of our constant creation.

We respectfully present several practice works chosen carefully to those who love the family and create the family, and

your criticism and comments are favorably appreciated.
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It is irrational in the operation of the project to begin
selling in haste without offering sample rooms
representing the value and true life. Sample rooms
could be made perfect and proper, be made carefully,
and even be made fashion-leading and full of life
meanings. Joyful and greatly moved while seeing the
sample rooms, whoever of the customer does not want
to have one? The first impression of the customer plays
a decisive role in purchasing. In the design orientation,
the style should be paid attention to or the individuality
should be reflected ? The purpose of fhe style
technique is to reflect value and play a leading role.
Choice of style should be clear: What kind of
environment does the target clients like 2 Is this kind of
living environment what he yearns for? Different project
orientations and target customers means different style
orientation of sample rooms. Sample rooms should not
regard style as the standard, but stress the individuality

and build the emotional atmosphere.

Relying on the operating experience in this circle for
many years, the investment scale of real estate
merchants to sample rooms is the key in the operation
of the project. Large investment in sample rooms can

save substantial propaganda expenses. The adoption

of the tact "moderate exaggeration" is a principle in
designing and making sample rooms. Namely, what is
shown in sample rooms should be higher than the
present quality and grade of life of target consumer
group to form certain contrast. Take the project of 7000
Yuan / square meter as example, the design of sample
rooms must embody the grade of 10,000 Yuan. This kind
of difference should also be reflected through
comparing with the relatively similar projects. The
merchants build the best brand image and the
customers will think their money deserved. The
difference of the grade must be reflected in

decorationrather than in fitting up.

If the project is high oriented, customers will not require
the developer to act accordingly to realize the effects
of sample rooms, but pay more attention to the visual
effects. So in the designing and making of sample
rooms, complicated fitting up will not make too many
hidden troubles. In order fo avoid unnecessary conflicts,
the project of common grade should not be fitted up
excessively, and it should reflect the style feafure

through color, furniture and decoration.

As the market specialization degree is improving



constantly, the way of designing and showing sample
rooms becomes more and more diversified. From the
design, setting and making ability of sample rooms, the
market maturity and project strength can also be
reflected. We summarize some experience for

everybody'sreference:

Show in the building: This is the most strength-reflecting
and fashionable method. Choose one floor of house
type best representing the project feature and view
characteristic in the unfinished building to make sample
rooms. This can not only reflect the managerial ability of
the project but also make customers feel truer. Special
attention should be paid not to leave the customer the
impression of disorder and of insecurity. The passage to
sample rooms should be special, the sign be defined

clearly and the environment neat and safe.

Show in the sales office: In the preparative period of
project, developers will choose to put up in the sales
office temporary sample rooms, which are constructed
according to the proportion of 1-1 of a certain type, for
the clients to experience personally the niceness. This
kind of sample rooms is generally built near the project.

For better effects, if the outdoor space allows, it is

ODEL *

SPACE DESIGN

better to make some view for sample rooms, since
sample rooms integrated with sunshine and view are
more persuasive fo purchasers. If the sample rooms are
facing toward the construction site and the view is
relatively bad, proper shade should be made in the
design of windows. There are lots of methods to make
shade, you can cover the window with the night scene
picture made of the Poly cloth, or imitate the effect of

the sunshine with light.

To those projects having no vacant lot to build sales
office and sample rooms, renting a street shop or a
hotel is the unavoidable choice. Because of the
limitation of rented area, to make sample rooms is
somewhat difficult. For the clients to better know the
project, the design of sample rooms can adopt the
splitting method, which means that the different
function areas of the house type can be shown
separately or be made in bigger proportion to make

more meticulous model.

Severalkey pointsin the design of sample rooms:

The light design in sample rooms is especially important.

Unconventional light design can be used to reach the

best interior visual effect. Light can guide the
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