LUXURY RESIDENCES
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- DO THEY HAVE A CHANCE?

Thee miost popukar segiment in the houseg market loday deady consists ol
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PP: is there a lot of interest t-‘lmﬂaﬁmkmnry
housing?

DP: The inierest i&lm:ur'pr hﬂus:ru; in the Crech
Eﬁmlﬂi( Has dwa’ars been, is and will be
However, luxury hﬂusmg i5. & relative lerm
we prefer deqa;gnaﬁnnﬁ like: high quality and
ex-ceplw since the portiokio and availability
are limited. Like: the rest of the market, even
this segment was understandably atfected by
the crisis. The reason for the decline in sales
was mainky due o customer uncertainty about
fture property values. The past two years have
shown that, unlike the markel average, high
quality propertkes in premium locations under-
wentl only minimal price cotrections, on the
order of one percent, and since aulumn 2010
we have seen a signilicant rebound in demand
and increases in sales

OK: Whatever the gradual recovery in
the housing market, there is no long-
lerm turbulence In the demand [or
luxury apariments and houses or lor

premium real estate. They remain constant

to ils enﬂ has mllueﬁrd. alsoThes
ment of the luxu::.' aﬂﬂ abovess

residential- property. Cueatly,
clearly feel a recoverny of Tnte
Central Park Prague. Properties HHW’! Mt feces
sarily luxurious but offer high standard of fiving =
alfordable prices ae rediscovennig thair client
base. The sales pracess today is langer, because
rustomer ane taking mode tirme to consider (hei
choices, ta compare deals and negotiate discounts
before reaching thelr decisions. But finally, 1he
chasen Iiving afways has 10 touch the hearl” ol
its fulure owner.

PP: A comparison of fuxury residences across
Furope?
0K : Customer requirements in the Czech
Republic are more sober in compatison
1o olher European cilies. The only com-
mon reguirement is twenty-four howr
home and garage survelllance; olherwise the wis-
hes of prospective buyers of luxury housing vary
from case Ie
peapie in higher income brackets are more careful
abaut their spending. Some think fitness centers

case, In the Crech Republic, even

| RN: Thie pesiod of u:sﬁ which is comings

§ﬁng 19 compae lhe sﬁlr' of apartments in v
" (zech fegions. Those interested o living in ,;['II._-|-- |

cities gften have no idea whal the standasd is and
therelpre what 1o ask for

DP: Our expenence suggests that the local marke!
5 less dermandang in comparison 1o Western Europ
(Chents, however, are quickly learning what quality
living means and those property developers wi

wanl 10 scode long-lern success n this segment
will have 10 bring tmeless and modern pic

the markel. We expet! the marks] W undengo g
Wil peermivem Riowsi
detters from ordinary howsing only 1 terms of pr
and location, Howevey, this is a long process and 1l
markel is relatively small, Accordng

tes, [hu“i,' ae only a lew hundred new dwelling
per ye,
1o five yesrs

ater diversification over ime

W awr estima

r, and every project usually takes from thie
o complete.

RN: Genetally, (he clients requine secunt
pivvacy and a wide portfolio of seric
A recephion with 24-hour perfor

foes without SayHI). LT DEISONNE! A
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PP: je v soufasné dobé zdjem o luxusni
nemovitosti?

DP: Zaiem o luxostl nemovitost v Ceské re-
publice vidycky byl, je a bude. Nicmeng luxus-
ni nemovitost je relativni pojem - preferujeme
splte ornafenl kvalilnd a wyjimedne, nebot jejich
| tento seq-
menl byl pachopitelng zasazen kiizi, podoboeé

nabidka a doslupnost e imitovana

jako zhyiek trhu. Divodem poklesu prodeji byla
zejmeéna nejistota zakazniki ohledné budouci
hodnoty nemovitosti. Uplynule dva toky ukazaly,
Yo u kvabinich nemovitosti v premioych loka
litdch, na rozdil od proméru trhu, doslo pouze
k mimimalni koreke cen v Tadu jednolek piocent
a od podrimu 2010 podofujeme vyrazne odiven
popldvky a narist prodeji

OK: Byl dochdel k postupnému oFve

vani trhu s byly, v s el luxusidch

N

bytid, domuo & pozemkd se ¢ diouhodo-
bého pohledy 7adneé turbulence neko

najl, poptavka se udrzuje na kanstantni vysi

RN: Odeznivajici krize se dotkla i seq

mentu- luxusnich a  nadstandardnlch

nemoyvitosti. Oviem o naseho projektu

tentral Park Praha jii nyni pocifujerne jednoznal-
né ofivent zapmu. Nemovitosti, kKleré nejsou tim
rejvySsim luxusem, ale nabizeji bydlent ve vyso-
kém standaidu a plitom za dostupné ceny pro
khenty, 5 toliz movu nachazefi své 73/emee, Pro-
ces prodeje ale byva rnyni delsi, protode 7akaznici
mnohem déle svi) vybér 2vakuji, porovnaval ha-
bidky, vyiedndvaji o slevach a rozhoduji 32 Na-
konec ale vidy platl, fe vybiané bydleni musi
Jprosté chitit 2a sidee”

PP: Porovndni fuxusnich nemovitosti rezidencd
napiit Evropou
oK; V Ceské republice jsou pola

klientd stiizhveisi v porowns

Tavky

evropskymi metropolemi. fedingrm dnes

bé&tnym potadavkem je {yhadvacell

hodinovd ostraha domu 1 garaZl, jinak se planl
Zapemol o luxusni :_1-,-1II+_-J:| I3t plipad od plipadu

vV Cesku jsou lidé | wybdich pi

domu, pro jingho pledstavaje rhylednol

v podobé poplatkd. Pro sajimavost plidavam po

—

e — ool W

cvedons pledoiavit, €0,z standaid vilbec mo-
hed- 2. majf poredobat e

it dihe sasich arusenostl je lokalnl rh v porovng:
s fapadnd Bvropou prozatim meéné ndrocny. Ki-
il S veak-ryehie uth, oo anamesd kalitni bydiend
a develdpen, pokud budou chitit v tamio segmentu
diouhpdobs Uspet, budoy musel plindset na trh
nadddsove a modenl piojekly. Medpokdadame, le
postupnd dajde k vettl diverzilikact trhu tak, aby
se-dptkowe produkty nelidily od tech padmémych
jer Inkabtou & cenou, jednd se viak o diouhodoby
proces, iy @ pomémit maly, die nadeho odhady
{adove stoviy novych byt iolng, a realizace kal-
dithio projekiu trvd obvylde W o pét ket

RM: V tdsadd plall, te kienti w2aduji
berpedi, soukiomi a nabidku sludeb
Samogiejmosti @ non-stop  recepoe

YV natem piojekiu hovodi pi "|L|J|l'ﬂ'r'
personal minimaing dvéma svétovymi jazyky
khientl 1 Ruska ocefuji pledeviim ostrahu a bez-
pedné soukrome rahrady ¢ parky. Zapadni klien-
tela pase vitd pestrou nabidiku sludeh. Pro viech
ny kllenty je piijemnym pestienim napr. kavidma
pfimo v projekiu



e

specially trained and speak at least two world lan-
quages. Clients ffom Russia particularty appreciate
sequilly a&wé]i ms@pﬂh&gﬁfﬂsﬁ and parks.
Westem W‘_mﬁéﬁﬁeﬁ mi.‘le fange of servi-
@,MFMM{hémsmkﬂmea{a#é within the
project.

PP: What locations are under consideration for
developing fuxury apartments?
O Funry apartments are miainhy soc-
cesstul in Prague and in & good array
of dusters within: commuiing distance
o Prague. For a premium project, pen-
ple are willing to commute up to 50 kilormeters
oy work:

RN: Properiies
pically find chients in bigger cities, par-

with high standard 1y

ticularly in Prague. It's difficull to spe-
cily a particular location: 1he site

simply has o be attractive for the prospeciive

buyer. A good connection to the city centie &5
necessary; shopping opporunities as well as
the letsute time centres with an olfer of emler-

.«’F‘“ P ammas

n quhhn' |:hnnd 100

©P: Within Prague itself the: pessibelifes ol con

struction (0 the: histonic center {Maﬁ -.Slrana_ Ok
Towni...) are considerably fimited, and so develop

mient involves tocations with complete fnfiastuclis-
e and within walking distance: lo-the tenter, such
as Semdchow and Vinoresdy, Mext comes: premum
residential locations with 3 Jong tistorg paroulornly
in Praque 4 {Podll and Brank), Prague 5 (Hieben-
ky}, and Prague & {Hanspaulka, Ofechovka, Stieto

vice, Bubened, and Blevnov), In the medium tesm,
we consider some riverside locations m Karlin and
HeleSovice as good prospedts

PP: What do luxury apartments useally have?
BP: In general, natural materials (wood, glass,
e withe supernion design and

slone,.. ) in conjuncli

ms ol brand, the selection is

craltsmanship. i
refatively extensive and depends on the tastes
of customers

O Spacious, airy and bright rooms are
DvEf(éivE*d as luoounious. Most lusury apart
ments have wooden lloors and use marb
lie; glass and solid veood in common aeas

RM: Generally speaking, petentia
| buyers are much more oriented today
towards high-quality materials and de
signs; such as real wood, concealed

-h:inges, veneer doors; they also. prefer patural

haht in bathrooms, etc,

PP: What marketing, if any, works?

BP: The tamet group s relatively namow; no moe

than a few: thousand potential customers in o op

nwm,lgﬂiﬁsegfnaiﬂm best marketing s cerlain
el

;\nd 50w ilvest oun

EY ||1L9Ir-|1 by wndividual approach by each custormers

OK: Markeling of course works, bul 1a
tional dedsion-making applies maor
so when buying property than anywh
1e else. People don't let discounts

bonuses lure them into |,'u','|!:qJI an apartment not

lo their liking. At present, the most importan
means ol getting the word out
through
Wi d
second place, A link between individual marks

about a project |

an online campaign. Print media, whict

musl three o four years ago, is now |

ting activities and events works very well for s
We also offer our chents, for example, the serv

ces of a residential architect in the price

RN: Basic markating tocds ke advertising
: PR, direct marketing, and ofganiin
§ events also work in this
foor

category But i

portant is 10 s on addressing th
it target group Perso

Lm Customer ca

al refationships and pred

e are more refevant hee



“klienty néjdou spide ve vetsich
méstech, predeviim v Praze. Tézko se
konkrétni misto, lokalita

g;jég)y umoziovala snadné spajeni do stfedu més-
dobfe dostupné musi byt i nékupni moznosti
kam lze vyrazil za zébavou, kulturou,
i relaxaci. Samoziejmosti jsou obcho-
, skoly a Skolky v okolf.

f
iDP: v ramci Prahy se kromé historického centra
:(Malé Strana, Staré Mésto...), kde jsou moznosti
vystavby znatné omezené, jednd o piné rozvinu-
té lokality s kompletnf infrastrukturou v pési do-
stupnosti centra, jako napf. Smichov Gi Vinohrady.
Déle pak prémiové rezidencnl lokality s diouhou
historii, zejména na Praze 4 (Podoli, Branik), Praze
5 (Hrebenky) a Praze 6 (Hanspaulka, Ofechovka,
Stiesovice, Bubenet, Brevnov). Ve stfednédobém
~ horizontu povazujeme za perspektivnl nékteré
pobiezni ¢asti Karlina a HoleSovic.

PP: Jaké materidly patii k luxusnim bytom?
DP: V obecné roving priradni materialy (drevo,
sklo, kdmen...) ve spojeni s kvalitnim designem
a odpovidajicim femesinym zpracovanim. Z hle-
diska znatek je vybér pomémé siroky a zdleZi na
vkusu zékaznika.

% OK: Jako luxusni jsou vnimany prostor-
né, vzdusné a svétlé prostory. Pro lu-
xusni byty jsou typické vétdinou dievé-
né podlahy a vyuziti maleridld jako

RN: Obecné plati, 7e potencidlni kupei
sou dnes mnohem vice orientova’n@@a
kvalitni materidly a provedeni, négfﬁ
pravé dievo, skryté panty, bezfalcové
dyhované dvefe; preferuji také pfirozené dennf
svetlo v koupelnéch apod.

PP: Jaky marketing, zdali viibec néjaky,
funguje?

DP: Cilova skupina je relativné t7ka, dle naseho
nazoru se jednd fadové o tisice potencidlnich
z8kaznikd. Za nejlepsi marketing povazujeme
v tomto segmentu urcité osobni doporuceni,
proto investujeme Usili & prostiedky do bu-
dovani dlouhodobych vztaht s nasimi klienty
a obchodnimi partnery. Zakladem je 3pickovy
prodejni servis a zcela individudlnf pfistup. ke
kazdému zékaznikovi.

'T“_ﬂ:m&”:‘g:arkeﬁng samc}z’féjrﬁ‘é funguje,
¢ ~ale-ptlndkupu nemovitosti rozhoduje
_ fArionalni uvazovani vice nez kdekoliv
P jinde: Lidé se nenechajf nejakou sle-
VOU‘Té@-‘bUﬂUS’VEm zlékat pro byt, ktery jim-nevy-
hovuje-V-soutasné dabé je nejdilezitejsi pro
propagaci—projektu on-line ‘kampan, tisténd
média, bez kterych by se pred tiemi - tyfmi
lety nikde neobesel, jsou na druhém misté.
Nam funguje velmi dobfe propojeni jednotli-
vych marketingovych aktivit a akei. Svym klien-
tim nabizime napfiklad sluzby bytového archi-
tekta v cené bylu.

' RN: | v této kategorii projektd funguji
bézné naslroje marketingu - reklama,
PR, direct marketing, pofadani even-
td. Dolezité je ale dobré zameéreni,
aby byla oslovena spravna cilova skupina. Vice
tu funguji osobni vazby a nadstandardni péce
o klienty.
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