
 

 

 

 

Portfolio Media. Inc. | 860 Broadway, 6th Floor | New York, NY 10003 | www.law360.com 
Phone: +1 646 783 7100 | Fax: +1 646 783 7161 | customerservice@law360.com 

 

5 Ways Developers Are Responding To Millennials 

By Andrew McIntyre 

Law360, New York (January 26, 2015, 2:16 PM ET) -- As more and more millennials seek a particular 
urban lifestyle in contrast to the suburban single-family-home model, multifamily developers — in a race 
to court the newest generation of renters — are making key building decisions based on the wants and 
needs of what has become a powerful commercial real estate force. 
 
From building greener and more efficient properties and providing myriad amenities on-site to 
accommodating the transportation needs of residents, developers are increasingly catering to what 
millennials want now, and they are banking on that generation continuing to prefer urban cores over 
suburbs. 
 
Here, are five ways millennials — individuals born in the 1980s and 1990s — are influencing residential 
development: 
 
More Mixed-Use 
 
While developers try to grab prime real estate close to coffee shops and restaurants, they are also 
increasingly looking to incorporate retail directly into their apartment projects, thus providing residents 
convenient access to on-site stores and restaurants. 
 
Lawyers — who help with entitlement issues when retail is added to residential — say such access to 
retail is one of the many features millennials are looking for in multifamily properties. 
 
“Developers are looking to put retail on at least the first — and in many instances, the first and second 
— floors of these towers,” said Michael C. Polentz of Manatt Phelps & Phillips LLP. "There is no doubt 
that millennials have driven and created a resurgence of the multifamily explosion in urban centers." 
 
Such retail could take the form of a coffee shop or even a bike store, given the propensity of millennials 
to bike rather than drive, attorneys say. 
 
Secured Bike Storage 
 
Much of the endeavor of making properties appeal to millennials is rooted in the question of 
transportation, and millennials often tend to favor public transportation over driving. 
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Many also prefer to bike, and given the increased likelihood that tenants at such properties will have 
bikes — perhaps expensive ones — more and more developers are adding storage facilities to their 
properties, lawyers say. 
 
“Bike rooms are big things for millennials,” said Michael H. Liever of Orrick Herrington & Sutcliffe LLP. 
“You may have a $3,000 or $4,000 bike.” 
 
Indeed, the increased demand for bike storage says much about the habits of millennials, who tend to 
prefer to live in the vicinity of their place of work. 
 
“Millennials as of now aren’t interested in longer commutes,” said Jason E. Grinnell of Dykema Gossett 
PLLC. 
 
And in order to secure amenities like bike storage areas, lawyers help their tenant clients draft such 
provisions in the lease agreement. 
 
“We would negotiate for a tenant the right to have a certain number of bike storage areas,” Liever said. 
“That’s the idea as a package for what they market to millennials,” he added, referring to the notion of 
adding secured bike storage to properties. 
 
Higher LEED Standards 
 
Marketing to millennials is not just about location and amenities. Such buyers are also seeking more 
energy-efficient buildings, and developers are responding to that desire. 
 
“It’s essential nowadays that the building is [Leadership in Energy and Environmental Design] gold or 
LEED platinum,” Liever said. “It reflects social trends. And it’s market-driven.” 
 
While such green apartments may be somewhat smaller than other apartments, they make up for the 
smaller floor plan by often including a washer and dryer in the unit and modern kitchens, things 
millennials are looking for, according to Liever. 
 
And such properties often have easy access to recycling for their residents. 
 
Electric Car Plugs 
 
Part of the strategy of appealing to millennials is including ample secured bike storage space, 
but developers of such projects are also assuming that more future residents will drive electric cars, a 
notion that works in tandem with the theory that millennials desire more energy-efficient buildings. 
 
And developers are responding to that by putting in the infrastructure to support electric cars on site, 
Grinnell said. 
 
The notion that developers are finding the need to put in car charging stations in order to court a 
generation of eager renters in urban cores is just one example of how millennials are driving 
development decisions. 
 
“It has impacted design. It has impacted development," Polentz said, referring to the influence of 



 

 

millennials. "It has impacted how these assets are trading." 
 
More Communal Space 
 
While certain transportation-related amenities are important when marketing toward millennials, 
developers are also looking to take advantage of a desire among millennials for more common space, 
lawyers say. 
 
This may include larger and more extensive workout facilities, barbecue areas, pools and other common 
areas where residents can congregate. 
 
“There are larger, higher-end multifamily rental properties in places like Hollywood, which are banking 
on young professionals who want to live in larger projects with more communal space — and develop 
more of a social life,” said Seth Weissman of Jeffer Mangels Butler & Mitchell LLP.  
 
Indeed, that notion of living a more social life ably captures the spirit of millennials who have chosen to 
live in urban cores — embracing a markedly different lifestyle than the one they would be leading if they 
were living in a single-family home in the suburbs. 
 
And while only time will tell if the trend continues, developers are banking on it in a big way. 
 
“Developers are trying to figure out the market as it evolves,” Liever said. “They are building and leasing 
toward that market.” 
 
--Editing by Jeremy Barker and Philip Shea.   
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