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What drives a
classic car collector?

by Jeff Wise
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ONIE CAR collectors are born that

way; others find the passion over lime,
Designer Tom Samel counts himself unam-

higuously in the first category. “Twas born
loving automobiles,” says the veteran resi-
dent of the Hamptons, New York City, and Palm Beach.
“My [irst word was ‘Ford.™
However Lhey come Lo the pastime, what connects
all elassic car owners is a passion for machinery and the
freedom of the open road. This is an investment class
that can transport you, in every sense of the word. To be
sure, chasing cars isn't for everyone, There’s no guaran-
tee that values will appreciate over time, and keeping
old-timey rides in roadworthy condition can require a
steady infusion of cash. "Plan on spending alot of mon-
ey,” Samet advises. On the other hand. you can't put the
topdown on a share of Apple stock and take it fora spin
on awinding Long Island road, as Samet likes to do with
his 38-year-old Fiat Spider.
“These are machines. Theyre meant to be used,”
agrees Jefl Einhorn, the car enthusiast and attorney

who cofounded the annual classic-automobile event The collectory
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Bridge (see sidebar). “The fun part isn't getting in it to

make money; it’s meeting people and getting on the road.”

There are almost as many approaches o car collecting
as there are collectors, Some are drawn to the supercar
that captivated them in their youth: others want to
lovingly restore a picce of yesteryear to its former state
of perfection. And then there are those like Samet who
can't quite articulate how this thing works. “I drive past
a dealership and a car calls out to me,” he says. “Usually
it will be dark hlue, There's something ahout a dark blue
car. Put ared stripe on it, and it looks like a boat”

Whatever that ineffable quality is, Samet believes
that possessing it in automobile form helps him define
who he is. "My cars speak about me,” he says. “My
energy. My style.”

As someone who designs inleriors for wealthy clients,
heis anexpert at helping others find and develop their
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personal sense of style, and often finds himself using
that expertise Lo advise first-time car collectors. “Clients
come to me and say, ‘I've always driven boring cars: now
Twant one that’s tun,™ he says. "T look into their eyes,
and their pocketbooks, and help them find something
that makes them happy.”

GETTING STARTED
Samet advises would-be collectors to take their time and
research the market carefully. Older vehicles have alot
more quirks and idiosyncrasies than today's robot-built
models, and it's essential to check out each potential
purchase thoroughly. “It’s like going on a date,” he says,
“You have to kiss a lot of frogs.”

Einhorn recommends eschewing heavily restored
cars in favor of those that have all their original parts,
even if they look alittle more worn. “Unrestored cars
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drive better. They were put together at the factory by
people who knew whalt they were doing” he says, “Plus,
the idea that you're sitting in the seal that every owner
hefore you sat in—nothing's cooler than that.”

Samet. who once owned 11 cars, has since pared his
fleet down to seven, and organizes his schedule so that
he can drive them wherever his work requires, “I'm
lucky that I'love driving” he says, “It’s the only time of
the day I'm by myself and not distracted. It's a selfish
time.”

At his age. he figures he should be plumping for alux-
urious, well-cushioned ride, but far some reason he gets
the most pleasure out of his beloved Spider, which has
neither power steering nor power brakes. Once again, he
is at a loss to explain his heart. “I've gotten more plea-
sure out of that car than lever imagined,” he says. “IUs
surprised me how much [ love it.”
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