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Real Estate

When Top-of-the-Line Is the Minimum

What’s an amenity worth in a
luxury apartment? Sometimes
$100 a square foot, and up.

By NADINE BROZAN

OES it make a difference in selling an

apartment for a million dollars and up —

and up and up — if the faucets are made
of sterling silver, if the kitchen has a special refrig-
erator solely for salad, if there is a screening room

on the premises and a four star restaurant to deliv-
er room service orders day or night?

Absolutely, say real estate marketers like
Louise M. Sunshine, a believer in the power of the
amenity to corral the right buyers for any given
building. In her view, such leaps beyond necessity
can endow a building with an identity that distin-
guishes it from comparable residences.

The term amenities, as used by developers and
marketers of luxury buildings, includes not only
the fixtures and finishes of the apartments them-

Arnold Roth

selves, but the views outside, the communal facili-
ties on the premises and personal services, all of
which drive up prices.

“Fine finishes or five-star hotel services are impor-
tant in the creation of a lifestyle, enable us to tar-
get our market and the buyers to justify their pur-
chases,” said Ms. Sunshine, who has helped shape
more than 50 buildings in the city since establish-
ing her firm, The Sunshine Group, in 1986. “They
create enduring value for a building and an ability
for that building to appreciate in value over time
because those amenities are important to buyers.”






