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FOREWORD 

What value can be attached to design 
in determining its contribution to the 
value of a development project? This 
question has been asked over and 
over again: by design professionals in 
marketing their services, by project de
velopers seeking to maximize the effec
tiveness of expenditures that will yield 
profits, and by the providers of financ
ing that look with some jaundice at 
any request for funds where they can
not easily measure results. 

A consensus has always existed 
among many design professionals and 
developers that good design makes a 
significant contribution to the value of 
a development project. But how signifi
cant? And can it be quantified? 

To the extent that the contribution 
of design can be measured in cost sav
ings, most often referred to as "value 
design" or "value engineering" the mea
surement of the contribution can be 
quantified. But good design can add cost 
both in terms of the cost of skilled de
signers and the cost of the design itself 
over a plain vanilla version. At this 
point measurement becomes more dif
ficult: when additional expenditures 
are made for design, for the design's re
quired materials and finishes, and for 
design amenities that can be justified 
only if they result in a higher sale price 
or higher lease rate that exceeds the 
added costs, or in the maintenance of 

long-term value. The difficulty expands 
when one recognizes the need to isolate 
the value of design from the value of 
location, the value of timing, the value 
of marketing skills, the value of associa
tion, and other factors that create value. 

ULI. as an organization, has long 
asked all these questions. The Institute's 
very existence is based on the belief 
that good or superior design and devel
opment strategy creates value; as an or
ganization, it counts among its mem
bers a high proportion of those who 
support this tenet. But mutual belief by 
leaders in the development community 
is not enough to convince and convert 
nonbelievers who would prefer to 
base their decisions on factual evidence. 

Thus, ULI was delighted when the 
American Society of Landscape Archi
tects (ASLA) asked ULI to seek, 
through a disciplined research project 
an answer to the question of the value 
of design. Through case studies of proj
ects where a commitment has been 
made to design as the creator of value, 
researchers would determine whether 
common threads could be identified 
that set those projects over the rest of 
the field and would explore the feasibil
ity of measuring and quantifying the 
increment of value created: an ambi
tious undertaking. 

The results? We found no magic 
measurement systems, no easy quanti-

fication, which is not a surprising re
sult when one remembers how long 
the basic hypothesis has stood un
proven by rigorous scientific research. 
On the other hand, this book clearly 
provides evidence that good landscape 
design, site planning, and amenities 
generate added value in a variety of 
ways with some measurability. We 
found no absolutes except that good 
land use and development have al
ways been an art not a science. And 
when even science must rely on secon
dary observations to support theory, 
how can an art form be expected to 
do any better? 

This outcome does not vacillate 
from belief but recognizes that impre
cise measurements and assessments 
have great merit and can be used in 
decision making for development. 
They can help determine when and 
how much expenditures for design can 
add value, in relative if not absolute 
terms, and how relative value can be 
measured to some degree. 

This book makes its own case. Be
cause efforts like this one are infre
quently funded, it could stand as a 
landmark effort. It also lends itself to 
proselytizing the belief that value does 
come from design. 

Frank H. Spink, Jr. 
Vice President/Publisher 
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INTRODUOION 

VALUE 
BY 

DESIGN 
· LANDSCAPE, 

SITE PLANNING, 
AND AMENITIES 

A hypothesis has long existed that money spent on landscape 

design and site planning will provide the developer with suf

ficient financial return in terms of the project's increased 

financial performance to justify the added cost of development 

Further, projects that incorporate high-quality landscape de

sign and site planning are commonly believed to retain their 

value better and to contribute to the quality of life of both 

the eventual users of the project and the larger public long 

after the developer's role has ended. This research, under

taken by ULI-the Urban Land Institute with support from 

the American Society of Landscape Architects (ASLA), is in

tended to qualify the validity of these commonly held beliefs. 

The research summarized in this book was obtained from 

case studies documenting both quantitative and anecdotal 
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The Woodlands 
Located outside the Twin Cities on a 72-acre partially wooded site, 

The Woodlands achieved strong identity and market acceptance by 

paying careful attention to site planning, preservation of natural 

resources, and landscape design. Evidence suggests that lots receive 

about a 1 0 percent premium that can be attributed mostly to the 

project's image, site planning, and landscaping. The Woodlands also 

helped to trigger higher landscaping standards for new projects in 

the area. 
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experiences of selected real estate development 

projects. The case studies were intended to deter

mine the extent to which landscape design and 

amenities add value to an array of real estate devel
opment projects. The research was further intended 

as a review of design techniques and features that 
add to the success of different types of projects; 
best practices relating to site planning. landscape 

design features. and design guidelines were to be 
examined and highlighted. 

The first phase of the research program en
compassed the conduct of 11 case studies. The 

findings gleaned from these case studies were in

tended to verify the validity of the general research 
and possibly point to alternative, and subsequent, 

research approaches. 



SELEITION CRITERIA FOR THE CASE STUDIES 
The selection criteria for the case studies were de

termined in a one-day workshop. Attendees were 

members of the joint advisory committee of ULI 

and ASLA members and staff from each organization. 

The committee agreed on certain conditions 

pertaining to the selection of case studies: 

• To ensure that the project included notable 

landscape and amenities, sufficient informa

tion about the project should be available, pref

erably through documented ULI/ ASLA sources. 

• To the extent possible, projects selected should 

have been already featured in more general 

case study publications (such as ULI's Project 
Riference File) so that basic information about 

the project (development cost, land use, for ex

ample) was already known, giving researchers 

more time to focus on the issues most perti

nent to the study during the site visit. 

• Projects were to represent a cross-section of 

geography and landscape zones. 

Straw Hill 
Strow Hill's cluster design and signature landscape of indigenous 

grasses and wildflowers were key factors in the early success of this 

65-unit community of detached condominiums. During initial sales 

between 1983 and 1987, the price of houses increased up to 100 

percent. Straw Hill fared worse than conventional detached houses 

during New England's real estate recession of the late 1980s, however, 

because of the condominium form of ownership and associated 

maintenance fees. Although the project's distinctive landscape 

... remains important to residents and to the larger community, it has 

not been able to offset decreases in property values. 

5 



Bla(khawk 
landscape design and active amenities were essential to the 

creation of identity and image for the 4,800-acre luxury community 

of Blackhawk. Numerous recreational amenities were combined 

with extensive landscaping, including densely planted street trees, 

a large buffer of natural landscaping, and a continuous stone 

perimeter wall that marks the community's boundary. Privacy, 

exclusivity, and proximity to open space and recreational amenities 

were at the heart of Blackhawk's success. 
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+ A range of land use types and project sizes 
were to be included. 

+ Projects were to feature highly integrated site 
planning, amenities, and landscape design; 
those where the landscaping was treated su
perficially on a project of otherwise moderate 

quality were to be avoided. 

• Selected projects were to be market driven. 

+ Selected projects were to have an adequate his

tory so that researchers could determine how 
the landscape and amenities affected value. 

The committee determined that the optimum 
mix of land uses represented in the case studies 

would be: 

• Three single-family residential communities; 
+ Two multifamily residential apartments; 
+ One second-home residential community; 

• One master-planned community; 
+ Three suburban office complexes; 

+ Two retail centers. 

Although the committee suggested that up to 

12 projects be studied as part of this research, 

budget constraints limited the number of cases to 

ll. Two suburban office projects were studied in

stead of the three projects originally targeted. 



DESCRIPTION OF PROJEGS 
The developers of the 11 projects selected for analy

sis were contacted to ensure their cooperation in, 
and enthusiasm for, the intended research. The 

projects selected as case studies are briefly de

scribed below. 

SINGlE-FAMilY RESIDENTIAl COMMUNITIES 

The Woodlands-Eagan, Minnesota 

The Woodlands is a 122-unit community of single
family houses situated on 73 acres of rolling, 

wooded property in a rapidly growing suburb of 
the Twin Cities. The project has established itself 
as an exceptional community in the local market 

through careful attention to site planning. preser

vation of natural resources, and landscape design. 

Straw Hill-Manchester, New Hampshire 

A community of 65 single-family detached con
dominiums on a 22-acre hillside site, Straw Hill 

incorporates cluster planning with blocks of open 

space, detention ponds, and natural landscaping 
between clusters. 

Blackhawk-Danville, California 

A 4,800-acre master-planned country club com
munity in San Francisco's East Bay area, Black

hawk contains a total of 2,400 predominately 
single-family houses (2,300 completed to date), 
two 18-hole golf courses, two golf clubhouses, 
two tennis and swimming facilities, sports fields, a 

shopping center, and an executive office center. 

MULTIFAMILY RESIDENTIAL APARTMENTS 

7979 Westheimer-Houston, Texas 

This project features renovation of a garden apart
ment complex built in 1972 that was vacant and 

had fallen into disrepair. The renovations took 

one year, with the first tenants moving in during 
the seventh month. The number of units was re

duced from 484 to 459 and parking from 914 to 
680 spaces to reduce the project's density. By in

creasing open space and landscaping, the project 
was transformed from an eyesore into an attrac
tive and financially successful multifamily com
munity adjacent to a major arterial. 

Andover Park-Beaverton, Oregon 

This luxury 240-unit rental apartment complex is 

designed to give residents unimpeded views of 
woodland. Through careful placement of the 38 
buildings in a tightly organized central core and 
rigorous adherence to protective measures during 
construction, roughly half the 17.6-acre site was 

left undisturbed open space and 60 percent of the 
existing mature Douglas fir trees on site preserved. 

SECOND-HOME RESIDENTIAl COMMUNITY 

Harbour Ridge-Stuart, Florida 

An 814-unit second-home community with pri
vate equity membership, the 885-acre Harbour 
Ridge includes two golf courses, a 40,000-square

foot main clubhouse, a separate swim and tennis 
center, three marina docks with 128 deep-water 
slips, and a two-mile riverfront nature walk. The 

project incorporates substantial preservation of 
natural biological habitats and a wide range of 

features to protect the environment. 
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7979 Westheimer 
The highly successful 7979 Westheimer set a new standard for the 

renovation of multifamily housing by reducing the density of units, 

eliminating unnecessary parking lots, and establishing a lush, 

semitropical landscape. Following the renovation, the project was 

9 5 percent leased in just seven months. Primarily because of its 

appearance and the owner's commitment to maintenance, rents in 

the project are about 15 percent higher than its closest competition, 

and the average occupancy level of 96 percent beats competitors by 

about 12 percentage points. 
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MASTER-PLANNED COMMUNITY 

Mountain Pork Ranch-Phoenix, Arizona 

A 2,646-acre master-planned community near the 

southern edge of Phoenix, Mountain Park Ranch 

includes the preservation of the existing desert 

hillsides surrounding and throughout the site. 

Some 3,900 houses and an extensive package of 

recreational and community amenities have been 

built. Lush, drought-tolerant desert plants were 

used extensively throughout the community. 

SUBURBAN OFFICE COMPLEXES 

The Terraces of Perimeter Center-Atlonfo, Georgia 

A 1.2 million-square-foot corporate office com

plex on a 25-acre site, this project contains two 

11-story office buildings and two separate five

level parking structures with a total of 2,900 spaces. 

To take advantage of the site's natural setting, 

amenities include lush landscaping, a full-height 

landscaped atrium in each building, and several 

water features. 

Carnegie Center-Princeton, New Jersey 

Carnegie Center is a 247-acre planned suburban 

office park that will eventually contain 2.4 million 

square feet of space. Sixteen of the 21 buildings 

will be located within a loop road and have front

age on a 22-acre greenway that forms a park-like 

pedestrian and recreational spine. The project in

cludes a wide range of landscape, recreational, 

and service amenities. 

RETAIL CENTERS 

Reston Town Center-Reston, Virginia 

An 85-acre urban mixed-used core within a 

7,400-acre master-planned community, Reston 

Town Center features a traditional "main street." 

The 20-acre first phase includes 240,000 square 

feet of retail space, 530,000 square feet of office 

space, and a 514-room hotel. Outdoor plazas, an 

ice-skating rink, pedestrian promenades, and foun

tains are prominent in the design. 

Del Mar Plaza-Del Mar, California 

A terraced three-level shopping center on a 

gently sloping 91,000-square-foot site, Del Mar 

Plaza houses 74,600 square feet of retail space 

and garage parking for 380 cars. The design takes 

maximum advantage of ocean views and incor

porates an exceptional level of landscaping that 

complements architectural forms, building scale, 
and colors. 

RESEARCH METHODOLOGY 
Before conducting site visits, researchers prepared 

a comprehensive list of interview questions to 

standardize the information and data for each 

project (see Appendix A). Questions and requests 

for data were organized around three groups most 
directly affected by the project: 1) the project's de

veloper; 2) the municipal agency having jurisdic

tion over the project; and 3) the ultimate users of 

the project. As the groups believed to be the po

tential beneficiaries of any value that might have 

been generated as a result of the landscape and 

amenities, each group was expected to have dis

tinct definitions, measurements, and criteria for 

determining the value of the landscape and 

amenities. Each group's perspectives were neces

sary to promote a balanced and objective analy

sis of value. 

The questionnaire was supplemented with 

one data form and one matrix intended for com

pletion by the project's developer. The data form 

asked for detailed construction and operating cost 

data for each of the key amenities included in the 

project (see Appendix B). The matrix asked the de

veloper to rank the value of each key amenity 
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relative to a specific kind of value that might have 

accrued, such as higher sale prices or rents, or 

faster absorption (see Appendix C). 

With these materials and the information pre

viously gathered or published about the project, 

researchers conducted the initial site visits over 

approximately six months. Field time at each proj

ect was budgeted for up to two days. To the ex

tent possible, interviews were scheduled in ad

vance with representatives of the development 

team, designers, public officials, and residents or 

tenants of the projects. 

SUMMARY OF FINDINGS 
The information and data gleaned from the proj

ects studied suggest that quality landscape design 

and amenities can contribute substantially to both 
the real (as measured in financial terms) and per

ceived (as expressed by quality of life) value of a 

real estate development project. Evidence supports 

the hypotheses that landscape design and amenities: 

+ Can translate into increased financial returns 

for a project's developers. 
+ Give developers a competitive edge and in

crease the pace of a project's absorption. 
+ Help developers win public support for a 

proposed project, especially in contentious 
situations. 

+ Are a key factor in establishing an image, 

identity, and sense of community for devel

opment projects. 

+ Often influence decisions to buy or rent in 

both residential and commercial markets. 
+ Encompass, in the minds of residents and ten

ants, highly valued environmental protection 
features. 

+ Include passive amenities that are often more 

valued than provisions for active recreation. 

+ Contribute substantially to the perception of 

security, privacy, and place. 

+ Increase the long-term value of a project in 

the minds of residents and tenants and cause 

them to feel more secure about their financial 

investment in a project. 

+ Contribute to employees' increased productiv

ity, morale, and enjoyment of their jobs. 

+ Generate premiums for developers. 
+ Lead to a higher standard of design, which 

often extends beyond the scope of the project. 

+ Can reduce the need for publicly funded im

provements on site and off site. 

A common ingredient in the success of the 

projects studied is the developer's active participa
tion. In all cases, the developer made a consider

able personal investment of time during planning 

and construction, closely monitoring (and often 
discussing) tasks that were delegated to other 

members of the development team and hiring 

consultants and contractors who would bring a 

personal touch to the project. This commitment 

of time and attention to detail were instrumental 

in achieving exceptional designs. 

While the case studies suggest that a project's 

landscape and amenities contribute to its market 

acceptance and financial performance, it is clear 

that other essential factors must also be in place. 

The quality of a project's landscape and amenities 

is not likely to overcome other potentially fatal 

flaws, such as a poor location or bad access. This 

finding is particularly valid for commercial proj

ects, where location, access, and parking are vital. 

Some evidence suggests, however, that residential 

projects might be able to overcome certain prob

lems, such as adjacency to an arterial highway or 

poor access, through innovative landscape design. 
Most of the case studies featured landscape 

design elements that complemented natural site 

conditions, such as existing trees, hillsides, drain

age, and views. The site conditions respected by 

the development team offered each project an op

portunity to be distinctive, thus helping the proj

ect to achieve greater market identity. Further, the 

developer was often able to save money in site 

improvement costs, for example, by minimizing 

the number of trees removed and site grading. 
One of the most interesting and consistent 

findings of the research is the inability of the proj

ect's tenants and residents to isolate the amenity 

or design feature they valued most highly. Resi

dents and tenants almost universally perceived 

the project as a whole, not as a series of parts that 

could individually be measured and rated. Users 

of the projects valued the total package and the 



sense of community or image projected through 
a combination of landscape and design features. 

Perhaps the most significant finding of this re
search is the importance of quality site planning 
to a project's ultimate success. In virtually every 
case, the site plan served as the glue that held to
gether the various elements. Without a well-laid 
plan, it is doubtful that architecture, landscape 
features, or recreational amenities of any quality 
would contribute substantial value to a develop
ment project. 

VALUE ADDED BY LANDSCAPE, SITE 
PLANNING, AND AMENITIES 
Findings from the 11 case studies are based pri
marily on anecdotal evidence, that is, opinions 
expressed by the parties interviewed. In some in
stances, quantitative data also support the hy
pothesis that landscape and amenities add dollar 
value to development projects. 

The value of a project's landscape and ameni
ties can be measured by their direct and indirect 
return to the developer, by homebuyers' enjoy
ment quality of life, and return on investment 
by tenants' increased sales and employee reten
tion, and by the value created for the larger com
munity. While the perceived value of the land
scape and amenities varied considerably among 
the projects studied, some common and notewor
thy themes emerged. The following findings are 
organized under the four distinct groups that 
stand to benefit from the landscaping: the devel- Andover Park 
oper, residents, tenants, and the larger community. Preservation of mature Douglas firs on the 17 .6-acre site of the 

Andover Park apartments required close cooperation among the 

developer, the city, and consulting specialists. The hard costs for 

preserving the trees, however, were offset by savings in grading, 
landscape, and irrigation systems. Because of an oversupply of 

rental units in the market, identifiable financial benefits attributable 

to landscape and amenities have not yet materialized. But the 

environmentally sensitive design was instrumental in the developer's 

ability to win quick approvals from the city, despite opposition from 

a local preservation group. 

11 
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PERCEIVED VALUE OF LANDSCAPE AND AMENITIES TO THE DEVELOPER 

The Straw Black· 7979 Andover Harbour Moun· The Carnegie Reston Del 
Wood· Hill hawk West· Park Ridge taln Terraces Center Town Mar 
lands helmer Park Center Plaza 

Ranch 

Evidence suggests amenities -:- + contributed to developer's + + + -:- + -:- -:- + + 
profit 

Developer believes (or evi- + + + + dence suggests) that omeni-
ties generated a premium in 

+ -:- + + + -:- + 

sales or rents 

Project planning and omeni-
ties had a positive effect on + + -:- -:- + -:- + -:- + -:- + 
the developer's local reputation 

Amenities quickened soles + -:-
and leasing + + + -:- + -:- -:- -:- -:-

Landscape and amenities + -:-
gave project an edge over the 

+ + -:- -:- -:- -:- + -:- -:-
competition 

+ = High ~ = Medium + = Low 
Note: High, medium, ond low represent the researchers' overall impression of the degree to which the statement is supported by evidence. 

VALUE TO THE PROJEG'S DEVELOPER 
Because the developer typically makes the deci
sions regarding the extent and nature of land
scape design and amenities to be included in a 

project, a considerable portion of the research fo
cused on attempts to determine the dollars re

turned relative to dollars invested. Researchers 
relied primarily on the developers of the projects 
studied to supply the quantitative data needed, 

typically costs of constructing landscape and 
amenities, such as plazas, fountains, gardens, rec
reation features, and streetscapes. Developers were 

also asked to provide data on operating costs for 

these amenities, to estimate the difference between 
the cost of the amenities provided and a more ba
sic version of the amenity, and to lead researchers 

to potentially comparable projects. 

INCREASED PROFIT 

Most of the developers of the projects studied 

believe that the money spent on landscape and 

amenities helped them to attain higher profits. In 
several instances, project developers speculated 

that the landscape and amenity program added a 
sales or rental rate premium of about 5 percent 
over the local market and competition. None of 

the developers, however, were able to provide the 
hard numbers needed to quantify this belief. 

Perhaps the most extensive data related to fi
nancial return were received from Carnegie Center; 
considerable data were obtained from the devel

oper and other local sources to compare the finan

cial performance of Carnegie Center with other 
projects in the marketplace. These data indicate 

that Carnegie Center obtains rental rents approxi
mately 5 percent higher than other projects in the 

market that contain buildings of comparable qual

ity but emphasize landscape and site planning 
less. Not all of this differential can be attributed 

specifically to landscape and amenities; other fac

tors, such as location, mailing address, and a proj

ect's overall identity, are also important factors. 



It was difficult to isolate landscape and ameni

ties as functions of financial return in all of the 
cases studied. While in several cases it could be 

verified that a project was performing above the 

market. it was not possible within the scope of 

this research to isolate the precise value that was 
created by the landscape and amenities compared 

to a wide array of other factors, such as location, 

access, and marketing programs. Anecdotal evi

dence suggests strongly, however, that landscape 

and amenities do contribute to a project's finan

cial success through higher sale prices or rents, 

higher occupanCies, or faster absorption. Carnegie 
Center's developer, for example, believes that in

itial expenditures for master planning and land

scaping have been key to the company's ability 

to achieve higher rents, lower vacancy levels, and 
low turnover among tenants. 

Attempts to compare the costs of a given proj

ect's landscape and amenities with a similar but 
more basic, plain vanilla version of the same pro

gram also proved difficult Developers were unable to 

calculate with any precision what the costs of an al

ternate program would have been; they also noted 

that doing something less would have changed 

the project's entire planning and development ob
jective and potentially the target market Thus, it 

was not possible to compare apples with apples. 
The developer of Del Mar Plaza was willing 

to venture an estimate that the high quality of 

landscape and amenities included in the project 
added about $524,000 (about 20 percent) to the 

project's development cost. In particular, the de

veloper credits the large public plaza on the top 
level of the center as the most important contribu

tor to the project's success and estimates that the 
payback for providing this plaza will prove to be 

about six times its initial construction cost. pri

marily as a result of higher retail traffic, higher 

rents, higher sales per square foot, and enhanced 

identity for the center. 
While other developers were not willing or able 

to speculate on the precise amount of dollars re

turned by the landscape and amenities, most were 

convinced that the money spent for these amenities 

was a good business decision. Most also believed 

that the initial dollar investment was returned 

through the project's improved financial performance. 

Harbour Ridge 

Residents of Harbour Ridge-;m upscale 885-ocre second-home 

community-ranked "natural beauty" and "landscape" as among 

the top factors in their decision to purchase a lot. The developer's 

attention to environmental protection, preservation of open space 

(40 percent of the site), and landscaping signaled to prospective 

buyers the development team's commitment to quality and 

excellence. Local public officials believe that Harbour Ridge has 

benefited the county as a whole by preserving important natural 

habitats for plants and wildlife and by establishing a successful 

example for other developers to follow. 

13 
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A COMPETITIVE EDGE AND FASTER ABSORPTION 

In income-producing projects where the devel

oper has retained ownership and management. 

developers and owners generally believe that the 

added costs for the landscape and amenities will 

continue to generate value for the project over 

the long term. They believe that their projects will 

increasingly outperform the competition as the 

project matures. 
At The Terraces at Perimeter Center, for exam

ple, the supply of suburban office space has created 

severe competition among several large Class A 

office projects. The Terraces achieves rents in line 

with newer, competitive projects and has main

tained occupancy levels slightly above the aver

age for the market area. In such highly competi

tive markets, and especially when new projects 

come on line, maintaining the average for the 

market area is often difficult. The developer and 

owner of The Terraces believes that retaining ten

ants will be made easier by the project's use of 

large interior atria, water features, the low-rise 

scale of the buildings, and the strong interplay 

between indoor and outdoor spaces. 
Based on the 11 projects studied, other evi

dence suggests that high-quality landscape and 

amenities will improve a project's pace of absorp

tion compared to other projects with lower-quality 

amenities. Like sale/rent premiums, however, it is 

difficult to isolate the precise extent to which land

scape and amenities caused or contributed to 

faster absorption. 

At Mountain Park Ranch, for example, the 

absorption rate is as much as twice the rate of 

competitive projects. The developer believes that 

Mountain Park Ranch's impressive absorption 

rate can be attributed largely to a combination 

of landscape and amenities, both in attracting 

attention to the project and providing a desir

able residential environment. Other factors that 

contribute to absorption and that cannot be ig

nored, however, include a broad mix of prod

uct offerings and highly competitive sale prices. 

Throughout the cases studied, factors beyond 

landscape and amenities (price, concessions, prod

uct availability, extent and nature of the compe

tition, and marketing programs, for example) 

played a key role in absorption rates, and it was 

impossible to segregate and measure each factor. 

SUPPORT FOR THE PROJEG 

In virtually all of the projects studied, secondary 

benefits could be identified for developers who 

were willing to exceed standard practices for land

scape and amenities. Most noted was the positive 

relationship that the developer was able to forge 

with local public agencies or citizen groups. In 

many cases, the developer's efforts received high 

praise from public officials, thus improving or solidi

fYing the developer's reputation in the community. 
The most impressive example of winning 

public support is Del Mar Plaza, where local resi

dents had successfully blocked any development 

on the project's site for years. The developer relied 

heavily on the project's design and enhancement 

of public views, building scale, architecture, and 

landscaping to narrowly win approval for the 

project in a citywide referendum. In this case, it is 

highly unlikely that a project with lower-quality 

landscape and design could have garnered the 

needed public support to move forward. 
Although Del Mar Plaza is an extreme exam

ple, public officials and developers in several of 

the cases studied believe that the landscaping and 

design incorporated into the project were instru

mental in the developer's obtaining approvals 

and/ or quickening the time frame in which ap

provals were granted. This belief is most evident 

in regions where real estate development is highly 

regulated and where public opposition to new de

velopment is most manifest (in addition to Del 

Mar Plaza, Straw Hill is an example). Where de

velopment approvals are easier to obtain, no clear 

link exists between a project's design and ameni

ties and the ease of obtaining approvals (7979 

Westheimer and The Terraces, for example). Thus, 

where proposed new development is likely to be 

controversial, landscaping and design features can 

effectively contribute to a developer's ability to 

obtain approvals. 



IMAGE, IDENTITY, AND COMMUNITY 

The developers of all II projects believe strongly 

that landscape and amenities played a key role in 

helping to establish the project's image, sense of 

community, and market identity. In every case, 

the developer featured the landscape and ameni

ties prominently in marketing materials. For ex

ample, Straw Hill's pastoral theme helped the 

project to achieve wide recognition throughout 

the market and to appeal to its primary market 

empty nesters. Straw Hill still boasts a strong iden

tity nearly ten years after the first sales. Overall, 

the project's developers believe that the landscape 

Mountain Park Ranch 
Mountain Pork Ranch, a 2,646-acre master-planned community, 

achieved distinction by preserving desert hillsides and by using 

predominantly drought-tolerant plants. Drainage courses channel 

and retain stormwater and provide areas for greenbelts, jogging 

trails, and bike paths. Local public agencies and residents hove 

embraced the project's planning, landscape, and amenities. A 

survey of residents in 1988 revealed a high level of satisfaction 

with the community's aesthetic appeal and landscape. 

design and amenities were instrumental in the 

market's acceptance of the project and in its finan

cial success. 

The research supports the belief that real es

tate development projects are most successful 

when all of the design elements are closely interre

lated. In every case studied, high-quality site plan

ning and building architecture were linked closely 

to the landscape design and amenities, making it 

impossible to isolate and measure one against an

other. In none of the cases were landscaping and 

amenities used to dress up an otherwise mediocre 

project. The research is therefore inconclusive as 
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The Terraces at Perimeter Center 

The Terraces-il 1.2 million-square-foot office complex-

retains a strong, positive image primarily because of its distinctive 

architecture, soaring atria, and the visual relationship between 

indoors and outdoors. Combined with the complex's on-site services, 

these features have increased the owner's ability ta compete 

successfully far top-end tenants in an overbuilt market. Tenants 

value the overall"feel" of the project's environment but cannot 

specify which elements of the landscape design they most 

appreciate. 
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to whether landscape design and amenities can 
provide financial return to developers when other 
essential factors like good planning and architec

ture are not also present. 

VALUE TO RESIDENTS 
Seven of the 11 case studies are primarily residen
tial: three single-family projects (The Woodlands, 

Straw Hill, and Blackhawk), two multifamily proj

ects (7979 Westheimer and Andover Park), one 

second-home/ recreation-oriented community 

(Harbour Ridge), and one planned community 

(Mountain Park Ranch). Based on interviews with 

residents and sales or leasing staff. some general 

conclusions can be drawn. 

LANDSCAPE AND AMENITIES 

On the broadest level. substantial and conclusive 

evidence supports the contention that landscape 

and amenities weigh heavily in a purchaser's or 

renter's decision to locate within a particular proj

ect. Residents often cited the distinctive character 

of the project or community as the first feature 

that attracted them, with the perception based 



largely on a combination of landscape design and 

architecture compared to other projects in the 

market. 

Limited surveys of residents of these commu

nities indicate that they respond favorably to site 

plans and landscape designs featuring natural 

themes and an emphasis on preserving or en

hancing natural site conditions. Several design 

themes proved successful with residents: 

+ Environmental protection (such as Harbour 

Ridge's eagle preserve); 

+ Views and preservation of open spaces 
(Mountain Park Ranch and Straw Hill); 

+ Preservation of mature trees (The Woodlands 
and Andover Park); and 

+ Use of native and/or perennial plants (Moun

tain Park Ranch and Straw Hill). 

Evidence strongly suggests, for example, that 

the open space and natural landscape of Straw 

Hill contributed substantially to the project's ini

tial success. At the time of first sales, Straw Hill 

was the only single-family detached condomin

ium project on the market, and it was the only 

project featuring clusters with detention ponds, 

wildflowers, and open spaces between the clus

ters. The market responded quickly and favorably 

to the naturalized theme, and residents indicate 

that these features are key in giving the commu

nity a distinctive image and strong sense of iden

tity. During initial sales, between 1983 and 1987, 

housing prices increased about 100 percent. 

ENVIRONMENTAL SENSITIVITY 

Several projects studied, Harbour Ridge, for exam

ple, provide evidence that the residential market is 

receptive to a landscape design that is sensitive 

to the environment. A survey of several residents 

reveals that they highly value preserved open 

spaces that serve as a natural habitat for wildlife. 

Residents at Harbour Ridge particularly like the 

eagle nesting preserve the developer set aside. An 

annual survey by the developer finds the commu

nity's natural beauty and landscape are among the 

highest-ranked reasons for purchasing a house in 

Harbour Ridge. Harbour Ridge is a luxury com

munity of primarily second homes, and pur-

chasers spend a large percentage of their time out

doors enjoying the community's recreational and 

open spaces. 
Even in primary-home communities like 

Mountain Park Ranch, however, residents value 

the preservation of natural open spaces and habi

tats. Located in the desert near Phoenix, Arizona, 

Mountain Park Ranch has preserved natural hill

sides and drains, and features desert- and drought

tolerant plants. In a survey sponsored by the de

veloper, 99 percent of residents said they were 

"very satisfied" or "somewhat satisfied" with the 

community's aesthetic appeal. 

PASSIVE AMENITIES 

Overall, residents of the communities studied cite 

the "passive" amenities, such as views and preser

vation of trees and open spaces, as very impor

tant in their decision to purchase a dwelling in a 

particular community. In The Woodlands, for ex

ample, purchasers were attracted by the mature 

trees that had been preserved and the areas set 

aside for open space. The preservation of over 60 

percent of the mature Douglas fir trees on the site 

of Andover Park also scored highly with tenants. 

According to the on-site property manager, the 

features residents cite most often are the project's 

privacy and seclusion and its character estab

lished by the mature woodland setting. 
Recreational amenities for active use, such as 

golf courses and tennis clubs, are still expected in 

large, upscale communities like Blackhawk and in 

second-home retirement communities like Har

bour Ridge, and the extent and quality of these 

recreational features weigh heavily in the decision 

to purchase a dwelling. The provision of these 

amenities alone might not be enough to sell the 

project, however. The discriminating buyers at

tracted to such upscale communities also want to 

be part of an environment that preserves the 

natural setting. 
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SECURITY, PRIVACY, AND PlACE 

Regardless of the residential market targeted, re

search conducted for this study supports the 
claim that residents place considerable value on 
communities featuring a strong sense of security, 
privacy, and place. For buyers of expensive hous
ing, such as that found in Blackhawk and Har
bour Ridge, security is especially valued, and 

provisions for residents' security in Blackhawk 
and Harbor Ridge, such as perimeter walls and 
guarded gates, were especially important selling 
features. 

Urban residents like the tenants of 7979 West
heimer also highly value provisions for security, 
such as card-coded gates. At 7979 Westheimer, 
dense landscaping and a perimeter wall increase 
the sense of enclosure and protection from the 
adjacent, heavily traveled street. Leasing agents be

lieve that the project's curb appeal is enhanced by 
the walls, landscape design, and controlled-access 
gate, because these features suggest that manage
ment cares about residents' security and privacy. 

Even buyers and renters in relatively crime
free suburban areas, however, want to feel a 
sense of protection from the outside world. Resi
dents of The Woodlands, which is located in a 

relatively safe suburban setting, believe that their 

neighborhood is well protected from outside in
fluences by the limited number of access points 

to the neighborhood and by the strong sense of 
entry the landscape design affords. In all cases 
studied, residents strongly appreciate the sense of 
privacy and detachment from neighboring devel

opments created by landscape edges, design of en
trances, use of project identification signs, and 
streetscapes. 

The research undertaken in this study also 

concludes that residents value design guidelines 
and controls established to ensure the commu

nity will not change substantially in appearance 

or quality over time. Most are willing to sacrifice 
some degree of individual expression to protect 

against what they perceive to be others' "bad taste." 

lANDSCAPE AND AMENITIES AS LONG-TERM 
FINANCIAL INVESTMENTS 

Overall, homebuyers believe that the quality of a 
community's landscape and amenities will affect 
their financial investment positively over the long 
term. Thus, the quality of the landscaping is very 
important in their initial decision to purchase a 
house. At The Woodlands, residents strongly be

lieve that they have made a wise purchase, based 
in significant part on the project's landscaping. 
The limited number of resales to date, however, 
makes it difficult to substantiate this belief. 

Also noteworthy is that residents of the com
munities studied are not willing to compromise 
on the community's maintenance standards for 
the sake of lower monthly fees. At Straw Hill, for 
example, housing values have dropped signifi

cantly since the late 1980s, clearly as a significant 
result of the condominium form of ownership 
and the associated monthly fees. Interviews with 

the project's original developer and the current 
landscape maintenance contractor, however, con
firm that residents are not willing to cut back on 

landscape maintenance as a way to reduce 
monthly fees. Residents perceive Straw Hill's land
scape as a major component of the community's 

identity, and they do not want to compromise 

the strong image that was in place when the proj
ect initially opened. 

Many of the homebuyers and tenants inter
viewed as part of this study indicated that they 
either did, or would, pay a small premium to live 
in a community with distinctive, high-quality 
landscape design and amenities. Most interviewed 

could not state specifically the percentage of the 
premium that they did or would pay, but some 

residents of The Woodlands guessed that it was 

about 5 to 10 percent on the cost of the lot. Resi

dents saying they were willing to pay a premium 
for the landscape design and amenities based 
their willingness on a presumption that such fea

tures will add to their quality of life and will pay 
for themselves over the long term through above

average increases in the value of their property. 



VALUE TO TENANTS 
The case studies include four nonresidential proj
ects: two suburban office developments (The Ter
races at Perimeter Center and Carnegie Center), 

one suburban mixed-use center (Reston Town 
Center), and one specialty retail center (Del Mar 
Plaza). Although the findings vary considerably, 

some commo'n conclusions can be drawn. 

Carnegie Center 

Organized around a 22-acre landscaped greenway, Carnegie Center 

achieves rental rates about 5 percent above competitive speculative 

office projects. The developer and tenants of this 2.4 million-square· 

foot suburban office park believe that the greenway and the array 

of passive and active amenities set the office pork apart from its 

competition and help it achieve higher rents and occupancy levels. 

Tenants particularly value passive amenities like outdoor eating 

areas and quiet open spaces. 

AMENITY PROGRAMS 

All four case studies involving commercial tenants 

strongly indicate that the project's landscape and 

amenities were influential in a tenant's decision to 
locate in the project and remain there for the long 
term. Perhaps the most conclusive evidence to 

support this finding comes from Carnegie Center, 
the largest of the projects and the one with the 
most extensive landscaping and amenities. Ten

ants there indicate strong satisfaction with the 

project's landscape and amenities and cite them 

as primary reasons for locating in the project. 

As with most of the residential projects, the 

tenants of Carnegie Center indicate that they most 

value the project's passive amenities: sitting, walk-
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Reston Town Center 

The 85-ocre urban core of the Reston planned community includes 

o traditional moin street ond Iorge public spaces featuring 

fountains, gardens, sculpture, and an ice-skating pavilion. The 

most obvious beneficiaries of the mixed-use plan are tenants who 

provide entertainment and leisure services, particularly restaurants 

and cinema. Reston Town Center has been notably successful as a 

gathering place for large civic, social, ond cultural activities, ond 

large crowds gather frequently for special events. 



ing. people watching, and views of landscaped 

grounds. This finding is based on an independent 

survey of tenants conducted by Setha M. Lowe, 

Ph.D., a professor at City University of New York, 

in July 1989. In this survey, a smaller number of 

tenants rated active amenities like gym facilities, soft

ball fields, a par course, and jogging trails impor

tant to their employees. Office tenants at Carnegie 

Center, Reston Town Center, and The Terraces at 

Perimeter Center highly value convenient access 

to services like restaurants, shopping. banking, 

and security. Tenants typically consider access to 

such services as an amenity, although they are 

more typically a function of location than provi

sions by the developer. 
Evidence from Del Mar Plaza strongly supports 

the finding that landscape design and amenities 

influence retail tenants' decisions to locate in a 

particular place. Tenants of this specialty retail 

center indicated that the high-quality landscaping 

and design weighed heavily in their decisions to 

locate in the project; however, they also indicated 

that the landscape and amenities alone would not 

be enough to persuade them to lease space if 

other essential factors were not also available, 

such as location, rental rates or prices, efficient 

space, demographics, and parking. 

PRODUGIVITY, MORALE, RETENTION, AND 
VISITORS' ENJOYMENT 

Almost universally, tenants of the projects studied 

believe that the quality of the project's landscape 

and amenities contributes to some degree to em

ployees' morale and productivity. Although this 

belief could not be quantified, some tenants noted 

that when employees are happy with their work 

setting, they are more likely to be productive and 

content on the job. In several instances, they 

noted that the professional nature of the project 

contributed to workers' professionalism. 

Tenants tend not to believe, however, that 

amenities affect the retention of employees. While 

employees appreciate the quality of their work en

vironments, that factor is not likely to have as 

much impact as the job itself or its salary. Several 

tenants noted, however, that the poor national 

economy had a great impact on retention; the 

scarcity of jobs caused employees to consider less 
such matters as work environment and to con

sider more staying employed. 
Retail tenants believe that landscape and ameni

ties can contribute to higher sales and to custom

ers' enjoyment of the shopping environment. Ten

ants at Del Mar Plaza believe strongly that the 
project's design and landscape features keep cus
tomers coming back and put them in a mood to 
buy. Limited information that could be obtained 
during this study seems to support this conten
tion. Empirical evidence to support the finding 
was less available from retailers of general merchan

dise at Reston Town Center, but evidence strongly 

indicates that Reston Town Center's landscape, 
site planning. and design have contributed signifi

cantly to the success of the theaters and restau
rants and to on-site recreational uses. 

As for most residential projects, office and re

tail tenants interviewed could not specifY which 
feature of the landscape and amenities they most 
appreciated. Their responses indicate that it was 
the total package or the project's feel that attracted 

them most and made them decide to locate in 

the project. 

PERCEIVED VALUE OF LANDSCAPE AND AMENITIES TO TENANTS 

Carnegie Reston Del Mar The Terraces 
Center Town Center Plaza 

Amenities influenced ten- + onts' decision to locale in 
-:- + -:-

the project 

Amenities contribute to em- + -:- + -:-
ployees' productivity or to 
better soles 

Amenities contribute to em- + -:- + -:-
ployees' morale or to cus-
turners' enjoyment 

Amenities contribute to re- -:- + -:- + 
tention of employees 

Tenants believe they poy o 
premium for the project's 

+ + -:- + 
amenities 

+ = High ~ = Medium + = low 
Note: High, medium, and law represent the researthers' overall impression olthe degree to which the statement is 
supported by evidence. 
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A PREMIUM FOR LANDSCAPE AND AMENITIES 

Tenants could not agree about whether they pay 
a rental premium that can be attributed to the 

landscape and amenities. Most tenants at Carnegie 
Center believe they probably do pay a premium, 
perhaps about 5 percent (consistent with the de

veloper's estimate). When all four projects are 
considered together, however, tenants are not 
convinced that they pay much, if any, premium 
because of the soft national real estate market and 
the willingness of the project's owner to cut a 
deal to lease space. This case seems to be espe
cially true for tenants who signed leases since 
1990, when the national office and retail markets 
were softest. 

VALUE TO THE COMMUNITY 
The contributions of the projects to the larger 
community are diverse and difficult to generalize. 
Most public officials interviewed believe that the 
amenity program did contribute to some extent to 

the project's financial success or overall valuation. 
If that belief is valid, then the community's tax 
base should benefit commensurately. 

Community and public officials, however, 
found it difficult to quantify (or even to speculate 

about) the fiscal impact of the project's landscape 

and amenities on the municipality's income. Fur

ther, public officials were unable to substantiate 

the degree to which projects studied might have 

affected property values on adjacent areas. Mu

nicipal representatives could be more specific 

about the public benefits that were not tied (or 
only indirectly tied) to fiscal concerns. 

A HIGHER STANDARD OF QUALITY 

In most of the projects studied, municipal officials 

believe that the project, whether residential or 

commercial, contributed to setting a new or higher 

standard of quality that other developers sub

sequently followed. 
In some cases, the project's landscaping and 

design caused local municipalities to upgrade 

their design standards or to require more sensi

tive development. At Mountain Park Ranch. for 

example, many of the project's achievements, in

cluding preservation of hillsides, drought-tolerant 

landscaping, and joint use of drainage facilities for 

recreation, have been adopted by the city of Phoe

nix and by other developers as current standard 

or required practice. Thus, for the public, Moun

tain Park Ranch has provided an example of the 

PERCEIVED VALUE OF LANDSCAPE AND AMENITIES TO THE LARGER COMMUNITY 

The Straw Black· 7979 Andover Harbour Mountain The Carnegie Reston Del Mar 
Wood· Hill hawk West· Park Ridge Park Terraces Center Town Plaza 
lands helmer Ranch Center 

Project helped to set o + + + -:- -:-
higher stondord of quality + + + + -:- + 

Project contributed to envi-
ronmentol protection 

-:- -:- -:- + + + + -:- + + -:-

Project reduced the munici-
polity's need to fund open 
space or public pork im-

-:- -:- -:- + -:- + + + + + -:-

provements 

Project reduced the need to + -:- -:- + -:- -:- -:- -:- + -:- -:-
fund off-site improvements 

Projed's amenities helped -:- + -:- + + -:- -:- + -:- -:- + developer obtain opprovols 

+ = High oOo = Medium + = Low 
Note: High, medium, and low represent the researchers' overall impression of the degree to which the statement is supported by evidence. 



benefits of environmentally sensitive planning, 

and for developers, Mountain Park Ranch is an 
example of the financial benefits of such planning. 

The Woodlands shows how quality site plan

ning and landscape design can substantially and 
positively affect local market conditions. The high

quality design standards incorporated into the 

project caused developers of other nearby com
munities to increase landscaping standards to 
compete more effectively. The Woodlands also 

helped to break the perception of the area as a 
starter home community; as standards of quality 
have increased, so has the range of housing prod

ucts offered and the associated range of sale prices. 

Del Mar Plaza 
Del Mar Plaza's successful design, featuring high-quality materials, 

ocean views, and dramatic public spaces, can largely be attributed 

to the developers' close involvement throughout design, approvals, 

and construction. The developers of this 74,600-square-foot 

specialty retail center believe, and evidence confirms, that the extra 

investment in site planning, landscape, and amenities has yielded 

substantial financial return. These attributes' also were key to the 

project's ability to win development approvals-involving a voter 

referendum-in a staunchly no-growth coastal town. 

PROTEGION OF ENVIRONMENTAL RESOURCES 

One of the observations public officials voiced most 

consistently is that the project benefited the larger 
community by incorporating high standards for 
environmental protection. Local public officials 

strongly believe that the public receives a substan

tial benefit when the project features open space 

or environmental protection measures, especially 
for sites in sensitive habitats or on an urban fringe. 

Perhaps the strongest example is Harbour 
Ridge, in south Florida. The project's site includes 
three important and sensitive habitats: coastal 

scrub, pine flatwoods, and wetlands, much of 

which have been preserved through sensitive 

planning. County and state officials believe the 

project has helped to maintain the region's di

verse habitat, which directly and indirectly bene-
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fits the larger public. They further believe that 
Harbour Ridge has helped to set a precedent for 
other large projects with regard to protecting sen
sitive environmental resources. 

Attention to site planning and to landscape 
and amenities also benefits the public indirectly by 
reducing secondary environmental impacts re
lated to such issues as traffic, air pollution, auto
mobile noise, and the potential for flooding down
stream. At Carnegie Center, for example, the design 
of the project and the implementation of environ
mental mitigation measures have helped to lessen 
off-site impacts related to flooding downstream and 

water quality. Further, officials note that the proj

ect's including landscaping services encourages 
employees to remain on site during lunch hours, 
thereby reducing the number of automobile trips 
at midday and the resulting air pollution. 

REDUCED NEED FOR PUBLIC IMPROVEMENTS 

Several public officials interviewed for this study 
noted that quality site planning and environ

mental design can effectively reduce the public 

sector's need to fund improvements like roads 
and stormwater drains. When open space and 
recreational features are included in privately de

veloped projects, the municipality's need to pro
vide comparable facilities is reduced. 

Officials also noted that the public received 

indirect financial benefits as a result of the open 
space and recreational benefits included in a proj
ect. To the extent that these facilities are included 

in development projects, especially large ones. the 
need for the public sector to provide open space 
and recreational facilities through tax dollars is 
reduced. 

CONCLUSION 
The information gleaned from the 11 cases stud

ied provides compelling. although anecdotaL evi
dence that high-quality landscape design and 

amenities create long-term value for project devel
opers, residents, tenants, and local communities. 

During the field research, several problems 
and limitations inherent in the research method
ology surfaced: 

+ A limited number of development projects was 
examined. These projects covered a range of 

land uses (residential and commercial) in dif

ferent climatic zones in different regions of 
the country. Because of this diversity, the 
findings of this study are broad and often 
rely on nonquantifiable information from de
velopers, tenants, users, and public officials. 

+ The nature and extent of information avail
able to researchers varied widely among the 
projects. For some projects, such as Moun
tain Park Ranch and Carnegie Center, the re

search benefited from existing surveys of 
residents and tenants about landscape and 

amenities the developer had already under
taken. In most cases, however, no surveys ex

isted upon which to gauge residents' and 
tenants' perceptions, and conclusions could 

be based only on a quick sampling of opinions. 
+ The level of information available from devel

opers also varied widely. Some developers 
had considerable information about a proj

ect's costs at their fingertips; others had virtu

ally no current numerical data upon which 
to base findings. 

+ Local public officials were unable to estimate 
the degree to which the subject projects af
fected the local tax base. Such information is 

not readily available and would require a time
consuming search of tax records to compare 

the projects with comparable projects in the 

local market. Further, some comparable proj

ects, even though they are within the same 
market area, are located within different juris

dictions with different tax rates, methods of 

valuation, and accounting procedures. 



+ Perhaps the most challenging problem re

searchers faced was the difficulty in obtaining 

data on projects considered comparable to 

the subject project. With only two days in 

the field. researchers had to rely on existing 

published data on comparable projects and/or 

the observations of local appraisers and real 

estate brokers and agents. Often these sources 

provided good anecdotal information, but 

not quantified evidence. 

+ The research methodology called for compar

ing the subject project to other projects in the 

local market to help determine the value added 

by the landscape and amenities. Such com

parisons proved difficult for several reasons. 

First. some of the subject projects proved so 

distinctive and innovative that comparable 

projects were difficult to identify (Del Mar 

Plaza and Straw HilL for example). In other 

cases, it was all but impossible to compare 

apples to apples because each comparable 

project had its own distinct features that were 

considered both advantages and disadvan

tages over the subject project (The Terraces at 

Penmeter Center, for example). And without 

a very detailed and specific comparative analy

sis, only broad, opinion-based conclusions 

can be drawn. 

+ For projects located in large cities, such as 

7979 W estheimer in Houston and The T er-

r aces in Atlanta, it was especially difficult to 

measure the value that the projects contrib

uted to the community. In small communi

ties, where local public officials are familiar 

with every development project, more defini

tive information could be gathered. 

The research completed for this pilot study 

confirms that isolating and quantifying precisely 

the value that landscape and amenities contribute 

to a real estate development project could be an 

unrealistic goal. Still, the opinions expressed in 

this research suggest strongly that landscape and 

amenities do, in fact, influence the decisions of 

purchasers and tenants. Further, the research 

indicates that local residents and decision makers 

prefer projects with high-quality landscape and 

amenities. 
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THE WOODLANDS 
EAGAN, MINNESOTA 

The Woodlands is a 122-unit planned community of 
single-family houses on a 73-acre rolling and partially 
wooded site. The community distinguished itself from 
competitive projects through a combination of careful 
site planning, preservation of natural resources, and 
landscape design. 

GENERAL DESCRIPTION 
Located on a rolling wooded 73-acre 
site, The Woodlands has established 
itself as a distinctive community of 
single-family houses by paying careful 
attention to site planning. preservation 
of natural features, landscaping and 
design of the entrance. Developed by 
Minneapolis-based Robert Engstrom 
Companies, the land plan was the re
sult of collaboration between Eng
strom (who has a 30-year track record 
as a residential developer in the Twin 
Cities), Jack Buxell of Architectural Fo
rum (who prepared the land plan and 
oversees architectural reviews), and 
two local landscape architects. 

Engstrom's company has built its 
reputation on sensitive land planning 
that emphasizes landscape design. These 
qualities have weighed heavily in the 
success of The Woodlands; about 115 
of the 122 lots have been sold since 
sales began in 1988. The project's archi
tectural guidelines have also proven 
to be a selling point with buyers who 

want the added assurance that quality 
design and materials will be required 
over the course of development. 

The Wooc:J.lands is comprised of 122 
residential lots targeted to young move
up families. Instead of providing ameni
ties like swimming pools and tot lots, 
the project has been marketed on the 
quality of its lots, community identity, 
relationship to its natural environment 
and proximity to public schools and 
parks. Housing and lot prices contin
ued to climb during the phasing; based 
on the success of The Woodlands, Eng
strom has initiated a more upscale 42-
lot community, Great Oaks, on an 
adjacent site to the northeast. 

THE SITE 
The Woodlands is located in the rap
idly growing suburb of Eagan, about 
20 minutes from downtown Minne
apolis, IS minutes from downtown St. 
Paul. and 10 minutes from Twin Cities 
International Airport. Despite its seem
ingly excellent location, Eagan did not 

establish itself as an upscale community 
until the late 1980s, in part because of 
a preponderance of low-cost and poorly 
planned subdivisions of starter houses 
that dominated the town's image. That 
image began to change with the emer
gence of communities like The Wood
lands, which capitalized on Eagan's 
location and the area's natural woods 
and rolling terrain. Today, Eagan is 
perceived as a desirable move-up com
munity for residential development 
and an attractive environment for 
corporations. 

Over the past several years, Eagan 
has become home to several of the 
Twin Cities' most important employ
ers. Blue Cross/Blue Shield, Northwest 
Airlines, and Cray Research, a major 
computer firm, have located their head
quarters in the city. The largest Coca
Cola bottling plant in the nation is in 
Eagan. West Publishing recently con
solidated its facilities in Eagan, which 
involved moving its corporate head
quarters from downtown St. Paul. This 
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impressive growth in employment 
spawned a demand for upscale hous
ing that The Woodlands was well posi
tioned to take advantage of. 

Between 1985 and 1992, Eagan's 
population grew by over 50 percent, 
from 34,000 to 52,000. With this growth 
came a sizable investment for new fa-

Site pion. 
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cilities in the city's schools (about $50 
million in the seven-year period), 
which further stimulated new residen
tial development. One of the new ele
mentary schools is located adjacent to 
The Woodlands and a city park to the 
west. Other uses surrounding the proj
ect site include an existing single-family 

subdivision to the east, an upscale and 
newly developed residential commu
nity (Bridgewater) to the south across 
Wescott Road, and a new, expensive 
residential community (Great Oaks) 
just getting under way to the north
east, also by the Robert Engstrom 
Companies. 

PlANNING AND DESIGN 
The goal of the development team was 
to maximize the value of the site by 
creating strong community identity 
and equalizing the perceived quality 
of each lot. Other projects in the local 
market by the same developer had 
demonstrated that desirable lots, such 
as those backing onto woods or high
quality subdivisions, sold well, while 
lots perceived to be undesirable could 
sit on the market for many years. 

Engstrom and Buxell believed that 
a well-planned subdivision that of
fered lots backing onto woods would 
be able to attract move-up buyers from 
the historical location in Bloomington 
and other nearby suburbs. But demo
graphics and strong job growth indi
cated that Eagan was poised for attract
ing more affluent homebuyers with 
the right project. In this spirit, they set 
forth the following objectives for plan
ning and design: 

+ Through planning and landscape 
design, remove the perception of 
undesirable lots, which could delay 
the project's completion and cause 
the target market to be concerned 
about the project's ultimate quality. 

+ Establish a strong image and iden
tity for the project that would be 
memorable to prospective buyers. 

+ Capitalize on the site's natural re
sources, including the woods and 
the gently rolling terrain; minimize 
disruption to the site's features. 

+ Challenge architects and builders to 
be creative in the design and con
struction of houses by not creuting 
a graded, flat building pad for each 
house. 

+ Without compromising creativity, 
establish enforceable architectural 
guidelines to ensure that no single 



Creating a strong community image and identity began with the design of the entrance, which features a 20-foot-wide median extending 180 feel into the project. The me
dian is densely landscaped with linden trees, shrubs, and brighrly colored perennials. 

house is incompatible with the in
tent of the community. (Architec
tural guidelines and approvals 
were not common in this market, 
and some concern existed as to 
whether buyers would embrace 
the concept.) 

+ Promote a sense of "community" 
and "neighborhood" by paying spe
cial attention to the design and ap
pearance of the street; give future 
residents a reason to spend time 
in their front yards and walking 
through the community, thereby 
encouraging residents to socialize. 

Most of these objectives were real-
ized by carefully siting roadways and 
lots, by preserving naturally wooded 
areas, and by emphasizing landscaping. 

The process that led to the final 
plan was an iterative process that be
gan with the developer's own sketch of 
how the property could be developed. 
After several in-house refinements and 

visits to the site, the plan was turned 
over to an engineer for more precise 
platting of roads and lots. The devel
oper and land planner took the refined 
drawing back to the site to walk the 
roadways and review the layout of 
lots. The preliminary plat map emerged 
after several iterations of this process. 

ENGINEERING/APPROVALS 
No attempt was made in the layout of 
the subdivision to vary from the city's 
requirement for minimum 12,000-
square-foot lots. The city did, however, 
grant several exceptions to its road 
and engineering standards. Engstrom 
wanted to use culs-de-sac to create 
a series of microneighborhoods and 
minimize disruption to the terrain. Ini
tially, some concern existed that the 
cuts-de-sac were too long and could 
compromise the city's ability to re
spond to emergencies. The concern 

was overcome by locating fire hydrants 
at the end of each cul-de-sac and by 
evaluating the trade-off associated with 
increased grading for more through 
connections. 

The city also permitted rolled curb
ing, because the precise location of 
driveway curb cuts could not be deter
mined until houses were designed (af
ter street improvements had been com
pleted). Experience with other projects 
showed that curbs were frequently dam
aged during construction of houses 
and large portions had to be replaced. 
The rolled curbing allows construction 
vehicles to drive over the curb without 
damaging it; it has not been a problem 
for snowplows, which was the original 
concern. 

Engstrom had hoped that the city 
would consider reducing its require
ments for the width of residential streets 
because of the low traffic volumes that 
were expected, but the city did not. 

31 



Woodland Trail, the community's col
lector street has a 60-foot right-of-way 
with 32 feet of pavement allowing for 
two travel lanes and two parking lanes. 
The streets on the culs-de-sac have a 
50-foot right-of-way with 28 feet of 
pavement. The full 28 feet of pave
ment is carried around each land
scaped island. 

In most areas, residential streets 
were aligned on points of high eleva
tion to expand views from the street 
and to allow rear walk-out basements 
in as many houses as possible. Walk
out basements offer the advantage of 
being able to step houses down a hill
side without undertaking massive grad
ing and tree removal. 

MARKETING AND FINANCING 
The project was first introduced as a 
move-up community for young fami
lies, and Engstrom anticipated develop
ment of houses ranging from $175,000 
to $225,000 in price Clot plus construc
tion costs). Builders responded almost 
immediately at the top end of the range 
because of the overall quality of devel
opment and the individual lots. House 
prices have continued to escalate with 
the final phases, comprised of slightly 

larger lots with good orientation to 
wooded areas, and command sale 
prices of $350,000 to $450,000. 

Marketing The Woodlands was 
informal, without much in the way of 
advertising. Drawing on his 30-year 
track record in the Twin Cities area, 
Engstrom contacted reputable build
ers to apprise them of the project's 
approval and the availability of lots. 
Builders responded by purchasing lots 
and constructing model houses on 
speculation. Some builders listed the 
houses with local real estate agents; 
others elected to sell directly to con
sumers. In the interim, builders used 
the speculative houses as an example 
of the quality that could be applied to 
a variety of architectural styles and floor 
plans. Most houses were built on the 
basis that the builder held a contract 
with the homebuyer before construction. 

The Woodlands is comprised of 
houses constructed by over two dozen 
local builders. One builder, of Lifestyle 
Homes, is responsible for about 25 of 
the houses. He focused on The Wood
lands because the community re
sponded well to his target market of 
move-up families. 

Most purchasers were financed 
by conventional lenders for the costs 

To avoid mass grading of the site, the developer preserved an 8.8-acre low-lying wooded area for wildlife habitat, 
stormwater detention, and passive recreation. A trail gives residents easy access to the preserve; lots that back 
onto it were among the firs! to sell. 
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of acquiring the lot plus construction. 
Typically, the construction loans were 
for up to 65 percent of the estimated 
market value at completion. The re
mainder was covered by cash from 
the buyer and short-term loans from 
the builder and providers of materials 
(such as lumber companies). Upon 
completion, short-term construction 
loans were rolled over or refinanced 
into conventional long-term mort
gages. For about half the sales, the de
veloper has carried the financing on 
the cost of the lot until the long-term 
mortgage could be secured. 

lANDSCAPE AND AMENITIES 
The landscape plan for The Wood
lands is integral to the project's overall 
objectives for design and marketing. To 
attract move-up buyers, the commu
nity needed to be distinct from existing 
communities of modest houses built in 
relatively standard subdivisions. Rather 
than try to create value with the addi
tion of expensive amenities like pools, 
fountains, and clubhouses, Engstrom 
opted to enhance the community's per
ceived value by drawing on the re
sources already existing on the site. 

Equalizing lot values was especially 
challenging. The northern two-thirds 
of the property had excellent possibili
ties for development because of the 
natural woods and the rolling terrain. 
The southern third, however, consisted 
of a flat corn field with no notable site 
features. To compensate for the dispar
ity, Engstrom paid extra attention to 
the design of the project's entrance and 
to landscaping. 

The entrance to the first culs-de
sac off Woodland Trail was set back 
several hundred feet from the entrance 
on Wescott Road, causing drivers to 
proceed well into the site before turn
ing off the main road and looping 
back to the south. Thus, drivers are ex
posed to the wooded areas of the prop
erty and get a sense of the terrain to 
the north. The considerable landscap
ing at the project's entrance and along 
the first 600 feet of Woodland Trail 
makes it appear that the landscape is 
naturally wooded. 



During planning, large trees were 
surveyed and approximate locations 
for house pads identified; from there, 
lot lines were drawn. Much of the 
natural vegetation that had to be re
moved to make way for roads and 
houses was transplanted to the south
ern portion of the site along Wescott 
Road and the project's entrance. Most 
of the transplanted trees survived the 
move, helping to give the project a 
consistent and mature look. 

The identity of neighborhoods was 
further enhanced by the development 
of a strong entrance off Wescott Road. 
Large spruce trees were planted to frame 
the entrance and to supplement the 
transplanted plants; beds of perennial 
and annual flowers provide seasonal 
color. The land planner and project ar
chitect used brass and copper materials 
on the identification sign. The lettering 
is mounted on a leaf-shaped back
ground, which is mounted on a large 
boulder. To enhance the project's natu-

ral theme, boulders were placed around 
the entrance and strategically through
out common areas of the community. 

The entrance is enhanced by a 20-
foot-wide landscaped median that ex
tends 180 feet into the project. Eng
strom had first introduced landscaped 
medians to Eagan in two previous proj
ects, Deerwood and Chatterton Ponds. 
Athough the entrances for those proj
ects were smaller than for The W cod
lands, they successfully demonstrated 
that the landscaping would not pose a 
maintenance problem or interfere with 
snow removal. The entrance mecliiln ilt 
The Woodlands is planted with linden 
trees, low-growing shrubs, perennials 
(such as rudbeckia, which blooms 
abundantly throughout the summer), 
and a variety of annuals. 

The emphasis on landscaping is 
carried throughout the remainder of 
the project. Key areas of the subdivi
sion, such as at the termination of vis
tas, were identified during planning 

and were landscaped with large trees, 
boulders, shrubs, and flowers. Most of 
these areas are located on private lots 
and are maintained by the homeown
ers. The maintenance of the entrance is 
ensured through a landscape easement. 
To further improve the streetscape and 
minimize the visual prominence of 
driveways and cars, the covenants re
quire each property owner to install a 
natural planting area of at least 225 
square feet adjacent to the front lot 
line. Although not strictly enforced or 
implemented by every homeowner, 
the policy has stimulated creativity in 
the landscaping of individual lots and 
has worked to bring plants other than 
grass to the curb line. To further en
courage excellence in the landscaping 
of each lot, the developer provides 
buyers with a complimentary inter
view with a landscape architect, who 
prepares a schematic landscape plan. 

To provide each neighborhood on 
a cul-de-sac with a distinctive identity 

The developer convinced the city of Eagan to depart from its street standards and permit landscaped islands at the end of each cul-de-sac. The islands-planted with trees, 
shrubs, flowers, and ground cover-reduce the visual impact of Iorge areas of asphalt and reinforce the project's theme of o natural, wooded area. 
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and to break up large expanses of as
phalt. Engstrom proposed to install a 
landscaped island in the center of each 
turnaround. Again because of con
cerns about snowplowing and poten
tial increased maintenance to road
ways, the city hesitated but ultimately 
approved the plan. Each landscaped is
land is densely planted with large trees 
and an understory of shrubs, flowers, 
and ground cover. The homeowners 
association is charged with its mainte
nance. The project's final phase around 
Linden Court at the southeast corner 
of the site includes a "super island." The 
extra size of this landscaped island and 
the extra landscaping along Wescott 
Road have allayed buyers' concerns 
about the quality of these lots and their 
proximity to the arterial. 

During planning, the designers de
termined that an 8.8-acre low-lying 
area of the site should be preserved in 
its natural state and designated a "na
ture area" for the benefit of all residents. 
Developing that area would have re
quired substantial earth to be moved, 
which would have impacted negatively 
other portions of the property. The site 
now serves as a habitat for wildlife, a 
detention area for stormwater, and a 
passive recreational area. A trail pro
vides residents with easy access to the 
preserve. Another pedestrian trail con
nects the project with an elementary 
school and park immediately to the 
west. The latter trail has been especially 
important in marketing, as the move-: 
up family market appreciates the safety 
and convenience it provides for chil
dren walking to school. 

VALUE OF LANDSCAPE 
AND AMENITIES 

VAlUE TO THE DEVElOPER 
The direct economic value of the proj
ect's landscape and amenities can be 
measured in the price that the devel
oper received for lots and the speed at 
which lots were absorbed relative to 
competitive projects in the local mar
ket. While no organization monitors 
and reports on local lot sales, the devel-
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The primary market of young families places great value on The Woodlands's proximity to on elementary school. 
The developer provided on off·slreet trail to connect the community ond the school. 

oper, local builders, and real estate bro
kers provided a list of projects consid
ered competitive with The Woodlands. 
As shown below, The Woodlands is 
at the top end of residential Jot sales, 
based on average lot prices estimated 
by one local builder familiar with all 
the projects listed. 

THE WOODLANDS 
Aspen Ridge 
Bridgewater 
Eagan Hills Farm 
Eagan Royale 
Safari Estates 

$53,000 
$40,000 
$55,000 
$45,000 
$52,500 
$37,500 

In only one project, Bridgewater, 
were average lot prices slightly higher. 
Bridgewater was started after The Wood
lands and is located directly across 
Wescott Road from The Woodlands. 
To some extent, Bridgewater was mod
eled after The Woodlands and has in
corporated substantial landscaping and 
an impressive landscaped entrance to 
compete. According to local sources, 
Bridgewater has attempted to create 
value not only in landscaping but also 
in the price of its houses. The strategy 
proved successful in the early phases, 
with housing constructed on the lots 
perceived to be the best; however, sales 
slowed substantially during later phases, 

with less qesirable lots remaining on 
the market. 

Lots in another project Eagan Roy
ale, are about equal in price to those in 
The Woodlands. They were originally 
priced at $70,000 to $80,000 because 
they are in a wooded setting and are 
slightly larger, but the project is also lo
cated near a freeway, which proved to 
be a marketing disadvantage. Prices 
were dropped to $50,000 to $55,000, 
and sales reportedly have picked up. 

Local sources estimate that overalL 
The Woodlands receives a price pre
mium of about 10 percent over compa
rably sized lots with a view of natural 
woods, or roughly $5,000 per lot. These 
sources attribute this premium to the 
project's quiet location, to its proximity 
to a school and a park, and to the strong 
identity established by the entrance, 
street design, and landscaping in the 
common areas. If these estimates are 
correct the total return to the devel
oper can be estimated at roughly 
$600,000 ($5,000 per lot for 122 lots). 

Local sources indicate that the de
veloper will also benefit by being able 
to sell all of the lots within a reason
able amount of time. Historically, de
velopers have had difficulty selling the 
final 5 to 10 percent of the lots, those 
considered the least desirable, and 



Lot buyers ore encouraged to install o planting oreo of at least 225 square feet in their front yards, intended to improve the appearance of the streetscope by reinforcing the 
community's focus on nature and by helping residents to be individually creative in their landscaping. To assist residents with pions for the planting oreo ond the rest of the 
yard, the developer provides new buyers with free landscape design advice. 

have had to mark down prices to fin
ish a project. Engstrom and other local 
sources believe that The Woodlands 
will not have this problem because the 
lots are of relatively equal quality. The 
remaining lots are generally well lo
cated next to woods but can be charac
terized as the most difficult to build on 
because of their terrain. Rather than 
preparing pads for relatively conven
tional houses on these lots, Engstrom 
is attempting to force buyers and archi
tects to come up with creative designs 
that use the steeper grade. That tactic 
has slowed the pace of sales for the 
final lots, but Engstrom believes the 
community will benefit in the long run. 

Another direct benefit to the devel
oper is the spinoff, Great Oaks, a 29-
acre community directly east of The 
Woodlands. Based in large part on the 
success of The Woodlands, the devel
oper was able to initiate this new com
munity of more expensive houses 
(priced at $450,000 to $650,000). 

Engstrom believes that the invest
ment in landscape design and ameni
ties will have indirect and long-term 
benefits to his company in terms of im
proving its reputation with purchasers, 
builders, and public agencies. The com
pany strives to set a high standard for 
land planning and landscape design 
and has developed a solid reputation 
within the Twin Cities. The reputation 
and experience help the company to 
sell lots in new communities by draw
ing on its favorable earlier experiences 
with homebuilders and avoid having 
to undertake costly marketing. 

The company's good local reputa
tion also helps in its dealings with lo
cal agencies. In Eagan, for example, the 
successes of two earlier Engstrom proj
ects (Chatterton Ponds and Deerwood) 
helped the company to receive permis
sion to vary from several of the city's 
design standards (by incorporating 
rolled curbing longer culs-de-sac, land
scaped islands, and a landscaped en
trance median). The quality and sue-

cess ofThe Woodlands, in turn, can be 
expected to help the company in its 
dealings with the city on future devel
opment. 

The length of time needed to ac
quire development approvals is not 
considered an issue with The Wood
lands. Approximately 150 days were 
required to move from submittal of a 
preliminary plat to approval of a final 
plat, fairly standard in Eagan. 

Attention to details-such os combination moil ond 
newspaper delivery boxes-helps to establish a 
strong community identity. 
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VALUE TO HOMEBUYERS AND RESIDENTS 
Researchers undertook telephone in
terviews and personal contacts with 
several residents of The Woodlands to 
determine which landscaped features 
and amenities they perceived as most 
valuable and how that value was mani
fested. In general, the residents identified 
the following features of the project 
that persuaded them to purchase a lot 
in The Woodlands: 

• The sense of an "identifiable," "dis
crete," and "contained" community 
created by the project's entrance, 
the street patterns, and the consis
tent landscaping theme; 

+ The overall quality of the housing; 
• The architectural guidelines and 

covenants that protect against "poor 
taste" and "low quality"; 

• The proximity of the elementary 
school and park to the site and the 
pedestrian trail connecting the 
school and the project; 

+ The community association and its 
responsibility for maintaining land
scaping in the common areas. 

Those interviewed indicated that 
the project's landscaping was an im
portant factor in stimulating their inter
est. The image of the project created by 

the entrance off Wescott Road was es
pecially important in helping to form a 
positive first impression. Residents like 
the landscaped islands in the culs-de
sac because they help to set the project 
apart from other communities in Ea
gan. Residents also like the nature area 
but rarely use it; the area's primary 
benefit seems to accrue to the owners 
of the lots that back on it. 

The value that residents receive 
from the landscape and amenities can 
be categorized generally as "quality of 
life" and "financial investment." As for 
the former, homeowners enjoy the ap
pearance of their community and its 
still somewhat distinctive position in 
the market. They place high value on 
the project's identity and image, and 
when they tell people they live at The 
Woodlands, they usually receive a posi
tive response. Families value the prox
imity of the elementary school and the 
knowledge that their children do not 
have to cross or walk along an arterial 
highway to get there. 

Those interviewed feel strongly that 
they made a wise financial decision to 
have a house built in The Woodlands. 
Everyone agrees that values of new 
houses have increased as the commu
nity nears completion (few houses 

On the most steeply sloped lots, the developer has encouraged buyers to minimize grading and preserve os many 
trees and rock outcroppings os possible, requiring the developer to work dosely with lot buyers and their orrhi
tects to explore preferred-although often more complicated-solutions for design and siting problems. 
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have been resold to date). Most own
ers also believe they paid a small pre
mium, about 5 to 10 percent for their 
lots but that it was a wise investment. 
Residents believe that their houses 
have good potential for resale, created 
in large part by the community's per
ceived quality. 

Homeowners pay $140 per month 
to cover the association's responsibili
ties (insurance, taxes, maintenance of 
the common areas). While most home
owners are willing to pay this fee for 
maintenance of landscaping in the 
common areas, some believe that fees 
could be lowered if residents assume 
more responsibility for maintenance. 
In general, homeowners have seen the 
quality of landscape maintenance de
cline since the project was turned over 
to the homeowners; for example, less 
emphasis is placed on planting and car
ing for annuals. Homeowners believe 
that over the long term, they can sus
tain maintenance equal to that provided 
by the developer. 

VALUE TO THE COMMUNilY 
To help understand how the project 
has benefited the city of Eagan, re
searchers interviewed a representative 
of the planning department a long
time staff member and the person 
responsible for reviewing proposed 
landscape plans. 

The city of Eagan has no specific 
standards for landscaping for residen
tial subdivisions, so all the amenities in
cluded in The Woodlands were above 
the city's expectations. Some staff mem
bers initially perceived the proposals 
for landscaping as cause for concern. 
The Woodlands was one of the first 
projects in the city to include a land
scaped median in its entrance road, a 
public street. Staffers were concerned 

;::: that the landscaped median and land
- scaped islands at the ends of the culs
: de-sac would add to costs of roadway 
- maintenance and interfere with snow 

removal. 
Experience, however, demonstrates 

that any increased costs for road main
tenance are negligible. The features have 
also proven to be no obstacle for snow-



PROJECT DATA 

LAND USE INFORMATION 
Site Area . 73.2 aues 
Total Dwelling Units 0 0 0 122 
Gross Density 1.67 units per aue 
Residential Lot Sizes 12,500-55,250 square feet 
Avcrugo Lot Size 26,000 square feet 

DEVELOPMENT COST INFORMATION 
Site Acquisition Cost . 
Site Improvement Costs 

Grading . . . . 
Sewer/Water/Storm Drainage 
Roads/Paving . . . . . 
Project Landscaping/Irrigation 
Area Assessments . . . . 
City Fees . . • . . . . 
Engineering/ Armitedurai/Legal Fees 

and Miscellaneous (os1s 
Total . . . . . . . . . . 

Average Site Improvement Cost per Lot 
Average Development Cost per Lot 

$1,095,000 

$217,000 
616,000 
330,700 
339,700 
236,000 
125,000 

685,600 
52,550,000 

$20,900 
0 $29,8751 

11ndudeslond and improvement costs; exdudes interest costs. 
2lndudeslot prices; excludeslotlondscoping. 

plows and, in fact during heavy storms 
can provide extra space for piling snow. 
(One nearby suburb encourages the 
construction of such areas specifically 
for storing snow.) With little to no ad
ditional cost to taxpayers, the commu
nity benefits from the visual appeal of 
these landscaped areas. 

Perhaps the most important contri
bution made by The Woodlands is the 
effect it has had on other new commu
nities. The city's representative believes 
that landscaping standards in Eagan 
have risen substantially. Competing de
velopers have monitored The Wood
lands's success and have incorporated 
similar landscaping features into their 
own projects. At Bridgewater, for ex
ample (across Wescott Drive from The 
Woodlands), the developer preserved 
existing trees, planted large trees to 
screen adjacent uses, and used a sign 
and landscaping at the entrance to cre
ate an identity for the project. Other 
new communities have also paid more 
attention to entrance landscaping and 
residential streetscapes. 

The city's attitudes about landscap
ing in residential projects can also be 

LAND USE PLAN INFORMATION 
Percent 

Acres of Site 
Lots (homesites} 56.8 77.6 
Roads/Projed Entry 7.6 10.4 
Nature Area 8.8 12.0 
Total 73.2 100.0 

RESIDENTIAL UNIT INFORMATION 
Range of Lot Prices . $35,700-85,000 
Average Lot Price • . . . $46,500 
Range of Finished 

House Prices . 
Range of House Sizes 
Average House Size 

$190,000-435,0002 

. 2,1 00-4,000 square feet 
2,450 square feet 
. $140 per unit Annual Homeowners Association Fee 

measured in its recent approval of a 
subdivision of single- family houses 
targeted toward first-time buyers. The 
city permitted the developer to reduce 
lots from 12,000 square feet (the zon
ing code's minimum) to 10,500 square 
feet in exchange for additional land
scaping improvements to the street. The 
city found that the smaller lots would 
promote more affordably priced houses, 
while the landscaping would add qual
ity and be an acceptable trade-off for 
the smaller lots. 

Qualitative evidence suggests fur
ther that The Woodlands contributed 
substantially to changing the city's im
age as a starter-home community that 
did not appeal to the more affluent 
move-up market. Eagan now offers a 
wide range of houses for a broad spec
trum of incomes. Great Oaks, an adja
cent new community by Engstrom, is 
successfully marketing lots for houses 
valued over $600,000. According to 
several sources, houses in that price 
range would have been unheard of in 
Eagan in the mid-1980s. Other factors 
that might have contributed to Eagan's 
changed image and broadened range 

of housing prices are the impressive 
employment growth in the past several 
years and the large expenditures for 
the city's schools. 

What cannot be quantified at this 
time is the effect The Woodlands has 
had on the city's tax base. Clearly, as 
lot and house prices have increased, so 
has the tax base. A preponderance of 
evidence suggests that Eagan attracts 
more higher-priced housing with higher 
tax assessments. While the difference 
in costs to the taxpayer for a $200,000 
house and a $400,000 house is negli
gible, the income derived is considerable. 
To the extent that The Woodlands 
helped to change the city's image and 
helped to open up a new market for 
higher-priced housing, it has had a 
positive effect on the city's tax base. 

SUMMARY AND CONCLUSIONS 
+ The Woodlands helped to change 

Eagan's image from a starter-home 
community to a community ac
ceptable for higher-priced houses. 
It was one of the first projects in 
Eagan to target itself toward two
income, move-up families by offer
ing a higher-quality community. 

+ The landscaping and amenities 
included in The Woodlands have 
subsequently been adapted and 
used in other projects throughout 
Eagan, thus raising the quality of 
new communities and subdivisions 
in the city (Bridgewater, for example). 

+ The Woodlands receives about a 
10 percent premium on its lots, 
primarily because of the strong 
community identity that was cre
ated with landscaping and ameni
ties. Over the course of the project. 
this premium will translate into 
about $600,000 in revenue to the 
developer. 

+ Absorption of lots has generally 
outpaced competitive projects, de
spite the project's higher prices for 
lots. Equally important, it does not 
appear that the developer will be 
left holding a number of unsatis
factory lots that will prove diffi
cult to sell. 
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WHERE, WHEN, AND WHO 

CASE STUDY CONDUCJED: June 1992 

DIRECJIONS 
From Twin Cities International Airport: Take 1-494 east to 
I-35E south; exit at Pilot Knob Road south and travel ap
proximate~ one-half mile to WescoH Road. Turn left on 
WescoH, and travel approximately two miles to the en
trance of The Woodlands (located on the left). 
Driving time: Approximately 12 minutes in non-rush
hour traffic. 
From downtown Minneapolis: Take I-35W south to 1-494 
east and follow above directions. 
Driving time: Approximately 20 minutes in non-rush
hour traffic. 

DEVELOPMENT SCHEDULE 
Site Purchased: November 1986 
Planning Started: November 1986 
Preliminary Plat Approved: February 1987 
Final Plat Approved: September 1987 
Site Improvements Started: September 1987 
Lot Sales Begun: December 1987 
First Occupancies: July 1988 
Final Lot Sales: 1994 

INTERVIEWEES 
Developer /Landscape Architect 
Robert Engstrom, president 
Howard Kyllo, project manager 
The Robert E. Engstrom Companies 
4801 West 81st Street, Suite 101 
Minneapolis, Minnesota 55437 
(612) 893-1001 

• From the outset, builders con
structed houses in a price range 
above the developer's original expec
tations, and housing prices have con
tinued to escalate over the course of 
the project. The Woodlands seems 
to have proved that the market for 
higher-income, move-up housing 
existed in Eagan if the right kind of 
community were made available. 

• The design for the entrance (land
scaping, signage, lighting) proved 
especially important in establishing 
an identity for the community. 

• The marketing of lots to builders 
was made easy with the devel
oper's extra site improvements, 
thus minimizing marketing costs. 
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Land Planner /Project Architect 
Jack Buxell, AlA 
Architectural Forum 
4801 West 81st Street, Suite 101 
Minneapolis, Minnesota 55437 
(612) 893-1001 

Residential Broker /Homebuilder 
Dean Flackey 
lifestyle Homes, Inc. 

Residential Finance Specialist 
Dick Schwegman, vice president 
Builders Development & Finance, Inc. 

Public Agency 
Jim Sturm, city planner 
City of Eagan 

Community Residents 
Jerry ond Cathy Woelfel 
Barb Freeman 
Saro Criger 
Ditk Schwegman 
Jim Williams 

• Based on the success of The Wood
lands, the developer was able to 
build an adjacent project, Great 
Oaks, for even more upscale houses. 

• Evidence suggests that The Wood
lands helped to trigger the develop
ment of more expensive houses in 
Eagan and thereby contribute di
rectly and indirectly to the city's 
tax base, although the city is not 
able to quantify the amount of the 
additional taxes. 

• Within the project's boundaries, 
landscaping improvements to Lin
den Court and along Wescott Road 
helped to offset buyers' concerns 
about the quality of these lots and 
to quicken the pace of sales. 

• Buyers seem to value most the proj
ect's passive, visual amenities; they 
expressed little interest in active 
amenities, such as swimming pools. 
Views of natural woods are espe
cially important to the primary 
market. 

• Homebuyers place considerable 
value on features that promote 
identity, security, privacy, and pro
tection from what is perceived to 
be undesirable elements in the 
community. Architectural guide
lines and an association to main
tain landscaping in common areas 
were seen as important factors in 
controlling the community's long
term quality. 

• According to most people inter
viewed, homebuyers are now more 
than ever concerned about the 
quality of a community. The con
sensus seems to be that shoppers 
look for a community first and a 
house second. The perceived quality 
of the community can be substan
tially influenced by the landscape 
design and amenities incorporated 
into entrances, streetscapes, and 
common areas. 



STRAW HILL 
MANCHESTER, 
NEW HAMPSHIRE 

Strow Hill, o community of 65 single-family detached 
condominiums, clustered houses to creole a series of 
small neighborhoods and to preserve blocks of open 
space. The natural landscaping helped to give the 
community o distinct identity in the local market. 

GENERAL DESCRIPTION 
Straw Hill is a community of 6S single
family detached condominiums ar
ranged in nine c:lusters of five to nine 
houses. In its land plan, landscape de
sign, and architecture, the community 
strives to reflect the character of a rural 
New England village. Located on a 22-
acre hillside site, Straw Hill was devel
oped in the mid-l980s with the objective 
of melding function, market demand, 
and concern for the environment. 

The cluster concept provides for a 
series of small, social neighborhoods 
within a larger community. Each clus
ter can be reached from Straw Hill 
Road, a private street maintained by 
the condominium association. In ad
dition to providing social scale and a 
manageable design, the clusters permit
ted logical phasing. 

The community's design and initial 
success relied heavily on blending the 
houses with the landscape. Clustering 
created blocks of open space much like 
the open field that was the site before 

development. To accommodate needed 
stormwater detention, seven ponds 
were designed into the landscape; the 
areas around and between the ponds 
were landscaped with natural grasses 
and wildflowers. Besides serving as 
stormwater detention, the ponds and 
adjacent landscape provide residents 
with a major visual amenity. 

When houses at Straw Hill first 
went on the market sales were brisk. 
Price increases during the project's 
phasing were unprecedented for this 
conservative New England town. By 
the late 1980s, however, New Hamp
shire had fallen victim to the recession, 
and the region's real estate market was 
probably the hardest hit in the nation. 
By 1992, prices of resale housing had 
dropped 20 to SO percent in Manches
ter. This case study draws upon infor
mation and interviews conducted dur
ing the boom year of 1987 and the 
bust year of 1992 to address the extent 
to which landscaping influences value 
at the extremes of real estate cycles.1 

THE SITE 
With a population of about l2S,OOO, 
Manchester is New Hampshire's larg
est city. Straw Hill is within two miles 
of downtown, a IS-minute drive of 
Concord, the state capitaL and a 4S
minute drive of Boston. The site is con
venient to New Hampshire's major 
employment areas and to a range of 
community and commercial services. 
Straw Hill was built on an undevel
oped site in Manchester's most desir
able residential area, on the north side 
of town. 

Surrounding the site are large single
family detached houses on quarter
acre lots. It remained an undeveloped 
field for years until developers George 
Matarazzo and Mark Stebbins ac
quired it in 1983. Besides its location 
within a respected neighborhood of 
Manchester, the site was well served 
by existing public infrastructure. The 
eastern half of the site contained a 
steep slope and exposed ledge, how
ever, making mass grading and a con-
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ventional street layout difficult. Fur
ther, the city required that any devel
opment on the site not increase peak 
stormwater runoff. While these con
straints caused the property to remain 
undeveloped for years, they also turned 
out to be instrumental in shaping Straw 
Hill's design. 

EVOLUTION OF THE PROJEO PlAN 
The design team first experimented 
with a plan based on the city's zoning, 
which permitted minimum lots of 
12,500 square feet. Lots were arranged 
in a grid pattern similar to adjacent 
neighborhoods. Project engineers esti
mated that, to meet the city's require
ments for stormwater runoff. a detention 
pond had to be located on the site's 
western edge. That pond would have 
required an area about the size of the 
existing nine-unit cluster next to North 
River Road. This initial plan yielded 62 
units, within the developer's economic 

Site pion. 
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objectives, but was considered unac
ceptable from the perspective of design. 

Instead of trying to replicate adjacent 
neighborhoods, the developers decided 
to create a community that would be 
compatible with them yet individual in 
its design. The concept that emerged 
was a residential village reminiscent of 
a small New England town, with some 
of the site's open field qualities retained. 

Clusters were a way to accomplish 
these objectives, but the 12,500-square
foot minimum prohibited the optimal 
siting of units in clusters. The developer's 
criteria for solar orientation and privacy 
required greater flexibility in placement 
of the units and setbacks than a typical 
approach would permit. To achieve a 
more flexible design, the project was 
structured as a condominium com
munity of detached houses with pri
vate streets, which require less strin
gent design standards than public 
streets. And the condominium form 
of ownership eliminated the constraints 

6 
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of side-yard and front-yard setbacks 
from lot lines. 

Although the city's zoning permit
ted detached condominiums, they had 
not previously been attempted in the 
local market. When area residents 
learned that a condominium commu
nity was proposed for the site, they 
assumed the units would be attached 
and reacted negatively to the proposed 
development. To dispel controversy, 
the developers conducted door-to
door meetings with neighbors to ex
plain the project's objectives for design. 
Ultimately, neighbors supported the 
project with the proviso that access be 
gained from North River Road instead 
of through the neighborhood on the 
south as originally planned. This com
promise meant that the project's main 
entrance could have no direct frontage 
onto a roadway but would have to be 
set back behind two existing houses and 
reached through a public right-of-way 
that existed between the two houses. 

Emergency Access 



ARCHITEOURAL CHARAOER 
Given the primary design requirements 
for maximum southern exposure and 
privacy, the placement of all windows, 
blank walls, and outdoor openings had 
to be carefully considered. Each unit 
has a blank wall, generally facing north. 
This wall serves to promote privacy, 
as in a zero-lot-line concept, and is 
energy efficient. Additional privacy is 
gained by placing fences around the 
limited common areas (backyards) and 
by strategically placing trees and shrubs 
between proximate units. 

The southern exposure designed 
into most of the units proved to be a 
major selling point in this area, known 
for its harsh winters. Orientation of the 
units was so important to some pro
spective buyers that they brought com
passes into each house to calculate the 
unit's exact orientation to the sun. In
side, the houses feel bright and airy de
spite their one blank wall and few mul
tilevel spaces. By reducing large ceiling 
volumes, heating and cooling costs are 
reduced considerably. 

Architecture draws on traditional 
forms and materials. Grilled casement 
windows show a colonial influence, 
while wood clapboard siding, steeply 
pitched rooflines, and chimney treat
ments are drawn from rural New Eng
land. To promote variety; the color pal:...: 
ette includes shades of brown, green, 
blue, yellow, and red. The architecture, 
clustered units, and pastoral landscape 
work together to promote a sense of 
village. 

PHASING AND MARKETING 
Clustering allowed the developer to 
phase development in small and logi
cal increments commensurate vyith 
market demand. Phasing began at the 
west, adjacent to the main entrance 
and in the area with the lowest eleva
tion. As the development moved up 
the hill to the east house plans were 
enlarged and higher-quality finishes 
added, again in line with market de
mand. The success of the early phases 
and the pleasing appearance of the 
emerging community supported the 
increases in sale prices that went with 

the larger houses. The price increases 
also slowed absorption, but at the time 
the developer considered this trade-off 
to be financially prudent. 

The decision to cluster the houses 
and create a series of small detention 
ponds instead of one large one also 
allowed infrastructure and the site to 
be improved in small increments and 
the improvements to be distributed 
over the phases. The detention ponds 
were developed as the primary visual 
amenity for each cluster or phase of 
development. 

Because the developers had early 
reservations about the market's willing
ness to accept condominiums, Straw 
Hill was promoted initially as a "single
family detached community,'' with 
little emphasis on the condominium 
form of ownership. The project's first 
buyers were not concerned about the 
condominium form of ownership; in 
fact, that form of ownership appealed 
strongly to move-down empty nesters, 
who did not want to give up a de
tached house but also wanted less re
sponsibility for maintenance. 

The first units were offered for sale 
in 1984 with opening prices of $90,000 
to $150,000. For the next four years, 
prices increased steadily, peaking at 
$200,000 to $300,000. By 1988, how
ever; the- real estate-marketirr Manches"' 

ter (and all of New England) began the 
dramatic decline that still persists. Be
cause of the poor regional and local 
market for housing, the developers 
have not completed the final phase of 
eight houses in the northeastern cluster. 

LANDSCAPE AND AMENITIES 
Early during planning, the developers 
decided to exclude active recreation, 
such as a swimming pool. from the 
project. Instead, they believed that the 
best way to appeal to their expected 
market would be by making the site 
and its landscaping the featured amen
ity, and they emphasized passive 
amenities, such as the pastoral land
scape and views. 

Perhaps the most immediately vis
ible element of the landscape is the use 
of wildflowers and native grasses in 
open spaces between housing clusters 
and on the banks of the detention 
ponds. The landscaping offers a natu
ral look and turns the detention 
ponds, potential eyesores, into visual 
amenities. 

Grading requirements around the 
ponds and on the steep, eastern por
tion of the site resulted in slopes of up 
to a 2:1 gradient. To ensure proper sta
bilization for the slopes and to mini
mize maintenance costs; the slopes-

Open spaces ore landscaped with fields of native wildflowers and grosses. The postorollondscope is accented with 
o series of small stormwoter detention ponds that ore both functional and aesthetic. 
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City regulations for lot sizes, street stondords, ond setbacks-together with the developers' criterion for solar orientation-would not allow for the tight clusters of houses 
ond preserved open spaces envisioned. To circumvent the problem, Straw Hill was structured as o community of single-family detached condominiums, but the condominium 
form of ownership ond associated monthly maintenance fee were primary contributors to the drop in real estate values of Strow Hill during the late 1980s and early 1990s. 

were planted with a hydroseed mix of 
grasses and wildflowers. The wildflow
ers bloom profusely during the spring 
and summer, providing enjoyment to 
residents, a habitat for wildlife, and a 
colorful identity for the project. 

Because streets are private and main
tained by the community association, 
the developer was permitted to build 
them substantially below the city's 
standards. Parking for guests is accom
modated in bays around culs-de-sac 
or in driveway aprons. To lessen the 
visual impact of asphalt and to increase 
the intimacy of each group of houses, 
landscaped islands are located in the 
culs-de-sac. 

Sidewalks are not provided; they 
are not really needed because of the 
low traffic volumes and slow speeds of 
cars through the project. Instead of 
raised concrete curbs, road edges are 
lined with wood posts resembling rail
road ties. After five to seven years, por-
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tions of the wood curbing began to de
cay or were damaged by snowplows 
or cars and had to be replaced. 

In addition to the naturalized plant
ings around detention ponds, Straw Hill 
was planted with a wide variety of 
trees and shrubs, mostly adjacent to 
roadways and around houses. No at
tempt was made to establish a land
scape theme by using a particular 
species repeatedly. Trees.include ash, 
maple, pine, and spruce, among others. 
Existing dogwood trees were trans
planted to the detention ponds during 
project phasing. The project was inten
tionally "overplanted" for immediate 
effect especially around the fronts of 
houses, where an objective was to cre
ate a courtyard effect around garage 
areas, and along the sides of houses, 
where screening was necessary to 
protect privacy. 

The developer/landscape architect 
estimates the costs to landscape Straw 

Hill are approximately equal to a more 
conventionally landscaped condomin
ium community of equal size, despite 
the use of large plants and the intense 
landscaping. Straw Hill was able to save 
on landscaping costs in several ways. 

• In several areas of the site, exposed 
rocks had to be blasted and moved 
to make room for housing. Rather 
than trucking the rocks off site, they 
were incorporated into the land
scape design along steep slopes and 
planted with native plants. In the 
easternmost cluster of houses, this 
landscape feature saved approxi
mately $10,000 in trucking costs. 

• Planting common areas with native 
grasses and wildflowers proved to 
be a relatively inexpensive but high
impact solution for steeply sloped 
areas around detention ponds. The 
total cost for hydroseeding the 
grasses and flowers was only 
about $3,000, far less than what 



would have been the cost of a more 
manicured softscape treatment. 

• Providing for stormwater runoff 
detention in a series of small ponds 
allowed for improvement costs to 
be phased incrementally, cluster by 
cluster. This strategy meant that up
front site improvement costs and 
the resulting carrying costs could 
be minimized. 

• Planting grasses and wildflowers 
around detention ponds eliminated 
the need to accommodate frequent 
maintenance of landscaping around 
the ponds (such as to accommo
date lawn mowers). Thus, slopes 
around the ponds could be very 
steep and more developable land 
made available. 

The budget to landscape around 
houses was set at about $12,500 per 
unit about twice the standard cost for 
landscaping around condominium 
units because of the size and intensity 
of the landscaping and because each 
unit required landscaping around all 
four sides of the building. This addi
tional cost was compensated for by 
the cost-saving features noted earlier. 

VAlUE OF lANDSCAPE 
AND AMENITIES 
This assessment of value is based in 
part on extensive interviews conducted 
by ULI during fall 1987 with the devel
oper/landscape architect, community 
residents, and representatives of the 
city of Manchester. The interviews 
were conducted for a Project Reference File 
video featuring Straw Hill. Supplemen
tal interviews were conducted for this 
study in spring 1992. 

VALUE TO THE DEVELOPER 
The direct benefits accruing to the de
velopers as a result of the project's 
landscape and amenities fall into the 
general categories of financial return 
and approvals processing. 

Rather than hauling away blo(ks of ledge blasted from hillsides, the developers in(orporated the material into the 
lands(ape design. 

FINANCIAL RETURN 

When houses first went on the market 
in Straw Hill, Manchester's real estate 
market was booming. The developers' 
initial strategy was to build smalL mod
erately priced houses that would sell 
out over about two years. Quick sales 
in the first phase, however, led to a 
change in strategy that resulted in pro
gressively larger and more expensive 
houses as new clusters came on line. 
As the reputation of the project be-

came more firmly established, the de
velopers were able to increase sale 
prices by almost 100 percent during 
the four-year development period. 

The price increases sustained dur
ing 1984 to 1987 are exemplified in the 
Plan A unit which has the smallest 
floor plan, featuring 1,820 square feet 
and three bedrooms. In the first cluster 
to go on the market in 1984, a Plan A 
unit sold for $87,000. In one of the last 
clusters to be sold in 1987, the Plan A 
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unit had appreciated to $175,000. (The 
units were identical with the exception 
of minor upgrades to the kitchen and 
the addition of a half bath to the later 
units. The first Plan A units were sold 
with an unfinished bedroom and bath 
on the second floor.) Larger units (up 
to about 2,800 square feet) with the 
best views received prices as high as 
$325,000 in the final phase of develop
ment. According to representatives of 
the city planning department and local 
real estate agents, prices over $300,000 
were unprecedented for both condo
miniums and single-family houses in 
that area of Manchester. Most single
family houses on fee-owned lots in the 
area sold for $150,000 to $200,000. 

The developers attribute much of 
the project's initial success to its land
scaping, which the primary market of 
empty nesters embraced. Other factors 
working in its favor include a good lo
cation, attractive architecture, ftmc
tional floor plans, and a robust real es
tate market. Still. it was the landscaping 
and the condominium form of owner-

ship that set Straw Hill apart from other 
more typical communities of single
family houses. And it was the land
scaping and the detached units that set 
Straw Hill apart from other more typi
cal condominium projects. 

The price increases at Straw Hill 
and the developers' revamped strategy 
to sell larger houses for whatever the 
market would bear did not come with
out a penalty. The higher prices slowed 
absorption and raised carrying costs, 
and the slower pace of absorption left 
the developers holding the still unde
veloped cluster of eight units. Just as 
construction of the final phase was 
about to begin in 1988, the market be
gan to soften and development was 
put on hold indefinitely. In retrospect 
the developers believe it would have 
been more profitable to stick with the 
original pricing strategy, with all sales 
completed before the recession hit. 

APPROVALS PROCESSING 

The initial proposal to build condo
miniums on the 22-acre infill site was 
controversial among surrounding 
homeowners. To allay neighbors' con
cerns, the developers conducted a se
ries of presentations, some of them 
door-to-door, to explain the project's 
merits. The project eventually won sup
port based on the neighbors' new un
derstanding that the units would be 
detached. The developers also used the 
project's proposed landscape design as 
an argument for its merits. Surround
ing property owners responded fa
vorably to the project's emphasis on 
landscaping and the preservation of 
blocks of open space. 

The developers conceded two other 
points that were important in winning 
neighbors' support: that the project's 
entrance would be relocated to North 
River Road and that sale prices be in
creased from the base of $87,000 to 
$120,000 after the first ten houses were 
sold. This latter condition proved un
necessary, as base sale prices actually 

Houses were carefully sited to give most a southern exposure, proving to be a major selling point for potential buyers who were all too familiar with the region's harsh winters. 
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While the condominium ossociotion mointoins bockyords, residents moy londscope ond mointoin on odjocent oreo for their exclusive use ond enjoyment. 

increased to $150,000 without the need 
for an artificial bottom line. 

The developers believe that the 
landscaping and the cluster concept 
were very important in winning neigh
bors' support for Straw Hill and avoid
ing delays in approvals from the city 
of Manchester. In total, however, land
scape and planning features were prob
ably less important than the fact that 
the units were to be detached and that 
the developers were willing to change 
the entrance location and to fix a mini
mum sale price after the first duster sold. 

VALUE TO RESIDENTS 
Interviews in 1987 with the initial buyers 
of Straw Hill revealed strong support 
for the naturalized landscape. Clearly, 
residents placed great value on views 
of the open spaces and the seasonal 
variation of the landscape. Residents 
also enjoyed the birds and other wild
life that the naturalized portions of the 
site attracted. All of the residents inter
viewed stated that the open spaces 
(and views of them) and the natural 

landscape played a major role in their 
decision to purchase a unit in Straw 
Hill. Other factors important to them 
included the specific location within an 
established residential neighborhood of 
Manchester, the architecture and inte
rior features of the houses, and the 
condominium form of ownership (re
quiring less time spent on exterior 
maintenance). Straw Hill proved to 
be overwhelmingly successful with 
empty nesters and young retirees. 

During first sales, Straw Hill dem
onstrated that homeowners will re
spond favorably to the use of natural 
landscaping such as native wildflowers 
and grasses, if they have an opportu
nity to see it in place before occupancy. 
The developers' initial experience with 
potential homebuyers revealed some 
resistance to the natural landscape, be
cause they were concerned that the 
community would look unkempt. 
Once the plantings had become estab
lished, however, those concerns were 
dismissed and residents came to em
brace the community's pastoral open 
spaces. The developers began to mow 

around the edges of the wild plants to 
demonstrate that the patches are inten
tional, and the condominium associa
tion has continued that practice. 

According to the property manager 
of Straw HilL condominium--fees are 
based on square footage and range 
from about $190 to $330 per unit per 
month. This fee covers snow removal 
and maintenance of all landscaping 
unit exteriors, and streets within the 
community. The relatively high fees 
reflect the necessity for greater land
scape maintenance and exterior build
ing maintenance for single-family 
detached condominiums. Costs for 
landscape maintenance at Straw Hill 
are decreased somewhat by the natural 
open spaces around the ponds and be
tween the clusters, which mostly take 
care of themselves. Still, the condomin
ium fees have had a major effect on 
property values. (Condominium fees 
were reduced slightly in 1991 be
cause the association's reserve ac
count was ample and insurance 
costs were reduced.) 

45 



Between 1987 and 1992, property 
values at Straw Hill decreased from 30 
to 50 percent depending on an owner's 
need to sell, according to local real es
tate agents. For example, a Plan A unit 
that sold in 1987 for $175,000 was re
sold in January 1992 for $120,000, and 
a similar unit considered a distress 
sale, had been sold two months earlier 
for $100,000. One of the largest units 
sold in 1987 for $310,000 was resold in 
early 1992 for $142,500. Several units 

were foreclosed after owners walked 
away from their investments. 

In comparison, typical single-family 
houses on fee-owned lots in north Man
chester have depreciated only about 20 
percent on average. The primary rea
son for Straw Hill's greater drop is the 
condominium form of ownership and 
the monthly fees. Buyers have been 
reluctant to purchase a single-family 
condominium in light of the poor econ
omy and have been unwilling to assume 
monthly condominium fees. 

Homebuyers initially were concerned thotthe "wild" patches of landscaping would look unkempt. Once the plant
ings were established, however, those concerns were dismissed. The condominium association hos continued the 
practice of mowing around the edges of natural patches to reinforce the ideo thotthey ore intentional. 
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Only one other project in the Man
chester area, The Chase, offers a fair 
comparison to Straw Hill. The two 
projects are located just a few blocks 
apart and, in fact The Chase was mod
eled after Straw Hill and its developer 
had hoped to benefit from the success
ful precedent set by Straw Hill. The 
Chase was only partially completed 
when the real estate recession hit New 
Hampshire; the lender foreclosed the 
project when it was about half com
pleted. The lender has since completed 
the project; but several houses in the 
last phase remain unsold. 

In its first phases, The Chase's land
scape, house sizes, and sale prices were 
comparable to Straw Hill. After the 
foreclosure, less emphasis was placed 
on landscaping. and the visual differ
ences between the first and last phases 
of the project are readily apparent. 
Houses at The Chase are located far
ther apart giving the appearance of 
lower density. Like Straw HilL The 
Chase has experienced a drop in real 
estate values of 30 to 50 percent; also 
like Straw HilL very few units have 
been sold, regardless of price. 

Local real estate agents believe that 
Straw Hill is the better value of the 
two communities because of its land
scape and the strong sense of commu
nity the landscape helps to establish. 
Still, evidence suggests that quality 
landscaping has not had much influ
ence on sale prices or the length of 
time a unit stays on the market. The 
market for detached condominiums is 
so poor that virtually nothing sells un
less the seller is willing to accept close 
to 50 percent of the original sale price. 
Most owners wishing to relocate have 
opted to rent their units until the mar
ket improves. Real estate agents indi
cate that Straw Hill does very well on 
the rental market and overall outper
forms The Chase; they also believe that 
Straw Hill has maintained an image of 

0 
a desirable, high-quality community, 

: while The Chase has a reputation as a 
financially troubled project. 

c .. Despite Straw Hill's decreased value, 
residents remain devoted to the land
scaping. and no attempt has been made 
to reduce maintenance for the sake of 



lower fees. Residents continue to be 
very particular about the quality of 
landscape maintenance and have ex
perimented with a number of mainte
nance companies to achieve that 
high quality. 

The current value of Straw Hill's 
landscaping to residents appears to be 
in their enjoyment and appreciation of 
it. No evidence suggests that the land
scaping has helped to offset drops in 
real estate values. One local real estate 
agent summed it up: "Landscaping is 
nice, but the only thing that matters in 
this terrible economy is price." 

VALUE TO THE COMMUNITY 
Representatives of the city planning de
partment and the tax assessor's office 
say that Straw Hill's value to the larger 
community has been mixed but gener
ally positive. In 1987, the planning de
partment praised the project and its 
planning and design, believing that the 
plan responded to the site's natural 
conditions and to the neighborhood 
where it was located. The department 
also appreciated the degree to which 
clustering and the landscaping were able 
to help diffuse potential controversy 
from surrounding neighborhoods. 

As of 1992, the planning depart
ment continued to believe that Straw 
Hill helped to set a high standard for 
land planning and landscape design 
for the city, believing that Straw Hill 
was well planned, well designed, and 
well executed. The positive feelings 
about the project's plan and landscape, 
however, are somewhat tempered by 
issues regarding property taxes that 
have surfaced in recent years. 

Residents of Straw Hill have joined 
other condominium associations in 
Manchester to seek lower taxes based 
on dropping property values and on 
the issue of double taxation. Straw Hill 
residents argue that they should pay 
lower taxes because they pay directly 
for many services typically provided 
by the city: snow removaL trash collec
tion, street cleaning and maintenance. 
As a result of residents' concerns about 
double taxation, the city recently reas
sessed many properties in the city, in-

PROJECT DATA 

lAND USE INFORMATION 
SiteArea . . . . 
Total Dwelling Units 
Gross Density 
Parking .... 

UNIT INFORMATION 

. . 22 ocres 

. . .. 65 
3 units per ocre 

. 2 garage spores plus 
2 driveway spaces per unit 

lAND USE PLAN INFORMATION 
Acres 

Buildings 
Streets/Parking 
Detention Ponrls 
Open Space 
Total 

Average 

3.1 
3.0 
0.8 

15.1 
22.0 

Percent 
14.1 
13.6 
3.6 

68.7 
100.0 

Size Initial Number of 
Type1 (square feel) Number' Sale Price Bedrooms/Bathrooms 
A •••.•• . • ... 1,820 .. . .. . .. .. 22 . ...... ..... $149,350 .... . ....... .. 3/3 
At . ......... 2,780 .... . .. . .. . 4 ....... ..... $257,000 ... . ... ... . ... 3/3 
B •• ... • . . •. . 1,760 . . . . .. . ... 13 . .. .. .. ..... $151,760 .. . ... . . ...... 2/2 
Bt .... .. . . . . 2,550 . . . . .. . ... 12 ..... . . ..... $184,000 . .. .. .. . . . . . . . 3/3 
c . . . . .. . ... . 1,820 .. . .. . .. . . . s .. .. . . . ..... $142,960 . .... . .. ... . . . 2/2 
Ct . . .. .. .. . . 2,820 .. . . . ...... 1 . .. ... . ..... $250,000 .... . ..... . ... 3/3 

DEVELOPMENT COST INFORMATION 
Site Acquisition Cost $396,000 Construdion Costsl 
Site Improvement Costsl Structural $1,208,000 

Excavation $620,000 Carpentry 4,450,000 
Grading .. 80,000 Electrical 255,000 
Sewer/Woter . 300,000 Plumbing 425,000 
Poving . . . 100,000 HVAC 325,000 
Curbs/Sidewalks . 60,000 Totol . . $6,663,000 
Londscoping 427,500 Total Hard Costs $8,646,500 
Total .... Sl,587,500 Total Soh Costs $1,000,000 

1Unit types designated with"+" are designed lor hillside dusters. The"(+" unit is a customized unit designed lor a specific buyer. 
2Filty-seven of the planned 65 units were constructed as of 1992. 
~Site improvement and construction costs are lor the first 57 units constructed. 

Clustering was an effective way to reduce development costs by permitting progressive phasing increments and by 
minimizing the site improvement costs associated with each phase of development. 
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WHERE, WHEN , AND WHO 

CASE STUDY CONDUCTED: Moy 1992 

DIRECTIONS 
From downtown Boston and Logon Airport: Toke 1-93 
north to Mon(hester; exit ot Amoskeog Bridge ond beor 
right to Elm Street Turn left onto Elm Street, left onto 
Webster Street, ond right onto North River Rood. Strow 
Hill is lo(oted obout one mile on the right 
Driving time: About one hour in non-rush-hour troffic 

DEVELOPMENT SCHEDULE 
Site Purchased: 1983 
Planning Began: 1983 
Construdion Began: 1983 
Phose One Completed/Soles Began: 19 84 
First 57 Units Completed/Sold: 1987 

DEVELOPERS 
George Motorozzo ond Murk Stebbins 
P.O. Box 4430 
Mon(hester, New Hampshire 03108 

ARCHITECT /PLANNER/LANDSCAPE ARCHITECT 
Motorozzo Design 
46 Newport Rood, Suite 216 
New London, New Hampshire 03257 
(603) 526-2161 

INTERVIEWEES 
Developer /Landscape Architect 
George Motorozzo 
Motorozzo Design 

eluding Straw Hill. Straw Hill and sev
eral other condominium projects in 
the city were given a tax credit to ac
count in part for city services that the 
projects did not receive. Thus, Man
chester's local tax base has been re
duced. In retrospect, the city believes 
that the sale prices of 1985 to 1987 
were not justified and that readjustments 
in value and property taxes in the fol
lowing years were more in line with 
real market conditions. 
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Appraiser 
John M. Crofts, MAl 
Crofts Appraisal Associates, Ltd. 

Real Estate Agents 
Betty Tonsorion 
Thelmo Kotz Compony 
Felicity Hommond 
The Norwoods 

City of Manchester 
Terry Horlo(ogr, staff plonner 
Robert M(Kenzie, ossistont planning dire(tor 
Mon(hester Planning Deportment 

Property Manager 
More Gagne 
Prose Monogement 

Residents 
Jim Conner 
June Bentos 

SUMMARY AND CONCLUSIONS 
+ The project's natural landscape 

minimized landscaping costs and 
helped to give Straw Hill a distinc
tive identity. Despite the perception 
of intense landscaping, costs for 
landscaping were approximately 
equal to costs of typical "softscaping." 

+ Straw Hill's landscaping has become 
the signature design feature of the 
project distinguishing it from other 
projects in the local market. 

+ It is difficult to separate Straw Hill's 
landscape design from the overall 
cluster concept. Both features of 
the project work in unison and 
support one another. 

+ The cluster concept was an effec
tive way to reduce development 
costs by permitting small, progres
sive phasing increments and by 
minimizing the site improvement 
costs associated with each develop
ment phase. 

+ Condominium ownership of single
family detached units was an effec
tive way to overcome constraints 
associated with street design, set
backs, and the placement of houses 
around culs-de-sac. That form of 
ownership appealed especially to 
empty nesters, because it requires 
less responsibility for maintenance. 
In recent years, however, condo
minium ownership and associated 
fees have contributed greatly to de
clining real estate values. 

+ Between 1983 and 1987, sale prices 
increased up to 100 percent as a re
sult of the project's success in find
ing a niche in the market and to its 
duster concept and landscape. Those 
price increases, however, slowed 
absorption and left the developer 
with eight unfinished houses just 
as the recession hit. 

+ The landscaping and clustering 
were instrumental in overcoming 
opposition to the project from sur
rounding neighborhoods, although 
they were probably less significant 
than the proposal to build detached 
houses. 

+ Real estate values at Straw Hill 
have dropped 30 to 50 percent 
since the peak in 1987, primarily 
because of the condominium form 
of ownership and the associated 
condominium fees. In comparison, 
conventional single-family houses 
on fee-owned lots have decreased 
in value by about 20 percent dur
ing the same period. 

+ Although landscaping is very im
portant to residents and to the proj
ect's good image, it has not been 
able to offset dramatic decreases in 
property values. 

1lnformation from 1987 was gathered for a 
ULI Project Reference File, Volume 17, Number 
18, October-December 1987, and for a ULI 
Project Refermce File video, 1988. 



BLACKHAWK 
DANVILLE, CALIFORNIA 

Set in the foothills eost of Son Francisco Boy, Block
hawk is o 4,800-ocre planned community catering to 
on upscale, amenity-oriented market. The community 
includes numerous recreational amenities, noturol 
open spaces, ond intensive landscaping. From the proj
ect's inception in 1972, recreational facilities ond land
scaping were seen os the means to ottroct the desired 
high-end market. 

GENERAL DESCRIPTION 
Blackhawk is a 4,800-acre master
planned community in the East Bay 
area of San Francisco. The site. which is 
over 90 percent built out will have ap
proximately 2,400 dwelling units, rang
ing from 1.800-square-foot townhouses 
to 30,000-square-foot custom houses. 
Blackhawk has been a pioneering proj
ect in its location, at the edge of the ur
ban_ized area near Danville, California. 

The project has several hallmarks: 
a strikingly high level of recreational 
amenities, intensive landscaping (par
ticularly street trees), a large buffer dedi
cated to natural landscaping, and a 
physical identity and sense of privacy 
engendered by a continuous stone pe
rimeter wall. To a large extent, these 
defining features are responsible for 
Blackhawk's success. 

THE SITE AND THE PROJEO'S HISTORY 
Blackhawk is five miles east of I-680 in 
rolling hill country. When the property 
was purchased in 1972, little develop
ment of any sort had occurred east of 
I-680. Access to the site was by two
lane farm roads. Some 20 years later, 
the area is highly developed with resi
dential subdivisions, business parks, 
and shopping centers (most notably 
Bishop Ranch, a large corporate office 
center just a few miles to the south). 
Blackhawk remains today at the edge 
of the urban area, with state parkland 
and other undeveloped (mostly hill
side) lands to the east. 

The 2.5-mile-long site, originally 
known as Blackhawk Ranch, was pur
chased for $16 million, or about $3,335 
per acre. The site ranges from gentle, 
rolling hills to steeply sloped canyons. 
The site had few significant natural fea
tures, with the exception of three creeks 
and a number of mature oak trees dot
ting the hillsides, which were preserved. 

Though the site was attractive in its 
own right the project's developers, the 
Blackhawk Corporation, were convinced 
that as a community, Blackhawk had 
to be very different and noteworthy to 
attract people to this rather remote lo
cation, especially the high end of the 
market they sought. The keys to this 
distinctiveness were to be recreational 
amenities, especially golf. and landscaping. 

Master planning began in 1972. At 
the time, the site, which is located in 
the unincorporated area of Contra Costa 
County, was zoned for general agricul
tural uses. The original master plan pro
vided for a mix of 4,800 single-family 
and multifamily dwelling units. The 
overall gross density was one dwelling 
unit per acre. Major areas were set 
aside for permanent open space re
serves and for recreational and com
mercial facilities. 

Opposition to the plan came from 
the Sierra Club and from a group called 
"Save Mount Diablo," whose principal 
objections were to any building on the 
sloping countryside, rather than to the 
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Two 18-hole golf courses ore interwoven with residential areos. About90 percent of the community's residences 
adjoin either golf courses or open space preserves. Lots for custom-built houses fronting on the golf courses re
ceive up to SSO,OOO more for their views. 

specifics of the plan presented. Traffic 
generated by the development was a 
second concern. 

As a concession to local concerns, 
the developer agreed to donate approxi
mately 2,000 acres of the 4,800 total to 
Mount Diablo State Park, immediately 
to the north of Blackhawk. The solu
tion worked well for both the larger 
community and for the developer, as 
the land provides a natural buffer for 
the developed area it surrounds. 

Despite these objections, the ap
proval process proceeded relatively 
smoothly, according to a planning offi
ciaL primarily because of the master 
plan's sophistication. For the county, 
the plan offered considerably more 
than the minimum in terms of open 
space preservation, landscaping, and 
site amenities. Among the county's 
conditions of approval were the re
quirements that the developer establish 
an architectural review committee to 

Most streets ore lined with rapidly growing London plane trees, a type of sycamore, planted at40-foot intervals. 
After justl S yeo~, the first phases of development hod token on the look of o mature neighborhood. Landscap
ing in the earlier phases helped market new phases. 

so 

prescreen applications for residential 
development and a homeowners asso
ciation to maintain the open space. 

Though the original approved mas
ter plan called for 4,800 dwelling units, 
by the time the developer was plan
ning the first phase of construction in 
1976, the developer's strategy and ex
pectations for the project had changed, 
and a new plan was developed, halv
ing the number of planned dwelling 
units. The new plan, which focused on 
single-family detached units and sites 
for custom houses, was more attuned 
to the evolving notion of a luxury resi
dential community and the climate for 
slower growth of the times. 

Site construction and lot sales for 
the first of five phases began in 1977. 
By 1986, infrastructure and lots were 
nearly complete, and lots were sold to 
builders and individuals. Presently, ap
proximately 2,300 of the planned 2.400 
dwelling units have been built. In addi
tion, the master developer has con
structed a 439,000-square-foot shop
ping center anchored by a museum 
complex and an 180,000-square-foot 
executive office center. 

SITE DESIGN AND ARCHITEGURAl 
FEATURES 
The site design at Blackhawk is sensi
tive to the hilly terrain. Major roads 
run along the valleys, and secondary 
roads and culs-de-sac fill small can
yons and wind up the hills. The steep
est slopes are part of a nearly 1 ,000-
acre open space preserve or have bf!en 
donated to Mount Diablo State Park. 
Approximately 60 percent of Black
hawk's total area (almost 3,000 acres) is 
thus dedicated to permanent open space. 

Two golf courses at Blackhawk (364 
acres) are interwoven through the resi
dential areas. Fairways and greens are 
designed around lakes (which also serve 
as drainage retention basins). Views 
from the courses include varied combi
nations of landscaped berms, residences, 
lakes, and hillsides. The 18th green at 
Blackhawk's Lakeside course is actually 
an island linked by a footbridge to the 
adjacent fairway. 



Key: 
Residential 

• Open Space 
Golf Course 
Commercial 

1 Blackhawk Executive Office Center 
2 Blackhawk Plaza 
3 Silver Maple Gate 
4 Country Club West Gate 
5 Sports Field West 
6 Tennis Club 
7 Hidden Oaks Gate 
8 Lakeside Course Clubhouse 
9 Sports Center 
1 0 Falls Course Clubhouse 
11 East Gate 

Site pion. 

With the hillsides of the open space 
preserve surrounding the community 
and the two 18-hole golf courses at 
the core, the residential areas at Black
hawk are all close to open space areas. 
As many as 90 percent of Blackhawk's 
residences adjoin either the open space 
preserve or a golf course, according to 
the developer. 

On the street side, Blackhawk has a 
very-well-defined system of street trees. 
London plane trees (a type of sycamore) 
have been planted approximately 40 
feet on center along Blackhawk's resi
dential streets. After IS years, the oldest 
phases of Blackhawk have the feeling 
of much older, mature suburbs as a re
sult of the large, leafy crown of the syca
mores. The closely spaced trees sub
stantially shield the houses and soften 
the streetscape. creating a very pleasant 
public environment. 

Residential design at Blackhawk is 
varied. Constructed by some 40 build
ers, the housing is designed mostly in 
period styles, ranging from Tudor to 
French chateau. A design review board 
ensures a common palette of building 
materials. 

Blackhawk Plaza, the community's 
main commercial area, was completed 
in 1990. The center, which combines 
specialty and convenience retail stores 
and 115,000 square feet of office space, 
is designed around a series of shallow 
waterfalls and ponds. At the head of 
the site are two museums, the Behring 
Auto Museum and the Behring
Hofmann Educational Insitute and 
Museum, affiliated with the University 
of California at Berkeley. The "mall" ten
ants lining the water course include a 
series of high-end specialty shops and 
restaurants. The restaurants have been 

0 1500 3000 Ft. 

well integrated with outdoor seating on 
peninsulas that jut out over the water. 
Convenience stores, a seven-screen 
movie theater, and a supermarket are 
located on the parking lot side of the 
center. Still in the initial leasing stage, 
Blackhawk Plaza is over 80 percent oc
cupied, with more than 70 tenants. 
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Residents highly volue Blackhawk's sense of privacy, security, ond exclusivity, reinforced by the precast stone pe
rimeter woll. The woll hos become o recognizable symbol for the community, ond its design hos been copied in 
other nearby developments. 

PROJECT DEVELOPMENT TEAM 
The development entity for Blackhawk, 
the Blackhawk Corporation, was formed 
by Ken Behring and others specifically 
for this project. Behring had substantial 
experience in golf communities in Flor
ida before this venture, which he drew 
on to formulate the strategy for Black
hawk. The president of the Blackhawk 
Corporation is Stephen P. Beinke, who 
worked with Behring in Florida and was 
brought in to direct the development 
of Blackhawk during early planning. 

The original master planner was 
the firm of Bryan & Murphy Civil En
gineers. Doug Dahlin of The Dahlin 
Group in San Ramon, California, did 
much subsequent site planning and 
subdivision design. The Dahlin Group 
also designed the entryways to Black
hawk, Blackhawk Plaza (including the 
museums), and some of Blackhawk's 
residences. The landscape architect for 
Blackhawk, responsible for the design 
and development of the street tree pro
gram and other areas, was Thomas 
Baak of Thomas Baak & Associates. 
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PROJECT PHASING AND FINANCING 
Blackhawk was developed in five ma
jor construction phases between 1977 
and 1990, preceded by a five-year 
planning/approvals stage 0972 to 
1976). The land was purchased in 1972 
with a note and deed of trust from the 
seller. With approximately 20 percent 
down, the balance was financed for up 
to ten years, with phased releases. Ac
tivity during the planning period was 
financed through lines of credit from 
major lenders, using the land as secu
rity, and cash from stockholders. 

Construction loans were obtained 
for each of the five phases, which cov
ered lot development amenities sched
uled in each phase, and any off-site im
provements required for a particular 
phase (in at least one instance, an as
sessment district was also formed). 
Originally lots were sold in bulk for 
cash to builders. Later, lot sales to build
ers were financed by the developer; re
quirements were 20 to 25 percent 
down and two- to three-year terms. 

With an eye to balancing cash flow 
against marketing, Blackhawk's devel
oper phased in amenities over time. 
The first recreational facility (a tennis 

club) was built in the second construc
tion phase, after the first 200 houses 
were built. Similarly, the golf courses 
were phased in in relation to major 
residential phases. 

MARKETING 
The Blackhawk Corporation relied 
heavily on newspaper advertising to 
market its new community. For several 

a years, a half-page advertisement was 
: run every Sunday on the front page of 

the real estate section of the San Fran· 
- dsco Chronicle. In the early days, the ads, 
:;; which cost $5,000 to $10,000 a week, 

constituted an awareness campaign; be
cause of Blackhawk's remote location, 
it was necessary to inform the public 
that Blackhawk existed and to entice 
potential buyers off the beaten track 
and to Blackhawk. Homebuilders con
tributed a percentage of the projected 
sale price of their houses into a market
ing fund, which the Blackhawk Corpo
ration matched. The intent was to sell 
the "Blackhawk story" and "lifestyle" 
rather than individual builder's products. 

The images and themes of the 
Blackhawk story were rotated, but they 
always featured photographs of the 
hills and landscaping. Among the ads' 
predominant themes were security and 
privacy (the gates and surrounding 
hills), recreation (golf and tennis), so
cial life at the club, and the community 
and family atmosphere. The ad cam
paigns and other marketing efforts 
were fine-tuned over the years based 
on exit interviews at the model homes, 
questionnaires on the back of visitor 
passes, in-depth surveys of buyers per
formed by the homebuilders, and real 
estate agents' surveys of prospective 
buyers. 

The half-page ads continued every 
week for several years. In the begin
ning the ads were extremely successful 
in generating traffic: 400 to 500 people 
made the trip to Blackhawk each week, 
wanting to see Blackhawk, even if they 
could not afford it or were not in the 
market. Later, however, during the re
cession of the ·early 1980s, few visitors 
came, but the Blackhawk Corporation 



continued the ads to keep Blackhawk 
at the forefront of attention. 

By the mid-1980s, real estate had 
picked up again and Blackhawk's sales 
took off. increasing from 100 to ISO 
lots per year from I980 to I982 to 3SO 
to 4SO lots per year between I983 and 
I986. With the community well estab
lished by this time, the ads were dis
continued in favor of word of mouth 
and other information sources. 

A second form of marketing that 
proved successful for Blackhawk was 
the staging of "events" to draw poten
tial buyers to the site. In 1987, for ex
ample, Blackhawk staged a 'Tour 
d'Elegance." Nine houses were con
structed, fully furnished and land
scaped, and opened to the public for 
six weeks. The highly publicized event 
was linked to a charity fundraiser and 
$10 admission charged. Blackhawk's 
marketing department arranged for 
decorators and landscape designers to 
donate their efforts. The result of the 
elaborate event was that over 40,000 
people toured the houses and I40 lots 
and houses were sold in the six weeks. 

LANDSCAPE AND AMENITIES 

LANDSCAPE AND HARDSCAPE 
Landscape and amenities were consid
ered key elements of Blackhawk from 
the beginning of planning. The develop
ers evaluated the characteristics of sev
eral community types, according to the 
project's architect, and decided that they 
wanted Blackhawk to have the dense 
greenery of a typical mature suburb. 

For the street trees, the developer 
wanted a species that had a large can
opy that would shield houses and 
soften paved streets, was relatively fast 
growing, and required relatively little 
maintenance. They chose the London 
plane tree, a kind of sycamore. Fifteen
gallon specimens were planted at 40 feet 
on center to create the desired density. 
On comparison, a more typical spacing 
would be as much as 60 feet on center, 
or one tree per lot.) Typically, the Lon
don plane tree matures to a 30-foot 
crown after I2 to 1S years. At Black-

Blackhawk Plaza, the community's main commercial area, combines specialty and convenience retail stores with 
office space and cultural facilities. The center is designed around a series of waterfalls and ponds. 

hawk, the street trees in Hidden Oaks, 
the first subdivision constructed, ma
tured in IS years to the point where the 
canopies of trees on opposite sides of 
the street almost touched at the center. 

A similar level of attention was de
voted to the hardscape at Blackhawk. 
To provide a sense of exclusiveness, se
curity, and privacy, the master plan 
called for perimeter fencing. After some 
experimentation, a precast modular 
stone and concrete wall was developed 
that appears similar to a site-built, ran
domly cut stone wall. The precast wall 
is comprised of sections of shop-poured 
concrete with random stones cast in. 
The sections are joined in the field and 
additional stones mortared in over the 
joints to give the appearance of a con
tinuous stone wall. The precast wall, 
which uses Bouquet Canyon stone from 
southern California, was so successful 
that it came to be called a "Blackhawk 
Wall" and has been copied extensively 
in the area. 

The use of stone was carried be
yond the perimeter wall and used in 
the construction of gatehouses at the 
major entries to Blackhawk. In addi
tion, a stone bridge was constructed 
over one of the golf course lakes that 
runs under the road just beyond the 
gatehouse. The stonework at Blackhawk 
is substantial and adds to its feeling 
of maturity. 

Blackhawk has several water courses, 
including four lakes developed in con
junction with the two golf courses, sev
eral small waterfalls, and one larger 
waterfall that is lit at night. 

RECREATIONAL AMENITIES 
In addition to the open space preserves 
and landscaping, Blackhawk includes a 
substantial number and range of active 
recreational facilities: 

• Golf Courses 
• Lakeside course 

I8 holes, 6,9SO yards 
Designed by Bruce Devlin and 

Robert Vonhagge 
• Falls course 

18 holes, 6,SOO yards 
Designed by Ted Robinson 

+ Blackhawk Sports Complex 
• IS acres total 
• nine lighted tennis courts, in-

cluding center court 
• two volleyball areas 
• one full basketball court 
• Olympic-size lap pool 
• tot lot and wading pool 
• snack bar, pro shop, lounge, pic

nic and barbecue areas 
• Tennis and Swim Club 

• II lighted tennis courts 
• four racquetball courts 
• AAU-competition lap pool 
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• clubhouse with patio, lounge, 
pro shop, locker rooms 

+ Country Club 
• 40,000-square-foot full-service 

clubhouse for the Lakeside 
course overlooking the 18th is
land green (10,000-square-foot 
island) and four-acre lake 

• 18,000-square-foot clubhouse 
for the Falls course 

• two golf pro shops 
+ Open Space Preserve 

• 966 acres dedicated to perma
nent open space in addition to 
2,035 acres deeded to Mount Di
ablo State Park 

+ Linear Park 
+ Jogging Trails 
+ Two Soccer Fields 

CONSTRUOION COSTS AND 
OPERATING EXPENSES 
The total cost of construction for land
scaping and recreational amenities at 
Blackhawk was approximately $37.2 
million, or 35 percent of the $104.4 mil-

lion total cost of site improvements. The 
golf courses, clubhouses, and tennis 
and sports clubs accounted for almost 
70 percent ($25 million) of the $37.2 
million. Other active recreational facili
ties added $2.5 million, bringing the to
tal percentage of active recreational 
facilities to 76 percent of the total out
lay for landscape and amenities. The 
landscape and amenities cost an aver
age of about $15,000 per dwelling unit. 

Landscaping, though highly visible, 
accounted for only $800,000 (less than 
1 percent of total site improvement 
costs). Most of that amount was spent 
for street trees and landscaping in the 
parking area ($500,000), the remainder 
for special plantings and irrigation. 

Relative to its competition and the 
market in generaL Blackhawk has in
vested heavily in recreational ameni
ties. Few, if any, projects in the East 
Bay offer two 18-hole golf courses or 
as substantial a package of recreational 
amenities. In contrast the more exten
sive landscaping at Blackhawk, particu
larly the street trees, added very little 

relative cost. The trees, placed at 40 feet 
on center, result in about 50 percent 
more trees than the more typical 60-
foot spacing, adding an extra $150,000, 
or less than $100 per lot. 

Annual operating expenses at Black
hawk are $1.6 million. Of this total, main
tenance of landscaping and amenities 
accounts for $586,000, or 36 percent. 
Almost all operating costs for landscap
ing and amenities are attributable to 
planting ($270,000), open space mainte
nance ($82,000), and irrigation ($67,000). 

Blackhawk has several water features, including four lakes developed in conjunction with the golf courses, several small waterfalls, and one large waterfall that is lit at night. 
The water features add lushness to the naturally arid landscape. 
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VALUE OF LANDSCAPE 
AND AMENITIES 

VALUE TO THE DEVELOPER 
Though it is difficult to quantify, the 
developers of Blackhawk believe that 
landscape and amenities were critical 
to the success of their project. The area 
around Blackhawk was mostly unde
veloped, with a semirural feel. The de
veloper used landscape and amenities 
to create an image for the community, 
an image of a comfortable life in com
fortable surroundings. The marketing 
program relied heavily on images of the 
landscape and amenities in an attempt 
to lure people to visit Blackhawk. Mar
keting relied heavily on the landscaping 
the stone walls, and the recreational fa
cilities to create an image of success 
and exclusivity, to define the project as 
a luxury community. 

Once visitors came to Blackhawk. 
they could see for themselves that 
Blackhawk was different, that it had a 
physical coherence and maturity, and 
that the developer had made a sub
stantial commitment to providing ex
tensive recreational facilities. Visitors to 
the newer phases of the project could 
see what the newly planted sycamores 
would look like in five or ten years. 

The developer believes that the 
substantial investment in amenities 
and landscape has paid for itself in 
higher sale prices and faster absorp
tion. Because it was so different, Black
hawk attracted much attention and 
generated many prospective homebuy
ers. The result was sales of 350 to 450 
units per year, sustained over several 
years, a level far exceeding anything 
else in the market area. 

Lots adjoining the open space pre
serve and the golf courses earned pre
miums. Custom lots with views of or 
abutting the golf courses earned $25,000 
to $50,000 extra. It is not possible to 
quantify the premiums for bulk lot 
sales to builders, but the developer be
lieves they earned a premium for be
ing located within the boundaries of 
Blackhawk. 

Design elements from the perimeter stone woll ore repeated in the interior of the community in bridges, roodwoy 
medians, ond gotehouses. 

Of all the landscape features and 
amenities at Blackhawk, the developer 
considers entryway planting and struc
tures, water features, the open space 
preserve and linear parks, and golf and 
tennis facilities to be of highest value. 
Items considered of lesser value but 
still significant are jogging trails and 
swimming facilities, and general street
scape, signage, and lighting. 

Landscape and amenities also ap
pear to have played a positive role in 
the approvals process. According to 

the county planner, because Blackhawk 
was a well-planned project with sub
stantial open space and amenities, the 
county advanced little opposition to 
the project. Though some local opposi
tion arose to the project, the county did 
not require substantial changes to the 
project's scope or design. The donation 
of land to the adjacent state park was 
apparently significant in diffusing local 
concern over the project, but it was not 
explicitly a requirement for approval. 

Blackhawk's tennis ond swim club includes 11 lighted tennis courts, ond another nine lighted courts ore located in 
the sports complex. Tennis facilities hove o high market value. 

55 



VALUE MATRIX 

Higher Higher Higher Higher Lower Long· Faster 
Rents/ 5atldadlan Retention O.:cupancy Turnover Term Absorption 
Sale among of Levels Equity ar Leasing 
Prices Tenants Tenants 

and and 
Residents Residents 

Streetscapes <- <- <- <- <- + <-
Signage <- <- <- <- <- <- <-
Plantings (foundation, + + + + + + + 
specimen, gardens) 

Water Features (on golf + + + + + + + 
courses) 

Entryways + + + + + + + 
land Engineering (e.g., con- <- <- <- <- <- <- <-
touring) 

Street Patterns (e.g., extra <- <- <- <- <- <- <-
improvements) 

Environmental Features <- <- <- <- <- <- <-
lighting (decorative/safety) <- <- <- <- <- <- <-
Special Plantings (flowers) + + + + + + + 
Active Recreation + + + + + + + 

Jogging Trails <- <- <- <- <- <- <-
Tennis + + + + + + + 
Golf + + + + + + + 
Swimming <- <- <- <- <- <- <-
Open Space + + + + + + + 
linear Park + + + + + + + 

+ = High oOo = Medium += low 

Note: High, medium, and low represent the developer's overall impression of the value of amenities. 

SITE IMPROVEMENT COSTS 

Grading 
Sewer, Water, Drainage 
Paving 

Essentially. Blackhawk gave the 
county more than its regulations re
quired in terms of landscaping and 
amenities, which generated a certain 
amount of good will, in turn benefiting 
the developer in master planning and 
subsequent subdivision of lots. 

Higher Higher Price Faster Premiums 
Sales per Retail Increases Approvals 
Square Traffic 
Foot 

<- <- <- + <-
<- ·-c- <- <- <-
+ + + + + 

+ + + + + 

+ + + + + 
<- <- <- <- <-

<- <- <- <- <-

<- <- <- <- <-
<- <- <- <- <-
+ + + + + 
+ + + + + 
<- <- <- <- <-
+ + + + + 
+ + + + + 
<- <- <- <- <-
+ + + + + 
+ + + + + 

Blackhawk is self-contained within its 
walls and guard gates. Earlier, Black
hawk was one of a very few gated 
communities in the market area. 

Curbs, Sidewalks 
Landscaping, Irrigation 
Recreational Amenities 
Fees, General Conditions 
Other 

$26,400,000 
15,900,000 
9,900,000 
2,800,000 

800,000 
36,435,000 
11,200,000 
1,000,000 VALUE TO RESIDENTS AND THE COMMUNITY 

A second group of features of ma
jor importance to residents is the active 
recreational facilities, particularly golf 
and tennis. According to Blackhawk's 
marketing consultant, advertisements 
in golf publications were a significant 
draw for prospective homebuyers. Re
lated to golf in the marketing was "so
cial life at the club," featured in news
paper advertising. 

Total s 104,435,000 
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According to surveys undertaken by 
the developer and several homebuilders, 
landscape and amenities have been 
dominant factors in attracting home
buyers to Blackhawk and in residents' 
satisfaction. Some of the most impor
tant issues to homebuyers have been 
security and privacy and the fact that 

A third constellation of features pro
spective buyers and residents identified 
is the "look and feel" of the landscape. 
Included in this group of features are 



PROJECT DATA 

lAND USE INFORMATION 
Site Area 4,800 aues 
Total Dwelling Units . . . . 2,400 
Gross Density . 0.5 unit per aue 
Average Net Density 1. 9 units per oue 

lAND USE PlAN 
Percent 

Aues of Site 
Residential 1,280 26.7 
Golf Courses 364 7.6 
Recreation Areas 37 0.7 
Open Space Preserves 966 20.1 
CommerciaVSchool 67 1.4 
Donated to State 2,086 43.5 
Total 4,800 100.0 

ANNUAL OPERATING EXPENSES1 

Taxes $16,900 
Insurance 32,200 
Services . . 29,700 
Maintenance 585,700 
Janitorial 493,800 
Utilities . 201,800 
Legal . . 43,200 
Management 181,800 
Miscellaneous 32,300 
Total .. . $1,617,400 

RESIDENTIAL UNIT INFORMATION 
Avorage 

Housing Type 
Detached 
AHached 

Net Density 
(units/oue} 

0.5 
8.0-10.0 

Lot Size 
(square feet} 

5,000-25,000 
3,500 

CLUB MEMBERSHIP INFORMATION 
Golf Member Social Member 

Resident Members 740 177 
Nonresident Members 200 0 
Membership Cap 1,000 NA 
Initiation Fee $30,0002 $1,500 
Monthly Dues $301.75 s 90.48 

DMLOPMENT COST INFORMATION 
Site Acquisition Cost $16,000,000 
Site Improvement Costs 

Grading .. . $26,400,000 
Sewer/Water/Drainage . 1 5,900,000 
Paving . . .. 9,900,000 
Curbs/Sidewalks . . 2,800,000 
Landscaping/Irrigation . • 800,000 
Recreational Amenities . 36,435,000 
Fees/General Conditions . 11,200,000 
Other 1,000,000 
Total .. . . . . S1 04,435,000 

Soh Costs 
Architecture/Engineering . $6,700,000 
Projed Management 2,500,000 
Leasing/Marketing 4,000,000 
Legal/ Accounting 6,000,000 
Taxes/Insurance . 4,000,000 
Title Fees . . . 250,000 
Construction Interest and Fees . . 20,000,000 
Other .. . . . . 800,000 
Total .. . . . $44,250,000 

Total Development Cost $164,685,000 

Floor Area 
(square feet} 

1,800-30,000 
1,800-2,300 

Number 
Planned/Built 
2,2383/2,138 

162/162 

Current 
Sole Prices 

S425,000-S5,000,000 
S300,000-S400,000 

11992 homeowners ossodotion budgel; excludes $224,800 lor reserves. 
2Tronsler lee is 40 percent. 
31ntludes approximately 1,000 custom homes. 

views of the surrounding hills, street 
trees, plantings in the road medians, 
and other special plantings. The park
way landscaping was particularly dra
matic in the earliest phases of the proj
ect, in contrast to the original unpaved 
roads approaching the development. 

An indication of how synonymous 
Blackhawk has become with a high 
level of landscape and amenities comes 

from a recent advertisement for an
other new community in a different 
Bay Area market, some distance away: 
a full-page ad that presents a line-by
line itemization comparing the new 
community with Blackhawk. 

For the community at large, Black
hawk's impact has been to help estab
lish the Danville/San Ramon area as a 
desirable residential location and to es-

tablish new standards for high-quality 
development. The legacy of Blackhawk 
is the idea that substantial landscape 
design and amenities are inherent fea
tures of a high-quality community . 

SUMMARY AND CONCLUSIONS 
Landscape and amenities have dearly 
been instrumental in the successful de
velopment of Blackhawk. 

• Landscape and amenities were criti
cal to the creation of an identity and 
image for Blackhawk. The hills and 
tree-lined streets and the extensive 
golf and tennis facilities were mar
keted heavily to define the character 
of Blackhawk as a luxury commu
nity and a desirable place to live. 

+ The extensive facilities were respon
sible, according to the developer, 
for the above-normal interest in 
the community, the high number 
of visitors to the community, and 
ultimately the rapid absorption. At 
its peak, over 400 houses per year 
were sold, substantially above any
thing else in the market area. 

• The landscape and amenities were 
also responsible for substantial pre
miums in lot and house prices, up 
to $50,000 for custom lots adjoin
ing the golf courses. 

• The closely spaced sycamore trees 
along Blackhawk's residential streets 
gave the feeling of maturity to 
Blackhawk in a relatively short 
time, thus helping to sell the re
maining sections of Blackhawk. In 
essence, the landscaping of Black
hawk's early parts served as a mar
keting tool for later phases. The 
mature landscape also aided in 
maintaining resale values. 

• The use of precast stone fencing 
was very successful and cost
effective. Prospective residents have 
found the stone wall aesthetically 
desirable and a method for estab
lishing privacy and exclusivity. 

• The use of stone in entry gate
houses and the bridge further rein
forces the imagery established by 
the "Blackhawk Wall." 

• The water courses at Blackhawk, 
which double as retention basins, 
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Blackhawk's exclusive image and the privacy of its residents ore furthered by guarded gates and restricted access. 

have proven to be very attractive 
and cost-effective. The manmade 
waterfalls are similarly attractive, 
but maintenance costs are high, 
mainly because of the costs of op
erating the electrically powered 
pumps. 

• The development of Blackhawk 
Plaza around a series of waterfalls 
and pools has created a very pleas
ant pedestrian environment. It is 
too early to tell, however, whether 
the innovative design and mix of 
cultural facilities (museums), the
ater, and specialty and convenience 
shopping will be successful. 

OveralL the high level of landscape 
and amenities appears to have been a 
positive factor in the approvals pro
cess. By exceeding county standards and 
requirements, the approvals process 
was less adversarial and more coopera
tive. Though some opposition surfaced 
to the project, the county approved the 
master plan without significant changes. 
Subsequent applications for develop
ment approval of each phase of con
struction also appear to have benefited 
from the good will engendered by the 
provision of extensive landscape and 
amenities. 
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• For residents, Blackhawk's land
scape and amenities were high on 
the list of factors influencing their 
decision to buy a house at Black
hawk. For some, the landscape and 
proximity to open space were para
mount. For others, the privacy and/ 
or exclusivity of the gated commu
nity was appealing. And for yet an
other group, the recreational facilities, 
particularly golf, were the most sig
nificant draw. 

• For the community at large, Black
hawk has set the tone and stan
dards for quality for this part of 
the Danville/San Ramon area. As 
one of the first developments and 
one of the largest in the area, the 
direction it has taken in terms of 
landscape and amenities has been 
influential. The developer's provi
sion of extensive recreational facili
ties has to some extent relieved the 
local jurisdiction of the necessity to 
provide them. 

WHERE, WHEN, AND WHO 

CASE STUDY CONDUCTED: Augustl992 

DIRECTIONS 
From Oakland Airport: Toke 1-880 south to 1-580 east. 
Exit at Crow Canyon Rood and proceed north to Block
hawk Rood. 
Driving time: Approximately 30 minutes. 

DEVELOPMENT SCHEDULE 
Site Purchased: Aprill972 
Planning Started: July 1972 
Construdion Started: June 1977 
Sales Started: September 1977 
Projed Completed: December 1990 

INTERVIEWEES 
Developer 
Stephen P. Reinke, president 
Blackhawk Corporation 
3820 Blackhawk Rood 
Danville, California 94 506 
(51 0) 736-1571 
Architect 
Doug Dahlin, president 
The Dahlin Group 
2671 Crow Canyon Rood 
Son Ramon, California 94583 
(510) 837-8286 
Landscape Architect 
Thomas E. Book, president 
Thomas Book & Associates 
1620 North Main Street 
Walnut Creek, California 94596 
(415) 933-2583 
Planning Official 
Norm Holverson, (post) deputy director of planning/ 

special projects 
Contra (oslo County 
Marketing Consultant 
Kathleen D. Butler, president 
The Stone Group 
Tenant Representative 
Jean Bates 
Jean Boles & Associates 



7979 WESTHEIMER 
HOUSTON, TEXAS 

Originally built in 1972, 7979 Westheimer hod fallen 
into severe disrepair before its renovation in 1989. In 
addition to improvements in architecture ond lund
scope design, the renovation included a reduction in 
the number of units from 484to 459 and the elimina
tion of 234 parking spaces. Reducing the amount of 
covered ond paved oreo allowed space for more land
scaping ond recreational amenities. 

GENERAl DESCRIPTION 
The thorough renovation of this 459-
unit apartment complex, built in 1972, 
set a new standard for rehabilitation of 
multifamily housing in Houston. The 
renovated apartments, near Houston's 
Galleria shopping mall, have been nearly 
fully leased since opening and have 
garnered much attention and enthusi
asm for upgrading other existing multi
family complexes in the Houston area. 

The Houston-based Finger Compa
nies owns and manages about 8,000 
apartment units throughout Houston 
and is noted for its emphasis on land
scaping and maintenance in its projects. 
The company revitalized inside and out 
the abandoned flat-roofed brick and 
clapboard buildings, which contain 
both flats and two-story townhouses. 
By adding simple design details like 
pitched roofs and lighter colors and in
creasing open space and landscaping, it 
turned an eyesore into an attractive, 
eye-catching oasis along a heavily trav
eled arterial highway. 

The developers, Marvy and Ronald 
Finger, identified four major problems 
with the project: its rundown appear
ance, heavy water damage, outdated 
kitchens and bathrooms, and high den
sity. But because the buildings were struc
turally sound, the location top-notch, 
and the demographics favorable, the de
velopers were able to transform the site 
into one of Houston's hottest properties. 

PROJEO HISTORY 
In its heyday, the project, originally 
named Westover Square, was a popular 
singles complex known for its on-site 
nightclub. But frequent changes in own
ership and inadequate maintenance 
caused rapid deterioration, and the prop
erty was eventually shut down by the 
city of Houston for a variety of code 
violations. At the time The Finger Com
panies purchased the complex, it was a 
foreclosed property owned by AEtna 
Life and Casualty. 

The Finger Companies purchased 
the property for $6.2 million and spent 

$7.65 million in renovations and con
struction, for a cost of $16,700 per unit 
($30,000 per unit including acquisition 
costs). The developers originally in
tended to rent units for $.52 to $.54 per 
square foot but in the end, units rented 
for $.70 to $.77 per square foot. On 
comparison, new construction in the 
Houston area gets $.82 to $.84 per square 
foot.) Today, the property is valued at 
about $20 million ( 1991 dollars). The 
Finger Companies obtained financing 
through Copley Real Estate Advisors of 
Boston, with which it had previously 
teamed for successful rehabilitation of 
a multifamily project. 
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·- ·'· .l/ 
Units on the centro I greenbelt ore in much demond ond rent for oboutl 0 percent more thon comporoble units in 
the complex. Overoll, rents ot7979 Westheimer ore oboutl5 percent higher thon for competitive projeds. 

BUILDING RENOVATION 
One of the biggest problems in the 
renovation was deciding how far to 
carry the improvements. Daily deci
sions were necessary about what to 
save and what to alter. Much attention 
was focused on making the buildings 
watertight by reroofing them and re
pairing the facades. New stucco, ma
sonite lap siding and brick veneer 
work were added as needed. 

The change in the architectural 
details of the exterior and the colors 
throughout gave the project a much 
more up-to-date feeling. Decorative 
chimney elements outlined in blue-gray 
and ocher accompanied the change 
from a flat roof to a pitched roof with 
gables on the post-and-beam structure. 
Peach-colored awnings. new iron fenc
ing and blue and white highlights pro
vide a warm contrast to the light gray, 
painted brick and clapboard siding. Bal
cony and patio enclosures were added. 

The developers retained the basic 
floor plan of the apartments with mi
nor modifications as needed, such as 
shortening the living/dining room space 
of the townhouses to add a washer/ 
dryer area or opening up some of the 
kitchen by extending a countertop into 
the living room. The developers deter
mined that the complex contained too 
many one-bedroom units, so they com-
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bined 36 one-bedroom apartments to 
form 24 two-bedroom units. Every in
terior space had new drywall installed 
as well as new carpeting, floor tiles, re
frigerators, stoves, dishwashers, micro
waves, washer I dryers (in the three
bedroom units only), walk-in closets, 
and ceiling fans in the bedrooms. Win
dow frames were replaced as needed. 

The renovated apartments are gen
erally larger than newly constructed 
apartments in the market. They have 
good natural ventilation (each apart
ment extends the width of the build
ing) and outdoor space in the form of 
balconies and patios. Many apartments 
have a small front yard, providing a 
sense of separate entrance. In additon, 
the complex features valet laundry and 
dry-cleaning services in the clubhouse, 
controlled-access gates, ·assigned park
ing, on-site management and 24-hour 
emergency maintenance, and four air
conditioned laundry rooms. 

MARKETING AND MANAGEMENT 
Initial marketing was fairly simple be
cause of the superb location. While reno
vations were under way, the developer 
put up two billboards with phone num
bers on either side of the property. 
Within seven months, the property 
was 95 percent leased, mostly as a re
sult of the drive-by traffic responding 

to the billboards and the complex's 
dramatically changed appearance. For 
subsequent leasing, The Finger Compa
nies has relied heavily on the Houston 
Apartment Guide and apartment locator 
services. While it also retains an in
house marketing professional for the 
Houston area properties, drive-by traf
fic still generates the largest number 
of inquiries. 

For now, The Finger Companies 
has also been helped by a local short
age of rental housing. Few multifamily 
units have been constructed recently, 
and, with the region's general economic 
resurgence, overall occupancy rates 
have risen from 81 percent to 92 per
cent. As a result leasing 7979 West
heimer required no tenant concessions. 

The Finger Companies has a prop
erty management arm to handle its 
8,000 multifamily units at 7979 West
heimer and elsewhere. The company 
pays attention to such details as land
scaping, building maintenance, and 
policies for tenants, assuming that 
properties will continue to produce 
good income in return for good main
tenance and tenant services. 

LANDSCAPE AND AMENITIES 

SITE AND LANDSCAPE IMPROVEMENTS 
The newly designed and heavily land
scaped entrance, highlighted by an at
tractive glass-block sign, is a sharp 
contrast to commercial property to the 
east and the 60 acres of vacant land to 
the west on the heavily traveled (over 
80,000 vehicles per day) Westheimer 
commercial strip. Visible from the en
trance is the redesigned two-story club
house with its dramatic pitched roof 
and glass-block entrance, which serves 
as the health club, party room, and 
leasing office for 7979 Westheimer. 

Many features of the original site 
plan were left intact but the ends of 
some buildings were removed to break 
up the monotony and sense of enclo
sure caused by long rows of buildings 
with no intervening green space. Ma
ture trees were left standing wherever 
possible. Four small 40-foot by 20-foot 



ORIGINAL SITE PLAN (BEFORE RENOVATION) 

PRESENT SITE PLAN (AFTER RENOVATION) 

Site pion. 

---0 40 80Ft. 

Key 
Building Removed 

~ Pavement Removed 
1 Main Entrance 
2 Clubhouse and Rental Office 
3 Pool 

pools, each located in an interior court
yard, were retiled, plastered, repaired, 
and landscaped. Two additional larger 
pools, including a 60-meter Olympic
size lap pool, were installed near the 
renovated two-story clubhouse, replac
ing an unsightly parking area. 

Originally, the complex was over
whelmed with parking. with 1.88 
spaces per unit. Parking was reduced 
by approximately 25 percent, lowering 
the ratio to 1.48 spaces per unit, and it 
was still well within the city's required 
parking ratios of 1.33 spaces for one
bedroom units, 1.66 spaces for two
bedroom units, and two spaces for 
three-bedroom units. Carports were 
removed and not replaced. Landscaped 
islands were added to break up long. 
unattractive rows of parked cars. To
day, approximately 38 percent of the 
site includes landscaping and recrea
tional uses. 

LANDSCAPE FEATURES 
The first noticeable feature of the land
scape plan is the frontage on West
heimer. A 30-inch-high berm was added 
along the entire 600-foot frontage and 
was planted densely with 3,500 small 
plants, including juniper and holly 
bushes. The intent was to create a fin
ished look along this frontage and to 
install a thick barrier that would de
crease traffic noise and glare and dis
courage people from attempting to 
cross over the fence. Color was intro
duced through the use of perennials 
like Mexican oleander and rudbeckia 
around the main entrance sign. Peren
nial species are not commonly used in 
commercial landscaping in Houston, 
and maintenance staff had to be trained 
not to remove them each winter when 
they go dormant. 
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Two swimming pools, one o lop pool, ore located otthe reor of the clubhouse in on oreo once occupied by o parking lot. 

Within the complex, The Finger 
Companies wanted to create a land
scape that would be distinctive in the 
Houston market and more typical of 
southern California. The owners be
lieved that the emphasis on landscaping 
would help to create an identity for the 
project and maintain higher occupancy 
levels. To help achieve this goal, 600 
mature palm trees were planted through
out the site; however, during the winter 
of 1989-90 while renovations and ini
tial leasing were under way, Houston 
experienced an unusually severe freeze 
that lasted several days. Although they 
would normally thrive in Houston's 
warm climate, virtually all of the palm 
trees were killed during the freeze. Be
cause of the cost and the risk the de
veloper decided not to replace the palm 
trees. The trees did, however, help to 
establish an identity for the project. 

Working closely together, the land
scape architect and developer deter
mined early to take maximum advan-
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tage of the existing plants on the site 
that had survived years of neglect. 
About 20 mature trees and specimen 
shrubs were left in place. Plants that 
had to be removed to make way for 
the renovations were stored over the 
winter in a temporary greenhouse on 
a portion of the parking lot and were 
later replanted in other locations on 
the site. More cost-effective than pur
chasing new plants of comparable size. 
it also gave the project a more finished 
appearance than new, smaller materials. 

Overall, the goal of the developer 
and landscape architect was to accentu
ate the renovation of the buildings and 
help sell the project with the appear
ance of the grounds. To this end, the 
number of plants installed on the site 
was approximately twice the number 
that would be found in typical Hous
ton apartment projects. The diversity 
of plant species was also much greater 
than the norm. The landscape contrac
tor (who also designed the landscape 

plan) was given considerable flexibility 
to select and locate species at his dis
cretion. The designer/contractor's in
tent was to create a continual series of 
small gardens, each with its own iden
tity; he also wanted to achieve a less 
manicured look than would be typical 
to the market. 

A variety of new trees were planted 
throughout the site, including coast 
live oak, sago palms, cherry laurel and 
Bradford pear (around the pool), Japa
nese black pine, and Jerusalem thorn 
trees (for color and texture). Most of 
the new trees at the time of planting 
had trunks of five to six inches in di
ameter. To break up long lines of parked 
cars, landscaped fingers were cut into 
the parking lot most the size of two 
parking spaces. Arizona ash trees were 
planted in those areas because of their 
fast growth and their ability to tolerate 
higher soil temperatures (which can be 
15 degrees higher than in open, soft
scape areas). 



The owners and landscape contrac
tor also elected to use a more expen
sive, but more durable, mulching mate
rial throughout the grounds. "Pine straw," 
comprised of pine needles, was placed 
on all exposed soil areas and adjacent 
to buildings. The material is more resis
tant to erosion from wind and rain 
than more common mulching materi
als. It is especially effective in areas 
where rain runoff from building roofs 
can create unsightly gullies and wash 
away ground cover and other plants. 

The design also made extra effort 
to go beyond the Houston standard in 
the project's hardscape. Sidewalks were 
installed five feet wide instead of the 
usual three feet and were constructed 
of concrete with exposed aggregate in
stead of the typical smooth concrete. 
The layout has many angles, corre
sponding to the paths that pedestrians 
most likely would want to follow. 

The project also includes several 
water elements, mostly for the active 
recreation ofresidents. Two large pools, 
serving as the key active-use and vis
ual amenities of the project, are located 
between the clubhouse and the central 
greenbelt. Rather than building one 
large pool. the designer achieved a more 
dramatic effect by separating the area 
into two pools, including one heated 
lap pool four feet deep and one un
heated recreational pool of graduated 
depth. The lap pool was built at a 
grade about three feet above the recrea
tional pool to give the perception of 
topographic relief; fountains were 
added to the lower pool to make it ap
pear as though the upper pool flows 
into the lower pool. Three wide brick 
steps accommodate the change in 
grade; they were designed as informal 
sitting areas and locations for potted 
plants and flowers. The long lap pool 
was aligned in the direction of the 
greenbelt to accentuate the vista down 
the greenbelt and to reinforce the land
scaped "mall" effect. 

In addition to the two main swim
ming pools, four small pools in court
yards were repaired and retained in 
the plan. These pool areas are land
scaped with lush, tropical plants, offer
ing quiet areas for sitting and swim-

ming. A landscaped water garden was 
created in the center of the central 
greenbelt at the point where runoff 
tends to collect. That garden is planted 
with water-loving plants, such as lilies 
and cattails. 

RECREATIONAL AaiVITIES 
Active-use recreational amenities are 
concentrated in and around the club
house, with the primary focus the two 
swimming pools and adjacent patios. 
The clubhouse contains a much-used 
weight room, an aerobics room (classes 
are offered three times per week), and 
a party room with wide-screen televi
sion and bar that is available to ten
ants by reservation. 

LANDSCAPE IMPLEMENTATION 
AND MAINTENANCE 
The Finger Companies played a hands
on role during the design and imple
mentation of the landscape program. 
Rather than contract with a design firm 
to prepare the overall plan, the owners 
selected a local landscape maintenance 
contractor with a licensed, in-house 
landscape architect to prepare the ini
tial design. The owners believed that 
the contractor, who would eventually 
install and maintain the landscaping 

and who had considerable experience 
with maintaining large apartment proj
ects, was well suited to prepare a plan 
that would be somewhat distinctive 
without being overly expensive to in
stall and maintain. The owners and the 
contractor worked closely together 
throughout the process. 

The project's landscape features a 
lush, naturalized look that does not 
require excessive maintenance. Grass 
that requires constant mowing and 
care is used in the central greenbelt but 
sparingly throughout the remainder of 
the grounds. Most shrubs are alloweu 
to take on natural shapes, minimizing 
the need for constant trimming. Peren
nial flowers are used in combination 
with beds of annuals to introduce color 
at key locations. The maintenance 
budget provides for beds of annuals 
to be replanted twice per year, at a 
cost of about $1,200 to $1,500 for 
each replanting. 

The annual budget for landscape 
maintenance breaks down to about 
$8.00 per unit considered in line with 
other apartment projects in Houston. 
Based on rentable square feet the bud
get for maintenance, irrigation, and semi
annual replanting of annuals amounts 
to about $.22 annually, or about 2.5 
percent of the total rent generated. The 

The quality of the project's landscape design continues to ploy on important role in marketing the project to new 
tenants. Maintenance is also important to prospective tenants, who often judge an owner's commitment to the 
property by the appearance of the grounds. 
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MARKET AREA COMPARISON 

7979 Westheimer Galleria Market Area 1 Greater Houston 
Number of Units 459 16,711 380,3042 

Rental Rote 
(per square fool per month) $.770 $.591 s.soo 

Occupancy level 
(percent) 96.0 88.6 87.5 

Types of Units 
Effidency 0 905 11,072 
!-Bedroom 278 9,842 200,456 
2-Bedroom 165 5,842 149,153 
3-Bedroom 16 442 18,488 

1(omprlsed of 86 operathlQ apartment projects within on oreo bounded by 1-10, Loop 610 We;t, South Voss, and West Pork. 
70peroling supply in 2, I OS proiects os of Moy 1992; on odditional1 ,507 units were under construction and 16,501 units not operating. 
Source: Apartment Dolo Services, Inc., "Apartment Market TRAC," April1992. 

total operating budget for 7979 West
heimer is about $3.30 per square foot 
per year; maintenance of the grounds 
accounts for about 7 percent of it. 

VALUE OF LANDSCAPE 
AND AMENITIES 
Because no official tenants association 
or other similar structure exists through 
which to survey or interview tenants, 
this study relies on information ob
tained from the property manager as 
to the perceived value that tenants as
sign to the project's landscape and 
amenities. 

VALUE TO THE DEVELOPER/OWNER 
The potential value added to the proj
ect from the developer's perspective 
can be measured in several ways: 

COMPARABLE PROJECTS 

Project Name 
7979 Westheimer 
Westside Club 
Water Mill 
Times Square 
Waters of Winrock 
Pork at Woodlake 
Beverly Palms 
Coral Club 
Woodlake on the Bayou 

Number of 
Units 

459 
432 
192 
129 
116 
564 
362 
220 
Sll 

Source: Apartment Data Services, Inc., June 1992. 
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• The time required to lease the proj
ect following its renovation; 

• Higher rent than competitive projects; 
• Higher occupancy levels than com

petitive projects; 
• The developer's ability to obtain 

long-term equity in the real estate 
holding. 

In the case of 7979 Westheimer, the 
approvals process was not considered 
a significant factor by which to mea
sure the value of the project's ameni
ties, as Houston is noted for the ease 
with which development approvals 
can be obtained. Further, Houston had 
experienced a severe real estate reces
sion during the 1980s, and, by the end 
of the decade, the city was anxious to 
promote development. The city was es
pecially willing to approve 7979 West
heimer, because the property had been 
closed for safety code violations and 

Year Distance from 
Built /Renovated 7979 Westheimer 

1972/1990 
1977/1986 0.5mile 
1968/1986 0.6mile 
1968/1991 0.7 mile 
1967/1989 1.0 mile 
1973/1991 1.4 miles 
1967/1989 1.4 miles 
1970/1991 1.5 miles 
1975/1988 1.5 miles 

was an eyesore that added little to the 
city's tax base. 

lEASING RECORD 

The project was 95 percent leased 
within seven months from the date 
leasing began. By Houston's standards, 
this brief leasing period is a notable 
success. The developer attributes the 
success to the project's location, an im
proved local market for quality rental 
housing. and the project's appearance 
from the frontage on Westheimer. The 
developer believes that the 80,000 vehi
cles traveling on Westheimer each day 
were the best marketing tool available. 
Virtually all of the initial leases were a 
result of drive-by traffic and the re
sponse to the new look of the com
plex. Although its contribution cannot 
be isolated, the landscaping along the 
W estheimer frontage and around the 
clubhouse (which is visible from West
heimer) was an integral part of the proj
ect's new image. The leasing staff used 
landscaping and grounds maintenance 
to help sell the project to prospective 
tenants, mentioning "lush and dramatic 
landscaping" in the project's brochure. 

According to the on-site leasing 
manager, drive-by traffic continues to 
be the primary source of prospective 
tenants. Other visitors include the curi
ous who are merely interested in see
ing more closely the improvements 
made to the property. 

RENTAl RATES AND OCCUPANCY lEVElS 

The table above compares 7979 West
heimer to rental apartments in the 
greater Houston area and the more lo
cal Galleria market area. The Galleria 
market area includes 16.711 units in 86 
operating projects. Of these units, 14,236 
(about 85 percent) were constructed 
before 1974, and only 592 new units 
have been added since 1980. Over 7,000 
units, however, have been renovated 
since 1980. As shown in the table, 7979 
Westheimer achieves substantially 
higher rents and higher occupancy lev
els than the average for either the city 
as a whole or for the more local Gal
leria market area. Compared to the 
Galleria market area, 7979 Westheimer 



achieves rents of $.77 per square foot 
(versus an areawide average of $.59 per 
square foot) and attains an occupancy 
level of 96 percent (versus an areawide 
average of 88.6 percent).1 When com
pared to eight other specific apartment 
projects within a 1.5-mile radius in 
ter~s. of rental rates, occupancy levels, 
umt s1zes, amenity packages and secu
rity packages, all large apartment com
plexes renovated between 1986 and 
1991 offering similar units, similar loca
tion, and similar recreational amenities, 
7979 Westheimer stands out as having 
exceptional landscape features. 

Indications are that 7979 West
heimer has substantially outperformed 
its immediate competition. As of June 
1992, 7979 W estheimer achieved an av
erage monthly rental rate of $.76 per 
square foot per month and a median 
monthly rental rate of $.782 per square 
foo~ per month. The eight competitive 
proJects selected for study received an 
average of $.662 and a median of $.651 
per square foot per month? The differ
ence in rental rates is thus about IS per
cent in line with the developer/owner's 
belief that 7979 Westheimer achieves a 
premium for rental rates of 10 to 20 
percent over the competition. Because 
the location and level of services and 
recreational amenities are generally 
comparable, the developer attributes 
most of the premium to the project's 
general appearance, including architec
ture, landscaping. and attention to 
maintenance. 

Newly constructed apartments in the 
Galleria market area receive rents of 
$.82 to $.84 per square foot per month, 
about 7 to 10 percent above 7979 West
heimer. The development costs for 
newly constructed units, however, sub
stantially exceed 7979 Westheimer's 
costs of approximately $30,000 per unit. 

As for occupancy levels, 7979 West
~eimer's occupancy rate of 96 percent 
m May 1992 substantially exceeds the 
average for the Galleria market area of 
88.6 percent. Occupancy rates have 
also outperformed the eight competi
tive projects selected for study; they 
averaged 83.6 percent in May 1992. 

The !enovoted 5,668-squ~re~foot, -~~-stol)' clubhousJ~, visible from th11 mqin entrance, contains a health club and 
leosmg/monogement off~ce. ~e stnkmg gloss-block entry columns ore internally lit at night. Gl~ss-block walls ore 
also used at !he complex s mom entrance on Westheimer Rood. The ottroctive new appearance of the complex 
from Westhe1mer Road wos responsible for generating nearly oil the new tenants after renovation. 

EQUITY AND LONG-TERM FINANCIAL RETURN 

The site acquisition and development/ 
renovation costs for 7979 Westheimer 
total approximately $13.75 million. As 
of year-end 1991, the project was val
ued at approximately $20 million, a 45 
percent gain on the original investment 
over approximately two years. It is dif
ficult to estimate the contribution that 
the project's landscape and amenities 
made to this rapid appreciation, but 
the developer believes that the atten
tion paid to landscaping and mainte
~ance was essential in creating a new 
1mage for the project and the success
ful leasing. The landscaping, in turn, de
pended on the developer's decision to 
eliminate portions of several buildings 
and ~3~ parking spaces, which helped 
t? ehmmate the perception of high den
Sity. Further, the developer believes 
that the landscape and commitment to 
its maintenance will make 7979 West
heimer a desirable address over the 
long term and put it in an even better 
competetive position. 

VALUE TO USERS 
No organized tenants association exists 
at 7979 Westheimer, and no survey 
has been conducted of tenants' likes 
and dislikes about the project, its land
scape, and its amenities. For this study, 
however, researchers interviewed the 
project's full-time property/leasing 
manager to determine the degree to 
which tenants value the project's land
scape and amenities. 
. The property /leasing manager be

lieves the appearance of the project 
from W estheimer has been essential to 
its successful leasing. The architecture 
of the first row of apartment buildings, 
the. internally lit glass-block sign at the 
mam entrance, the controlled-access 
gates, the visibility of the clubhouse 
with its striking internally lit glass
block pillars, and the extensive, well
maintained landscaping along West
heimer have contributed to the project's 
curb appeal. It is not possible to weigh 
the si~nific~nce of each factor, as they 
':or~ m umson to create a single, posi
tive 1mage for the project. 
. Once inside the main gate, prospec

tive tenants are enticed by the extensive 
beds of flowers and landscaping mate-
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PROJEa DATA 

lAND USE INFORMATION 
Site Area . . . . . . . . . . . . 15.4 ocres 
Gross Building Area (GBA} 

before Renovation • . . . 427,722 square feet 
GBA aher Renovation . . 408,951 square feet 
Number of Dwelling Units before Renovation . . . 484 
Number of Dwelling Units aher Renovation . . . 459 
Gross Density before Renovation 31.4 units per acre 
Gross Density aher Renovation • 29.8 units per acre 
Total Parking Spaces before Renovation . . . 914 
Total Parking Spaces aher Renovation . . . . . 680 
Site Coverage before Renovation 25 percent 
Site Coverage oher Renovation . . . . . 24 percent 

RESIDENTIAL UNIT INFORMATION (after renovation) 

One-Bedroom . . . 
One-Bedroom/Study • 
Two-Bedroom/One-Bath 
Two-Bedroom/Two-Bath 
Three-Bedroom 

Square Feel 
614-748 

.. . 923 

. . . 914 

. 928-1,212 
1,682 

DEVELOPMENT AND OPERATING COST INFORMATION 
Proied Acquisition Cost . . . . . $6,200,000 
Renovation and Improvement Cost $6,400,000 
Soh Costs 

Architecture/Engineering . Sl 00,000 
Project Management 150,000 
Leasing/Marketing . I 00,000 
Taxes/Insurance . . 17 5,000 
Title Fees . . . . . 75,000 
Construction Interest and Fees 650,000 
Total . . . . . . . . . . $1,250,000 

Total Development Cost . . . . $7,650,000 
Total Acquisition and Development Cost . $13,750,000 
Toto/ Estimated Annual Operating Expenses $1,275,000 

rials around the clubhouse and by the 
views of the two largest swimming 
pools from the rental office. The prop
erty / leasing manager believes that the 
appearance of the grounds and the ini
tial landscape plan and its maintenance 
are key factors in the project's success, 
as prospective tenants frequently use 
grounds maintenance as a gauge of the 
property owner's overall commitment 
to maintenance and service. Two full
time staff members are employed on 
the site for grounds maintenance. and 
the owners of The Finger Companies 
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LAND USE PLAN (after renovation) 

Buildings 
Parking Areas 
Roads/Driveways 
Recreation Areas 
Landscaped Areas 
Total 

Acres 
3.7 
2.6 
3.2 
1.0 

.J1 
15.4 

Percent 
a/Site 

24.0 
16.8 
21.0 

6.5 
31.7 

100.0 

BUILDING USE INFORMATION (after renovation) 
Residential (/nits . . . . . . . 401,571 square feet 
Heohh Club/Management Offlce . 5,668 square feet 
UlllitiBS/Mochanical Space . . . . 1 ,712 square feet 

Number 
of Units 
. 254 
. 24 
. 12 
.153 
. 16 

Monthly 
Rent 

$515-$565 
645-670 

. . . 705 

. 725-915 
1,075-1,115 

survey the grounds monthly and cor
rect any problems immediately. 

One criterion on which to measure 
the degree to which tenants value a proj
ect's landscape features is the amount 
of money they will spend for a unit ad
jacent to a primary landscape feature. 
At 7979 Westheimer, a two-bedroom 
townhouse unit overlooking the cen
tral greenbelt rents for $905 per month, 
while the exact same unit not next to 
the greenbelt (and without fencing 
around the patio) rents for $830 per 
month. Thus, units next to the green-

belt rent for approximately I 0 percent 
more. Vacancies of only a few days are 
common for units abutting the greenbelt. 

The property /leasing manager be
lieves that the most actively used ameni
ties are the two main pools and the 
aerobics/ weight rooms. The most ap
preciated passive amenities are the 
landscaped grounds (and maintenance 
of them) and the controlled-access gates. 

VALUE TO THE COMMUNITY 
For the most part, the benefits to the 
citizens of Houston (and especially the 
citizens of west Houston) as a result of 
the project's landscape and amenities 
are indirect. For example, the renova
tions and landscape have greatly im
proved the appearance of the site from 
W estheimer, from a rundown property 
into an attractive community featuring 
lush and well-maintained landscaping. 
Although these visual changes are 
hard to quantify, the occupants of the 
80,000 vehicles that pass by the 600-foot 
frontage each day must appreciate them. 

More directly, the renovations and 
improvements to the grounds have 
added substantially to the city's tax 
base. In I 989 (at the time of acquisi
tion), the project was assessed at $5.5 
million, which generated approximately 
$I20,000 per year in real estate taxes. 
In I 992, the property was assessed at 
$12.5 million and generated approxi
mately $3I2,000 in taxes. Thus, the dif
ference in the annual economic return 
to the city is approximately $192,000 
per year, or $4I8 per unit, although it 
is uncertain what percentage of this dif
ference can be assigned to landscape and 
amenities versus other improvements. 



WHERE, WHEN, AND WHO 

CASE STUDY CONDUCTED: May 1992 

DIRECTIONS 
From Houston Hobby Airport: Toke 1-45 north approxi
mately four miles to 61 0, and go west on 61 0 approxi
mately 15 miles. Exit at Westheimer Road (Highway 
1 093). Travel west on Westheimer three miles post the 
Galleria shopping center. The project is on the leh. 
Driving time: 20 minutes in non-rush-hour traffic. 

DEVELOPMENT SCHEDULE 
Original Projed Opened: 1972 
Projed Purchased for Renovation: May 1989 
Renovations Started: November 1989 
First Re5idents Moved In: January 1990 
Renovations Completed: July 1990 

DEVELOPER 
The Finger Companies 
99 Detering, Suite 200 
Houston, Texas77007 
(713) 864-3313 

LANDSCAPE ARCHITECT 
Sun Landscaping, Inc. 
I 0322 Cliffwood 

SUMMARY AND CONClUSIONS 
• The developer believes the decision 

to eliminate 25 apartments and 234 
parking spaces was vital to the proj
ect's eventual success. The decision 
allowed for a larger portion of the 
site to be landscaped and helped to 
reduce the feeling of high density. 
The project's most important amen
ity, the central greenbelt, was built 
on what was previously a large 
parking lot. 

• The frontage on Westheimer 
proved to be the project's most im
portant marketing tool and helped 
the project to attain 95 percent oc
cupancy within seven months. Vir
tually no other marketing costs 
were incurred during this period. 
The extensive landscaping installed 
along the frontage was an impor
tant factor in establishing the proj
ect's new, updated appearance 

Houston, Texas 77035 
(713) 721-8904 
ARCHITECT 
MarkS. Mucasey, AlA 
1964 West Gray, Suite 201 
Houston, Texas 77019 
(713) 524-8335 

INTERVIEWEES 
Developer 
Jeff Gray, vice president 
The Finger Companies 
99 Detering, Suite 200 
Houston, Texas77007 
(713) 864-3313 
Property Manager 
Shelley Dobbs 
7979 Westheimer Apartments 
Rental Market Spedalist 
Raymond Campbell, director of sales 
Apartment Data Services, Inc. 
Landscape Architect 
Keith Losee 
Sun Landscaping, Inc. 
Public Agency 
Marlene Gaffrick, staff planner 
Houston Planning Deportment 

from the street, although it cannot 
be separated from the new architec
ture, signage, and fencing added at 
the same time. 

• The project's landscape and ameni
ties continue to play an important 
function in marketing. Landscape 
maintenance is equally important 
to prospective tenants, who often 
judge an owner's overall commit
ment to the property by the qual
ity of grounds maintenance. 

• The owners achieved a distinctive 
landscape by assuming a hands-on 
role in the design and implementa
tion of the project. The landscape 
contractor's personal involvement 
in design and implementation 
helped to reinforce the plan, dis
tinct in the Houston apartment 
market. 

• Despite the extra landscaping (about 
twice the plants found in compara
ble Houston projects) and the com-

mitment to maintenance, landscape 
maintenance costs per unit are com
parable to other Houston apart
ment projects. Maintenance costs 
are minimized by the more natural
ized landscaping. minimizing prun
ing and trimming. and the decision 
to limit large areas of grass, mini
mizing mowing and fertilizing. 

• The developer/owners have seen 
an approximate 45 percent increase 
in equity on their original invest
ment because of the project's abil
ity to maintain high rents and low 
vacancy levels. This success is at
tributed largely to the project's loca
tion and attractive appearance. 
Within two years of opening. the 
project was achieving rents about 
$.20 per square foot over the origi"' 
nal pro forma. 

• Units on the central greenbelt re
ceive a rental premium of about 10 
percent. indicating that those rent
ers are willing to pay the additional 
cost to live adjacent to a featured 
amenity. 

• The developer estimates that the 
project achieves an overall premium 
of 10 to 20 percent over compara
ble apartment units in the market 
area, attributable mostly to the proj
ect's appearance and the owners' 
commitment to maintenance. 

• The project receives rents about 15 
percent higher than its most closely 
competitive apartment projects. 
Occupancy levels of 96 percent for 
7979 Westheimer outperformed the 
closest competition by over 12 per
centage points. 

1lnformation comparing 7979 Westheimer 
to projects in the greater Houston and Gal
leria market areas was obtained from Apart
ment Data Services, Inc., as reported in 
"Apartment Market TRAC" April 1992. 

:lfhe comparative analyses of 7979 West
heimer and eight comparable projects in 
the local market was prepared for ULI spe
cifically for this research by Apartment Data 
Services, Inc., of Houston, June I I. 1992. A 
copy of the report is on file at ULI's office. 
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ANDOVER 
PARK 
BEAVERTON, 
OREGON 

Andover Park is a luxury apartment complex of 240 
units located on a wooded site 12 miles from down
town Portland. The developer preserved as many as 
possible-about 60 percent-of the mature Douglas 
fir trees existing on the 17 .6-acre site. An arborist was 
retained to determine which trees should be saved 
and to advise the developer during site planning and 
construction. 

GENERAL DESCRIPTION 
Andover Park is a 240-unit luxury 
rental apartment complex nestled in a 
wooded site outside Portland, Oregon. 
GSL Properties, Inc., the developer, went 
to considerable length to preserve as 
many of the existing Douglas fir trees as 
possible, resulting in an unusually sen
sitive environmental design. The de
sign of the dwelling units is similarly 
distinctive, echoing the vertical lines of 
the fir trees. Unlike many projects, a 
clear harmony exists between the ar
chitecture and the landscape, and, un
like many projects, the sum is greater 
than the parts. 

THE SITE 
Andover Park is located 12 miles south
west of downtown Portland in the city 
of Beaverton, corporate headquarters for 
Nike and Mentor Graphics. It lies within 
the borders of MurrayhilL a 379-acre 
planned community that contains a va
riety of housing types and a mix of sup-
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porting commercial uses and recrea
tional amenities. Within a five-minute 
walk of Andover Park are Murrayhill's 
156,000-square-foot retail and profes
sional center, a community recreation 
center with tennis courts, and a lake
front park 

The 17.6-acre site of Andover Park 
is on a knolL with a band of wetlands 
at the base and Douglas fir woodlands 
above. In 1988, when GSL commis
sioned a tree survey for the site, it con
tained approximately 1,000 trees of six 
inches in diameter or greater. Though 
predominantly forested with Douglas 
firs, the wooded areas also included ma
ples and other species and a variety of 
undergrowth. Some of the firs, which 
stand over 100 feet high, are more than 
100 years old. The crown of the hill 
had previously been logged, and the 
tree cover there was generally thinner 
than on the slopes. 

Surrounding Andover Park and 
Murrayhill is a rapidly growing subur
ban area with new single-family and 
multifamily subdivisions interspersed 
with open fields and forested hillsides. 

THE PROJEG'S HISTORY 
Murrayhill was originally developed 
by Columbia Willamette, a subsidiary 
of Portland General Electric (PGE). 
Fisher-Friedman Architects was the 
master planner. Looking at the wooded, 
sloping Andover Park site, the master 
planners decided that it was best suited 
for multifamily development which 
could be clustered to save the trees. 
Thus, the Andover Park site was desig
nated as one of two multifamily sites 
in Murrayhill's master plan. 

Among the conditions for approv
ing Murrayhill's master plan were four 
that affected development of the An
dover Park site: ll preservation of the 
perimeter wetlands, 2) only one road 
crossing the wetlands, 3) a tree survey 
conducted by an arborist and 4) a tree 



preservation plan in place before any 
development occurred. When GSL 
aquired the site in 1987, it understood 
the city would require preservation of 
at least half the mature trees on the site. 

To design Andover Park, GSL re
tained the same architects who had de
signed the Murrayhill master plan, 
Fisher-Friedman Associates. The design 
and approvals process, which took ap
proximately eight months, required in
tensive collaboration among several 
key players: developer, architect civil 
engineer, landscape architect project ar
borist city arborist, and city planners. 
The city was kept informed and in
volved in the design process and be
came an advocate for the project with 
community groups. Based on the ap
proved schematic design, working 
drawings for the buildings were pre
pared while site preparation and initial 
site improvements were under way. 

Before the start of construction, snow 
fencing was erected around the drip 
lines of individual trees and groups of 
trees designated for preservation. The 
contractor and crew undertaking site
work were required to attend an orien
tation meeting at which the details of 
the tree protection program were ex
plained, and any worker thereafter 
found in violation of the prescribed 
measures was fined. 

Construction lasted approximately 
15 months, from August 1988 to No
vember 1989. At the time the units 
were being delivered, however, the 
Beaverton area was in the midst of an 
unprecedented multifamily building 
boom, and lease of Andover Park, like 
other complexes in the market area, 
was relatively slow. Leasing to stabi
lized occupancy took approximately 
30 months, an average of eight units 
per month. Since December 1991, An
dover Park's occupancy has ranged be
tween 98 percent and 100 percent 

Apartment buildings ore designed with o vertical orientation to minimize lund coverage ond site disturbance. The 
vertical orchitecturol elements olso echo the towering lines of the fir trees. 

LANDSCAPE AND AMENITIES 

THE DESIGN 
A topographic and tree survey was the 
starting point for planning and design. 
The surveyors noted the locations and 
the species of all trees six inches in di
ameter or larger. The arborist evalu
ated the condition of each tree and 
color-coded it as "save," "save if possi
ble," and "cut" 

With the survey in hand, the land 
planners worked with the developer to 
test a variety of planning alternatives 
for 240 units, the maximum permitted. 
Alternatives ranged from a concentrated 
arrangement, which was judged too 
urban in character to be marketable, 
to a dispersed arrangement which was 
judged as detracting from the site's dis
tinctive quality. 

The selected alternative provided a 
concentration of parking and service 
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areas in a relatively clear area atop the 
knolL with most buildings oriented out
ward to take advantage of the views 
downslope. The residential units were 
clustered into 38 buildings of four to 
eight units each. In many cases, build
ings were then grouped together in 
twos and threes, resulting in a series of 
building "pods." Clustering allowed the 
planners to minimize the required site 
coverage and maximize the area that 
could remain undisturbed. It also al
lowed for flexibility in siting, as each 
pod could be sited where it fit most 
easily in the sloping and wooded terrain. 

Maximizing the preservation of 
trees, which is difficult on a flat two
dimensional site, was even more diffi
cult in three dimensions on the sloping 
site. The problem required repeated site 
visits and a high level of coordination 
between the designers and consultants. 
The result however, was the preserva
tion of more than 60 percent of the 
site's mature trees. 

One complicating factor was the 
seeming conflict between the Murray
hill master plan's requirement that only 
one path cross the perimeter wetlands 
and the Beaverton Fire Department's 
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Key 
~&?>;il' Residential Buildings 
- Recreation Building 

requirement that each residence have 
two access points for fire vehicles. The 
solution was to provide an extra-wide 
entry road (four lanes) crossing the 
wetlands, which then feeds a two-lane 
loop road providing access from two 
directions. 

The final site plan for Andover Park 
preserved trees and a distinctive resi
dential environment. Entrance to the 
project is via the four-lane boulevard, 
which then winds its way upward to 
the clubhouse and apartments. Though 
the parking courts on the crown of the 
hill are very public, the units themselves 
have a very secluded feeling because 
of the large windows that look out on 
the wooded slopes. 

The apartment pods have a vertical 
orientation, further minimizing the area 
needed (and thus the tree cutting re
quired). In cross-section, the typical 
apartment building provides three 
stacked units, with one unit above grade, 
one at grade, and one below the entry 
grade on the downslope. The top unit 
typically has a double-height living 
room and loft. Building exteriors are 
grey clapboard with white pipe rail bal
conies and crimson fireplace stacks. 

The talL exposed chimney stacks fur
ther recall the tall trees beyond. 

To further distinguish the project 
in the marketplace, the architects incor
porated a number of features to up
grade the interiors. First, the units were 
made larger to give a feeling of more 
spaciousness. Second, each unit was 
provided with 50 percent more glass, 
not only providing for more views, 
but also adding light, considered a real 
benefit in Portland's cloudy, rainy cli
mate. Third, extra sound insulation was 
provided, particularly around plumb
ing pipes and between floors, to en
hance the acoustic privacy of the units. 

PRESERVATION OF THE lANDSCAPE 
The landscape design of Andover Park 
runs from "wild" at the site's perimeter 
to "controlled" at the crown of the hill. 
At the bottom of the slopes, the exist
ing wetlands were left essentially undis
turbed. On the slopes, where trees were 
removed to make way for construc
tion or where the slopes were pre
viously logged, the remaining trees 
were less protected and more vulner
able to wind load. To correct for this 



The landscape pion varies from natural, otthe site perimeter, to manicured, otthe crown of the hill. Where possi
ble, _n~turol und~rstory growth in the wooded areas was maintained along with mature trees and extended into or. 
eos of construction to help bring 0 sense of ihe forest -into ihe projed. . - . -- .. . - .. - -

"wind sail" effect, many of the remain
ing trees were thinned; that is, selective 
intermediate branches were removed. 
In general, preserving the trees included 
pruning dead branches, removing haz
ardous lower branches, and some ad
ditional feeding and watering during 
construction. 

During construction, roots of some 
trees had to be cut back to accommo
date foundations or other work, and 
occasionally roots were accidentally 
crushed or otherwise damaged. In those 
cases, the roots were carefully sawn 
and treated under the supervision of 
the project arborist. In each instance, 
the arborist had to assess the stability 
of the tree to determine whether retain
ing the tree would create a hazard. 

Retaining walls were used in some 
i!')stances to equalize grade levels 
where buildings were constructed 
close to existing trees. As a rule, build
ings were planned to be as close as 
four feet to existing trees to minimize 
the clearing required around new con
struction. In the field, however, be
cause of the tight design tolerances and 
the inevitable imprecision in identify
ing exact locations and sizes of trees, 
building sites had to be adjusted and 
retaining walls added, requiring the 
continuing close cooperation of the ar-

chitect. arborist. developer, and con
tractor throughout construction. 

Where possible, understory devel
opment in the wooded areas was main
tained along with the mature trees and 
extended into the edges around the 
new construction to bring the forest 
into the project. To do so, a seed mix 
of semiwild grasses, shrubs, and trees 
was introduced in these areas. Accord
ing to the developer, this attempt has 
not been very effective to date, because 
the first to germinate are the grasses 
and the tenants have not been pleased 
with the unkempt appearance of the 
wild grasses. 

Landscape materials used for park
ing areas and street edges are also re
lated to the existing woodlands. Douglas 
firs, maples, and other species were used 
to fill in where trees had· been cleared 
for parking areas and where the natu
ral vegetation was sparse. Rhododen
drons, azaleas, and other shrubs and 
ground covers were used to soften the 
paved edges of the project. 

RECREATIONAL FACILITIES AND SERVICES 
Recreational amenities at Andover Park 
are focused on a clubhouse and pool. 
The 5,960-square-foot clubhouse in
cludes a racquetball court. weight 
room, tanning bed, showers, lockers, 
sauna, lounge and kitchen, card/lV 
room, conference room, and computer 
room. Adjacent to the clubhouse are a 
swimming pool and jacuzzi nestled 
into the edge of the woods. 

Andover Park also offers a range of 
services to its tenants, including laun
dry and dry cleaning pick-up, shoe re
pair, copier and fax machines, airport 
shuttle, firewood, and daily continental 
breakfast. The package of services, which 
changes based on the amount of ten
ants' use, is coordinated through the 
project's leasing and management office. 

CONSTRUGION COSTS 
Total construction costs for landscap
ing and amenities at Andover Park 
were slightly over $1 million ($4,688 
per dwelling unit), or 8.6 percent of the 
$13.7 million total development cost. 
Of the total costs for landscape and 
amenities, $489,000 (43 percent) was 
for landscaping. $475,000 (42 percent) 
for rec- reational facilities, and $30,000 
(3 percent) for preservation of trees. 
On balance, tree preservation appar
ently cost less than the more typical 
site clearing and relandscaping. Costs 
were higher for the arborist ($12,000 
during planning and construction), ini
tial pruning, thinning, and related tree 
work ($30,000), temporary fencing to 
protect the trees during construction 
($15,000), and retaining walls required 
solely for preservation of trees ($40,000). 
On the other hand, costs were prob
ably lower for Andover Park for irriga
tion, landscaping. and grading. because 
small areas were involved, the wetlands 
and woodland did not require irrigat
ing, and large, level building pads were 
not necessary. 
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COSTS OF LANDSCAPE AND AMENITIES 
AT ANDOVER PARK 

Amenity 
Construction 

Cost 
Landscaping, Irrigation, 
Fine Grading, and 
Plantings 
Signage 
Hardscape (sidewalks, 
miscellaneous paving, 
trails) 
lighting (decorative/safety) 
Special Plantings (flowers) 
Adive Recreation 

Recreation Center 
Pool/Jacuzzi 

Other Features 
Retaining Walls4 

Tree Preservation5 

Irrigation Water 

$489,000 
19,600 

33,625 
38,000 

1 

400,000 
75,000 

40,000 
30,000 

TOTAL $1,125,225 

11ncludod with landscaping. 
2Seasanol. 
31nduded with recreation center. 
~Required lor landscaping. 
5Pruning, pruning ond feeding roots. 
6lnsignllicant amount. 

OPERATING EXPENSES 

Operating 
Cost 

$28,000 
NA 

1,320 
3,720 

6,3002 

18,000 
a 

4,200 
$61,540 

Annual operating expenses for land
scape features and amenities were 
$61,540 in 1991. Fifty-six percent of 
this total ($34,300) was for landscape 
maintenance and seasonal plantings. 
Operating expenses associated with 
preservation of the trees are minimal 
and include minor maintenance, such 
as occasional trimming and pruning. 
and periodic cleaning of roof gutters 
clogged by tree needles. Like capital 
costs, operating expenses for landscape 
maintenance at Andover Park appear 
to be less than those for more tradi
tional projects because of the relatively 
smaller planted area, resulting in lower 
costs for irrigation water and labor. 
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VALUE OF LANDSCAPE 
AND AMENITIES 

VALUE TO THE DEVELOPER 
Market conditions in the initial years 
following Andover Park's completion 
have strongly affected Andover Park's 
operating results. When Andover Park 
entered the market in 1989, suburban 
Portland was witnessing a huge expan
sion in its multifamily inventory. New 
multifamily units in the Beaverton/Ti
gard area, which had been averaging 
461 per year between 1980 and 1988, 
suddenly shot up to 1,567 per year in 
1989 and 1990. 

For Andover Park, the result of this 
building boom was slower-than-planned 
leasing and depressed rent levels. In 
this climate, Andover Park and most 
other projects were forced to provide 

incentives to lease units: at Andover 
Park, one month's free rent and dis
counts on garage space and washer/ 
dryers. Andover Park's rent and occu
pancy levels were competitive with the 
market and did not exceed it significantly. 

Thus, at least initially, the land
scape and amenities at Andover Park 
appear to have been of minimal finan
cial benefit to the developer. Gradually, 
however, as the market tightens, An
dover Park has begun to experience 
full occupancy. The developer expects 
that the tightened market will eventu
ally generate rental premiums and that 
occupancy will continue to be high. 

The landscape preservation program 
at Andover Park has benefited GSL in 
other ways, however. According to both 
the developer and the Beaverton city 
planner, the approvals process was ex
traordinarily smooth. Design and ap-

Operating expenses associated with the preservation of trees are minimal and include such maintenance functions 
as occasional tree trimming and cleaning of roof gutters dogged by pine needles. On the whole, operating ex
penses ore estimaled to be less than those of projects with lrodilionollandscaping because of the relatively small 
area devoted to manicured landscaping. 



VALUE MATRIX 

Higher Higher Higher Higher Lower Long· Term 
Rents/ Satisfaction Retention Occupancy Turnover Equity 
Sale Prices among of Tenants Levels 

Tenants and 
and Residents 
Residents 

Streetscapes + + + oOo + + 
Parking Lot Landscaping + + + oOo + + 
Extra Parking + + oOo + oOo + 
Signage • + • • • • 
Plantings (foundation, oOo oOo oOo oOo + oOo 
specimen, gardens) 

Water Features oOo + oOo oOo oOo oOo 

Entryways + oOo + oOo + oOo 

Land Engineering (e.g., + oOo oOo oOo + oOo 
contouring) 

Street Furniture + + + + + + 
Plazas + oOo + oOo + oOo 

Street PaHerns (e.g., extra + + + + + + 
improvements) 

Environmental Features oOo oOo oOo oOo + oOo 

Ughting (decara· + oOo + oOo + oOo 
live/safety) 

Interior Atria + + + + oOo oOo 

Special Plantings (flowers) + oOo + oOo + oOo 

Hardscape Features + + + + + + 
Active Recreation 

Jogging Trails + oOo oOo oOo + + 
Racquetball oOo oOo oOo oOo + oOo 

Pool oOo oOo oOo oOo + oOo 

+ = High oOo = Medium + = Low X = No value 

Note: High, medium, low, and no value represent the developer's overall impression of the value of amenities. 

provals took just eight months, highly 
unusual for a multifamily project, de
spite the opposition of a local group 
that wanted to save 100 percent of the 
trees. According to the city planner, the 
speedy approvals process was the re
sult of several factors: 1) the developer 
came in early and asked the city what 
was important from the city's perspec
tive; 2) the developer kept the city in
formed of its planning and involved in 
the tree preservation program; and 3) 
the developer clearly attempted to pre
serve as much of the site as possible. 

The city's cooperative response dur
ing design extended to the construction 
period. The city's arborist spent a con
siderable amount of time working with 
the developer's arborist during planning 
and construction. During construction, 
whenever a question arose in the field, 
the city responded quickly because of 
the rapport that had been established 
with the developer. 

This rapport and positive working 
relationship had begun with earlier 
projects, benefiting the developer in 
subsequent negotiations with the city 

Faster Price Faster Premiums 
Absorption Increases Approvals 
or Leasing 

+ + oOo + 
oOo + oOo + 
+ + + + 
• • oOo + 
oOo + oOo + 

oOo oOo oOo + 
oOo + + + 
oOo + oOo + 

+ + + + 
oOo + oOo + 
+ + oOo + 

oOo + + + 
oOo + + + 

+ oOo + + 
oOo + + + 
oOo + + + 

oOo + oOo + 
oOo + + + 
+ oOo + + 

on other projects. The developer also 
benefits from being able to point to 
Andover Park as a concrete example of 
how to manage environmental preser
vation in a development project. 

The developer believes that over 
the long term, the environment at An
dover Park will help the project main
tain its value and create longer-term 
equity. For major institutional buyers 
of apartment real estate like insurance 
companies, the quality of the project is 
significant according to the developer. 
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PROJECT DATA 

LAND USE INFORMATION 
Site Area 
Total Dwelling Units 
Gross Density . . 
Total Parking Spaces 
Maximum Number of Stories 

17.6 aues 
240 

13.6 units per acre 
4181 

. . .. . . 3 

LAND USE PLAN INFORMATION 

Acres 
Buildings 3.1 
Parking Areas 1.0 
Roads/Driveways 2.2 
Recreation Areas 0.2 
Landscaped and Natural Areas 11.1 
Total 17.6 

RESIDENTIAL UNIT INFORMATION 
Floor Area Number 

Unit Type (square feel} Built 
A 1BR/1BA 695 . 48 
8 1 BR/1BA 785 . 48 
c 1BR/1BA/Loft 985 . 48 
0 . . 2BR/2BA 1,030 . 12 
E . . 2BR/2BA 1,100 . 34 
F 2BR/2BA/Loft 1,275 . 28 
G . . 3BR/2BA 1,200 . 22 

CLUBHOUSE INFORMATION DEVELOPMENT COST INFORMATION 

Percent 
of Site 

17.6 
5.7 

12.5 
1.1 

63.1 
100.0 

Average 
Monthly Rent 

. $575 
600 
730 
750 
820 

1,050 
. 895 

Square Feet 
1,000 

425 
BOO 

Site Acquisition Cost . . . . $1,230,000 
Leasing Office 
Laundry . 
Lounge . . 
Kitchen . . 
Locker Rooms/Sauna . 
Racquetball Court 
Gymnasium. 
Meeting Room 
Other 
Total . . . 

11ncludes 168 goroge spaces ond 73 corportspoces. 
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. 96 
720 
860 
525 
210 

1,324 
5,960 

Site Improvement Costs 
Excavation ond Grading 
Sewer/Wolar/ Drainage 
Poving/Sidewolks . 
Landscaping/Irrigation 
Other .. . 
Total . . , 

Construdion Costs 
Superstructure 
Electrical . . . 
Plumbing/Sprinklers 
Finishes 
Graphics/Specialties . 
Fees/General Conditions 
Other . 
Total . . . . . . 

Soh Costs 
Architecture/Engineering 
Project Management . 
Construction Management 
Leasing/Marketing 
Legal/Accounting 
Taxes/Insurance . 
Title Fees . . . . . 
Construction Interest ond Fees . 
Working Capitol/Cosh Shortfall 
Permits 
Total . . . . . . . . 

Total Projed Cost . . . . . 
Construdion Cost per Square Foot 

Residential Units . 
Clubhouse . . . . . . 

$385,000 
. 298,000 
. 28,000 
. 489,000 
. 49,000 

. $1,249,000 

. $3,985,000 
. 449,000 
. 521,000 
1,024,000 
. 468,000 
. 757,000 
. 575,000 

. $7,779,000 

$533,000 
. 648,000 
. 80,000 
. 175,000 
. 10,000 
. 93,000 
. 23,000 
1,004,000 
. 285,000 
. 600,000 

. $3,491,000 
$13,749,000 

. $36 

. $100 

The site pion provided for the preservation of low
lying wetlands located around most of the site's pe
rimeter. Environmental provisions mode it possible 
for the developer to receive approvals in only eight 
months, unusual for o multifamily project in this locality. 

VAlUE TO THE COMMUNITY 
AND TO RESIDENTS 
For the community, a primary benefit 
of Andover Park has been the preser
vation of a vanishing environment, the 
mature Douglas fir woodlands. Until 
Andover Park was developed, the typi
cal method of developing wooded 
land was to log the site for the eco
nomic value of the timber, grade the 
site flat, and then relandscape it. In the 
case of Andover Park, careful planning 
of design and construction resulted in 
over 60 percent of the mature trees' 
being saved. 

From the city's perspective, the 
process and product of Andover Park 
were influential in the development of 
the Beaverton Tree Ordinance, which 
was subsequently adopted. Andover 
Park provided the city with an exam
ple of what was possible, in terms of 
numbers and of quality, resulting in 
new standards for preservation of trees 
for all subsequent projects. 

For residents, the environment of 
Andover Park appears to be one of its 
attractions. According to the on-site 
building manager, the features residents 
like most are the project's privacy and 
seclusion, and its "unique character." 
It is difficult, however, to separate the 
landscape from the architecture in 
these references. What seems clear is 



that residents are aware of and appreci
ate the environment of Andover Park. 
To date, however, it has not manifested 
itself in a willingness to pay signifi
cantly higher rents (after adjusting for 
the larger size of the units) or in lower
than-normal turnover rates. 

SUMMARY AND CONCLUSIONS 
Andover Park has successfully married 
development of the land and preserva
tion of the landscape, creating a supe
rior multifamily project and preserving 
more than half of the giant Douglas 
firs on site. 

+ To achieve this successful mix, col
laboration was required among the 
several consultants, the developer. 
and the city. Extra effort was re
quired of all parties to create a de
sign that preserved the environment 

• Despite the project's critical success, 
financial benefits have not yet ma
terialized for the developer. To some 
extent it has been the result of an 
oversupply of new rental units on 
the market. For price-sensitive rent
ers, amenities and environment 
could be secondary issues. As the 
market tightens, however, the im
pact of amenities could become a 
more critical factor in the project's 
performance. 

• Thus, the financial value of land
scaping and amenities at Andover 
Park might be more fully realized 
in the longer term. 

• At Andover Park, the project design 
oriented toward preservation cost 
no more than traditional forms of 
site development, possibly less. The 
increased costs of retaining an ar
borist preserving the trees, and 
building additional retaining walls 
appear to be offset by the smaller 
resulting areas to be graded, land
scaped, and irrigated. 

• The landscape and amenities pro
gram has been of value to the de
veloper in several nonmonetary 
ways. Despite opposition from a lo
cal preservation group, the devel
oper was able to win approval for 
Andover Park from the city, in an 

WHERE, WHEN, AND WHO 

CASE STUDY CONDUCTED: August1992 

DIRECTIONS 
From downtown Portland: Follow Sunset Highway (Route 
26) approximately five miles west to Murray Boulevard. 
Exit and follow Murray Boulevard south for approxi· 
mutely 4.5 miles to Murrayhill's main entry, Teal Boule
vard. Turn right and pro(eed west on Teal Boulevard for 
approximately 1,000 feet; the entron(e rood to Andover 
Park is the first left. 
Driving time: Approximately 25 minutes. 

DEVELOPMENT SCHEDULE 
Planning Started: September 1987 
Site Purchased: De(ember 1987 
Conslrudion Started: August1988 
Leasing Started: August1989 
Projed Completed: November 1989 

INTERVIEWEES 
Developer 
David Bell, exewtive vi(e president 
GSL Properties, lnt 
2164 S.W. Park Pla(e 
Portland, Oregon 97205 
(503) 224-2554 
Land Planner I Architect 
Robert Geering 
Fisher -Friedman Assodotes 
333 Bryant Street, Suite 200 
San Fronds(o, California 941 07 
(415) 981-6076 

unusually short time, essentially be
cause the developer was commit
ted to environmental preservation. 

• Establishing a track record and 
credibility with the city has bene
fited the developer in other ways. 
According to the city's planner, as 
a result of the developer's efforts at 
preservation and the superior re
sults achieved, the city has received 
favorably subsequent projects by 
the developer. 

Landscape Architect 
Paul LeHieri 
Anthony M. Guzzardo and Assodates, lnt 
836 Montgomery Street 
Son Fronds(o, California 94133 
(41 51 433-4672 
Arborist 
William L. Owen 
Portland, Oregon 97201 
(503) 222-7007 
Planning OHidal 
Nodine Smith, planner 
City of Beaverton 
Oty Arborist 
S(oH Plamondon 
City of Beaverton 
Design Review Board 
Janet OHen 
City of Beaverton 
Appraiser 
Bru(e M. Ostly 
Anderson, Ostly & Glanville 
Tenant Representative 
Nancy Mo(Bean, manager 
Andover Park 
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HARBOUR RIDGE 
STUART, FLORIDA 

Over 40 percent of the 885-aue master-planned com
munity of Harbour Ridge was preserved in its natural 
stole. Preservation of wetlands, sand pine scrub, and 
pine flatwoods upland habitats protected important en
vironmental resources and helped attract potential 
buyers to this community of high-end second homes. 

GENERAL DESCRIPTION 
Harbour Ridge is the fourth master
planned community in southeast Flor
ida undertaken by developer John B. 
Dodge and his associates. Responding 
to newly enacted state and federal en
vironmental regulations and guided by 
a commitment to be good stewards of 
the land, the developer preserved over 
40 percent of the 885-acre site in its 
natural state. Preserved areas include 
freshwater and saltwater wetlands, river 
shoreline (75 feet upland of the mean 
high water line), and sand pine scrub 
and pine flatwoods upland habitats. 

Harbour Ridge's natural open space 
includes a 26-acre sanctuary for a nest
ing pair of southern bald eagles identi
fied during site planning. In accordance 
with a detailed protection plan, a golf 
course was rerouted to buffer the sanc
tuary from residential areas, and earth
moving near the eagles' sanctuary was 
not done during the mating season. The 
pair of eagles continued to inhabit the 
site for several years, producing at least 
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four eaglets since the project's incep
tion. During the 1992 nesting season, 
the nest was taken over by a pair of 
great horned owls, but the likelihood 
remains that the eagles will eventually 
return to the site. 

PlANNING AND APPROVALS 
The property was acquired during the 
1980 recession for about $8.400 per acre. 
From the start. the intent was to de
velop a private recreational community 
with two golf courses, tennis courts, and 
boat docks. Having learned from expe
rience that the optimum number of 
golf members is 350 per course and ex
pecting to have 114 social members, the 
development team settled on 814 units. 

Surplus land was sold for $2 mil
lion to provide an early infusion of 
start-up capital. Project approvals were 
subject to lengthy negotiations, because 
the project was considered a develop
ment of regional impact (DR]) under 
Florida state law. The final approved 
plan reflects the cooperation of many 

federal. state, and local agencies, and 
adjacent property owners. 

The development team hired 
Edward D. Stone, Jr., and Associates 
(EDSA), with which it had worked on 
other projects, as planner, and plan
ning began in June 1981. The team de
cided early to use two different golf 
course architects and to supplement 
the team with specialized consultants 
and in-house designers as necessary. 

The master drainage plan is de
signed to protect existing wetlands and 
to preserve their natural hydroperiods, 
to maintain existing groundwater ta
bles, and to approximate seasonal fluc
tuations in water level. Transitional 
wetland/upland borders serve as natu
ral filters for surface water runoff and 
provide valuable habitat for wildlife. 

The water supply plan required ex
tensive testing and investigation of the 
natural hydrologic system and resulted 
in the use of water-conserving fixtures, 
wastewater recycling, separate irriga
tion and potable water distribution sys
tems, and the construction of a pump-



ing station and two miles of under
ground pipeline to draw fresh water 
from a canal at a point where it would 
otherwise be lost to the tides. This water 
is mixed with the effluent from the on
site sewage treatment plant to irrigate 
the golf courses and residential areas. 
Because of minimal clearing each golf 
course requires only 60 acres to be irri
gated, compared to the standard 80 to 
100 acres for typical courses. The water 
and sewer plants were built and are 
operated by the developer and will be 
turned over to the property owners as
sociation debt free. 

PHASING AND FINANCING 
Construction started in January 1983. 
The first residential product offered was 
a 38-unit cluster of single-family cus
tom sites near the project's entrance. 
Next two garden apartment complexes 
and a cluster of single-family villas were 
opened nearby. To accommodate short
term guests during the sales period, one 
of the apartment complexes permits 
short-term rentals. This rental program 
will end after 650 golf memberships 
are sold. 

The range of products now includes 
zero-lot-line patio homes, apartment 
condominiums, single-family houses, 
and high-end custom houses with views 
of the river and golf courses. Demand 
for single-family houses is stronger than 
expected, and several areas originally 

planned for multifamily units are being 
developed for single-family houses. Ac
cordingly, the number of units planned 
at completion has been lowered to 725. 

The construction of club facilities 
was staged to avoid heavy initial costs. 
The swim and tennis center served as 
an interim clubhouse, and during the 
start-up period, special memberships 
offered to area residents helped estab
lish the tennis program. The center's lo
cation, outside the community gate, 
provides nonresidents with more con
venient access to the facilities. Nonresi
dent memberships in the swim and 
tennis center were offered at the outset 
because the population of Harbour 
Ridge would not be large enough to 
support the desired facilities. 

Initial project financing of $22.5 
million, provided by a local S&L, was 
paid off in 1990. Other financing in
cluded a $6 million loan for the main 
clubhouse and the second golf course. 

CLUB OPERATION 
Prospective members apply to pur
chase one of two equity membership 
categories, golf or social. Golf member
ships include use of all amenities; so
cial memberships offer swim/tennis 
and dining privileges but are limited to 
six rounds of golf per season at full 
greens fees. The club's cap is 700 golf 
memberships. Club facilities, now owned 
by the developer, will be transferred to 

the members when the last residential 
unit is sold. The club's reserve fund re
ceives the profits from resales of equity 
memberships and is used for necessary 
capital improvements. 

The two-level, 40,000-square-foot 
main clubhouse, designed by Palm 
Beach architects Schwab & Twitty, 
overlooks the St. Lucie River. Its upper 
level has a formal dining room, a lounge 
for members, and two large banquet 
rooms. The lower level includes a grill 
for golfers, a pro shop and ship's store, 
men's and women's locker rooms, exer
cise rooms, and office space. Sheltered 
parking encourages the use of private 
golf cars for transportation between 
houses and the clubhouse. 

The swim/tennis club has ten fast
dry courts, four of them lighted at night, 
a pro shop, and a clubhouse with a 
dining facility. The tennis program, un
der the direction of Peter Burwash In
ternational, offers regular clinics, indi
vidual lessons, and tournaments for 
members. 

The club's boating facilities consist 
of 128 deep-water slips in three dock
ing areas on the community's river
front. Prices for certificates of use cur
rently range from $15,000 for a 20-foot 
slip to $45,000 for a 38-foot slip. 

The swim and tennis club has ten fast-dry (DUris, a pro shop, and a clubhouse with dining fa(ilities. The club, lomted outside the (ommunity's main gates, was built early in 
the project's phasing to provide an interim clubhouse and reueational amenities. Membership was opened to nonresidents, be(ause Harbour Ridge's early population was not 
large enough to support the range of desired odivilies. 

77 



Site pion. 

MARKETING AND MANAGEMENT 
Typical homebuyc:rs are couples from 
the Northeast and Midwest in their 
early 50s to early 60s who will make 
the community their second home un
til they retire, when it will become their 
primary residence. Rather than buying 
with an intent to move to a larger unit 
later, today's buyers are more likely to 
buy what they want to keep. 

A variety of media were used in 
early advertising to establish recogni
tion for the community and to build a 
base for referrals. The Wall Street Journal 
generated the best leads. With approxi
mately 80 percent of recent sales com
ing through referrals from owners, the 
marketing focus now is a "pick your 
neighbor" campaign targeted at the com
munity's over 600 existing residents. It 
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includes a new video, sent to all own
ers, and presentations at country clubs 
in key cities with several owners. 

Seasonality is a major factor in mar
keting and management. with most ac
tivity occurring from mid-January to 
early May. An average of 2,000 pros
pects visits during the year. People in 
the market tend to visit every compara
ble project before making a decision, 
and competition is fierce. At Harbour 
Ridge, environmental sensitivity is a 
strong selling point. Annual surveys of 
property owners always elicit com
ments to "preserve the natural look." 

Each owner belongs to a commu
nitywide property owners association 
and to the appropriate separate home
owners association in the distinct hous
ing village. On-site management staff 

Key 

1 

2 
3 
4 
5 
6 
7 
8 
9 

10 
11 

Multi-family residential areas 
Single-family residential areas 
Wetlands 
Lakes and ponds 

Development headquarters 
compound 
Swim/tennis center 
Security gate 
Sales center (temporary) 
Fenced eagle preserve 
Golf driving range 
Main clubhouse 
Marina docks 
Water plant and maintenance 
facility 
Wastewater treatment facility 
Future park 

includes the general manager, director 
of golf. tennis pro, groundskeeper, house
keeping department food and bever
age personneL security staff. landscape 
maintenance staff, social director, dock
master, and accounting department. 



As dictated by the recreation-oriented second-home market, Harbour Ridge includes two 18-hole golf courses. Private club memberships, copped ot700, ore restricted to com
munity residents. 

LANDSCAPE AND AMENITIES 
The landscape theme for Harbour Ridge 
emphasizes the preservation of existing 
vegetation and environmental resources. 
The project's primal)' market of second
home buyers and retirees dictated a 
wide range of active recreational amen
ities: the two golf courses, clubhouse 
(with food service and exercise facilities), 
swim/tennis center, and boat docks. A 
number of more passive amenities were 
included in the project as well, includ
ing a two-mile riverfront nature walk. 

To help give the project a sense of 
containment and isolation, a buffer 
ranging from 25 to 150 feet consisting 
of natural vegetation (depending on use 
of the adjacent property) is preserved 
around the project's entire boundary. 
A natural 75-foot open space buffer 
is provided adjacent to the St. Lucie 
River. Pockets of natural open space 
are also evident throughout the com
munity, for example, between villages, 

adjacent to golf course fairways, and 
along some roadways. 

Some of the natural flora found on 
site include palmetto, scrub oak, sand 
pine, wild malo, wild lantana, cabbage 
palm, slash pine, deer moss, gallberry, 
and pond apple. In some cases, pockets 
of natural vegetation have been aug
mented with endemic trees and shrubs, 
such as slash pines, oaks, and southern 
waxed myrtle. Some natural areas, par
ticularly palmetto stands, are thinned 
occasionally to promote their value as 
wildlife habitats and to enhance their 
visual appearance. 

The development team wanted 
Harbour Ridge to have a well-kept ap
pearance but did not want to give the 
project a highly manicured look. The 
guiding concepts behind the landscape 
plan were informality and natural ap
pearance. Landscaping in and around 
residential dusters builds on that theme, 
with informal plantings of trees, shrubs, 
and ground covers suited to Florida's 

warm climate. Rapidly growing trees, 
such as eucalyptus torrelliana and rose
wood, are mixed with live oaks, palms, 
and bottle brush trees. Near the front 
doors of houses, more exotic and col
orful plantings are used, such as hibis
cus, bird of paradise, variegated confed
erate jasmine, and dwarf powder puff. 
Most plant species do not require fre
quent pruning. And because it is most 
frequently used during the winter 
months, the community contains few 
deciduous plants to remind residents 
of harsh northern winters. 

The pockets of natural vegetation 
and extensive wetlands preserved on 
site support a wide range of wildlife, in
cluding foxes, bobcats, and alligators, 
and countless species of birds, most 
noticeably herons, egrets, and sandhill 
cranes. For many residents, bird and 
wildlife watching has become a pri
mary source of recreation. 

The landscape budget within resi
dential clusters averages about $15,000 
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Golf courses include areas of natural vegetation like thick pockets of palmetto. Most golfers favor the natural or
eos designed into the courses and enjoy the wildlife that often appears. 

The two-level, 40,000-squore-foot main clubhouse 
overlooks the St. Lucie River and serves as the hub for 
social interaction among community residents. Facili
ties include o dining room, o lounge, two Iorge ban
quet rooms, specialty retail stores, and exercise rooms. 
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per unit for single-family houses and 
$S,OOO per multifamily apartment. Land
scape maintenance constitutes a major 
percentage of assessments; for exam
ple, a homeowner of a typical single
family house pays $306 per month, $276 
of which is allotted for landscape main
tenance. That same homeowner also 
pays $116 per month in dues to the 
communitywide property owners asso
ciation to cover costs for maintenance, 
insurance, security, and so on. Each resi
dential village establishes its own assess
ments, and the communitywide own
ers association establishes the fee for 
the common areas of the community. 

VALUE OF LANDSCAPE 
AND AMENITIES 

VALUE TO THE DEVELOPER 
Several members of the development 
team suggest that Harbour Ridge is per
forming as well as, or better than, other 
second-home resort communities in 
south Florida. It is virtually impossible 
to compare Harbour Ridge to other 
projects, however, because each offers 
different types of amenities, locations, 
and prices. Further, the competitive 
market area for many purchasers in
cludes much of the southeastern United 
States and, for some, Arizona. 

Four projects in the local market 
might be considered most competitive 
with Harbour Ridge: Sailfish Point (eight 
miles east of Harbour Ridge), Jonathan's 
Landing OS miles south), Willoughby 
(five miles south), and Cobblestone 
(ten miles west). All of these communi
ties feature equity memberships, and 
all feature golf, tennis, and clubhouses; 
Sailfish Point and Jonathan's Landing 
are beachfront communities. It was 
not possible to analyze these projects 
thoroughly within the scope of this 
study, but it is clear that all have expe
rienced slower sales in the recent few 
years that can be attributed primarily 
to the national recession. Sales of new 
houses at Harbour Ridge averaged 
about 4S or SO in 1992; that figure was 
down by about SO percent from the 
peak selling years of the late 1980s. 

One way to track Harbour Ridge's 
market success is to consider sale prices 
over time. As of 1992, about 40 per
cent of all sales in the community 
were resales. Sale prices at Harbour 
Ridge have, in fact increased steadily. 
Garden apartment units currently sell 
for 2S percent more than they did in 
1986, "villa" and "golf" single-family 
houses sell for about 40 to 60 percent 
more, and custom lots sell for about 
100 to ISO percent more. Golf member
ships, which sold for $1S,OOO in 198S, 
currently cost $3S,OOO. Boat slips start
ing at $12,SOO in 1986 now sell for 
$1S,OOO to $45,000. These substantial 
price increases suggest strong satisfac-



tion with housing and amenities among 
buyers. 

The developer believes that Harbour 
Ridge has maintained such strong 
price increases during a down market 
and a reasonable level of sales of new 
houses because of the project's loca
tion outside a major urban area and 
because of its high-quality amenities. 
Buyers at this type of community seek 
out projects with the right mix of ameni
ties and those that appear to be well 
designed, managed, and maintained. 
Perceptions of quality design, beauty, 
tranquillity, and sensitivity to the natu
ral environment have certainly been 
instrumental in attracting prospective 
buyers to Harbour Ridge. 

The extensive recreational amenity 
package included with Harbour Ridge 
has been instrumental in attracting 
buyers, but the project's emphasis on 
natural landscape and environmental 
sensitivity has apparently helped to 
give it an edge over some competitive 
projects. These qualities of the commu
nity have been featured prominently 
in marketing materials. The emphasis 
on environmental sensitivity also helped 
the developer to obtain permits with 
minimal controversy. considering Flor
ida's regulatory standards. 

The accompanying table lists each of 
the project's key landscape features and 
ranks that amenity relative to the type 
of value added. As shown, the devel
oper perceives the project's water fea
tures, plantings. sensitivity to the envi
ronment. and recreational facilities as 
contributing significantly to the project's 
appeal to consumers (as measured by 
sale price, absorption, and overall satis
faction). 

VAlUE TO RESIDENTS AND HOMEBUYERS 
Four residents/homeowners of Har
bour Ridge were interviewed to deter
mine the extent to which landscape 
and amenities influenced their decision 
to buy property and to assess the de
gree to which they value those features. 
Because the project is primarily a second
home resort community, purchasers 
had high expectations for recreational 
amenities. Virtually all purchasers, for 

VALUE MATRIX 

Higher Sale Higher Faster Faster 
Prices Satldodion Absorption Approvals 

among 
Residents 

Streetscapes .00 + .00 .00 

Parking Lot Landscaping + .00 .00 + 
Signage + + • + 
Plantings (residential) + + + .00 

Water Features (lakes and wetlands) + + + + 
Entryways .00 + + + 
Environmental Features + + + + 
lighting (decorative/safety) .00 .00 + + 
Special Plantings !flowers) .00 .00 .00 • 
Active Recreation 

Jogging Trails/Bike Paths .00 + + .00 

Tennis/Swim Center + + + .00 

Golf Courses + + + .00 

Clubhouse + + + • 
Boat Facilities .00 .00 + • 

Security + + + • 
Nature Trails .00 .00 + .00 

+ = High -Oo = Medium + = Low X = No value 

Nole: High, medium, low, and no value represent the developer's overall impression of the value of amenities. 

example, considered the golf courses, 
clubhouse, and tennis club essential 
amenities. For this analysis, it is not so 
important that these recreational ameni
ties exist in the project (the market dic
tates them), but that they are perceived 
to be of high quality. 

The residents interviewed for this 
study agreed unanimously that the 
project's landscape was very important 
in their decision to purchase property 
and noted consistently that the land
scape is the community's defining ele
ment. They made several points during 
the interviews that help to define what 
residents value most in the project's 
landscape and amenities: 

+ The attention paid to landscape de
sign and maintenance enhanced 
buyers' perception of the developer 
and the developer's commitment to 

excellence. This perception was es
pecially important during the early 
phases of the project when all of 
the promised recreational features 
had not yet been completed. Sev
eral residents noted that they, in 
part gauged the developer's com
mitment to the project on the high
quality landscape features they could 
see in the early phases. 

+ Residents like the "quiet" and "calm
ing" character of the community, 
which they believe is created by 
landscaping, views of open spaces, 
and the many water features. Most 
of the homebuyers reside part of 
the year in large metropolitan areas 
and use their residence at Harbour 
Ridge as a retreat. 

+ Residents particularly value the 
project's "sensitivity to the environ-
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Some residents initially were concerned about the dose spacing of units within clusters, but those concerns hove mostly disappeared as residents hove come to consider the 
Iorge blocks of common open space on acceptable trade-off for private yards. 

ment" and place high value on the 
preserved areas of natural habitat 
for their visual quality and for the 
wildlife and birds they help to sup
port Again, they noted that the 
project's sensitivity to the environ
ment helped to increase their confi
dence in the developer. 

+ Residents value the "peaceful," 
"beautiful," and "environmentally 

sensitive'' image that Harbour Ridge 
projects to their guests and family. 

+ For most residents, especially those 
who do not use their residence year
round, security is very important, 
and they value the guarded gates 
to the project 

+ The golfers interviewed responded 
very favorably to the natural areas 
designed into the courses and to 

FACTORS IMPORTANT IN THE DECISION TO PURCHASE PROPERTY FOR 
284 HOMEOWNERS IN HARBOUR RIDGE 

How important were the following factors in your decision to buy your Harbour Ridge home? 
Very Not 

Important Important 
location of Harbour Ridge 63% (49) 24% (31) 11% (14) 1%( 1) 1% (5) 
Proximity to Airport 27% (18) 38% (34) 23% (29) 8% (9) 4% (10) 
Natural Beauty 87% (82) 13%(13) 0% (5) 0%(0) 0%(0) 
Purchase Price 35% (26) 19% (33) 31% (31) 12% (5) 3% (5) 
Appearance/Style of Home 53% (59) 27% (33) 19% (7) 1%(1) 0%(0) 
Quality of Workmanship 54% (62) 31% (29) 14% (8) 1% (1) 0% (0) 
Developer's Reputation 79% (75) 13% (20) 8% (4) 0% (0) 0% (1) 

Waterfront location 47% (44) 27% (23) 13% (14) 0% (4) 13% (15) 
Model Tour and Soles Presentation 37% (43) 28% (26) 26% (22) 8% (5) 1% (4) 
Prestige Community 43% (40) 34% (37) 17% (15) 6% (4) 0% (4) 
lifestyle 66% (62) 20% (32) 14% (5) 0% (1) 0% (0) 
landscaping 64% (54) 28% (38) 8% (8) 0% (0) 0% (0) 
Golf 

Golden Marsh 57% (39) 33% (41) 9% (14) 0% (2) 1% (4) 
River Ridge 42% (32) 35% (38) 16% (20) 6% (4) 1% (6) 

Tennis 22% (26) 17% (23) 27% (11) 5% (9) 29% (31) 
Booting 17% (33) 20% (25) 24% (15) 1% (9) 37% (18) 
Clubhouse 43% (38) 36% (41) 17% (15) 2% (3) 2% (3) 
Family/Friends living at Harbour Ridge 20% (19) 10% (22) 7% (19) 26% (4) 37% (36) 
People living at Harbour Ridge 57% (51) 31% (27) 8% (11) 0% (0) 4% (11) 
Previous Experience with Developer 19% (18) 3% (17) 19% (6) 8% (9) 51% (50) 

Source: Developer-sponsored survey, 1991. Numbers in parentheses ore results from a 1990 survey. 
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the wildlife that often frequents the 
courses. They like the courses' not 
appearing artificial. 

+ The natural vegetation preserved 
between clusters of houses helps to 
soften the appearance of the total 
community and lessens the percep
tion of high density. Several resi
dents were somewhat concerned 
about the close spacing of houses 
within the clusters, but these con
cerns were offset by the expanses 
of open space between the clusters 
and the views from many of the 
houses. 

Overall, residents were not able to 
identify specific ingredients of the land
scape program that they value most, 
but they highly value the natural quali
ties of the landscape plan. 

Information obtained from residents 
during this study is consistent with sur
vey results obtained by the developer. 
Of 284 homeowners surveyed in 1991, 
87 percent indicated "natural beauty" 
as "very important" in their decision to 
purchase property at Harbour Ridge. 
Other "very important" items appealing 
to over 60 percent of the residents in
clude the developer's reputation (79 
percent), lifestyle (66 percent), landscap
ing (64 percent), and location (63 per
cent). In comparison, only 53 percent 
ranked the appearance and style of the 
house as "very important," and only 35 
percent ranked the purchase price as 
"very important." 

Residents interviewed did not clearly 
agree about whether they paid a pre-



mium for their housing at Harbour 
Ridge that could be attributed to the 
landscape and amenities. Relative to 
other projects with similar amenities, 
some residents believed they might have 
paid a premium of 10 to 15 percent; 
other residents interviewed believed 
they did not pay a premium compared 
to other projects they visited before 
purchasing a house at Harbour Ridge. 

VALUE TO THE COMMUNITY 
Representatives of the local govern
ment (St. Lucie County) and the state 
government (Treasure Coast Regional 
Planning Council) were interviewed to 
determine the effect that Harbour Ridge 
has had on the community. In Florida, 
development-is strictly regulated, and 
Harbour Ridge was required to un
dergo a rigorous approvals process. 
The DRI permit was approved in 1982; 
both preliminary and final develop
ment plans had to be approved. A key 
issue throughout the process was envi
ronmental protection. 

County officials noted that Har
bour Ridge was perhaps the easiest 
large project ever approved, primarily 
because of the developer's early agree
ment to preserve over 60 percent of 
the site as open space. (The county 
was more concerned about preserving 
natural open space than about the land
scaping of the areas to be developed.) 
Harbour Ridge helped the county to 
prove to other landowners and devel
opers that it is possible to preserve such 
a high percentage of open space and 
still have a financially viable project. 

Substantial evidence suggests that 
the preservation of open space helped 
the project to overcome objections from 
neighboring property owners. Early ob
jections to the development of Harbour 
Ridge were dropped when the develop
ment plan showed that so much of the 
site was to be preserved. 

The county representative believes 
that a beneficial "halo" has certainly af
fected surrounding properties as a re
sult of Harbour Ridge. Property values 
of and tax revenues from nearby prop
erties have surely increased, although 
it was not possible to determine the ex-

tent of the increase during this study. 
This effect can be linked directly to the 
value of properties within Harbour 
Ridge and, less directly, to its landscape 
and amenities. 

The county representative also be
lieves that residents of the general area 
have benefited from Harbour Ridge's 
environmental sensitivity. For example, 
the project has helped to maintain a di
verse habitat and has helped the county 
to meet its overall requirements for con
servation set forth in regional and state 
plans. To some extent, Harbour Ridge 
has lessened the need for public acqui
sition of land for conservation else
where, although this financial benefit 
to taxpayers cannot easily be calculated. 

Residents highly value the project's sensitivity to the 
environment, such as the 26-acre sanctuary for a pair 
of nesting southern bold eagles. In o I 99 I survey of 
284 homeowners, 87 percent of respondents ranked 
the community's "natural beauty" as "very important." 

Although Harbour Ridge includes on impressive array of recreational amenities, it is its emphasis on planning, en
vironmental sensitivity, and landscape that has set it apart from nearby competitive projects. 
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PROJECT DATA 

lAND USE INFORMATION 
SiteArea . . . • . . 
Total Dwelling Units al Complelion1 

Gross Density . . 
Average Net Density . . . . . 

. . . 885 ac;es 
725 

0.82 unit per acre 
3.33 units per acre 

lAND USE PlAN INFORMATION 
Percent 

Acres of Site 
Residential 217.3 24.6 
Recreation 

Main Clubhouse 9.9 1.1 
Swim/rennis Center 7.9 0.9 
Golf Courses ( 2) 251.5 28.4 
Village Pool Areas 13.2 1.5 

1/tililies and Maintenance 14.1 1.6 
Orrolution 65.9 7.5 
Upland Preservesl 108.9 12.3 
Lakes and Ponds 95.8 10.8 
Wetland Preserves3 80.5 9.1 
Passive Park Donation (pending) 1 0.0 1.1 
Future Development Areas 10.0 ~ 
Total 885.0 100.0 

RESIDENTIAL PRODUO INFORMATION 

Single-Family Lots 
Custom Golf Homes 
Golf Homes 
Golf Polio Homes 
Villa Homes 
Patio Homes 
Garden Apartments 
Total 

Average 
Net Density 
(units/oae) 

1.4 
l.7 
2.4 
3.0 
3.0 
5.0 
5.0 

1583 units hDve been sold to dote. 

Average 
Lot Size 

(square feel) 
28,800 
20,000 
14,400 
10,800 
12,000 
6,300 

NA 

21ncludes upland preserves and buffers (not wetlands). 
31ndudes marsh, slough, and prairie. 
4(osl dolo from inception through June 1991. 
51ncludes odministrotion, proiect monogement, legal, accounting, 
insurooce, taxes, dub and community deficits, ett 
10ub members may purchme boat·use cortificqles lor boot slips. 
Prirescurren~y ronge from 515,000 for a 20-loot slip to 545,000 
lor o 38-foot slip. 

Information from the Treasure 
Coast Regional Planning Council was 
consistent. From the state's perspective, 
the project's primary benefit is the par
tial preservation of three key habitats 
on site: coastal scrub (98 percent of 
this habitat has been lost to urban de
velopment throughout the four-county 
region), pine flatwoods, and wetlands. 
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DEVELOPMENT COST INFORMATION4 

Site Acquisilioo Cost . $7,469,000 
Site Improvement Costs . $12,600,000 
Housing Construction Costs $88,695,000 
Soh Costs 

Genera~ . . . . . 
Marketing, Advertising, Promotion 
Interest and Anancing Fees 

$10,397,000 
. 13,095,000 
. 11,279,000 
$34,771 ,000 Total . . . . . . .. 

Total Cost to Date . . . . . 
Total Cost Expected at Completion 

$143,535,000 
$185,000,000 

CLUB MEMBERSHIP INFORMATION (1991)6 

Resident Members 
Nonresidont Members 
Membership Cop 
Initiation Fee 
Equity Certifiwle Cost 
1990-1991 Annual Dues 

Floor Area 
(square feel) 

NA 
3,47()....4,380 
2,530-3,040 
2,530-3,040 
2,180-2,240 
1,730-1,7 50 
1,500-2,370 

Number 
Sold 

38 
48 

1549 

138 
50 

199 
583 

Golf Social 
Member Member 

566 17 
20 40 

700 114 
$3,000 $3,000 

$35,000 $3,000 
$3,250 $650 

Range of 
Current 

Sole Prices 
$225,000 and up7 

$77 5,000-985,000 
$365,000-550,000 

$277,500-374,500 
$206,900-31 0,000 
$135,000-545,000 

7RBsoles only; original (1983) vacant single-family lot prices 
ranged from $75,000 to $130,000. Custom homes (not con· 
structed by developer) range from $675,000 to $975,000. 
1 All riverfront. 
9lndudes golf homes and golf polio homes. 

The state also believes that Harbour 
Ridge helped to set a precedent for other 
projects with its sensitivity to environ
mental resources, particularly preserva
tion of the eagle nesting area and miti
gation techniques around lakes to 
maintain water quality and fish life. 

Harbour Ridge moved without 
substantial controversy through the 

state's DRl permitting process, largely 
because of the developer's willingness 
to cooperate with government agencies 
established to protect the environment 
and to make some compromises in the 
original development plan. 

SUMMARY AND CONCLUSIONS 
+ Because of a lack of data, it is not 

possible to compare Harbour Ridge's 
relative performance with other 
projects in the market. Anecdotal 
evidence suggests, however, that 
Harbour Ridge is performing as well 
as or better than competitive proj
ects as a result of the project's loca
tion, the developer's good reputation, 
the mix and quality of recreational 
amenities and their blending with 
the landscape, and the absence of 
substantial debt carried by the de
veloper for the cost of the land. 

+ Data tracked by the developer over 
several years indicate that Harbour 
Ridge has achieved impressive in
creases in sale prices, especially in 
higher-end products. For example, 
single-family houses increased 40 
to 60 percent in value between 
1986 and 1992. During the same 
period, lots for custom houses in
creased in value 100 to 150 percent. 

+ The project's emphasis on environ
mental protection and preservation 
of open spaces clearly and posi
tivly affected the developer's ability 
to obtain project approvals with lit
tle controversy. 

+ In both interviews conducted for 
this study and more extensive sur
veys conducted annually by the 
developer, residents show strong 
satisfaction with the project. In a 
survey of consumers in 1991, 
"natural beauty" and "landscaping" 
were among the highest-ranked 
reasons for buying property in 
Harbour Ridge. 

+ Strong evidence suggests that pres
ervation of open space, attention 
paid to environmental protection, 
and emphasis on a "natural" land
scape are major factors in the proj
ect's success. Homebuyers appear 
to strongly endorse these factors as 



helping to set Harbour Ridge apart 
from competitive second-home 
communities. 

+ The developer's attention to envi
ronmental protection, preservation 
of open spaces, and landscaping 
helped to prove to buyers the de
velopment team's long-term com
mitment to quality and excellence 
and increased prospective buyers' 
trust in the developer, especially in 
the early phases. 

+ The considerable support and trust 
from local and state governmental 
agencies for Harbour Ridge and its 
development team can be attributed 
directly to the project's environ
mental protection and preservation 
of open space. 

+ Observers believe that Harbour 
Ridge has had a positive impact, 
related to its high property values 
and its overall design, on the value 
of surrounding properties, although 
the extent of it could not be docu
mented for this study. 

+ Government officials believe that 
Harbour Ridge has benefited the 
larger community by preserving 
important natural habitats for plants 
and wildlife, although this effect is 
difficult to measure in monetary 
terms. At the very least, the acreage 
preserved within Harbour Ridge 
will help offset the county's need 
to acquire other properties in the 
county for conservation. 

WHERE, WHEN, AND WHO 

CASE STUDY CONDUOED: June 1992 

DIREOIONS 
From Palm Beach International Airport: Leave the oir
port's north exit ond follow signs to 1-95. Toke 1-95 
north to Exit60-B ot Jupiter ond pro(eed west to the Flor
ida Turnpike. Follow the turnpike north to Exit133 ot 
Stuart. Continue straight ahead on Marlin Downs Boule
vard to the third stoplight; turn left onto High Meadows 
Avenue. Follow High Meadows Avenue for one mile to 
the four-way stop ot Murphy Rood. Turn left and follow 
Murphy Rood for 2.5 miles; the entron(e to Harbour 
Ridge is on the left. 
Driving time: Between 45 minutes and one hour. 

DEVELOPMENT SCHEDULE 
Site Purchased: 19BO 
Planning Started: June 19B1 
Construdion Started: January 1983 
Sales Started: 1984 
Swim/Tennis Center and First Golf Course Opened: 
De(ember 1984 
Main Clubhouse and Second Golf Course Opened: 
January 1989 
Anticipated Projed Completion: October 1995 

Residents frequently use o two-mile nature walk along the St. Lucie River, including 
sections of raised boardwalk. 

INTERVIEWEES 
Developer 
John B. Dodge, (hair 
Ja(k S(huler, president 
lester W. Boese, architect and vi(e president 
Harbour Ridge, Ltd. 
P.O. Box 2451 
Stuart, Florida 34995 
(407)336-1 BOO 
Landscape Architect 
Joe Glass 
Palm Gty, Florida 33490 
County of St. Lucie 
Dennis Murphy, land development manager 
St. lude County Planning Deportment 
Treasure Coast Regional Planning Council 
Don Cory, executive director 
Residents/Homeowners 
Monty Spindler 
Dudley Taylor 
Judy Harrison 
William Mit(hell 
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MOUNTAIN PARK RANCH 
PHOENIX, ARIZONA 

Desert hillsides and natural drainage courses were 
preserved and combined with desert- and drought-
tolerant plants to give this 2,647-acre master-planned ;; 
community both beauty and practicality. A 1988 sur
vey of residents revealed their strong satisfaction with 
the project's aesthetic appeal. 

GENERAl DESCRIPTION 
Mountain Park Ranch is a 2,647-acre 
master-planned community near the 
southern edge of Phoenix, Arizona. 
The community, which now includes 
approximately 3,800 houses, will even
tually comprise approximately 8,200 
dwelling units, commercial and office 
developments, day-care and other com
munity services, and an extensive pack
age of recreational features. 

Key features of Mountain Park 
Ranch include the preservation of ex
isting desert hillsides surrounding and 
interspersed through the site, landscap
ing of street edges with lush desert- and 
drought-tolerant plants, joint develop
ment of drainage courses and retention 
basins for use as greenbelt jogging/bike 
trails and parks, and the provision of 
recreation centers linked to the linear 
parks and trails. 
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THE SITE AND THE PROJEG'S HISTORY 
Mountain Park Ranch is located at the 
base of South Mountain, a 15,000-acre 
municipal park. The site is just over 
one mile west of I -10, the major free
way between Phoenix and Tucson, 
and is approximately 15 miles south 
of downtown Phoenix. It is bordered 
to the north by South Mountain and 
an older retirement community, to the 
south and west by newer subdivisions, 
and to the east by a mixture of agricul
tural land and urban development. 

The terrain ranges from flat to 
steeply sloped. The hills, essentially foot
hills of South Mountain, present a natu
rallandscape of eroded rock and dry 
desert flora, punctuated by an occa
sional saguaro cactus, some of which 
are 200 to 300 years old. 

The site of Mountain Park Ranch, 
which was originally three parcels, was 
assembled for development by a lo
cal developer, Leroy Smith, in the late 
1970s. Landscape architects A Wayne 
Smith & Associates prepared a master 

plan at that time. The major features 
of that plan (preservation of the hill
sides, desert landscaping, and loop 
roads threading around and through 
the natural landscape) have been re
tained and developed over the years 
as ownership of the project has changed 
hands. The current developer of the 
project American Newland Associates 
(an outgrowth of a former owner), has 
been the primary force in implement
ing these principles of landscaping. 

At the time the master plan was de
veloped in the early 1980s, the "south 
of South Mountain" area was unincor
porated, with no zoning and few land 
use controls of any sort. With the ex
ception of Ahwatukee, the retirement 
community to the north, the area was 
undeveloped and the availability of 
utilities restricted. The process of devel
opment approval was thus mostly a 
matter of annexation negotiations, fo
cusing on the provision of utilities to 
the project and the establishment of 
Planned Community District zoning 



for the site. Acquiring approvals 
proceeded relatively smoothly, partly 
because the developer and the city 
planner shared common objectives. 
Though it did not yet have a hillside 
preservation ordinance on the books, 
the city wanted the natural landscape 
preserved, and though it did not then 
have any restrictions on landscaping 
and irrigation, the city was moving to
ward a policy of promoting drought
tolerant landscaping. 

The master plan for Mountain Park 
Ranch was approved in 1983 and modi
fied only slightly over the years. Today, 
of the plan's total of 2,647 acres, ap
proximately 1,600 acres (60 percent) 
is devoted to residential development 
over 900 acres (35 percent) to perma
nent open space and recreational uses. 
The remaining 5 percent is devoted to 
commercial development (shopping 
centers and offices), community facili
ties (churches and day-care sites), and 
quasi-public uses (fire station, schools, 
power stations). 

Ground was broken in 1984 for 
the first of several development phases. 
Five parcels were sold to three builders, 
and the first houses were completed in 
1985. By 1988, over 600 dwelling units 
a year were being closed, a rate that 
was sustained until 1992 (closings for 

Site pion. 

the first seven months of 1992 totaled 
304 units, or an annualized rate of 521 
units). Of the 3,772 units closed by 
June 1, 1992, 3,548 were single-family 
houses, 192 were townhouses, and 32 
were custom lots. None of the planned 
3,000 multifamily units have been built 
to date. Lots for the single-family units 
in subdivisions range from 4,500 to 
12,000 square feet. 

Much of Mountain Park Ranch's 
community facilities and all of its rec
reational facilities are complete. It now 
includes three recreation centers, two 
parks, 6.8 miles of linear park/jogging/ 
bike trails, and five small lakes. Of the 
community facilities, two day-care 
centers and one elementary school have 
been completed; sites remain for one 
additional school and two churches. 
Of the commercial acreage, only a bank 
has been built to date, though the site 
for a 120,000-square-foot shopping 
center is in escrow. 

PROJECT DEVELOPMENT TEAM 
The developer of Mountain Park 
Ranch, American Newland Associates, 
was formed in 1987 by several execu
tives of Genstar Development Corpora
tion (a former developer of Mountain 
Park Ranch) and a corporate invest-

E9 0 

ment partner. Ronald T. Lane, Ameri
can Newland's president headed Gen
star's development efforts at Mountain 
Park Ranch beginning in 1982. An early 
proponent of natural landscaping and 
hillside preservation, he guided Moun
tain Park Ranch's master plan through 
approvals and implementation. Ameri
can Newland's staff for this project has 
been kept small. At its peak, staffing for 
the project totaled eight people. Cur
rently just five people manage the sale 
of parcels and implementation of the 
plan, including Lane and Rick Garner, 
project manager. 

The original master planner for 
the project was A Wayne Smith & 

Associates. now a division of Cornoyer 
Hedrick Associates of Phoenix. When 
Genstar became involved in the proj
ect Terrini and Brink of Santa Ana, 
California, modified the plan, though 
retaining much of the original design. 
Vollmer & Associates is currently 
Mountain Park Ranch's landscape ar
chitect responsible for implementing 
the planning and landscape program. 
Steven Vollmer, president of the firm, 
also participated in the development 
of Mountain Park Ranch's master plan 
while employed at A Wayne Smith & 

Associates. 

1.0 mile 

Key: 

Residential 

- Office/Commercial 
- Public Facilities 

.:'!-

Park/Drainage 
Hillside Preserves 

Custom Homesites 
2 Townhouses/Condominiums 
3 Apartments 
4 Business Park 

5 Retail Center 
6 Office 
7 Substation 

8 Fire Station 
9 School 
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Amenities include three recreation centers with pools, two parks, ond 6.8 miles of linear park with jogging and bicycle !roils. The homeowners association owns and mointoins 
the recreation centers. 

MARKETING 
As Mountain Park Ranch became more 
established and word of mouth grew, 
the formal advertising campaign for 
Mountain Park Ranch was discontin
ued in 1990. In the early stages, how
ever, the primary marketing vehicles 
used to generate interest in Mountain 
Park Ranch were newspapers and bill
boards. The annual marketing budget 
for Mountain Park Ranch was approxi
mately $400,000, funded jointly by the 
homebuilders (60 percent) and the de
veloper (40 percent). The ads almost al
ways highlighted the hillside views of 
Mountain Park Ranch. as it is the most 
distinctive aspect of the community. 
The intent of the ad campaign was to 
sell the community aspects of Moun
tain Park Ranch rather than individual 
subdivisions. No on-site information 
center was provided. Rather, the devel
oper printed maps of the master plan 
and made them available to the build
ers to distribute. 
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LANDSCAPE AND AMENITIES 

HillSIDE PRESERVATION 
The project's developer considered 
the hills at Mountain Park Ranch the 
community's primary amenity, a bene
fit to be maximized in site planning 
and marketing. The primary question 
was not whether to preserve the hill
sides, but to what extent. Through ne
gotiation, the parties decided that the 
10 percent slope line would be an ap
propriate limit for development. 

Over 700 acres of hillside was set 
aside for permanent open space as a 
result of this decision. The preserved 
hillsides act as buffers at the site's pe
rimeter; in other areas, the hills appear 
as knobs interwoven through the fab
ric of the site. Major roads follow the 
base of the hillsides in some instances; 
in others, circulation runs through val
leys or cuts through passes between 
the hills. 

To integrate the hillsides into devel
opment in the valley and to repair 
edges of the hillsides scarred by grad
ing, a desert revegetation seed mix was 
developed. The mix, which contains 
desert flowers, shrubs, and trees, is 
seeded beyond the cut edges to avoid 
having discernible edges of new and 
old landscaping. Included in the mix 
are blue Palo Verde and Chilean mes
quite trees, shrubs like brittlebush and 
creosote bush, and flowers like Mexi
can poppies. firewheels. purple ver
bena, and desert marigold. Initially, 
the flowers and grasses dominate, but 
over time the shrubs, and eventually 
the trees, develop. 

lANDSCAPE AND HARDSCAPE 
The streetscape furthers the desert land
scape, providing a parkway of desert 
plantings inspired by the hills and the 
dry Arizona landscape Typically, the 
planted area covers 10 to 15 feet from 



the back edge of the sidewalk, culminat
ing in a six-foot-high stucco-covered 
wall that undulates within a 10-foot
wide landscape easement. The parkway 
relies on rose-colored decomposed 
granite as a landscape bedding instead 
of turf. 

The plant palette consists of a mix 
of desert shrubs and ground covers, 
cactVsucculents, and desert trees. Re
fined over the years, the plant palette 
includes a selection of desert plant 
materials and other drought-tolerant 
plantings that provide seasonal color 
and a variety of textures to create a 
naturaL but very lush, appearance. In
cluded in the palette, in addition to 
Palo Verde and mesquite trees, are 
sweet acacia, native ironwood, Texas 
ebony, and African sumac. Cacti/suc
culents include saguaro, prickly pear, 
desert spoon, and red yucca. Shrubs 
and ground covers include petite ole
ander, red bird of paradise, brittlebush, 

lantana, and cassias. Palm trees (date 
palms) are reserved for entries, median 
strips, and lake areas. 

The walls are constructed of eight
inch concrete block with a textured 
stucco finish. The ends of walls where 
interrupted by streets terminate in dou
ble blocks, creating a 16-inch corner 
edge and a more substantial appear
ance. Further highlighting street cor
ners is a change from concrete to deco
rative Bomanite pavers. 

Periodic "oases" are provided in the 
desert landscape to highlight major en
try points and street crossings. At ma
jor entries, stucco-covered monument 
signs are sited in a setting of grass and 
flowers. Because these areas are limited 
in size, they.are distinctive. This idea is 
also used where major roads cross the 
drainage area/parkways, where small, 
concrete-bottomed lakes, each with 
fountains and surrounded by a small 
grassy area, mark the points. Lakeside 

benches allow more leisurely contem
plation of the scene. 

RECREATIONAL FACILITIES 
The third feature of the landscape pro
gram, linear parks, was inspired by re
quirements for drainage. Among the 
conditions for approving the master 
plan, insisted on by the Gila Indians, 
whose reservation is just south of 
Mountain Park Ranch. was a require
ment that there be no net increase in 
stormwater runoff beyond the project's 
borders over the amount before devel
opment. Thus, most of the site's natu
ral drainage courses were maintained 
in their open state and lined with riprap, 
and two large areas (42 acres and 43 
acres) were· graded to serve as 1 00~ 
year flood retention basins. The drain
age courses were then developed with 
meandering eight-foot-wide jogging/ 
bicycle trails and the edges of the drain
age courses landscaped. Mountain 

Sun Roy Pork, one of two public parks developed jointly by American Newland Associates ond the city of Phoenix, provides two tennis courts, basketball courts, o boseboll dia
mond, o soccer field, volleyball courts, ond o tot lot. The city of Phoenix mointoins the parks. 
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To minimize maintenance costs for landscaping in this hot desert setting, five smolllokes were included in the landscape pion, They ore located where major roods cross natural 
drainage courses and at important entrywoys. 

Park Ranch's three recreation centers 
were developed adjacent to these trails, 
and two municipal parks were devel
oped in the flood retention areas. The 
trails in the drainage courses lead to 
five small lakes (each approximately 
one-third to one-half acre) located 
where the drainage courses intersect 
the road network. Two of the lakes are 
part of the drainage system, and three 
are ornamental. 

Supplementing the greenbelt trails 
along the drainage courses are jog
ging/bicycle pathways along the major 
loop roads. Rather than mandating 
separate sidewalks and bicycle lanes, 
however, the city required that a sin
gle, eight-foot-wide concrete pathway 
be developed as a combined sidewalk/ 
jogging/bicycle trail. These loop trails 
provide east/west connections to the 
primarily north/south greenbelt trails. 
Though most of the drainage courses 
have paved trails, the drainage channel 
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leading to South Mountain is planned 
to remain as an undeveloped hiking 
trail and official trailhead entrance to 
South Mountain Park. 

The two parks in retention basins, 
Sun Ray Park and Vista Canyon Park, 
were jointly developed by American 
Newland Associates and the city of 
Phoenix. Each park includes basketball 
courts, a baseball diamond, a soccer 
field, volleyball courts, a tot lot, and 
restrooms. In addition, Sun Ray Park 
has two tennis courts. American New
land provided the land, and designed 
and developed the parks. The city of 
Phoenix reimbursed American New
land for certain costs related to devel
opment of the parks (principally build
ings and equipment), and American 
Newland shouldered the costs of creat
ing the retention basins. The city now 
maintains the parks within the munici
pal park system. 

Three recreation centers supplement 
the city parks. The centers, owned by 
the Mountain Park Ranch Homeowners 
Association, each include a restroom/ 
equipment building, two tennis courts, 
a volleyball court, a pool, a spa, and a 
tot lot/playground. 

CONSTRUOION COSTS 
Total costs for Mountain Park Ranch's 
landscape and amenities program are a 
projected $11.5 million. The largest ex
penditure ($4.3 million, or 38 percent 
of the total) is for the stucco walls con
structed along major roads, drainage 
channels, and hillsides and is passed 
directly to homebuilders at Mountain 
Park Ranch. Costs for landscaping ma
jor roads and drainage channels to
taled $3.6 million (31 percent), costs for 
parks, trails, and recreation centers $2.9 
million (25 percent). The $11.4 million 
total for landscape and amenities 



amounted to approximately $1,390 
per dwelling unit (averaged over 8,200 
planned units). 

The developer and the city shared 
development costs for the two munici
pal parks. Of the total $1.17 million 
spent for the two parks, the developer 
paid for the cost of creating the drain
age retention facilities and landscaping 
($640,000), the city for the design and 
construction of recreational buildings, 
parking. and recreational fields and 
equipment ($530,000). 

Interviewees suggested that capital 
costs for the desert landscaping are 
similar to those for more traditional 
plants, though maintenance costs are 
substantially less. Mountain Park Ranch 
typically plants 24-inch box trees at 
a cost of approximately $150 each. 
Though substantially more expensive 
than the IS-gallon specimens often 
used at $35 to $50 each, Mountain 
Park Ranch's landscape architect be
lieves that the 24-inch trees require 
less training and maintenance than 
smaller trees. Through experience, the 
developer has found that desert trees 
can grow quite rapidly when irrigated. 
Conversely, after the tree is established 
(about three years), irrigation can be 
cut back or even eliminated. 

Preservation of the hillsides at 
Mountain Park Ranch has been rela-

CONSTRUCTION COSTS FOR 
MOUNTAIN PARK RANCH 

Amenity 
Streetscopes 

Construction Cost 

(landscaping of streets 
and droinogewoys) 
Entrywoys (landscaping) 
Signoge, Entry Monuments 
Water Features (five lakes) 
Street Furniture 
Hordscope (stucco walls) 
Street PoHerns 
(decorative paving and improvements) 
Adive Recreation 

Jogging Trails (6.8 miles) 
Three Recreation Centers 
Two Parks 

Total 

$3,574,000 
237,000 
157,000 
300,000 
15,000 

4,289,000 

10,000 

198,000 
1,531,000 
1,171,000 

$11,482,000 

Landscaping along streets and in medians uses desert-oriented plants. To reduce water use and maintenance, rose
colored decomposed granite is used as bedding instead of turf. 

tively low cost and the only costs in
volved have been some general clean
up and trimming and the cost of hy
droseeding the cut edges of the hillsides. 

The $2.9 million for recreational fa
cilities is relatively modest compared 
to a typical 18-hole golf course or ma
jor lake development which can reach 
$10 million or more. 

OPERATING EXPENSES 
Annual operating expenses for land
scape and amenities, which are funded 
by the Mountain Park Ranch Home
owners Association, are $726,500. Of 
this totaL 62 percent ($450,500) is for 
landscaping, 21.5 percent ($156,000) for 
upkeep of the recreation center and lake 
(utilities and maintenance), and 16.5 
percent ($120,000) for irrigation and 
other water requirements for the lakes 
and recreation centers. 

The largest individual expense cate
gories are labor to maintain the land
scape ($400,000), water ($120,000), la
bor for maintenance of the lakes and 
recreation centers ($63,000), and power 
($41.000). Together, these items amount 
to $624,000, or 86 percent of the oper
ating expenses for landscape and ameni-

ties. Most of the remainder is for land
scape materials. 

Overall, operating expenses at Moun
tain Park Ranch (as measured by dues 

ANNUAL OPERATING EXPENSES FOR 
MOUNTAIN PARK RANCH 

Labor to Maintain Landscape 
(including entry and recreation centers) 
Trimming Palm Trees 
Weed Control (labor and materials) 
Irrigation (all areas) 

$400,000 
5,000 

Fertilizer (including entry and recreation centers) 
Replacing Plants 

18,000 
6,000 
7,000 
6,000 

Decomposed Granite 
Turf Seed 
Water (including lakes and recreation centers) 
Power (including lakes and recreation centers) 
Chemicals for lakes 
Propane (recreation centers) 
Electritol Repairs 
(recreation centers and entry lights) 
Pool Repairs (recreation centers) 
Tennis Courts 

1,500 
7,000 

120,000 
41,000 

3,000 
8,500 

3,500 
6,500 
1,500 

63,000 
19,000 

labor to Maintain lakes and Recreation Centers 
Recreation Center Stoff (summer only) 
Maintenance for Buildings and Strudures 
(recreation centers) 8,000 

2,000 
$726,500 

Telephone (recreation centers) 
Total 
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for the homeowners association) are 
somewhat below the average of all 
master-planned communities in Moun
tain Park Ranch's market area. in one 
survey of seven such communities, the 
average annual fee was $224, compared 
to $192 for Mountain Park Ranch. Four 
communities were higher, two lower. 

Compared to most other competi
tive communities, water consumption 
at Mountain Park Ranch is lower be
cause of the drought-tolerant landscap
ing used, smaller amounts of turf. and 
smaller lakes. Expenses are also less for 
mowing. fertilizer, and weed control. 

On the other side of the ledger, the 
cost of operating three separate recrea
tion centers has tended to drive up op
erating expenses, because it has been 
necessary to retain staff at each center 
to minimize vandalism and to provide 
services. Overall. operation expenses at 
Mountain Park Ranch tend to be less 
than for communities with large lakes or 
golf courses, higher than for those that 
provide minimal recreational facilities. 

VALUE OF LANDSCAPE 
AND AMENITIES 

VALUE TO THE DEVELOPER 
Mountain Park Ranch has been well re
ceived in the market apparently largely 
because of its preserving the hillsides, 
landscaping, and amenities. The value 
of these factors goes back to the initial 
marketing, when the south of South 
Mountain area was primarily unde
veloped and the south Phoenix area 
north of South Mountain was not gen
erally considered a desirable residential 
location. Thus, the developer of Moun
tain Park Ranch had a considerable task 
to attract homebuyers. 

Preservation of the hillsides and the 
desert landscape provided a distinctive 
identity for Mountain Park Ranch. Ac
cording to surveys undertaken by the 
developer, "scenery" was the primary 
factor that first attracted residents to 
Mountain Park Ranch. Fifty-six per
cent of residents cited this factor in a 

1986 survey, 45 percent in 1988. In 
contrast none of the other choices, 
such as location and price, received 
more than 14 percent. 

In the decision to buy, however, 
other factors were important (some
times more important), according to the 
surveys. In response to the question, 
'What were the most important factors 
in your decision to buy at Mountain 
Park Ranch?" in 1986 "scenery/desert/ 
mountains" was cited most frequently 
(37 percent), followed by "affordable 
price" (26 percent) and "convenient lo
cation" (23 percent). In 1988, however, 
location was most frequently cited (33 
percent), followed by price (32 percent) 
and "scenery/desert/mountains" (21 
percent). Just 13 percent cited recrea
tional facilities in 1986, 7 percent in 1988. 

These findings are similar to the 
sentiments one homeowner expressed 
in an interview during this study. For 
this resident, the hills initially attracted 
him to Mountain Park Ranch. His de
cision to purchase a house, however, 

Small water features creole the appearance of oases in the desert, surrounded by lush desert- and drought-tolerant plants. lakeside benches provide a spot for passive pur
suits like watching o sunset. 
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was also strongly influenced by the lo
cation (close to work), the particular 
floor plan of the house purchased. 
and the recreation facilities available 
for his children. 

Absorption rates at Mountain Park 
Ranch have been consistently much 
higher than elsewhere in the market 
area or in the Phoenix area in general. 
Of 32 master-planned communities in 
the Phoenix area, Mountain Park Ranch 
had the fastest absorption between 1988 
and 1991, with over 600 sales each year. 
The second highest rate was just over 
one-half Mountain Park Ranch's rate. 
The same relationship holds true in the 
southeast Phoenix market area. Of seven 
master-planned communities there, 
Mountain Park Ranch had the highest 
rate (602 sales) in 1991; the two com
munities with the next highest rates 
each sold 300 to 400 units. 

The causes of this success have 
much to do with the number of prod
uct types offered, their price range. and 
the quality of houses. Interviewees sug
gest that Mountain Park Ranch has 
been especially effective in maintaining 
a range of prices. But it seems apparent 
that a good measure of Mountain Park 

VALUE MATRIX 

Higher Higher 
Rents/Sale Satisfaction 
Prices among 

Tenants and 
Residents 

Streetscapes + + 
Signage/Entry -o- -o-
Monuments 

Water Feature (lakes) -o- -o-
Entryways -o- -o-
Street Furniture • -o-
Recreation Centers -o- + 
Street Patterns (e.g., • + 
extra improvements) 

Oty Parks + -o-
Active Recreation 

Jogging T roils + -o-
Tennis/Volleyball + -o-

less than $3 million was spent on recreational facilities, primarily because the plan did no! include a golf course 
or extensive water features common in other planned communities. Recreation at Mountain Park Ranch instead 
emphasizes family-oriented activities like picnicking, biking, and team sports. 

Ranch's success is the result of its com
bination of hillside preservation, desert 
landscape, and recreational facilities. 

In terms of price. builders inter
viewed for this case study believe that 
sale prices at Mountain Park Ranch 
have maintained a 2.5 to 5 percent 

Higher Faster Faster Premiums 
Retention Absorption Approvals 
oflenants or Leasing 
and 
Residents 

-o- -o- + -o-

• -o- + + 

• -o- + + 

• -o- -o- + 

• • • • 
+ -o- + • 
• • • • 
-o- -o- • + 

-o- + -o- • 
-o- -o- + + 

edge over competing products, amount
ing to premiums of $5,000 on average. 
In terms of location, builders at Moun
tain Park Ranch have achieved premi
ums of $2,000 to $5,000 for units adja
cent to the greenbelts and lakes and up 
to $50,000 for units adjoining hillsides 
($15,000 to $25,000 is more typical). 

VALUE TO RESIDENTS AND THE COMMUNITY 
Residents appear to be very satisfied 
with the landscape and amenities at 
Mountain Park Ranch. In the 1988 sur
vey of residents, 99 percent of resi
dents said they were "very satisfied" or 
"somewhat satisfied" with the "aesthetic 
appeal of the development," as were 98 
percent with recreational areas and 97 
percent with the landscape. No more 
than 3 percent were "not satisfied" with 
any of these items. 

+ = High ~ = Medium + = low X = No value 

For the community, the landscape 
and amenities at Mountain Park Ranch 
have yielded several benefits. Moun
tain Park Ranch has provided a strong 
example of sound environmental plan
ning in its preservation of hillsides. 
joint development of drainage courses 
as recreational greenbelts, and regime 
of drought-tolerant landscaping. The 
city of Phoenix has adopted much of 
what Mountain Park Ranch has done Note: High, medium, low, and no value represent the developer's overall impression of the value of amenities. 
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in its development standards, and state 
regulators have adopted requirements 
for drought-tolerant plants in street 
rights-of-way. 

Mountain Park Ranch has been 
quite influential with regard to devel
opment of the south of South Moun
tain area. For example, the adjacent 
community, which was developed be
fore Mountain Park Ranch, is now re
placing landscaping to compete better 

• with Mountain Park Ranch and other 
~ 

~ projects in the marketplace. 
-=- To some extent the recreation cen-

~~~~~~~~~~~~~~~~~;~~!~~~~=~=~~ : ters at Mountain Park Ranch alleviate 
~ ·-:~~~~~~~~~~;~5.-~;;:: _ the municipality's burden to provide 

;. "' facilities. The city was able to develop 

I· ~~=======::~~ii!~~~~iii!!!~~~~; the two municipal parks more efficiently i:: @ and more inexpensively in concert with 
the developer than if it had proceeded 
on its own. And the final products 
benefit the community at large. 

Dole polm trees ore used sparingly to occenl imporlontlocotions, such os this major entrance. 

PROJECT DATA 

lAND USE INFORMATION 
Site Area . . 2,647 acres 

. . . . 8,174 
3.1 units per acre 
5.1 units per acre 

DEVELOPMENT COST INFORMATION1 

Site Acquisition Cost 
Total Dwelling Units 
Gress Density . . 
Average Net Density 

LAND USE PLAN INFORMATION 
Percent 

Acres of Site 
Residential 
Office/Commerciol 
Publk/Ouosi·Public 

1,596 60.3 

Opon Spare (hillside preserves, 
porks, drainage, recreation centers) 

101 3.8 
33 1.3 

917 34.6 
Tela/ 2,647 100.0 

RESIDENTIAL UNIT INFORMATION 
Average Net Density Lot Size 

(unlls/acre) (square feel} 
Single-Family Detached 3.5-5.5 4,500-12,000 
Single-Family Allachecl 8.3-9.1 2,500-4,000 
Multifamily 15-29 NA 
Custom Homesites . 0.5 1-7 acres 

Site Improvement Costs 
Grading . . . . 
Sewer/Water/Drainage 
Paving/Concrete . . 
Landscaping/Irrigation 
Recreation Centers . 
Underground Utilities 
Total . . ... 

Soft Costs 
Architecture/Engineering 
Construction Management 
Leasing/Marketing 
Legal/ Accounting 
Taxes/Insurance . 
Title Fees . . . 
Construction Interest and Fees . 
Working Capitol/Cosh Shortfall 
Rezoning Fees 
Total .. . ... . 

Total Development Cost to Date 

Floor Area Number 
(square feel} Planned/Built 
1,400-3,500 4,661/3,548 
l ,200-2,000 445/308 

NA 3,007/0 
2,500-l 0,000 61/32 

11ndudes only development costs inwrred by American Newland Associates since D<quiring the project in July 1987. 
2Site acquired by American Newland Associates partially developed us port of a portfolio acquisition. 
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$517,000 
2,398,000 
1,245,000 
3,613,000 

. 982,000 

. 206,000 
$8,.96\ ,000 

$1,260,000 
380,000 

. 400,000 

. 337,500 
2,925,000 

38,000 
. . NA 
. . NA 
12,000 

55,352,500 
$14,313,500 

Current 
Sale Prices 

$90,000-225,000 
$70,000-85,000 

NA 
NA 

SUMMARY AND CONCLUSIONS 
The successful development of Moun
tain Park Ranch can be attributed, to a 
large extent, to a master plan and land
scape plan that placed great importance 
on maintaining the natural landscape 
and extending it through the use of 
desert- and drought-tolerant plants 
and to the joint use of drainage courses 
for a greenbelt jogging/bike path system 
and two municipal parks. 

+ The preservation of the existing 
desert hills that run through the 
site has provided a distinctive fea
ture in the community's design, 
which has been shown to have a 
high marketing appeal in the rela
tively flat area. Preservation of the 
hillsides has been a significant fac
tor in attracting people to Moun-

• 
tain Park Ranch, spurring sales, and 
creating premiums for location. 
The desert- and drought-tolerant 
landscape has similarly helped to 
differentiate Mountain Park Ranch 
from its competition. The landscap
ing interspersed with oases of small 
lakes and grass, has proved to be 
popular and cost-effective. 



WHERE, WHEN, AND WHO 

CASE STUDY CONDUCTED: August 1992 

DIRECTIONS 
From Phoenix International Airport and downtown: 
Take 1-10 east, exit at Chandler Boulevard or Ray Road, 
a_nd proceed west to entrances. 
Driving lime: Approximate~ 30 minutes. 

DEVELOPMENT SCHEDULE 
Site Purchased: May 1981 
Planning Started: June 198 I 
Construdion Started: January 1984 
Soles Started: April1985 

INTERVIEWEES 
Developer 
Ronaldllane, presidiml 
Rick Garner, projed manager 
K.C. Brandon, construdion manager 
Newland Arizona/American Newland Associates 
3101 North Central Avenue, Suite I 000 
Phoenix, Arizona 85012 
(602) 234-1544 

Master Planner 
A. Wayne Smith, president 
Jackie l. Guthrie, principal 
A. Wayne Smith & Associates (subsidiary of 
(ornoyer Hedrick) 
2425 Eost Camelback Road, Fourth Floor 
Phoenix, Arizona 85016 
(602) 381-4848 

+ Desert landscaping is similar to 
more traditional landscape designs 
in terms of capital costs, but main
tenance costs tend to be signifi
cantly lower, because less water is 
used and less labor required for 
mowing, weeding, and seasonal 
planting. 

+ The integrated system of recrea
tional amenities at Mountain Park 
Ranch works well, and residents 
use it actively. Surveys by the 
developer have shown, however, 
that they have not been a critical 
factor in most decisions to pur
chase property. 

Landscape Architect 
Steven Vollmer, president 
Vollmer & Associates 
Coso loma Building 
398 South Mill Avenue, Suite 202 
Tempe, Arizona 85281 
(602) 921-8414 

Planning OHldal 
David E. Richert, deputy planning diredor and zoning 
administrator 
Phoenix Planning Department 

Broker 
Michael W. Martindale 
Commerce Realty Advisors, Umited 

Tenant -Representative 
Allan Ebner, board of diredors, homeowners association 

+ Absorption at Mountain Park Ranch 
has been very high, as much as 
twice that of competitive projects. 
The combination of landscape and 
amenities appears to play a signifi
cant role in these numbers, both in 
attracting attention to Mountain 
Park Ranch and in providing a de
sirable residential environment. But 
other factors play a role, particu
larly the price ranges available at 
Mountain Park Ranch and the strict 
compliance with the community's 
design guidelines. 

+ Premium prices have been achieved 
for houses adjoining the greenbelt. 
the lakes, and the hillsides: as high 
as $50,000 for views of the hillsides 
or a lot next to them. The devel
oper believes that. overall. Moun
tain Park Ranch has been able to 
sustain prices 15 to 20 percent higher 
for lots sold to builders. 

+ The landscape and amenities at 
Mountain Park Ranch appear to 
have benefited the developer dur
ing the approvals process, and the 
environmental features of the mas
ter plan contributed to relatively 
smooth approval of the plan. The 
landscape and amenities contrib
uted to the city's acceptance of the 
residential densities proposed by 
the developer. 

+ Residents of Mountain Park Ranch 
are generally quite satisfied with 
the community's landscaping and 
recreational features, which in turn 
has generated positive word-of
mouth marketing for the project. 

+ Much of what Mountain Park 
Ranch has achieved, including pres
ervation of the hillsides, desert land
scaping, and joint use of drainage 
facilities for recreation, has been 
adopted by the city of Phoenix and 
by other developers as standard or 
required practice. Thus, for the pub
lic Mountain Park Ranch has pro
vided an example of the benefits 
of environmentally conscious plan
ning, and for the development 
community Mountain Park Ranch 
has provided the additional exam
ple of the financial benefits of such 
planning. 
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THE TERRACES AT PERIMETER CENTER 
ATLANTA, GEORGIA 

The Terraces at Perimeter Center Includes nearly 1.2 
million square feet of office spoce In two 11 -slory 
buildings. Each building features o souring central 
atrium that expands the sense of space and blends in
doors and outdoors. A pond between the buildings uni
fies the ground-level landscape. 

GENERAL DESCRIPTION 
The Terraces at Perimeter Center is a 
prototypical suburban office project 
that illustrates the achievement of a 
pleasant and inspiring work environ
ment. The architecture is designed to 
blend quietly with the natural setting, 
while a dramatic sequence of indoor 
and outdoor spaces enlivens the site 
and enhances its sense of place. 

Two 11-story office buildings, mir
rored by a small pond at the center of 
the site, are coupled with separate, free
standing, six-level parking garages that 
are largely hidden from view. Indoor 
and outdoor terraces provide a variety 
of vantage points for viewing wildflow
ers, swans in the pond, and the skyline 
of downtown Atlanta above the forest 
canopy. Inside, soaring 11-story atria 
with sweeping panoramas of glass cre
ate a spacious environment. Red oak 
interiors and balconies are accented 
with bamboo and palm trees, water 
features, and polished bronze. 
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The project features a wide range 
of on-site services and social oppor
tunities for business professionals, in
cluding a fully equipped health club 
offering three daily aerobics classes 
and exercise equipment a private ex
ecutive dining club (The Ashford Club) 
on the top floor of the North Terraces 
building serving three meals per day 
to its members, and a conference cen
ter featuring a 135-seat auditorium 
with complete audiovisual and projec
tion capabilities and boardroom. The 
ground level of each building's atrium 
provides restaurants, banks, and dry 
cleaning, shoeshine, and travel services. 

THE SITE 
The site ofThe Terraces is located within 
Perimeter Center, a 550-acre office park 
developed by Taylor & Mathis in as
sociation with the Metropolitan Life 
Insurance Company. Perimeter Center 
is located 20 miles north of downtown 
Atlanta near the intersection of Ashford-

Dunwoody Road and l-285, within a 
short drive of many of the city's most 
prestigious residential areas. 

Much of the land for Perimeter 
Center was assembled in the late 1960s 
at $15,000 per acre. To lure business
people away from downtown Atlanta, 
Taylor & Mathis knew that it would 
need to offer essential services, such as 
hotels, banks, service stations, travel 
agencies, restaurants, and even night
clubs. Having reached an agreement 
with Rich's, a local department store, 
Taylor & Mathis leased land to the 
Rouse Company for the construction 
of Perimeter Center Mall, which opened 
in 1971. Today, Perimeter Center con
tains over 5 million square feet of 
office space and serves as a business 
address for more than 350 national 
corporations, over half of them Fortune 
500 companies. 

The Terraces is located on an ir
regularly shaped 25-acre property 
that is generally bounded by Ashford
Dunwoody Road on the east, Perime-



ter Center West on the south, Perimeter 
Center Place on the west and Meadow 
Lane on the north. A 200-room hotel 
and a branch bank office building are 
located adjacent to the site on the 

Site pion. 

!!outheast and Perimeter Center Mall is 
located immediately to the south. Be
fore development, the site contained 
heavily wooded areas and an aban
doned excavation borrow pit. 

DEVELOPMENT PROCESS AND FINANCING 
Taylor & Mathis has been a joint ven
ture partner with Metropolitan Life for 
four major projects, including Perime
ter Center. In its role as developer, 

MEADOW LANE 

0 100 200Ft. 
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A koi and lily pond encircles a gazebo at the rear entrance to the south tower. Feeding the fish and relaxing by 
the pond is o favorite pastime for tenants. 

manager, and leasing agent for all of 
Perimeter Center, Taylor & Mathis has 
maintained primary day-to-day respon
sibility for The Terraces since project 
planning began in September 1982. 

The development program was de
termined by the projected leasing rate 
and by considerations of operating effi-

A covered outdoor walkway connects each building to 
on adjacent parking structure. Tenants appreciate the 
protection from the elements, given Atlanta's often un· 
predictable and rainy climate. 
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ciency and the site. A zoning variance 
was required to exceed a building height 
of more than five stories. To maintain 
flexibility throughout development, 
participants decided to develop the 
southern portion of the site last as its 
greater visibility and fewer develop
ment constraints made it a potential 
retail site. 

Construction of the first phase, 
the North Terraces office building and 
north parking structure, started in May 
1983 and was completed 18 months 
later. Construction of the second phase, 
the South Terraces office building and 
south parking structure, was started in 
November 1984 when the first phase 
was completed and was completed 21 
months later. 

The Terraces was an all-cash proj
ect, so no third-party financing was 
involved. 

MARKETING AND MANAGEMENT 
~ The Terraces at Perimeter Center is 

highly successful in terms of economic 
viability. The North Terraces was fully 
leased within 20 months after con
struction was completed, and the 
project now averages 90 percent 
occupancy, despite a soft market. 

The dining club and retail estab
lishments are leased by private opera
tors, and Taylor & Mathis operates 
the health club and conference center. 
Each office building has its own build
ing manager; the maintenance staff is 
headquartered in the South Terraces. 
Taylor & Mathis employs five full
time groundsmen to care for the exte
rior landscape, including mowing grass 
weekly, watering and feeding flowers 
and replanting beds twice per year, 
monitoring the central pond, caring 
for the swans, maintaining the koi/ 
lily pond, cleaning the fountain pools 
at the entrance to each building, and 
monitoring, watering, and thinning 
plants in the planters along the terraces 
of parking structures. A separate staff 
maintains the atria. As testimony to 
the energy-efficient design of the proj
ect, The Terraces has the lowest power 
bills of any project managed by Taylor 
& Mathis. 

LANDSCAPE AND AMENITIES 
The landscape and amenity program 
at The Terraces is tied closely to the 
overall architecture of the buildings. 
The buildings and parking structures 
were designed to blend the grounds 
into the site, and the landscape plan 
evolved to blend the grounds with 
the buildings. The design maximizes 
views of trees, landscape, and water 
features, and minimizes views of load
ing areas, parking garages, and other 
structures. 

The project's landscape includes sev
eral notable elements: 

• A large central pond between the 
two buildings created from a creek 
that flows southerly through the site. 

• Two pedestrian footbridges, one 
over the pond between the two 
buildings and the other over the 
pond between the North Terraces 
building and its parking structure. 

• Large trees, many of which were 
preserved and others that were 
planted during construction. 

• Extensive planter boxes along the 
terraces of the parking structures 
intended to minimize the promi-



The parking garages incorporate planters and trellises, enabling the garages to blend into the landscape as the foliage matures. 

nence of the structures and help 
them to blend into the landscape. 

• A formal gazebo surrounded by a 
circular koi and lily pond betvveen 
the South Terraces building and its 
parking structure. 

• Large beds of flowers throughout 
the project but particularly along 
the roadway frontages and at en
trances. 

• Deep pools with fountains at the 
drop-off entrance of each building. 

Planning and design were part of 
a collaborative effort betvveen the ar
chitect (Skidmore, Owings & Merrill 
or"Chicago), the landscape architect 
(Reece Hoopes & Fincher of Atlanta), 
and the developer. From its inception, 
The Terraces was intended to be the 
premier office address at Perimeter 
Center and the developer's showcase 
project pursued through the architec
ture and the interaction betvveen the 
buildings/parking structures and the 
landscape. Taylor & Mathis early re
jected the notion of a single high-rise 
structure, opting instead for a design 
that would be more suburban in scale. 

The first phase (the North Terraces 
building) was situated in a sloping, 
wooded area with many large trees, 
and the decision was made early to pre
serve as many of the trees as possible, 
especially along the creek. The area for 
the second phase (the South Terraces 
building) had previously been exca
vated and was largely denuded of trees. 
During construction of the first building, 
large berms were constructed around 
the periphery of the site for the second 
phase and trees planted; some trees 
that had to be removed from the site 
for phase one were transplanted and 
other large trees trucked in. As a result 
when the second phase opened later, the 
landscaping appeared more mature. 

The development team decided to 
challenge the common perception of 
architecture the market wanted. As a 
result the project differs from other of
fice projects in suburban Atlanta in its 
use of natural, non-high-tech materi
als. The tactile quality of the project's 
painted concrete superstructure, quarry 
tile floors, brightly painted ceramic 
tiles, brass accents, and wooden win-

dow walls and railings has a soft ap
pearance that is intended to make ten
ants and visitors feel more comfortable 
than in projects where high-tech, 
machine-made materials are used. 

The buildings incorporate a strong 
element of elegant simplicity. Materials 
were selected to complement the natu
ral surroundings, and the clean archi
tectural lines flow smoothly with the 
natural grade of the land. The concrete 
office buildings use overhangs and col
umns to provide shade, which, in com
bination with the aluminum solar fins, 
provide excellent energy efficiency de
spite the use of clear glass windows. 
The structure also recalls the sculp
ture of Sol Lewitt, with its connotation 
of infinite space defined by a three
dimensional grid. This spatial ambigu
ity enhances The Terraces's interaction 
with its wooded site. 

Surface parking was minimized to 
protect the existing landscape and the 
site's natural characteristics. The two 
parking garages are recessed into the 
ground to minimize their visual im
pact. Above ground, the garages are 
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open-air, terraced, precast concrete 
structures with trellised rooftops and 
cantilevered planter edges. As they be
come overgrown with vines, the ter
raced profiles set into the hillside are 
intended to disappear into the land
scape. The terraced arrangement also 
provides for entrances at various levels 
and from various directions, reducing 
vehicular circulation between levels. 

Each building has two main en
trances for visitors and tenants, one 
serving primarily a drop-off area and 
one serving primarily a parking garage. 
The drop-off areas are square terraces 
paved with geometric patterns of red 
clay brick and gray granite, while the 
building entrances on the drop-off side 
are accented by porte-cocheres with 
copper-roofed wooden canopies and 
large fountain pools. 

From each garage, landscaped walk
ways pass through pondside garden 
pavilions, reminiscent of traditional ga
zebos, that mark a ceremonial point of 
arrival for each building. Covered pas
sageways provide a convenient con-

nection between the garages and the 
office buildings. 

A meandering creek, which bisects 
the site, has been expanded to provide 
for a series of deep ponds that serve to 
retain stormwater and fluctuate several 
feet to accommodate peak storm flows. 
A cable-supported footbridge, built with 
imported hardwood from African ek.ki 
trees, spans the creek between the two 
drop-off areas. Pond edges are mostly 
"soft." except near the footbridge and 
drop-off terraces, where the edge is 
lined with a rock wall. 

Each building features two office 
wings connected by a glass-enclosed 
atrium; each atrium surrounds a clus
ter of six high-speed glass elevators. 
Office suites in two wings of each 
building are connected to the eleva
tor cluster at each level by bridges 
that span the atrium. Each building 
wing is, in effect, an individual build
ing with its own central utility core 
and service elevator. 

Exterior water features are carried 
inside, where, in each atrium, they are 

transformed into shallow pools whose 
walls are paved with special hand
made and glazed ceramic tiles by Span
ish artist Joan Gardy Artigas. The same 
colorful tiles are combined with clay 
tiles in the atrium at the garden level, 
first floor, and elevator lobbies of each 
office floor. 

In addition to the mature trees on 
the site, the area was densely planted 
with a wide array of trees native to the 
Atlanta area: red birch, willow oaks, 
red maples, Bradford pears, sawtooth 
oaks, tulip trees, pines, and magnolias. 
The intent was to establish a natural 
feel to the landscape except in the mo
tor court areas, which are treated more 
formally and feature a preponderance 
of hardscape. The landscape plan pro
vides for many small landscape "zones," 
which function as small, independent 
gardens. 

To minimize the visual prominence 
of the parking structures, planter boxes 
were built into the terraces of the struc
tures and planted with a variety of 

' 

A shallow pool lined with hand-pointed tiles is located in the interior of the south building. A raised walkway over the pool connects the main entrance doors with the lobby. 
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hanging species, such as blue rug juni
per, ivy, honeysuckle, and other ever
greens. As a result of problems with ir
rigation systems and drainage, some of 
the boxes have had to be replanted, 
and they must be frequently moni
tored to ensure the plants are healthy. 

The budget for landscaping was set 
at approximately $1.2 million for each 
building. Annual operating expenses to
tal approximately $200,000, split about 
equally between the north and south 
towers. 

VAlUE OF lANDSCAPE 
AND AMENITIES 

VALUE TO THE DEVELOPER/OWNER 
Interviews with members of the devel
opment team indicate that the project's 
landscape and amenities had no effect 
on the ability to gain or expedite ap
provals. The primary benefit that the 
developer stands to gain from the land
scape and amenities is therefore related 
to the financial return (rental rates and 
occupancy levels) that can be attrib
uted to the amenities. 

Members of the development team 
noted that several Class A office proj
ects opened in the immediate area of 
Perimeter Center since the first phase 
of The Terraces opened. Three of these 
projects are primary competitors, and 
three are secondary competitors. Ask
ing rental rates, as published in Dorey's 
Office Guide, were used to compare these 
office projects, located in the north cen
tral submarket of Atlanta. 

Asking rental rates for office space 
are fairly consistent between The Ter
races and its primary competitors. The 
top end of the asking rates is higher 
for Concourse and Northpark (and 
probably Ravinia), because they are 
newer and more expensive office com
plexes. All of the primary competitors 
feature amenities similar to The Terraces, 
including covered parking health dubs, 
on-site food service, an adjacent hotel, 
common conference facilities, and 
prominent landscape elements. 

Despite the asking rents for these 
projects, it is likely that The Terraces 
and its primary competitors receive 
roughly comparable rents, about $17.00 
per square foot. In comparison, the 
pro forma rental rate for North Ter
races was $18.50 per square foot and 
for South Terraces was $20.50 per 
square foot. The pro forma rates for 
competitive projects are unknown but 
are probably below the rates currently 
received because of the strong competi
tion in the market. 

Comparative vacancy levels for 
the projects could not be ascertained 
within the scope of this analysis. North 
Terraces, however, is currently 92 per
cent leased, South Terraces 86 percent 
leased. These occupancy levels are 
above the local average of 84 percent 
for office space priced from $23.75 to 
$32.00 per square foot, according to 
Dorey's Office Guide. 

The developer of The Terraces be
lieves that the project will continue to 

outperform the market in its ability 
to retain office tenants because of the 
high level of management and mainte
nance services offered and the "com
fortable" and "livable" work environ
ment. The developer believes that The 
Terraces will age more gracefully than 
glitzier competitive projects, contend
ing that the scale of the buildings and 

OFFICE RENTAL RATES FOR THE 
TERRACES AND COMPETITORS 
(as of the first quarter 1992) 

Project 
The Terraces 
Primary Competitors 

Ravinia 
Concourse 
North park 

Secondary Competitors 
Ashford (enter-North 
Crown Pointe 
Central Pork 

• Asking roles not published. 

Asking Rents 
per Square Foot 

$24.00--24.50 

$22.00-32.00 
$23.50-27.50 

$22.50-23.50 
$21.00-24.00 
$24.00-26.00 

CONSTRUCTION COSTS BY TYPE OF AMENITY 

Streelscape 
Exterior Signage 
Water Features (lake) 
Entryways (cypress deck) 
Entrywoys (tunnel) 
Landscaping (exterior) 
Landscaping (atrium) 
Landscaping (engineering) 
Landscape Design 
Plazas 
Fountains (exterior pools) 
Underground Sprinkler System 
Connector Bridge 
lighting (site) 
Total 

North Tower 
$70,464 

23,671 
21,000 

166,024 
0 

387,980 
61,620 
23,202 
68,987 

152,514 
78,750 
91,477 

193,028 
33,600 

$1,372,317 

OPERATING COSTS BY TYPE OF AMENITY 

Exterior Signage 
landscaping I exterior I 
Landscaping (atrium) 
Landscape Design 
Fountains (exterior pools) 
Underground Sprinkler System 
Total 

North Tower 
$2,965 
49,341 
19,056 
24,157 
5,408 
5,528 

$106,4SS 

South Tower 
$112,327 

20,475 
0 
0 

89,268 
359,945 
57,167 
15,056 
40,424 
82,529 

110,745 
89,761 

193,027 
34,445 

$1,20S,I69 

South Tower 
$6,232 
50,132 
17,574 
18,547 

2,627 
5,381 

$100,493 

Total 
$182,791 

44,146 
21,000 

166,024 
89,268 

747,925 
118,787 
38,258 

109,411 
235,043 
189,495 
181,238 
386,055 
68,045 

$2,577,486 

Total 
$9,197 
99,473 
36,630 
42,704 
8,035 

10,909 
$206,948 
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The lobby of the south building is landscaped with towering bamboo trees that thrive in the gloss-enclosed space. 
A cafeteria and convenience services ore also located in the lobby. 

the atria will remain selling points over 
the long term. 

Still, no conclusive, empirical evi
dence suggests that The Terraces has 
performed financially above the local 
market, although it is clear that the 
project has kept pace with newer, 
more expensive projects. Further, the 
strong and positive image of The Ter
races has established the project as one 
of the most desired office addresses in 
the Perimeter Center area, despite its 
low-rise character, lack of visibility 
from major roadways, and lower de
velopment cost per square foot. 
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VALUE TO TENANTS 
The primary users of the project are 
the office tenants and their clients or 
visitors. Representatives of several of
fice tenants were interviewed to gauge 
their perceived value of the project's 
design and landscape. 

Tenants indicated that their deci
sion to locate in The Terraces was 
driven first by location, access, and 
rental rates. Only when those require
ments were satisfied did they consider 
aesthetics and amenities. Virtually all 
of the tenants at The Terraces entered 
the local market seeking Class A office 

space, so they came with certain expec
tations about rental rates. 

Tenants appreciate most the follow
ing features of their work environment: 

+ Essential services, particularly bank
ing and food services, on site; 

+ The health club in North Terraces; 
+ The ability to walk to the Perimeter 

Center Mall during lunch; 
+ The private dining club on the top 

floor of the North Terraces build
ing, where executives can meet for 
meals and to entertain clients; 

+ The conference facilities in the South 
Terraces building; 

+ The openness of the office suites 
created by windows into the build
ing atria and the use of clear glass 
windows that allow in more light; 

+ The "warm," "comfortable," and 
"restful" atmosphere both inside 
and outside the buildings (although 
tenants had difficulty distinguish
ing the components of the land
scape responsible for this positive 
atmosphere). 

Tenants also value highly the 
"good image" The Terraces presents to 
their clients. While the buildings and 
grounds are attractive and comfort
able, they are not "lavish" or "deca
dent," and The Terraces "strikes a good 
balance between quality and practi
cality" and presents "a professional 
environment." 

Tenant representatives who are di
rectly involved in finances for their or
ganizations commented on the high ef
ficiency ratios of the buildings (that is, 
the net rentable area compared to net 
usable area), which was an important 
factor in their decision to locate in The 
Terraces. The design of the atria and 
the location of the elevators within 
them minimize nonusable space. Of
fices on the top floors with outdoor 
balconies are in strong demand. Al
though none of the interviewees indi
cated that the balconies caused them 
to select The Terraces over competitive 
projects, it is clear that office workers 
compete for these prized spaces. 

Tenants also value the quality of 
Taylor & Mathis's management and 
commitment to maintenance. The de-



veloper/owner's reputation in the At
lanta market for quality management 
and maintenance seems to have had a 
substantial positive effect on tenants' 
perception of the project and its per
ceived value. 

Few tenants placed much emphasis 
on landscaping or the project's exterior 
features, taking them largely for granted, 
with the possible exception of the pair 
of swans. Tenants believe more spaces 
should be available to sit outside and 
eat lunch. The existing outdoor sit
ting areas are frequented primarily by 
smokers, and many nonsmokers avoid 
them (smoking is not permitted in the 
buildings). Most office workers con
sider outdoor areas to be primarily 
passive and visual amenities. They like 
the large beds of flowers planted around 
the project. but they are most visible 
from cars. While the landscape and 
grounds are considered a piece of the 
total project they do not constitute a 
singularly valuable amenity from the 
perspective of office workers. 

Most of the tenants interviewed 
believe they do not pay a rental pre
mium that can be attributed to the proj
ect's landscape and amenities. Strong 
competition within the market has kept 
rental rates reasonable and fairly con
sistent among the competing Class A 
projects. Some tenants noted that they 
would not have paid a premium (if 
they felt that one was being asked) be
cause the market contains too many 
other high-quality projects nearby with 
excellent amenities. If a small premium 
can be attributed to the project tenants 
believe it is the result of management 
and maintenance services, not to land
scaping or any other amenities. 

On the whole, tenants believe that 
office workers appreciate their good 
work environments and that the proj
ect contributes, at least to some extent 
to increased morale and productivity 
among workers. The high quality of 
management and maintenance mini
mizes building problems and the time 
spent by workers trying to fix those 
problems, also enhancing productivity. 
Tenants are not convinced that the 
pleasant work environment contributes 
significantly to retaining employees. 

Railings and interior window frames ore mode of hond-ruhhed red oak. Other materials, such as the quarry tile 
floors, brightly pointed ceramic tiles, and brass accents, complement the naturally wooded surroundings. 

When asked why they selected 
The Terraces over competing projects, 
tenants responded uniformly that it 
was a function of location, price, the 
buildings' efficiency, and the reputa
tion of the developer/manager. Ten
ants believe that the project's aesthet
ics and amenities are good but not 
substantially greater than those of 

competitors. Some prefer The Ter
races's natural feeling over other Class 
A projects nearby (which tend to be 
high-rise structures with marble lob
bies and more formal landscaping), 
but that preference alone would not 
be enough to sway their choice of 
location. 

A conference center-including o 135-seot auditorium with complete audiovisual and projection capabilities-is 
available to tenants. 
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A cable-supported footbridge, built with hardwood from African ekki trees, spans the central pond and connects the lwo buildings. 

VAlUE TO THE COMMUNilY 
The landscape architect and members 
of the development team indicated that 
the design. amenities, and landscape of 

\~ .I 

~ ...a, L 

The Terraces had virtually no influence 
over the development review and ap
provals process or the time required to 
secure approvals. DeKalb County. where 

A private dining club on the top floor of the north building provides a place for executives to meet for meals and 
to entertain clients. 
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the project is located. had no substan
tial landscaping standards at the time 
plans were submitted, and the county 
did not (and typically does not) take 
an aggressive role in issues affecting 
architecture and landscape design. No 
opposition from the community arose 
to the proposed project. in part be
cause it is located in a primarily com
mercial area. Thus. t:he public sector's 
role in designing and developing The 
Terraces was minimal. 

No evidence exists that the proj
ect's landscape and amenities created 
fiscal value for the local community 
beyond the normal value for Class A 
office projects. Real estate tax revenues 
are believed to be comparable to com
petitive local projects. To the extent 
that The Terraces was among the first 
Class A projects to be built within 
Perimeter Center, however. it might 
be argued that it helped to set a high 
standard for design and landscaping. 



SUMMARY AND CONCLUSIONS 
+ No conclusive empirical evidence 

suggests that the developer/owner 
of the project has achieved higher 
office rental rates, higher occupancy 
levels, or other direct financial re
turn that can be attributed specifi
cally to the project's landscape and 
amenities. 

+ Anecdotal evidence suggests that 
The Terraces could be returning a 
higher rent per square foot than 
competitive projects when con
struction costs are taken into consid
eration. The belief (not quantified in 
this case study) is that The Terraces 
was less costly to build than com
petitive Class A projects, because 
construction costs were minimized 
by building an 11-story building 
and by avoiding expensive exterior 
building materials. 

+ Despite a construction cost that is 
believed to be lower than typical 
Class A buildings in the submarket 
The Terraces retains a strong. posi
tive image as a result of its distinc
tive architecture, the atria, and the 
strong visual relationship between 
indoors and outdoors that has 
benefited the owner's ability to 
compete for tenants at the top end 
of the market. 

+ Tenants value more highly mat
ters like location, property manage
ment, price, and building efficiency 
than they do aesthetics and land
scape, especially during a recession. 

+ Office tenants in this market expect 
that Class A projects will incorpo
rate a high level of landscape and 
amenities in their design and take 
such amenities largely for granted. 

+ When asked to list the amenities 
they value most, office tenants tend 
to place greater value on services 
(food service, banking and travel 
services, health clubs, conference fa
cilities, management services, and 
so on) than they do on landscape 
and other design amenities. 

+ Tenants' feelings about the aesthetic 
quality of their work environment 
were very positive, but they could 
not easily isolate specific elements 
of the project that contribute to 
those feelings, although they men-

PROJECT DATA 

lAND USE INFORMAnON 
Site Area . . . 25.08ocres ( 1,092,363 square feet) 
Gross Building Area (GSF} 

North Terraces 
South Terraces . . . 
Total . . . . . . 

Gross Leasable Area (RSFJ' 
Office2 . .. .. 

Retail .... .. 

. 580,7 60 square feel 

. 605,786 square feet 

. 1,186,546 square feet 

Health Club/Conference Center 

974,436 squore feet 
. 8,251 squore feel 
. 1 0,528 squore feel 
993,215 square feel 
852,586 square feet 

Totol . . . . . 
Net Square Feet ( NSFP 
Floor/Area Ratio (FAR} 
Total Parking Spaces 

North Structure 
South Structure 
Surface Parking 
Total ... 

Applicable Parking Ratio 
Maximum Number of Stories 
Site Coverage . . . . 

. . . 1.09 

. 1,400 spaces 

. 1,500 spoces 

. . 80 spaces 

. 2, 980 spaces 
3 spaces per 1,000 GSF 

. . . 11 
. 25 percent 

ANNUAL OPERATING EXPENSE54 

Taxes . . 
Insurance • 
Services . 
Maintenance . 
Janilorial . 
Utililies . . 
Legal .. . 
Management . 
Miscellaneous 
Total .. • 

PerRSF 
. $1.74 

.17 

.25 
1.03 
.85 

1.20 
.01 
.98 
.39 

. $6.62 

OFFICE TENANT INFORMATION 
Size 
(square feet} 
1,000-1,999 
2,00G--4,999 
5,000-9,999 
10,000+ 
Totol 
Average Office Tenant (RSFJ 
NSF (typical floorJS 
Gross Annual Rents per RSF 
Length of Leases 

Number of Percent of 
Tenants Tenants 

17 20.7 
30 36.6 
13 15.9 
22 26.8 
82 100.0 

. • 9,656 squore feet 
33,20G--46,000 square feet 

. . $19.14 
. . . . 3.5-1 0 years 

tioned the atria most often as a 
specific amenity they valued. They 
most valued the overall "feel" of 
the project. 

• Tenants are very concerned about 
the image their office space pre-

DEVELOPMENT COST INFORMATION 
Site Acquisition Cost . . 
Site Improvement Costs 

Excavation . . . . 
Grading . . . . . 
Sewer/Water/Drainage 
Paving . . .. . 
Curbs/Sidewalks . . 
Londscaping/lrrigotion 
Fe.es/General Conditions . 
Other 
Totol . . . . . . . 

Construdion Cost 

$7,225,394 

$768,920 
. 713,211 
. 390,550 
. 190,153 
. 342,559 
1,214,020 
. 280,092 
. 493,127 

$4,392,632 

Superstructure . . . . . . . . . . . . . $34,544,129 
HVAC ..... . ... .. .... .. : .. 6,225,654 
Electrical ....... . ... .. ..... 3,520,453 
Plumbing/Sprinklers . .... . . ..... 3,151,084 
Elevators .... . .. .... . . .. . .. 3,526,306 
Fees/General Conditions ..... ..... 5,018,708 
Finishes ... . . . .. . .• •.. .. .. 19,775,194 
Graphics/Specialties ...... . .... .. . 164,315 
Other . . . . . . . . . . . . . • . . . . . . 2,241,519 
Total . . . . . . . . . . . . . . . . . . $78,167,362 

Soft Costs 
Architecture/Engineering $4,716,134 
Project Management 2,600,436 
Leasing/Marketing 1,332,917 
Legal/Accounting . . . 0 
Tuxes/Insurance . . 199,426 
Tille Fees . . . . . . 0 
Construction Interest and Fees 1 5,850,041 
Working Capital/Cash Shortfall . 28,114,539 
Other . . . . . . . 730,796 
Total . . . . . . . . . $53,544,289 

Total Development (os/6 • $136,104,283 
Development Cost per Gross Square Fool . . $114.71 
Development Cost per Net Square Fool . . . $159.64 

1 RSF is the whole floor area, measured from interior wall to inle· 
rior wall, minus areas of vertical penetration (such as mechani· 
cal space and service elevators). 
1Approximotelr 1 5,500 square feet of office space is currently 
leased to retal tenants. 
3NSF is RSF minus common corridors and other shored space. 
4Based on 1990 budget. 
sMost floors ore divided into two separate tenant oreos, one on 
eoch side of the atrium. 
6Does not include site acquisition cost. 
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WHERE, WHEN, AND WHO 

CASE STUDY CONDUCTED: September 1992 

DIRECTIONS 
From Hartsfield International Airport: Follow 1-85 north 
through downtown Atlanta to 1-285. Follow 1-285 west 
live miles to Ashford-Dunwoody Rood. Exitl-285 and 
proceed north for 0.6 mile on Ashford-Dunwoody Rood 
to Perimeter (enter West. Turn left. The driveway for the 
south building is located BOO feel on the right immedi
ately post the hotel. 
Driving time: Approximately 45 minutes. 

DEVELOPMENT SCHEDULE 
Phase I Planning Started: September 1982 
Site Purchased: May 1983 
Phase I Construction Started: May 1983 
Phase 2 Planning Started: Murch 1984 
Phase I Leasing Started: May 1984 
Phase I Completed: November 1984 
Phase 2 Construdion Started: November 1984 
Phase 2 Leasing Started: January 1986 
Projed Completed: July 1986 

DEVELOPER/MANAGER 
Taylor & Mathis 
11 5 Perimeter Center Place, Suite 200 
Atlanta, Georgia 30346 
(404) 394-0222 

JOINT VENTURE PARTNER 
Metropolitan Ule Insurance Company 
303 Perimeter (enter North, Suite 600 
Atlanta, Georgia 30346 
(404) 393-0630 

sents and what it might convey to 
clients. They generally believe that 
The Terraces strikes a good balance 
between quality and practicality, 
and does not convey a message of 
exorbitant expense. 

• Tenants believe they do not, and 
state that they would not pay a pre
mium for landscape and amenities. 

• Most tenants believe that the good 
work environment of The Terraces 
contributes subtly to enhanced pro
ductivity and morale, although those 
perceptions could not be quantified. 
Most do not believe that the proj
ect's amenities significantly help to 
retain employees. 
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ARCHITECT 
Skidmore, Owings & Merrill 
33 West Monroe Street 
Chicago, Illinois 60603 
(312)641-5959 

LANDSCAPE ARCHITECT 
Reece Hoopes & Fincher 
400 Perimeter Center Terrace, Suite 85 
Atlanta, Georgia 30346 
(404) 394-8313 

INTERVIEWEES 
Developer /Owner 
Harvey M. Cheotham, executive vice president
development 
D. Kerry O'Brien, vice president-marketing 
Kit Boker, general manager (property management) 
Eric Pence, grounds manager 
Taylor & Mathis 

Landscape Architect 
Hoyt T. Fincher Ill 
Reece Hoopes & Fincher 

Tenants 
Lawrence M. Gold, attorney 
Frederick W. Owens, treasurer 
Hazlehurst & Associates, Inc. 
Gail W. Staub, human resources administrator 
Summit Communications Group, Inc. 

• Despite the visual emphasis that 
was placed on the project's out
door landscape, the developer has 
not endeavored to increase its use 
for the active enjoyment of work
ers. Only two small areas are pro
vided with outdoor seating. and 
only recently were walking paths 
constructed around portions of the 
property and only then to comply 
with requirements of the Americans 
with Disabilities Act. Few workers 
routinely use outdoor spaces, but 
it is not clear whether it is because 
of a lack of facilities or because of 
individual choice. 



CARNEGIE CENTER 
PRINCETON, NEW JERSEY 

Surveys indicate that most tenants of Carnegie Center 
place greater value on passive amenities like outdoor 
eating areas and water features than they do on ac
live recreational features. 

GENERAL DESCRIPTION 
Carnegie Center, a project of The Landis 
Group, is a large-scale, planned subur
ban office park on the Route 1 corri
dor near Princeton, New Jersey. The 
project has experienced a high degree 
of market acceptance and is attracting 
a wide range of corporate tenants. The 
developer has been able to position 
Carnegie Center at the top of the com
petition by staying one step ahead of 
the area's phenomenal growth during 
the early and mid-1980s and by offer
ing a premium product that integrates 
land planning landscape, and amenities. 

A 54-acre parcel of land on the 
southeast comer of the intersection of 
Route 1 and Alexander Road was ac
quired for the first phase of the project 
in April 1980. While planning for Phase 
1 was under way, the developer took 
options on several adjacent parcels. 
Carnegie Center I. completed in 1983 
on the original 54-acre parcel, consists 
of four office buildings and a 360-
room hotel totaling 670,000 square feet. 

Carnegie Center II, on 247 acres imme
diately adjacent to Carnegie Center L 
will at completion consist of 2.4 mil
lion square feet distributed among 21 
buildings. Sixteen building sites lie in
side an internal loop road, and buildings 
are clustered around a 22-acre central 
open space. This landscaped open 
space, referred to as "the greenway," 
links the five main building dusters and 
serves as the project's featured amen
ity. The development of each building 
site is regulated by a set of design 
guidelines and maintenance standards. 

Related projects on the opposite 
side of Route I include Carnegie Cen
ter West a build-to-suit office project 
and Princeton MarketFair, a 370,000-
square-foot specialty shopping center. 

THE SITE AND THE PROJEG'S HISTORY 
A prime location midway between New 
York and Philadelphia, name recogni
tion associated with Princeton U niver
sity, and a skilled workforce combined 
to make Princeton a desirable corpo
rate address in the early 1970s. A stead
ily growing market was created by the 
university's development of Princeton 
Forrestal Center, a suburban office 
park on Route 1 about three miles 
north of Carnegie Center. 

In the early 1970s, most of the lo
cal labor force lived in the northern 
part of the Princeton corridor. In the 
process of searching for a site for a 
large Canadian insurance company in
terested in establishing a U.S. head
quarters in the Princeton market, The 
Landis Group determined that the la
bor pool was shifting south toward 
more affordable housing in the vicini
ties of Trenton, New Jersey, and Bucks 
County, Pennsylvania. The company 
zeroed in on a Route 1 location in 
West Windsor Township, midway be-
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tween the Princeton Junction train sta
tion and the heart of Princeton. The 
company purchased the 54-acre par
cel. part of an unzoned sod farm, in 
April 1980 for $25,000 per acre. 

In the ensuing months, Landis ana
lyzed space absorption in the Prince
ton market and saw the potential to 
build a park much larger than the ini
tial 54 acres could accommodate. It be
gan taking options on neighboring par
cels. Four options taken in early 1980 
covering 465 acres were exercised be
tween September 1982 and January 
1985 for a cost of $12.9 million. With 
an additional purchase of 34 acres in 
December 1985, a total of 560 acres 
has been acquired for $18.5 million, or 
approximately $33,000 per acre. Within 
the five-year takedown period on the 
land, its value had increased ninefold; 
in December 1988, the land was val
ued at $168 million, or $300,000 per 
acre. This large increase in land value 
between 1980 and l 988 was fueled by 
lhe region's rapid growth and absorp
tion of office space, general speculation 
in land and real estate, approval of 
Carnegie Center's overall master plan, 
which promised a campus-style envi
ronment and the development of of
fice space during the early phases that 
provided the project with name recog
nition throughout the region. 

PHASING AND FINANCING 
Carnegie Center II is being developed 
in five phases, arranged so that each 
phase will include the construction of 
all on-site and off-site facilities and in
frastructure necessary to make that 
phase self-sufficient at the time of its 
completion. As of May 1992, ten build
ings totaling approximately 1.2 million 
square feet (Buildings 202, 210, 211, 212, 
213, 214, 301, 504, 506, and 508) were 
complete. Because Carnegie Center's base 
land costs were only $3.31 per square 
foot of office space, the developer has 
been able to spend $12.00 per square 
foot in infrastructure, landscaping, and 
amenities (including the greenway). 

Financial backing for the project 
was provided by a variety of institu
tions, including AEtna, Cigna, Travel-
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The central greenway forms the visual, pedestrian, and reueotionol spine of Carnegie Center and is mode up of 
four distinctly landscaped quads, each located in the center of a building duster. 

ers, Chemical Bank. Chase Manhattan 
Bank, Manufacturers Hanover Bank, 
and United Jersey Bank. 

MARKETING AND MANAGEMENT 
As of year-end 1991, the project was 
95 percent occupied in a market with 
an average vacancy rate of about 13 
percent. 1 The marketing strategy is to 
sell the total environment, not just space 
in a building. with the message "There's 
a new town in town." The greenway, 

considered integral to Carnegie Center's 
theme, identity, and market success, is 
featured prominently in all advertising 
materials. 

Current tenants include Bell Atlanti
com, Prudential-Bache, IBM, General 
Mills, PSE&G (the local utility), E.R. 
Squibb, Kodak. Arthur Andersen, John
son & Johnson, Wall Street Digest, United 
Jersey Bank, Price Waterhouse, Wang. 
Ernst & Whinney, Prime Computer, 
and Educational Testing Service. An 
effort is made to provide tenants with 
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the flexibility to expand, relocate, or 
contract. To enable tenants to be jug
gled to provide expansion space, a 
standard relocation clause in every 
lease states that a company can be 
moved to another building within the 
complex if necessary. 

The Landis Group maintains an on
site staff of 50 employees skilled in fi
nance and law, marketing and leasing, 
design. planning and construction, ad
ministration, and management to cater 
to tenants. The on-site location gives ten
ants quick access to management staff 
and allows management to watch over 
day-to-day maintenance functions, such 
as care of the greenway landscaping. 

LANDSCAPE AND AMENITIES 

PLANNING AND DESIGN 
Soon after acquiring the initial 54-acre 
parcel. Landis selected The Stubbins As
sociates as the master planner and ar
chitect. Carnegie Center I provided for 
four freestanding buildings, each with 
frontage on Route 1; approvals were 
obtained in 1979. About that time, three 
loss leaders were enticed to the project 
to heighten interest. The first was a Hyatt 
Regency hotel owned and operated by 
the chain's founders, the Pritzker family; 
16.5 acres were released at $92,000 per 
acre to the Pritzkers in 1981. Two other 
parcels on what is now Carnegie Cen
ter II were sold: 20 acres at $68,000 per 
acre to the United Jersey Bank as a site 
for its corporate headquarters (Building 
301) and seven acres at $60,000 per 
acre for the main Princeton branch of 
the U.S. Postal Service (Building 213). 

Between 1979 and 1981, Landis and 
Stubbins reevaluated the master plan 
for Carnegie Center I and decided to 
pursue a different design approach that 

would create a project with greater 
identity and focus by clustering build
ings with parking around the periphery. 
A traffic circle was built in the space 
between the buildings and a landscaped 
park area with benches located in the 
traffic circle. This concept of clustering 
provided the framework for the design 
of Carnegie Center II. 

Hanna/Olin, Ltd., joined the master 
planning team as landscape architects 
when planning began for Carnegie 
Center II. The team decided as far as 
possible to stay within the site's origi
nal zoning. which permitted research, 
office, and limited manufacturing uses. 
The team analyzed the site's features, 
alternatives to the concept plan, devel
opment phasing. the impacts of de
velopment on land use, traffic, and 
stormwater, and benefits to the com
munity. The result was a set of reports 
that came to be known as "the red 
books," which the developer used to 
demonstrate to the community the 
professional quality of the plan and 
Landis's commitment to delivering the 
highest-quality product possible. 
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The gazebo provides a quiet spot for tenants to enjoy 
the outdoors. It is also a popular seHing for wedding 
photographs. The greenway itself provides the seHing 
for several weddings each year. 

The master plan, including the green
way, that emerged resulted from a 
combination of factors: market studies, 
human behavior studies, experience 
gained from Carnegie Center I, and 
West Windsor Township's objectives 
for planning and protection of re
sources. The planning team studied 
three primary alternatives for design. 
The first scheme provided for a tradi
tional subdivision of the land for the 
development of freestanding office 
buildings. Three such parcels had al
ready been created for United Jersey 
Bank (Building 301), the post office 
(Building 213), and a freestanding R&D 
building (Building 211). The second 
scheme provided for a continuation of 
Carnegie Center I's design with a series 
of clustered buildings connected by a 
roadway and series of traffic circles. 
The third scheme retained the cluster 
but omitted the roadway and traffic 
circles, dedicating the space instead to 
landscaping and pedestrians. 

Studies prepared for Landis by Wil
liam H. White, sociologist and urban 
planner, and Setha M. Low, professor 
of environmental psychology and an
thropology at City University of New 
York, supported this greenway design. 
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Low prepared a study of three office 
projects in the Princeton area (includ
ing Forrestal Center and Carnegie Cen
ter I) to better understand how office 
workers use their work environment 
and what features of the landscape 
would ultimately prove most valuable 
to workers. The academics concluded 
that workers most enjoy quiet outdoor 
spaces and passive recreational pur
suits and provided input to the design 
team about specific features that could 
be incorporated into the landscape plan. 
Their conclusions were consistent with 
Landis's own observations of office 
workers at Carnegie Center I, which 
showed that workers liked the central 
open space but were reluctant to cross 
the traffic circle and use the landscaped 
space in its center. 

The greenway supported several 
planning objectives on the township's 
agenda, particularly preservation of a 
greenbelt and wetlands along one side 
of the property. The township had a 
zoning category for planned develop
ment, which allowed for approval of 
general development plans (GDPs) to 
be followed by more specific site plans. 
The category GDP was unique to New 
Jersey at the time and allowed for den
sity transfers if public benefits could be 
demonstrated and if usable open space 
were provided next to where the den
sity was being transferred. This flexible 
zoning and permitting process pro
vided Landis with further incentives to 
choose the greenway scheme. 

THE MASTER PlAN 
The master plan for Carnegie Center II 
creates 21 separate development par
cels, all of which front on Carnegie 
Drive. Carnegie Drive is a private, four
lane internal loop road with three ma
jor connections to the surrounding 
public road system: a boulevard pro
viding a link to Route 1 to the west, an 
extension to Roszel Road facilitating ac
cess to Alexander Road to the north, 
and a future connection to Meadow 
Road to the south. Carnegie Center I is 
linked directly to Carnegie Center II by 
an extension of Carnegie Way and by 
the greenway, which serves pedestri
ans only. Two two-lane traverse roads 
complete the project's road system. 

Five development parcels are lo
cated on the outside of Carnegie Drive. 
United Jersey Bank's four-story head
quarters building (#301) occupies one 
of three parcels bordering Route 1. The 
Princeton regional post office (#213) and 
a one-story research building (#211) 
flank the Roszel Road extension. Two 
additional buildings (#300 and #302) 
will be built with frontage on Route I. 
The remaining 16 parcels are located 
inside Carnegie Drive. Building sites on 
these parcels are grouped in four clus
ters that enclose the 22-acre greenway. 

THE GREENWAY 
The greenway forms the visual, pedes
trian, and recreational spine of the proj
ect. This common open space is com
prised of four major parklike areas, 
quads, located in the center of building 
clusters. Each quad has its own distinct 
character and landscape (for example, 
pastoral and romantic, formal and geo
metric, or informal town green). Com
mon elements, including a 12-foot-wide 
brick primary path, custom-designed 
light standards and benches, and alleys 
of trees, provide continuity and unity 
between the quads. Building terraces, 
many with dining tables and chairs, 
overlook the greenway. 

The first quad was built amid build
ings 202, 210, 212, and 214. The area is 
landscaped in the fashion of an infor
mal English garden and contains a lake 



with an island and two stone bridges, 
a wooded picnic grove, an amphithe
ater, a gazebo, two stone overlooks, 
and an active-use recreation area. Be
cause the site had only a slight slope, 
special attention was paid to how the 
area was graded. The landscape archi
tects wanted to avoid the appearance 
of an open field between the buildings 
and used the grading to create topogra
phy where none existed and the impres
sion of greater space. Grading was also 
used to create a series of public and 
private spaces. Trees planted in the quad 
include tulip trees, sycamores, cypress, 
weeping willows, black gums, and sweet 
gums. Paths are lined with honey lo
cust trees. Dogwoods and a wide vari
ety of flowering shrubs provide spring 
and summer color in the landscape. 
Beds of annuals are located through
out the area. 

The second quad developed is lo
cated amid the 500 series of buildings 
at the westernmost portion of the proj
ect. Three of the four buildings sur
rounding this park were completed in 
1992 and are occupied by Educational 
Testing Service. The area features a 
large open lawn reminiscent of a town 
green that will contain a large band
stand. Massed plantings of trees around 
the quad provide shaded spaces among 
an intricate system of small paths, sit
ting areas, and reading gardens. The in
tent was to use spaces intensely imme
diately adjacent to the buildings. A plaza 
with a fountain marks the entrance to 
the quad from the east. Active-use rec
reation facilities (such as volleyball and 
squash courts) are located nearby. 

The third quad, to be located amid 
future buildings 204, 206, and 208, will 
be built when the market dictates. The 
area will have an octagonal courtyard 
with a central fountain and an arbor 
with dining pavilions and a food vend
ing kiosk. A terraced rock garden with 
borders of perennial plants will provide 
a link to the original Carnegie Center I 
cluster to the east and a terraced par
terre terminating in a rose garden and 
pergola will provide a transition to the 
completed area to the south. 

The fourth and final quad to be 
completed will be located amid the fu-

Although the gymnasium is the active recreational feature office tenants use most often, only 18 percent of the 
tenants surveyed said they use the facility. An additional20.7 percent said they will use it in the future; 

ture 400 series of buildings, the final 
development phase of Carnegie Center 
II. The park is planned along the lines 
of a French garden with a 450-foot
long terraced water feature, an amphi
theater with a large fountain, and al
leys of trees. 

Improvements at Carnegie Center 
II total about $5.7 million, annual oper
ating and maintenance costs $344,000. 

Of particular note is the capital cost 
of building the greenway. Improve
ments to the first quad in 1985 cost 
about $1.9 million in 1985 dollars, or 
$9.70 per square foot. A less intensive 
landscaping treatment such as asphalt 
walkways, grass turf. trees, and stock 
benches and light standards, would 
have cost an estimated $3.00 to $4.00 
per square foot in 1985 dollars. Thus, 
the improvements selected cost about 
twice as much as basic landscaping, or 
about $1.2 million more. The costs for 
improving the second quad in 1992 
were estimated at $1 million, or $12.00 
per square foot. In comparison, install
ing standard turf and trees would cost 
roughly $5.00 to $7.00 per square foot. 

CONSTRUCTION AND OPERATING 
COSTS BY TYPE OF AMENITY 

Annual 
Construction Operating 

Amenity Cost Cost 
Streetscapes $30,000 $150,000 
Parking lot 

landscaping 45,000 
Signage 60,000 2,000 
Plantings 

(foundation) 150,000 
Water Features 420,000 7,500 
Entryways 50,000 
land Engineering/ 

Contouring 75,000 NA 
Street Furniture 75,000 2,500 
Greenway/Plazas 3,000,000 50,000 
Hardscape 450,000 10,000 
Extra Street 

Improvements 25,000 
Environmental Features 

(detention basins) 400,000 30,000 
Street lighting 700,000 10,000 
Interior Atria 75,000 16,260 
Flower Beds 25,000 54,387 
Active Recreation 

Golf Cage 5,000 250 
Softball Fields 30,000 10,000 
Par Course 25,000 NA 
Sport Court 25,000 1,000 

Total $5,665,000 $343,897 

*lnduded in another budget item. 
NA = Not applicable. 
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Although fishing was not one of the recreational activi
ties originally planned for Carnegie Center, tenants 
and community residents have discovered this unex
peeled benefit of the greenway's lakes. 

OTHER LANDSCAPE AND AMENITIES 
In addition to the greenway, Carnegie 
Center II offers a variety of other 'passive 
landscape amenities as well as activities 
designed for the active enjoyment of 
office tenants. The more passive ele
ments of the landscape capitalize on 
the requirements to preserve wetlands 
and detain stormwater runoff on site. 

The site slopes gently away from 
Route 1 on the northwest to Little Bear 
Brook on the southeast. The stormwa
ter management system uses multiple 
detention basins and swales to divert 
runoff into Little Bear Brook. The areas 
surrounding the ponds are landscaped 
with natural plantings, and the ponds 
are stocked with plants like water lilies 
to increase their visual appeal and to 
help filter out pollutants in the storm
water. Walking paths lead to some of 
the ponds, but their primary benefit is 
visual. Views to this open space are 
available from several buildings at the 
southeastern edge of the site and from 
a segment of Carnegie Center Drive. 

The detention ponds abut wooded 
areas on both sides of Little Bear Creek, 
part of a township-designated green-
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belt and wetland conservation area. 
Approximately 60 acres of this area is 
located in the site of Carnegie Center II 
and is being preserved in its present 
condition as a wildlife sanctuary. When 
the project is complete, ownership of 
this acreage will be conveyed to the 
township. In the meantime, it offers 
tenants a visual amenity and reinforces 
the natural, wooded edge that runs 
along the entire southeastern length of 
the site. 

The perimeter of the project (gener
ally following Carnegie Center Drive) is 
landscaped with turf, trees, and shrubs. 
Belgian granite blocks were used for 
curbs throughout the project and to 
frame brick pedestrian crossings of 
Carnegie Center Drive. Besides their 
visual appeal, the blocks work to slow 
traffic on this internal loop road. 

Recreational amenities at Carnegie 
Center include two softball fields on 
the site of the final development phase, 
a health club in each cluster of build
ings featuring a variety of aerobic and 
weight-lifting equipment a basketball 
court and par course exercise area near 
Building 202, and an extensive system 
of walking paths throughout the proj
ect. Sports and health club facilities and 
locker and shower facilities in most 
buildings are free to tenants. Softball 
leagues encourage socializing among 
tenants and have proven very popular; 
Landis provides league managers and 
staff to oversee the league's activities. 

NON LANDSCAPE AMENITIES AND 
SPECIAL FEATURES 
Carnegie Center features a host of ser
vices for tenants, many of which can 
be found in other office developments 
of this size: 

• "Carnegie Haul" is a privately oper
ated jitney service that carries 
workers between Carnegie Center 
and the Princeton Junction train 
station during the morning and 
evening rush hours. At lunchtime, 
jitneys transport office workers to 
and from the MarketFair retail cen
ter nearby. 

• Landis built and leases to an inde
pendent operator a child-care center 

accommodating up to 100 children 
in Carnegie Center II. Workers in 
Carnegie Center have first priority 
for enrolling their children; excess 
capacity is opened first come, first 
served to the larger community. 

• Security services provided on site in
clude guards patrolling the grounds 
and parking lots around the clock 
and electronic monitoring services 
overseeing life safety systems and 
building security systems. Com
mon areas can be entered only 
with security cards. 

• Conference rooms are provided in 
most buildings to accommodate 
groups ranging from 10 to 200. All 
office tenants share the cost-s. 

• Landis publishes a newsletter, "News
line," to inform tenants of special 
activities and events. 

• Three cafeterias with indoor and 
outdoor seating and open to the 
public are located on the ground 
floors of office buildings adjacent 
to the greenway. 

DEVELOPMENT CRITERIA 
To further distinguish Carnegie Center 
II from standard office parks, the ap
proved master plan is supplemented 
by a set of development criteria that 
establish design review procedures and 
maintenance guidelines. The principal 
objective of the development criteria is 
to ensure a harmonious and aestheti
cally pleasing environment and a sense 
of continuity for Carnegie Center II 
during its phased development. The cri
teria consist of a set of design and con
struction guidelines, a design review 
procedure, and maintenance guidelines. 

The design and construction guide
lines encourage excellence in architec
ture and landscape design. The loca
tion, numbers of floors, and areas of 
all buildings are established in the 
master plan. The master plan also sets 
forth alignment coordinates that gov
ern the exterior walls of the buildings 
enclosing the greenway. The guidelines 
require the use of compatible building 
materials and colors to maintain archi
tectural consistency within each build
ing cluster. 



All plans for buildings and site de
signs are subject to review and approval; 
each project is evaluated against the de
velopment criteria, its conformance 
with the master plan, and its architec
tural merit. Before a design is started, a 
meeting is held between the applicant's 
architect Carnegie Center's master plan 
architects, and Carnegie Center's land
scape architects to clarify mutual de
sign objectives and the specific charac
teristics of the particular parcel. 

The maintenance guidelines are in
tended to preserve the high quality of 
the overall development. They are de
scribed as "performance standards" 
and lay down procedures to achieve 
and maintain an attractive setting. The 
Carnegie Center II Owners Associa
tion is responsible for maintenance of 
most common areas and facilities, in
cluding the greenway; individual build
ing owners are responsible for main
taining building-related lawn areas 
and plantings. 

VALUE OF LANDSCAPE 
AND AMENITIES 

VALUE TO THE DEVELOPER/OWNER 
The success of Carnegie Center is dem
onstrated by its ability to position itself 
at the top of Princeton's competitive of
fice rental market and remain there. 
Competitive office, retail, and R&D proj
ects line a seven-mile stretch of the 
Route I conidor from I-95/295 to about 
five miles north of Princeton, ranging 
from single buildings to planned devel
opments of over 1,000 acres. Develop
ment of the Route 1 corridor began 
generally at the north and was spurred 
by Princeton Forrestal Center, the re
gion's largest corporate office park and 
the one with the greatest national name 
recognition. During the 1980s, develop
ment moved south in the direction of 
available land and more affordable 
housing. 

The accompanying table, "Vacancy 
Rates for Speculative Office Space," lists 
six other of the largest planned office 
developments along the Route 1 corri
dor and information on existing square 

Sculpture is used to accent the landscape of the green
way as well as the architecture of surrounding office 
buildings. 

footage of development (as of year
end 1991) and vacancies. Carnegie Cen
ter maintains the highest occupancy 
levels among this group of projects. 

Two of these projects are compared 
in greater detail: Princeton Forrestal 
Center and Princeton Pike Corporate 
Center. Forrestal Center is located ap
proximately three miles north of Car:.. 
negie Center and has long been consid
ered the premier office address in the 

Princeton area. Princeton Pike Corpo
rate Center is approximately three miles 
south of Carnegie Center and, like Car
negie Center, features clusters of build
ings with central landscaping. 

The Landis Group believes that the 
landscape design and amenities incor
porated into Carnegie Center have had 
a significant effect on the company's 
ability to attract and retain tenants and 
to maintain the highest rental rates in 
the market. Overall, the developer esti
mates that Carnegie Center is able to 
obtain about a 5 percent premium on 
rents, partly because of the landscape 
and amenities. Other factors that might 
contribute to that premium include the 
various nonlandscaping services offered 
and the proximity of the project to 
downtown Princeton and the Princeton 
Junction train station. 

The developer believes the land
scape and amenities were key in estab
lishing an identity for the project. Un
like Forrestal Center and other projects 
in the market the Carnegie Center site 
had no noteworthy features to build 
upon (such as natural woods). Thus, the 
site's image had to be created through 
design and landscaping. Carnegie Cen
ter's image and level of recognition 
within the Princeton market are predi
cated largely on the greenway. 

Of the landscape features, the devel
oper ranks the greenway as the most 
important contributor to the project's 
success. It is impossible, however, to 

VACANCY RATES FOR SPECULATIVE OFFICE SPACE IN SIX COMPARABLE PROJECTS 

Total Vacancy Vacancy 
Project Square Feet• (square leeW (percent) 
Route 1 Central 
Carnegie Center ( 12 buildings) 1,451,437 71,797 5% 
Alexander Park(5 buildings) 196,095 81,500 42% 
Route 1 North 
Forrestol Center (23 buildings) 1,537,776 129,169 8% 
College Pork of Forrestal Center 
(11 buildings) 816,462 107,795 13% 
Forrestol Village 218,400 50,600 23% 
Princeton Corporate Center (S buildings) 481,976 30,700 6% 
Route 1 South 
Princeton Pike Corporate Center 
(4 buildings) 499,967 38,988 8% 

•speculative office space. 
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VALUE MATRIX 

Higher Higher Higher Higher Lower Long· Faster Higher Higher Price Faster Premiums 
Rents/ SamfadiJn Retention Ouufsancy Turnover Term Absorption Sales per Retan Increases Approvals 
Sale among of Leva s Equity or Leasing Square Traffic 
Prices Tenants Tenants Fool 

and and 
Residents Residents 

Streetscapes + + + + + + + + + + + + 
Parking Lot + + + + + + + + + + + + 
Landscaping 

Extra Parking + + + + + + + + + + + + 
Signage + + + + + + + + + + + + 
Plantings + + + + + + + + + + + + 
(foundation, 
specimen, gardens) 

Water Features + + + + + + + + + + + + 
Entryways + + + + + + + + + + + + 
Land Engineering + + + + + + + + + + + + 
(e.g., contouring) 

Street Furniture + + + + + + + + + + + + 
Plazas + + + + + + + + + + + + 
Street PaHerns (e.g., + + + + + + + + + + + + 
extra improvements) 

Environmental + + + + + + + + + + + + 
Features 

Ughting (decora-
live/safety) 

+ + + + + + + + + + + + 

Interior Atria -o- -o- -o- -o- -o- -o- -o- oOo -o- oOo -o- oOo 

Special Plantings + + + + + + + + + + + + 
(flowers) 

Active Recreation 

Jogging Trails/ + + + + + + + + + + + + 
Walking Paths 

Tennis oOo oOo -o- oOo oOo -o- oOo oOo oOo -o- -o- oOo 

Golf + + + + + + + + + + + + 
Sohball + + + + + + + + + + + + 
Basketball + + + + + + + + + + + + 
Volleyball + + + + + + + + + + + + 
Par Course + + + + + + + + + + + + 

+ = High .00 = Medium + = Low 

Note: High, medium, and low represent the developer's overall impression of the value of amenities. 

separate it from the concept of the 
overall master plan, because one is 
predicated on the other. 

PRINCETON FORRESTAL CENTER 

Any comparison of Forrestal Center and 
Carnegie Center must first acknowl-
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edge the disparity in scale. In terms of 
acreage, Forrestal Center is more than 
three times the size of Carnegie Center, 
1,711 and 560 acres, respectively. With 
60 percent of its 4 million square feet 
of existing office/research space owner 
occupied, Forrestal Center's reputation 

is based largely on build-to-suit corpo
rate headquarters. In terms of multiten
ant speculative space, Carnegie Center 
is similar to Forrestal Center but has 
achieved consistently higher occupancy 
levels and has commanded somewhat 
higher rents, even though Forrestal 



Center has benefited from Princeton 
University's promotion of the develop
ment. (The university was the original 
owner of the Forrestal site and is a 
partner in its development.) 

In general, Forrestal Center has been 
more successful at attracting large cor
porations, while Carnegie Center has 
been more successful in attracting smal
ler office users to speculative buildings. 
The reasons are mirrored in the land 
plan for each project. Forrestal Center 
is located in a heavily wooded area, with 
building sites set back from the roads 
and nestled into the woods. A range of 
parcel sizes is available. The plan's in
tent is to capitalize on the naturally 
wooded site; thus, the project consists 
of a number of freestanding buildings 
with little relationship to one another. 
This scheme has worked well for head
quarters offices of independent corpo
rations, but Forrestal Center's shortfall 
in speculative development could be 
the result of numerous speculative de
velopers' trying to capitalize on the suc
cess of the park but lacking the charac
ter and unifying quality of a multitenant 
community. Speculative buildings are in
terspersed among the build-to-suit units. 

Conversely, Carnegie Center has 
been less successful at attracting large 
corporate users, which might be preju
diced by a master-planned complex of 
clustered structures that leaves less 
room for independent corporate iden
tity. Currently, Carnegie Center has 
only two large users of space: United 
Jersey Bank Financial, with a freestand
ing building of 135,000 square feet and 
Educational Testing Service, with three 
freestanding buildings containing about 
400,000 square feet. From its inception, 
however, Carnegie Center's marketing 
plan was designed to target smaller ten
ants seeking speculative office space. 

To attract the best employees, espe
cially in corporate moves to suburban 
Princeton from New York both Forres
tal Center and Carnegie Center have ex
celled in terms of services and ameni
ties, among them shuttle bus service to 
the Princeton Junction train station 
and on-site child-care facilities. 

Both projects offer a wide range of 
amenities, but amenities at Carnegie 

Center are generally closer to the office 
buildings and more easily reached. The 
notable difference between amenities at 
the two projects is that Carnegie Center 
features the greenway, with all of the 
amenities located along it. Tenants at 
Carnegie Center can walk to all of the 
amenities and activities, while tenants 
at Princeton Forrestal are more likely 
to need to drive to them. 

With regard to the five-year track 
record of rents for speculative office 
space for Carnegie Center and Forrestal 
Center, Carnegie Center has generally 
led Forrestal Center in rental rates by 
about $1.00 per square foot, or 5 per
cent higher. This difference can be at
tributed primarily to Carnegie Center's 
master plan, amenities, and services, 
which are targeted to tenants interested 
in speculative office space. In other re
spects, the projects are about equal: 
both have Princeton mailing addresses, 
both have good access to Route l, and 
both feature high-quality and similarly 
scaled office buildings. Carnegie Center 
can be considered to have a slightly 
better location because it is nearer the 
center of the Route l corridor, but For
restal Center benefits from its longer 
history and national name recognition, 
its larger size, and its affiliation with 
Princeton University. 

A COMPARISON OF SERVICES AT 
FORRESTAL CENTER AND 
CARNEGIE CENTER 

Forrestal Carnegie 
Center Center 

Bus Service Public Public and Private 
Train Service Shullle Service Shunle Service 
Heliport On Site On Site 
Child Core On Site On Site 
Valet Cleaning None On Site 
Travel Agency On Site On Site 
Shared Eating 
Facilities None Yes 
Concert Series/ 
Art Shows None Yes 
Shored Office Suites Yes Yes 
Shared Conference 
Rooms (other than 
hotels) None Yes 
Post Office None On Site 

A COMPARISON OF AMENITIES AT 
FORRESTAL CENTER AND 
CARNEGIE CENTER 

Forrestal Carnegie 
Center Center 

Common 
Open Space None The Greenway 
Outdoor Eating/ 
Picnic Areas Throughout Throughout 
Outdoor At101 At 202 Carnegie 
Concerts College Road Center 
Softball Field Three Two 
Jogging Trails Yes Yes 
Bike Paths Yes None 
Indoor Gym Two Private Two Private/ 

One Public 
Volleyball Court One Private One Public 
Basketball Court One Private One Public 
Tennis/Pool Private Private 

(at hotel) (at hotel) 

COMPARATIVE OFFICE RENTS AT FORRESTAL CENTER AND CARNEGIE CENTER 

1987 1988 1989 1990 1991 
Forrestal 
Center $17.00-1 8.50 $17.50-19.50 518.50-22.00 $19.00-22.00 $20.50-22.00 

Carnegie 
Center $17.50-19.50 s 18.00-20.50 $18.00-22.00 $19.50-22.00 $20.00-23.50 

Note: Rents ore gross plus electricity lor speculative office space only. Dolo provided by The Victor Company of Princeton, Inc. 
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PRINCETON PIKE CORPORATE CENTER 

Another project believed to be directly 
competitive with Carnegie Center is 
Princeton Pike Corporate Center. This 
project is located three miles south of 
Carnegie Center at the Princeton Pike/1-
295 interchange. For tenants seeking a 
more southerly location near the re
gion's largest stock of affordable hous
ing, Princeton Pike is considered the 
superior location. Also, the location 
benefits from more freely moving traf
fic, as congestion on Route 1 increases 
as one moves toward the north. A dis
advantage for the location is that it 
does not have the desired Princeton 
address. Currently, Princeton Pike con
tains four office buildings with 499,967 
square feet and has the potential for 
three more buildings. 

Princeton Pike features a design 
plan similar to Carnegie Center. Build
ings are clustered to form common 
open spaces, which are landscaped 
with grass and trees. Benches and in
formal outdoor eating areas are pro
vided. Overall, however, landscaping 
at Princeton Pike is less extensive than 
at Carnegie Center; for example, Prince
ton Pike has no water features or ma
jor recreational amenities. 

Building largely on its more south
erly location, Princeton Pike has per-

formed well in the market. Vacancy 
levels at year-end 1991 were 8 percent 
(compared with 5 percent at Carnegie 
Center), and rental rates were about 
$1.00 per square foot below Carnegie 
Center, or about 5 percent less. 

VALUE TO THE COMMUNITY 
To estimate Carnegie Center's value to 
the larger community, a representative 
of the West Windsor Township plan
ning department was interviewed. Gen
erally, the township believes it benefits 
from the project in the following ways: 

• Clustering buildings and transfer
ring density in the site allowed a 
t .. rrge segment of greenbelt to oe 
preserved, which the township 
would like eventually to see encir
cle the town. 

• The master plan provides for con
centrated and highly usable open 
space, thereby minimizing the de
mand for parks and recreation fea
tures built and maintained by the 
public sector. 

• The master plan successfully pro
tects sensitive environmental re
sources, wetlands in particular. The 
plan also provides for the on-site 
detention of stormwater, thus sav
ing taxpayers from having to build 

Outdoor recreational facilities ovoiloble to tenants include jogging !roils, bike poths, three softball fields, one pub
lic bosketboll court, one public volleyball court, one public por course, ond the private tennis ond pool facilities as
sociated with o hotel. These facilities ore located in, ond ore linked by, the greenway. 
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and maintain downstream storm
water control facilities. The deten
tion ponds, further, catch and help 
settle out stormwater pollutants, 
thus minimizing concerns about 
water quality downstream. 

• By providing lunchtime activities, 
on-site eating facilities, and shuttle 
services to the train station and the 
nearby retail center, the project mini
mizes the need for employees to 
make midday automobile trips. The 
public benefits from slightly less mid
day traffic, less air pollution (and 
other auto-related secondary im
pacts), and less need to undertake 
costly improvements to the trans
portation -system. 
Because of the environmental pro

tection, landscaping, and open space 
incorporated into the master plan, the 
township supported the proposed de
velopment of Carnegie Center from its 
inception. Plans were reviewed and ap
provals granted within approximately 
one year. Township representatives in
terviewed could not estimate the length 
of time that would have been required 
for a different, less environmentally 
sensitive development scheme. 

The public also benefits from its ac
cess to, and frequent use of, Carnegie 
Center's greenway. Noontime activities, 
including concerts and art shows, are 
open to the public, although no ac
count exists of how many employees 
from outside the project actually attend 
these events. The greenway is frequently 
used as a park would be during week
ends, particularly for jogging and walk
ing and as a backdrop for photographs. 
The gazebo in the central park of the 
first phase has become a popular loca
tion for wedding photos, and the green
way hosts several weddings each year. 
High school students periodically use 
the greenway and restaurants fronting 
it for all-night events like postprom 
and postgraduation parties. The green
way has also served as the site for lo
cal 10-kilometer runs. Landis makes 
the greenway available for such public 
activities at no cost to the users. 

Over the longer term, township 
representatives believe the public will 



benefit from the design and landscape 
precedent set by Carnegie Center. The 
township has already successfully en
couraged other projects in the area to 
use a design scheme similar to Carnegie 
Center, with clustered buildings and 
centralized open spaces. The township 
has also been gathering a series of pe
destrian easements that would connect 
Carnegie Center to the Princeton Junc
tion train station (about two miles). 
Based on the perceived success of the 
greenway, the town would eventually 
like to see an interconnecting system of 
private and public greenways through 
out its jurisdiction for recreation and 
to promote forms of travel other than 
the automobile. The township also 
hopes that this unified open space sys
tem will help to create an identity and 
image for West Windsor that is differ
ent from, but equal in quality to, adja
cent Princeton Township. 

Where the public is concerned, per
haps the greatest value to the devel
oper is the cooperative spirit that has 
emerged between the public and pri
vate sectors through the development 
of Carnegie Center. The township highly 
values the greenway and other land
scape features that are at the core of 
the master plan, and it has been instru
mental in forging a positive relation
ship between the parties. This positive 
relationship with the township has nu
merous direct and indirect benefits to 
The Landis Group, which will be devel
oping the project over ten to 20 years. 
This positive relationship can be ex
pected to spill over to future develop
ment ventures undertaken by Landis 
in the market. 

The firstlonds[oped quod to be developed features on informal English garden theme ond (Ontoins o luke, o ga
zebo, two stone bridges, o wooded picni( grove, on amphitheater, and on odive-use recreation urea. 

VALUE TO USERS 
To help determine how, and to what 
extent, tenants of Carnegie Center value 
the project's landscape and amenities, 
representatives of five tenants were in
terviewed. All five representatives be
lieve that the amenity program was a 
major factor in their company's deci
sion to locate and stay in Carnegie 
Center. The interviews point to the fol
lowing general conclusions: 

+ All five representatives believe 
strongly that the amenity program 
has a positive effect on staff morale. 

+ Most believe that the amenities 
help their companies retain em
ployees; two interviewees noted 

that retaining employees is perhaps 
less of an issue now than it was a 
few years ago, given the poor na
tional economy and workers' con
cerns about unemployment. 

+ All five tenant representatives be
lieve the project's landscape and de
sign contribute to higher productivity 
among workers by offering a pro
fessional work setting and a "relaxed" 
atmosphere. They noted frequently 
that workers tend to go for walks 
on the greenway to relieve job
related stress. Most interviewees 
also noted that the quality of the 
work environment and the access 
to food services and eating areas 
tend to keep personnel on site dur-
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PROJECT DATA1 

LAND USE INFORMATION 
Site Area . . 10,746,000 square feet (246.7 acres) 
Gross Building Area (GBAJ 2,400,000 square feel 
Floor/Area Ratio (FAR} . 0.223 
Building Efficiency Raticl . . . . • 0.85 

DEVELOPMENT COST INFORMATION 

Land Cost 0 0 0 A 

On-Site Improvements 
Off-Site Improvements 
Hartl Costs 
Soh Costs 
Total .. 

ANNUAL OPERATING EXPENSES 

Taxes 
Insurance 
Services . 
Maintenance 
Janitorial 
Utilities . . 
Legal . . . 
Management 
Miscellaneous 
Total . . . 

BUILDING INFORMATION' 

Completion 
Date 

Building 211 1984 
Sui/cling 210 1985 
Builcling 214 1986 
Builrfing 212 1986 
Building 202 1988 
Building 206 1990 

1 All dolo refer to Carnegie Center II only. 
2Net Rentable Areo (NRA) divided by GBA. 

Per Square 
FootofGBA 

$3.31 
12.00 

. 2.00 
75.00 
20.00 

. $112.31 

Per Square 
FootofGBA 

$1.50 
.20 
.10 
.36 
.72 

1.22 
.15 
.78 
.64 

$5.67 

Total 
Square Feet 

ofGBA 
47,920 

160,000 
145,990 
149,890 
128,390 
163,000 

3Bosed on porking requirement of one cor spoce per 300 squore 
feet of GBA. 
4Assumes 10,000 square feet of GBA per D[re. 
5As of November 1989. 
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LAND USE PLAN INFORMATION 
Square 

Feet 
Building Co verogo 
Parking GaragcsS 
Paved Walks 
Internal Roads 
Greenway 
Greenbelt 
Other Open Space 
Total 

Per Acre4 

$33,100 
120,000 

. 20,000 
750,000 
200,000 

$1,123,100 

730,000 
2,800,000 

320,000 
620,000 
958,000 

2,614,000 
2,704,000 

10,746,000 

OFFICE LEASE INFORMATION 

Percent 
of Site 

6.8 
26.1 

2.9 
5.8 
8.6 

24.3 
25.2 

100.0 

Total 
$79,440,000 
. 28,800,000 
. 4,800,000 
180,000,000 
. 48,000,000 
$341,040,000 

Average Annual Rent per Square Foot . . $19.50-22.00 
Length of Leases . . . . . . . 5-1 0 years 
Lease Provisions Gross lease plus tenant electridly 

Average Tenant Size 
Range of Tenant Size 
Percent Occupancr 

Total 
Square Feet 

ofNRA 
44,461 

135,620 
126,270 
126,980 
112,990 
139,600 

und base year expenses 
1 0,000 square feet 

. 5,000-125,000 square feel 

........ 96% 

Total Total 
Number of Number of 

Floors Tenants 
1 2 
5 10 
3 17 
4 11 
3 5 
5 -7 

6Does not indude Building 213 (U.S. Postal Service) or Building 
301 (United Jersey Bonk). 
1Building currently under construction. 

• 

• 

• 

ing lunch, thus helping to mini
mize time spent out of the office. 
Most tenants believe that the ameni
ties most benefit nonprofessional 
and nonmanagement staff, who 
have more time to use outdoor ar
eas during breaks and lunchtime, 
while high-level staff are more 
likely to spend lunch at their desks 
or in meetings. Top staff are given 
offices with windows overlooking 
the greenway, however, and re
ceive a greater indirect benefit. 
Professional and management staff 
tend to use the indoor amenities 
like the gym more than nonprofes
sional staff. 
All of the interviewees concurred 
that the passive amenities were the 
most valued: views of landscaped 
open space, outdoor eating areas, 
walking paths, flower beds, and so 
on. The most appreciated active 
amenities were the on-site cafete
rias, softball fields, noontime con
certs and special events on the 
greenway, indoor gyms, and jitney 
services to the nearby shopping 
center during lunch. 

+ None of the interviewees believe 
the day-care center contributes a 
significant value because of its cost 
to users and because of the distance 
between Carnegie Center and most 
workers' homes. 

+ All of the respondents indicated that 
their company sponsors events from 
time to time on the greenway: in
formal staff meetings, brown-bag 
lunches, and companywide family 
picnics on weekends. 

The information gleaned from these 
interviews is highly consistent with a 
separate study commissioned by Landis 
to determine tenants' preferences about 
the amenities and services offered at 
Carnegie Center.2 That study was based 
on a questionnaire sent to 1.813 em
ployees at Carnegie Center, of which 
411 (23 percent) were completed and 
returned. The most popular activities 
are the more passive ones, such as sit
ting and people watching. Other popu
lar activities that involve the greenway 
include attending art shows, sunning, 



reading. and contemplating nature. The 
most popular active-use recreational fea
tures include using the gym and shop
ping during lunchtime at the nearby 
retail center. 

The three activities cited most often 
that respondents would like to see 
added to Carnegie Center include a flea 
market. antique shows, and a putting 
green, all of which would further use 
the greenway. In terms of new facili
ties, respondents would most like to 
see a convenience store, a swimming 
pool, and a tennis court added within 
the project. When asked what they 
liked most about working at Carnegie 
Center, 57 percent of the respondents 
to CUNY's study cited "landscape and 
grooming of the surroundings" as their 
top choice. 

During ULI's interviews, the five 
company representatives were asked 
whether they believe the company is 
paying a premium for the landscape 
and amenities. Three believe that they 
are, compared to similar buildings in 
the area without such landscape fea
tures. One representative believes they 
probably are not because of the soft 
market and because the company is a 
large user of office space and thus able 
to negotiate rental rates more effec
tively than smaller tenants. Another 
representative also believes the com
pany is not paying a premium because 
of the soft market and certain provi
sions in its lease but indicated that 
Carnegie Center is the only suburban 
office project in the area that offers the 
company the upscale image it requires. 
The representatives that believe they 

POSITIVE ASPECTS Of WORKING AT 
CARNEGIE CENTER 

Aspect 
Londscape, Maintenance 
Convenience to Shopping 
Atmosphere, People 
Facilities, Buildings 
Services (cafeterias) 
Close to Home 
Adequate Parking 
Other 

Number of 
Responses* 

234 
131 
104 

91 
66 
63 
60 
36 

*Out of o total of 411 responses. 

Percent of 
Total 

56.9 
31.9 
25.3 
22.1 
16.1 
15.3 
14.6 
8.8 

RECREATIONAL ACTIVITIES Of SURVEY RESPONDENTS 

Activity or Number Percent Number 
Facility Us in~ oflotal Males 

Now Now Usin~ 
(n=411) Now 

Walk 215 52.3 

Concerts 161 39.2 

Sit 177 43.1 

Watch 155 37.7 
People 

Use Gym 74 18.0 

Shop 122 29.7 

Showers 90 21.9 

Art Shows 88 21.4 

Sunbathe 106 25.8 

Read 98 23.8 

Contemplate 82 20.0 
Nature 

Sohball 49 11.9 

Jog 38 9.2 

Volleyball 9 2.2 

Par Course 17 4.1 

Bicycle 9 2.2 

Courts II 2.7 

Frisbee 2 0.5 

Fish 3 0.7 

Fly o Kite 6 1.5 

1 Responden~ could select os many as they desired. 
2Sorne respondents chose not to report their sex. 
31ncludes present ond future use. 

46 

41 

31 

36 

27 

13 

43 

22 

19 

15 

16 

27 

19 

8 

7 

4 

9 

I 

2 

3 

are paying a premium estimated it to 
be between 5 and 10 percent. and they 
believe that premium is reasonable, 
given the amenities and services avail
able to employees that their company 
would not otherwise be able to afford. 

Number Number Percent Number Percent 
Females Will Use of Total Total of Total 
Usln~ 
Now 

(n=411) Future Use3 Use 
(n=411) 

151 29 7.1 244 59.4 

112 58 14.1 219 53.3 

140 14 3.4 191 46.5 

114 7 1.7 162 39.4 

45 85 20.7 159 38.7 

105 30 7.3 152 37.0 

44 62 15.1 152 37.0 

62 58 14.1 146 35.5 

83 19 4.6 125 30.4 

80 12 2.9 110 26.8 

64 7 1.7 89 21.7 

21 26 6.3 75 18.2 

16 25 6.1 63 15.3 

I 48 11.7 57 13.9 

10 36 8.8 53 12.9 

4 41 10.0 50 12.2 

2 36 8.8 47 11.4 

I 22 5.4 24 5.8 

I 19 4.6 22 5.4 

3 13 3.2 19 4.6 

SUMMARY AND CONCLUSIONS 
+ Landscaping the greenway is cost

ing $10.00 to $15.00 per square foot 
(1992 dollars), or roughly twice the 
cost of more typical landscapes. In 
1992 dollars, the total cost for land
scaping the greenway was an esti
mated $9.6 million. The developer 
believes the added capital cost is 
justified in light of the higher office 
rents achieved and the project's 
low vacancy levels. 

+ The developer estimates that Car
negie Center receives a rent pre
mium of approximately 5 percent 
(about $1.00 per square foot in 1992) 
over freestanding independent of
fice buildings in the vicinity of 
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WHERE, WHEN, AND WHO 

CASE STUDY CONDUCTED: May 1992 

DIRECTIONS 
From Princeton Junction Train Station: Toke Alexander 
Rood north toward Princeton. Turn left onto Roszel Rood 
after crossing UHie Bear Brook. 
Driving time: Approximately three minutes. 
From Newark International Airport: Follow New Jersey 
Turnpike south to Exit 9. At Exit 9, follow Route 18 north 
to U.S. Route 1. Follow Route 1 south approximately 15 
miles to Carnegie Center Boulevard East. 
Driving time: Approximately one hour. 

DEVELOPMENT SCHEDULE 
Carnegie Center I 
Site Purchased: September 19 7 8 
Planning Started: December 1978 
Master Plan Approved: 1979 
Construction Started: May 1980 
Master Plan Revised: 198 I 
Sales/Leasing Started: September 1981 
Completion: 1983 
Carnegie Center II 
Site Purchased: September 1982-March 1984 
Planning Started: 1983 
Moster Plan Approved: July 1983 
(onstrudion Started: 1983 
Sales/Leasing Started: 1983 

DEVELOPER 
The landis Group/Carnegie (enter Associates 
210 Carnegie (enter 
Princeton, New Jersey 08540 
(609) 452-1444 

LANDSCAPE ARCHITECTS AND PLANNERS 
Hanna/Olin, Ltd. 
421 Chestnut Street 
Philadelphia, Pennsylvania 191 06 
(215) 440-0030 
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comparable quality and location but 
without the campus-like setting, 
landscape, and amenities. Based on 
a potential total development of 2.4 
million square feet in Carnegie Cen
ter II, this premium could amount 
to over $2.4 million dollars 0992 
dollars) per year. This added rental 
income can be attributed largely to 
features of Carnegie Center's master 
plan and landscape program. 

ARCHITECTS AND PLANNERS 
The Stubbins Associates 
I 033 MossochuseHs Avenue 
(ambridge, MassochuseHs 02138 
(617) 491-6450 

INTERVIEWEES 
Developer 
William F. King, partner 
Roger M. Steinhardt, director of marketing 
The Landis Group/Carnegie (enter Associates 

Landscape Anhited 
Moren King, senior associate 
Hanna/Olin, Ltd. 

Township of West Windsor 
Gerald (. lenaz, senior partner and contract planner 
lenoz, Mueller & Associates 

Commerdal Broker 
Victor B. Murray 
The Victor Company 

Tenants 
E. Richard Meade, district manager-customer services 
Public Service Electric & Gas 
Norma Needleman, director of human resources 
ENVIRON 
Burt A. Boron, director of property management 
Educational Testing Service 
Greg Bolsovoge, purchasing manager 
Foster Higgens 
Alan Wallack, senior partner 
Hill Wallack 

+ A comparison of Carnegie Center 
with other large planned office de
velopments in the Princeton mar
ket (for example, Forrestal Center 
and Princeton Pike Corporate Cen
ter) indicates that the Carnegie Cen
ter is achieving approximately 5 
percent higher rents for speculative 
office space. This added rental in
come can be attributed largely to 
features of Carnegie Center's master 
plan and landscape program. 

+ A comparison of six planned office 
projects along the Route I corridor 
indicates a wide range in vacancy 
levels (S to 42 percent). Overall, Car
negie Center has maintained the low
est vacancy levels in the market. 
about 5 to 6 percent compared with 
a regional average of about 13 percent 

+ The developer believes that the ini
tial expenditure for master plan
ning and landscaping has been key 
to the company's ability to achieve 
higher rents, lower vacancy levels, 
and low turnover among tenants. 

+ The community has benefited from 
Carnegie Center's landscape and 
amenity program: I) the master plan 
and landscaping have protected wet
lands and open space important to 
the community; 2) the project has 
reduced the demand on the town
ship to build and maintain public 
parks; 3) the landscaping has mini
mized off-site environmental im
pacts and has worked to reduce 
traffic during midday. 

+ Tenants at Carnegie Center believe 
the landscape and amenities have 
contributed to employees' improved 
morale, retention, and productivity; 
however, these benefits cannot be 
quantified in dollars. 

+ Generally, tenants value the passive 
features of the landscape (quiet out
door areas) more than active rec
reation features. 

+ The landscape and amenities at 
Carnegie Center were especially im
portant. because the site had no 
natural amenities, such as wood
lands, to draw on. The created land
scape was able to overcome the lack 
of natural site features and provide 
the project with its own identity. 

1Victor B. Murray, "1987-1991 Office Mar
ket Survey" (Princeton: The Victor Com
pany of Princeton, 1992). 
2Setha M. Low, Ph.D., and Marie Gee, Ph.D., 
"Carnegie Center Survey and Post Occu
pancy Evaluation: A Five-Year Follow-up 
Report on the Recreational, Transportation, 
and Child Care Needs and Preferences of 
Tenants at Carnegie Center." Unpublished 
paper. CUNY, July 21. 1989. 



RESTON TOWN 
CENTER 
RESTON, VIRGINIA 

Stately facades, domed towers, and a fountain plaza 
give the first phose of Reston Town Center o sense of 
civic scale and importance. The 85-acre mixed-use de
velopment includes two office towers, a 514-room ho
tel, a traditional main street lined with retail shops 
ond entertainment, ond a wide array of public spaces 
ond amenities. 

GENERAL DESCRIPTION 
Reston was the dream of Robert E. Si
mon, Jr., a developer who, in the early 
1960s, conceived of a planned commu
nity that would serve as a model alter
native to suburbia. The master plan for 
the 7,400-acre site included five resi
dential villages, each with its own village 
center, a 1,000-acre business corridor 
flanking the principal highway between 
Washington Dulles International Air~ 
port (five miles west) and downtown 
Washington 08 miles east), and a 460-
acre Town Center District containing 
an urban core with the density, vital
ity, and symbolic character of a city. 

The community was started in 
1963; today, it has over 55,000 residents 
and is home to over 2,100 companies 
with 33,000 employees. Recognizing 
that the community would soon have 
the mass required to support its own 
downtown, Reston Land Corporation 
(RLC), a subsidiary of Mobil Land De
velopment Corporation and Reston's 
master developer since 1978, initiated 

detailed planning for the Town Center 
urban core in 1982. 

The first phase of Reston Town 
Center opened in 1990, occupying 20 
acres on the eastern end of the 85-acre 
urban core. It is bordered on the east 
by Reston Parkway, Reston's major 
north/south artery, and on the south 
by the Dulles Airport Toll Road. The 
mixed-use project includes twin 11-
story office buildings, a 514-room Hyatt 
Regency Hotel with extensive confer
ence facilities and an executive fitness 
center, street-level retail, restaurant, 
and entertainment space with profes
sional offices above, and surface and 
structured parking for over 3,000 cars. 
Its centerpiece is Fountain Square, an 
open-air civic plaza that contains a 
major fountain, outdoor seating, art
work, and, in winter, an ice-skating rink. 

Much of the retail space in Phase 
1 is located along Market Street, which 
extends east/west through Fountain 
Square. Market Street is the urban core's 
pedestrian spine; a private street, it is 

usually open to one lane of traffic in 
each direction but can be closed for 
community events and concerts. At 
completion, the urban core is planned 
to contain a total of 2.15 million square 
feet of office space, 315,000 square feet 
of retail area, 1,200 hotel rooms, and at 
least 600 units of housing. 

Other completed development in 
the 460-acre Town Center District (but 
outside the urban core) currently in
cludes a library, a child-care facility, a 
government center, office buildings, an 
elder-care facility, and a hospital. To 
form a transition between the urban 
core and other parts of Reston, future 
development within the district's grid
ded street network will be campus-like 
in character and density. 

DEVELOPMENT STRATEGY 
In 1981, as the northern Virginia mar
ket was maturing, RLC established an 
in-house task force to refine the con
cept for the Town Center District and 
to consider alternatives for develop-
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Artist's rendering of the urban core. 
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ment. The task force considered three 
options for developing the urban core: 
development by the company, piece
meal land sales to other developers, or 
coventures. After approving an initial 
planning concept for the 460-acre dis
trict the decision was to seek a co
developer to undertake the first phase. 
The task force recognized that while 
RLC was well qualified to ensure that 
the Town Center would respond to the 
community and the marketplace, it 
lacked the specialized experience neces
sary to develop a sophisticated mixed
use project. 

After interviewing dozens of de
velopers, RLC chose Himmel/MKDG 
(Himmel) in 1984 as codeveloper. The 
company's principals had experience 
creating such dynamic mixed-use 
projects as Copley Place in Boston and 
Water Tower Place in Chicago. Form
ing a general partnership known as 
Reston Town Center Associates (RICA), 
Himmel and RLC joined staffs and 
undertook the development. Himmel's 
interest in the partnership was pur
chased by a Mobil subsidiary once the 
project was completed, and Himmel 
was retained as development and 
property manager during leasing. 

Throughout the process, RLC re
mained adamant about committing 
only to the first phase so future phases 
could reflect evolutions in the market
place. The development horizon for 
the 85-acre urban core is approximately 
ten years, and RLC will consider allow
ing others to develop future portions 
of the project. 

PLANNING HISTORY 
Master planning for the Town Center 
District started in February 1982. RTKL 
Associates, Inc., a national architectural 
firm that had provided planning assis
tance for Reston's neighborhoods and 
villages during the 1970s and early 
1980s, devised a master plan and de
velopment concept. 

The plan intentionally incorporated 
positive characteristics of both urban 
and suburban development: pedestrian
scale streets, a variety of uses and ser
vices, green open spaces, easy vehicular 
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The Town Center has become a popular recreation and entertainment destination for Reston-area residents. Ice-skating, a Christmas parade and tree lighting, an Easter egg 
contest, on Octoberfest, and summer concerts draw visitors to the Town Center. 

access, and ample parking. Before de
ciding on a traditional street grid, RTKL 
evaluated the evolution of town centers 
in search of organizational schemes to 
make the core distinct from the remain
der of Reston. RTKL also looked at 
ways other communities created pub
lic spaces and integrated automobiles. 

The plan was presented to a panel 
of ULI members in 1983. The panel 
challenged RLC to decide whether the 
project should be urban or suburban, 
and then to stretch the boundaries of 
the chosen direction. To create an ur
ban center, the panel recommended 
higher densities, the addition of a hotel 
to the downtown mix, and the inclu
sion of a cultural and civic compo
nent. During 1984 and 1985, working 
with the new RTCA development part
nership, RTKL refined the core area 
plan and responded to the increased 
development program and density. In 
1986, in an invited national competi
tion, RTKL produced the winning de-

sign for the first phase and became the 
architect for the project. 

GOVERNMENT APPROVALS 
The project required rezoning from 
Fairfax County. The process began in 
1985, took approximately two years, 
and involved several revised submis
sions. RLC's initial request for rezoning 
for the 460-acre Town Center District 
was for rights to develop 8.4 million 
square feet of commercial space and 
1,400 to 2,000 residential units. 

The predominant issue was traffic. 
Negotiations led to the creation of a 
performance rezoning for a minimum 
of 6.8 million square feet of commer
cial space, including 5.5 million square 
feet of office space, and 1,400 residen
tial units. Up to 1.6 million square feet 
of additional office space will be per
mitted if RLC's traffic forecasts prove 
to be accurate and if the project meets 
RLC's objectives for number of trips 

generated.Transportation"proffers" 
(developer-funded and -implemented 
improvements), including pavement 
and right-of-way, are valued at ap
proximately $30 million for the mini
mum program and $40 million for the 
maximum program. 

As part of the approvaL a shared 
parking agreement was negotiated to 
recognize the efficiencies of the mixed
use project, thereby reducing the park
ing requirement for Phase I from 4,100 
to 3,100 spaces. RLC also agreed toes
tablish a transportation management 
association to educate the public on 
transportation alternatives, refine re
gional transit routing to the develop
ment and advocate various strategies 
to reduce demand. 

The county was concerned that the 
retail and residential components were 
too small and that the residential com
ponent was not sufficiently integrated 
with the commercial development. RLC 
agreed to expand the retail component 
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(thereby reducing office and/ or hotel 
components) if demand proved suffi
cient. RLC also argued that because 
Reston already provided a strong and 
diverse residential base, it was not nec
essary for the Town Center to be self
sufficient; the parties also agreed to 
defer residential building in the urban 
core until after the amenities neces-

sary to support an urban lifestyle were 
in place. 

A maximum of 3.465,000 square 
feet of development is permitted in 
the urban core, including 2.15 million 
square feet of office space, 315,000 
square feet of retail space, and 1 mil
lion square feet of hotel space. The 
maximum floor/area ratio for the ur-

The sculpture of Mercury atop the central fountain wos commissioned following a competition. The developer esti
mates that3to 5 percent of tatal project development costs was spent on "extra" landscape and design ameni
ties-special paving materials, sculpture, architectural embellishments, fountains, and larger landscape plantings. 
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ban core is therefore 0.94; no limit has 
been placed on the density of specific 
parcels. 

lEASING 
Phase 1 of the Town Center's urban 
core was brought to market at the on
set of one of the region's most severe 
economic downturns, and office leas
ing has been significantly below projec
tions. Although the project commands 
a premium estimated by the developer 
of $2.00 to $4.00 per square foot gross 
effective rents average about $17.00 per 
square foot (after deductions for stan
dard improvements and rent abate
ments), well below original pro formas, 
which were in the high $20s. 

Retail space was 70 percent leased 
when the project opened. For purposes 
of preparing a leasing plan, the proj
ect's retail space was considered to be 
a separate component that would com
pete directly with shopping centers in 
the area. It was determined that at least 
110,000 square feet of fashion mer
chants and shoppers goods would be 
required to draw from the primary 
trade area, which extends five to ten 
miles in all directions. It was also de
termined that the project could ini
tially support at least six restaurants, 
a multiscreen cinema, and service re
tailers, including banks and an office 
supply store. 

Once the best locations for each 
category of tenants were identified, a 
two-tiered approach was used to at
tract merchants. Starting three years be
fore completion, the developer's own 
leasing director and an exclusive agent 
approached national tenants. At first 
national tenants needed to be convinced 
of the project's merits, because it was 
classified as an "anchorless mall," and 
several leases with national tenants 
were signed with cotenancy clauses. 
Second, the leasing team targeted dis
tinctive local and regional tenants who 
could add variety and local entrepre
neurism to the center. 

Restaurants were somewhat easier 
to attract and RTCA was able to be se
lective in bringing together a variety of 
themes, price ranges, and cuisines. Res-



taurants were expected to average over 
$500 per square foot by the second year. 

The cinema complex was designed 
to contemporary standards, with four 
movie theaters on the ground floor 
and seven above. National Amuse
ments, Inc., operates and manages the 
11-plex cinema under a lease with 
RICA In its first year of operation, the 
multiplex theater became one of the 
highest-grossing theaters in the north
ern Virginia metropolitan area, and re
ceipts during the first half of the sec
ond year increased by 35 percent. 

The hotel is owned by RTCA. which 
has a management agreement with 
Hyatt Hotels for the hotel and two 
restaurants in the hotel. RTCA receives 
profits from hotel operations minus 
Hyatt's management fee. Although 
off to a slow start, the hotel reached 
monthly occupancy levels approach
ing 80 percent by the summer of 1992, 
well above the average for the area. 

MARKETING AND MANAGEMENT 
Early marketing focused on creating 
awareness of the project in potential 
users and brokers through media ad
vertising, direct mail, and outreach pro
grams for brokers and the community. 
As the project approached completion, 
target audiences were blitzed with ex
tensive media advertising to heighten 
awareness. At the project's opening, 
marketing shifted toward generating 
retail consumer traffic. Marketers un
dertook high-profile and extensive 
promotions of events, starting with a 
major holiday promotion that included 
an outdoor skating rink, extensive 
holiday decorations, and six weeks 
of holiday entertainment beginning 
with a parade featuring the arrival of 
Santa Claus and lighting of a 50-foot 
Christmas tree on Thanksgiving. Con
tinuing events like Easter egg contests, 
Octoberfest, and a free summer con
cert series have focused on seasonal 
events to generate retail traffic and 
sustain marketwide awareness of 
the project. 

RLC considers the project a long
term investment and the culmination 
of Reston's development. All aspects 

of asset management, including build
ing design, maintenance, purchases of 
equipment, tenant relations, and com
munity outreach, are based on a com
mitment to create maximum long
term value. 

Landowners in Reston Town Cen
ter automatically become members 
of one of several owners associations, 
based on either the location or the use 
of the property. Property owners in 
the urban core are members of Reston 
Urban Core Association, Inc., owners 
of commercial properties outside the 

urban core are members of Reston 
Town Center Industrial Association, 
Inc., and residential owners will belong 
to their respective cluster associations. 
The individual associations administer 
activities that relate solely to their indi
vidual projects, buildings, or areas. 

All associations are represented on 
the board of directors of Reston Town 
Center Joint Committee, a tax-exempt 
corporation that functions as the um
brella organization to coordinate all 
common programs and maintenance 
within the Town Center. The RTCJC 

Fountain Square lies at the heart of Market Street, the Town Center's main street spine. The square provides an 
open-air plaza, a large fountain, outdoor sealing, artwork, and ice-skating in winter. 
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Inspired by such protolypes as Country Club Plaza in Kansas Cily and Rockefeller Center in New York, Market 
Street is designed for pedestrians' comfort. Lanes for cars are narrow so that shoppers can cross from one side of 
the street to the other. 

levies assessments to defray its ex
penses. exercises architectural control, 
and enforces covenants through its 
Town Center Design Review Board. 

LANDSCAPE AND AMENITIES 
At Reston Town Center, it is impossi
ble to separate the project's landscape 
and amenities from its overall design, 
key elements of which include stately 
facades, domed towers, and a fountain 
plaza that give the project a sense of 
civic scale and importance. RTKL de
signed five structures simultaneously: 
the hotel, two office buildings, a retail 
building, and a retail/office building. 
They establish a strong visual and sty
listic identity for the Town Center. 

RTKL's architectural themes work 
hand-in-hand with the landscape plan 
developed by Sasaki Associates. Sasaki's 
plan for the streetscape recalls great 
shopping streets and public squares of 
Europe as well as such U.S. prototypes 
as Country Club Plaza in Kansas City 
and Rockefeller Center in New York. 

The predominant unifying element 
of the Town Center is Market Street 
the main spine that runs through the 
center of the project. The scale of the 
buildings lining Market Street was es
tablished for the comfort of pedestri-
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ans. The street's width (82 feet from 
building face to building face) accom
modates two lanes of traffic, parking, 
street landscaping and sidewalks. RLC 
and the project designers decided early 
to keep Market Street open to cars, be
lieving that cars are an important part 
of urbanism in this country and are 
necessary to promote the street's vital
ity. Sidewalks are wider on the sunny 
side of the street and the lanes for cars 
are narrow so that pedestrians are en
couraged to cross from one side of the 
street to the other. Brick pavers and 
granite benches are custom-designed 
to complement the architecture and to 
reinforce human-scale comfort and ac
cessibility. Small bubbling fountains 
provide low-key elements of surprise 
along the Market Street promenade. 

Large-caliper trees (4.5 to 5.5 inches 
in diameter) and beds of seasonal plants 
give the streets and plazas a sense of 
liveliness and maturity. Market Street 
and Fountain Square are planted with 
linden trees because they provide a 
thick canopy of shade and do well in 
urban settings. To ensure that the trees 
present a consistent appearance, they 
were purchased two years before final 
planting and pruned to consistent 
shapes. Purchasing the trees ahead of 
time also avoided "growth shock," 

which can occur when trees are re
moved from the nursery. 

The development team realized that 
a variety of retail storefronts would help 
to create a vibrant experience for pe
destrians. They engaged Philip George, 
a New York-based retail designer, to 
plan the layout of food, entertainment 
and specialty retail uses and to identify 
the visual characteristics critical to its 
success. The buildings then were de
signed to accommodate a continuum 
of storefronts at the ground level of 
every building, with variations in set
backs, entrances, awnings, bay win
dows, and signage to produce a recur
ring sense of surprise and the impression 
that the town has evolved over time. 
Tenants and their designers are encour
aged to approach the design of their 
storefronts as they would any active 
small urban commercial street. Land
scaping along Market Street is simple 
and repetitive; while the landscape pro
vides a unifying theme, it does not de
tract attention from the storefronts. 

Fountain Square is the project's 
primary gathering place. The square, 
framed by the architecture of the two 
largest office buildings, contains a large 
fountain and a tree-shaded area for sit
ting and outdoor dining. The square 
extends across Market Street and pro
vides a place for summer concerts and 
winter ice-skating. RTCA plans to build 
a covered, open-air pavilion over a 
portion of the area to help frame that 
end of Fountain Square. The pavilion 
will house the ice-skating rink provide 
a place for summertime concerts on 
rainy days, and be used by the hotel 
for outdoor receptions. 

The hotel also was intended to con
tribute to the street-level vitality of the 
town center. RTKL and the developer 
edged the hotel's streetfronts with res
taurants and shops, providing numer
ous entrances inviting the public in 
and making the hotel's public areas as 
much a natural gathering place as those 
in an elegant downtown hotel. The de
velopers wanted the hotel's interiors to 
convey a residential intimacy, and they 
achieved it through the use of richly tex
tured fabrics and rugs, carefully placed 
antiques, and accent lighting. 



The developers also recognized 
that cities that grow and prosper over 
time achieve a richness of detail rarely 
found in new projects. RTKL was there
fore charged not only with designing 
the directional and informational sign
age for the Town Center, but also 
with developing ornamentation that 
would add evocative visual texture to 
the Town Center. At the entrance to 
Market Street from Reston Parkway, 
for example, RTKL placed a row of 
wind sculptures that attract the eye with 
their movement and evoke traditional 
weather vanes. For each side of the 
entrance, RTKL designed gold-colored 
orbs reminiscent of medieval astro
labes. These pieces, each more than 
seven feet in diameter, serve as gate
posts at the entrance to Town Center, 
recall important themes in the history 

CONSTRUCTION AND OPERATING 
COSTS FOR KEY AMENITIES AT 
RESTON TOWN CENTER 

Annual 
Construction Operating 

Amenity Cost Cost 
Streetscopes $785,000 $16,000 
Parking lot landscaping 340,000 6,000 
Signage NA 12,000 
Plantings 
(foundation, specimen, 
gardens) ond Irrigation 525,000 116,600 
Water Features 870,000 19,000 
Entrywoys NA 9,500 
land Engineering (contouring) 110,000 NA 
Street Furniture 352,000 1,200 
Plazas 
(paving and drainage only) 1,177,000 7,000 
Hardscape Features 835,000 21,000 
Street Patterns 
(e.g., extra improvements) NA 1,200 
Environmental Features NA 2,500 
lighting (decorative, safety) 512,000 106,000 
Special Plantings (flowers) 5,000 50,000 
New Dominion Parkway 
Planting 196,500 NA 
Bluemont Way Planting 90,500 NA 
Regional Park 
(including irrigation) 545,000 NA 
Skating Rink (temporary) NA 85,000 
Christmas lighting and 
Decorations 75,000 NA 
Total $6,418,000 $453,000 

NA-Not ovoiloble or not applicable. 

of urban culture, and have become fa
vorite backdrops for family photos. 

To respond to the community's 
cultural needs, the developers included 
museum-quality art as an integral part 
of the project. For example, the sculp
ture of Mercury that graces the central 
fountain was commissioned follow
ing an invited competition. The hotel's 
public spaces are filled with contempo
rary art from around the country, and 
additional art is planned. 

At the entrance to the project lies 
an informal park where large oak trees 
were preserved. The park's landscape is 
comprised simply of the mature trees, 
shrubbery, grass turf, walking paths, 
and benches. The area is intended to 
provide a green edge to the very ur
ban Town Center, and it provides an 
informal, quiet area for relaxation. 

Total development costs for the 
Reston Town Center are an estimated 
$185 million. RTCA estimates that about 
3 to 5 percent of this total cost was 
spent on "extra" landscape and design 
features, such as special paving materi
als, architectural embellishments, foun
tains, sculpture, and larger landscape 
materials. To help contain costs with
out compromising the landscape, some 
features of the original plan were re
moved from the development pro
gram, including irrigation systems over 

portions of the project and special 
lighting for street trees. 

VAlUE OF lANDSCAPE 
AND AMENITIES 

VALUE TO THE DEVELOPER/OWNER 
The developer's decision to include a 
high level of design and landscaping 
was driven by two key objectives: I) 
to maximize long-term return on the 
financial investment in the project; and 
2) to provide the larger community of 
Reston with a notable town center that 
would serve commercial, civic, cultural, 
and social needs. 

OFFICE COMPONENT 
As noted, Reston Town Center opened 
at the onset of a major downturn in 
absorption of office space that affected 
the entire Washington metropolitan 
area. Accordingly, rental rates have 
been significantly below pro forma 
projections, and absorption has been 
much slower than anticipated. 

Project pro formas projected office 
rental rates to be in the middle to high 
$20s per square foot. During the first 
12 to 18 months the project was on 
the market. RTCA held out for close to 
those rents, while other properties in 
the market were more willing to make 

PERFORMANCE OF OFFICE SPACE IN PREMIER PROJECTS IN NORTHERN VIRGINIA 

Space Absorbed 
New (square feet)/ 

Building Size Asking Rents Space Available Percent of 
(square feet) (new space) (square feet) Building Absorbed 

Reston Town Center 
One Fountain Square ( 1989) 246,271 $26.00-28.00 13,464 232,907/94% 
Two Fountain Square (1990) 229,607 $26.00-29.50 75,869 153,740/67% 
Worldgate II 
13150 Worldgote Drive (1991) 176,116 $24.50 176,116 0/0% 
Fairfax Square 
Tower One: 8065leesburg Pike (1990)* 141,509 $28.50 29,538 111,971/91% 
Tower Two: 8075leesburg Pike (1990) 145,162 $28.50 35,000 110,162/76% 
Fairview Park 
3190 Fairview Drive (1990) 228,657 $18.50-21.50 55,549 173,108/76% 
Dulles Corner Park South 
2411 Dulles Corner Pork ( 1990) 176,522 $23.50 39,557 136,965/77% 

*Building being olfered lor sole. 
Source: Washington Area Commercial Brokers Council, Cornerstone !Mclean, Vo.: Realty Information Group, Inc., Moy/June 1992). 
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Outdoor seating is provided in publi( spo(es for the enjoyment of offi(e lenonls, shoppers, ond visitors. 

aggressive deals. During this early pe
riod, RICA lost several office users to 
other projects, and absorption was 
very slow. Eventually, RICA revised its 
pricing strategy to be more competitive 
and dropped rental rates to 35 to 40 
percent below the original pro forma. 
Absorption improved immediately, 
and during the project's third year, 
office space was about 80 to 85 per
cent leased. 
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Reston Town Center benefited sub
stantially when RICA's parent com
pany, Mobil, signed a lease for about 
140,000 square feet (six floors of the 
Two Fountain Square Building). Execu
tion of this lease permitted RICA to 
market the remaining office space at fa
vorable rates in line with the pro forma. 

Relative to other office projects in 
the market. Reston Town Center's 
performance has been about average. 

Of several premier office buildings in 
northern Virginia that opened about 
the same time as the Town Center, all 
are considered top of the line and com
petitive with the Town Center, although 
none of them feature the tight mixture 
of uses or the neotraditional themes of 
the Reston Town Center. Asking rents 
at the Town Center are above most of 
the other properties, while absorption 
has been on a par with the competi
tors. Two factors, however, muddy 
this comparison: 1) for all of the prop
erties, asking rents have little to do 
with actual rents received (although ac
tual rents are not available in any pub
lished form), and 2) RICA's deal with 
its parent company for 140,000 square 
feet improves substantially the Town 
Center's absorption. 

Despite office rental rates and ab
sorption substantially below original 
pro formas, RICA estimates that the 
project is, in fact receiving rental rates 
$1.00 to $2.00 per square foot more 
than other premier office buildings in 
the market. RICA attributes this pre
mium to the project's distinctive design 
and its architecture, landscape, and 
amenities but also notes that, for some 
tenants, the project's design and ameni
ties have worked against its ability to 
make deals ("reverse image"). Some po
tential tenants have opted for lower
quality space, regardless of price, to 
give their clients and home offices a 
more conservative impression of their 
operation. Some deals were lost because 
potential users did not want their of
fices to appear of higher quality than 
the headquarters office. 

RETAIL COMPONENT 

Original leases for retail space were 
dose to pro forma projections of about 
$30.00 per square foot. Since that time, 
however, lease rates have dropped by 
about one-third because of the over
supply of retail space in the market 
the generally poor national economy 
and nationally dropping retail sales, 
and the slow start for retailers at Reston 
Town Center. 

Clearly, the retail component of Res
ton Town Center has posed the greatest 



challenge for RTCA. Initially. retailers 
had difficulty understanding the proj
ect's design, even though it was based 
on this country's classic main street. 
The lack of a typical anchor was a 
problem for some retailers, who had 
to be convinced that the entertainment 
anchor (the cinema and restaurants) 
would work. 

Although RTCA was able to sign 
leases with stores before opening, sales 
have remained below pro forma pro
jections of about $350 per square foot 
per year. (Northern Virginia's most suc
cessful regional mall, Tysons Corner, 
averages sales of $400 to $450 per square 
foot.) Sales during the second year of 
operation were around $250 per square 

VALUE MATRIX 

Higher Higher Higher 

foot (but were up about 20 percent 
over the previous year). RTCA projects 
retail sales will continue to improve. 

In the northern Virginia market no 
other project compares fairly with Res
ton Town Center because of the proj
ect's distinctive main street. Most of 
the stores in the Town Center would 
be found in a regional mall, and the 
project has demonstrated that such 
"national credit retailers" can survive in 
a project like the Town Center. Local 
retailers have had a more difficult time, 
and five such stores have left the Town 
Center since the project opened in 
1990. New local and national retailers 
replaced these failed businesses, how-

Higher lower long· Faster 
Rents/ Satisfaction Retention Occutancy Turnover Term Absorption 
Sale among of laves Equity or leasing 
Prices Tenants Tenants 

and and 
Residents Residents 

Streetscapes ~ + ~ + ~ ~ ~ 

Parking lot + + + + + ~ + 
landscaping 

Extra Parking + + + + + + ~ 
(convenient) 

Signage • ~ ~ ~ + + + 
Plantings (foundation, + ~ + + + + + 
specimen, gardens) 

Water Features ~ + + ~ ~ ~ ~ 
(statue) 

Entryways • • • • • • • 
land Engineering + + + • • • • (contouring) 

Street Furniture + + + ~ ~ ~ + 
Plazas ~ + + ~ ~ + ~ 

Street Patterns (e.g., + ~ + + + ~ ~ 
extra improvements) 

Environmental + + + + + + + 
Features 

Lighting (decora- ~ ~ ~ ~ ~ ~ ~ 
live/safety) 

Special Plantings + + ~ + + + + 
(flowers) 

Skating Rink ~ + ~ + + ~ + 
+ = High oO- = Medium + = low X = No value 

Note: High, medium, low, and no value represent the general manager's overall impression of the value of amenities. 

ever, suggesting confidence in the proj
ect's future performance. 

Clearly, the most successful com
ponent of the overall project has been 
the restaurants and the cinema. Restau
rants have continued to perform over 
pro forma projections, and the cinema 
is very close to that objective. 

To improve overall retail sales, RTCA 
is continuing to refine the tenant mix 
and is considering adding a business 
like a specialty grocery store or a farm
ers' market to act as another anchor. 
RTCA also believes that the retail com
ponent of the project will continue to 
improve as the market's perception of 
Reston Town Center as a "shopping 
center" strengthens. 

Higher Higher Price Premiums 
Sales per Retail Increases 
Square TraHic 
Foot 

~ + ~ ~ 

+ + + + 

+ + ~ + 

~ + + + 
+ + + + 

~ + ~ ~ 

• • • • 
• • • • 
+ + ~ ~ 

~ + ~ ~ 

+ ~ + + 

+ + + + 

+ + + + 

+ ~ + + 

-o- + + + 
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HOTEL COMPONENT 

Compared to other new hotels in the 
market, the Hyatt Regency at Reston 
Town Center has performed very well 
financially. During summer 1992 (its 
second year of operation), the hotel 
achieved its pro forma occupancy lev
els, although it is still lagging behind its 
pro forma room rates. 

The apparent success of the hotel is 
attributed to its extensive conference 
facilities and to its location within the 

Town Center. The synergy between the 
hotel and other uses has been very 
positive, and it appears that the hotel has 
been able to draw increased business
related and weekend trade because of 
its close relationship with the retail 
stores, restaurants, and cinema. The 
Town Center's design and landscape 
features have thus contributed to the 
relative success of the hotel. 
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An informal pork with mature oak trees located between the Town Center and the main arterial roadway and with 
access to the project provides tenants and visitors with a shady, tranquil alternative to the urban orientation of the 
Town Center. 

130 

FINANCIAL RETURNS TO THE DEVELOPER 

It is virtually impossible to establish 
a link between the design, landscape, 
and amenities of the Reston Town Cen
ter and increased financial return to 
the developer. Although the project 
has not yet met its pro forma objec
tives, this failure is more likely a func
tion of the national economy and the 
recession in real estate than of the 
project's design. In general, the restau
rants and cinema have performed well 
above the market offices and the hotel 
have performed as well as or better than 
the local market, and retail uses have 
performed generally below the market. 

It appears that the project's distinc
tive design has worked both for and 
against the project's financial success. 
The design and amenities have worked 
well for restaurants, the hotel, and, to a 
lesser extent the office component. The 
design, however, is contrary to many 
established rules of retailing and has 
perhaps worked against that compo
nent of the project. RICA believes that 
in time the retail component will be
come increasingly viable. 

Further, the design helped RLC to 
carve out a niche in the market. By the 
middle to late 1980s, the market had 
been saturated with regional malls, 
strip commercial centers, hotels, and 
high-quality office parks. RLC believed 
that any viable development program 
of the scope envisioned for the Town 
Center's urban core would need to be 
noticeably different from anything else 
in the market and it used the concept 
of a main street and extensive land
scaping and amenities to establish a 
niche in the market. 

THE COMMUNilY'S CIVIC, CULTURAL, 
AND SOCIAL NEEDS 

RICA's objectives for the Reston Town 
Center extend beyond the financial per
formance. of the project's first phase. 
Phase 1 is only 20 acres out of an 
eventual 85 acres to be included in the 
Town Center's urban core and 460 acres 
to be included in the total Town Cen
ter District. The Town Center is a small 
part of the acreage and long-term 
investment that the developer has 



made in the 7,400-acre master-planned 
community. 

One of the developer's objectives 
for Phase 1 was to create value in its 
larger land holdings by establishing a 
"heart" for the community of Reston. 
The developer believed that a town 
center was necessary to provide a 
place where civic, cultural. and social 
needs could be met. Although it is all 
but impossible to quantify this contri
bution, the developer believes the fi
nancial investment in the urban core 
to date has paid off. 

VALUE TO THE COMMUNITY 
Fairfax County generally took a hands
off role in the design of the Town Cen
ter, although it required extensive road 
and other improvements by the devel
oper. The county's involvement fo
cused primarily on establishment of 
the land use, specifically, the ratio be
tween commercial and residential uses, 
and issues of traffic and parking. The 

negotiations between the county and 
RLC ended with a minimum number 
of residential units (600 units in the ur
ban core and 800 outside the core) 
and a maximum amount of commer
cial square footage. 

Although the county did not force 
any particular design or landscape and 
amenities, it did require that a minimum 
of 15 percent of the project be provided 
as open space, to include walkways, 
pedestrian plazas, parks, and water 
features. Additionally, the county re
quired the project to conform with its 
zoning standards for a minimum of 10 
percent tree cover and landscaping for 
parking lots. The landscape plan pre
pared for the Reston Town Center's ur
ban core exceeded the county's mini
mum landscape standards. 

A significant contribution of the 
project to the county was RLC's agree
ment to provide a cultural center in 
the project. The center was agreed to 
during rezoning and was intended for 
the benefit of all Reston residents. For 

RLC the center was also a way to bring 
a civic, noncommercial dimension to 
the downtown. The nature of the cen
ter was not specified during negotia
tions. RLC originally planned to con
struct the center during the first phase 
of development on the plaza between 
Market Street and Discovery Street. 
That plan was dropped when further 
studies revealed that the building 
would need to be larger than the site 
would permit and RLC has decided to 
incorporate the cultural center into a 
later phase of the project. 

In addition to Fairfax County, the 
Virginia Department of Transportation 
(VDOT), which is responsible for ap
proving and maintaining all public 
streets in the state, reviewed the project's 
design. The design for Market Street 
most notably its width and brick pav
ing. did not meet the state's strict de
sign standards. To avoid having to 
comply with VDOT's standards, which 
would have seriously compromised 
the intent of the main street, Market 

Restouront ond entertainment tenants, such os the multiplex cinemo, hove proven porticulorly successful, largely because of the synergy thot hos evolved between these uses 
ond the comfortable pedestrian atmosphere. Aher a slow start, the hotel has grown steadily, apparently because it is close to a variety of supporting uses. 
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Outdoor concerts and special events at the Town Center can draw up to 5,000 aHendees. The Town Center func
tions in many ways like the downtown for Reston. 

Street and other small streets in the 
project's core were made private. 

Overall, the approvals process for 
Reston Town Center was completed 
without major controversy, but noth
ing indicates that the design and fea
tures included in the project helped to 
quicken the process. It is more likely 
that the project's unusual features 
lengthened the process slightly be
cause of additional reviews and nego
tiations required. 

In terms of its fiscal benefits to the 
county, the project certainly has gener-
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ated more revenue for the county than 
when it was raw land. Nothing sug
gests, however, that the project's design 
has increased revenue any more than 
a typical suburban design involving 
the same amount and type of land 
uses would have. But as the project 
matures and expands, it seems likely 
that the design and amenities will in
creasingly benefit the county's tax base. 

Already, Reston Town Center has 
demonstrated its value to residents of 
Reston and neighboring communities 

by serving as a gathering place that 
previously was absent in the area. 

+ Outdoor summer concerts at Foun
tain Square draw up to 5,000 
attendees. 

+ The center has become a popular 
location for large fundraising events; 
between June 1991 and June 1992, 
events held at the Town Center 
raised about $150,000 for commu
nity charities. 

+ The project has become a popular 
destination for small children on 
Halloween; the theater charges $1.00 
for movies, many stores give out 
candy, and the developer sponsors 
games and events. 

+ The Town Center has become the 
site of several seasonal events. 

+ The ice-skating rink attracts over 
1,000 people each week during the 
winter. 

+ The Town Center is now home to 
a major art festival sponsored each 
year by the Greater Reston Arts Cen
ter. which has its offices on the site. 

In addition to these structured 
events, the Town Center draws many 
Reston area residents who come just to 
enjoy the project's urban flavor, not 
available elsewhere in Fairfax County. 
Thus, the primary value of the project 
to the larger community is its function 
as a destination. 

VALUE TO USERS 
The primary users of the project are 
retail tenants, shoppers, office tenants, 
and hotel guests. 

RETAIL TENANTS AND SHOPPERS 

For the most part the national chain 
stores typically found in a regional 
shopping mall or major downtown 
area have been successful at Reston 
Town Center, although sales volumes 
at this point are generally below those 
of their counterparts in strong regional 
malls. Locally based retailers in the 
Town Center, however, have generally 
had the most difficulty attracting cus
tomers. The relatively low volume of 
weekday retail traffic at Reston Town 



Center has clearly been a problem for 
some small retailers. 

The project's design, landscape, and 
amenities have worked both for and 
against retailers. On the positive side, 
the concept of a main street provides 

PROJECT DATA1 

LAND USE INFORMATION 
SileArea 20.6 acres2 

Gross Building Area (GBAJ 1,200,725 square feet 
Retail . 240,000 square feet 
Office .... . 530,000 square feel 
Hotel . .. . . . . 430,725 square feet 

Gross Leasable Area ( GLA} 
Retail . 206,800 square feet 
Office ... . 519,500 square feet 

Floor/Area Ratio (FAR} . 1.3 
Maximum Number of Stories 13 
Total Parking Spaces3 3,105 

LAND USE PLAN INFORMATION 

Buildings 
Parking Strudures 
Paved Areas 
Landscaped Areas 
Total 

DEVELOPMENT COST 

Acres Percent of Site 
5.7 27.7 
2.5 12.1 
6.5 31.6 
5.9 28.6 

20.6 100.0 

Cast in Millions 
Land . . • . . . . . . . . • . . . . . • . . . . • . SID 
On-Site Improvement Costs . • . . . . . . . . . . . Sl 0 
Construdion Costs 

One Fountain Square . . . . . . . . . . . . . . . $19 
Two Fountain Square . . . . . . . . . . . . . . . . 21 
Southwest Building . . . . . . . . . . . . . . . . . 1 0 
Hotel4 ••••••••••••••••••• •• •• 41 
Freedom Drive Parking Structure . . . . . . . . . . 7 
Total . . . . . . . . . . . . . . . . . . . . . . . $98 

Hotel Furniture, Fixtures, and Equipment . . . . . . . $7 
Soh Costs 

Architecture/Engineering . . . . . . . . . . . . . S 11 
Leasing .............. .... ..... 2 
Marketing/Promotion . . . . . . . . . . . . . . . . 7 
Legai/Anance/lnsurance/Taxes . . . . . . . . . . . 6 
Management/Fees . . . . . . . . . . . . . . . . . 1 0 
Construction Interest . . . . . . . . . . . . . . . . 14 
Other ....... . ........•. . .... 10 
Total . . . . . . . . . . . . . . . . . . . . . . . $60 

Total Acquisition and Development Costs .. Sl BS million 
Average Development Cost per Square Fool GBA .. Sl 54 
Average Conslrudion Cost per Square Fool GBA 

Office/Retail . . . . . . . . . . . . . . . . . . $60 
Hotel . . . . . . . . . . . . . . . . . . . . . . SBS 

an alternative to shoppers who want 
to avoid the hassles of a regional mall. 
Shoppers who want to go to a particu
lar store might be attracted to Reston 
Town Center, but those who are inter
ested in more variety are likely to go 

ANNUAL OPERATING EXPENSES 
Taxes . • . $1,440,770 
Insurance . 192,250 
Maintenance . 897,040 
Janitorial . 652,150 
Utilities 879,400 
Management/Legal 527,470 
Security 465,170 
Landscaping . 291,000 
Miscellaneous 28,750 
Total . S5,374,000 

RETAIL TENANT INFORMATION 

elsewhere. One locally based retailer 
selling handmade arts and crafts indi
cated that the store owners selected 
Reston Town Center for its first Fairfax 
County location specifically because 
of the project's design. The owners 

HOTEL INFORMATION 
Square Feel Percent of Total 

Lobby/Reception Areas 10,000 2.3 
Guest Rooms 247,000 57.4 
Meeting Space 32,000 7.4 
Restaurant/Lounge 8,600 2.0 
Fitness Center 3,125 0.7 
Other 130,000 30.2 
Total 430,725 100.0 
Total Rooms .... . .. ; ...••. . ...... 514 
Average Daily Room Rate for1992 .. .. •.. . . $95 

Number Percent Total GLA Percent 
of Tenants of Total (square feel} of GLA 

Food . . . • . . . . . . . . . . . 7 .......... 13.2 . ...... .... 45,260 ......... . . 21 .9 
Food Service . . . . . . . . . . . . 4 . . . . . . . . . . . 7.5 . . • . . . . . . . . . 4,054 . . . . . . . . . . . 2.0 
ClothingandAccessories. ...•. 9 .......... 17.0 ...... . .... 34,003 ........ . .. 16.4 
Shoes .• . •..... •. .... 1 ........ ... 1.9 ............ 1,144 ..... . ..... 0.6 
Home Furnishings . . . . . . . . . 6 . . . . . . . . . . 11 .3 . . . . . . . . . . . 14,070 . . . . . . . . . . . 6.8 
HomeApplionces/Music . .. .•. 2 ..... . ..... 3.8 ........... . 6,517 .... . ...... 3.2 
Hobby/Special Interest . . . . . . 5 •.... . ...•. 9.4 . . . . . . . . . . . 12,499 . . . . . . . . . . . 6.0 
Gihs/Specialty . . . . . . . . . . 5 .....•..... 9.4 . . .. . ...... . 4,225 . . . . . . . . . . . 2.1 
Jewelry . • . . . . . . . . . . . . 2 ...... . ... . 3.8 .....•..... . 1,910 . . . . . . . . . . . 0.9 
Other Retail • . . . . . . . . . . . 3 .. . .. . . . ... 5.7 .... . .... .. . 6,077 . . . . . . . . . . . 2.9 
Personal Services . . . . • . • . . 6 . . . . . . . . . . 11 .3 . . . . . . . . . . . . 6,664 . . . . . . . . . . . 3.2 
Recreation (cinema}. • . . . . . . 1 ...... ..... 1.9 . . . . . . . . . • . 65,597 . . ......... 31.7 
Financial . • . . . . . . . . . . . 2 . . . . . . . . . . . 3.8 . . . . . . . . . . . . 4,780 . . . . . . . . . . . 2.3 
Total .... • .......... 53 . . . . . . . . . 100.0 . . . ..... . .. 206,800 .......... 100.0 
Average Annual Rents . • . . . • . . . . • . . . . . . . . . • . . . . . Approximately $30.00-33.00 per square loot 
Average Length a/Lease • . . . . . . . • . . . . . . . . . . • . . . • . . . . . . . . . • • • . . . . . . . • I 0 years 
Typical Terms a/Lease . . ...... .•..•......••.•.... .. ... Bose rent plus percent of grosssoles 

OFFICE TENANT INFORMATION 
Typical Net Rentable Area per Floor . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 21,000-23,000 square feet 
A~erage OHice Tenant Size (30 tenants} .•...... ....... . ......•....... . . 9,397 square feat 
Average Annual Rents . . . . . . . . . . . . . . . . . . Approximately $23.00-27.00 per square footlessconcessions; 

effective rents average approximately $17.00 per square foot. 
Average Length a/Lease .. ......•..• , • • ... .... .. ..... . . .. .... .. .... 3-10 years 

1Phose 1 only. 
2Does nottmlude 15 acres leased to RTCA from Rl( lor 1, 404 temporary surface parking spaces. Surface parking will eventually be re· 
r,loced with structured parking. 
'Currently, 1,356 spaces ore in parking structures, and 1,749 spom ore in surface lots. Approximately 900 additional spaces hove been 
added in parking structures since this case study was completed. 
41ndudes structured parking lor 500 cars. 
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wanted a nontraditional retail setting 
that reflected their store's personality. 

On the negative side, the design of 
the project is contrary to conventional 
suburban retailing: it is an open-air mall 
without a conventional retail anchor. 
Most customers come to the project 
for some other reason than to shop 
(to see a movie, eat at a restaurant at
tend an event). One retailer notes that 
business on cold or rainy days drops 
considerably. 

Clearly, the retail businesses that 
have proven most successful at the 
Town Center are the restaurants and 
the cinema. All of the project's restau
rants are operating above their expecta
tions, drawing especially large crowds 
during lunch, after work hours, and 
on weekends. The synergy between the 
restaurants and the cinema has proven 
highly valuable to both. 

Overall, the evidence is inconclu
sive as to whether retail tenants have 
benefited in sales generated from the 
design of the project. The landscape 
and amenities and design detail of the 
project have attracted people, but Reston 
Town Center has still not established it
self as a shopping destination. Retailers 
believe, however, that it will change as 
the tenant mix is refined, the project's 
identity becomes more established, and 
the retail base expands. 

OFFICE TENANTS 

In the highly competitive and over
built northern Virginia office market 
Reston Town Center has competed 
well with other more conventional 
high-quality office projects. It has been 
especially successful in attracting cor
porate headquarters for companies lo
cated outside the Washington area and 
outside the United States. Rolls Royce 
and Molson Breweries, for example, se
lected the project for their U.S. head
quarters. The location of the project 
has been both an advantage and a 
disadvantage. The site is more distant 
from Washington than Tysons Corner 
(the region's largest concentration of 
office space outside downtown Wash
ington) but is closer to Dulles Interna
tional Airport. Some tenants have been 
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lost to projects closer to Washington, 
but the project has competed very well 
with tenants who prefer proximity to 
the airport. 

Office tenants interviewed indi
cated that the design of the project the 
landscape and amenities, the attention 
to detail, and the mix of uses were all 
very important factors in their decision 
to locate in the Town Center instead 
of elsewhere; the ability to negotiate a 
good deal, the quality of the buildings, 
and the location of the project were 
also important. Office tenants like be
ing located in the highly integrated 
mixed-use setting and appreciate the 
proximity to retail services, although in 
general most retailers are too upscale 
for typical office workers. Many would 
like to see more stores catering to work
ers' daily needs and stores offering 
lower-priced goods. Office tenants also 
value the convenience of a wide vari
ety of restaurants and the fact that 
workers do not have to leave the project 
by car during lunch, but they would 
like more inexpensive restaurants. 

Most office tenants believe that em
ployees' morale and retention rates are 
somewhat higher because of the set
ting and the project's landscape and 
amenities. Employees like "the pleasant 
atmosphere," the outdoor sitting areas, 
and the environment conducive to 
walking. Employees also like the proj
ect's suburban conveniences, such as 
automobile access and parking, and 
the fact that they do not have to com
mute into Washington, D.C. 

HOTEL AND GUESTS 
Based on on-site interviews, the hotel 
tenant has done particularly well finan
cially. Like the office market, the hotel 
market in northern Virginia was satu
rated during the 1980s, and two other 
Hyatt-operated hotels in the market 
failed. Reston Town Center's Hyatt Re
gency Hotel operated below pro forma 
levels for the first two years but has 
shown steady growth since then. 

A large factor in the hotel's success 
is the synergy between the various 
uses in the project particularly be
tween the hotel and the offices, which 

generate overnight stays and the need 
to use meeting rooms. One large office 
tenant, Learning Group, conducts na
tional computer training programs at 
its Town Center location and generates 
considerable room trade for the hotel. 
Learning Group also contracts with the 
hotel for meeting room space when 
its in-house meeting and conference 
rooms are overbooked. Likewise, the 
hotel sometimes uses Learning Group's 
meeting rooms when its own facilities 
are at capacity. 

Other factors in the hotel's success 
can also be tied to the mixed-use de
sign of the Town Center and its small
town amenities. Compared to other ho
tels in the market, the Hyatt Regency 
has been successful in attracting week
end trade, mostly nonbusiness visitors 
to northern Virginia who are enticed 
by the hotel's proximity to shopping 
and restaurants. The hotel markets 
minivacation weekend packages to 
area residents and a special weekend 
promotion during the Christmas shop
ping season. The hotel also has had 
above-average success with weekday 
business travelers who like the proxim
ity to restaurants and the cinema. 

SUMMARY AND CONClUSIONS 
• The design, landscape, and ameni

ties included in the first phase of 
the Town Center have clearly bene
fited some of the project's uses, 
most notably the restaurants and 
cinema. 

• RICA estimates that it receives rental 
rates $2.00 to $4.00 per square foot 
(about 10 percent) higher for office 
space as a direct result of the proj
ect's design and landscaping. (This 
estimate is difficult to confirm with 
independent data, partly because 
of the very poor office market in 
northern Virginia.) 

• Although operating below expecta
tions during its first two years, the 
Hyatt Regency Hotel has shown 
steady growth in room occupancy 
levels and was expected to reach 
pro forma occupancies during its 
third year. The hotel has performed 
better than most other new hotels 



WHERE, WHEN, AND WHO 

CASE STUDY CONDUCTED: July 1992 

DIRECTIONS 
From downtown Washington and Washington National 
Airport: Toke 1-66 west to the Dulles Toll Rood (Route 
267) west; do not use express Iones to Dulles lnterno
tionol Airport. Exit the Dulles Toll Rood at Reston Pork
way. Turn right onto Reston Porkwoy ond proceed north 
to the third traffic light. 
Driving time: 25 minutes in non-rush-hour traffic. 
From Dulles International Airport: Take the Dulles Toll 
Rood (Route 2671 eost. Exit the Dulles Toll Rood of Res
ton Porkwoy. Turn left onto Reston Parkway ond proceed 
north to the fourth traffic light. 
Driving time: Six minutes. 

DEVELOPMENT SCHEDULE 
Master Planning Started: February 1982 
Design Competition Held: August1986 
Leasing Started: January 1987 
Application for Rezoning and Development Approved: 
Murch 1987 
Land Purchased: April1988 
Phase I Site Preparation Started: February 1988 
Phase I OHice/Retail Construction Started: June 1988 
Hotel Construction Started: Januory 1989 
First OHice Building Grand Opening: September 1989 
Phase I Grand Opening: October 19 90 

DEVELOPER 
Reston Town (enter Associates 
11911 Freedom Drive, Suite 300 
Reston, Virginia 22090 
(703) 742-6500 

MASTER PLANNER AND ARCHITECT 
RTKL Associates, Inc. 
Baltimore, Morylond 
(4101 528-8600 

in the market; in fact, two other 
nearby Hyatt hotels that opened 
about the same time have achieved 
occupancy levels of only about 40 
percent. The hotel's relative success 
is the result of its more extensive 
conference facilities and its location 
in Reston and the mixed-use Town 
Center. The hotel benefits from the 
synergy resulting from the tight 
mixture of uses, which helps both 
business and nonbusiness trade. 

LANDSCAPE ARCHITECT AND URBAN DESIGNER 
Sosoki Associates, Inc. 
64 Pleosont Street 
Watertown, MossochuseHs 02172 
(617) 926-3300 

INTERVIEWEES 
Development Team 
James C. Cleveland, president 
Mobil Land Development Corporotion/Virginio 
Thomas J. D' Alesandro IV, executive vice president 
Reston Land Corporation 
Peter P. Schmergel, executive vice president 
Joseph L. Richey, vice president (office leasing) 
Edward A. de Avila, vice president (retail leasing) 
Undo H. Miller, director of marketing 
Reston Town Center Associates 

landscape Archlted 
George Burr 
Alan L Word 
Sosoki Associates, Inc. 

Asset /Property Managers 
Alex L. Ross Ill 
LaSalle Partners 

County of Fairfax 
Catherine A. Chianese, senior stuff coordinator, zoning 
evaluation division 
Office of Comprehensive Planning 

Tenants 
Douglas F. Lawson, vice president, 
finance ond odministrotion 
Molson Breweries U.S.A., Inc. 
Gino Cocomello, store monoger 
Appolochion Spring 

• The project's design, landscape, and 
amenities have helped some retail
ers to overcome the lack of a con
ventional anchor and the open-air 
design. Overall, however, the retail 
component of the project has per
formed below expectations. 

• The developer believes that design, 
landscape, and amenities were in
strumental in creating a market 
niche for the intensive develop
ment program long envisioned for 

the site. The developer believes that 
the market would not have sup
ported a more typical suburban de
sign, because office, retail, and hotel 
space was oversupplied in the re
gion. Thus, the design, landscape, 
and amenities helped the Town Cen
ter to capture a larger share of the 
market than it otherwise could have. 

• Perhaps the greatest value created 
by the landscape and amenities is 
the project's success as a gathering 
place for leisure, civic, social, and 
cultural activities. Large crowds are 
drawn to the project for special 
events, and local residents use the 
public spaces frequently for just 
strolling or sitting. The restaurants 
and the cinema work with the de
sign to promote informal gather
ings of people. 

• The project's clear success as a so
cial, civic, and cultural gathering 
place has spin-off value to the de
veloper in other phases of the 
Town Center. The developer be
lieves the existence of the Town 
Center also creates value in the en
tire community of Reston by pro
viding a heart and urban activity 
hub for the still-growing town. 

• Although the project's success can
not yet be demonstrated in strictly 
financial terms, the developer be
lieves that the additional design 
and landscaping were well worth 
the additional expense (estimated at 
$5 million to $10 million). The sec
ond phase of the urban core will 
include a comparable level of de
sign and landscaping. The devel
oper believes the additional cost 
will generate added income from 
the project over the long term; 
thus, the amenities are seen as an 
investment in the future. 
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DEL MAR PLAZA 
DEL MAR, CALIFORNIA 

Del Mar Plozo's meticulous design, high-quality mote
rials, and open-air public spaces have helped to make 
it a local landmark and financial success_ The 7 5,000-
squore-foot specialty retail center demonstrates the re
words that can be attained from long-term amortiza
tion of improvements in design_ 

GENERAL DESCRIPTION 
Del Mar Plaza's developers saw un
tapped potential in a hillside commer
cial property overlooking the Pacific 
Ocean. The corner site, located on the 
Pacific Coast Highway in the heart of 
Del Mar's village core, was occupied 
by a nondescript. physically and eco
nomically obsolete, one-story, 25,000-
square-foot strip shopping center. Sited 
on a graded plateau 20 feet above the 
roadway and fronted by a large park
ing lot. the shopping center made its 
tenants invisible to the more than 
35,000 cars that passed by each day. 

Sophisticated aerial topographic 
analysis provided data necessary to de
sign a four-level replacement structure, 
built into the hillside, that combined 
enclosed parking, 75,000 square feet of 
prime specialty retail and restaurant 
space, and 35,000 square feet of ele
vated public terraces boasting ocean 
views. Through careful design, the de
velopers were able to improve views 
from adjacent properties while su bstan-

136 

tially increasing the density of develop
ment on the site. 

With its central location, mix of 
goods and services, public spaces, and 
beauty, Del Mar Plaza has become an 
important part of the community. A 
market, dry cleaner, hair salon, and 
some other merchants are subsidized 
to ensure residents' patronage. Del Mar 
Plaza's public space is not only an in
formal gathering place in the ancient 
tradition of the marketplace as the cen
ter of social interchange, but also the 
setting for graduations, weddings, fund
raising concerts, and children's events. 

Del Mar Plaza's design responds to 
the site, as well as to the local architec
tural vernacular. Detailing reflects that 
vernacular at an extraordinary level of 
craftsmanship. Design criteria developed 
for Del Mar Plaza have won such fa
vor in the community that they have 
been adapted for use in other parts of 
the village. 

Local developers Ivan C. Gayler 
and David J. Winkler acquired the site 
for $2.2 million in October 1983. Their 

goal is to develop and operate environ
mentally and socially responsive proj
ects with strong economic viability 
that need not rely on income tax subsi
dies or other politically vulnerable fi
nancial support. Before Del Mar Plaza, 
their company, Del Mar Partnership, 
undertook a number of small renova
tion projects in Del Mar and other 
coastal communities in northern San 
Diego County. 

The site is within a two-minute 
drive of three exits off 1-5. The mer
chants benefit from a remarkable sphere 
of buying influence. Residents from 
Del Mar and the surrounding commu
nities of La Jolla, Rancho Santa Fe, Fair
banks Ranch, and Solana Beach are 
among the most affluent individuals in 
the United States. In 1990, the immedi
ate trade area boasted 300,000 potential 
shoppers with median family incomes 
over $74,000 and over 2,000 hotel rooms. 
Demand for retail space within the im
mediate area continues to grow, in 
part because of the proximity of large, 
growing residential communities and 



expanding visitor attractions like the 
Del Mar Race Track and Fairgrounds. 

Del Mar's General Plan called for 
intensified use at the Plaza site. Early 
demographic analyses reflected de
mand for a center with a gross leasable 
area over 250,000 square feet. The de
velopers recognized that an expanded 
and improved center required a retail 
presence on the street and began to in
vestigate a range of site alternatives to 
achieve this objective as well as accom
modate additional retail space and 
parking for 90 percent of peak demand. 

The solution was to excavate the 
hillside and parallel the contour of the 
visible portions of the building with 
the 40-foot differential in grade across 
the site. Three levels of open-air retail 
space cascade down the hillside, cover
ing a three-level parking garage and 
hiding it from view. At-grade pedestrian 
access is provided to each level of re
tail space from the two adjacent streets; 
stairs, ramps, and elevators provide 
easy connections between levels. A ve-

hicular entrance on Pacific Coast High
way provides access to the parking ga
rage as well as to a central service and 
delivery area; a vehicular entrance on 
15th Street provides access to the park
ing garage only. Service areas are hid
den from view. 

Once the basic concept was articu
lated, the developers interviewed ap
proximately 15 architectural firms be
fore selecting the Jerde Partnership, 
which had prepared Del Mar's General 
Plan and designed Horton Plaza, the 
open-air regional shopping center in 
downtown San Diego. Landscape archi
tects Emmet L Wemple & Associates, 
whose work includes the Getty Mu
seum in Malibu, were recruited to co
ordinate with Jerde. One of Jerde's most 
significant design contributions to the 
project is the curved pedestrian street 
on the top (plaza) retail level, which in
tentionally creates a sense of discovery 
and is part of a major circulation loop. 
Lower portions of the structure are 
type-3 metal construction, upper por-

tions wood frame. Following demoli
tion of the old strip center in February 
1987 and excavation of the site, con
struction was completed in approxi
mately 18 months. 

The $2.2 million initial purchase 
price was based on the then-current 
center's income. The project was ap
praised in escrow for $3.5 million, based 
on its potential for redevelopment. Ini
tial predevelopment costs were financed 
by loans secured against the resulting 
equity. In August 1986, the developers 
formed a limited partnership, Del Mar 
Partnership, Ltd., to raise additional capi
tal from investors; as general partners, 
they retained 72 percent ownership. 

Citicorp Real Estate, Inc., a division 
of Citibank, provided the original $18 
million construction loan in 1987. As 
the construction budget grew, the loan 
amount was increased to $21 million 
in 1988 and $26 million in 1989, when 
the construction loan converted to a 
five-year, interest only, minipermanent 
loan. The interest rate was set to float 

The center provides 35,000 square feet of elevated public terraces, including this rooftop terrace with views of the Pacific Ocean. Local residents, as well as tourists, frequently 
gather in these spaces for morning coffee, afternoon sun, and evening strolls, helping to keep the project active throughout most of the day. 
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at 150 basis points over the London In
terbank Offered Rate (LIBOR). At the 
time of the conversion, Citicorp required 
a LIBOR cap, or swap, to limit its expo
sure and selected a swap at 10.14 per
cent per year for three years. With LIBOR 
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as low as 4.1 percent per year (translat
ing to a pay rate of 5.6 percent), $1.3 
million in annualized cash flow is at
tributable to the interest rate differen
tial, which accrued to the owners when 
the swap expired in October 1992. 
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LANDSCAPE AND AMENITIES 
The developers of Del Mar Plaza played 
an active role in designing the project 
and in selecting its landscape and amen
ity features. Both Winkler and Gayler 
had grown up in the small coastal town 
and felt committed to building a proj
ect on the site that would enhance the 
community's identity over the long 
term. The project would have to be 
economically viable, but the develop
ers also believed an opportunity ex
isted with this site to restructure the 
commercial and social function of the 
village core. 

Winkler's and Gayler's hands-on 
effort began with exploration of com
mercial centers throughout California 
and Europe. To communicate their vi
sion of the project to the designers, the 
developers prepared a slide show of 
both successful and unsuccessful mar
ketplaces, architectural styles, landscap
ing, and materials. The design team 
used the photographs to re-create the 
functional and aesthetic essence of 
these places in Del Mar Plaza. Once 
the slides were sorted, cataloged, and 



analyzed, common design theme ele
ments began to emerge and with them 
several important design objectives for 
Del Mar Plaza: 

+ Make the public spaces the most 
important part of the project. (More 
than 50 percent of the land area is 
covered with public spaces and 
landscaping, despite the fact that 
the site contains 234,600 square 
feet of improvements.) 

+ Create a sense of marketplace that 
enriches the community's social 
and physical fabric. 

+ Build a structure that will improve 
over time and thus serve several 
generations. 

+ Use a variety of materials common 
to the region that will enhance the 
project's timeless image, but select 
only materials that will have a 
nominal life of 100 years. 

+ Create a variety of emotional spaces 
and pursue opportunities for sur
prise and discovery. 

• Capitalize on views wherever possible. 
+ Let the buildings and the architec

ture serve as a backdrop to the 
landscape. 

The developers believed that money 
spent initially on design was more im
portant than money spent on materials 
that would be used on the buildings. 
In fact, the project features a mixture 
of both expensive and inexpensive ma
terials; in several instances, costly mate
rials like Malibu-style tiles are set spar
ingly in concrete aggregate paving to 
heighten their effect and sense of im
portance. The plaza's design became a 
collaborative effort, evolving during 
construction with over 400 change or
ders, most of them discretionary and 
aesthetic modifications. 

The design and construction budget 
was a function of the size of the pro
posed center and the rents it could be 
expected to achieve. Although early 
market studies supported a project of 
up to 250,000 square feet Winkler and 
Gayler targeted the project for 100,000 
square feet of leasable space, based on 
the site's limited size, their unwilling
ness to build a structure that would be 
out of scale with the village core, and 

their knowledge of the tough local po
litical climate. A center of this size would 
approximately double the existing re
tail space in Del Mar's village core and 
create adequate retail space to make 
the core a viable retail destination. A 
study of festival marketplaces around 
the United States supported the devel
opers' belief that the center could cap
ture a premium of 20 to 25 percent 
over existing rents in the area. 

Specialized studies were not com
missioned to determine specific ameni
ties, as the developers had already de
termined that the key amenities would 
be the public gathering places, the ocean 
views, and the landscaping. The most 
significant single amenity included in 
the project is the plaza on the top level, 
which affords a range of views to the 
Pacific Ocean, one block to the west. 
The project's developers worked closely 
with the developer of a hotel across 
the street to ensure that view corridors 
were preserved and pleasantly framed 
by rooftops and landscaping. In one 
instance, the Del Mar Plaza's develop
ers were able to have a proposed ten
nis court across Camino Del Mar low
ered in elevation so that views of water 
from the plaza could be improved. 

The plaza is located on the roof of 
the second level, above a grocery mar
ket. It is furnished with Adirondack 
chairs painted in a variety of bright 
colors and occasional freestanding um
brellas for visitors who prefer the shade. 
Landscaping includes a formal arrange
ment of large concrete planters filled 
with orange trees and rose bushes. 
Dozens of smaller terra cotta pots fea
ture a mixture of annual and perennial 
flowers and other herb-like plants. 

The development and design team 
wanted to create the illusion that each 
level of the project exists on terra firma. 
That effect is achieved, in part, with 
concrete tree wells recessed below pave
ment level, which hang into the top 
level of the parking structure below. 
Special attention was required during 
design and construction to ensure that 
each well is adequately drained and 
supplied with irrigation and power. 
The illusion of terra firma is furthered 
by vines growing over a redwood trel-

Plants thrive on the terraces, even though they are lo
cated above stores or the parking garages. Finding 
the right mix of irrigation and drainage required dose 
cooperation among the landscape architect, develop
ers, and contractors throughout construction. 

lis that extends from the edge of the 
public plaza to the 15th Street entrance 
to the project. Other hanging vines, in
cluding bougainvillea, are placed on 
the roof over storefronts; climbing 
roses and flowering vines like trumpet 
vines grow from large terra cotta pots 
on trellises adjacent to building walls. 

According to the landscape contrac
tor, approximately 200 terra cotta pots 
of various sizes are scattered through
out Del Mar Plaza, roughly double the 
number originally contemplated. And 
more pots continue to be added to 
achieve the lush and colorful impact 
the developers want to achieve. Each 
pot is equipped with a sensing device 
that monitors soil moisture to regulate 
watering and ensure that water does 
not collect in the trays under the pots. 
The contractor has intentionally planted 
the pots with a range of shrubs and 
flowers to achieve a personal, noncom
mercia!' effect and continually tries and 
tests new species. 

The emphasis on landscape contin
ues to the street level. Mature Torrey 
pines were preserved along 15th Street 
to give that side of the project a ma
ture look with abundant shade. The 
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To odd movement and sound to the environment, several fountains ore located on upper -level terraces. The proi· 
ed's developers carefully scrutinized each design detail. 

ANNUAL OPERATING EXPENSES (1992) 

Annual Percent of 
Expense Budget Budget 
Taxes $223,151 23.3 
Insurance 58,949 6.2 
Services 114,760 12.0 
Maintenance 89,428 9.3 
Janitorial 125,067 13.1 
Utilities 81,802 8.5 
Legal 59,099 6.2 
Management 142,349 14.9 
Miscellaneous 62,758 _!J 
Total $957,363 100.0 
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Camino Del Mar frontage was planted 
with pine and holly trees; v1nes climb up 
the storefronts, and extensive plantings 
hang from the stepped-back rooftops 
above. Landscaping along Camino Del 
Mar has successfully been used to re
duce the scale of the building, convey 
a sense of age and maturity, and articu
late the building's intent to flow gently 
up the hillside. 

Within Del Mar Plaza, the land
scape architect has used plants and 
hardscapes to create a series of small 
gardens that complement nearby retail 
tenants. For example, an herb garden 
is located next to the grocery, a Zen
style garden near a sushi restaurant, 
and an eastward-facing morning gar
den at the rear of the project next to a 
bookstore and coffee bar. 

Installation of landscaping required 
almost two years because of the inordi-

nate level of detail needed to support 
so much landscaping on what is 
mostly rooftops. Achieving adequate 
drainage and irrigation required close 
cooperation among the landscape ar
chitect and the landscape and building 
contractors. Fiberglass containers to 
line tree wells and planters were cus
tom manufactured in Los Angeles. A 
number of problems and complexities 
arose during construction, and some 
drainage problems persisted until about 
one year after the project opened. The 
end effect, however, is the project's 
most striking feature. 

Other amenities include sculprure 
that is available for sale displayed by 
one of the art gallery tenants. The sculp
ture changes as pieces are bought and 
sold. Several fountains are located on 
the second and third levels to provide 
movement and sound. Hardscapes 
consist of a wide range of materials, in
cluding flagstone, precast Mexican 
shellstone, marble, stone, brick, and ce
ramic tiles selected for their durability, 

4 quality, and character. 
The landscaping at Del Mar Plaza 

requires an inordinate amount of main
tenance. Annual maintenance for 1992 
was about $90,000, or about 10 per
cent of the total operating budget. The 
landscape contractor staffs the project 
with one full-time person responsible 
only for maintaining the plants and 
supporting equipment. The contractor 
estimates that at least one other half
time person is needed during the year 
to help with special projects, such as 
pruning trees and replanting large con
tainers. The developers intentionally 
selected a small landscape contractor 
who would commit his personal atten
tion to the project and watch each de
tail closely. 

The basic management philosophy 
at the Plaza is to treat the facility, man
agement personneL customers, and ten
ants with the utmost respect and care. 
Management is instructed to operate 
the Plaza "like Disneyland," with no lit
ter allowed to lie on the ground and 
no deferred maintenance whatsoever, 
and to respond directly and immediately 
to any complaints from customers, em
ployees, or tenants. Periodic surveys 



CONSTRUCTION COSTS BY 
TYPE OF AMENITY 

Actual Basic 
Construction Construction 

Amenity Cost Cost 
Streetsmpes $275,000 $220,000 
Extra Parking 480,000 456,000 
Plantings/Gardens 250,000 175,000 
Water Features 150,000 125,000 
Entryway 125,000 110,000 
Land Engineering/ 
Contouring 200,000 170,000 
Street Furniture 50,000 45,000 
Plazas 850,000 650,000 
Hardscape 200,000 150,000 
Lighting 95,000 70,000 
Special Plantings/ 
Potted Plants 75,000 55,000 
Total S2,7SO,OOO $2,226,000 
Difference = $524,000 

solicit criticism of operations. Manage
ment's positive relationship with ten
ants is considered critical. While main
taining firmness and controL 
management seeks to be supportive 
and to stress a working partnership. 

The developers estimate that approxi
mately $524,000 was spent on land
scaping and other amenities above what 
a basic version of the same amenity 
would have cost. The amenity program 
cost the developer an estimated $2.75 
million, roughly 10 percent of the total 
development cost for the project. 

VALUE OF LANDSCAPE 
AND AMENITIES 
Representatives of the developer/owner, 
the city of Del Mar and its residents, 
and tenants of the center and their cus
tomers believe that the project's land
scape and amenities add value to the 
financial bottom line and to their per
ceived quality of life. 

VAlUE TO THE DEVELOPER/OWNER 
The developers' decision to include ex
traordinary landscaping and amenities 
at Del Mar Plaza was driven by three 
primary factors: 1) to achieve the highest 
possible long-term return on their time 
and financial investment; 2) to make 
the proposal for the project so attractive 
to the community that it would over
come expected no-growth, no-change 
opposition; and 3) to create a valuable 
and long-lasting contribution to the 
community's physical and social fabric. 

FINANCIAL RETURN 

Del Mar Plaza's financial return to the 
developers can be partly measured by 
its success in attracting and retaining 
tenants. Del Mar Partnership, Inc., han
dles the leasing marketing management 
and oversight of all tenant and capital 
improvements associated with Del Mar 
Plaza. The Plaza's position in the mar
ketplace has been established by em
phasizing its architectural qualities and 
landscape, location, and quality and 
mix of its tenants: a position that helped 
the center to be 75 percent preleased at 
opening and 93 percent leased during 
the first year of operation. 

Typically, the tenant improvement 
allowance was about $20.00 per square 
foot but exceptions were made up to 
$200 per square foot. And in construct
ing their improvements, some tenants 
spent up to $500 per square foot. Most 
tenants are local or regional merchants 
who understand quality, value, and 

An art gallery located in the center displays sculpture in the public spaces. Displays change as pieces ore bought 
and sold. 
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Vine-covered trellises on the rooftop terrace odd shade ond architectural interest to storefronts. 

product mix, and how to merchandise 
and market those special items to afflu
ent customers. Interiors of individual 
retail shops are designed for the maxi
mum ratio of store frontage to interior 
square footage: typical shops are 1S to 
18 feet wide and SO to 60 feet deep. 

Del Mar Plaza's early success is fur
ther exemplified by its sales per occu
pied square foot, which grew an aver
age of 22 percent from 1989 to 1990, 
notwithstanding the slowdown in the 
economy during the second half of 
1990. The average annual sales volume 
for 1990 was $383 per square foot con
siderably above national averages, and 
sales volumes for 1991 were estimated 
to be even higher. The three major res
taurants, located on the top level be
hind the retail shops, have large out
door decks oriented for maximum views 
of the ocean and are among the top 
performers in the San Diego market. 
Furthermore, these successes have con
tinued to trend upward since the proj
ect's opening. By the end of the second 
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year of operation (1991), rents averaged 
SO percent above initial estimates. And 
during 1990, a sale of a 32 percent in
terest in the center returned three times 
the owners' original investment. Gayler 
and Winkler believe firmly that the 
center's financial success (measured in 
occupancy levels, sales per square foot, 
and rents) is a direct function of the at
tention paid to design, the initial com
mitment to landscape and amenities, 
and the ongoing commitment to main
tenance and landscaping. 

According to information provided 
by the developers and an independent 
commercial broker familiar with the lo
cal market Del Mar Plaza generates 
rents substantially higher than nearby 
retail space. Rents for the Plaza, which 
range from $3.50 to $4.7S per square 
foot per month (the base rental rate, 
excluding developer-subsidized tenants), 
are approximately double the rental 
rates for retail space in strip stores along 
Camino Del Mar. The difference is at
tributed to easy parking, the concentra-

tion of pedestrian traffic, and the per
ception of Del Mar Plaza as a retail des
tination. According to one commercial 
broker, all of these factors are impor
tant but the landscape and amenities 
and the center's overall appearance 
are essential in drawing people to Del 
Mar Plaza. 

The development team determined 
early that no other projects in the San 
Diego market are comparable to Del 
Mar Plaza. Two high-quality specialty 
centers in downtown San Diego, Ba
zaar del Mundo and Seaport Village, 
are geared largely to the tourist trade, 
and residents indicated at the outset 
they did not want a tourist-oriented 
center built in Del Mar. One retail cen
ter in downtown San Diego might be 
considered comparable to Del Mar 
Plaza. Palladium, a high-end center, is 
similar to Del Mar Plaza in terms of de
velopment costs and rents, but Palla
dium is located in a downtown setting 

_ and its design is geared primarily to-
~ ward expensive interior finishes. Its en

closed structure is not conducive to 
landscaping and its overall theme not 
consistent with Del Mar Plaza. Further, 
Palladium is targeted specifically to the 
very top of the retail market to attract 
national and international customers. 
Several tenants of specialty stores at 
Del Mar Plaza indicated they would 
consider a location at Horton Plaza, a 
large open-air regional mall in down
town San Diego, as an alternative to 
Del Mar Plaza. While they believe Hor
ton Plaza offers the number of shop
pers necessary to support their busi
nesses, Horton Plaza is a major regional 
center catering to national chains and 
thus does not represent the tenant mix 
that Del Mar Plaza hoped to attract. 

Perhaps the project most compara
ble to Del Mar Plaza is Beachwalk, a 
S4,300-square-foot specialty center just 
two miles up the coast in Solana Beach 
that was scheduled to open in summer 
1992. To some extent Beachwalk was 
built on Del Mar Plaza's sucess and 
features some striking similarities: a lo
cation on the primary coastal highway 
just one block from the beach. a multi
level design, reliance on restaurant ten
ants for traffic, and public gathering 



spaces (although less extensive than at 
Del Mar Plaza). A key difference, how-
ver, is that Beachwalk features a de

sign blending element of a lractitional 
strip center with the mulWevel market
place of Del Mar Plaza. l3eachwalk 
placed less emphasis on landscape, and 
development costs are an estimated 75 
perc ·nt lower than at Del Mar Plaza. 
Mer Beachwalk has establish d some 
operational experience, it might prove 
instructive to undertake a comparative 
analysis of the two projecl'>. 

As noted. the developers and inde
pendent commercial brokers consider 
each of these projects substantially dif
ferent from Del Mar Plaza. Because 
ead1 is so different, little can be learned 
by comparing on to another. Thus, 
apparently no way exists to measure 
the value of Del Mar Plaza's landscape 
and amenities relative to other projects 
in the market area. 

VALUE MATRIX 

Higher Higher 
Rents/Sale Salisfaction 
Prices among 

Tenants 
and 
Residents 

Streetscapes + -o-
Exira Parking -o- -o-
Signage + + 
Plantings (foundation, -o- + 
specimen, gardens) 

Water Features + + 
Enlryways + ~ 

Land Engineering + + 
(e.g., contouring) 

Street Furniture + ~ 

Plazas + + 
Street PaHerns (e.g., + + 
extra improvements) 

Environmental Features + + 
lighting (decorative/ + ~ 
safety) 

Special Plantings (flowers) + + 

+ = High -a-= Medium + = Low 

From the developers' perspective, 
however, the landscape and amenities 
proved essential to U1e project's finan
cial success. They believ · that: 
+ The public plaza is the most impor

tant contribution to the project's 
success and tllat the payback on it 
could be as much as six times its 
construction cost. 

+ The investment made in design stud
ies to improve views has been re
covered many times over and tllat 
the ocean views from the main 
plaza and tl1e restaurants on tile 
top level are essential elements of 
the project. 

+ Although the landscape buffers in
stalled at the north and east prop
erty boundaries and tile lrellis cover 
over tile service area provid litl.le 
direct economic return to tile proj
ect, tlley were important factors in 

Higher Higher Lower Long· Faster 

obtaining approvals and winning 
the community's support. 

+ The streetscape design and the ar
chitecture return three times the 
amount of tlleir investment, and 
placing utility lines underground 
returns two times. 

+ Overall, the features that have had 
the highest return on the devcl p
ers' investment are, in order, on
touring the land to maximize views, 
th public plazas, landscaping on 
the public plazas, lhe use f land
scaping to soften building forms 
nd >dges, and the quality of the 

materials used. 
+ Building 30 additional public park

ing spaces has probably paid for it
self twice over. 

Higher Higher Price Faster 
Retention Occupancy Turnover Term ~bsorption Sales per Retail Increases Approvals 
of Tenants Levels Equity or Leasing Square TraHic 

Fool 

+ + + -o- + + + + ~ 

-o- ~ ~ + -o- + -o- + ~ 

+ + + + + + + + + 
+ ~ ~ -o- -o- ~ ~ ~ + 

+ + + + + + + + + 
~ + + ~ + + + + ~ 

+ + + + -o- ~ + + + 

~ + + + + + + + + 
+ + + + + + + + + 
+ + + + + + + + ~ 

+ + + + + + + + + 
+ + + ~ + + + + ~ 

+ ~ ~ + ~ + ~ ~ + 

Note: High, medium, and low represent the developers' overall impression of the value of amenities. 
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APPROVALS 

In Del Mar. the measurement or how 
favorably the community per eives a 
propnscd development is not in how 
quickly the project is approv d, but 
whether it is approved. The permitting 
process for Del Mar Plaza spanned 
nearly five cant nlious years, and its 
existen e today can be attributed to it.s 
design. lands ape. and commitment 
to quality. 

The approval process involved 
preparation of a Spedflc Plan to replace 
the existing zoning which permitted a 
maximum floor/ar a ratio (FAR) of 45 
percent. After months of soliciting pub
Jj ·· comments, the developers submit
ted a plan proposing an FAR of 95 per
cent. As part of an extensive public 
relations campaign. th developers pre:
pared an ighl-page brochure to ex
plain the development philo ophy and 
concepts of the propos d project lo 
Del Mar residents. 

Soon aft r tJre original Spe ific Plan 
was unanjmously approved by the vil
lage committee. planning commissi'on. 
and d ty COUJlCU, an out-of-office power 
base laund1ed a petition drive to r -
quire a public vote on all d velopment 
with building areas ver 12,500 squ re 
feet Th p rception was that a number 
of proje ts proposed to be developed 
simultaneously with the Plaza Cin lud
ing a luxury hotel ao·oss th street) 
would have a signiftcant cumulative ef
fect on tl1e small village. Suffl · ient sig
natures were collected to place the ini
Uativ' on the ballot, and, as the Plaza's 
approvals had not yet been vested, it 
became subje t· t the voter-approved 
initiative. By that point. "February 1986, 
virtually all tenants had been vacated 
from the old center. and negat;ive cash 
ilow was significant 

After lengthy discussions wilh all 
factions of the community, the devel
opers assembled a new coalWon of 
leaders in the community to support a 
revised Del Mar Plaza Specific Plan. 
T.he downsized proposal. with an FAR 
of 77 percent was similar in mosl re
spe ·s to Lhe original pla11 ; once again, 
it received approval from all of the 
ily's discretionary boards. The revised 
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plan was then placed on the ballot. 
with a development agreement to vest 
the d velopers' rights if voters approved 
the plan. 

A sample ballot, prepared jointly 
by the developers and the city, further 
explained the project to Del Mar resi
dents. A model of the proposed proje t 

was set up on the street corner, and 
the developers stood by to answer ques
tions and garner support. The principal 
issues raised during the public hear
ings and the election focused on traffic 
generation, uses to serve residents, and 

impacts of construction. In February 
1987, after an arduous political cam
paign and considerable expense, t.~e 
Plaza won voters' approval by a 2 per
cent margin. Subsequent approvals 
from the California Coastal Commis
sion and the Del Mar Design Review 
Board were easily obtained. 

The city granted density bonuses 
to the allowable gross leasable area in 
return for the many public ben fits and 
other amenities that the developers of
fered to include: owner-subsidized re
tail uses that would serve residents; 

Rental rates at Del Mar Plaza are approximately double those in stores along Camino Del Mar, the traditional re
tail district and main arterial highway through Del Mar. Rents ore about 20 percent higher than in other high
quality retail destinations in the Son Diego oreo. 



outdoor public spaces; retail space (as 
opposed to office space) to increase the 
city's revenues; the replacement of water, 
sewer, and drain lines serving the Plaza 
and several hundred nearby residences 
and of nearby streets, intersections, 
and median strips; and the installation 
of traffic signals at an intersection at 
the north end of the Plaza to slow ve
hicles entering the center of town. In 
concert with the city, the developers 
paid for placing major electrical trans
mission lines underground, installing 
enhanced pavers in the community's 
principal intersection, and creating a 
new oceanfront park with excavated 
soil. In total, the developers spent about 
$3 million on public improvements. 

Gayler and Winkler believe that a 
project with less commitment to design 
and quality would not have achieved 
the necessary approval from voters. The 
city manager agrees that the Plaza's de
sign, landscape, and amenities shown in 
scale models and renderings were in
strumental in gaining approvals. 

VAlUE TO THE COMMUNITY 

FINANCIAL RETURN TO THE COMMUNITY 

City officials are unable to quantify in
creased sales tax revenues resulting from 
increased retail sales at neighboring 
properties, but the city manager be
lieves the contribution to the local tax 
base is positive. Measuring increases in 
sales tax revenues is difficult because 
of the city's current computer account
ing technology and is further compli
cated by the development of the hotel 
across the street from Del Mar Plaza, 
for at least some of the increased sales 
in the village core can be attributed to 
the development of the hotel. 

According to the developers, the 
community has further benefited from 
spin-off effects on surrounding proper
ties. Because of the concentrated retail 
activity at Del Mar Plaza, rental rates 
have increased for other nearby retail 
space along Camino Del Mar, indicat
ing higher retail sales since the Plaza 
opened. Rents for storefronts within 
three blocks of Del Mar Plaza have in
creased an estimated 15 to 30 percent 

ESTIMATED COST OF PUBLIC 
IMPROVEMENTS 

Public Plaza (paving materials, 
landscaping structural provisions, 
public structures, lighting, and exhibits) 
Design (to improve on- and off-site 
pedestrian environment) 

$1,090,000 

Off-Site Landscape Buffer (east and 
north property boundaries) 
On-Site Landscape Buffer (east and north 
property boundaries) 
15th Street landscaped Gateway (pavers and 
street improvements) 
Covered Service Area 
Excess Public Parking (30 spaces at $12,000 
per space) 
Placing Mechanical Equipment Underground 
Traffic Signal Improvements 
Streetscope Architectural Designs 
Engineering for Off-Site Public Improvements 
(dosign, hydrology, water, sewerage, and 
soils reports) 
Placing Electrical Power Lines Underground 
(Camino Del Mar) 
Storm Drains (15th Street) 
Improvements to 15th Street (paving, 
lights, curbs) 
Improvements to Paseo de los Aoros (storm 
drain, sewer, paving) 
Improvements to Camino Del Mar (resurfacing, 
benches, curbs, guitars, medians, walks, 
streetlights, bike plll'king, trash rereplocles) 
Bus Turnout (15th Street) 
Improvements to luento Drive 
Fire Hydrants 
Closing of Stratford Way and 
Related Improvements 

400,000 

70,000 

55,000 

25,000 
150,000 

360,000 
42,000 
80,000 
30,000 

22,000 

183,000 
85,000 

84,500 

53,200 

211,000 
5,000 

10,000 
12,200 

10,000 
15,000 Miscellaneous Intersection Work 

Total $2,992,900 

since the project opened. In isolated in
stances, rental rates have increased by 
as much as 50 percent, according to 
one independent commercial broker. 

NONFINANCIAL BENEFITS TO THE COMMUNITY 

The qualitative benefits accruing to the 
community as a result of the project's 
landscape and amenities can best be 
measured by watching the way people 
move through and use the space. It is 
typical to see people stopping to ad
mire an unusual flower. Cameras are 
commonplace, and visitors are often 
seen lined up along the plaza fountain 
for photographs. But the most appreci-

ated amenity for locals is the public 
plaza on the top level. Throughout the 
day, people who did not come to shop 
but to enjoy the ocean views, breezes, 
and sun visit the plaza. College students 
can be seen studying near senior citizens 
who have come to talk. The recent addi
tion of a wine and coffee bar adjacent 
to the plaza has increased the use of the 
space for informal business meetings. 

Although some individuals from 
the community refuse to shop or visit 
Del Mar Plaza because they so strongly 
opposed redevelopment of the site, the 
city manager confirms that a sizable 
segment of the community seems to 
appreciate and use the project's amenities. 

VAlUE TO USERS 
Tenants of Del Mar Plaza believe that 
the center's aesthetics are a factor in 
the success of their businesses. While 
tenants noted that location, demo
graphics, and parking must not be ig
nored, tenants interviewed believe that 
the project offers an edge over other re
tail centers in the area, which can gen
erally be attributed to appearance. One 
tenant says the Plaza is "one of the 
most beautiful places you could have a 
business. I love coming to work here." 
Another notes, "People want to come 
here and shop because it's beautiful." 

Of the amenities, ocean views are 
most important to restaurant tenants. 
Each of the major restaurants features 
indoor and outdoor seating oriented 
toward the view. Other tenants are less 
specific about which amenities they 
value most and believe it is the overall 
execution of the landscape and architec
tural theme that makes the project an 
attractive place to visit. work and shop. 
Other comments were frequently made 
about the landscape and amenities: 

+ People spend money when they 
feel good, and the Plaza's combina
tion of smells, music. breezes, and 
views makes customers feel good. 

+ The plaza makes people feel re
laxed, which is conducive to stroll
ing and shopping. 

+ The restaurants are very important 
to generating traffic for other retail
ers throughout day and evening 
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Tenants believe that the attention paid to design, landscape, and maintenance is a primary factor in the project's 
ability to generate retail traffic ond soles. 

COMPARISONS OF RENTAL RATES AND 
SALES VOLUME FOR ONE TENANT AT 
DEL MAR PLAZA 

Location 
Del Mar Plozo 
La Jolla 
Los Angeles, 
Palm Springs 

Estimated Rent 
per Month 

$4.00-4.501 

$3.30-4.00 

$3.50-4.00 

1 Bose rcnl, including pertenloge soles. 
2firsl yenr. 
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Estimated Sales 
per Square Foot 

$1,0002 

$500 

5300 

hours; the design of the center, the 
ocean views, and easy parking are 
important factors that draw cus
tomers into the restaurants and 
thereby generate retail traffic for 
other tenants. 

Several store proprietors indicated 
that their employees enjoy taking breaks 
and eating lunch in the public spaces 
and that employees' morale benefits 
from the work environment. The pro
prietors could not quantify the amount 
that the project's amenities reduced 
turnover and benefited morale but gen
erally indicated that the beneficial ef
fect was substantial. 

Most tenants are not national chains, 
and Del Mar Plaza is their only loca
tion. The remaining tenants are com
prised primarily of stores with two to 
four locations in the regional market. 
Comparable sales figures with other 
stores are thus difficult to measure. In-

formation from one specialty shoe 
store, however, allows some measure 
of the contribution that the amenities 
could have on increased sales. That 
store specializes in high-quality, high
priced casual shoes and sandals made 
in Europe, and the European manufac
turer strictly regulates the number of 
U.S. retail outlets. In 1990, Del Mar Plaza 
became the fourth outlet in southern 
California, with other locations in Palm 
Springs, Melrose Avenue in Los Ange
les, and nearby La Jolla. The proprietor 
of the Del Mar store considered pur
chasing the La Jolla location but after 
visiting Del Mar Plaza and being im
pressed with its appearance and ameni
ties, decided to pursue opening a new 
store at the Plaza instead. 

Initially, the manufacturer rejected 
the location in Del Mar, primarily be
cause of the base rental rate of $4.00 to 
$4.50 per square foot per month (al
though other demographic factors sup
ported a second store in the San Diego 
market). Following the rejection, the 
store's proprietor traveled to Europe to 

c persuade the manufacturer to recon-
:: sider the decision and successfully con

vinced the manufacturer to come to 
Del Mar and visit the proposed loca
tion. After touring the project, the manu
facturer was sufficiently impressed with 
the project's appearance and its ameni
ties to reverse his decision, despite the 
rental rates. The manufacturer wanted 
to upgrade and update the product's 
image and was persuaded that a loca
tion in Del Mar Plaza would help to 
further that objective. 

The proprietor's persistence and 
the manufacturer's decision have paid 
off economically: the store generates 
sales per square foot about double those 
of the downtown La Jolla store (also 
considered a desirable location with 
demographics similar to Del Mar Plaza) 
and has become the fourth-highest
grossing location in the United States. 

In an interview, the store's proprie
tor indicated a firm belief that Del Mar 
Plaza's design and amenities are major 
factors in the store's success. The manu
facturer was sufficiently impressed by 
the center's design to approve the store's 
opening despite base rents approxi-



mately 20 percent higher than at the 
La Jolla store. 

Other tenants initially were not in
terested in locating a store in Del Mar 
until they visited the Plaza. For exam
ple, the developers wanted a specific 
type of restaurant for a location in a 
prime space on the third level to serve 
as an anchor, generate traffic, and set a 
fashionable theme that would influence 
other high-quality tenants to locate in 
Del Mar Plaza. Almost by accident, 
Gayler found the perfect restaurant ten
ant during a visit to San Francisco. Al
though the restaurant's owner had no 
intention of opening another restau
rant. he was enticed to visit Del Mar 
Plaza and was so impressed with the 
ocean views, third-level public plaza, 
and overall attention to design and 
landscape details that he, too, reversed 
his decision. Since its opening in 1989, 
the upscale Italian restaurant has proven 
a financial success; in 1991, the same 
owner opened a wine and coffee bar 
adjacent to the third-level public plaza. 
Both establishments do brisk business 
during both day and evening hours and, 
other retailers note, make important 
contributions to general retail sales at 
Del Mar Plaza. 

SUMMARY AND CONCLUSIONS 
+ Sensitive, contextual design is cost

effective. The Plaza's meticulous de
tail. high-quality materials, and 
tenant mix help make the project an 
economic success. It demonstrates 
the benefits of long-term amortiza
tion of costly improvements and the 
public's appreciation of superior de
sign and construction. The basic 
rules of retailing cannot be ignored, 
however, and location, demograph
ics, and convenient parking must 
also be in place for any retail proj
ect to succeed. 

+ While views and beautiful public 
spaces help to generate traffic for 
retailers, other important criteria 
should be recognized: strong demo
graphics, high existing traffic counts 
and visibility, and the proximity of 
other destinations to increase sec
ondary traffic. 

PROJEO DATA 

RETAIL INFORMATION 
Number 

a/Tenants 
General Merchandise (vacant) 2 
Food 1 
Food Service . 8 
Clothing and Accessories 10 
Shoes • 2 
Home Furnishings 3 
Gifts/Specialty 9 
Jewelry 4 
Other Retail . 2 
Personal Services 3 
OHices (other than financial) 1 
Total 45 

Annual Rents Approximately $15.00-
57.00 per square foot 

Average Sales Approximate~ $400 per square foot 
Average Length ofLease . . • • . . 3-5 years 1 

Typical Terms of Lease . Triple net, percentage renls (8%) 

LAND USE INFORMATION 
SiteArea . . . . . . 
Gross Building Area ( GBA) 

Retail ...... 
Parking Facility . . . 

Gross Leasable Area ( GlA) 
Floor/Area Ratio (FAR) 
Number of Levels of Retail Space 
Site Coverage 
Total Parking Spaces . . . . 

ANNUAL OPERATING EXPENSES 
Taxes . . 
Insurance . . 
Services . . 
Maintenance . 
JaniloTial . 
lltilities . . 
Legal . . . 
Management . 
Miscellaneous 
Total . . . 

91,000 square feet 
234,600 square feet 
7 4,600 square feet2 

160,000 square feet 
7 4,600 square feet 

0.77 
. 3 
95% 
380 

$223,151 
. 58,949 
. 114,760 
. 89,428 
. 125,067 
. 81,802 
. 59,099 
. 142,349 
. 62,758 
$957,363 

Percent Total GlA 
of Total (square feet) 

4.4 . 2,040 
2.2 . 9,187 

17.8 . . 20,064 
22.2 . . 14,824 
4.5 . 2,136 
6.7 . 3,975 

20.0 . . 13,675 
8.9 . 2,898 
4.4 . 2,964 
6.7 . 1,824 
2.2 . 1,013 

. 100.0 . . 74,600 

DEVELOPMENT COST INFORMATION 
Land Acquisition Cost 
Site Improvement Costs 

Excavation . . . 
Grading . . . . 
Sewer/Water/Drainage 
Paving ..... 
Curbs/Sidewalks . . 
Landuaping/lrrigation 
Fees/General Conditions . 
Other ...... 
Total . . . . . . . 

Conslrudion/Renovation Costs 
Superstructure . 
HVAC . . . . . 
Electrical 
Plumbing/Sprinklers . 
Elevators 
Fees/General Conditions . 
Finishes . . . . 
Graphics/Specialties . 
Parking Structure . . 
Tenant Improvements 
Total . . . . . . 

Soft Costs 
Architecture/Engineering 
Project Management 
Leasing/Marketing 
Legai/A((ounting . 
Taxes/Insurance . 
Construction Interest and Fees 
Other .... . 
Total . . ... . 

Total Development Cost . 
Total Projed Cost 
Total Cost per Gross Square Foot 

1 Leosesronge in length from one to 20 yeors. . . 
21ndudes opproximotely 1,500 square feet of common interior service oreos, wh1ch ore prorated 1n the GLA. 

Percent 
ofGlA 
.2.7 

12.3 
26.9 
19.9 

. 2.9 

. 5.3 
18.3 
3.9 
4.0 
2.5 

.1.3 
100.0 

$3,927,000 

$388,247 
. 43,139 
. 74,621 
. 52,000 
275,000 
504,926 

. 78,825 
156,795 

$1,573,552 

$4,959,302 
303,264 
316,409 
182,687 
122,704 
654,730 

. 95,000 
114,000 

3,701,496 
. 4,326,170 
$14,775,762 

$1,190,695 
790,000 
892,058 

. 75,000 
144,089 

2,967,069 
. 428,933 
$6,487,844 

$22,837,158 
$26,7 64,158 
. . $359 
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+ The project's design was the result 
of collaboration among the devel
opers, the architect the landscape 
architect, and the community. 

+ The project's successful design can in 
large part be attributed to the devel
opers' hands-on approach through
out design, approvals, and construc
tion. Careful attention to even the 
smallest details proved important 
to the community's, tenants', and 
customers' overall perception of 
the project. 

+ The developers believe that the in
vestment made to maximize views 
through detailed design studies and 
land sculpting yielded the highest 
return on the investment. Other 
amenities and features that gener
ate high returns on the investment 
include the public plazas, the en
hanced landscaping. and the qual
ity of materials used on building 
facades and hardscapes. 

+ The commitment to landscape and 
amenities proved essential to ob
taining development permits and 
overcoming residents' opposition 
to Del Mar Plaza. In no-growth 
communities like Del Mar, the right 
to develop a property hinges on 
the community's perception of 
whether the project will benefit the 
larger community; the developer 
must be able to sell the project to 
the community by pointing to fea
tures like landscape, amenities, and 
excellent design. 

+ Rental rates at Del Mar Plaza are 
approximately double those in re
tail stores along Camino Del Mar. 
OveralL the project receives rents 
about 20 percent higher than for 
other quality retail destinations in 
the San Diego area. The project has 
also fueled increased rent on the 
order of 15 to 30 percent for retail 
space within a few blocks of the 
center (although some portion of 
these increases can be attributed to 
the hotel across Camino Del Mar). 

+ The community of Del Mar has 
benefited from the public areas 
built into the project which, for 
some residents, serve a function 
similar to a public park but with-
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WHERE, WHEN, AND WHO 

CASE STUDY CONDUCTED: March 1992 

DIRECTIONS 
From San Diego Airport and downtown San Diego: Follow 
1-5 north approximately 15 miles and exit at Del Mar 
Heights Rood. Proceed west on Del Mar Heights Rood to 
its junction with Camino Del Mar (Pacific Coast Highway). 
Turn right and proceed north into the Del Mar village cen
ter. Del Mar Plaza is located on the right at 1555 Camino 
Del Mar, on the northeast corner of the intersection of 
Camino Del Mar and 15th Street. 
Driving lime: Approximately 20 minutes. 

DEVELOPMENT SCHEDULE 
Land Purchased/Planning Started: October 1983 
Leasing Started: February 1987 
Final Approvals Obtained/Construdion Started: 
November 1987 
Grand Opening: May 1989 

DEVELOPER 
Del Mar Partnership, Inc. 
221 15th Street 
Oaf Mar, California 92014 
(619) 259-0903 

ARCHITECT 
The Jerde Partnership 
913 Ocean Front Walk 
Venice, California 90291 
(310) 399-1987 

LANDSCAPE ARCHITECT 
Emmet L. Wemple & Associates 
2503 West Seventh Street 
Los Angeles, California 90057 
(213) 386-6623 

out costs to the public. The com
munity has also benefited from a 
substantial increase in sales tax 
revenues. 

+ All of the tenants interviewed for 
this study believe that the land
scape and amenities contribute sub
stantially to employees' morale and 
retention and to their financial bot
tom line. Retailers believe that the 
attention paid to design, landscap
ing, and maintenance is a primary 
factor in the Plaza's ability to gener
ate retail traffic and sales. 

INTERVIEWEES 
Developer 
Ivan C. Gayler, partner 
David J. Winkler, partner 
John Nash, project manager 
Maggie Brown, director of marketing 
Del Mar Partnership, Inc. 
Landscape Architect 
Emmet L. Wemple, president 
Emmet L. Wemple & Associates 
Landscape Contractor 
Mark J. Sterk, owner 
Columbine Landscape Company 
Vista, California 92083 
Commercial Broker 
Edward J. Himmelberg 
Rancon Real Estate 
Public Official 
Gloria Curry, city manager 
City of Del Mar 
Tenants 
Angelika B. Sotnick, proprietor 
Seaview Birkenstock 
Carolyn Larkin, proprietor 
Lauro Larkin Gallery 
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APPENDIX A 

INTERVIEW 
QUESTIONNAIRE 

[DEVELOPER/LANDSCAPE 
ARCHITECT] 
[Interviewer: Questions have been organized 
into lhrer groups: proms/planning, cos!, and 
value. Not all questions may apply, depending 
on the type of project.] 

PROCESS-PLANNING-DESIGN 
List and describe the amenities found 
in the project (specific amenities and 
overall theme of the landscape pro
gram). Describe the overall concept 
and what you hoped to achieve. Did 
you achieve it? 

Describe the planning process that led 
to the selection of the landscape and 
amenities. For example, were indepen
dent marketing studies influential in 
thi;> selection of the landscape and 
amenities? 

Who were the key players in recom
mending/selecting the landscape and 
amenities (planners, landscape archi
tects, local government agencies, etc.)? 

What cost/benefit studies were con
ducted relative to the landscape and 
amenities? 

Relative to other similar projects in the 
local market. how do the landscape 
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and amenities compare? Identify the 
similarities and differences. To what ex
tent did competitive projects influence 
the planning decisions that led to the 
landscape and amenities in this project? 

To what extent did natural site features 
(terrain, views, drainage, vegetation, 
etc.) contribute to the selection of the 
landscape and amenities? Was preser
vation or enhancement of natural site 
features an objective, and, if so, how 
was that objective furthered by the 
landscape and amenities? 

Do water features serve multiple pur
poses (e.g., recreation, drainage, cooling 
of buildings, wildlife habitat, etc.)? Do 
other features serve multiple purposes 
(how or for whom)? 

COST 
For each specific amenity provided in 
the project, list the approximate devel
opment cost. [See attached form and ask de
veloper lo provide data.] To the extent pos
sible, compare this cost with that of 
providing a more basic (plain vanilla) 
version of the same type of amenity 
(for example, the cost of providing a 
special paving material versus con
crete, or the cost of providing a water 
feature versus a landscaped open area). 

[Note: The intent here is to quantify the incre
mental cost difference between the project as 
built and what would have been considered a 
typical or adequate landscape/amenity package.] 

What are the operating costs for 
amenities that require upkeep regularly 
or periodically (general maintenance, 
energy, replanting. repairing. relining. 
replacement. staffing, etc.)? Which 
amenities require extra provisions for 
liability and security, and what are the 
operating costs associated with them? 

To what degree is the landscape and 
amenities program influential in the 
marketing of the overall project? Are 
the programs emphasized in merchan
dizing and promotional materials? 

How are added construction and oper
ating costs attributed to the landscape 
and amenities being recouped? 

Are any savings or cost benefits in con
struction and/or operation the result 
of the way the project was designed or 
landscaped? Were these benefits inten
tional? Describe how the savings occur. 

What was the experience with financ
ing the landscape and amenities? Were 
lenders concerned about costs for fi
nancing the program? Were changes to 
the original plan required for financing? 

Overall, which amenities proved to be 
most and which the least worth the ex
pense? Which were most cost-effective? 

PERCEIVED VALUE 
What features and amenities have 
proved to be most successful. popular, 
or cost-effective, in your opinion: 

• to management 
• to users (residents, tenants, shoppers) 
• to lenders 
• to the general public 
+ to the public approvals process? 

From the perspective of developer/ 
builder, which amenities appear to 
have contributed most to the project's 
financial success? Which amenities are 
perceived as having the lowest pay
back? Describe how and why for each. 



In your opinion, which features add 
the most measurable value to the proj
ect? Why? 

What kinds of value do they add (indi
vidually or collectively)? Attempt to 
quantify the added value for each of 
the following: 

+ higher rents or sale prices 
+ higher retention of tenants/residents 
+ higher satisfaction among tenants/ 

residents 
+ higher occupancy rates 
+ lower turnover 
+ long-term equity 
+ faster absorption/leasing 
+ higher retail sales per square 

foot/higher shopper traffic 
+ ability to increase prices for sub-

sequent phases 
+ duration/ease of approvals process 
+ increased premiums 

[Interviewer: Ask developer to complete the at
tached matrix to help quantify this question.] 

Can the value added to this project be 
compared to other similar projects you 
have developed that did not have this 
level of landscape and amenities? 

In hindsight. what would you do dif
ferently? What features would you 
change, add, or drop, and why? 

[LOCAL PUBLIC AGENCY] 
What was the agency's role, if any, in 
establishing the project's landscape and 
amenities? 

Were other public agencies at any level 
of government influential in the selec
tion of the landscape and amenities? If 
so, which agencies and what were 
their roles? 

To what extent does the project ex
ceed local requirements related to 
landscape and amenities (for exam
ple, percent of open space, landscap
ing requirements, and other applica
ble regulatory requirements)? 

What are/were the spinoff effects from 
this project to the local community? 
Have the project's amenities enhanced 
the community and, if so, how? Sum-

marize the positive or negative effects 
on the community. 

Have the project's amenities had an ef
fect on surrounding properties (e.g., 
changed land values)? What kinds of 
effects? 

To what extent did landscape and amen
ities influence the time required for enti
tlements processing? If possible, esti
mate the time savings or increase attrib
utable to the landscape and amenities 
program by comparing it to other simi
lar projects. [Note: Obtain a list of amenities 
included in these other projects for comparison.] 

Did the program being offered make 
the project more salable to local deci
sion makers or public interest groups? 
Did the amenities help quiet opposi
tion to the project? 

Have property or other taxes increased 
because of the landscape and ameni
ties? If so, estimate how much com
pared to other projects. 

Have property or other taxes increased 
on other properties in the community as 
a result of the landscape and amenities? 

What is the perceived "value" of the 
landscape and amenities to the local 
agency? How might that value be mea
sured: increased tax base, decreased de
mand on related public services, such 
as parks, others factors? [Note: To the ex
tent possible, interviewers should obtain quanti
tative data and information regarding this 
question.] 

[USER GROUPS] 
[Note: T1u user groups will vary with the type 
of project and include homebuyers, renters, of
fice tenants, and retail tenants. The questions 
listed below should be tailored to the specific 
type of user group.] 

What factors were most important in 
your decision to purchase, rent. or 
lease the property (for example, cost. 
location, investment etc.)? Rank factors 
from most important to least important. 

Among these factors, to what extent 
did the project's landscape and ameni-

ties influence your decision? [Note: List 
the various features of the landscape and 
amenities and ask the user to rank each feature 
as high, medium, low, or no value.] 

W auld you have moved here or lo
cated here without these amenities and 
features? What were your options? 

Which specific features of the landscape 
and amenities do you consider most 
valuable? Which do you use most 
often? Which do you consider least 
valuable? 

How frequently do you use the ameni
ties? Include information for both pas
sive and active amenities. 

Do you wish any other specific ameni
ties had been included in the program? 

Did you pay a premium to rent or buy 
space here? Or do you believe prices 
were comparable? 

W auld you have paid a premium? For 
what types of features or amenities? 

[OFFICE USERS ONLY] 
To what extent do employees perceive 
the project's landscape and amenities a 
benefit? Which features and why? 

Which amenities do employees not 
perceive as important? 

Is the total amenity package perceived 
as more important than any individual 
amenity? 

Do any of the amenities have an effect 
on employees' morale or mental and 
physical health? If so, which features 
and how so? Is retention of employees 
affected by the landscape and ameni
ties? Can you quantify this retention 
rate by comparing it to other projects? 

Can increased productivity as a result 
of the project's landscape and ameni
ties be substantiated in any way? 

[RETAIL USERS ONLY] 
Do landscape and amenities support in
creased sales? If so, how? Have you ex-
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perienced higher sales or better business 
than projects without these amenities? 

Are comparable sales figures available 
from other stores in retail centers with 
fewer amenities that could help to 
measure the effect? 

[COMMERCIAL BROKERS/ 
RESIDENTIAL REAL ESTATE AGENTS] 
What are the comparable projects in 
the local market area? If possible, deter
mine at least three projects in the local 
market considered to be most competi
tive with the project under study. 

Try to obtain a competitive analysis of 
these projects compared with the proj
ect under study, including: 

+ sales/lease rates 
+ year sales/leasing began 
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+ square feet (office or retail space) 
or number and size of units (resi
dential) 

+ amenities and landscaping included 
in each plan 

+ leasing/sales history and experi
ence based on the broker's or 
agent's knowledge or opinion of 
the projects. 

How do landscape and amenities for 
the project different from others of its 
type in the local market? Do landscape 
and amenities influence you (the bro
ker or agent) to steer potential clients 
toward the project before other projects? 

Comment on the contribution of the 
project's landscape and amenities in 
terms of your ability to selL lease, or 
rent property in it. How does this abil
ity compare with competitive projects? 
Does the project under study hold any 

advantage or disadvantage as a result 
of its landscape and amenities? 

What impacts have n-.e landscape and 
amenities had on the value of the proj
ect (for example, rents/ sale prices or 
leasing period)? 

What impacts have the project's ameni
ties had on the value of surrounding 
properties? Has it had a spin-off effect 
on other developments? Has the proj
ect had any effect on the community's 
image or on property values? 

What has been the market response to 
the project relative to the competition? 

[Note: If possible, develop a matrix or compa
rable graphic technique to compare the project 
with competitive projects, including a list of 
amenities and sales/lease data.] 



APPENDIX B 

SAMPLE CONSTRUCTION/ 
OPERATING COST DATA FORM 

[DEVELOPER] 
Amenity 

Streetscapes 

Parking Lot Landscaping 

Extra Parking 

Signage 

Plantings (foundation, 

specimen, gardens) 

Water Features 

Entryways 

Land Engineering (e.g., contouring) 

Street Furniture 

Plazas 

Hardscape Features 

Street Patterns 
(e.g., extra improvements) 

Environmental Features 

Lighting (decorative/safety) 

Interior Atria 

Special Plantings (flowers) 

Active Recreation: 

Jogging Trails 

Tennis 

Golf 

Other 

Other 

Other 

Other Features (list) 

TOTAL 

Conslmction Cost Opualing Cost 
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APPENDIX C 

VALUE MATRIX 

Higher Higher Higher Higher Lower Long- Faster Higher Higher Price Faster Premiums 
Rents/ Satisfaction Retention Occupancy Turnover Term AhsorpHon Sales per Retail Increases Approvals 
Sale Prices among ofTenonls leveb Equity or leasing Square Traffic 

Tenants and Foot 
and Residents 
Residents 

Streetscapes 

Parking Lot Landscaping 

Extra Parking 

Signage 

Plantings (foundation, 
specimen, gardens) 

Water Features 

Entryways 

Land Engineering 
(e.g., contouring) 

Street Furniture 

Plazas 

Street PaHerns (e.g., extra 
improvements) 

Environmental Features 

lighting (decorative/safety) 

Interior Atria 

Special Plantings (flowers) 

Hardscape Features 

Active Recreation: 

Jogging Trails 

Tennis 

Golf 

Other (list) 

Ronk each lor High (H), Medium (M), Low Ill, or No (N) Value. 
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