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I. Basic Concepts and Definitions

A. Real estate is a tangible product - defined as artificially
delineated space with a fourth dimension of time referenced to a
fixed point on the face of the earth.

1. Real estate is a space-time unit, room per night, apartment per
month, square foot per year, tennis court hours, or a condominium
for two weeks in January at a ski slope.

2. To the space-time abstraction canbe added special attributes

to house some form of activity. )

. Improvements from survey market to city layouts to structures

define space.

Legal contracts and precedents define time.

Rights of use are defined by public values, court opinions.

Private rights to use are those which remain after the public

has exercised its rights to control, to tax, or to condemn.
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B. A real estate project is cash cycle business enterprise which combines
a space-time product with certain types of management services to
meet the needs of a specific user. It is the process of converting
space-time needs to money-time dimensions in a cash economy.

1. A real estate business is any business which provides expertise
necessary to relate space-time need to money~time requirements
and inclues architects, brokers, city planners, mortgage bankers,
and all other special skills.

2. The true profit centers in real estate are in the delivery of
services and cash capital. Money is an energy transfer system.

3. Equity ownership is the degree to which one enterprise controls
or diverts cash from another real estate enterprise.

L. Public has direct ownership to the degree real estate taxes
take a percentage of tenant income in excess of service cost.

5. Consumer must view space as a total consumption system involving
direct cost, surface cost, transportation cost and negative
income of risk.

6. The best real estate project is the one which has the lowest net
present value of cost as the sum of cost to the consumer prod-
uction sector and public sector.
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The real estate process is the dynamic interaction of three groups,
space users (consumers), space producers, and the various public
agencies {(infrastructures) which provide services and capital to sup-
port the consumer needs. (See Exhibit 1)

1. Each of these three decision groups represent an enterprise,
an organized undertaking. All are cash cycle enterprises
constrained by a need for cash solvency, both short and long
term.

2. A desirable real estate solution occurs when the process permits
maximum satisfaction to the consumer at a price that he can afford
within the environmental limits of land while permitting the
consumer, producer, and the government cash cycle to achieve
solvency - cash break even at a minimum, after full payment for
services rendered.

3. Solvency of the total process, not value, is the critical issue.

4, tand is an environmental constraint and not a profit center.

5. Land provides access to a real estate business opportunity and
is not the opportunity itself. Real estate business wants to
control land to create a captive market for services.

Land is the point where demand and supply forces find cash solvency.
Location is a manufactured attribute. Site attributes are exploited
to reduce outlays and to increase receipts and include:

1. Physical attributes

2. Legal-political attributes
3. Linkage attributes

4. Dynamic attributes

5. Environmental attributes

Recognition of the fact that profit maximization must be limited by
concerns for physical environment and community priorities for land

use has resulted in redefinition of the most basic concept in appraisal;
i.e. highest and best use, in the authorized terminology handbook spon-
sored by the American Institute of Real Estate Appraisers and the
Society of Real Estate Appraisers. Compare the 1971 definition with
that for 1975:

Highest and best use concept-

YA valuation concept that can be applied to either the land or
improvements. It normally is used to mean that use of a parcel

of land (without regard to any improvements upon it) that will
maximize the owner's wealth by being the most profitable use of
the land. The concept of highest and best use can also be applied
to a property which has some improvements upon it that have a
remaining economic life. In this context, highest and best use
can refer to that use of the existing improvements which is most
profitable to the owner. It is possible to have two different
higl ast and best uses for the same property: one for the land
ignoring the improvements; and another that recognizes the presence
of the improvements.:

p. 57, Real Estate Appraisal Principles and Terminology, Second
Edition, Society of Real Estate Appraisers 1971.
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“"Highest and Best Use: That reasonable and probable use that will
support the highest present value, as defined, as of the effective
date of the appraisal. Alternatively, that use, from among reason-
ably probable and legal alternative uses, found to be physically
possible, appropriately supported, financially feasible, and which
results in highest land value. The definition immediately above
applies specifically to the highest and best use of land. 1t is
to be recognized that in cases where a site has existing improve-
ments on it, the highest and best use may very well be determined
to be different from the existing use. The existing use will con-
tinue, however, unliess and until land value in its highest and
best use exceeds the total value of the property in its existing
use. Implied within these definitions is recognition of the con-
tribution of that specific use to community environment or to

community development goals in addition to wealth maximization of
individual property owners. Also implied is that the determination

of highest and best use results from the appraisers judgement and
analytical skill, i.e., that the determined from analysis represents
an opinion, not a fact to be found. ‘In appraisal practice, the con-
cept of highest and best use represents the premise upon which value
is based. In the context of most probable selling price (market
value) another appropriate term to reflect highest and best use
would be most probable use. In the context of investment value an
alternative term would be most profitable use.'

Real Estate Appraisal Terminology, Edited by Byrl 11. Boyce,

Ph.D. SRPA, Ballinger Publishing Co., Cambridge, Mass. 1975

The purchase of a piece of real estate today involves the acceptance
of a great many assumptions about the future. Those who take care
to validate these assumptions in a period of transition as to pub-
lic land use control tend to have the most successful investment.

1. Business decisions today make explicit recognition of their
assumptions and the need to act under conditions of uncertainty.

2. Business risk is the difference between assumptions about the
future and realizations, the proforma budget and the end of
the year income statement.

3. Risk management is the control of variance between key assum-
ptions and realizations.

4, An appraisal is a set of assumptions about the future prod-
uctivity of a property under conditions of uncertainty.

The concept of highest and best use of land was a commodity concept
which did not consider externalities adequately. It is being replaced
be concepts of most fitting use and the concept of most probable use.

1. The most fitting use is that use which is the optimal reconcil-
iation of effective consumer demand, the cost of production,
and the fiscal and environmental impact on third parties.

2. Reconciliation involves financial impact analysis on 'who
pays'' and 'who benefits' - thus the rash of debate on how to
do impact studies.




3. The most probable use will be something less than the most fitting
use depending on topical constraints imposed by current political
factors, the state of real estate technology, and short term sol-
vency pressures on consumer, producer, or public agency.

4. Most probable use means that an appraisal is first a feasibility
study of alternative uses for a site in search of a user, an
Investor, and in need of public consent.

In seeking the most fitting and most probable use, the inner city
planner and private property appraiser must interact to determine how
community objectives and consumer - production sector solvency can be
achieved simultaneously.

1. A real estate decision has only two basic forms. FEither a site
is In search of a use and consumer with the ability to pay, or a
consumer, need or use with a defined ability to pay is seeking
some combination of space-time attributes he can afford.

2. The individual consumer with needs and a budget is the drive wheel.

3. The public sector represents the community owned consumer service
delivery system, seeking to minimize marginal cost to the consumer
and average cost to the community at large.

4. The production sector responds to a derivative demand for engineering
and management expertise. )

Critiquing the form and adequacy of a real estate solution is analogous
to the artistic concept of judging the success of an art object by re-
lating form of the solution to the context to which it was created.

1. Context includes those elements which are fixed, given, or objec-
tives and to which any solution must adapt.

2. Form giving elements are those variables within the artists control,
i.e. options or alternatives at a particular time.

3. A solution is judged for its correctness or success in terms of
the degree of fit of the form proposed to the context.

4., Feasibility analysis is concerned with the degree of fit or the
extent of misfit between a proposed course of action and the
context within which it must operate or fit.

5. Success therefore depends on how appropriateiy the problem is
defined; testing feasibility depends primarily upon accurate and
comprehensive definition of the context.

An enterprise is any organized undertaking, and a real estate problem

or project always begins from the viewpoint of some enterprise relative
to its environment.

1. The systems engineer sees the eventual form of an enterprise, in
terms of both its configuration and behavior, as representing a
negotiated consensus between two general sources of power--the
power of the environment to dictate form and behavior of the organi-
zation on one hand and the power of the organization to decide for
itself what its characteristics and behavior will be on the other.

2. The system engineer uses ''power of the environment'' as a dynamic
alternative to the static implications of context and adds dynamic
element of behavior to the elective responses of the form giver.



_5_

Financial Management and Risk Management

Investment is a real estate enterprise as mortgage lender or equity investor
is simply buying a set of financial assumptions about the interaction of

the project to its context, of the firm to its environment. Real estate
analysis is to control the variance between expectations and realizations,
between proforma prospects and historical balance sheets and profit and

loss statements.

A. Analysis is risk management, control of variance.
B. There are essentially two types of risk exposures:

1. Static risks (uncontrollable, or external events) are those
which can only cause a loss due to surprise upset of a plan.

2. Dynamic risks (partially controllable internal events) can
produce profit or loss and are best controlled by the finesse
of management execution of a plan.

C. Risk evaluation or comparison grows out of the function of risk
management for an enterprise.

1. Risk management has two objectives:

a. First priority - conservation of existing enterprise
assets despite surprise events.

b. Second priority - realization of budgeted expectations
despite surprise events.

2. The process of risk management involves systematic and continuous:

a. ldentification of significant exposures to loss

b. Estimation of potential loss frequency and severity
c. ldentification of alternative methods to avoid loss
d. Selection of a risk management method

e. Monitoring execution of risk management plan

3. The risk management process is both a philosophy of inquiry or
analysis and a checklist of management concern, which is attempt-
ing to answer systematically '"WHAT IF...?" questions, to antici-
pate surprise and to provide for a response or adjustment in
advance of the contingency.

D. ldentification of significant exposures to loss can begin by using
standard business documents as reminders, such as:

. Review of balance sheet accounts

. Review of profit and loss statement accounts

. Review of business organization or function chart

. Review of elements of financial feasibility analysis

N -

E. Significant has to do with potential loss frequency, loss severity,
and degree of uncertainty.

1. Very frequent and minor become expense accounts
2. Less frequent but predicatable and major become reserves or
budget allowances.
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3. [Infrequent, uncertain but very severe become issues of risk
management.

L. A 50/50 probability is the most uncertain outcome.

The alternative methods of avoiding loss which everyone sub-
consciously uses include:

[ Eliminate risk exposure

2. Reduce frequency or severity of loss (diversification or

mortgage loan closing process)

Combine risks to increase predictability (reserves for expense)
Shift risk by contract (subcontracts or escalator clauses)

Shift risk by combination (diversification) by contract (insurance)
Limit maximum loss (corporate shell or limited partnership)

Hedging (sale and leaseback, options, contingent sales)

~N oV W
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Risk management concepts leads to understanding of the true essence
of a mortgage contract and an equity commitment

1. A mortgage is a classic straddle in two markets for the borrower;
it is a call on a space-time commodity in a rising market and
a put to the lender in a falling market. It is also a straddle
in the money market. The mortgage contract is a risk management
agreement to provide coverage of static risks and an imperfect
straddle on the dynamic risks. Protection for the lender is
revenue to the borrower, negative incentives, and salvaye.

2. Equity ownership is the degree to which you can divert cash flow
and maintain control within an acceptable level of risk avoidance.

111, Feasibility Apalysis

A.

The concept of feasibility is elusive and much abused. Combining the
systems concept of enterprise under conditions of uncertainty and the
physical design concept of fit leads to the following definition:

YA real estate project is ‘feasible' when the real estate analyst
determines that there is a reasonable likelihood of satisfying
explicit objectives when a selected course of action is tested

for fit to a context of specific constraints and limited resources.

The problem of defining objectives and measuring success depends almost
entirely on correctly defining the problem and values of the client.

The majority of enterprises are not solely interested in rate of return
on investment or lowest cost.

Most decisions must fit a combination of success ''measures'' with each
decision maker weighting the overall importance of each item differently.
Examples of such measures would be:

1. A check list of physical attributes
2, A check list of critical linkage attributes
3. A check list of dynamic behavioral attributes
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L, A check list of attributes or services (given weighted point
scores)

5. Financial ratios measuring risk, such as cash break-even, rate
of capital recapture, loan ratios or sensitivity to specified
contingencies

6. Probability distributions of alternative outcomes and standard
error of the estimate

7. Pshychological gratifications

8. Specified legal attributes

9. Measures of impact on environment

The definition also implies uncertainty - a reasonable likelihood

of succeeding. That statement is deliberately short of a statistical
probability statement. However, analystical judgments can produce
some verbal probability statements (that horse is a nag while the
black stallion is an odds on favorite) so that the measures of success
should lend themselves to explicit recognition of the degree of
uncertainty with which success might be achieved.

The general theory of the management process for any enterprise can
be converted to real estate semantics for feasibility:

Values, objectives, policy Strategic format

Search for opportunity alternatives Market trend analysis

Selection of an opportunity Merchandising target with
monopoly character

Program to capture opportunity Legal-political constraints

Ethical-aesthetic constraints
Physical-technical constraints
Financial constraints

Construction of program Project development
Operation of program Property management
Monitoring and feedback Real estate research

The analyst must also identify and measure or define the limited
resources of the client in terms of personnel, expertise, available
cash resources, and the time line of expectations and commitment
since time available to achieve the solution is often a critical
resource and constraint relative to alternative choices.

These basic elements and definitions then lead to a correct title for
the report required. Most feasibility reports go wrong on the title
page because the analyst did not clearly understand to which elements
of context and form his report was to be addressed. Seldom does the
analyst do a complete feasibility study as a single report on his own.
Components may be provided by others and the sequence of sets may
differ in each case depending on how the consultant understands the
client. Therefore, a report should be entitled as one of the following:

. Strategy study: selection of objectives, tactics, and decision
criteria.

2. Market analysis: economic base studies or other related aggregate
data review.

3. Merchandising studies: consumer surveys, competitive property
analysis, marketability evaluation, etc.

L, Legal studies: opinion on potential legal constraints, model con-
tracts or forms of organization, and political briefs.



H. Feasibility analysis is a sub-topic within the generally expanding
liturature of problem solving. Any Counselor or problem solver
is urged to read the following:

1. The Art of Problem Sclving, Russell L. Ackoff, John Wiley & Sons,
New York, 1978

2. The Complete Problem Solver, John R. Hayes, The Franklin Institute
Press, Philadelphia, 1981

3. Strategic Planning in Emerging Companies, Steven C. Brandt,
Addison-Wesley Publishing Company, 1931

1. Ackoff subdivides any problem into five types of components:

1. The decision maker--the person or persons faced with the problem,
as a group or individual.

2. The controllable variables--those aspects of the problem situation
the decision maker can control.

3. The uncontrolled variables--those aspects of the problem situation
the decison maker cannot control but those which, together with
the controlled variables can effect the outcome of his choice.
The uncontrolled variables may be quantitative or qualitative,
but together they define the problem environment, in the language
of Ackoff, or the context in the language of Christopher Alexander.

L4, Constraints imposed from within or without on the values of the
controlled and uncontrolled variables. For example, the consumer
places a limit on how much he is willing to pay for rent, although
rent levels themselves are often set by cost factors byond his
control.

5. The possible outcomes produced jointly by the decision makers
choice and the uncontrolled variable.

Ackoff further refines problem solving:

A problem is said to be solved when the decision maker selects

those values of the controlled variables which maximize the value of
the outcome; that is, when he has optimized. If he selects values of
the controlled variables that do not maximize the value of the outcome
but produce an outcome that is good enough, he has resolved the problem
by satisficing. There is a third possibility: he may dissolve the
problem. This is accomplished by changing his values so that the
choices available are no longer menaingful. For example, the problem
of selecting a new car may be dissolved by deciding that the use of
public transportation is better than driving oneself. It may also

be dissolved by moving to within walking distance from work so that
driving is no longer required. We use '"solving'' loosely to cover

all three alternatives.

Ackoff also points that many problem solvers are reactive responding to
the immediate irritation which leads us ''to walk into the future
facing the past - we move away from, rather than toward something.
This often results in unforseen consequences that are more distasteful
than the dificiencies removed.!" Recall D.D.T. Problem should be
proactive by specifying the ideal outcome and looking for ways to
move in that direction. ""The chances of overlooking relevant consequences
are minimized when we formulate a problem in terms of approaching ideals



focusing on an ideal reveals the relationships between things
that can be done in the future and tends to make us feel simultaneously
with sets of interacting threats and opportunities, to treat them as
a whole, as a system of problems.

From that it is important to learn that:

Planning is dealing with sets of interacting problems

Problem solving is finding alternative routes to approach an ideal
solution

Feasibility analysis is testing a specified course of action for

its liklihood of fulfilling the ideal

An appraisal is a ficticious feasibility study in which human behavior
is assumed to be normative

The Hayes text is a rich collection of problem solving and decision

mak ing methods. Hayes believes that problems should be represented
with doodles, flow charts, simple diagrams, or other graphics.

He sees the problem solving process as correctly representing the
goal, correctly specifying the initial state of affairs, correctly
specifying the differences between the current state of affairs and

the goal, the restrictions in moving toward the goal and operators
available to advance affairs to thegoal. He defines decision technique
for conditions of certainty, uncertainty, or competitive conflict

Hayes develops for strategic viewpoints:

1. The minimax strategy which assumes that ''nature is against us' so
that the ob ject is to choose the strategy that will minimize
the disaster, although it has the unfortunate property that may
also eliminate the best possible outcome.

2. The maxi-max strategy chooses the course of action which could
provide the best of the best possible outcomes, but it does not
defend you against the possibility of enjoying the worst possible
outcome.

3. The Hurwitz strategy allows a compromise between the pessimistic
and the very optimistic strategies above while allowing one to
modify the probabilities with a factor for the level of optimism
or pessimism of the decision maker.

L., Minimizing maximum regret strateqy may be most significant for
real estate investors as in phasing the project or buyiny standby
credit at an exhorbitant rate.

Among the strategies discussed by Brandt are those involving in the
search for competitive advantage. These are technical superiority,
the premium for quality, the ploy of convenient inventory and service,
the ploy of price and particularly in real estate the strategy of
pace.

Finally in urging you to move toward the literature of problem solving

and decision theory, Ackhoff pointed out that educators generally

produce only competence, communicativeness, and concern while the
characteristics that makes for outstanding managers are courage and
creativity. Hayes goes on to define creativity as "A special kind

of problem solving, that is the act of solving an ill-defined problem.

I11 defined problems are those which require problem solvers to contribute
to the definition of the problem from their own resources."
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tv. What is the Problem as Perceived by the Client?

The original problem as perceived by the client is seldom the
real issue of feasibility analysis that will need to be examined by
the analyst.

A. The appraiser is conditioned to having the client specify
the function of the appraisal, such as for fire insurance or
eminent domain and then having the client's attorney or the
court jurisdiction define the definition of fair market value,
the question which the appraiser then begins to answer.

B. However, the client may ask for an appraisal when he needs
a feasibility study. He may ask what he should pay for a
piece of property before he has determined that his strategic
needs are best met by purchase rather than by leasing by
avoiding ownership of additional space altogether (by sub-
contracting certain functions of others by the way in which
he purchases services and supplies).

l. Since everyone is an expert on real estate the client
will probably presume that a certain procedure will be
followed.

2. The architect will presume that the real estate expert
will show the financial implications of a final design,
when in fact the real estate expert should first assist
in the pre architectural program of design objectives.

3. Almost every client will overlook some of the basic
issues because of the natural bias of his position.

L. The consultant must begin by attempting to discover
what is taken for granted and that search will continue
to condition his relationship ith his client.

C. When the client first contacts the consultant the question
provided by the client will conceal some implicit client
preferences and assumptions. The consultant will need to
interview his client by asking him explicitly about:

His concept as to the ''essence'’ of his business

His preferred method of meeting entrepreneurial risk
His preferred method of personnel compensation

. His style of value decision trade~offs between
qualitative and quantitative issues.

His perception of his risk position and his risk
utility '‘curve."

His personal non-business objective.

His reasons for being involved with real estate (a
simple question revealing in most cases tremendous
naivete and lack of indepth preparation by the client).

W0 N -
o o+ .
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D. The client is often skeptical of the ability of the consultant
to contribute anything new since he may regard the consultant
as one ''who tells him the time by reading the client's own watch."
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Horeover, he may be using the consultant to double
check another source of information and therefore
expects a consultant to begin from scratch as a way

of confirming the original source.

Nevertheless, the feasibility analyst must eventually
extract from the client, preferably in writing, an
agreement as to what the stated objectives of the study
are and the input which will be provided by others
than the analyst.

This step will probably only be accomplished after the
consultant has come to a better understanding of the
real problems faced by the client.

What is the Problem as Understood by the Consultant?

The problem as perceived by the client almost always must be
converted into a sequence of problems as understood by the consultant.
The perceived question of 'How much should | pay for the land,"

may come to be understood as ''Why do | need to invest in land''?

A.

The feasibility analyst should be the devil's disciple for

in order to define what needs doing, he must first discover

what has been done, what assumptions have been made, and

whether those who made the assumptions knew what they were doing.

1.

A useful technique is to reverse the question or the
alternative in order to have better perspective on
the assumed area of solution. |f asked to organize
a non-profit partnership to create a counseling
facility, approach the problem as how to dissolve a
partnership of non-profit contributors. |f asked
the feasibility of restaurant expansion, investigate
the possibility of reducing the size of the kitchen
instead. '

To gain perspective, one creative think system (Synectics)
recommends conversion of the familiar to the strange

and the strange to the familiar by analogy. Thus any
multi-user real estate becomes analagous to a retailing
model while any single user real estate decision becomes
an industrial location model.

Statement of the problem as a ''compressed conflict'' by
describing it in two words which appear to be mutually
exclusive or contradictory may be useful in understanding
a problem. For example, customer control as ‘'channeled
freedom'' or land use control has ''fixed state of flux"
can then lead to discovery of more remote analogies.
Analogies serve as reiliminary models suggesting
opportunity areas for a solution.
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in search of the real probiem as opposed to the initial
problem perceived by the client, the analyst should retreat
to some basic classification and task identification check-
lists. First there are only three aiternative feasibility
situations:

1. Asite or a project owned by a specific client in
search of a market.

2. An identified market segment or use in search of
the site and project to be provided by a specific
client.

3. A specific client desiring to search for an opportunity
in real estate enterprise.

Hlext the analyst must know the viewpoint of the audience

for his report, written or oral, because the elements
considered important by a mortgage lender may be significantly
di fferent than those of a general partner or those of a
limited partner or those of a large tenant.

Since there are so many facets to the context of a real
estate project and measurement of its success, not to mention
the assumptions on which the determination of feasibility
depends, it is important to have the client agree on what
elements of feasibility are to be provided by which expert

or analyst.

1. Analyst should be an expert on experts

2. it is useful to include a standard checklist of
components with a letter or proposal as that checklist
later becomes the really significant portion of the
statement of limiting conditions (hold harmless
agreements) which are part of the final report.
A sample of one such checklist is provided in Exhibit 2.

With a review of which elements are to be provided by which
experts it then becomes possible to assist the client in
choosing which report title or titles are properly the
responsbility of the real estate analyst. (See 1.360)

With definition of the report expected and the information
to be provided by others, the analyst can prepare a budget
and a schedule for staging the report so that he and the
client can begin to establish priorities both in time and
money available for research to define the feasibility
assignment on which the analyst is to proceed.

Despite the necessity of defining the assignment in light of
the clients problem, it is necessary for the analyst to recall
that he is to remain an independent analyst an advocate of
his own opinion:



Reprinted with permission of Feasibility Research Group, Ltd.

EXHIBIT 2 Feasibility Assignment and Accountability Worksheet
XYZ Appraisal Company
xxx Street Anywhere U.S.A.
Name of Client Date

Assignment Description

Sequence and
Feasibility Input Provided by | Approved by | date available

1. Definition of questions and strategic
objectives

2. Definition of success criterion

3. Ranking of criteria by priority

4. Definition of specific site

S. Definition of market opportunity
6. Space user profile

7. Space consumer preference survey
8. Space product definition

9. Aggregate and market forecast and
absorption rate

10. Merchandising capture rate by
product mix

1l. Legal and political constraints
assumed for user and investor

12. Site constraints and site
development plan

13. Architectural constraints and plans
14. Environmental impact assumptions
15. School district impact assumption

16. Municipal infrastructure and revenue
impact )

17. Aesthetic and social impact
18. Land cost assumptions

19. Improvement cost assumptions
20. Indirect cost assumptions

21, Operational cash-flow budget
assumptions

22. Income tax liability assumptions
23. Financing and refinancing assumption

24, Other

Accepted by Client

(Date)

Worksheet suggested in part by John Rasmussen, Feasibility Research Group,
210 Michigan Theater Building, Ann Arbor, Michigan 48108.
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VI. Property analysis to determine alternative uses

A.

Elements of analysis are approached as an inductive research
problem moving progressively from on-site facts to external con-
ditions. The appraiser needs to examine the following elements in
sequence: (See Exhibit 3)

1. Physical attributes of site and improvement.

2. Legal-political constraints on alternative uses.

3. Basic financial parameters of alternative uses.

o

Existence of effective market demand for remaining alternatives.

5. Comparative risk and return evaluation of alternatives for which
there may be demand.

A physical analysis of inventory of site and improvement attributes
should include the five following subsets:

1. Physical attributes (static) include site dimensions, soils,
' geology, topography, site improvements and capacity, and on-
site flora and fauna.

2. Legal-political attributes include not only zoning and sub-
dividing codes at the local level but also relevent federal,
state, or private controls which might direct or restrict site
use. As appropriate, the appraiser should note administrative
patterns relevant to application of law to use of subject site.



c.

D.
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Linkage attributes identify relationships of site to networks,
populations or activities centers that might generate potential
demand for the subject property.

Dynamic attributes are those attributes which exist in the mind
of others in terms of status, anxiety, beauty, imagery, senti-
mentality or other perceptions which attach to the subject

property to the degree that these are economically significant.

Environmental attributes of the site concern with off-site
natural systems of which the subject property may be a part

such as riparian rights, pollution down wind, storm water runoff,
etc. Even the shadow cast by the structure off-site may become
significant in the era of solar energy. Impacts on others may
be perceptual (i.e. dynamic) or fiscal (legal-political) as well.

Static site attributes which begin to narrow the potential market
to alternative uses should include both the facts and their impli-
cations for productive use in such topic areas as:

1.

2.

9.

Size, shape, and lot area

Topography, soils, geology, slope stability, bearing capacity,
septic suitability, potential for subsidance, etc.

Water table, wells, streams, ponds, storm water swales, shoreland
edges, and bulkhead lines, flood plain designations, etc.

Flora and fauna which enhance marketability or which might cause
environmental impact litigation

Concealed utility easements, old foundations, etc.
Existing on-site utility services and capacity
Access points to public thoroughfares or private right-of-ways

Site improvements such as paving, retaining walls, pedestrian
paths, culverts, etc.

Landmark attributes or historical site features

An inventory of legal attributes should move from specific site
controls imposed by local zoning ordinances to state and federal
regulations as well as private controls which may intervene. The
appraiser has an obligation to report foreseeable attitues or future
legislation which will affect administration of these ordinances
relative to future uses of the site.

1.

All alternative setback lines and building envelope interpre-
tations relative to site

Legal uses under applicable zoning and critical limitations of
each relative to FAR, bulk, parking requirements, DU count, etc.
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11.
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Special zoning options which may be available at owners option
such as rezoning, downzoning, PUD zoning, etc.

Special controls imposed by extra-territorial zoning, tax
conservancy commitments, subdivision process, urban renewal
districts, tax increment districts, etc.

Special state or federal constraints under airport approach
zone districts, harbor commissions, coastal zones, Office of
Environmental Protection Agency, etc.

Public attitudes of public commissions for sewer, water, highway,
planning, or building administration

Public and planning premises of community master plans relative
to sprawl, restoration, redevelopment, and other land use
priorities as these attitudeswill affect administraion of the law

Existing or impending legislation relative to such matters as:

a. Septic tank installation

b. Water quality for ground water, water recharge areas, storm
water runoff, salt water encroachment, etc.

c. Air quality standards relative to use, HVAC performance,
micro-climate interference, etc.

d. Conservation of envrionmental edges, prime agricultural land,
wet lands

Define physical system sub-systems

Foundation system

Structural system

Fioor system

Ceiling system

Roof system

Exterior wall system

Interior wall system

Horizontal circulation sytsem (provacy, interaction, congestion,
confusion)

i. Vertical circulation system (handicapped code, cost, economy of
scale and height)

JTQ -h0O Q0 To
s e e e .

Delineation of functional systems

Bay spaces

Module unit

.- Ceiling heights

. Visual codes - such as mass, entrance, claustrophobic signals

ao oo

Public controls on possible alternative special uses such as
restaurants, places of public assembly, schools, etc.
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Karket Demand Risks

Legal/Palitics)
lcogpubuuy '

Yeohniosl
Construotion
Probless and
Capitsl Cost Risks

Relative Investment
Power Dassd Upoa
Revenus Generation
Potential

Special Inoome Tax

Advantages or Publie
Subsidies Available

Real Estate Tax
Consequences (o
cuy

Scsnarie 1

Rebjrn ta Formar Gas .

Denand very elastio
relative to prics
unless raoom rates
subsidised Ly
welfare agencies

Inqonsisteat with
long tern City goale
for 0l4n Flace

Failure to rapair
within one yesr gay
have jJeopardiszed
grandfathered non-
oonforaing building
conditions. Other-
uise Lhis use has
lonest oonatruction
risks of Scensrios 1
through 5

"wf'l“

Nore

Hodsat increass 10
aspesned value

FEASIBILITY OF ALTERNATIVE USES

Sosoaria 2

Purchass by Welfare
: 4

Melfare agencies
lack capital
reacuross to
purchase and resadsl
facilities, given
the absence of
governasnt funding

Mixed scceptability
as interia use as
bousing for
transfent msales by
some groupa; favorsd
by welfars advocates
and diafavored by
looal reaidents

Capital costs of

rencyation to state
standards excessive
for short term usse

$120,380

None

Loss of $194,300 tax
base with tax-exeapt
Sgengy as owmdr

Spsparie.3
Conversion to

0ffiae market
becoming more price
sansitive} would nat
accept nsighborhood
and lack of parking
unless rents wers
lowsr than necassary
to suppors remodeling

Neighborhood
resistence to
inoreased demand fop
streest parking

VYarianos needed for
parking requiremant
of 1 atall per 300
8F to 1 atall per
2,500 SF of office
space

480,331

Rehadilitation tax
credit of 20§ for
older ocommercial
building convarsion
plus poastble
industrisl bond
financing

Real satate tax dass
would be multiplied
approximately 3
times the preaant
aascassent

Scecnario §
Couveraion to
Apartmants with

$trong demand for
spacious two bedroom
units in CBD area

Preferred use, given
need for downtown
housing and politi-
oal statementa by
alderparsons for
reduction of bdbar
business in reaiden~
tial neighborhoods

apacious apartments
with views provide
favorable rent/cost
per SF ratio--
housing oode oreates
nors remaodeling risk
than commeroial oode

$103,220

Fossible historia
landuark status for
25§ rehabilitation
tax oredit plua tax
incresental
ficancing (TIF)
asaistance

Rea) estate tax base
would be multiplied
approximately 3 1/2
Limes the present
assasament

Scenarig 8
Conversion to
Apartments with

—Existing Bac

Though there is a
strong demaud for
affordable downtown
housing, consuser
survey shows tenant
veluatance to live
atovs nolsy/poten-
tially salodorous
bar-reataurant

Preferred use for
housing 1s compro-
missd by exfating
bar sanageasnt
agreamant

Apartment mtx
chaapenad by re-
taining existing bar
opsration--asmaller
upits require more
pluabing and bring
less favorable rent/
oost per SF ratio

($10,513)

Posaible hiatorio
landmark statua for
253 rehabilitation
tax oredit. TIF
leua likely becauae
increase in tax ia
smaller

Reul satats tax baxe
would be multiplied
spproximately 2 1/2
times the present
asseasament

Scepario 6

Demolition and
~Sale of 3ite

Soft market for
vacant siteus whioch
cannot be assembled
into larger plot~
tuge; purkiag
revenues from 20
spaces inadequate
to carry clearance
ocasta

Incansistent wilh
constituenoy
favoring landmark
deaignation

413,718

Nons

Lass of
approximately
$1%0,000 of tax buse

ve L181RX3
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Analysis of the static and legal/political attributes of site and
structure should be summarized in terms of competitive advantages
and disadvantages of plausible alternative uses for costs, pricing,
marketing, and political administration of compatibility.

1. Some static attributes may help identify most probable user
types (Ex. special display window sizes may be suitable for
antique or art display) while attributes will make certain uses
unlikely (Ex. floor load limitations of fire proofing weights
required of places of public assembly).

2. Some static or legal attributes can provide monopoly advantages
because suitability is unique relative to lands all around it,
because of exemption from certain regulations, or existing
approvals of development plans, including licenses for dredging,
building code variances, etc.

3. Some attributes lead to higher cost which the front door approach
may reveal as leading to excessive rents or prices.

Linkage attributes relate to subject property to both networks of
supporting infra-structure which contributes toward effective demand
for the property as economic space time or the supply and demand

impact of related activity centers which may interact with the subject

property.

1. Analysis moves best from the borders of the subject property
outward to expanding zones of potential demand or competitive
supply.

2. Utility services are network linkages in terms of:

a. Limitations on sewage processing, storm water retention
or runoff constraints
b. Community energy supplies, priorities, and capacity
c. MWater processing and chemistry as applicable
d. Possible dependency on resources such as wild game and fish,

underutilized labor pools, fire department coverage zones, etc.

3. Street, sidewalk, rail, and public transit systems including
access points, traffic department controls, etc.

L4, Relationship of subject site to contiguous properties, balance
of city block, and neighborhood layout pattern.

5. Relationship of subject site to generators of potential needs
and uses for the subject site, such as:

Employment centers

School system alternatives

Retail services

Complimentary existing nearby uses
Recreational services

Health care systems

Security systems

Waste disposal services

JQ -h® OO T O
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6. Neighborhood demographics (population, age, employment, income, etc.)

7. Relationship to competitive alternative and estimate of supply
of available space, competitive ranking, and exposure of subject
site to competitive interception of potential demand.

Dynamic attributes are those characteristics which exist in the
minds of the beholder, which are mental or emotional responses
which a site or project stimulates and which affect decision making
behavior.

1. Image conditioning of the approach zone

2. Visual factors in terms of prominence of the site, views
from the site, potential for controlled sight lines, etc.

Prestige and status

3

Lk, Anxiety factors of access and security

5. Noise as a function of traffic count (FHA noise pollution manual)

6. Prevailing air currents and airborne pollution (phosphate
plants or sulphite paper mills, for example).

7. Political images established for a site by the public positions
of local politicians or vested interest groups.

8. Historical community reputation and values attached to the
project site and structures.

Environmental attributes of the site recognize that the real estate
product today must respond not only to the needs of the individual
consumer in the marketplace but to the collective community of
consumers represented by the community political administrators.
Land use must be sold to both 'markets.' [If the proposal won't
sell at City Hall, there will be little opportunity to market the
product individually. Pre-architectural programs must not only
consider physical factors of environmental impact off-site, but

in addition:

1. Silhouette of social impact in terms of public perceptions of:

. Displacement of existing residents and neighborhood units
Contribution to social integration or mobility barriers
Contribution to land use heterogeneity

Contribution to regional and community master plans

o0 oo

2. Fiscal impact on the community where appropriate:

Direct impact on real estate tax revenues

Direct impact on other governmental revenue

Direct impact on incremental government

Secondary contributions to local government revenues
Secondary cost burdens created for local communities

o oo oo

3. Social factors in the ethical environment;
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Impact on supply/demand equilibrium

Stamina of project sponsor in the face of public pressure

c. Vulnerability of potential project buyers to secondary
political pressures and counter attack

d. Potential uses requiring unique political resources or

private/public consortiums

oo

For the experienced real estate analyst systamatic narrowing

of alternative uses from study of the attributes leads to a
limited series of alternatives which can then be given a final
screening in terms of preliminary financial analysis and effective
demand. The analyst may review these attributes to identify
alternative uses by emphasizing one or more of the following
angles of inquiry.

1. Does any site of site attributes suggest a special space/time -
to money/time configuration? For example, a high floor area
ratio but little parking may suggest a building with a low
person occupancy, such as a switchboard building or luxury
apartment with minimum number of dwelling units.

2. What attributes of the subject site provide monopoly
characteristics or are inferior to alternative sites?

3. What patterns in adjacent or competitive structure represent
a trend to which the subject property should adapt?

L. \hat patterns of use is revealed by transactions in similar
o]
properties on nearby locations?

K. A program of use or reuse can be called a scenario and may be
suggested by physical characteristics of the property,
contiguous property trends and conditions, or known supply
shortages with which the appraiser is familiar.

L. Ranking of these scenarios for economic power is accomplished
by means of the Back Door approach, i.e., the revenue justified
investment for the property, as is alternative whrksheets
for this approach using the default point and the debt cover
ratio as the critical conversion of income to capital are
provided in Exhibits 4-10.

M. Economic power has to be qualified in terms of marketing risks
and capital budgeting risks of each of the alternative uses
before alternative uses can be ranked in summary fashion as
in Exhibit 6.

1. Note that Exhibit 6 integrates the basic elements of prel-
iminary feasibility analysis.

2. Remaining disucssion will emphasize market risk which is
the primary cause of misleading appraisal conclusions



Exhibit 4

REVENUE REQUIRED BY CAPRPITAL BUDGET

APPROACH

LOAN TO COST RATIO

SITE ACGUISTION COST

CONSTRUCTION BUDGET

INDIRECT COST AND

DEVELOPMENT FEES

TOTAL CAPITAL BUDGET

52

X

1- LOAN TO CQOS8T RATIO

LOAN TO COST RATIO

o

MORTGAGE LOAN

i x
Vi

REGQUIRED PRE-TAX CASH

DISTRIBUTION RATE

DEBT SERVICE

CONSTANT

CASH THROW OFF

REQUIRED FOR EQUITY

CASH REGUIRED FOR

MORTGAGE LENDER

EFFECTIVE GROSS REVENUE

REQUIRED

AR

RENT REQUIRED PER UNIT

T




Exhibit 5

REVENUE JUSTIFIED CAPRITAL BUDGET
DEFAULT RATIO APPROACH

GROSS RENT POTENTIAL

DEFAULT RATIO

RISK VARIABLES AND

EQuUITY CASH

CASH BUDGET OUTLAYS

OPERATING EXPENSES

ESBTATE TAXES

REPLACEMENTS

CASH AVAILABLE

FOR INVESTORS

+

CASH

AVAILABLE FOR

DEBT SERVICE

REQUIRED PRE-TAX CASH

DISTRIBUTION RATE

JUSTIFIED CASH

EQUITY INVESTMENTS

JUSBSTIFIED MORTGAGE

LOAN

A )

TOTAL JUSTIFIED INVESTMENT

EXISTING CLAIMEB8 OR PLANNED

IMPROVEMENT BUDGET

PROCEEDS AVAILABLE FQR

PROPERTY PURCHASE “asg 18”




Exhibit 6

REVENUE JUSTIFIED CAPRPITAL BUDGET
DEBT COVER RATIO APPROACH

GROSS RENT POTENTIAL

NET OPERATING

FOR DEBT PAYMENT, INCOME TAX, CASH

INCOME AVAILABLE

DIVIDENDS

DEBT SERVICE

eSO ves

DEBT COVER RATIO

REQUIRED BY LENDERS

CASH AVAILABLE FOR

INCOME TAX AND INVESTORS

AX Y XA

REQUIRED PRE~TAX CASH

DISTRIBUTION RATE

CASH AVAILABLE FQOR

DEBT SERVICE

JUSTIFIED CASH

EQUITY INVESTMENT

JUSTIFIED MORTGAGE

LOAN

EXISTING CLAIMS OR PLANNED

IMPROVEMENT BUDGET

PROCEEDS AVAILABLE FQaR

PROPERTY PURCHASE AS IS




CAPITAL BUDGET Exhibit 7 |
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Exhibit 8
FRONT DOOR - MINIMUM RENT REQUIRED

$20/sq. ft.
X

20,000 sq. ft.

$400,000

$200,000

$600,000

(80% LTV)
$480,000 X J(.1025 constant) = $49,200

4

$120,000 X .07 = $8,400

SRR "

$57,600

+

Default ratio:

Debt service + expenses
Gross rent $2,400

$49,200 + 50,000 +
116,000 = 86%

$50,000
Payback before taxes: +

Equity cash investment $6,000
Equity dividend

120,000
—g.%00 = I+ yrs. $116,000 90%
NLA

Debt cover ratio:

Net operating income* $18,000
Debt service =

60,000

$6.44-6.50/sq.f¢.
H§j§66'= 1.22

or

* NOI = gross rent - vacancy - expenses




OPERATING BUDGET Exhibit 9
{;_2 MARKET SURVEY Bﬁc K UQ@&
- APPROACH
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- | [ReNTAL MarkET TOTAL
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- =~ pmsmen i — !
- .- { - |
CASH MARGIN REAL ESTATE TAXES 1 NET !
{1 operating income |1
- = | * {
iy | NET
VACANCY G  LINCOME muLTIPLIER :
—— CASH AVAILABLE FOR rapp——" Capm———
el DEBT SERVICE _k
RESERVES -3
- MORTGAGE CONSTANT | & MORTGAGE LOAN
e L . 5 o
{ X b e
{ | casu THROW-oFF I=]: JcasHon casn raTE [5R* EQUITY
R, v et
! + | =
: PRINCIPAL REPAYMENT } {roTaL Pnoaecruwek-
: - { r{-*’:“
1| oepreciation = ég: m:s“: s
1
| - { BUILDERS PROFIT
' - | oy .'.;{’\_
: TaxasLEINCOME | ] %'Q
i i BUILDING BUDGET
* ' O 3 -
i I "”“'"-L__
i TAX R, TE l { - =1
l { | 6ROSS BUILDING AREA |}

- |
! { | =] ||
{ | -7AX LIABILITY,OR l *;",3 e
{ Lt TAX CREDIT ' T |
" | CONSTR. COST/ S0 ¥T.

+ i 1 =1
| | CASH THROW-OFF ARCHT.[%.<-] PROGR
‘ — ' T2 Fes
l - l ,‘,_,N&."

i SPENDABLE ITAX
|

e | SUBSIDY CAPITAL BU DGET




BACK DOOR - MAXIMUM JUSTIFIED BUDGET

Exhibit 10
$6.75/sq. ft.
X
$18,000
$121,500 .80
$97,200 - $26,000
$24,300 $24,000
$6,000
- $47,200
$2,400 B
= .1025 $460,500
4
$15,900 - A2 $132,500
L =
$592,500
Default ratio = $200’000
47,200 + 50,000
121,500 = .80 =
Payback ratio: $392,500
132,500 :
W = 8.33 yrs.
$20,000
Debt cover ratio: -
65,500 _ 1.3
7,200 = 139 $19.625 or

19.5/sq. ft.
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Introduction to Financial Analysis

Review of property attributes and identification of alternative uses

which have potential for effective demand typically narrows the alternative
for further consideration to those where potential revenue can support
reasonable capital budget parameters. Initial financial analysis

does not involve present value theory but rather progressive refinement

of ratios and risk characterisitcs for consumers, producers, and the

public infrastructure. Analysis which follows is concerned with

only the private production and finance side of the equation.

A. There are two points of departure for analysis:

1. Given the capital budget, it is necessary to convert to the
required rents necessary to support the project and cash return
objectives. Specified budgets converted to required rents
is often called the front door approach.

2. Given market rent per unit, it is necessary to establish
thefiaximum justified capital budget. Targeted market rents
converted to justified investment can be allocated to various
development budgets and is called the back door approach.

B. Refer to the front door approach exhibit and example, oversimplified
for purposes of illustration.

C. Refer to the back door approach exhibit and example

1. The back door approach is the preferred response to the market
although lenders typically enter the scene after the capital
budget is set.

2. Note that the back door approach can be driven by a default
ratio or a debt cover ratio which are dynamic risk concepts
rather than loan to value ratio which is a static regulatory
concept.

C. The back door approach is the essence of the FHA 2013 form, state
housing finance approach to projects where revenue is defined by
the FMR rules, or even purchase of an existing property subject to
long term rents, renovation, etc.

1. It is possible to detail the back door approach for any type
of project by simply setting up tabs in a flow chart fashion
as suggested by the example for a 236 project.

2. Another way to view the flow charts is in the nature of two
basic programmable formulas:

Gross rent = TRC % LTV * MC + (1 ~ LTV % CC)
T - (ER + RET = VR + RR)

Justified project budget = GR
LTV *# MC + (1 - LTV * CC)
I - (ER + RET + VR + RR)

Where:
TRC = Total replacement cost; LTV = loan to value ratio

MC = mortgage constant; CC = Cash on cash for equity cash
ER = expense ratio; RET = real estate tax ratio
VR = Vacancy ratio; RR = reserve ratio
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Preliminary financial analysis begins with a variety of ratios
which are intended to reveal the tolerance of the project for
variance in key assumptions, the ability absorb surprise, as
well as dynamic risk. These ratios become the objective of
further refinement through sensitivity analysis. Among the
important ratios we have used so far are:

1.

Absorption rate:

Units sold or leased per period = Absorption rate
Total supply of units available
for sale or lease

Capture rate:

Units in specific project

sold or leased per period = Capture rate
Total competitive units sold

or leased per period

Vacancy ratio:

Space unit x # of units x rental payment periods per year x
turnover rate x rental payments lost x rent
# of units x # of payments x rent per period = (gross rent)

1-bedroom apartments x 20 x 50% turnover x 1 month lost 1 $200/mo.

20 x 50% x 1 x 200
20 x 12 x 200

2000 = 1 = 4.2%
L8000 2%

Expense ratio:

Expenses
Gross rent

Net income ratio:
Net income = Overall rate or cap rate

Purchase price + additional costs (should be = to debt service
constant or higher)

Debt cover ratio:

Net operating income
Debt service

Default ratio:

Operating expenses + real estate taxes + short term debt +
interest + principal payments
Gross rent
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it 11

CASH FLOQW PRO FORMA USING PARAMETER NORMS

SENSITIVITY APT. DEMO
Ue We REAL ESTATE DEPT.
DATE: 271471977

BLDG: 1
RUN ¢ 1

GROSS SQUARE FEET IN BUILDING
BUILDING EFFICIENCY

NET LEASEABLE SQUARE FOGTAGE

LAND AND CONSTRUCTIGN C3ST :

LBAN T@d CB8ST RATIQ ]

BRIGINAL LGAN AMGUNT 3

EQUITY REQUIREMENT t

PERMANENT INTEREST RATE H

TERM OF L3AN

ANNUAL DEBT SERVICE H

GR@SS INCOME : 595. S

: 700
H 85.0 PCT

H 595.

s 19300,
750 PCT

s 14625,

S 487Se
9.000 PCT

30« YEARS

s 1412,

Q@ FT AT $ 6.00

LESS: VACANCY 9F S.00 PCT

GREGSS ADJUSTED INCOME
PLUS: PARKING INCOME
PLUS: OTHER INCOME

GRBSS EFFECTIVE INCOME

LAND LEASE EXPENSE

DPERATING EXPENSES: 59

NET OPERATING INCOME

Se S8 FT AT S 2.76

DEBT SERVICE (¢ 966 PCT CBNSTANT)

PRG FORMA CASH FLOW

RETURN ON EQUITY

8.+43 PERCENT

DEBT SERVICE COVERAGE: 1291

DEFAULT RATIO @

83.48 PERCENT

ANNUAL DGLLARS
3570.

179

3392,

150.

24.

3566.



PRO FORMA CASH FLOW TABLE
SENSITIVITY APT. DEMG

Ue We REAL ESTATE DEPT.

FIXED PARAMETERS PAGE 1t OF 12
SITE ] 2000. SQUARE FEET DATE 2~14-1977
BUILDING 3 700« SQUARE FEET BLDG H
EFFICIENCY: 85.00 PCTC 59S. Sa FD
LGAN RATIO: 75.00 PCT @F S 19500,

LBAN : S 14625.

EQUITY H 5 4875

FINANCING @ 30. YEARS 9.000 PCT

OTR INCGME: S 174« ANNUALLY RUN

EXPENSES 1@ S 2.76 PER SQ@ FT
LAND LEASE: S 100.

ANNUAL CASH FL3WS

VACANCY ALLOWANCE

3400 PCT 4.00 PCT 5400 PCT 7400 PCT

RENTAL RATES
ANNUAL, s/Sa FT

s 4.80 -2104 -239. -267. -324.
s Se 40 136 104. 72, 8.
s 6400 283. 447, atle. 340,
s 6+60 829« 790, 750Q. 672.
s 7.20 117S. 1132, 1089. 1004.

BREAKEVEN RENTAL RATES
VACANCY ALLOWANCE

3.00 PCT 4.00 PCT 300 PCT 7.00 PCT

LR T R R ) m-eeooeeee - e waw Mmoo a-

RENTAL RATES
ANNUAL S/SQ FT

S«16 5.22 5.27 S5.39

10.00 PCT

-410.
-89.
233.
SSa.

875

10«00 PCT



PRG FORMA CASH FLOW TABLE
SENSITIVITY APT. DEMO
Ue We REAL ESTATE DEPT.

FIXED PARAMETERS PAGE 2 0OF 12

SITE ] 2000« SQUARE FEET DATE 2-14~1977
BUILDING @ 700« SQUARE FEET BLDG i
EFFICIENCY?S 85.00 PCT( S95. S@ FT)

LGAN RATIO: 75.00 PCT OF s 195C0.

LBAN : S 14625,

EQUITY H S 4873

FINANCING 30« YEARS 9.000 PCT

VACANCY ] 500 PCT OF LEASEABLE

8TR INCGME: S 174« ANNUALLY RUN 1
LAND LEASE: $ 100.

ANNUAL. CASH FLOWS

ANNUAL EXPENSE RATES PER SQ FT

$ 2.40 S 2464 S 2476 S 3.00 $ 3.36

RENTAL RATES
ANNUAL $/5Q FT

S 4.80 -53. -196. =267, -410. =424,
$ S« 40 : 286; 143. 72 =71 -285.
s 6.00 625. 483 4alle. 268 S 4.
s " 6460 965. ga22. 750. 608. 393.
S T«20 1304, 1161, 1089, 947 732

BREAKEVEN RENTAL RATES
ANNUAL EXPENSE RATES PER S FT

$ 2.40 $ 2.64 $ 2.76 $ 3.00 $ 3.36

RENTAL RATES
ANNUAL S/78Q FT

4.89 Se15S S«27 553 S.90



PRG FCRMA CASH FLOW TABLE

SENSITIVITY APT. DEMQ

Ue We REAL ESTATE DEPT.

FIXED PARAMETERS PAGE 3 OF 12
SITE 3 2000. SQUARE FEET DATE 2-14-1977
BUILDING H 700 SQUARE FEET 8L DG 1
EFFICIENCY: 8S«00 PCTC 595, S8 FT
LBAN RATIO: 7500 PCT 9F S 19500.

LOAN 3 s 14625,
EQULTY H S 48 7S5
VACANCY H S«0Q0 PCT OF LEASEABLE
TR INCOME: s 174 ANNUALLY RUN 1
EXFENSES S 2.76 PER S@ FT
LAND LEASE:! S lQQo
ANNUAL CASH FL@WS
FINANCING PARAMETERS
30« YEARS 30« YEARS 30. YEARS 30. YEARS
R .
9.00 PCT 9.25 PCT 950 PCT 8.50 PCT
‘ C
RENTAL RATES
ANNUAL S/SQ FT
$ 4.80 =287 -299. -33t. -204.
s Se. 40 724 40. 8o 13S.
S 6.00 411. 380« 348, 47 4.
s 4«60 75Q. T19. 687 813
S T.20 1089, 1058« 1026« 11S2.
BREAKEVEN RENTAL RATES
FINANCING PARAMETERS
30« YEARS J30. YEARS 30+« YEARS +30. YEARS
R
900 FCT 9.25 PCT 9.50 PCT 8350 PCT
C
RENTAL RATES
ANNUAL S/SQ FT
S.27 5433 S«39 Selb

30. YEA

g.00 P

-143.
196
S36e.
875

121 4.

30« YEA

g8.00 P

5.05



PRO FORMA CASH FL@W TABLE
SENSITIVITY APT. DEMG

Ue We REAL ESTATE DEPT.

FIXED PARAMETERS PAGE 4 OF 12
SITE H 2000. SQUARE FEET DATE 2-14-1977
BUILDING @ 700« SQUARE FEET BLDG 1
LBAN RATIG: 7300 PCT GF S 19500.

LBAN H S 14625,

EQUITY H] S 487Se.

FINANCING ¢ 30« YEARS 9.000 PCT

VACANCY H S.00 PCT @F LEASEABLE

TR INC3ME: S 174¢ ANNUALLY RUN 1

EXPENSES 3 $ 2476 PER SG FT
LAND LEASE: $ 100.

ANNUAL CASH FLGWS

BUILDING EFFICIENCY (PCT OF GR@SS3)

7500 PCT 78.00 PCT 80.00 PCT 82.00 PCT 85.00 PCT
LBAN T@ COST RATIO

7500 PCT €0.00 PCT 85.00 PCT 90.00 PCT 925+00 PCT

RENTAL RATES
ANNUAL $/58 FT

s 4.80 - 393. -3S5. - 330. -305. -267.
s Se 40 -9 4. - 44. -11. 22. 72.
s 600 20S. 267, 308. 349. a11.
s 660 S0S. S78. 627 677 750.
$ 7+20 804. . 890 947, 1004. 1089.

BREAKEVEN RENTAL RATES
BUILDING EFFICIENCY (PCT @F GR@SS)

7500 PCT 78.00 PCT 80.00 PCT 8200 PCT 85400 PCT
LBAN TQ CGST RATI®

75.00 PCT 80+00 PCT 85.00 PCT 90.00 PCT 95.00 PCT
RENTAL RATES
ANNUAL $/S8Q FT

5459 Se 49 S.42 5.36 527



PRG FORMA CASH FLGW TABLE
SENSITIVITY APT. DEMG
Ue We REAL ESTATE DEFT.

FIXED PARAMETERS PAGE S OF 12
S1TE : 2000. SQUARE FEET DATE 2-14-1977
SUILDING 700. SQUARE FEET BLDG 1
EFFICIENCY: 85.00 PCTC 595. S8 FT)
FINANCING 3 30. YEARS 9.000 PCT
VACANCY : S.00 PCT GF LEASEABLE
8TR INC3ME: s 174+« ANNUALLY RUN 1

3

EXPENSES S 2.76 PER 3Q FT
LAND LEASE S 100.

ANNUAL CASH FLBUWS

LOAN T8 CBST RATI@

73.00 PCT 80.00 PCT 8500 PCT 90.00 PCT 95 00 PCT

RENTAL RATES
ANNUAL s/S8 FT

s 4.80 -267. -361. - 455. -550. -644.
s 5. 40 72. -22, ~116a -210. -305.
) 6400 atl. 317 223, 129% as.
s 6460 750 6564 562, 468 « 37 4.
s 7.20 1089. 995. 901. 807, 713

BREAKEVEN RENTAL RATES
L3AN T@ CBST RATIQ

7500 PCT 80+.00 PCT 83.00 PCT 90.00 PCT 95.00 PCT

@ www o - - - - cocoeaaoee eCcaoacnweaoow eeceoweemo

RENTAL RATES
ANNUAL S/5Q FT



PRO FGRMA CASH FL@W TABLE
SENSITIVITY APT. DEM3

Ue We REAL ESTATE DEPT.

FIXED PARAMETERS PAGE 6 OF 12
SITE : 2000. SQUARE FEET DATE 2=14-1977
BUILDING 3 700« SQUARE FEET BLDG 1
EFFICIENCY: 85.00 PCTC 595. SQ FT)

LBAN RATIO: 75.00 PCT OF 8 19500.
LAAN : S 14625,

EQUITY H S 4875

FINANCING 30. YEARS 9.000 PCT
REVENUE H $ 600 PER S@ FT

BTR INCOME: 5 174+ ANNUALLY RUN 1
LAND LEASE: S 100,

ANNUAL CASH FLOWS

ANNUAL EXFENSE RATES PER SQ FT

$ 2040 S 2.64 § 2.76 S 3.00 $ 3.36
VACANCY RATES
3.00 PCT 697 554. 483 340. 1264
4.00 PCT 661 518, 447.  304. 90,
S.00 PCT 625 483, atl. 268 . Sa.
7.00 PCT 554. a1, 340. 197, -17.
10.00 PCT 447. 304. 233. 90. -124.

BREAKEVEN RENTAL RATES

ANNUAL. EXPENSE RATES PER SQ FT

$ 2.40 $ 2.64 S 2.76 $ 3.00 S 3.36
VACANCY RATES
3.00 PCT 4. 79 5.04 Sel16 S. 41 5.78
400 PCT 4.8 4 S« 09 5.22 Se a7 S5.84
5.00 FCT 4.89 S¢15 S« 27 S«353 5«90
7.00 FCT 5.00 Se26 S« 39 S«64 603

1000 PCT Se17 S5.43 557 S.83 623



PRA FORMA CASH FL8W TABLE
SENSITIVITY APT. DEMD

Ue We REAL ESTATE DEPT.

FIXED PARAMETERS ) PAGE 7 OF 12
SITE H 2000. SGUARE FEET DATE 2-14-1977
BUILDING ¢ 700. SQRUARE FEET BLDG 1
EFF1CIENCY: 835.00 PCT¢ 59S. SQ FT)

LOAN RATIG: 7300 PCT 9F S {9500.

L3AN H s 14625

EQULITY H s A 7S

REVENUE H S &6.00 PER SQ@ FT

BTR INCOME: S 174e ANNUALLY RUN i
EXPENSES ¢ 8 2.76 PER S@ FT

LAND LEASE: $ 100.

ANNUAL CASH FLGWS

FINANCING PARAMETERS

30« YEARS 3J30e YEARS 3J0. YEARS 30+ YEARS 30. YEA

9.00 PCT  9.25 :Eg 9.50 PCT 8.50 PCT 8.00 P
VACANCY RATES
" 3.00 PCT 283. asi. a19. Sa4S. 607.
4.00 PCT 447, atSe. 3sa. S10. 571,
- $400 PCT a1l 380. 348. 47 4. S364.
7.00 FCT . 340. 308. 276. 402. 46 4.
10.00 PCT 233. 201. 169. 29S. 3s57.

BREAKEVEN RENTAL RATES
FINANCING PARAMETERS

30 YEARS J0. YEARS 30« YEARS 30+ YEARS 30. YZA

9.00 PCT 9.28 P%} 9«30 PCT 8.50 PCT 8.00 P
VACANCY RATES
3.00 PCT Se16 5.22 S.27 5«06 4.95
4.00 PCT 5.22 S.27 533 Selt S.00
S«00 PCT S.27 S«33 S«29 Sel16 5«05
7.00 PCT 5439 Sedq 5.50 S5.27 S«16

1000 PCT Se 587 Se62 5.68 S« 45 5.33



PRZ FORMA CASH FLgW TABLE
SENSITIVITY APT. DEMG

U. We REAL ESTATE DEPT.

F1XED PARAMETERS PAGE 8 OF 12
SITE s 2000+ SQUARE FEET DATE 2~-14-1977
BUILDING @ 700+« SQUARE FEET BLDG H
LOAN RATIG: 7500 PCT OF s 1950Q.

LAAN t s 146235.

EQUITY H s 48 7S

FINANCING @ 30« YEARS 9.000 PCT
REVENUE H S 6.00 PER S@ FT
VACANCY H 500 PCT OF LEASEABLE

TR INCIME: s 174« ANNUALLY RUN 1
LAND LEASE: s 100.

ANNUAL CASH FLOWS

BUILDING EFFICIENCY (PCT OF GRBSS)

75400 PCT 78.00 PCT 80.00 PCT 82.00 PCT 8S.00 PCT
LBAN T3 CO8ST RATIO

7500 PCT 80.00 PCT 85.00 PCT 90.00 PCT 95.00 PCT

Savconeowe comecoeoosa CE R R T T LT T R ceconnw-

EXPENSE RATES
ANNUAL $/5S9 FT

s 2040 39 4. 464. S10. 5S4 625,
s 2464 268 . 333. 37Se. 418« 483.
s 2+76 20S. 267. 308. 349. 411
s 3«00 79 136 17 4. 212. 268 .
s 336 =110 =60, -28. Se S4.

BREAKEVEN RENTAL RATES
BUILDING EFFICIENCY (PCT AF GRASS)

'75.00 PCT 78.00 PCT 80.00 PCT 82.00 PCT 8S.00 PCT
LBAN TO CQST RATIO

7500 PCT 80.00 PCT 85.00 PCT 90.00 PCT 95.00 PCT

comooawe L P P cacvoca= L X X T W L R R R

EXPENSE RATES
ANNUAL S/S9 FT

3 2440 S.21 Sett S«04 4,98 4.89
s 2464 Se a6 S.36 S.29 S.23 S415
s 2476 S.5¢9 Se 49 Se 42 S«36 S.27
S 3.00 S84 Se74 Se67 S.61 5.53

S J« 36 6422 6012 605 5499 S«90



SENSITIVITY APT.

PR3 F3RMA CASH FL2W TABLE

DEMO

Ue We REAL ESTATE DEPT.

F1XED PARAMETERS

SITE t
BUILDING
L3AN RATIg:
La2aN H
EQUITY H
REVENUE t
VACANCY s
B8TR INC3ME:
- EXPENSES 3

LAND LEASE:

PAGE 9 OF 12
2000« SQUARE FEET DATE 2=14-1977
700« SQUARE FEET BLDG 1
7500 PCT OF S 193500,
3 14625,
3 48735
$ 6.00 PER SQ FT
$+.00 PCT 3F LEASEABLE
s 174+ ANNUALLY RUN 1
8§ 2.76 PER 8Q FT
$ 100.
ANNUAL CASH FLGWS

FINANCING
30.YR 9.00PCT
30«YR 9.25PCT
S0«YR 9+S0PCT
J0«YR 8.S5QPCT
30«YR 8.00PCT

FINANCING
30«.YR 9.00 PCT
30.YR 925 PCT
30.YR 9.50 PCT
30«.YR B.S0 PCT
J0«YR 8.00 FCT

BUILDING EFFICIENCY

(PCT @F GRESSY

7S+00 PCT 78.00 PCT 80.00 PCT 82,00 PCT 83.00 PCT
LBAN T3 C3ST RATIO

7300 PCT 8C.00 PCT 85.00 PCT 90.00 PCT

2Qs.
17 4.
142,
248.
330.

267.
23S5.
204.
330.

391

3C03.
277,
24S5.
371.

433.

HBREAKEVEN RENTAL RATES

95.00 PCT
J49. Al
318« 380«
286. 348.
412, 47 4.
4T 4. S$36.

BUILDING EFFICIENCY (PCT @F GROSS)

'75.00 PCT 78.00 PCT 80.00 PCT 82.00 PCT 85.0Q0 PCT
LOAN TG@ C3ST RATIZ

7500 PCT 80,00 PCT 85.00 PCT 90.00 PCT 95.00 FCT

S.4a2



PRO F@RMA CASH FL8W TABLE
SENSITIVITY APT. DEMQ

Ue W+ REAL ESTATE DEPT.

FIXED PARAMETERS PAGE 10 OF 12
SITE L 2000+ SQUARE FEET DATE 2-14-1977
BUILDING 700« SGUARE FEET BL.DG 1
EFFICIENCY: 85.00 PCT( S95. SQ@ FT3
L3AN RATIO:. 75.00 PCT @F S 19500.

LOAN S 14625

4
EQUITY t] S 4875

FINANCING : 30 YEARS 9.000 PCT

VACANCY : 500 PCT OF LEASEABLE

BTR INCOME: S 174« ANNUALLY RUN )}
EXPENSES 1@ S 2.76 PER SQ FT

ANNUAL CASH FLAWS

LAND LEASE C3ST

$§ 100. S 1S0. S§ 200. S 250. $§  300.

RENTAL RATES
ANNUAL S/5Q FT

$ 4.80 =267, -317. =367 ~417. =467
$ S« 40 72. 22, -28. ~78. -128B.
s 600 411. 361+ 311 261. 211.
S 650 750. 700. 650. 600. S50.
S 720 1089. 1039, 989 939. 889.

BREAKEVEN RENTAL RATES

LAND LEASE COST

RENTAL RATES
ANNUAL S/7SQ FT

S5.27 S.36 S.45 S¢54 563



PRG F8RMA CASH FL@W TABLE
SENSITIVITY APT. DEMO

Ue We REAL ESTATE DEPT.

FIXED PARAMETERS PAGE {1 OF 12
SITE t 2000. SGQUARE FEET DATE 2-14-1977
BUILDING ¢ 700+ SQUARE FEET BLDG 1
EFFICIENCY: 85.00 PCT( $95. S@ FM
LBGAN RATIO: 7500 PCT GF s 19500.

L@AN : S 1462S.

EQUITY H S 4875

FINANCING 30. YEARS 9.Q00 PCT

REVENUE s S 6400 PER S§ FT

VACANCY 3 500 PCT OF LEASEABLE

BTR INC3IME: s 174« ANNUALLY RUN 1

ANNUAL CASH FLZWS

LAND LEASE C3ST

'S 100. S 1S0. S 200. S 250 S 300.

- e e W > an = - L 2 X X % - o was wwm- L E XX R % 1 - e

EXPENSE RATES
ANNUAL SsS/SQ FT

s 2.40 625« S7S. 525, 475, 425.
s 2.64 483 433 383 333. 28 3.
s 2476 a1t. 361, 3it. 261 211.
s 3.00 268 218. 168 118. 68
s 3.36 S4. 4s - 46 -96. -146.

BREAKEVEN RENTAL RATES
LAND LEASE C3ST

s 100 S 150 § 2C00. S 250. S 300.

ceoaccaec o= - oo amwe acaaceaew cmeomawoe LR KK I I Y

EXPENSZ RATES
ANNUAL s/35Q FT

$ 24+ 40 4489 4.98 S.07 Se16 S.25
s 2+64 Se.1S5 S«23 S.32 Se4t S«30
S 276 S.27 S¢36 Se 45 Se54 563
$  3.00 5.53 5.61 5.70 5.79" 5.88

s 3«36 S.90 S99 6.08 6417 6.26



SENSITIVITY TAELE

SENSITIVITY APT. DEMG

Ues We REAL ESTATE DEPT.
FIXED PARAMETERS

SITE L 2000.

BUILDING ¢ 700.

EFFICIENCY: 835.00 FCT O

LOAN RATIO: 7500 PCT @

EQULTY : S 4875

FINANCING : 30.

REVENUE : S 6.00 FER

VACANCY s

PARK/Q THER: S

EXPENSES

LAND LEASE: 3
CBNSTRUCTIGN AND LAND C3ST

17 4.
: $ 2.76 PER
100.

SQUARE FEET
SQUARE FEET

F GR@SS
F s

YEARS 9.000 PCT

SQ FT

ANNUALLY
SQ@ FT
ANNUALLY

19500.

S«00 PCT OF LEASEABLE

19500.

PAGE 12 OF 12
DATE 2-14-1977
BL DG 1
RUN

EFFECT OF SELECTED CHANGES IN PARAMETEZRS
PARAMETER CHANGE

INCREASE IN

CASH FLOW
INCREASE BUILDING EFFICIENCY | PCT 21,
INCREASE RENTAL RATE S .10 PER SQ@ FT 57.
DECREASE VACANCY RATE 1PCT 36
DECREASE QFERATING RATE S «10 PER S@ FT 60.
DECREASE PERMANENT RATE «25PCT d1le.
DECREASE PERMANENT LOAN TERM BY 1 YEAR =10,
DECREASE PERMANENT LOAN TERM BY S YEARS =61
DECREASE THE LOAN RATIG BY S5 PERCENT 9 4.
DECREASE LAND LEASE BY 10% 10Q.
EQUIVALENT EFFECT TO YIELD
A S 100. INCREASE IN ANNUAL CASH FLOW

INCREASE BUILDING EFFICIENCY BY 486 PCT

INCREASE RENT RATE BY $ 0.18 PER SQ@ FT

DECREASE VACANCY BY 2.80 PCT

DECREASE EXPENSE RATE BY S 0.17 PER S@ FT

DECREASE PERMANENT RATE BY 079 PCT

INCREASE PERMANENT LZAN TERM BY 8.2 YEARS

DECKREASE LOAN RATIO BY 5«3 PERCENT

DECREASE LAND LEZASE BY S 100.



_2]_

8. Loan to value ratio:

Mortgage loan balance
Purchase price

9. Cash on cash:

Net income - debt service - reserves + refinancing surplus
Total capital budget - original mortgage balance

Understanding the basic ratios leads to manual or data processing

of sensitivity ratios; it is important to remember that projecting
specific returns is not a forecast for the future; it is intended

to be a basis for measuring the tolerance of the financial parameters
for variance from the initial assumptions and identifying the
thresholds of insolvency or incompatibility with competitive
markets. Refer to John Nabors model in Exhibit

If project makes sense before tax, then it is useful to refine
analysis for projections over time on an after tax basis.

1. Accounting tabs for after tax income (See Exhibit )

2. Accounting tabs for after tax sale proceeds (See Exhibit )

3. Basic pattern of after tax financial analysis requires a
pattern of assumptions (See Exhibit )

After tax spendable cash ratios include:
1. Distributable cash from operations:

Cash throwoff

- income taxes

Cash from operations

- reserves

~ repayment of working capital loans
= Distributable cash

2. Spendable cash attributable to real estate:

Distributable cash

+ tax savings to other income
+ surplus from refinancing

= Spendable cash

3. After tax sale proceeds:

"+ return of working capital
+ liquidation of sinking funds
= cash reversion

4, Return on net worth B/4 tax:

Cash throwoff + change in net worth
Net worth at end of previous period




-22-

5. Return on net worth after tax:

Spendable cash + (change in net worth - change in taxes on sale)
Net worth at end of previous period - taxes on sale

6. Payback ratio:

Cumulative spendable cash
Original budget - original debt
+ amount of personal guarantees

Precise definition of cash returns is critical in the negotiation
of participating loans and partnerships

1. Defining effective gross, net income or cash throwoff with
a participation loan

2. Defining base number in which general partner will share



Reprinted with permission of James C. Canestaro, Architect.

HANDBOOK: GRDER FORM

Now that you have had the opportunity to use and evaluate the Real Estate
Financial Feasibility Analysis WORKBOOK, you may wish to explore more
comprehensively the topic of Project INVESTMENT ANALYS!S. The Real Estate
Financial Feasibility Analysis HANDBOOK has been written specifically to
quickly and accurately present the steps necessary to complete a Project
INVESTMENT ANALYSIS. This 200 page text has been written in the terminology
that both a novice and practitioner can easily understand. The HANDBOOK is
designed to compliment, reinforce, and elaborates on the COST-BENEFIT
analysis systems presented in the WORKBOOK. In addition, a comprehensive
index, glossary, and set of compound interest tables are provided for
reference. Topics presented in the HANDBOOK include:

1. PRocEss INTRoDUCTION: 6. BEFORE AND AFTER TAX CASH FLOWS:
The Real Estate Development System Cash Throw-off )
The Feasibility Analysis Process Taxable Income Du}uctxom
The Analysis Framework Income Tax Liability
The Project Cost-Benefit Analysis Process Cuh.tro- Operations
Market Justified Cost-Benefit Analysis Working Capital Loan

Project Solvency & Financing Justified Distrbutive Cash After Taxes
Cost - Benefit Analysis Tax Savings on other Taxable Income

The Transition Refinancing Surplus
Cash Flow Analysis Spendable Cash After Taxas

Investmeant Value Analysis
7. PROCEEDS FROM RESALE & TOTAL INVESTMENT VALUE:
2. THE OPERATING INCOME STATEMENT:

Resale Praice

Real Estate Market Analysis Reversion
Revenue Generation Taxes Due at Time of Sale
The Lease Cosmitment Capital Gain Tax
Operating Ixpenses Total Investment Value
3. INCOME CAPITALIZATION: 8, EVALUATION OF INVESTMENT PERFORMANCE:
Capitalization in Perpetuity Before Tax Ratio Analysis
Investment Value Default Point
Compound Interest Before and After Tax Equity Payback

Rate of Return Indicators
Investor Preference for Return Measures
Sensgitivity Analysis

Determination of the Discount Rate
Standard Compound Interest Factors

4, THE CAPITAL BUDGET:
9, APPENDIX:

Cost Benefit Worksheets
After Tax Zquity Investment Value -

The Procurement Process
Capital Cost Components
Iinterim financing

Life Cycle Cost Analysis Proclems 1 & 2
Total Present Value Cost Approach Compound Interest Tables
Equivalent Uniform Annual Cost Approach Glossary

Index

Sources

5. THE MORTGAGE-EQUITY FINANCING PACKAGE:

Straight Term Mortgage
Chattel Mortgage
Amortized Mortgage
Refinancing Surplus
Mortgage Debt Service
Mortgage Constant
Equity

Leverage

ORDER FORM ON REVERSE SIDE




llllllllllllIIIIIIIIl...l.lllIlllllIlll-l-l-l-l-lIlIll--II--------I-IIII
PLEASE SEND ME:

Copies of the Real Estate Financial Feasibility Analysis HANDBOOK:

(@ s12.00 per Copy, including shipping and handling )

Copies of the Real Estate Financial Feasibility Analysis WORKBOOK:

(@S 5.00 per Copy, including shipping and handling )

TOTAL ENCLOSED PAYMENT

NAME : PLEASE SEND PREPAID ORDER TO:

ADDRESS: James C. Canestaro, AlA

Post Office Box 194
Blacksburg, Virginia 24060
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(+pages X.10-15 )

: Evaluation of Project Cost & Operations Data
Manual Suitability,

Legend

APPENDIX

LEGEND: EVALUATION OF PROJECT COST AND OPERATIONS DATA MANUAL SUITABILITY
LEGEND
RECOMMENDED: COMPLETE DATA CONTENT WHICH HAS A STRONG FIT TQ THE FORMAT OF THE MODELS.
The data manual provides comprehensive information which can be utilized to
best advantage in the format of the decision models under consideration.
RECOMMENDED W1 COMPLETE DATA CONTENT WHICH HAS A WEAK FIT TO THE FORMAT OF THE MODELS.
RESERVATIONS:

The data manual provides comprehensive information organized into categories which
can not be successfully intergrated into the format of the decision models under
consideration,

RECOMMENDED WITH
RESERVATIONS

INCOMPLETE DATA CONTENT WHICH HAS A STRONG FIT TO THE FORMAT OF THE MODELS.

The data manual does not include all the necessary information required by the
decision models; but the data categories included can be satisfactorily utilized
in the format of the decision models under consideration.

INCOMPLETE DATA CONTENT WHICH HAS A WEAK FIT TO THE FORMAT OF THE MODELS.

The data manual does not include all the necessary information required by the
decision models; and the data categories included can not be successfully
intergrated into the format of the decision models under consideration.
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CONTENT ORGANIZATION

Comparison of PROJECT COST DATA MANUALS

APPENDIX

SOURCES
DESCRIPTION OF COST DATA
Method Uses ]
=<
o -
- . ] 9 L [*]
zo| 22| 3 3 1.
5 . — > —— ca
: ‘Initial  [Frequenc 3 Sl 5 -8 - &
NAME OF Publisher's nitia requency 9 " o3 als R § "
DATA SOURCE Address Cost of EJ S’L E- ‘§. - § ® 3 ._:. <
1st Year {Publication] éu. .‘_“E‘ g 3 —‘: E% -: :_:} §
cal Sa| & 2 £|=2) &8s
BOECKH BUILRING E.H.Boeckh Company( $18.00 New Yes | No No Yes | Yes | No No | Yes
COST GUIDE: American Appraisal Edition (1a)
COMMERCIAL Associates, iInc. Published
615 E.Michigan St. Annually
Mi lwaukee, Wisc.
53201
BOECKH BUILDING E.H.Boeckh Company | $15.00 New Yes No No Yes | Yes | No No | No
COST GUIDE: American Appraisatl Edition (2a)
LIGHT INDUSTRIAL Associates, Inc. Published
615 E.Michigan St. Annually
Milwaukee, Wisc.
53201
BOECKH BUILDING E.H.Boeckh Company | $388,00 $52.00 Yes Yes No Yes Yes | Yes No Yes
VALUATION American Appraisal Al (3a)
MANUAL SECOND ED. Assocliates, inc. 39
includes includes
615 E.Michigan St. | quarterly up quarteriy
Milwaukee, Wisc. dating of | Up-dating
5320) time-location
multipliers
i
DODGE CUILDING Dodge Building $82.00 $62,00 Yes No No Yas Yes| No No Yes
COST CALCULATOR Cost Services Also (ha) (4a) (4b)
AND VALUATION McGraw-Hill
GUI2E Information Includes includes
Systems Company three quarterly
quarterly materials
1221 Avenue of supplements
the Americas
New York, N.Y.
10020
DODGE DIGEST OF Dodge Building $122.00 $92.00 Yes No No No Yes | No No Yes
BUSLDING COSTS Cost Services Al (5a)
AND SPECIFICATIONS McGraw-Hill tnclud e ud
Information s::ﬂ -a::ual sz:p‘lle;:nt
Systems Company supplement
1221 Avenue of
the Americas
New York, N.Y.
10020
DODGE CONSTRUCTION Dodge 8uilding $39.80 New Yes| Yes| No No Yes | Yes |Yes | Yes
SYSTEMS COSTS Cost Services Edition (6a) (6b)
McGraw-Hill Published
Information Annually
Systems Company
1221 Avenue of
the Americas
New York, N.Y.
10020
DODGE MANUAL FOR Dodge Building $28.80 New No No Yes No No | No |Yes | Yes
BUILDING CONSTRUCTION Cost Services Edition (7a)
PRICING AND McGraw-Hill Published
SCHEDUL ING Information Annually
Systems Company
1221 Avenue of
the Americans
New York, N.Y.
10020
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PROJECT ITEMS INCLUDED

IN COST DATA

ADJUSTHMENTS

Land Costs

Sitework

General Contractor
Overhead & Profit

Architect/Engineer

fee

Construction
Financing Costs

Labor Cost Segregated

From Materia) Costs

Location Modifier

Time Modifier

SELECTED

SPECIAL FEATURES
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No

z
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<
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z
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Comparative unit costs are segregated for air-
conditioning, fire protection, & elevators only.
A 5% cost for contingencies is included.

No

Yes
(2pb)

Yes

No

Yes

No

2a.

2h,

Comparative unft (sq.ft.) costs are given for
air conditioning, fire protection, and
elevators only.

A 5% cost for contingencies is included.

No
(3b)

No
(3c)

Yes
(2d)

No
(3e)

No

No

Yes

3a.

3b,

3c.
3d.
3e.

Unit-in-place costs are given for walls,
foundations, framing, floors, floor finish,
roof, ceiling finish, partitions, plumbing,
HVAC, electrical, fire protection & a large
number of miscellaneous equipment and
improvements.

Criteria for land valuation is given, but no
cost figures are included.

Sitework costs are given for some site improvements.
A 5% cost for contingencies is included,

A separate schedule of architect fees based upon
project cost is given.

(4c)

Yes/|

(4a)

No

No

Yes

Yes

ha,
bb.

he.
LTR

Unit-in-place costs are given for a few selected
miscellaneous items only.

Component depreciation can be calculated from building
systems costs given in case histories.

Sitework costs are included in case histories only.

Builder's profit is not included in cost figures: only
bullder's administrative overhead & supervision.

No

No
(5b)

Yes

No

No

No

Yes

Yes

Sa.

Sb.

Comparative unit costs (sq.ft.) are given for
structure, plumbing, HVAC, electrical and
miscellaneous categories only., Comparative unit
costs (sq.ft.) are also given by building sytems in
12 case histories

Segregated sitework costs are included in the case
histories only.

No

No
(6¢)

No

No

Yes
(6d)

Yes

No

6a.

6b.

6c.

Unit-in-Place (systems) costs are given for
foundations, superstructures, exterior walls,
roofing, partitions, interior wall finish, floor
fintsh, ceilings only; other improvement costs taken
from average costs table.

An estimate based on detailed assembly costs would be
less detailed than a complete quantity survey based
estimate.

Sitework costs are included in average cost section
through 1978 edition.

Labor/materials are segregated for unit-in-place
bystemd costs only.

No

No
(7p)

No

No

Yes

No

7a.
7b.

Component depreciation could be caiculated from a detailed
quantity survey.

Quantity survey sitework costs are included for drainage,
utilities, paving § surfacing, landscaping, and site
improvements.

Comparison of PROJECT COST DATA MANUALS

APPENDIX
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Comparison of PROJECT COST DATA MANUALS (cont.)

APPENDIX

CONTENT ORGANIZATION
SOURCES DESCRIPTION OF COST DATA
Method Uses g
v
9
- . o ° S S
Tl 2% 3 H IS
. oD - ¢ = $ g - ca
NAME OF Publisher’s Initial  |Frequency 3 §‘l‘ 5 Sl S al &
> < “ " L] w =]
DATA SOURCE Address Cost of i T o § “lSe =] <t
g Sq 2 S| =] g3 2l 2
ist Year |Publication Lo |- M - By ZV S
o e c g e 8 - L U -
g 4 =@l 8 = 2] 25 | = F
S& 53 & 3 2128 & &8s
MARSHALL VALUATION Marshall & Swift $75.00 $65.00 Yas| Yes| No Yes | Yesi Yes| No Yes
SERVICE Publication Co. Al (8a)
so
1617 Beverly 8lvd.| includes includes
Los Angeles, monthly monthly
California supplement supplement
90026
RESIDENTIAL COST Marshall & Swift $33.00 §29.00 Yes| Yas| No Yes | Yes| Yes| No | VYes
HANDBOOK Publication Co. ' (9a)
ncludes
1617 Beverly Blvd.] Includes quarteriy
Los Angeles, quarterly supp | iment
California supp iement & up~date
90026 § up-date services
services
BUILDING CONSTRUCTION Robert Snow Means | $22.50 New Yes| No Yes No Yes No Yes| Yes
COST DATA Company, Inc. Edition (102 (10b) (10c
Construction Annually
Consultants and
Publishers
100 Construction
Plaza
Duxbury, Mass.
02332
¥
|
BUILDING SYSTEMS Robert Snow Means $27.50 New Yes | Yes | No No Yes | Yes jYes | Yes
COST GUIDE Company, inc. Edition t1a) {{(11b)
Construction Annually
Consultants and
Publishers
100 Construction
Plaza
Duxbury, Mass.
02332
CURRENT CONSTRUCTION Lee Saylor, Inc. $23.95 New No No Yes No No {No |[Yes Yes
CosTS Consulting Cost Edition 12a) [{12b)
Engineers Annually
1855 Olympic
Bivd., Suite 110
Walnut Creek,
California
94596




PROJECT

ITEMS

IN COST DATA

INCLUDED

ADJUSTMENTS

L.and Costs

Sitework

General Contractor
Overhead & Profit

Architect/Engineer

Fee

Construction
Financing Costs

Labor Cost Segregated

From Material Costs]|

Location Modifier

Time Modifier

SELECTED

SPECIAL FEATURES
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Yes

8a.

8b.
8c.

8d.

Unit-in-place costs are given for foundations, framing,
floors, interior construction, HVAC, electrical,
plumbing, fire protection, roofs, walls, refrigeration,
conveyances and miscellaneous equipment.

Sitework costs are given for some site improvements.
Architect's fees are included in compartive units costs
(caiculator method) ,but are not included in unit-in-
place (segregated cost method) costs. A schedule of
architect's fees based upon project cost is gliven,
Included inconstruction costs are construction financing
costs except for discounts & bonuses paid for financing.

No
(9b)

Yes

|

Yes
{9¢c)

Yes
(9d)

No

Yes

Ya.
9b.
Sc.

9d.

Unit-in-place (components)costs are given for roofs, walls,
HVAC, ceilings, floors,electrical, plumbing, & fireplaces.
Sitework costs are given for some street, utility,

and yard improvements.

Architect's fees are included in comparative unit costs,
but are not included in component or unit-in-place costs.

A schedule of archited's fees based upon project quality

is given,

Included in construction costs are construction financing
costs exceot for discounts and bonuses pald for financing.

No

No

|
Yes

{10d) (10e)(10f]

No

No

Yes
(10g)

Yes

Yes
(10n)

10a.

10b.
10c.

10d.

10e.

10f.
10g.

10h.

Selected building components are categorized

by trades, with costs given in comparative

unit cost section,

Use comparative unit cost section {sq.ft. and
cubic ft.building costs)for quick estimates.
Component depreciation could be calculated from

a detailed quantity survey.

Quantity survey sitework costs are included for
drainage,utilities,roads,walks,fences,playgrounds,
fountains,athletic facilites, and landscaping.
Segregated sitework costs are given for some
building types in comparative unit cost section.
Builder's (general contractor) overhead & profit
must be added to quantity survey costs; comparative
unit costs include builder's overhead & profic. A
schedule is included for builder's overhead & profit
as % of project cost.

A schedule of architect's & engineer's fees as 2
of project cost is given in the manual.
Labor/material costs are segregated in the
quantity survey section only.

Historical cost indexes are included to determine
quarterly construction cost changes.

No

No
(tic)

No

No
(11d)

No

No
(1e)

Yes
(11f)

te.

tid.
lie.

1f.

An estimate based on detailed assembly cost would be
less detailed than a complete quantity survey based
estimate.

Component depreciation figures can be compiled from
costs given in systems section. in comparative unit
cost section, selected building component costs are
segregated.

Sitework systems costs are given for roads, parking
lots,utilities. Segregated sitework costs are given
for some building types in comparative unit cost section.
A schedule of architect's fees is given as a 3 of
project cost by building type in manual.

Installation costs are segregated from material costs
for some systems,ie.walls,doors & windows.

Historical cost indexes are included to determine
quarterly construction cost changes.

No

Yes
(12¢)

Yes

No
(12d)

No

Yes

12a.

12b.

l2¢c.

12d.

Where a trade requires several types of materials to

make a final item (ie. paving) in-place costs as well

as detailed breakdown of costs are included.

Component depreciation could be calculated from a
detailed quantity survey.

Quantity survey sitework costs are included for utilities,
drainage, paving, sidewalks,landscaping, fencing, and
athletic facilities.

On-site construction permits are included in a separate
section titled General Conditions.

Comparison of PROJECT COST DATA MANUALS (cont.)

APPENDIX
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Comparison of PROJECT COST DATA MANUALS (cont.)

APPENDIX

r : —
CONTENT ORGANIZATION
SOURCES
DESCRIPTION OF COST DATA
Me thod Uses §
S
L4
M 2
- VR I 8 Fl H
S& 182 |8 2 Zi%a
. a 9 - < - g
NAME OF Publisher's Initial Freguency ¢3 g'c a b a8
.~ o~ w — -~
DATA SOURCE Address Cost of st IS |z § - ;8 2 |SE
o |~ - -~ - - |-
1st Year |pubiicationff|is (8 |5 s (S|l 513
§-12218 I 3 |2 123) 55
s S 5 u?; < ; = -t 3 [
L
DOLLAR AND CENTS OF Urban Land $49.25 New Yes { No No No Yes | No |[No No
SHOPPING CENTERS Institute Edition
1200 18th St, N.W. gublished
Washington, D.C. Threy Year
20036 €
BUILDING COST FILE Van Nostrand $25.95 New . No No Yes No No [ No {Yes | Yes
UNST PRICES Reinhold Company Edition (14a)
135 West 50th St. Published
4 editions available:
Eastern,Central New York, ’I‘OZZO Annually
Southern,Western
To order:
7625 Empire Drive
Florence, Kentucky
41042
DESIGN COST FILE Van Nostrand $29.95 New No Yes No No No Yes |Yes Yes
Reinhold Company Edition (15a) 15b) J(15¢)
135 West 50th St. Published
New York, N.Y. Annually
10020
To order:
7625 Empire Drive
Florence, Kentucky
L1042
ENGELSMAN'S GENERAL Van Nostrand $27.50 New No No Yes No No |No |Yes | Yes
CONSTRUCTION COSY Reinhold Company Edition (16a)
GUIDE 135 West 50th St., Published
New York, N.Y, Annually
10020
To order:
7625 Empire Drive
Florence, Kentucky
41042
REAL ESTATE Yan Nostrand $29.95 New Yes No No Yes Yes | No No No
VALUATION COST FILE Reinhold Company Edition
135 West 50th St. Published
New York, N.Y. Annually
10020
To order:
7625 Empire Drive
Florence, Kentucky
41042
RESIDENTIAL COST Van Nostrand $28.95 New Yes | No Yes Yes | No [No [Yes | Yes
MANUAL Reinhold Company Edition i8a) (18a) X18b)
135 West 50th St. Published
New York, N.Y. Annually
10020
To order:
7625 Empire Drive
Florence, Kentucky
41042
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PROJECT ITEMS INCLUDED ADJUSTMENTS
IN COST DATA -
co ] = £
o~ ¢ o8 H SELECTED
2% < " [ —
- < ‘o o o et
e | & 218% | 3 5 SPECIAL FEATURES
wn g w0 W S © ‘c 3 oo
o o ~ —_— - o [T
s lviCgl s |Selge 3
o v -8 © 5L£1{8s% 5 §
SrElsg| s s seliE| 2
RS AETIE IR BN
- Q - N . —
— v jlaQ s | S ) auw 5 -
]
Yes | Yes Yes VYes, Yes No No No 13a. The site improvement cost includes both on-site and
(13a) off-site improvements.
No | No No No No Yes || Yes No 14a. Component depreciation could be calculated from a detailed
(14b quantity survey.
ikb, Quantity survey sitework costs are given for drainage,
utilities, paving, surfacing, fencing, athletic facilities,
I retaining walls, and landscaping.
|
!
,No | No No| No [ No No Yes No I5a. An initial estimate can be made by summing system costs if
! : the building design & systems are well defined.
i5b. An estimate based on detailed assembly costs would be less

. detailed than a complete quantity survey based estimate.
l 15c. Component depreciation could be calculated from detailed
X building system costs.
1

]

1
No !NO No| No | No Yes |[Yes | Yes 16a. Component depreciation could be calculated from a detailed

i6b ; quantity survey.

I 16b. Quantity survey sitework costs are given for drainage,
utilities, paving, athelitic facilities, paving, fencing,
and landscaning.

No No Yes Yes No No Yes No 17a. 1n Miscellaneous Cost Items section, comparative unit
(17a) sitework costs are given for athelic facilities, parking,
fencing, landscaping, incinerators, paving, and retaining
walls.
No |Yesl Nol No ' No Yes Yes | No 18a. Part 3: Valuation Section includes comparative unit costs
(18c; (134 for houses and apartments which are adjusted by shape,
height, and size factors.
18b. Component depreciation cou.d be calculated ‘rom a detailed
quantity survey.
18¢c. General overhead items are included in a seperate schedule
for reference.
18d. Architect's and engineer's fees are included as part of
general overhead.

Comparison of PROJECT COST DATA MANUALS (cont.)

APPENDIX
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Comparison of PROJECT OPERATIONS DATA MANUALS

APPENDIX

Administrative
Oepreciation
Debt Service

SOURCES
NAME OF Publishers' initial] Frequency §i Income Expense Statisticy
DATA SOURCE Address Cost of Categories Categories Used
tst Year Publication Median
Range
Averaqe
DOWNTOWN AND SUBURBAN{ Building Owners $95.00 [New Office Variable Average|
OFFICE BUILDING and Managers Edition Store Operating
EXPERIENCE EXCHANGE Association Published | {Storage Fixed
REPORT international Annually jlSpecial Operating
Tenant
1221 Massachusetts improvement
Avenus, N.W. Allowance |
Washington, D.C. Leasing Expense
20008 Depreciation
INCOME/EXPENSE Institute of Real | $45.00 | New * Apartments Administrative Median
ANALYSI1S Estate Management Edition Garage/Parking| Uttlities 8
APARTMENTS Published]|Store/0ffice Building Range
430 North Michigan Annually Services
Chicago, itllinois Maintenance
60611 R.E. Taxes
Insurance
Amenitles
EXPENSE ANALYSI!S Institute of Real | $20.00 |New None Administrative Median
- CONDOMINTUMS Estate Management Edition Utitities &
COOPERATIVES, AND Publi Builidi R
. ul shed uilding ange
PLANNED UNIT 430 North Michigan
DEVELOFMENT Chica I Annually Services
go, 1llinois Maintenance
60611 R.E. Taxes
Insuyrance
Leased
Recrational
Facilities
{NCOME/EXPENSE Institute of Real | $30.00 [New bffn‘ce Administrative Median
ANALYSIS Estate Management Edition Storage Maintenance &
SUBURBAN OFFICE Published | [Retail Utitities Range
BUILDINGS 430 North Michigan Annually |[|Parking R.E. Taxes
Chicago, [1linois Escalator Insurance
60611 Clauses
THE OOLLAR AND CENTS ] Urban Land $49.25 | New Base Rent Maintenance Median
OF SHOPPING CENTERS Institute Edition Qverage Central 2
Published{|Common Area Utility System Decile
1200 18th, N.W. Every Charges Advertising &
Washington, D.C. Three Promotion
20036 Years R.E. Taxes
Insurance
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CONTENT GRGANIZATION

Vaca!ncy Trend 2 o o SELECTED
. H H ° & “ v
Analysis . § <l §% e|los ° LN SPECIAL FEATURES
Occup- c o - e =5 [ - Y
ancy 2 ¢ 08 R °=I38 2el =
. - I : 3 U e O o= C o= g S ‘:
Data = o aa 53 23| & Twl o
Yes | Detailed |Offices Yes | City Yes | None Yes | Yes||!. Economic analysis of office building industry.
1973-77 | Downtown Region 2. Operating cost breakdown by region,size,age
compared | Suburban Nation & height for suburban & downtown offices.
by several including 3. Energy analysis for downtown, suburban, &
attributes Government government offices by size, age, region,age,
Nat-onal & Medical and height. .
Values 4. Data summary & operating ratios by
organizational category.
Yes| Detailed| Apartments No | City Yes | Rental]l No | No || 1. Graphic summary of income & expenses
1974-77 | To-Rise Metropolitan Range by development type.
by 12-24 units Area 2. Tenant turnover rates by development
building| Lo-Rise Region type.
type 25+ units Nation 3. Summary of distribution of income &
' Natlonal Elevator expenses by building type expressed in
I values| Garden dollars per room ¢ percentage of gross
| Unfurnished income.
| Furnished
!
No ! No Condominiums No Metropolitan| Yes |Price No No 1. Kinds of amenities furnished by owners
| ! Cooperatives Area Range association.
!Planned Unit Region ‘ 2. Breakdown of utility expenses between
Developments | unit and owners' association by unit
! price range and building age.
Yes | 1976 ¢ Offices Yes | Metropolitan| Yes | Rental| Yes [ No ||1. Energy amalysis for suburban offices
1977 by | Suburban Area Range by region and age.
regions Region 2. Data summary & operating ratios by
Reglonal Nation organizational category.
Values 3. National £ regional graphic summary of
income,expenses, & total actual collections.
No 1975 & Shopping Yes| Region Yes| Yes No | No || !. Tenant space needs,base rent,sales,&
1978 by Centers Nation common area charges for 120 types of
shopping | Super regional tenants in each center type.
center Regional 2. Center operating receipts, expenses, &
type Community net operating income as a ¢ of capital
Natlonal Netghborhood costs. . ‘ .
3. Energy sales & distribution methods
Vatues by center type.
4. Analysis of Operations of enclosed &
non-enclosed malls,
5. Analysis of capital costs by center type.

Comparison of PROJECT OPERATIONS DATA MANUALS

APPENDIX
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‘A - DECISION MODELS: INITIAL PROJECT ANALYSIS

ty

Refer to Page X.1

Evaluation of PROJECT COST DATA MANUAL Suitabili
Legend

APPENDIX

NAME OF PROJECT T
‘DATA SOURCE DEVELOPMENT SUITABILITY COMPARATIVE COSTS -
FOR USE IN lyzed on the basis of:
ATEGORY Y.
¢ 0 ANALYS1S BUILDING TYPE & SIZE
Content/Fit
BOECKH BUILDING VALUATION MANUAL Apartmt. The data is presented in a form which includes
Office building component descriptions and costs for
Retail specific designs.
The comprehensive design and cost data is
best applied in advanced project analysis.
BOECKH COMMERCIAL BUILDING Apartmt. The data requires design decisions on
COST GUIDE Office building exterlor and ground floor area to
Retail select appropriate cost figures.
The data applies to intermediate project
analysis. :

DODGE BUILDING COST Apartmt, A limited seiection of hisorical case studies

CALCULATOR AND VALUATION GUIOE Office are included for each building category which

Retail could prove helpful in identifylng initial
project costs.
The data requires design decision on building
exterior and quality class to select
appropriate cost figures.
The data applies to intermediate project
analysis.

DODGE CONSTRUCTION SYSTEMS Apartmt. The average building cost section provides

COST GUIDE Office a range of construction costs for various

Retail project types.
DODGE DIGEST OF BUILDING Apartmt. Data requires initial design decisions before
COSTS AND SPECIFICATIONS Office comparison with specific case study
Retail references.
Shop.Cntr. The data applies to Intermediate project
analysis.

RESIDENT AL COST HANDBOOK Apartmt, The data requires design decisions on bullding
type, size, and quality to select appropriate
cost figures.

The data applies to intermediate project
analysis.
-
MARSHALL VALUATION SERVICE Apartmt. The Cost Calculator Method data requires design
Office decisions on building type and quality to
Retail select appropriate cost figures.

MEANS BUILDING CONSTRUCTION Apartmt, Section 17 can be very useful for developing
COST DATA Office initial cost estimates for particular property
Retail types,

MEANS BUILODING SYSTEM Apartmt. Section l4 can be very useful for developing
COST GUIDE Office initial cost estimates for particular property
Retail types
DOLLARS ANO CENTS OF SHOPPING Shop.Cntr. A range of average building and project cost

CENTERS data, for different shopping center size
categories, appropriate only for the initlal
project analysis.

This manual provides complete project cost data
which can be directly used in the Project-to-
Building Ratlo.
REAL ESTATE VALUATION COST Apartmt, The data applies to intermediate project
FILE office anaiysis.
Retail

The data requires design decisions on building
types, size, and quality to select appropriate
cost figures.




B - DECISION MODELS: INTERMEDIATE PROJECT ANALYSIS

C - DECISION MODELS: ADVANCED PROJECT ANALYSIS

Content/Fit

BUILDING TYPE, SIZE, AND QUALITY

T I 1
SUITABILITY COMPONENT DESCRIPTION SUITABILITY INTER CHANGEABLE
FOR USE IN AND QUALITY FACTORS - FOR USE 1N COMPONENTS & DESIGN FACTORS -
ANALYS IS analyzed on the basis of: ANALYS1S analyzed on the basis of:

Content/Fit

BUILDING TYPE, SIZE, QUALITY, &
ALTERNATIVE COMPONENTS/SYSTEMS

R i e ———

The data is presented in a form which includes
building component descriptions and costs for
specific designs.

The comprehensive design and cost data is
best applied in advanced project analysis.

The segregated cost data allows estimates to be
made with a consideration of specific design
and cost trade offs.

This comprehensive design and cost data best
meets the needs of the advanced project
analysis models.

The data scope is )limited because building
quality is indicated only by exterior facade
and ground floor area.

The building cost/sq.ft. of ground floor area
must be converted to cost/sq.ft. of gross
building area when a multi-story building is
being analyzed.

No alternative building components other than
building facades are included.

The building cost/sq.ft., of ground floor area
must be converted to cost/sq.ft. of gross
building area when a multi-story building is
being analyzed,

The data allows strong quality typing by
exterior facade and quality class description.

The data includes limited alternative component
adjustments for sclected items.

The data applies to intermediate project
analysis.

In the Average Building Cost Section, the
data includes construction cost ranges that
are not related to quality distinctions.

The data is most suitable for use in
project analysis.

The systems data is appropriate for estimating
alternative components with the exception of
HVAC.

The data is most suitable for use in initial
project analysis.

Data is presented from actual construction
contracts for quick reference to similar
jobs and specific locations.

No definition of building quality is
included with case study costs.

Alternative building component decisions are
difficult to establish from comparable based
case studies.

The data applies to intermediate project
analysis.

The data allows strong quality typing by
floor area and quality class description.

The segregated cost data allows estimates to
be made with a consideration of specific design
and cost trade offs.

The data applies to intermediate project
analysis.

"

The cost calculator method data is
cateqorized by structural type and
quality characteristics which makes it
very appropriate for the intermediate
analysis.

The segregated cost method requires too
many detailed design decisions to be
appropriate for the intermediate
projact analysis models.

The cost ranges identified in section 17
are not related to quality distinctions.

The quantity survey data is so design
specific in sections 1-16 that it

exceeds the scope of the intermediate
and advanced project analysis models.

The segregated cost data allows estimates to
be made with a consideration of specific design
and cost trade offs.

This data best meets the needs of the advanced
project analysis models.

The quantity survey data is so design
specific in sections 1-16 that it

exceeds the scope of the intermediate
and advanced project analysis models.

The unit-in-place data Is so design specific
in section 1-12 that it exceeds the scope of
the intermediate and advanced project
analysis models.

The unit-in-place data is so design specific
in sections 1-12 that it exceeds the scope
of the intermediate and advanced project
analysis models.

Od

A range of average building and project cost
data, for different shopping center size
categories, appropriate only for the initial
project analysis.

This operations data manual provides only
introductory cost data.

A range of average building and project cost
data, for different shopping center size
categories, appropriate only for the initial
project analysis.

This operations data manual provides only
introductory cost data.

The data allows strong quality typing by
component description and quality
classification.

The data applies to intermediate project
analysis,

The components are arranged into building quality
classes and are not individually estimated.

This makes the data inappropriate for advanced
project analysis.

X, 11
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Evaluation of PROJECT COST DATA MANUAL Suitabili
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NAME OF
DATA SOURCE

PROJECT
DEVELOPHENT
CATEGORY

A - DECISION MODELS: INITIAL PROJECT ANALYSIS

T
SUITABILITY
FOR USE N
ANALYS!S

Content/Fit

MARKET REVENUE AND SPACE
ALLOCATION

ability

Refer to Page X.1

Evaluation of PROJECT OPERATIONS DATA MANUAL Suit
Legend

APPENDIX

BOMA DOWNTOWN AND SUBURBAN OFFICE
BUILDING EXPERIENCE EXCHANGE REPORT

Office
Limited
Retail

Average Revenue Data (collected during previous
calendar year) is provided for selected down-
town and suburban metropolitan areas. Revenue
data, in the Downtown and Suburban statistical
tables, is organized by bullding size, age,
story height, and city size.

All data is presented in cents per square foot
of total rentable areal{office and retail space},
total rentabie office area, and actually rented
office area.

1f the proposed project is exclusively rental
office space, then select appropriate rental
data from the "'0ffice Total' (total rentable
office area) column.

The total number of buildings and their cunula-
tive square feet of rentable area, included in

the statistical tables, are important items to

note in determining the usefulness of the data

for a particular metropolitan area.

Revenue data should be considered only as an
advisory number useful in initiating the first
project analysis.

IREM INCOME/EXPENSE ANALYSIS
APARTMENTS

Apartmt.

Median revanue data (as well as low and high
quartile ranges for large sample sizes) are
provided for selected metropolitan areas, regions |
and age group; as well as organized by furnished
and unfurnished apartment buildings. Data is
presented for elevator, low rise 12-24 units, low
rise 25 or more units, and garden type buildings.

The total number of apartment buildings and their
cummulative square feet of rentable area included
in the statistical tables are important items

to note in determining the usefulness of the data
for particular metropolitan areas.

Revenue data should be considered only as an
advisory number useful in inetating the first
project analysis.




B - DECISION MODELS: INTERMEDIATE PROJECT ANALYSIS

C - DECISION MODELS: ADVANCED PROJECT ANALYSIS

SUITABILITY
FOR USE IN
ANALYSIS

Content/Fit

L

MARKET VACANCY AND OPERATING
EXPENSE ESTIMATES

T
SUITABILITY
FOR USE IN
ANALYS IS

Content/Fit
]

MARKET VACANCY AND OPERATION
EXPENSE VERIFICATION

The vacancy data inciuded in the ''Survey of
Office Space Occupancy'' is collected from a
larger sample of buildings than the down-
town and suburban statistical tables. The
"0ffice Space Occupancy'' survey provides more
reliable indications of vacancy than those
found in the data charts organized by city,
city size, building size, age, and story
height.

The expense line items are averages that
should be analyzed individually and

adjusted for local market conditions.

The summing of all average expense items
without adjustment will generate an

inflated project operating expense statement.

Expense data, in the Downtown and Suburban
Statistical Tables, is organized by
building size, age, story height, and

city size.

All data is presented in cents per square
foot of total rentable area (office and
retail space), total rentable office area,
and actually rented office area.

1f the proposed project is exclusively rental
office space, then select appropriate
operating expense data from the "Office
Total' (total rentable office area) column.

The total number of buildings and their
cumulative square feet of rentable area,
included in the statistical tables, are
important items to note in determining the
usefulness of the data for a particular
metropolitan area.

This manual of historical operating expense
data can be used to verify estimates of up-to-
date local operating expense data. The size
and character of the manual survey sample may
give incomplete indications of local market
supply /demand forces, current lease terms, or
particular project management strategies.

This manual of historical operating expense data
can be used to verify estimates of up-to-date
local operating expense data. The size and
character of the manual survey sample may give
incomplete indications of local market supply/
demand forces, current lease terms, or particular
project management strategies.

The vacancy data included in the ''Trend
Analysis' section provides an indication of
vacancy nationwide by building type. The
vacancy data found in the metropolitan
statistical tables are samples from selected
metropolitan areas. Careful attention should
be given to sample size and the number of
apartment buildings, apartment units, and
rentable square feet before making a judgement
about apartment vacancy in a specific
metropolitan area. Current, locally collected
data for compettitve rental space should be
used in the intermediate models when possible.

The expense line items are medians, (with low
and high quartile ranges for large sample sizes)
atated as a percentage of Gross Possible Income
and in dollars per square foot of rentable area.
This data should be adjusted for lacal market
conditions. The summing of all expense items
vertically without adjustment will generate an
inflated project operating expense statement.

Be aware th . expenses are | sted as a percentage
of Gross Possible Income. This income includes
miscellaneous revenue from garage/parking and
store/offices rental. If the proposed project

is exclusively rental apartment space, then
expenses as a percentage of Gross Possible

Income must be adjusted to a Rent-Apartments.

This manual of historical operating expense
data can be used to verify estimates of up-to-
date local operating expense data. The size
and character of the manual survey sample may
give incomplete indications of local market
supply/demand forces, current lease terms, or
particular project management strategies.

This manual of historical operating expense data
can be used to verify estimates of up-to-date
locail operating expense data. The size and
character of the manual survey sample may give
incomplete indication of local market supoly/
demand forces, current lease terms, or particular
project management strategies.
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NAME OF
DATA SQURCE

PROJECT
DEVELOPNENT
CATEGORY

A - DECISION MODELS: INITIAL PROJECT ANALYSIS

T
SUITABILITY
FOR USE IN
ANALYSIS

Content/Fit

MARKET REVENUE AND SPACE
ALLOCATION

JREM INCOME/EXPENSE ANALYSIS
SUBURBAN OFFICE BUILDINGS

Office

Revenue is presented in dollars per square

feet of Gross Area of Building, Gross Rentable
Office Area, and Net Rentable Office Area.

The appropriate revenue data used in the initial
models depends on whether floor areas are to be
leased by single or multiple tenants.

Median revenue data {and low and high quartile
ranges for large sample sizes) is provided for
selected suburban metropolitan areas and
regions according to building size, age group,
rental range, and building type.

Revenue data appropriate for the initial project
analysis is found under the heading '‘Income'

for the "0ffices' line ftem. Miscellaneocus
income would be excluded when project design
calls for exclusive office rental space.

Revenue data should be considered only as an
advisory number useful as a starting point for
the initial project analysis.

ULt DOLLARS & CENTS OF SHOPPING
CENTERS

Shopping
Centers

Revenue data (collected every third year) is
provided for neighborhood, community, regional,
and super regional shopping centers. The revenue
data is presented by dollars per square foot of
'Gross Leaseable Area' and as a ‘'Percentage of
Total Receipts.” The revenue data is reported as
medians with lower and upper deciles.

Al) data Is presented in dollars per square foot
of Gross Leasable Area which includes all areas
leased by the center owner. {including department
stores owned by the center)

“Total Operating Receipts'' is the appropiate
revenue data to use in the initial project
analysis model, It is found in the statistical
tables by shopping center type, age, and region.

Revenue data from the ''Operating Results’
table should be considered only as an advisory
number useful as a starting point for the
initial project analysis. In more advanced
analysis models, particular tenant composition
and the resulting rent structure will give a
more accurate indication of possible revenues
for the proposed proiect.
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B - DECISION MODELS: INTERMEDIATE PROJECT ANALYSIS

C - DECISION MODELS: ADVANCED PROJECT ANALYSIS

T
SUITABILITY
FOR USE IN
ANALYSIS

Content/Fit

MARKET VACANCY AND OPERATING
EXPENSE ESTIMATES

T

SUITABILITY
FOR USE IN
ANALYSIS

Content/Fit

MARKET VACANCY AND OPERATING
EXPENSE VERIFICATION

The vacancy data included in the ''Trend
Analysis' section provides an indication of
suburban office building vacancy nationwide
for the year. The vacancy data found in the
suburban metropolitan statistical tables is
reported as of December 31, of preceeding
year. Careful attention should be given to
sample size and the number of office
buildings and their cumulative square feet of
rentable area before making a judgement about
office building vacancy in the particular
suburban metropolitan area. Current local
collected vacancy data for competitive
rentable space should be used in the
intermediate models when possible.

I1f the proposed project is exclusively rental
office space, then select appropriate
operating expense data from the Gross
Rentable Office Area or Net Rentable Office
area .

The total number of buildings and their
cumulative square feet of rentable area
included in the statistical tables are
important items to note in determining the
usefulness of the data for a particular
suburban metropoljtan area.

This manual of historical operating expense data
can be used to verify estimates of up-to-date
local operating expense data for suburban office
buildings. The size and character of the manual
survey sample may not give adequate indications
of local market supply/demand forces, current
lease terms, or particular project management
strategies.

Operating expense data (collected every
third year) is provided for neighborhood,
community, regional, and super regional
shopping centers. The expense data is
presented by dollars per square foot of
""Gross Leasable Area' and as a'Percentage
of Total Receipts.'' The expense data is
reported as medians, with lower and higher
deciles.

Vacancy data Is not included as a
segregated item.

Tenant information is given for low and
high total rent charges to facilitate
estimation of tenant composition and the
resulting rent structure for the proposed
project in the intermediate analysis.

The specific revenue and expense data for
the four shopping center categories is
sunmarized in the '"Operating Results'
tables. Data is analyzed by region and
shopping center age groups.

Debt service is included in the '"Operating
Results'' tables. This data is inapnropiate
for the advance project analysis models
which generate their own annual debt service
estimates for the project.

'""Detailed Tenant Information Tables'', for
different center categories, indicate the base
rental rate, pe-centage (overage) rent, and
common area charges that equal the total

revenue expected per square foot of Gross
Leaseable Area for each type of possible tenant.
The frequency of occupancy and the median size
of leased area for different tenants can be
found In the ‘'Summary of Tenant Information
Tabies'.

This manual of historical operating revenue

and expense data can be used to verify estimates
of up-to-date local shopping center revenue and
expense data. The size and character of the
manual may not give adequate indications of
local market supply/demand forces, current lease
terms, or particular project management
strategies. (These factors are considered in

the advanced project analysis process when
tenant composition for the center has been
tentatively identified.)

(cont.)
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STATEMENT OF PURPOSE

The objective of Project Feasibility Analysis is to:

reduce the risk of uncertainty by stating assumptions
completely and explicitly, and

enhance the value of the asset— land— by maximizing
the margin between revenues from market opportunities
and costs of development.

The process and techniques employed can be used to
continuously assess feasibility from undocumented to fully
documented assumptions. The level of documentation may
vary for each of three categories of input, but each
requires consideration as the analysis is undertaken.




INTRODUCTION

The Development Impact Model (DiM) provides a technique for performing a
balanced feasibility analysis. It was developed by John Rahenkamp and
Associates, inc., in response to the need for feasibility evaluations
which incorporate the social and political externalities affecting the
feasibility of a proposed project. By recognizing the real and growing
power of local political forces and environmental values as well as the
need for a reasonable rate of return, the DIM measures the true feasi-
bility of a particular project from the developer's and also the commu-
nity's point of view.

Essentially, the model identifies existing capacities of physical and
fiscal systems, the projected demands resulting from the proposed pro-
ject, and the resulting costs or benefits. It calculates not only front
end expenses and bottom line profit, but it may also calculate the de-
velopment's impact on local educational and municipal support systems.
This information provides the developer and/or the community with a
balanced measure of feasibility, political and environmental as well as
financial. Since this information is objective as well as extensive, it
should establish a sound basis for proper project approval or rezoning
decisions.

Furthermore, the DIM is a computerized system utilizing the speed of the
computer to deal with the numerous factor items and the vast range of
possible combinations and permutations. Manual calculations of possible
alternatives may take weeks, forcing decision-makers to act on incomplete
information. |In contrast, the computer offers the critical advantage of
simulating available options quickly and performing continuous runs as
criteria change either in the community's or developer's requirements.

It must be recognized that the value of a DIM feasibility evaluation is

directly related to the accuracy and completeness of the basic data in-

put. Each DIM analysis pertains only to the individual project and re-

quires site~-specific information. Much of the required data is usually

already held by the developer or immediately available to him. The cost
of a DIM feasibility analysis will obviously vary significantly depend-

ing on the amount of in-house research and data gathering required. |If

the information is provided directly by the developer in an appropriate

form, the DIM evaluation costs are appreciably reduced.

The schematic diagram on the following page indicates the framework in
which a feasibility analysis is carried out. Careful attention must be
given to each of the three categories of project parameters depending
upon the political/market/physical situation of a specific property.
dnce a minimum level of data is acquired and synthesized, gaming with
critical variables can be accomplished quickly to develop an optimum
project profile.



PROJECT FEASIBILITY ANALYSIS
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The sections following discuss the kinds and character of analysis re-
quired prior to establishing data inputs to DiIM. The level of detail of
each separate analysis will depend upon that element's criticality for
project approval, both from public officials and the developer initiating
the evaluation.

The third section contains a project checklist itemizing the information
supplied by a developer. This checklist illustrates the scope and detail
of the DIM feasibility analysis and provides the necessary data to run
the DIM program.

The Feasibility Checklist is supplemented by several pages of explanatory
notes and exhibits. Each input space on the checklist has been assigned
a code number which corresponds to a note describing the information re-
quired, and in five cases, these notes refer to one of the exhibits.

After the exhibits is a sample of the checklist which was prepared for a
typical project and a feasibility analysis printout which can be a guide.

It should be noted that ail of the data indicated on the checklist is

not required for analysis purposes. Where data is missing either a
specific analysis will not be performed, e.g., School, Municipal, Demand,
or the computer will assume a zero value. However, before each analysis
all the data is reviewed by a staff computer specialist to insure its
completeness.
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MARKET SEGMENTATION

Define Reyion: 7 Market is the key development factor. Unit type, siZe, price
Projected Populatioun L and mix can be determined by demographic analysis and compar-
D Average Household Size 0EnAND ables. Absorption {pace), however, is more judgmental,
vacancy Rates d sensitive to both specific locational advantages and the
general economic climate. This diagram represents a system=
Existing Units h atic approach to market anaiysis.
Substandard Units
Depreciation = SUPPLY
Qvercrowded Units
Units in “pipeline”’ ] TREND ANALYSIS:
Population
MARKET Growth
Existi Segments
1 o
Population | PROJECTED ] (_Emoloyment
Olsteibution | MARKET
COMPARABLES :
D ﬁy age Tnd DISTRIBUTICON Price
agusenold | PREFERENCE Type/Size ad
HOUSING DISTRIBUTION Ameaity
PREFERENCE *Absorption
(Unit type EFFECTIVE
by housa- DISTRIBUTION PRICE/TYPE
hald size) CURRENT — J
INCOME
D oistrisuTion
PRICE
TYPE/SIZE
X RARKET Y
PROGRAM == REVENUE
Reasonable Capture(3) PACE
*Comparabie Absarption (A jon) T
D Construction ssumption 4
s?zpab:ll:¥ ; LAND
e General USE
ractivenass Economic PLAN
Conditions
Consumer
Ccnfidcnca
interest Rates
MARKET SEGMENTATION ILLUSTRATION
MONTGOMERY CO.
PRICE LEVEL COMPARABLES
(RENT/MONTH) 180. 225. 27S. 350.
GA-1BR 9697. 0. 0. 0.
GA=-2BR 1727. 7856. Q. Q.
TH . 2715. 2761. 2596. 0.
SF 422, 5368, 4808. 13836.
TOTAL NET MARKET 14562. 15986, 14397. 13836,
% TOTAL DEMAND 25, 27. 24. 24,

TOTAL NET MARKET (15 YEAR ESTIMATE) 58780.



MARKET TREND ANALYSIS

RESEARCH:

% Major commercial centers within 15 minutes
® Major commercial centers within 45 minutes
* Major employment centers within 15 minutes
* Major employment centers within 45 minutes
* Commercial and employment growth rate

* Population growth rate by age segments

% Family income growth rate by segments

% Housing vacancy rates

* Permits issued by type

{NTERPRETATIONS:

Strength and income/housing type implications of future employment opportunities
Locational convenience

Growing age and Income segments related to price and housing type

Strengh of competition; how much of the market is being absorbed and/or lost?

L B A

CONCLUSIONS:

* What is presently being built (price/type) Is correct; follow the leaders and

do comparables

tdentify market demands not being met

There is some elasticity in the market to support price increases over competition
* Hold or reduce prices due to competition

LR 4

MARKET COMPARABLES

Date: /14775

Project Nama: _Indian Hills Address: Winona Way

Owner: C. Quinn Lender:

Builder: Architect:

Age or Status: v No. of Units: 120 “Na. of Bldgs: 10
No. of Stories: } No. vVacant: neae Type of Constr: rame
Map Key: 9 E .

Bedrooms -~ Baths: 171 2/1

Number of Units:

Monthly Rents: 185 275
Square Feet: 900 1000
Rent/Sq. Ft. (Unfurn): .206 .275
No. of Furn. Apts: none
No. of Vacant Apts: none
Utilities Furnished: Electric: Gas: Water: X
Extra Charges: Refrigerator: Other:

Furniture: O BR 1 BR 4 BR 3 BR
Cooking Energy: _elec. Type of Heating: cunu1| gas Walk-In Closets:
Air Conditioning: cmural Ranges/Ovens: Fireplaces:
Dishwashers: Patioa/Balconiqs: Carpets/Drapes: x
Washer/Dryer: in Mdg Other Good Peatures/Rem ans.
Pool(s): X Laundry Pacilities: in dldg.
Clubhouse(s): x Security System:
Tennis: Parking: incl. garages
Playground Area: Storage Lockers:

Other Good Recreation or Project Featuras/Remarks:




MARKET PLAN/SUMMARY OF ASSUMPTIONS

Upon complietion of the market segmentation analysis, the following information is
arranged in a convenient form for direct input to the DIM data sheets and as a
working program for physical land use planning,

Unit Types: Single Family Townhouse Garden Apartment

Mix (%): 1.3 54.7 34.0

Price (K$): 60.0 45.0 30.0

Average Size (S.F.): 2,000 1,500 3900

Average Stories: 1.5 2.5 3.0

Annual Salesx: Pace

Year 1 0 o] Q o]
2 [ ] e ] 100
3 ] L] ¢ 130
4 [} [ (] 130
5 [ [} [} 130
6 . L] L] 130
7 . . . 140

*Based on market analysis only: Subject to physical confirmation after land .use planning.

®Actual minimal distribution will be approximately equal to projected market mix but
is subject to physical planning
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POLITICAL CLIMATE ANALYSIS

APPROVABILITY

Project Proposal Impacts: on existing zoning
on fair share
on existing demography
on existing population size
on growth rate

index of Exclusionary Tendency: elected official turnover rate
professional staff capability and attitudes
change approval rate
allowable density and land use types
fair share allocation
‘'vigilante'* groups
community income distribution

Codes and Procedures: complexity
clarity
time jines
flexibillty
requirements
standards

Local Issuas: fiscal
envircamental
land use
utillities
open space

Estimate of legal position and potential tradeoffs.

Summary estimate of probability (%) of approval for proposed project.

CODE ANALYSIS

Applicable 2zoning codes are reviewed and analyzed to determine
develcpment potential under ‘existing zoning or the availabilicy
of appropriate zoning districts which might satisfy the client's
building program.

tion a

drastic realignment in its political structure. The
Township, turned-out the "democratic machine' who had
doninated Barlin for the past thirty to forty yaars.
A group of young independents, whose platform was a
change of government was eleeted with nearly 75% of
the vote. As a resulr, all the major administrative
boards were changed and people of tha same persuasion
as the Mayor-Council were appointed. A portion of
the platform of the new governmentc was to promote good
substantial growch.

As a2 result of these changes, the Mayor-Council has
appointed a Land Use Study Committee to review the
Township's existing zoning ordinance to detercine what
changes should be made to encourage growth while minimizing
its adverse effects.

The site is presently zonad into three categories:

276 ac. in R-1 Residential with minimum lots of one
acre; 21.5 ac. I-1 Light Industrial; and 2.5+ ac. C-

2 Ncifhborhocd Commercial., With this splitcing of the
parcel into various zonas, the chance of unified development
is lessened which would not permit maximizing the site's
developmsnt potential. The Towmship is relatively
unsophiscicaced in its planning activities, but the

new officials are aggressiva and appear to be open

Co construction suggestion which wigl enable them to
promote the desirad qualicy growth.




INFRASTRUCTURE ANALYSIS

Every development generates demands on man-made systems. The capacity
to absorb these demands must exist or be built. An analysis is required
to make this determination which is often the difference between a pro-
fitable project and one that is marginal or premature.
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ENVIRONMENTAL ANALYSIS

Environmental variables can be identified which materially affect the
disposition of land uses if the plan is to be cost effective. Severe
slopes, high water tables, and shallow bedrock have obvious cost conse-
quences if not identified. Conserving trees and natural ground covers
reduces landscaping costs and helps to prevent excessive erosion. Pub-
lic health and safety must also be protected by identifying easily pol-
luted soils and underground water supplies. |If properly conducted and
used, environmental analysis proves it is less costly to work with,
rather than against, nature.

As part of the environmental analysis, the visual opportunities and bur-
dens of the site, whether part of a larger neighborhood (if it's a small
site) or as a self-contained neighborhood (if a large one) must be iden-
tified. Visual attributes include long or intimate views, dense or fil-
tered spatial enclosures, natural features, and water. B8urdens that must
be mitigated if possible include noise, odors, visual obstructions like
high tension lines, and unsightly views. The visual analysis locates
these opportunities and burdens so they can be used in developing the
land use plan most effectively.

vearsTon £R1=

ENVIRONMENTAL COMPOSITE




HOUSING PRODUCTS ANALYSIS

For land use plans to be used as reasonable representations of what can
be built and for rough development cost estimates, it is necessary to be
realistic about what can be placed on the ground (usually expressed as
net densities for each unit type). Typical cluster designs are developed
to insure that unit counts can be achieved and that lot improvement

costs are accurate.
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LAND USE PLANS

The land use plan must accommodate the market program and respect both

considerations. It must be cost-effec-
tively phased for on and off-site infrastructure and generally enhance
the marketability of the site through sensitive design.

visual and other environmental
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DIM DATA INPUT SHEETS

The Development Impact Model (DIM) calculates quickly and accurately

the combined consequences of the market, physical and other financial
data provided to it. It is used to speed up computation and to organize
the output so the project can be conveniently compared to acceptable
standards of performance. The general value of the computer program

is the ability to make many changes without the labor of endless calcu-
lation or the danger of error.

The DIM data sheets facilitate the systematic recording of the specific
data requirements of the program. Each section has an appropriate
heading covering the following four areas of data:

Market Data from the market program (modified if necessary after
physical planning)

Physical Data from the land use plan

Public Impact Data from the political climate and code analysis

Financial Data from the client concerning sales and overhead
costs

In general, the market determines revenues; land use, the costs; and
public impacts, the probability of public approval.

Attached to the data sheets are specific definitions of what is included
in the number called for in each box. In some cases, checklists are
provided for even finer breakdowns. These definitions and checklists
provide confidence that nothing has been overlooked and that revisions
can be made without disturbing other variables. The data input to DIM

is thus highly explicit.

14



clientdata

CLIENT NAME
DONAME -1
PROJECT NAME, LOCATION
DNAME-2
DATE
DATE-3
sitedata
SITE AREA
COVERAGE ALLOWABLE
A4 GSCAP-5
INDUSTRIAL
COMMERCIAL
SCHOOL SITE Al-6 AC-6 AS-6
MAJOR ROAD (R.O.N.)
OPEN SPACE
AR-6 AQ-6]
RECREATIONAL FACILITY
OTHER (SPECIFY)
ARC-6 ACT-6
unitdata
UNIT TYPES
DUMNMS-7
NET DENSITIES
DD-8
SALE PRICES - RESIDENT1ALISR9
- INDUSTRIAL SPNRI-0
- COMMERCIAL SPNRC-11
MIX
MiX-12
NUMBER QF UNITS
INU 13
UNIT SIZE
AUS-14
NUMBER OF STORIES
STORYS-15,

15




demand data

ANNUAL REGIONAL
RESIDENTIAL DEMAND

RD-16
ANNUAL REGIONAL
INDUSTRIAL DEMAND RID-17
ANNUAL REGIONAL
COMMERCIAL DEMAND
RCD-18

school data

SCHOOL CAPACITY

NSC-19

CONSTRUCTION COST
SQUARE FOOT REQUIREMENT

CSC-20

SCHOOL BOND RATE
SCHOOL BOND TERM

DS-21

OPER. INC.

XOY-22

SCHOOL ENROLLMENT

municipal data

REAL ESTATE VALUE

MMV-24

POPULATION
MUNICIPAL COSTS

NR-25

CCOMOIL -26

fiscal data

ASSESSMENT FACTOR

AF-27

SCHOOL TAX MILLAGE
MUNICIPAL TAX MILLAGE

STM-28

MM-29

16




land and development data

LAND COST
INTEREST
PROFESSIONAL FEES

INT-31

DEVELOPMENT COST
OFF-SITE CONTRIBUTION

CA-33

ANNUAL LAND EXPENDITURES

LAC-35

ANNUAL SITE-DEVELOPMENT
EXPENDITURES

XPCPY-36

—

ANNUAL OFF-SITE

1

N N LY)
[X]

CONTRIBUT ION osc_f

-~
3

construction and management data

PERCENT LAND PRICE TO
SALE PRICE"

PCT-38

CONSTRUCTION COST/SQ. FT.
BY UNIT TYPE

ESCF-39

LOT IMPROVEMENT COST/
UNIT TYPE

CLI-40

PERCENT SALES COST

ESC-4t

TECHNICAL FEES
INTEREST ON CONSTRUCTION

TECH-42

10CC-43

OVERHEAD EXPENSE

POHE-44

ANNUAL RESIDENTIAL
CONSTRUCT ION

11

S

6
1D-45

ANNUAL INDUSTRIAL
CONSTRUCTION

1

o]

llD-lGF

[&

ANNUAL COMMERCIAL

CONSTRUCTION CiD-47

i

w

6
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annual sales revenue data

ANNUAL RESIDENTIAL SALES g 2 3 ¥ F
(UNITS) 7 3 F 0
SDU-48
ANNUAL INDUSTRIAL SALES 2 3 4 °
(ACRES) 5 )
SNRAI -49 F
ANNUAL COMMERCIAL SALES p 2 3 4
(ACRES) 3 7 8 5 i)
SNRAC-50 {—
OTHER REVENUES % g i ‘ °
7 9 10
OR-51 f
12 3 4 S
OTHER EXPENSES
7 2] 10
0E-52

18




NOTES ON INPUT CHECKLIST

KEY
KEY CODE NUMBER DESCRIPTION
CLIENT DATA
DNAME (D CLIENT NAME
DNAME (2) ProJECT NAME, LOCATION:
§OCATION BY MUNICIPALITY,
TATE.
DATE (3) DaTE:
SATE OF CHECKLIST COM-
PLETION,
SITE DATA .
A ' 4) SIT? AREA:
OTAL SITE ACREAGE,
GSCAP (5) COVTRAGE ALLOWABLE:
OTAL ALLOWABLE IMPERVIOUS
gavsa AS DEFINED BY CoDE;
% COVERAGE MAXIMUM,
NoN-RESIDENTIAL ACREAGES
Al (6) INDUSTRIAL
AC (6 COMMERCIAL
AS (6) ScHooL SITE
AR €)) MaJor RoaD (RiGHT-OrF-Way)
AQ ®) OpeN SPACE
ARC (6) RECREATIONAL FACILITY
AQT (6) OtHErR (SPECIFY)
UNIT DATA
DUMNMS (7) UNIE TypPES:
§F§NED AS SINGL% EAMILY
(PE vt GRS ¥ )élgéRDEN
?MR§, HIGH RISE R
DD (8) NeT DENSITIES:

NET DENSITY PER UNIT TYPES,
IN DWELLING UNITS PER ACRE,

19



ISP
SDNRI
SPNRC

MIX

INU

AUS

STORYS

RID

(9

(10)
(11)
(12)

(13)

(14)

(15)

(16)

(17)

SaLE PriIces:

ESTIMATED AVERAGE SALES PRICE
BY RESIDENTIAL UNIT TYPE,

ESTIMATED AVERAGE SALES PRICE
BY INDUSTRIAL UNIT TYPE,

ESTIMATED AVERAGE SALES PRICE
BY COMMERCIAL UNIT TYPE.

Mix;
SUGGESTED RESIDENTIAL UNIT
MIX AS A PERCENT OF EOTAL
RESIDENTIAL UNITS (1
SUGGESTED NON-RESIDENTIAL
UNIT MIX AS A PERCENT OF
TiéA% NON-RESIDENTIAL UNITS
( )

NUMBER OF UNITS:
SUGGESTED NUMBER OF UNITS
BY RESIDENTIAL AND NON-
RESIDENTIAL TYPES,

UNIE S1zE:

STIMATED SQUARE FOOTAGE OF
LIVING AREA BY RESIDENTIAL
UNIT TYPE, STIMATED SQUARE
FOOTA%ELxg GROSS LEASABLE
AREA BY NON-RESIDENTIAL
UNIT TYPE,

NUMEER oF STORIES:

STIMATED HEIGHT OF BUILDINGS
IN NUMBER OF STORIES BY RESI-
DENTIAL AND NON-RESIDENTIAL
UNIT TYPES,

ANN¥AL REGIONAL RESIDENTIAL DEMAND:
OTAL NUMBER OF RESIDENTIAL
UNITS DEMANDED ANNUALLY
WITHIN THE DEFINED MARKET AREA.

ANNUAL REGIONAL INDUSTRIAL DEMAND:
TOTAL NUMBER OF INDUSTRIAL
UNITS DEMANDED ANNUALLY
WiTHéN THE DEFINED MARKET AREA,

0 s@. FT, PER UNIT)
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RCD (18) ANNUAL RecionaL CoMMERCIAL DEMAND:
TOTAL NUMBER OF COMMERCIAL
UNITS DEMANDED ANNUALLY WITHIN
TTE B FINED MARKET AREA
(1,000 s@. FT. PER UNITJ

NSC (19 SCH?OL CAPACITY:
OTAL NUMBER OF SPACES AVAIL-
ABLE IN T?% MUNICIPAL SCHOOL
SYSTEM, OTAL CAPACITY OF
ALL SCHOOLS MINUS CURRENT
ENROLLMENT. )

CSC (20) CONETRUCTION CosT (ScHooLs):
STIMATED COST PER SQUARE
FOOT FOR SCHOOL CONSTRUCTION,

CSC (20) SQU?Re FooT REQUIREMENT:
HE NUMBER OF SQUARE FEET
REQUIRED PER STUDENT BY
STATE LAW OR MUNICIPAL
RECOMMENDAT ION,

DS (21) SCH?OL BonDp RATE:
HE CURRENT OR PROJECTED
INTEREST RATE ON SCHOOL

BOND OFFERINGS.

DS (21) SCH?OL Bonp TERM:
HE CURRENT OR PROJECTED
NUMBER OF YEARS FOR A SCHOOL
BOND TO REACH MATURITY FROM
ITS INITIAL OFFERING,

X0Y (22) OPE§. Inc,
HE AMOUNT, OF REVENUE RAISED
THROUGH LOCAL REAL ESTATE
TAXES USED IN THE SCHOOL
OPERATING BUDGET FOR THE
%URRENT ACADEMIC YEAR.
RESIDENTIAL ONLY IF AVAILABLE)

MSC (23) SCH?OL ENROLLMENT;
HE TOTAL NUMBER OF SCHOOL
CHILDREN REGISTERED IN THE
SCHOOL SYSTEM FOR THE CURRENT
ACADEMIC YEAR (DATE),
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INT (31)

FOP (32)
CA (33)
DEVC (34)
LAC (35)
XPCPY (36)
0SC (37)

INT?REST:
NTEREST RATE AT WHICH LAND
FINANCING WAS/WOULD RE OBTAINED,

PROFESSIONAL FEES:
TOTAL FEES TO INCLUDE ALL PLAN-
NING AND LEGAL EXPENSES BEFORE
ANY TECHNICAL FEES RELATING TO
CONSTRUCTION (DEFINED BELOW).

DEVELOPMENT CosT:

OTAL _COST OF _SITE DEVELOPMENT

(SEE EXHI?IT 1 FOR ITEMIZED
BREAKDOWN) .

OFF=S1TE CONTRIBUTION: .
TOTAL OFF-SITE cosTs (seg Ex-
HIBIT 2 FOR ITEMIZED BREAKDOWN),

ANNUAL LAND EXPENDITURES ($):
ANNUAL DISTRIBUTION OF LAND
AND CARRY COSTS T?ﬁoueH THE
PROJECT PERIOD, AY BE

ReptRcibN Ml

ANNUAL S1TE-DEVELOPMENT EXPENDITURES (a. |
ANNUAL PERCENT DISTRIBUTIQN OF
SITE DEVELOPMENT COSTS, |HIS
WILL BE RELATED TO ESTIMATED
CONSTRUCTION OR PHASING PACE,

ANNXAL OFr-S1TE CONTRIBUTION ($):
NNUAL DISTRIBUTION OF OFF-SITE
%%STS THROUGH THE PROJECT PERIOD,
HE TOTAL_ SHOULD AGREE WITH
EXHIBIT 2.)

CONSTRUCTION AND MANAGEMENT DATA

PCT (38)

ESCF (39)

PERCENT LAND PRICE To SALE PRiICE:
THE PERCENT OF TOTAL RESIDEN-
TIAL UNIT SALE PRICE ATTRIB-
UTABLE TO LAND SALE,

ConsTRucTION COST/SQ. FT. BY UNIT TYPE:
ESTIMATED COST PER SQUARE FOOT
FOR RESIDENTIAL CONSTRUCTION
(BRICKS AND MORTAR) OF LIVING
AREA, BASEMENTS, AND GARAGES
(seg EXHI?IT 3 FOR ITEMIZED
BREAKDOWN) ,
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MuNIcIPAL DATA

MMV (24) REA* ESTATE VALUE:
OTAL VALUE OF ALL REAL
ESTATE BEFQRE THE ASSESSMENT
RATIO IS APPLIED, |YPICALLY
BROKEN DOWN INTO RESIDENTIAL
%ND NON-RESIDENTIAL USES
SUPPLY BREAKDOWN IF POSSIBLE).

NR (25) POPELATION:
URRENT TOTAL POPULATION
DEFINED BY THE MUNICIPALITY
orR CENsUs,

cCoMoI (26) MUNACIPAL CosTs:
NY EXPENDITURES REQUIRED BY
THE MUNICIPALITY DUE TO THE
DEMANDS OF PROJECT DEVELOPMENT,

Erscai Data

AF (27) ASS?SSMENT FACTOR:
HE RATIO OF ASSESSED VALUE
TO MARKET VALUE USED BY THE
ASSESSOR’S OFFICE FOR DETER-
MINING THE VALUE OF REAL
ESTATE FOR TAX PURPOSES,

ST™ (28) SCH?OL Tax MILLAGE:
HE MILLAGE RATE SET BY THE
MUNICIPALITY FOR SCHOOL
REVENUES RAISED FROM REAL
ESTATE TAXES. (SuppLY ITEM-
1ZED TAX BILL.)

MM (29) MUN+CIPAL Tax MILLAGE:
HE MILLAGE RATE SET BY THE
MUNICIPALITY FOR MUNICIPAL
REVENUES RAISED FROM REAL
ESTATE TAXES, . (SuPPLY ITEM-
1ZED TAX BILL.)

LC (30) Lanp CosT:
GROSS PURCHASE PRICE OF THE
LAND NET OF_ANY INTEREST
CHARGES, (THE ANNUAL DISTRI-
BUTION OF LAND AND_CARRY MAY

BE syppLIED IN # (35)
oF (300 anp 315,y TN MR
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CLI

ESC

TECH

[I0CC
POHE

ID

[1D

CID

(40)

(41)

(42)

(43)

(44)

(45)

(46)

(47)

LoT_IMPROVEMENT COST/UNIT TYPE:
ESTIMATED COST FOR LOT M-
PROVEMENT (WITHIN THE LOT
LINE) BY RESIDENTIAL UNIT
TYPE (SEE EXHIBIT 4 FoR
ITEMIZED BREAKDOWN),

PERCENT SALES CosT:
PERCENT OF TOTAL SALE PRICE
ATTRIBUTED TO SALES AND
CLOSING EXPENSES,

TEC?NICAL FEES:

OTAL FEES PER UNIT TO IN-
CLUDE ARCHITECTURAL, ENGI-
gEERING; HOOK-UP, ETC., (SEE
XHIBIT 5 FOR ITEMIZED BREAKDOWN).

INTTREST ON CONSTRUCTION:
NTEREST RATE AT WHICH CON-
STRUCTION FINANCING WAS/

WOULD BE OBTAINED.

OVERHEAD EXPENSE:
PERCENT OF SALE PRICE
ATTRIBUTED TO GENERAL
OVERHEAD EXPENSES.

ANNEAL RESIDENTIAL CONSTRUCTION:

STIMATED ANNUAL TOTAL RESI-
DENTIAL CONSTRUCTION BEGIN-
NING WITH YEAR ONE, RUNNING

THROUGH THE TOTAL LENGTH OF
THE PROJECT,

ANNEAL INDUSTRIAL CONSTRUCTION:

STIMATED ANNUAL TOTAL IN-
DUSTRIAL CONSTRUCTION BEGIN-
NING WITH YEAR ONE, RUNNING

THROUGH THE TOTAL LENGTH OF
THE PROJECT,

ANNEAL CoMMERCIAL CONSTRUCTION:
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STIMATED ANNUAL COMMERCIAL
CONSTRUCTION BEGINNING WITH
YEAR ONE, RUNNING THROUGH THE
TOTAL LENGTH OF THE PROJECT,



SBU (48) NNUAL RESIDENTIAL SALES (UNITS):
STIMATED ANNUAL UNIT SALES
BEGINNING WITH YEAR ONE, RUN-
NING THROUGH THE TOTAL LENGTH
OF THE PROJECT.

SHRAI (49) ANNEAL INDISTRIAL SALES (ACRES):
STIMATED ANNUAL SALE OF IN-
DUSTRIAL ACREAGE BEGINNING
WITH YEAR ONE, RUNNING THROUGH
THE TOTAL LENGTH OF THE PROJECT.

SHRAC (50) ANNEAL CoMMERCIAL SALES (ACRES):
STIMATED ANNUAL SALE OF
COMMERCIAL ACREAGE BEGINNING
WITH YEAR ONE, RUNNING THROUGH
THE TOTAL LENGTH OF THE PROJECT.

OR (51) OTHgR REVENUES :
DDITIONAL ANNUAL REVENUES AN-
TICIPATED FROM THE PROJECT BY
YEAR NOT INCLUDED PREVIOUSLY,

OEX (52 OTHER EXPENSES:
DDITIONAL ANNUAL EXPENSES
ANTICIPATED FROM THE PROJECT
NOT INCLUDED PREVIOUSLY,
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ITEM

EXHIBIT 1

DEVELOPMENT COST

(INcLUDE ALL DEVELOPMENT/ IMPROVEMENTS WITHIN

THE PROJECT S BOUNDARIES

UNIT
QUANTITY CosT

LOT IMPROVE-
MENTS AND BUILDING CONSTRUCTION COSTS.)

ALLOW-
ANCES*

TOTAL
COST

A. ROADS/STREETs (1)

NOTES:

*

ALLOWANCES:

CLEARING
ROAD GRADING
ROAD SURFACING
CURB AND GUTTER
SIDEWALK
STREET LIGHTING
EEDING/SODD ING
COMMON AREAS,
NOT LOTS)
STREET TREES/
PLANTING
(COMMON AREAS)

OTHER

SUBTOTAL

ANY CONTINGENCIES ON ALLOWANCES FOR OVER-

HEAD AND PROFIT NOT INCLUDED IN UNIT OR TOTAL COST,

(1) ROADS/STREETS - INCLUDE ALL NECESSARY IMPROVEMENTS, WITHIN
DEDICATED ROAD R,O.W., REQUIRED BY ORDINANCE AND/OR CODE.
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UNIT ALLOW- TOTAL
ITEM QUANTITY CosT ANCES COST

B, STORM WATER/
SEWER SYSTEM (2)

1. piPE
. CATCH BASINS

2

3. CULVERTS
4, RETENTION PONDS
5

« OTHER
SUBTOTAL

C. SANITARY SEWER/
SEWAGE DIsposaL (3)

1, SEPTIC SYSTEMS
2. TREATMENT PLANT

3. PUMP/LIFT
STATIONS

4, FORCE/GRAVITY
MAINS

5. MANHOLES

6. CONNECTION
CHARGES
ASSESSMENTS

7. OTHER

SUBTOTAL
NOTES!:

(2) STORM WATER/SEWER SYSTEM - INCLUDE ALL REQUIRED STORM SEWER/
DRAINAGE NECESSARY TO CONTROL STORM WATER RUNOFF AS REQUIRED
BY ORDINANCE AND/OR CODE,

(3) SANITARY SEWER/SEWAGE DISPOSAL = INCLUDE ALL CONSTRUCTION
NECESSARY TO PROVIDE COMPLETE SEWAGE FACILITIES. DO NOT
INCLUDE ON-SITE LATERAL CONNECTIONS, THESE ARE CONSIDERED
ON A LOT BASIS IN EXHIBIT 4,

27



ITEM

QUANTITY

UNIT
CoST

ALLOW-
ANCES

TOTAL
COST

E.

WATER SYSTEM (4)

1.
2.
3.
4,

5'

WELL
MAIN
HYDRANTS
CONNECTION
CHARGES/
ASSESSMENTS

OTHER

SUBTOTAL

OPEN SPACE/
COMMUNITY
FACILITIES (5)

1.
2,
3.
4,
5,

CLEARING
PATHS
LIGHTING
PLAY AREAS

TENNIS COURTS
OR OTHERS

SWIMMING POOL

COMMUNITY
BUILDING

LANDSCAPING
OTHER

SUBTOTAL

TOTAL
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NOTES:

4)

(5)

WATER SYSTEM - INCLUDE ALL CONSTRUCTION NECESSARY TO PROVIDE
COMPLETE WATER DISTRIBUTION SYSTEM. DO NOT INCLUDE ON-SITE

LATERAL CONNECTIONS, THESE ARE CONSIDERED ON A LOT BASIS IN
EXHIBIT &,

OPEN SPACE/COMMUNITY FACILITIES - INCLUDE ALL IMPROVEMENTS
NECESSARY TO MEET RECREATIONAL DEMANDS OF PROJECT.
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ITEM

EXHIBIT 2
OFF-SITE CONTRIBUTION

(INCLUDE ALL DEVELOPMENT/IMPROVEMENTS BEYOND
THE PROJECT'S BOUNDARIES THAT ARE CONSIDERED
TO BE ESSENTIAL OR ATTRIBUTABLE TO THE PRO-
JECT'S DEVELOPMENT.)

UNIT ALLOW=
QUANTITY COoSsT ANCES*

TOTAL
COST

B,

ROAD/STREET

1.
2,

SURFACING

CURB AND GUTTER
TRAFFIC CONTROLS
LIGHTING
ASSESSMENTS
OTHER

SUBTOTAL

STORM WATER/
SEWER SYSTEM

1.
2,
3.
4.

5

ALLOWANCES:

PIPE
CATCH BASINS
CULVERTS
CONNECT ION
CHARGES/
ASSESSMENTS

OTHER

SUBTOTAL
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ITEM

QUANTITY

UNIT
CoST

ALLOW-
ANCES

TOTAL
CosT

E.

Fu

SANITARY SEWER/
SEWAGE DISPOSAL

1. TREATMENT PLANT
IMPROVEMENTS

2., PUMP/LIFT
STATIONS

3. FORCE/GRAVITY
MAINS

L, MANHOLES

5. CONNECTION
CHARGES/
ASSESSMENTS

6. OTHER
SUBTOTAL

WATER SYSTEM

1. MAIN

2. HYDRANTS

3. CONNECTION
CHARGES/
ASSESSMENTS

4, OTHER
SUBTOTAL

OTHER COSTS/
COMMUNITY FAC.
CONTRIBUTIONS
1, scHooLs

2. PARKS

3, OTHER

SUBTOTAL

TOTAL 3



EXHIBIT 3

CON?TRUCTION cosT/sq. gT.
FOR EACH UNIT TYPE

(INCLUDE ALL CONST;UCTION COSTS RELATED TO ACTUAL PRO-

DUCTION OF HOUSING/DWELLING UNIT EXCLUDING SITE AND LOT
DEVELOPMENT AND ARCHITECTURAL FEES, MARKETING COSTS, ETC,)

UNIT TYPE ITEM SIZE SQ. FT. COST TOTAL

LIVING AREA
BASEMENT
GARAGE
OTHER
TOTAL

LIVING AREA
BASEMENT
GARAGE
OTHER
TOTAL

LIVING AREA
BASEMENT
GARAGE
OTHER
TOTAL

LIVING AREA
BASEMENT
GARAGE
OTHER

TOTAL
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EXHIBIT 4

LOT IMPROVEMENT COST
(FOR EACH UNIT TYPE)

A, SINGLE FAMILY DETACHED: [INCLUDE ALL
DEVELOPMENT/ IMPROVEMENTS WITHIN THE LOT
AREA EXCLUDING ACTUAL BUILDING CONSTRUCTION,

B, SINGLE FAMILY ATTACHED: INCLUDE ALL
DEVELOPMENT/ IMPROVEMENTS WITHIN THE SITE
AREA OF THE HOUSING CLUSTER/BUILDING TYPE
ATTRIBUTED TO EACH INDIVIDUAL DWELLING UNIT,

C, MULTI-FAMILY: INCLUDE ALL DEVELOPMENT/
IMPROVEMENTS WITHIN THE SITE AREA OF THE

BUILDING "UNIT™ ATTRIBUTED TO EACH INDI-

VIDUAL DWELLING UNIT (TOTAL COST DIVIDED

BY NUMBER OF D.U, = COST PER D.U./.
UNIT TYPE:

UNIT ALLOW- TOTAL
I[TEM QUANTITY COsT ANCES COST

A. CLEARING (1)

B. GRADING A?B
DRAINAGE (2)

C. SURFACING (3)

D. SAFETY CONTROLS (4)
E. WATER SERVICE (5)
F.  SANITARY SEWER (6)
G. LANDscAPING (7)

H, FEES AND
PERMITS (8)
1. OTHER (9)

TOTAL
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NOTES:

(D

(2)

(3)
(4)
(5)
(&)
(7)
(8)

(9)

CLEARING - INCLUDE TOTAL AND SELECT]VE CLEARING NECESSARY
TO ACCOMMODATE CONSTRUCTION WITHIN "LOT" AREA,

GRADING AND DRAINAGE - INCLUDE ALL IMPROVEMENTS NECESSARY
TO PROVIDE FOR ADEQUATE DRAINAGE AND STORM WATER RUNOFF
FROM "LOT,

SURFACING - INCLUDE ALL DRIVES AND PARKING AREAS, WALKS
AND TERRACES AND OTHER SURFACING, '

SAFETY CONTROLS - INCLUDE BOLLARDS, LIGHTING AND OTHER
CONTROLS,

WATER SERVICE - INCLUDE ALL WATER LATERALS FROM MAIN IN
ROAD R.Q.W. TO BUILDING.,

SANITARY SEWER - INCLUDE ALL SEWER LATERALS FROM SEWER
MAIN TO BUILDING.,

LANDSCAPING - INCLUDE GRADING, TOPSOIL, SEEDING, AND LAND-
SCAPE CONSTRUCTION AND PLANTING ALLOWANCE,

FEES AND PERMITS - INCLUDE SEWER AND WATER HOOK-UP AND
BUILDING PERMITS,

CTHER,
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EXHIBIT 5

TECHNICAL FEES

(INCLUDE ALL ARCHITECTURAL, ENGINEERING, LAND-
SCAPE ARCHITECTURAL, LAND SURVEYING, GRAPHIC
AND INTERIOR-DESIGN FEES FOR EACH CATEGOQRY ON
A UNIT BASES AS INDICATED BY THE NOTES.)

ITEM

TOTAL
COSsT

A.  ARCHITECTURAL (1)

B, ENGINEERING (2)

C.  LANDSCAPE ARCHITECTURAL (3)
D.  LAND SURVEYING 4)

E. GRAPHICS (5)

F, INTERIOR DESIGN (6)

TOTAL
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NOTES:
(1) ARCHITECTURAL

A, BUILDING DESIGN (COMPLETE)

B, CONSTRUCTION SPECIFICATION (BUILDING SYSTEMS)

C. CONSTRUCTIOM COST ESTIMATES AND PROGRAM ($ AND SCHEDULE)
D. CONSTRUCTION INSPECTION (PERIODIC)

(2) ENGINEERING

A, ROAD/STREET SYSTEMS gssst (HORIZONTAL AND VERTICAL
CURVE DATA, PROFILES

B, UTILITY SYSTEMS DESIGN (SEWAGE, WATER, STORM, ETC,)

C. LOT DESIGN (LOT CLOSURE AND PLAT/SURVEY DATAJ

D. CONSTRUCTION SPECIFICATIONS (ROAD AND UT}%ITY SYSTEMS)

E. CONSTRUCTION COST ESTIMA{ES AND PROGRAM AND SCHEDULE)

F. CONSTRUCTION INSPECTION (PERIODIC

(3) LANDSCAPE ARCHITECTURAL

A.  LANDSCAPE CONSTRUCTION AND PLANTING DESIGN (ALL SITE
IMPROVEMENTS NOT COVERED BY ARCHITECTURAL AND ENGI-
NEERING, I,E. GRADING, SURFACING, RETAINMENT, LIGHT-
ING, PLANTING, ‘SPECIAL FEATURES, ETC.)

B, CSN TRgCTION AND PLANTING SPECIFICATIONS (AS NOTED
IN 3A,

C, CgNSTRUCTION AND PLANTING COST ESTIMATES AND PROGRAM
($ AND SCHEDULE

D. CONSTRUCTION AND PLANTING INSPECTION (PERIODIC)

(4) LAND SURVEYING
A, ROAD/STREET SYSTEMS LAYOUT (555 2A.)
B, UTILITY SYSTEMS LAYOUT (See 2B,)
C. LOT LAYOUT (BOUNDARY SURVEY AND MONUMENTS)
D. BUILDING LAYOUT (STAKEOUT AND SET ELEVATIONS)
E.  LANDSCAPE CONSTRUCTION LAYOUT (STAKEOUT DRIVES,
PARKING, ETC. AND SET ELEVATIONS)
(5) GRAPHICS

A.  SIGNAGE (PROJECT SIGNS, ETC.)
B. P,R. LITERATURE (BROCHURES, ETC.)

(6) INTERIOR DESIGN

A, INTERIORS (SAMPLES/MODELS)
B. MATERIALS/COLORS (TYPICAL UNITS)
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EXAMPLE: INPUT CHECKLIST
(Private Developer Data Only)

client data
CLIENT NAME XYZ Corporation
DNAME .1
PROJECT NAME, LOCATION A-PUD, Akron, Ohio
DNAME-2
DATE 9/13/79
DATE-3
sitedata
.SITE AREA
COVERAGE ALLOWABLE 207.00
A-4 GSCAP-5
INDUSTRIAL
COMMERC | AL 4.79
SCHOOL SITE Al-6 AC-6 AS-§
MAJOR ROAD (R.0.W.) .
OPEN SPACE 7.50 112.35
AR-86 AQ-6
RECREAT IONAL FACILITY
OTHER (SPECIFY) 3.30 7.58 .
ARC-6 AOT-6
unitdata
UNIT TYPES SFD TH GA
DUMNMS-7
NET DENSITIES h.42 8.75 15.20
DD-8
SALE PRICES - RESIDENTIAL __
- INDUSTRIAL senRi-rol 68250. | 52800. | 43700.
- COMMERCIAL SPNRC-11
MiX 22.1 22.5 55.5
MiIX-12
NUMBER OF UNITS 141 143 354
INU-13]
UNIT SIZE 1625 1200 950
AUS-14
NUMBER OF STORIES 2 2 2
STORYS-15,
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land and development data

LAND COST
INTEREST
PROFESSIONAL FEES

1,424,665

LC-30

0.00

INT-31

150,000

FOP-3)

DEVELOPMENT COST
OFF-SITE CONTRIBUTION

1,535,714

CA-33

113,000

DEVC-34

ANNUAL LAND EXPENDITURES
LAC-3S

'250000.

“413333.

° 386666.

374666. |

6

7

ANNUAL S ITE-DEVELOPMENT
EXPEND I TURES XPCPY-36

1

17 P

.230

.275

.078

6

7

ANNUAL QFF-SITE
CONTRIBUTION

'113000.

2

O o W

osc-37JE

7

construction and mana

gement data

PERCENT LAND PRICE TO

SALE PRICE
PCT-38

14,

9.

6.

CONSTRUCTION COST/SQ. FT.
BY UNIT TYPE
ESCF39

25.

24,

22.

LOT IMPROVEMENT COST/
UNIT TYPE

3000.

3100.

2100.

PERCENT SALES COST
ESC-41

14

TECHNICAL FEES
INTEREST ON CONSTRUCTION

350

TECH-42

3.0

10CC-43

OVERHEAD EXPENSE

5.0

POHE-44

ANNUAL RESIDENTIAL

CONSTRUCTION iD-45

1

186

190

116

146

ANNUAL INDUSTRIAL
CONSTRUCTION

IID-46P6

ANNUAL COMMERCIAL
CONSTRUCTION

ClD-47

L.79

60151’57"{
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annual sales, revenue data

3 d 13
ANNUAL RESIDENTIAL SALES 186 190 116 146
(UNITS) s
SDU-48 r
ANNUAL INDUSTRIAL SALES L 2
(ACRES) 5
SNRAL 49,
ANNUAL COMMERCIAL SALES i 3 * 4,79
(ACRES) P B
SNRAC- 3
OTHER REVENUES 2 E
7 T fg 0
OR-51 ” s
OTHER EXPENSES 200000. [© 200000. ) N
7
QE-52
39

%

YO0 — 5Y cdre et



APPENDIX: DEVELOPMENT IMPACT MODEL — OPERATING PROCEDURE

The Development impact Model is a system for analyzing development proposals to determine their economic
feasibility within the constraints imposed by natural determinants, physical delivery systems, public
service systems, market factors and legal requirements. The following is an outline of the procedure
for using the Development Impact Model.

DATA COLLECTION

A. Site Anaiysis

1.

Base map with location of property outbounds and important features from property survey or county
tax maps.

Municipal zoning map and code and development codes for analysis of legal constraints.

. Municipal and county master plans for analysis of public intentions and policy.

Price of land from the developer or other source for use in the feasibility analysis.

Legal fees, interest on land, and other miscellanecus front-end costs from the developer for use
in the feasibility analysis.

Natural Determinants and Coverage Analysis

1.

&,

County soi! survey from Soil Conservation Service for soil series types, shallow to bedrock,
seasonal high water table, alluvial soils.

Topographic maps of site and surrounding areas from U.S. Geological Survey or site survey for
siope analysis.

Aerial photographs of site from U.S. Department of Agriculture, Aero Service, etc., for analyslis
of vegetation and other physical features.

Hydrology and floodplain location from the U.S. Army Corps of Engineers or the Soil Conservation
Service for floodplain analysis.

Physical Systems Analysis

1.

6.

Streets and roads from municipal or county planning department/commission or state highway
department, or a traffic study by a consultant.

a. Right-of-way and cartway dimensions, including intersection approaches.
b. Existing traffic volumes.

c. Design capacities. (Intersection capacities are usually critical points.)

. Water supply information from municipality, county, or private water company(ies).

a. Location and excess capacity of water lines near the site.

b. Supply costs and hook-up charges.

c. If there is no feasible public water supply, determine the ground water supply and delivery
costs from the Soil Conservation Service, state department of natural resources or its
equivalent, or well drilling companies.

Sewer service information from the municipality or county authority.

a. Location and excess capacity of sewer lines in the area.

b. Sewer rental rates and hook-up charges.

c. If there is no public sewer available, contact state department of health for package plant or
septic tank requirements and costs.

Check location of electrical supply and cost of installing lines underground with the local power
company.

Check location of telephone lines and cost of installing lines underground with the local telephone
company. Determine whether this can be coordinated with electric lines for any savings.

Check location and hook-up costs for gas service with the locai gas company.
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0. Public Services and Revenues Analysis
1. Obtain a copy of the current municipal budget.
2. Check the level of service provided for by the budget for:
a. Police
b. Fire
c. Recreation, parks
d. Road maintenance
e. Other
3. Check sources of municipal revenue, tax base, and rate.
a. Property tax
(1) Total revenue
(2) Total assessed value
(3) Assessment rate
(4) Tax rate
b. tncome tax
(1) Total revenue
(2) Total personal income (average household income times number of households)
(3) Tax rate
c. Per capita and other taxes
(1) Total taxable population
(2) Tax rate
d. State and federa! subsidy
(1) Amount of subsidy
(2) Basis for subsidy
e. Municipal debt
(1) Current municipal debt
(2) Legistative debt limit
4, School data
a. Schoo! taxes - Obtain school! budget and supporting data to determine:
(1) Property tax
(a) Total revenue
(b) Total assessed value
(c) Assessment rate
{d) Tax rate
(2) !ncome tax
(a) Total revenue
(b) Total personal income

(¢) Tax rate
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(3) Per capita and other taxes
(a) Total taxable population
(b) Tax rate
(4) State and federal subsidy
{a) Amount of subsidy
(b) Basis for subsidy
(5) School debt
(a) Current debt
(b) Legislative debt limic
b. School capacity/enrollment
(1) Current enroliment
(2) Current capacity
c. Plans for school expansion
€. Market Analysis
1. Market comparables
a. Unit types (market mix: percent of each type available).
b. Sale prices and rents.
c. Unit sizes.
d. Special features.
2. Market absorption rates
3. Cyclical construction trends. {(is the market over=-bullt or under-built now?)
4. Neighborhood characteristics
5. Regional location factors:
a. Access to work, shopping, recreation, etc.
b. Special amenities.

c. Major pollution sources, etc.

NATURAL SYSTEMS ANALYSIS

Dollar costs that may be incurred to overcome restrictions or meet performance standards should be
particularly noted,

A. Analysis of Natural Restrictions

1. Vegetation
a. Acras in each vegetation classification (wooded, non-wooded}.
b. Percentage of the site in each vegetation type.

2. Slopes
a. Acres in each slope classification (0-3%, 3-8%, 8-15%, 15-25%, 25+%).
b. Percentage of the site in each slope classification.

3. Seasonal high water table {SHWT)
a. Acres in each class of SHWT.

b. Percentage of the site in each SHWT class.
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4. Shailow to bedrock
a. Acres in each class of shallow to bedrock.
b. Percentage of the site in each shallow to bedrock class.
5. Floodplain
a. Acres of the site in the floadplain.
b. Percentage of the site in the floodplain.
6. Composite development restrictions.
a. Acres with development restrictions.
b. Percentage of site with development restrictions.
B. Coverage Limits Analysis

This involves an analysis of the projected runoff of stormwater and the determination of impervious
coverage limits or performance standard requirements.

LAND USE DESCRIPTION
Determine the types of units, market values, sizes and mix. These will be based on the developer's
preferences and the market study.
SCHEMATIC SITE DESIGN
This is a blob diagram showing land use classifications (single=-family, townhouses, garden apartments,
commercial, open space, etc.) and the major circulation and utility lines. The amount of land shown in
the various blobs should agree with the required unit mix determined in the Land Use Description phase.
The schematic design should also respect the natural restrictions from the Natural Systems Analysis
phase.
PHYSICAL DELIVERY SYSTEMS ANALYSIS
A. Roads

1. Length of major access and site circulation.

2. Cost of major access and circulation.

3. Cost of intersection improvements.
8. Water System

1. Length of major water lines on- and off-site.

2. Cost of major water lines.

3. Cost of other water system features if required (wells, pumps, storage tanks, treatment equipment,
etc.) - )

C. Sewer System

1. Length of major sewer lines on- and off-site.

2. Cost of major sewer lines including manholes.

3. Cost of other sewer system features [(f required {pumping station, package plant, etc.).
D. Other Utilities

1. Length of other utility lines (telephone, electric, gas).

2. Cost of utility lines not paid by the utility companies (placing system underground, etc.).
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DENSITY FEASIBILITY ANALYSIS

A. Upper limit of developrent density can be determined in a number of ways:

1.

2.

Maximum density allowable from zoning or PUD code. This is the lega! maximum.

Maximum density possible within the constraints imposed by the market mix and lot sizes from the
Land Use Description phase. This can be calculated using Equation 1.

Oy = 00 (Equation 1)

L Lymy

where O, is the net density based on the market study mix,
£ is the lot size for the unit type (acres}),
m is the mix for the unit type (%), and
n is the total number of unit types.

for instance, if the market study shows that the proposed development should include 80% (m,)}
single family homes on half acra lots (1; = .5), 10% (m;) townhouses at 10 per acre (i; = .]),
and 10% (m3) garden apartments at i4 per acre (£3 = .07}, then the net density would be calcu-
lated as follows:

Dm 100 / {(.5 x 80) + (.1 x 10) + (.07 x 10)}

100 /7 (40 + 1 + .7)

100 / 41.7

= 2.4 du/acre

. Maximum density determined from the coverage analysis in the Natural Systems Analysis phase and

the market mix of the Land Use Description phase. Three impervigus coverage (C) valuss are re-
quired: (a) the weighted average coverage per unit {Cx), (b) the amount of impervious coverage
allowed far the site (Ca), and (c) the amount of impervious coverage per acre for all major site
improvements such as community buildings, major roads, etc. {(C4).

A weighted average is calculated using the following equation:

x = L (Equation A)

T vy
where v is the number of each variable or eiement,
k is the constant value of each variabie or element, and
n is the number of different variables.

This equation can then be used to calculate the weighted average coverage per unit. for instance,
suppose that the following is the recommended mix from the market study:

Unit Unit Net Parking, To;al/

Type Area Stories Cover Patio, etc. Unit Mix
SF 1700 sf 1 1700 sf 1000 sf 2700 sf 10%
TH 1400 sf 2 700 sf 600 sf 1300 sf 30%
GA2 1000 sf 3 333 sf 600 sf 933 sf 302
GAl 800 sf 3 267 sf 600 sf 867 sf 30%

Therefore, if the percent mix is the variable value (v) and the total coverage per unit is the
constant value (k), then for the four (n) unit types the weighted average coverage per unit (Cx)
can be calculated as follows:

V‘kl + Vzkz + V3k3 + V!‘kk

Cx = Vi vy *vs vy

(10 x 2700) + (30 x 1300) + {30 x 933) + (30 x 867)
10 + 30 + 30 + 30

27000 + 39000 + 27990 + 26010
100

12000/100 = 1200 sf/du
5%



The maximum density based on the cover model (D;) can then be calculated using Equation 2 as
follows:

b, = [835.6 x Ca) - C§
1 cx

(Equation 2)

As an example, assume that the allowable impervious coverage for the site based on the cover model
(Ca) is 22%, the coverage per acre of all major site improvements (C8) is 1500 square feet per
acre, and the weighted average coverage per unit is 1200 square feet per unit as above, then the
maximum density would be calculated using Equation 2 as follows:

D, = (435.6 x 22) - 1500
! 1200

9583.2 -1500
1200

8083.2 / 1200

6.736 dulacre

B. Break-even Density. This is the minimum project density at which the developer will be able to meet
all costs and still make an acceptable profit. This is used to determine the relationships among
the total site development cost (both on- and off-site), the average market value per unit, and the
density.
1. The basic break-even density equation is as follows:

0, = L {Equation 3)
08286 x V x A

where L is the major site development costs (§),
V is the average market value per unit ($/du), and
A is the site area in acres,
2. Variations of break-even equation.
a. To find the average market value if the density and development cost is known:
V = L/ (,0826 x A x Dg) (Equation 3a)
b. To find the allowable development cost if the density and average market value is known:

L = VxA=xD, x .0826 (Equation 3b)

3. Determination of site development cost {L). This is the total of ail front-end and major improve-
ment costs. It includes:

a. Cost of land.

b. Interest on land.

¢c. Planning fees.

d., Legal fees, permits, etc.

e. Sewer system,

f. Water system.

g. Roads and intersection improvements.

h. Community buildings and recreation facilities.
i. Other major site improvement costs.

4., Determination of average unit market value (V). This is the weighted average of the market value
of all units.

a. V can be a cne-number estimate for the whole project.

b. A more accurate method of determining V is to use a weighted average of the project value of
each type of unit based on the Land Use Description analysis and the market study.
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c. To find the market value for rental apartments, multiply the expected annual rent by 7.28.

d. To find the total construction cost (bricks and boards plus unit share of major site development
costs) from the market value, divide the market value by [.6561.

e. To find the unit share of the major site development costs from the market value, multiply the
market value by .0826.

f. To find the total construg:ion cost (bricks and boards plus unit share of major site development
improvement costs) from the annual rent, multiply the annual rent by 4.3833.

Equilibrium break-even density. This analysis is used when the developer and the municipality (or
school district) share the cost of major site improvements. The analysis is subject to the con-
straints that the project must generate a positive tax surplus if the developer pays all major site
development costs.

With the equilibrium analysis the municipality Invests all tax surplus generated by the project in the
major site development costs. When the municipality pays part of the site develupment cost, the break-
even density for the developer is lowered because his costs are lowered. The equilibrium analysis
determines the minimum breakdown density where the developer just breaks even and the municipality
reinvests all tax surplus. The analysis aiso determines the respective shares of costs for the
developer and the municipality.

The equilibrium break-even density (Dy) is caiculated using the following equation:

Dp = (Equation &)

L
A{.0826 V+15 ({IvxM=xRI+T=5)}
where L is the major site development costs ($),
V is the average market value per unit (§/du),
A is the site area in acres,
M is the tax millage rate,
R is the assessment factor,
T is all other taxes paid by the occupants per unit, and
S is the unit service cost.

All of the other taxes paid by the occupants of the units would include income taxes, per capita
taxes, etc. This value (T) is calcuiated on a per unit basis for the entire project. The unit
service cost (S) is based on the average cost per unit for municipal services to the project. This
is based on an analysis of the municipal budget. The same procedure would be used for school
budget information if the equilibrium analysis was between the developer and the school district.

For instance, suppose that each of the variables has the following values:

L = $7,500,000
v = §25,000

A = 120 acres
M = 025

R = .6 (60%)

T = $§250/unit
S = $500

The equilibrium break-even density would be calculated using Equation k as follows:

Op = 1,500,000
120 (1.0826 x 25,000} + 15 ({25,000 x .025 x .6} + 250 - 600} ¢

- 1,500,000
120 {2065 + 15(375 + 250 - 600} }

- 1,500,000
120 {2065 + (15 x 25)}

= 1i5°0l°°°
120 (2065 + 375

= 1,500,000
120 x 2440

= 1|§00§000
292,800

5.12 du/acre
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To calculate the developer's share of the site development costs (Ly), use Equation 3b by
substituting the equilibrium break-even density (D) for the break-even density (De) in the
equation as follows:

Ly = V xAxDyx .0826 (Equation 4a)

The municipaiity's share of the site development costs (L) is simply calculated by subtracting the
developer's share from the total site development costs:

Ln = L -4 (Equation ub)

Following through with the above example, the developer's share of the site development costs would be
Lg = $25,000 x 120 acres x 5.12 du/acre x .0826

= $1,268,736

and the municipality's share would be
L, = $1,500,000 - $1,268,736

= $231,264

There are two major practical limitations on the use of the equilibrium analysis:

1. Any investment of public funds in major site development must be politically expediant. The
municipality might be able to invest in intersection improvements, off-site sewer lines, and other
improvements which ostensibly benefit more of the public than just the residents of the site. |If
the municipal share of costs at the equilibrium density is $200,000 but only $100,000 in off-site
public improvements can judiciously be made, then the other $100,000 will remain as a tax surplus.

2. Separate taxing bodies normally will not and cannot exchange surplus revenues to balance out

deficits. If a project is developing a $100,000 municipal tax surplus, a $100,000 schoo! tax
deficit will not be cancelied out.

DEVELOPMENT EXTERNALITIES

This section deals with costs (monetary and non-monetary) and revenues generated by a development. A
detailed analysis of these externalities is often useful for planning purposes.

A,

Traffic Generation

1. Daily or peak hour trip generation rates by unit type are applied to the total number of units
contemplated for the project. This gives the total traffic generation.

2. Percentage allocation of the various access routes to the site is derived from origin-destination
studies.

3. By combining ! and 2 above the site-generated traffic load on any access point can be determined.

4. Comparison of existing traffic, design capacity, and site-generated traffic loads indicates the
amount of anticipated congestion.

S. If a road or intersection improvement is needed to overcome the anticipated level of congestion,
the cost will become part of the major site development cost. Either the municipality or the
developer can pay for the improvements.

School Children

1. School children generation rates by unit type are applied to the total number of units comtemplated
to obtain an estimate of the total number of school children generated by the project.

2. The schoo! budget will indicate the cost per student for operation. Multiply that cost by the
total number of students generated for the projected school costs.

3. Project market valuz, property tax rates, and other tax information are used to determine the total
school tax generated by the project.

4, Formulas for state and federal schcol subsidies are used to determine the additional subsidy
created by the school children from the project.

5. The sum of items 3 and 4 above is compared to item 2 to determine the net surplus or deficit caused
by the project.
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C. Municipal Services

The revenue and operations structure must be investigated to find which services are supported by
general taxes and which are supported by special user charges.

1, Typically sewer and water operations are separate from the general fund so that a property tax
surpius cannot usually be used for sewer construction. The structure of municipai services
must be investigated to sort this out.

2. Costs, revenues, and indicators of use on a per capita, per square foot, per linear foot, per
dweiling, per acre, etc., basis for all municipal services should be investigated to find out
which areas show a favorable balance for the proposed project {or an unfavorable balance as the
case may be).
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Free enterprise is the art of creating ones own monopoly, if only for a
moment in the mind of the buyer. Monopoly characteristics in real estate
depend on careful analysis of uncontrollable variables among the collective
consumers and precise segmentation of the controllable variables relative
to individual consumer.

A. To review the broad strategic concern of real estate investment in order
of priority:

1. Degree of exposure to political risks (collective consumer action)

a. Broad array of land use controls
b. Vulnerability to subsidize competition
c. Dependency on government subsidized demand

2. Ability to generate channel demand

a. Control of space consumer

b. Indirect control through reciprocity

c. Indirect control of alternative supplies

d. Indirect control through effective research and timing

3. Degree of acceptable management intensity

. Marketing tied to a specific personality

. Marketing tied to a specific set of high skill talents
Marketing tied to quality, service, and convenience
Marketing tied to technology/cost advantage (high tech/high
touch product)

a0 o w

L. Degree of financial exposure per project

a. Front end cost

b. Hard dollar equity required

c. Time line risks

d. Holding power

e. Efficiency of credit utilization

5. Tax strategy and exposures

. Federal income tax
State taxes

Real estate taxes

. Special assessments

a0 o w

6. Going concern versus liquidation options

a. Estate tax and estate planning considerations
b. Corporate liquidation

c. Asset liquidity
d. Management rewards, penalties, and survival



B.

The real estate project marketing program must keep in mind the
features required to neutralize the collective consumer who might
oppose entitlements, the features and codes which will motivate the
space consumer at a price which provides financial viability,and
the overall six strategic attributes to be marketed to the investor
At the very least market and merchandising research should be able
to eventually produce a marketing program which suggests:

1. Where the developer/investor should position his effort relative
to demographic and economic trends given a desired scale of
operation.

2. The unmet needs in the marketplace in terms of mostprobable user
groups, their total number, and their effective demand constraints.

3. The time span of their effective demand in the marketplace

L. The competitive standard product minimum required for entry into
the market.

5. The competitive product/service/margin necessary for monopoly
advantage

6. The project: image most likely to neutralize collective opposition
7. Essential media and themes required for promotion programs

8. Financial parameters required to attract investors, mortgage
or equity

The first step is to reduce aggregate data about user groups which is
plausible but overly general information to a scale which will focus
on a sub-segment with a proper rationale or hierarchy. To do that
requires an analytical model and in most cases, each situation requires
the analyst to create his own model with which to structure the data '
available and to discover the missing links in the logic diagram which
must be researched.
A. Models organize the anlyst, the report, and the client

1. Models explain what you are going to do.

2. Models make relationships and key assumptions explicit.

3. Models permit clients to understand logic of conclusion and to
test his own set of assumptions.

B. A market research model should be careful to recognize?
1. What are the questions
2. What data is available which is relevant?
3. What theory is available to focus data on the questions?
4. How will the results be communicated?
5. What are the abilities of the analyst?

6. What is the cost benefit ratio between the model method and the
question?



EXHIBIT |

SEGMENTATION LOGIC TREE

PROJECT » PRODUCT MIX,
ATTRIBUTES PRICE & CAPTURE
RATES OF SUBJECT
ﬁ
Y
POTENTIAL COMPETITIVE EDGE
USES OF SUBJECT
/)
\
POTENTIAL RATIO OF SEGMENT
USERS (€ WHO CAN AFFORD
SUBJECT

i T

RATIO OF SEGMENT
INTERESTED 1IN
SUBJECT

S1ZE OF OPPORTUNITY ;
USER GROUPS

Market data refers to aggregate data, secondary information, the easy

to acquire data from census tracts, traffic counts, building permits,

and so on. It is useful to scale the size of the market potential,

of the opportunity area but by itself aggregate market data is relatively
unimportant to the success of most projects.



Merchandising data is generally primary information generated by the
analyst about specific competitive projects and specific user groups
which will permit an estimate of what percentage of the opportunity

group can be captured for a specific project.

1. Absorption rates apply to aggregate market data to determine the
total size or amount of market activity in terms of how many lots
were sold, how many apartments in a rental range were newly rented,
or how many square feet of leased office space were occupied.

2. Capture rates are the product of merchandise research and are the
ratio of the total opportunity potential which might be secured
for a project or must be secured to achieve financial goals.

The capture rate will reflect a careful judgment of product mix,
amenities, pricing, and timing.

A flow chart of the market research process is provided in Exhibit 1.

Most multi-tenant or multi~user land uses are susceptible to a retail
trade area model. A retail model is a device analogous to establishing
a retail trade area perimeter for a super market to segregate households
which have a reasonable probability of using the outlet from those who
don't because of convenience, distance, age, or income. Thus the
analyst should establish a preliminary hypothesis for:

1. Primary market area to be served.
2. Secondary market area to be served.
3. Principal competitors.

Consider Exhibit 2 as a simple market model to define the size of an
opportunity area in a selected county for elderly persons requiring
residential care units.

1. For lines with asterisks the key ratios for reduction were derived
from a survey of the elderly generating primary data for this county.

2. For example, while 37% of the elderly were financially qualified,
only about 60% of those were interested in considering a residential,
minimal care facility or 22% of those in the convential housing
market - hence the reduction from 19,700 to only 4,200. This chart
should have showed the ratios from the survey.

3. Failure to convert serious interest into action was a round number
based on experience of those which had marketed similar developments
in the past, as was an allowance for potential customers coming
from outside the county to be closer to relatives, etc.

Market data provides a measure of potential scale of a market opportunity;

the most important aspect of market analysis is forecasting the degree

A.

of market penetration or capture rate of remedial development.

To reduce aggregate market data to a merchandising hypothesis, the
first.clue to segmentation may be found in correctly understanding
the essence of buyer motivation or of the activity to be housed.
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EXHIBIT 2a

RETIREMENT CENTER MARKET SITUATION ANALYSIS

TOTAL POPULATION
WITHIN MARKET AREA

TOTAL NUMBER OF
INDIVIDUALS FITTING
PROFILE OF TYPICAL
BUYER

THOSE INDIVID-
UALS INTERESTED
IN RETIREMENT

FACILITY

WHAT ARE THEIR NEEDS?
WHEN DO THEY WISH TO MOVE?

WHAT ARE THEY WILLING & ABLE TO PAY?
HOW MANY ARE THERE?




EXHIBIT 2b
DEMAND FOR ELDERLY RESIDENTIAL CARE UNITS

Persons in County age 65 and over in 1970

Adjustment 1970-1974 to reflect the number of persons
moving into the 65+ bracket and the application of
mortality rates by age and sex

Estimated persons in County age 65 and over in 1974

Less persons 65+ presently in nursing and residential
care facilities in County 1,792

Less persons 65+ presently in government subsidized

hous ing for the elderly 638
Persons age 65+ in the conventional housing market in

County in 1974

Survey percentage of persons financially qualified for
$350 a month + $5,000 entry deposit (34%)

Survey percentage of these qualified who are seriously
interested in proposed independent elderly unit (63.6%)

Household equivalent (+ 1.519 persons per household)

Less estimated number who will not convert serious inter-
est into any form of action (50%)

Less the percentage who, while seriously interested, said
(before they heard the hypothesis) that their next home
would probably be outside County (13.3%) from survey
questionnaire) 187

Less those disqualified because their current health

status necessitates care beyond the scope of services

to be provided in the residential care units (5.4%)

(from survey) 76
Elderly households in County qualified for and seriously
interested in moving into the proposed development

Plus an allowance for those elderly households coming
from outside County to enter the proposed development(10%)

Elderly households qualified for and seriously interested
in moving into the proposed development

Share of market opportunity area who state in survey that for
their next dwelling unit their first preference would be an
apartment, in a highrise, midrise, or garden building:

Highrise or midrise 28.0%
Garden 49,1
77.1%

Less estimated numbers of households who might move into

competitive developments available supply of units

Households that can be considered candidates for the proposed
development

21,914

245

22,159

2,430

19,729

6,707

4,270

2,811

1,406

263

1,142

127

1,269

978

270

780



1. Retailing is a break point for goods (a warehouse grocery), or
a service Industry, or a theater using lighting, staging, and
mood to reinforce a role played by the buyer.

2. A restaurant may be to provide a quick food break (high turnover,
pedestrian flow, conditioned ordering), or to provide recreational
entertainment and consumption of an evening, or to provide a
staging for business, social, or publicity roles.

3. A motel for transients, for resorts, or for terminal traffic uses
all of its facilities and location to sell a 'room-night' of
occupancy because that is an 80% gross margin. Anything done
after that Is Justified by 1ts contribution to ''room-night"
sales or its reduction of average cost to capture a customer
per ''room-night."!

4, The revenue unit may be related to the method of measuring profit
of the project in question such as per acre, per camper pad,
per event, per front foot of shoreline, per stool or table, etc.,
not to mention sq. ft., per frame at a bowling alley or per tennis
court hours, or per hour of ice time.

5. Sometimes the prospect is identified by who really signs the check
for a particular type of real estate.

a. The salesman or the management paying his travel costs

b. The doctor or the clinic

c. The district manager or the corporate real estate manager

d. The ticket buyer or the promoter

e. The bowling league, team business manager, travel agency tour guide

6. The market segment may be defined initially by the source for a
prospective user list - people who share a common address, hobby,
professional specialty or some other identifier.

a. A reverse directory or criss-cross telephone book
b. Building directories of comparables

c. Mailing lists of specialty publications

d. License number spotting

e. Guest registers

f. Charge account mailing addresses

The objective of these approaches, revenue unit, the decision maker,
the prospect list source, is to segment the user market to a specific
and relatively small group of potential customers who can be surveyed
to generate original and relevant information about their space needs
and motivations. Unlike most consumer markets, the number of prospects
is always low; think smalll’

1. Real estate is a series of micro-markets. A 24-unit building
with one, two, three bedroom units has at least three sub-markets.

2. A 24-unit building is a $500,000 enterprise with a $75,000 gross
sales potential from only 24 customers!



Exhiblie 3

Poputation Forecast
(Nine Trade Arcas)
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2.
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Current shopping pattarns and alternatives to CBD

Design preferences
Shopping mix preferences

!

Remedial development impact on
capture rate

X
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CBD sales in selected future
years by categary

Sales per sq. ft. per category
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Sq. footage and type of arw space ruquired




C. A survey of existing properties and alternatives available to a selected
market segment defines only the competitive standard - namely the
minimum product and price necessary to be in the market.

1. Comparison shopping further identifies where there may be gaps
in the supply of alternatives, a market opportunity gap, or where
the oversupply is so significant as to portend the last competitive
alternative before bankrupcy - namely price cutting.

2. Comparison shopping should not only identify the physical character-
Istics of the product and price but the nature of the promotion
effort as well.

3. Promotion comparison should consider pedestrian and vehicle
approaches, model location, furnishings, and sales people.

4, Review of the promotion campaign should reveal whom the competitors
believe to be their prospect.

D. A survey of users, is designed to reveal or to identify the competitive
differential attributes which would provide that monopoly element
required of every successful project.

1. A second product of consumer survey is the ability to develop
locally relevant ratios which permit disaggregation of market
data into market segments and the conversion of potential numbers
of people into potential dollar sales over time.

2. Survey questions to create ratios require previous construction
of a market model hypothesis.

3. Survey questions can discover latent political Issues or provide
a calm base for citizen input from those who rightfully dislike
public hearings.

L4, Survey questions and execution should not be done by planners or
appraisers.

IV. A good example of modeling market data through segmentation and survey for
renovation in a small community is a project by Gruen Gruen + Associates
for Santa Maria, California. The study was begun in 1972. Project is
operating as the Santa Maria Town Center with retail sales ahead of forecasts.

A. The Gruen's were able to convince the redevelopment agency to avoid
any physical planning until a detailed analysis of the demand for
alternative services that could attract people back to the downtown
area was done. Thils EMAS study (economic market analysis study) outline
is in Exhibhit 3 had the following outputs:

1. First, a full analysis of economic data and retail data was
utilized to generate information about the type of tenancies that
could realistically be expected to penetrate downtown markets.
(Table of Contents Exhibit 4)



Reprinted with permission of Dr. Claude Gruen & Nina Gruen of Gruen Gruen + Associates.
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2. With a lead on tenancies, the Gruen's worked with an architect
to provide sketches of alternative architectural styles and
concepts to show residence in survey to see what type of treatments
might strike the most positive response. (See Exhibit 5)

3. The EMAS should then be able to indicate the kind of tenancies
that could survive downtown, suggest their dollar sales potential,
and indicate at a preliminary level a design scheme. (See Exhibit 6)

4., At the same time, back door financial studies are done from rents
from capital budgets to discover what would be feasible for the
private developer and what components may need to be subsidized
by the public.

5. Appraisers use the EMAS and suggested tenant mix as the basis for
their value estimate in the after condition.

6. Final stage was to write up a series of specifications or profiles
on tenants, product design and components, and a cash flow analysis
of the entire project from the viewpoint of the developer so he
could see how much money there was to make tnd he would know that
the city knew the financial aspects of the project. Developers
were then asked to bid.

in the case of Santa Maria, three developers bid and the city picked
Ernest Hahn to build the project. There was no demolition or site
acquisition before the start of the EMAS. The entire project was done
within a four year period. FfFor the first six months of complete
operation, "June 1976 through December 1976, sales were approximately
15.6 million and is 70% leased. The Mall did 4.9 million, Sears -

6.9 million, and a local department store - 3.7 million.

Before looking at report organization and product, it is useful to
observe:

1. Planners are poor market economists and merchandising survey
analysts. Use specialist at the start.

2. Most appraisers are equally bad, but are reluctant to use team
approach or to accept EMAS by somebody else as a legitimate set
of assumptions for appraisal. Moreover, appraisal financial
analysis must be on after tax cash flow in the redevelopment game,
or he will miss the market completely. The financial analysis
must contain extensive sensitivity analysis so that changing times
due to a slow pace of such projects does not invalidate a point
conclusion.

3. The leader of the team should be oriented to empirical observation,
be he planner, lawyer or architect, rather than dedicated to purist
appraisal or ptanning dogma and esthetics. The numbers crunch or
nothing will be built that should have been built.



Reprinted with permission of Dr. Claude Gruen & Nina Gruen of Gruen Gruen + Associates.

Exhibit 5

Excerpt With Permission From
Economic & Market Analysis Study for Downtown Santa Maria

Prepared for City of Santa Maria Redevelopment Agency
by Gruen Gruen + Associates

Thus, the relationship between survey derived indications of satisfaction

and current expenditure patterns were sufficliently significant to warrant

the use of survey responses to suggest the change in relative preferences

that would be caused by an appropriately developed new shopping agglomeration

in downtown Santa Maria. However, the rapid deterioration of this relation-
ship with distance suggested that it be used very cautiously in Trade Areas 5
through 9. Therefore, in addition to considering the percentage of respondents
who made no complaints, we also analyzed into the following three categories

all the comments that were made in response to the interview question concerning
the reasons for not shopping in downtown Santa Maria:

1. Complaints about physical deficiencies of the existing downtown
that we have assumed the redevelopment will alleviate. (Remediable
complaints)

2. Complaints concerning limited selection such as requests for a
department store or more stores. (Remediable complaints)

3. Complaints about prices, the lack of a supermarket or other contemporary
situations that we do not think the redevelopment programs will
alter. (lrremediable complaints)

Table 10 presents the percentage of respondents making remediable complaints.
These complaints were used in conjunction with the information about the
relationship between the indications of satisfaction discussed above to adjust
the present indicators of the proportion of expenditures on various items

in downtown Santa Maria (the S variables originally presented in Table 4)

to reflect the increase in consumer preferences for downtown Santa Maria

that would result from the completion of a sales optimizing redevelopment
program. We did not think the evidence warranted using these percentages

of remediable complaints (%RC) directly by adding them to the previously
revealed preference percentages (S1970) to get a new percentage (S1975,

1980, 1985). Instead, we adopted the following rules to get the new
estimates of this preference variable:

Trade Areas 1 through 4 Trade Areas 5 through 9
For
Clothing % RC x .964 + S1970 "Use % RC instead of 51970
For Home
Furnishings % RC x .861 + 51970 Use ¥ RC instead of 51970
For Other
Retail %Z RC x 017 + 5 1% + S

1970 1870




Exhibit 5

Table 10

Percentage of Respondents Making Complaints
About Remediable Features of the Present Downtown
(Complaints About Physical Problems
or Inadequate Selection of Stores and Goods)

b3
Trade Area Remediable Complaints

62.7
53.8
65.8
53.3
19.3
22.2
14.3
20.0
10.2

O GO~ ONUT W N~

Source: Gruen Gruen + Associates telephone survey

Computations following these rules permitted us to develop the estimates
of maximum percentage effective preference or penetration presented below
in Table 11. The insertion of these percentages in the sales estimate
generating equations we have been using throughout permits us to make the
forecasts of potential sales summarized in Table 12. The forecast sales
potential of almost $42 million in 1975 would have downtown Santa Maria
capturing 26.4% of the region's sales. By 1985 potential sales climb to
almost $58 million in spite of the fact that our model has downtown

Santa Maria's share of the region's sales dropping slightly to 25.4%.

Table 11
Estimated Maximum Effective Preference (S)

or Percentage Penetration Possible
After Appropriate Redevelopment

Trade Area Clothing Home Furnishings Qther Retail
1 76.2 74.5 19.9
2 74.3 69.1 10.4
3 76.3 72.2 12.9
4 56.9 53.0 8.6
5 19.3 19.3 2.1
6 22.2 22.2 1.5
7 14.3 14.3 1.6
8 20.0 20.0 2.8
S 10.2 10.2 1.5

Source: Gruen Gruen + Associates



Table 12

Estimated Downtown Santa Maria Future Sales Potential
(In Thousands of Dollars)

$ Available Potential $ $ Available Potential $ $ Available Potential § % of

Trade In Region Sales in NDP In Region Sales in NDP In Region Sales in NDP  Regional Sales

Area 1975 1975 1980 1980 1985 1985 to NDP
1 21,347 12,520 23,950 14,047 26,764 15,693 58.6
2 9,159 4,940 10,665 5,753 12,369 6,673 53.9
3 15,852 8,916 18,705 10,521 22,956 12,912 56.2
4 6,759 2,806 7,949 3,300 9,473 3,933 Ly.s5
5 19,676 2,756 22,963 3,217 26,613 3,728 14.0
6 18,030 2,854 20,878 3,305 24,042 3,806 15.8
7 9,065 942 10,920 1,135 13,106 1,362 10.4

25,355 3,729 31,043 k4,566 38,198 5,618 14.7

9 33,589 2,527 42,857 3,224 53,925 4,057 7.5

Total 158,831 41,990 189,931 49,068 227,447 57,782

Source: Gruen Gruen + Associates

g 31914yx3



Jr
"3
)
Q
.3
v
Q
5
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Trade 7 Homa Other %
= ey Area Clothing Furnishinis Retall Service
- 1 15.9 20.5 18.8 33.3
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] % % 2
' Household Income ansrally Qccasionally Seldom
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D.

Consider the elderly housing market chart in Exhibit 2a,b. Notice
that the ratios required for market segmentation follow a logical
reduction pattern. The analyst has made several working assump-
tions - namely that his market is over 65 and overwhelmingly from
Dane County because these assumptions are both reasonable and
conform to break-out points in the raw data.

The ratio sought by the survey follow a precise reduction pattern:

1. How many will consider moving?

2. Of those, how many would consider staying in town?

3. Of those, how many would consider an apartment?

k. Of those remaining who would consider an apartment in town,
how many would consider a specific location?

5. Notice the reduction process defines a subset of the elderly
market - a micro-market.

Each of these ratios suggests a specific calculation or perhaps

a short table of statistics. The specific title on the table of
data and its sub-columns should be written Before the questions
are drafted and the collection of data begun. - Notice the research
begins with careful definition of the questions to be answered.
All answers become relevant and all unnecessary questions are
avoided. These types of questions depend on knowing the precise
character of secondary data available to which the ratios must

be applied in the systematic model devised for the problem.

1. Confine vocabulary to basic 1000 words; avoid lingo.

2. Structure questions to permit check-off, or branching to set
up subsets. (See Exhibit 6)

3. Always test the quesionnaire on half a dozen prospects or
friends to reveal misunderstandings before using on the market.

L. Questions may take different formats. (See Exhibit 6)

The second type of question is generally attempting to measure
either anxieties or preferences. Both are dangerous survey areas
for amateurs as well as professionals and it is often cheaper to
subcontract-these particular functions to consumer research special-
ists. Nevertheless, a little common sense can generate consider-
able useful information on the competitive edge.

1. Probe for dissatisfaction with existing space or life style.
2. Probe for anxieties about uncontrollable trends and events.
3. Probe for desired social structure ties, real or imagined.

The real estate analyst can choose between systematic telephone
interviews, direct mall questionnaires, and personal interviews

in depth.

1. The telephone interview may be less expensive per question and
fastest but is limited in the type and amount of questions
which can be asked. Rifled to a project known to the analyst,
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EXHIBIT 6 79

Simple Survey Formats
for Classification of Subsets & !leasurement of Preference

I'd like o ask you & few questions about the place you lived Just defore
you moved intothis apertment.

5. About how many years did you live in your former homa?
lass than 1 vear __ 10 to 15 years
1 year = L.T. 2 years __mors than 15 years,

2 to L.T. 5 years
5 to L.T. 10 years

. Did you live in & house or in en apartment building just before your move here?

house —_ Spartment . other,

LAbou: how many apartments, including yours
ware there in the building?

L.T. & 17 to 2k
Tkl a2
:9 to 16 __more than 32

About how much rent did you pay per mox=th, ineluding
utilities but not teleghone? z

L.T. §50 — $100 to L.T. 5125
T 450 to L.7. §75  _ $125 to $150
__§T3 to L.T. $100 __ more than 3159
0id you own. or rent the house?
own rent

v
0id you rent a room , a fl=t or floor, or eantire
Louse?
__room flat/floor  __ emtire

out how much remt did Jou pay per Nozthk, {tclnding
utilities but not telephooe? i

L.T. $50 - $1oo to L.T. $125
450 to L.T. 875 $125 to ¢ *lgo
| $75 to L.7. $100 m’\t +than

Xow I'd like to ssk you some geweral qnutionl adout your dcciu.on to move
to this apartment.

T. How 444 you first find out adout them?

-, fanily ’ - newapaper
__ friends — Tadio
—. church — televigion

Houaing inthority__ other,

How important are the following items to vou?

Very " Somewhat Somewhat Not
Important Important Indifferent Unimportant Impcrtant

Private Balconies () () () () ¢

or patiocs
Laundry facilities () () () (3 ()

in each building
Washer/dryer connection ( ) () () () ()

in your apartment .
Extra storage space () () () () ()

More than 1 bath

Carpeted

—
—~—
~—~
—~—
——
~
~—
~—

stairways & () () () () ()

hallways in common
areas of apt. bldg.

(Areas
Master T
System
Children
center

shared by all residents)

.V. Antenna () () () () ()
's day care () () () () ()
ard/ox

nursery school nearby



EXIHIBIT &  cont'd. 30

14. what type of bullding features would you prefer in the layout of the condominium,
unit? (choose only one of each of the following sets of alternatives)

Two bedrooms with larger living area or/

Three bedrooms

— a— amme wmomme wwae  wmee - = e —— = s S
Three bedrooms, or/

Four bedrooms, or/

Large master bedroom and two 4-bed bunk rooms

WD GRS TS G - e OSTES @GESEs e $ GEaes 2 GBEATIET  GEED SRS
Two=story living room with inside balcony, or/

Living room with beamed cathedral ceiling

Full dining room, or
Dining '"'L" plus family-sized kitchen

Sundeck balcony for living room or/
Qutdoor patio at ground level

— e e e cmses v s e

)

)
R

)

)

)

)

) Walk-in closets in each room or/
) Large work room plus laundry room in each unit ¢ standard closets

One car garage attached to unit or/
Two car garage in group parking complex, or/
Carport and lower price

Central air conditioning or/
Woodburning masonry fireplace or/
Gas-log fireplace and window air conditioning unit

Contemporary natural decor with wood and rock materials, or/
Maintenance-free modern masonry and aluminum exteriors, or/
well styled colonial detailing

Extensive outside landscaping, or/
More floor space in each room




it tells much about the user profile for a good comparable
without having to ask about the product which the analyst
can inspect for himself. (See Exhibit 7)

A telephone survey is also useful to disaggregate census
data or to estimate market penetration of a competitor (such
as a retail store) into an area.

Direct mail questionnaires may cost from 5¢ to $3 or more
for each successful question; they take at least a week to
prepare and test and perhaps three weeks before cutoff of
additional responses. The type of question is broader and
can be graphic such as alternative site maps and simple
floor plans; response depends on careful construction of the
mailing list, a very time consuming process. Consider the
following types of questions:

The double barreled question occurs when two or more questions
are combined in one so that the answer is always ambiguous

as to the significance of each item but often occurs in the
effort to shorten an interview or a question.

Would you be at all uneasy if people of a different
religion or race were to move in next to your home?

. As you see it, what are some of the good points and the bad
points of the present Governor of this state?

Sensitive questions on family income should be asked at the
end of the interview while the opening questions should be of
more general interest. When a question about income is asked,
the response should permit some degree of obliqueness by the
respondent.

. The respondent can select a range of income or perhaps
enter the answer with a letter A, B, etc. in place of a
dollar amount.

. 1If socio-economic questions are generally short and direct,
they are a welcome contrast to the time consuming and thought
provoking questions which preceded them.

Contingency questions are those which are asked or skipped
depending on the respondent's answer to a preceding question.
The survey should be as simple to follow as a well designed
road map for an interviewer or a respondent. For example:
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WE NOULD APPRECIATE YOUR COMMENTS ABOUT APARTMENT
LIVING OR ABOUT THIS SURVEY.

YOUR COMMENTS: . .,‘W

OoMJM«MJ\AAIWMJ
MMMd/u’y,)
W‘koﬂo ,Lm‘_,[,.,."
And prnalirmes) Mm
Weshev ¥ drcger Aoy wied, . QUas
JMJwJ\,wyn,-hp«z Locrs) ol
Thy machence: I wralnala ot
Lhat iw MW,M,

'y o Swwe Thewd o1y
D radifp Fhat meving o a Abree,
WM
THANK YO0 FOR YOUR HELPT," ~

Please return the survey in the postage—pafd en velope as'soon as possibla

.Dxma:ow

‘WARCH GROUP Ww “4
K. "ﬁo ter B

iqan4l "-W“‘"‘“ "

EXHIBIT 7

” ”lh) ;.

EASIBILITY RESEARCH GROUP

Specieliets In € Macket Resesech for Docielon Makers

Jowx A. Rasmusses
Research Concdinator

Octoser, 1976
SusJECT: LANSIHG APARTHENT RESIDENT SURVEY

DeaR APARTMENT RESIDENT:

YoU CAN HELP PLAN NEN APARTMENTS. YOUR OPINIONS ABOUT YOUR
OWH APARTHENT AS WELL AS OTHER APARTMENTS YOU MAY HAVE LOOKED
AT OR LIVED IM, CAM HELP DECISIOM-MAKERS IDENTIFY WHAT
APARTHENT RESIDENTS PREFER. THIS WILL HELP THEM IN PLANNING
FUTURE APARTMENTS ACCORDING TO THE RESIDENTS' MEEDS AND
PREFERENCES ,

By FILLING OUT THE ENCLOSED QUESTIONMAIRE AMD RETURNING IT

IM THE POSTAGE PAID ENVELOPE PROVIDED, YOU CAN HELP IN MAKING
THESE DECISIONS, THIS SURVEY IS BEING CONDUCTED BY FEASIBILITY
RESEARCH) GROUP, AM INDEPENDENT RESEARCH FIRM.

YOuR REPLY TO THE SURVEY I8 COMFIDENTIAL. THE CODE MUMBER 1S
USED OMLY TO HELP US REMIND PEOPLE WHO MAY BE SLOM TO RESPOMD.
PLEASE RETURM YOUR SURVEY [N THE POSTAGE PAID RETURN ENVELOPE
AS SOON AS POSSIBLE.

VEnv muu voms

ﬁm A. Rasmussew

ResearcH COORDIMATOR

YOUR 0PIN|0N COUNTS

o Aust Anoon, Whcieeas 48108 o 1394454
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7.
1.

1%.

(Lm F'm)

WHO LIVES WITH YOU 1N YOUR PRESENT APARTMENT? (Check ome)

() ___ % spouse
(2) __ W spouse ond children
3) _X__ 1 du not share sy spartment with anyowe.
(4) _____ 1 share my apartment with reosmates
. Other (Please emplain N

IF YOU SHARE YOUR APARTMENT WITN ROOMIMATES, 10N MANY SNARE YOUR ,Al'!llltl"
(INCLUDING YOURSELF)

(t1] Three '

(3) Four

IF YOU PAYE CHILDREN, PLEASE INDICATE NOMW MANY LIVE 1N YOUR MOUSEHOLD AMD

HON OLD TNEV ARE. -
Now meny childven? Q Zd"_‘ Their ages?
WICK OF THE FOLLONING AGE GROUPS DO W“m SPOUSE DR ROOMMATE(S) FALL INTO?

({}] -4 (3 »-4 (s) 5 - 6k

2) X _3-M (1) 48 - 54 (¢) 63 or over

ARE YOU: m Male {2) 2{ Fesale

1N ORDER TO ASSIST FETURE DEVELOPERS TO MEET THE NEEDS OF INDIVIOUMS LIKE YOW,

17 IS INPORTANT TO DMDENSTAND WHICM EMPLOYERS IN VHE AREA ARE ATIRACTING MEW
EMPLOYEES. M1 THIS INFORMATION, FUTURE MONSING NEERS CAN BE ARTICIPATED AND MET.

NOW WY INDIVIDUALS 1M YOUR MOUSEHOLD ARE NOW EMPLOYED? l

ummnmummmn NORK ?

Name of Company Year Employwent Began

tocation
(City, Street)

_Lansing,'m! 43733 [0k

WHICKH OF VhE mmm CORRESPONDS WITN YOUR TOTAL HOUSENOLD INCOME? (IF YOU
SIARE NITt ROOMMATES, DO MOT IMCLUDE TMEIR INCOME.) [Check one)

(1) Under $5,000 per yeur {4) x $12,000 to $14,399 per vear
(2) ____ 5,000 te $8,999 per yoar () ___ $15,000 to $19,999 per year
(3) ____ $9,000 te $11,999 per year (6) ____ $20,000 or wore per year

THANX YOU FOR YOUR HELP!

PLEASE RETURN YOUR SURVEY RIGHT AMAY IW THE POSTAGE PAID EMVELOPE.

2A.

A,

MIICH OF THE FOLLOWING BEST DESCRINES YOUR PREVIOUS RESIDEWCE?  (Check onc)

(1) _X Mpartuent : 0isy
(2) _____ Single family house vhich 1/we rented
(3} _____Single family house vhich 1/we owned
{4) ___ Lived with parents
______ Dther (Please explain )

WIERE WAS YOUR PREVIOUS RESIDENCE LOCATED? (Check wne)
(1) __ lamsing PR

(2) _X_tast Lansing @(/})/m’; .
(3 Srand Ledge i M

(9 Deitt
(s) Outside the state of Michigyan
Other (Where? )

. WHAT WAS THE NAME OF TNE STREET WMERE YOUR PREVIOUS RESIDENCE WAS LOCAILD?

(IF YOUR PREVIOUS RESTUENCE WAS LOCATED 1N AN APARTMENT DEVELOPMENT, WAT
IS THE NAME OF THE DEVELOPMENT?)

Street Newe' West S'a"mau) Apartment Development Name (Mo rivon House.

FOR JION MANY YEARS OID YOU LEVE AT YOUR PREVIOUS RESTDEMCE? y_____ Years

WHAT WERE TOUR MAJOR REASONS FOR DECIDING TO MOVE TROM YOUR PREVIOUS RESIDINCE?

EFrem_onc- bedroom o twe- bedreom _
Frem no dishuwesher +w o dishwasher . _—

Fer o ehan "’o after 4 years
SEFORE YOU DECIDED MOVE TO THE APARTMEMT DEVELOPMENT EM WITCH YOU MON LIVE,

WHICN OTMER DEVELOPMENTS DID YOU CONSIDER? WHAT WERE THEIR WAMES?
Rames of Other Aurb\ent Developwents Conmsidered

ﬁgc gcnndcrub Frem outside appearance

3
oL t%[bg inﬁ - als Pt 1Y,
src‘ruux y ook & ".Q. s l.c‘t“n d‘

wiy Dlﬂ YOU DECIDE TO LIVE HERE RATVER ViV 1 ont oF "E Ol'l mm 1S«

You constDERED? ol ot eempleg B fimes ¢eded.
ey 'h lise b"'— bu—._a_-ﬁu&__kn_«-d meve

s et g;:l.:h, and L&F
for % ~especiaf a Q-bedro
BEEN NO ¥

IF TIERE BAD v Al ll( APARTMENT DEVELOMMENT IW WHICH YOU WM LIVE,
WICKH OF TIVE OTUERS WOULD YOU NAVE SELECTEDB AS YOUR SECOMD CMOICE?

WY WOULD YOU JAYE CONSIDERED TIIS AS YOUR SECOMD CHOICE OVER THE DINERS?

W/




WHO RECEJVES A SURVEY?

* SURVEY SAMPLES ARE SELECTED BY A SCIENTIFIC
RANDOM NUMBER PROCESS. NOT EVERY HOUSEHOLD
WILL BE SURVEYED. THEREFORE, 1T IS IMPORTANT

LANSING ARFA APARTMENT RESIDERTS THAT SELECTED HOUSEHOLDS DO RESPOND.
IE 1 DON'T REPLY. WILL YOU SURVEY SOMEONE EISE?

* NO. ONCE YOUR HOUSEHOLD IS SELECTED FOR THE
SAMPLE, WE CANNOT SUBSTITUTE ANOTHER APARTMENT.

WHETHER YOU ARE

* VERY SATISFIED

 NEUTRAL O HHAT LF 1 DON'T WANT TO ANSHER SOME OF THE QUESTIONS?

* VERY DISSATISFIED
* IF YOU COME TO ANY QUESTIONS YOU DO NOT WISH

WITH YOUR APARTMENT, TO ANSWER, JUST SKIP THAT QUESTION AND GO ON
TO THE NEXT ONE.
HERE 1S YOUR CHANCE TO BE HEARD! WILL MY APARTMENT MANAGER SEE MY SURVEY?

* NO, THIS 1S AN INDEPENDENT SURVEY OF MANY
APARTMENT COMMUNITIES. ONLY THE COMBINED
RESPONSES OF ALL APARTMENT RESIDENTS WILL BE

ROYE: TO BE COUNTED, YOUR SURVEY MUST BE RECIEVED TABULATED.

BEFORE THE TABULATION DATE.,



V. MHAT MONTH AND YEAR OID YOU MOYE IRTD T APARTMENT DEVELOFMENT 1IN WHICN

YOU NN LIVEL fJpgs Ponth 78 Year
9. VNV BID YOU SELECT THE PARTICULAR APARTNENT WIET YOU LIVE 1N7
=Rt reamn unit < s
Class e dy i N
earveting an 1ence
. mmﬂmnmu&ummgmmmf e
10, PO MWNT DATINOONS 00 YOU MAYE IN YOUR PRESENT APARTMENT? |

TZA. W PICH B0 YOU PAY NONTILY FOR RENT FOR ToWR AMTENT! §_ D 25
128, PLEASE CNECK THOSE STILITIES THAY ARE INCLUGED 1N YOMR MONTILY RENTAL PAYMENT.

1 _X_ sater
(2) _X_ Mot
(3) ____ Electricity
12C. PLEASE CHECK THGSE 1TENS FOR MRICN YON PAY EXTRA TN YOWR MONTHLY RENT?
n NON MUCR EXTRA PER NOWTN?
(1) ___ cupert t _/a (ne carperts)
@ ___ ree $

pets alle uab)
re

X other (wat? o p 'ﬂ“c) $ SR «nse

3. PLEASE MATE YOUR PRESENT RESICENCE IIMMMNM"MINAM(J, .
lnmmmmmmrmmluSMM|mmmnsmu.

) (2) 2) W,
wa SONEWAT SOMEWIAT Y. -
SATISFIED SATISFIED MEYTAAL BISSATISFIED DISSATISFIED
A, RENTAL WMGEMENT
SERVICE (\/) ) « ) () ()
COwRNTS
nmmeweesanee V1 () () ¢ ) ()
Commnts m /oo %, L at et
€. GENEML ATTITWOE oF : & '
AAENENT (Vf ) « ) (] ()
CONBNTS
D. RENT LEVEL ) ) () ()

-~
13, CONTINUED  MLEASE RATE YOUR PRESENE RESIDENCE IN YHE JOLLONING ARLAS BY TAACE NG,
A CIECK { /) 1M THE SPACE SELOW 1ME PIMASE WIAT BEST DESCROBES ToUR
TEELINGS ABOUT YOUR RESIDENCE. ..

(1) (2) < - (1) {5)
very SQHEMAT SOHEWIAT YERy
SATISFIEW  SATISFIED  MEUTRAL  BISSATISFIED  DISSATISFIED

€. GENERAL APFEMANCE
OF DEVELOPMENT

. SOUNDPROOE ING N

BETVEEN UNITS :

M’hm

tpr. Wi

s. n'mmctan ) KWW‘?)’@ .
FIXIURES ) ) ()')~()

St 3y . comerrs f et Liko q%&c«__

reny desire w .«..o.’:‘clu et
M. ADEQUACY OF RECREATIOWAL-Ce r : %&(tﬁ.

[ %
FACILITEES (w4~

Cowevrs ——— —_—

ABOUT YOUR HOUSENOLD

14, HOM MMIY PASSENGER VENICLES (CARS, TRUCKS, WANS, ETC.) ARE OWNED BY MCMSERS OF
YOUR HOUSEIOLD?  (Check one)

(1) Mone
(2) _X_one
3) ____ o
(4) _ Three
15, WAT 1S YOUR MARTTAL STATUS? (Check one)
m L Single
(2) ____ Marrted
(3) __ Widowed
(4) __ Dbivorced or separated
Other



Exhibit 8

SURVEY RESEARCH PROCESS--MAIL SURVEY

MAIL CARD TO
NOTIFY RESPONDENT

Y e o]
MATL MOTIVATOR |
SURVEY 1 [ SURVEY
\\L EXPLANATION
RETURN ENVELOPE
NO RESPONSE RESPONSE
l 25-357
FOLLOW-UP =
CARD #1 5
¥
FOLLOW-UP
CARD #2 + S_
¥
TELEPHONE
FOLLOW-UP (0 P7/0NA L')
v __ '
REMAIL -
SURVEY +/0 15

YS- 602

TV TR~

JOESPONSE



V.

Introduction toProspect Survey

While a survey analysis appears to be agroupof questions, in fact

the real product is a table of data unavailable from any other source.
The analyst should begin with a written mock-up of the final report
logic and the specific tables which lead to a conclusion.

A.

c.

A survey of existing properties and alternatives available to a
selected market segment defines only the competitive standard -
namely the minimum product and price necessary to be in the mar-

ket.

1.

Comparison shopping further identifies where there may be
gaps in the supply of alternatives, a market opportunity gap,
or where the oversupply is so significant as to portend the
last competitive alternative before bankruptcy - namely price
cutting.

Comparison shopping should not only identify the physical
characteristics of the product and price but the nature of
the promotion effort as well.

Promotion comparison should consider pedestrian and vehicle
approaches, model location, furnishings, and sales people.

Review of the promotion campaign should reveal whom the
competitors believe to be their prospect.

A survey of users, is designed to reveal or to identify the
competitive differential attributes which whould provide that

monopoly element required of every successful project.

I.

2.

A second product of consumer survey is the:ability to develop
locally relevant ratios which permit disaggregation of market
data into market segments and the conversion of potential
numbers of people into potential dollar sales over time.

Survey questions to create ratios require previous construc-
tion of a market model hypothesis.

With a preliminary hypothesis as to the prospect, survey questions
may be inteded to provide:

1.

2.

Key ratios necessary for segmentation of market data already
broken down by trade area, demographics, employment, etc.

Key indicators of anxieties or preferences or tradeoffs of
the prospect.

Key indicators of the anxieties or preferences of non-pros-
pects who feel a vested interest in the impact or have a
significant part in the purchase process. (For example -

the members of the Public Housing Authority have a different
set of needs than the'ultimate user, but the product is 'bought
by the Board).



Reprinted with permission of Feasibility Research Group, Ltd.

r_"—__"I;‘EASI'BILITY RESEARCH GROUP"__'}

CONSUMER MARKET RESEARCH FOR DECISION MAKERS

Jouxn A. Rasmussan
Research Coordinator

June 10, 1977

SUBJECT: CONSUMER HOUSING RESEARCH

Dear Travek Villa Townhouse Owner:

By completing the attached questionnaire you can help Ann Arbor builders
determine the type of housing to build. As an owner of a condominium home
your opinions and preferences will help in selecting the design and features
for proposed new housing units.

This research s being conducted by an independent firm, Feasibility
Research Group, Ltd. If you come to any questions you don't wish to answer
please skip that question and go on to the next one.

If you are not at home an interviewer will leave the survey for you to
fill out. A postage-paid envelope is enclosed or, if you prefer, the inter-
viewer will call back to pick up the questionnaire.

Please fill out your survey as soon as possible. Thank you for your

cooperation.
(:;E,ﬁg;;;52104‘4*'~'

John A. Rasmussen

Research Coordinator

208 Michigan Theater Building
Ann Arbor, Michigan 48104
Telephone: 994-4454

210 MICHIGAN THEATER BUILDING @ ANN ARSOR, MICHIGAN 48108 e 313:/994-4454

Your opinion does count.




FEASIBILITY RESEARCH GROU!‘

7.

CONSUMER SURV EY

( Al ARBOR CDOMINILM MARKET )

DID YOU PURCHASE THIS RESIDENCE FROM A PREVIQUS QWNER?

(M Yes

(2) ___ Mo, I/we purchased it new

(3) 1/we rent this residence

WHEX DID YOU PURCHASE THIS RESIDENCE? MONTH YEAR 19__

. WHERE WAS YOUR PREVIOUS RESIDENCE LOCATED?

(1} Qutside the state of Michigan
(2) Qutside Ann Arbor but within Michigan
(3) Within the Ann Arbor area

IF YOUR PREYIOUS RESIDENCE WAS LOCATED WITHIN THE ANN ARBOR AREA PLEASE INDICATE
THE ADDRESS AND/OR NEIGHBORHOOD OR DEVELOPMENT WHERE 1T WAS LOCATED.

DID YOU OWN OR RENT YOUR PREVIOUS RESIDENCE? (1) Own (2) Rent

WHAT WAS THE NATURE OF YQUR PREVIOUS RESIDENCE?
m Single family house (4) Townhouse

(2) Condominium Cther ( Please explain)
(3) ___Apartment

WHAT PROMPTED YOU TO MOVE FROM YOUR PREVIOUS RESIDENCE?

WHAT ALTERNATIVE TYPES OF HOUSING DID YOU CONSIDER 8EFORE DECIDING TO PURCHASE A
CONDOMINIUM?

(1) Single family house (3) Townhouse

(2) __ Apartment Other ( Please explain )




78.

88.

8cC.

10.

114,

118.

WHY DID YOU DECIDE TO PURCHASE A CONDOMINIUM RATHER THAN ONE OF THE OTHER
HOUSING ALTERNATIVES YOU CONSIDERED?

WHAT OTHER CONDOMINIUM DEVELOPMENTS DID YOU LOOK AT BEFORE OECIDING TO PURCHASE
A CONDOMINIUM AT THIS_DEVELOPMENT ?

OF THOSE CONDOMINIUM DEVELOPMENTS THAT YOU LOOKED AT, WHICH ONES DID YOU SERIQUSLY
CONSIDER?

OF THOSE CONDOMINIUM DEVELOPMENTS THAT YQU SERIQUSLY CONSIDERED, WHY DID YQU
CHOOSE TO BUY IN THIS DEVELOPMENT?

WHY DID YOU PURCHASE THIS PARTICULAR UNIT WITHIN THIS OEVELOPMENT OVER OTHER
UNITS THAT WERE AVAILABLE?

ABOUT YOUR PRESENT RESIDENCE

WHAT TYPE OF UNIT DID YOU PURCHASE?
) One-story ranch style (3) Split-level { bi-level, tri-level)
(2) Two-story Other ( Please explain )

HOW MANY BEDRCOMS DOES YOUR RESIDENCE HAVE?

(1) ___One (3) ____ Three
(2) ___Two {4) ___ Four

WHERE ARE THESE BEDROQMS LOCATED?

(1) All bedrooms on first floor
(2) A1l bedrcoms on second flgor
(3) Master bedroom on first floor and other badroom(s) on upper floor

(4) Master bedroom on upper floor and qther bedroom(s} on lower floor



12.  HOW MANY BATHS DOES YOUR RESIDENCE HAVE?

(1) One (4) Two-and-a -half
(2) One-and-a -half Other ( Please explain )
(2) ___ Two

13.  WHAT TYPE OF BASEMENT DOES YOU RESIDENCE HAVE?

(1) Full basement (2) Partial basement {3) No basement

14.  WHAT TYPE OF AUTOMOBILE STORAGE DOES YOU PRESENT RESIDENCE PROVIDE?

{1 One car attached garage (5) One car carport
(2) Two car attached garage (6) Two car carport
(3) One car detached garage (7) Oben parking
(4) Two car detached garage
15. DOES YOUR RESIDENCE HAVE A FIREPLACE? (1) Yes (2) No

16.  WHAT TYPE OF KITCHEN CABINETS DOES YOUR ::RESIDENCE HAVE?
(1) Wood cabinets with formica tops
(2) Formica finished cabinets with formica tops

Other ( Please explain )

WHAT WOULD YQU HAVE PREFERRED?

17. WHAT TYPE OF UNIT WOULD YOU HAVE PREFERRED?
{1) ___I/we like our present design
{2) __ Would have preferred a one-story unit
(3) ___Would have preferred a two-story unit
(4) ___ Would have praferred a split-level unit

Would have preferred some other design ( Please explain)

184. HOM MANY BEDROOMS WOULD YOU HAVE PREFERRED?

(1) ___ I/we like the number we presently have
(2) ____ would have preferred one bedrcom

(3) ___ Would have preferred two bedrooms

(4) ____ Would have preferrad three bedrooms

(5) Would have preferred four bedrooms .



18B.  WHERE WOULD YOU HAVE PREFERRED THAT THE BEDROGMS BE LOCATED?

(1) I/we 1ike our present arrangement
{2) Would have preferred all bedrooms on first floor
(3) Would have preferred all bedrooms on the second floor

(4) Would have preferred Master bedroom on first floor and other bedroom(s)
on the upper floor

{(5) Would have preferred Master bedroom on upper floor and other bedroom(s)
on the lower floor

19.  WHAT NUMBER OF BATHROOMS WOULD YOU HAVE PREFERRED?
(1) ____I/we like the present number we have
(2) ____Would have praferred one bath
(3) ___Would have preferred one-and-a-half baths -
(4) ___ Would have praferred two baths
(5) ___Would have preferred two-and-a-half baths
___Other (Please explain)

20.  WHAT TYPE QF BASEMENT WOULD YOU HAVE PREFERRED?

(1) I/we 1ike our presant arrangement
(2) Would have preferred a full basement
(3) Would have prefarred a partial basement

(4) ___ Would have preferrad no basement( provided dwelling has adaquate storage)
(5) Makas no difference

21. WHAT TYPE OF AUTOMOBILE STORAGE WOULD YOU HAVE PREFERRED?

(1) ____I/we 1ike our present arrangement

{2) ___ Would have preferred a gne_car jttached garage
(3) ___Would have preferred a two car attached garage
(4) ___ Would have preferred a gpe car detached garage
(5) ___Would have prefarred a two car detached garage
{6) ___Would have preferred a _oie_ car carport

(7) ___MWould have preferred a two car carport

{8) Would have prefarred open parking at a lower cost

22. WOULD YOU HAVE PREFERRED A FIREPLACE?
m I/we have a firsplace

(2) Would have preferred a wood burning brick fireplace at $2,500 extra cost

(3) Would have preferred a wood burning metal fireplace at $1,500 extra cost
(4) Would have preferred gas log fireplace at $1,000 extra cost

(5) Would have preferred no firsplacs at a lower cost



23.

24.

25,

26.

27.

29.

30.

1.

WHAT TYPE OF KITCHEN CABINETS WOULD YOU HAVE PREFERRED?

(1) ____I/we like our present cabinets

{2} ___Would have preferred wood cabinets with formica tops

(3) ____ Would have preferred formica finish cabinets with formica tops
{4) ____ Makes no difference

ABOUT YOUR HOUSEHOLD

HOW MANY VEHICLES (CARS, TRUCKS, VANS, ETC. ) ARE OWNED BY MEMBERS OF YOUR
HOUSEHOLD?

ARE YOU:

m Married (3) Widowed (5) Other
(2) Single (4) Divorcad or separated

ARE YOU: (1) Female (2) Male

WHAT AGE GROUP DO YOU AND SPOUSE OR ROOMATE(S) FALL INTO?
M 18 - 24 (3) 35 - 44 (5) 85 - 64
(2) 25 - 34 (4) 45 - 54 (s) 65 or over

HOW MANY CHILDREN ARE THERE IN YOUR HOUSEHOLD? WHAT ARE THEIR AGES?

WHICH OF THE FOLLOWING CORRESPONDS WITH YOUR TOTAL ANNUAL HOUSEHOLD INCOME?

(N Under $10,000 (4) $20,000 to $24,999
{2) $10,000 to $14,999 {s) $25,000 to $29,999
(3) $15,000 to $19,999 (s) $30,000 or more

HOW MANY INDIVIDUALS WITHIN YOUR HOUSEHOLD ARE EMPLOYED QUTSIDE THE HOME?

WHAT WAS THE PURCHASE PRICE OF YOUR PRESENT RESIDENCE? S s

THANK YOU FOR YOUR HELP!

FEASIBILITY RESEARCH GROUP LTD.
208 MICHIGAN THEATRE SUILDING
ANN ARBOR, MICHIGAN 88704

{313) 994-4454
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3

Buver PROFILES

——

CONDCMINIUM BUYER PROFILES ARE DEVELCPED THROUGH
DIRECT SURVEYS OF THE CONSUMER USING PERSONAL

INTERVIEWS, TELEPHONE INTERVIEWS CR MAIL QUESTION-

NAIRES. [HE FOLLOWING QUESTIONS ARE FROM A RECENT
BUYER SURVEY,

ABOUT YOUR QUSEHOLD

HOW MANY VEMICLES (CARS, TRUCKS, VANS, ETC. ) ARE WNED 3Y MEMBERS OF YOUR
HOUSEHOLD?

ARE YOU:

(M Married {3) Widowed {5) __Other
(2) Single {4) Ofvorced or separated

ARE YQU: (@] Female (2} Male

WHAT AGE 3R0UP DO YOU AND SPQUSE OR ROOMATE(S) FALL [NTO?
1) 18 - 24 (3) 35 -~ 44 {5) 33 - 84
(2} 25 - 34 ($) 45 -~ 54 (8) §S or over

HOW MANY CHILOREN ARE THERE [N YOUR HOUSEHOLD? WHAT ARE THEIR AGES?

WHICH OF THE FOLLOWING CORRESPONOS WITH YOUR TOTAL ANNUAL HOUSEMOLD INCOME?

(m Under $10,200 (4) $20,500 to $24,999
{2} $10,000 to $14,399 {s) $25.200 to 529,399
(3) $15,300 to $19,3%9 (6) $30,209 or wore

HOW MANY INOIVIDUALS WITHIN YOUR HOUSEHOLD ARE EMPLOYED OUTSIOE THE HOME?

#HAT 4AS THE PURCHASE PRICE OF YOUR PRESENT RESIDENCE? b1 ’

THANK YOU FOR YOUR HELP.

FEASIBILITY RESEARCH 3R0UP L7D.
2C8 MICHIGAN THEATRE 3GILJING
ANN ARBOR, MICHIGAM 387C8

{313) 334-3as4
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HOUSING MARKET SEGMENTS

Housing markets can be segmented by resident life cycles. Each segment
typically has different housing needs in terms of type of housing, number of
bedrooms and floor plan.

PROFILE CHILDOREN TYPICAL AGE

1. SINGLES, DIVORCED without children
2. YOUNG MARRIEDS without children 25 - 34
3. FULL NESTER I oldest child under 11 years 35 - 44
4. FULL NESTER II oldest chilid 11 to 17 years 45 - 54
5. EMPTY NESTER no children under 18 55 - 64
6. RETIREES 65 - 74
7. WIDOWS, WIDOWERS AND

SINGLES (never married) 75 and up
The existing Lake Villa Buyer Profile mix is as follows:

LAKE VILLA PROFILE*

PROFILE PERCENT
SINGLES, DIVQRCED 15%
YOUNG MARRIEDS 20%
FULL NESTER I 25%
FULL NESTER II 25%
EMPTY NESTER 15%
RETIREES 0%
TOTAL 100%

* The above profiles were developed through personal interviews with a sam-

ple of 20 of 43 Lake Villa buyers.

Buyer Profiles provide one indication of the market (and product mix).
To identify the nature of demand, Buyer Profiles developed through systematic
sampling and personal interviews or mail surveys provide insight into why
people buy condominium units in specific developments. By understanding the
buyer decision process and why buyers prefer one development over another we
can more accurately project market strategies for capturing potential sales.

A COMPARISON OF SUBJECT AND COMPETITION BUYER
PROFILES IS SHOWN ON THE FOLLOWING PAGES
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1I.

III.

V.

VI.

VII.

VIII.

POTENTIAL MARKET SEGMENTS

Singles - Unmarried, active, mobile, many interests, entertain
informally, few financial burdens, recreation oriented. "Buy
basic furniture, basic kitchen equipment, cars, stereos, and
vacations.

Young Marrieds, #1 — Young couple, working wife, entertain
informally, amateur gardeners, planning on family. Better off
financially than they will be in the "family formation" future.
Buy durables — cars, kitchen equipment, furniture, and
vacations, Rate housing as a need for-more living space.

Young Marrieds, #2 — Discretionary income available, deferring
family, active, entertain informally and often, some formal
entertaining, independent, dual-person working household, do-it-
yourself buffs, sports car. Rate housing as an investment.

Compact Family/Move Down —— Discretionary income available,
interested in no maintenance, informal living, some formal
entertainment. Away from home often, occasional visits from
family or guests, focus on both active and passive recreation.

Divorcees/With Children —— Family oriented activity, limited
entertainment, informal lifestyle, limited maintenance.

Full Nest, #1 -~ Home purchasing at its peak, even though liquid
assets are low. Dissatisfied with financial position, and amount
of money saved. Conscious of monthly payments, family activities.
Unemployed female with numerous interests, mostly child oriented.
Lifestyle is casual and informal. 'Interested in new products,
buy washers, dryers, T.V.'s, baby food, dolls, wagons, etc.

Full Nest, #2 -- Family move-up ﬁarket, as financial position
gets better, some wives work, Interested in larger sized
packages. The most price/size sensitive group.

Established Family -- Making monthly payment comfortably, some
discretionary income as more wives work, approaching peak of
economic and social lifestyle curve, some formal entertaining,
older children and teenagers, mdny interests.

Luxury Familjes —- Have arrived, tremendous discretionary income,
very formal house, don't entertain often, but when they do, it's
formal, dine out often, no maintenance, privacy mandatory.,



XI1.

xII .

Empty Nester - Home ownership at its peak, more satisfied with
financial position. Small or no debt. Familly 13 often away
from home, occasional visits from family. Mobile in attitude,
but permanent in residence, near grandchildren, many hobbies,
one child in college, one or two children married, self-
gsufficlent couple, ’

Active Retired -- Sti1ll working two or three days per week,
active either socially or politically in community or church
affairs, self~sufficient, many hours away from home, do not
entertain often, but when they do, it's semi-formal. Winter/
summer residences. Likely to sell home before retirement.

Retired —- Drastic cut in income, dependent, limited activities
outside community. Winter/summer residences.
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Exhibit 9

EASIBILITY RESEARCH GROUP

SAMPLE QUALITY CONTROL

SAMPLING ERROR

DEFINITION:

HOW
CONTROLLED:

SAMPLE BIAS

DEFINITION:

HOW
CONTROLLED:

Sampling error occurs when sample data is not representative of
the total population of households from which the sample is drawn.

FRG's sample of the population reflects updated 1977 household
data. Using our source of Washtenaw County Household addresses,
which is updated for new apartments and homes built in 1977 and

applying a computer-generated random sample, we can hold sample
error to a minimum.

Sample bias occurs when respondents drawn in the sample refuse
to be interviewed for the survey or do not reply to certain ques-
tions in the survey.

At FRG the following steps are taken to reduce possible sample
bias:

(1) Pretesting of the survey gquestions and survey format to:
(a) enable the respondent to understand the question

(b) reduce respondent fatigue by creating a natural flow
in the question sequence

(2) Monitoring intarviewer performance by Head Interviewer to:
(a) review completed surveys for completion and editing

(b) review respondent's perception of interviewer through
calling of 5% of respondents to learn consumers' opinion
of interviewer
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7. Perscnal interviews in depth permit questions using photo-~
graphs with colors and styles. Expensive and time consuming,
it assumes precious qualification of the interviewee as a
typical prospect.

. Processing of surveys can involve simple tallies or counts,
simple subdividing of responses intoc subcategories, or prefer-
ably organization of the questionnaire to permit key punching or
cross tabbing or statistical analysis by computer processing.
The problem of identification requires:

1. Coding by colored paper, colored return envelope, stamp on
self-addressed stamped envelope to reflect geographic area,
building address, type of respondent, original mailing list
solves most processing problems.

2. Beware of code numbers if you promised anonymity; give them
the option of identifying the respondent, etc.

3. Always identify yourself as an analyst (but not the project
or the client), providing a phone number or an address where
the interviewee can find you. It will generate both presale
prospect lists and some primary unexpected political parti-
cipation by others.

J. Comparative cost and comparative merits and disadvantages of alter-

native survey research methods for appraisers is suggested in
EXHIBIT 11.

1. These were prepared in 1978 by John Rasmussen for a conference
at the University of Wisconsin.

2. Many appraisers worry about the size of the sample and degree
of reliability of the results. In many cases, market segment-
ation and correct identification of the customer group will
alllow survey of virtually the entire universe of 20-40 users.

3. A sample is used to infer facts about a larger universe.
EXHIBIT 12 provides an indication of sample size and range of
error. Note that if you are going to subdivide responses
between homeowners and renters, for example, it is important
to have the desired sample size in the subcategory. Hence,
it is important to refine your list of names as sharply as
possible.

Telephone Survey to Improve Bidding Paosition on Turn-key Elderly

Housing Project (Exhibits 13s14)

As a simple 1llustration of the relationship of consumer need to
pre-architectural programs, consider the survey approach for a
turnkey, 160-unit elderly housing project, solicited by the City
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FEASIBILITY RESEA" "H GROUP LTD.

THE RELATIONSHIP OF SAMPLE SIZE TO SURVEY ACCURACY

Sample or With this size sample, we_are X% certain the obtained percentage is within
subsample Y4 of the true percentagel.

size 95% certain 90Z certain 50% certaip
50 £ 13.8%° + 11.6% + 4.8%
100 9.8 8.2 3.4

150 8.0 6.7 2.8

200 6.9 5.8 2.4

250 6.2 5.2 2.1

300 5.7 4.7 1.9

350 b.2 4.4 1.8

400 4.9 4.1 1.7

450 4.6 3.9 1.6

500 4.4 3.7 1.5

600 4.0 3.4 1.4

700 3.7 1 1.3

800 3.5 2.9 1.2

900 3.3 2.7 1.1

1000 t 3.1% t 2.6% + 1.1%

]The percentage that would be obtained if everyone in the sampling list had been sent a survey.
The fFigures given are accurate if the true percentage is from 30% to 70%. The obtained
percenlage and true percentage are likely to be closer if the true percentage is less than

302 or greater than 70%.

ZFor example, if the obtained percentage is 50%, the true percentage will be between 36.2%
awd 6L {lu B'Y\ FIW BYTY VTV o PTIVIPEIr Yy & .ﬁ.ﬂ_h-m“_/ﬂﬁumi-“

Z1 319iyxy



SURVEY RESEARCH FOR APPRAISERS

Response Typcial Cost Typical
Survey Format Advantages Disadvantages Rates Per Response Time
Personal 1. Permits longer surveys 1. Higher cost than phone 0 - 75% $3 to $6 per 30 - 60 days
Interviews 2. Opportunity to probe phone or mail survey response
3. Can use flash cards, 2. More time required than all Backs-3
floor plans, etc. telephone
3. Training and field
L. supervision required
Telephone 1. Faster than personal 1. Shorter questionnaire 30 - 50% $2 to $2.50 15 - 30 days
Survey interviews or mail required
surveys 2. High turnover results in [Lall Backs-3
2. Opportunity to probe lower completion rate
3. Less pretesting 3. Unlisted and disconnec-
required ted phones may bias sample
L
Mail 1. Lowest cost 1. Longest time for 0 -60 % $.55 to $1.00 60 - 90 days
Questionnaires | 2. Larger survey sample turn around
2. Questions as well as ollow ups
layout require design 3or 4
FEASIBILITY RESEARCH GROUP LTD.

Ll 3tqiyx3
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CHECKLIST FOR INTERVIEWERS

Exhibit 13

BE NEUTRAL =-- DON’'T ATTEMPT TO INFLUENCE RESPONDENT IN ANY WAY,
BE INFORMAL.

BE COuRTEOUS.

BE CONSCIENTIOUS,

FIRST ANSWERS ARE USUALLY THE MOST MEANINGFUL, DO NOT CHANGE
ANY ANSWERS TO A PAST QUESTION.

Do NoT RECORD A "DoN’'T KNOW” ANSWER TOO QUICKLY =-- GIVE RéSPONDENT
TIME TO THINK.

RECORD ANSWERS JUST AS THEY ARE GIVEN. [F LENGTHY., TRY TO SUMMARIZE
IN RESPONDENT'S QWN WORDS., NOT YOURS.

TRY TO OBTAIN AS SPECIFIC INFORMATION AS POSSIBLE. [F RESPONDENT
ANSWERS, “IT’S 0.K., ASK WHY. IF NECESSARY. DO A LITTLE PROBING.

KEEP TALKING AS YOU WRITE. ASK NEXT QUESTION WHILE WRITING FIRST
ANSWER, DON'T LET RESPONDENT GET DISTRACTED OR BORED.

STICK TO THE SUBJECT. DON'T LET YOURSELF OR THE RESPONDENT DIGRESS.

BE SURE YOU'VE ASKED EVERY QUESTION AS IT IS WRITTEN IN THE ORDER
THEY APPEAR ON THE QUESTIONNAIRE FORM.

CHECK OVER QUESTIONNAIRE BEFORE TERMINATING THE INTERVIEW TO MAKE
SURE IT IS COMPLETE.

THANK RESPONDENT FOR PARTICIPATING!

FEASIBILITY RESEARCH GROUP LTD.
210 MICHIGAN THEATER BUILDING
ANN ARBOR, MICHIGAN 43108

{313) 994-4154



PROJECT MO: CONTRACTOR NAME:

PROJECT .AME: Exhibit 14 INTERVIEWER NO:
INTERVIEW VALIDATION
INTERVIEWER TO FILL IN (1) ADDRESS AND PHONE NUMBER OR : FTELD SUPERVISOR TO COMPLETE.
e (2) NAME AND ADDRESS (IF NO PHONE OR REFUSAL) (VALIDATE WITHIN 2-7 DAYS.)
VR, VRS TNTERVIEW] START| FINTSH| TOTAL | VALTDATED] PHONE OR TQUESTIONS
ADDRESS Z1p NAME __ |MS. MISS |PHONE #|  DATE | TIME| TIME |TIME | BY  |IN PERSON|VALIDATED |COMMENTS
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of Madison Housing and Redevelopment Authority for a specific urban
renewal site. Developers were to compete on both cost and sensitivity
of design with an oral presentation to the Board in addition to sub-
mission of bid materials.

A. The packet of bid instructions included:

1.

2.

7.
8.

Identification of the 116,549 sq. ft. site (wtih views of
lake, park, and hospital)

Restriction of access to one side of site, and inclusion of
53 parking stalls, and a drive through portachere.

A statement that the proposed structure be in harmony with
existing buildings.

Limit of 160 units in three distinct structures inter-
connected by an enclosed weatherized corridor system for
elderly housing.

Specification of three structures consist of a one-story
building housing 10-15% of total units; a trhee-story with
25-35% of total units; and a high rise with the remaining
60-70% of the total units.

Provision of extensive community, recreation, management
and maintenance spaces with explicit instructions as to the
location and relationship of the latter two space groups.

Design in accord with HUD Minimum Property Standards.

Time between solicitation and presentation was four weeks.

B. Joint venture proposal was to include experience design/construc-
tion firm from out-of-town, the local broker/developer for fin-
ancing and community relations, and a team of two graduate students
in real estate. After organization of their joint venture three
and one half weeks remained; designer required two weeks to pre-
pare materials; estimator two days, etc. and specification and
development of a pre-architectural program had to be completed
in eight days.

I.

Four days allocated to data collection and survey design;
four days allocated to analysis and development of design
program.

Market researches read relevant secondary literature {such

as Housing the Elderly, Central Mortgage and Housing Corpora-
tion of Canada, Second Edition, July 1972, Printed in Canada;
or Design of Housing for the Elderly: A checklist, by Marie
C. McGuire, NAHRO 1972; items found in The Built Environment
For the Elderly and the Handicapped, a bibliography, U. D.
Department of Housing & Urban Development, Library and
Information Division, June 1971).
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3. Researchers visited several Madison projects, obtained floor
plans, and visited with managers to make a subjective analysis
of the relative success or misfit design elements in existing
housing.

During same two day period architect/engineers reviewed information
packet and site constraints; then met with market researchers to
generate the following basic research questions.

1. What are the physical limitations of the prospective residents
requiring special features?

2. What is the prior living experience of the resident, to mini-
mize disruption of life style through design sensitivity?

3. What unit mix would be appropriate?

L, How is unit mix allocated between three required structures?
5. What should be basic unit size?

6. How should space within each unit be allocated?

7. What functions and design feautures should be included in
community spaces?

8. Are there other wants, needs and anxieties of users unmet
by existing Madison elderly housing projects?

To answer these questions the survey design required specifica-
tion of survey measurement devices and identification of a respon-
dent group.

1. Given the experience of the researchers, their preliminary
research to brief themselves, and a two-day time limit, they
chose to do a non-probability judgment sample.

2. Time schedule required a telephone survey technique with a
random sample of residents in elderly housing units in Madison,

Sampling criteria required:
1. Sample be representative of the population of interest

2. Persons selected must be able to respond with relevance and
validity to the survey

3. Population from which sample would be drawn had to be exper-
ienced in type of unit to be researched

In response to these criteria:

1. It was reasoned that most likely there would be homogeneity
of demand characteristics between present occupants of public
elderly housing in Madison and prospective occupants on
Housing Authority waiting lists.
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Literature search indicated that continuity theory (habit,
pattern, life style) control elderly so that occupant of
present comparable units would best be able to relate to design
questions and project their future needs and desires relative
to their own units and experience.

A need survey could have been made of Housing Authority man-
agement, building managers, or HUD underwriters but developer
felt that the best responding group would be the elderly
themselves.

interview sampling plan consisted of:

ldentification of Madison public housing units for the elderly
by street address

ldentification of present occupants by name in existing units
from current reverse telephone directory.

Random sample of residents named and available by phone
(potential bias)

H. Survey results were to be keypunched and analyzed on a cross
tabulation program at the UW School of Business Computer Center
to reveal how different persons in different types of units might
have differed in their responses.

i.

2.

For speed, keypunching was to be done directly from completed
questionnaire form

Usable forms were required to have answers to all relevant
questions

Ultimately there were 99 usable responses from a total popu-
lation of 268 apartment units in the Madison elderly housing
program.

Two persons complete these responses in two twelve hour working
days; computer analysis took one day.

1. Sample questionnaire provided in Exhibit 15

1.

2.

L,

5.
6.

Telephone survey very poor technique for measuring attitudes
of elderly

More valid than group meetings conducted by Housing Authority
where residents are intimidated by landlord, size of group,
or dominant extroverts

Personal interview more time consuming and more valuable
Interviews should be conducted in respondent own unit to
position questions against current experience and to permit
demonstration with more ease than verbal articulation.
Exhibit 15 should be viewed as demonstrating how standardiza-
tion is imposed on telephone survey techniques

Interviewers were women

The questionnaire was intended to generate a brief consumer profile,
identify possible significan and subtle dissatisfactions with unit

design,

and permit some open-end questions to explore areas not

anticipated by researchers.

A. The consumer profile of the typical occupant:



D.

_—
.

Was female (83%)

2. Had previously rented a housing unit (82%) with 91% having
paid less than $175 per month and 60% had paid less than $100,
indicating most found the public housing unit better in qual-
ity and lower in price ($50-$60 per month)

3. Long waiting periods before admittance to public housing
generally made them most grateful and non-critical

L. Almost all had known low density low rise residential environ-

ments over their lifetimes.

For space allocation and features the survey revealed:

—
.

Satisfaction of present site with living room larger than

bedroom, etc.

99% preferred bathroom to open into bedroom

Open-end question revealed majority wanted outside window

from kitchen

Desire for indoor walking-exercise area without steps

. Desire for lounges tied to indoor passages and with views of

action centers

. Desire for community craft and recreation facitilites which
were not isolated by stairs, windowless walls, or outside
walkways (as was the case in Madison projects).

7. Anxiety about high rise among many due to fire hazard depend-

ence on elevators or lifetime unfamiliarity with high rises.
8. Preferred more units per floor in low rise to exclusiveness
of high rise floor but would take anything they could get.

(oY AV p I g w N

The theory on aging elderly behavior patterns also contributed to
design constraints, for example, the disengagement theory indicates
the elderly gradually lose the energy to maintain a great variety
of social contacts, etc., a tendency which leads to isolation and
increased depression due to loneliness.

1. Physical design must provide a variety of choices as to their
withdrawal from the street, the total project, a small group
of neighbors, or their own room.

2. At the same time, heterogeneity of unity mix avoids clustering
all handicapped, all married, etc. in one particular zone to
give everyone a variety of social contacts.

3. Circulation patterns can be designed to encourage random
meetings without forcing social involvement.

4. Visual elements which are depressants such as views of ceme-
teries, hospitals, nursing homes, etc. should be avoided.

With the initial design constraint inputs, the designers worked up
a tentative plan which proved to exceed the desired cost estimate
at which point estimators, market analysts, and designers met in
an all-day session to hammer out final trade-offs. A 165-unit
project was the result as described in Exhibits 17, 18, 19 and 20.

1. Project had second lowest total cost ($3,397,380 or $26,000 per
unit) of the ten proposals submitted.

2. Project was turned down by renewal board because they did not
like contractors reputation for economy and thought the exter-
ior was less attractive than conventional tower.



15

Experience is typical of real estate that is designed to please
the investor rather than the ultimate user, particularly when
the investor has not properly defined the context in sufficient
detail to judge the fit of any proposal submitted.
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EXHIBIT #15

Telephone Survey Script - Elderly Housing

Prepared and executed by
James R. Delisle, June, 197%
< Survey
‘pRE'— Sumus‘*’ _ILJFO . Turnkey Elderly Housing
Triengle Project
Madison, Vis.

Code of Interviewer &S 2 _ 5 _ 4 _5
Peoicor CoDe‘ Code of Project =F Braxton
— Homnes

— Tenney Park

Sex of Respondent ___ Male (€ ¥vemale
B e R TR g e e R L g s
Toreo. Hello, my name is . We are conducting

a survey of resicdents of elderly housing apartments so that

we may identify those features of apartment design and planning
thot are satisfying to residents, os well as those that =are
irritations,

The purpose of seeking rour responses to these guestions, is
to provide a base of information from you --the real experts
on housing for the elderly-- upon which we can make specific
recommendations to developers of the proposed elderly krousing
project on the Triazngle Urben Renewal aAres, here in Madison.
This information will result in an improved living environ-
ment in the proposed housing project. Your responses are
confidential and you'will not be identified as an individusl.

Vould you mind znsvwering a few questions ? Thank you.
¥ WA FH K H I HE I HOH I K I I I I H I HAE I HN I HPE I I NI W I I I FHE I A I N K H N R IO KK K e K IR R e

?Rua& L'lumc EX PER 160

1. When did you move intc your present home ?

Nere:
{:.cad options 1960 to 1955 1971 to 1972
only when arrow 1966 to 1968 1973 to 1974
is shown as in 1969 to 1970

question # 2)

2. VWhat type of home did you live in before moving to your present
home 7

Pa one family house 1 to 4 unit apzartment bldg.
(__) two family houge 5 or more unit apt. bidz:.
(__) other other

3. BHow long did you live in your former home ?

legs than 6 month
6 mo., to 1 year ~10 years
1 -« 2 years

er 10 years
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4., Was your previous home:

owned by you ( or you and your spouse)
owned by your family ( or your spouses' family)
occupied without cash rent
rented by you (Or you and your spouse)
I

L — — > How much was your rent each month ?

l less than 3§50 () 8100 to 125
| $50 to 75 D 3125 to 175
L $75 to 100 () %175 or more

Did your rent include:

Electricity (Jyes

Heat
s/ Water

/s Gas

" 3no

oA

TFreseur v TOUR RESPONSES TO THE FOLLOWING QUESTIONS WILL TELL US WHAT
YOU FEEL IS IMPORTANT IN AN APARTMENT SPECIFICALLY DESIGNED
=X pPersooc € |FOR THE ELDERLY

5. Which of the rooms in the apartment should be the largest,
second largest, and third largest ?

Second Third
Largest Largest Largest
i Kitchen-Dining area ()
Living Room SaaE é
Bedroonm C ) %

6. Is your present home:
toc large for your needs
t00 small for your needs
just right for your needs

7. How many people live with you in your apartment ?

three
four
five or more
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If you could change your present apartment by making one
recom larger and one room smaller;

8, Would you make your:
IR larger; BR smaller or/

BR larger; LR smaller or/
v 3 leave them like they are

9, Would you make your:
() LR larger; K-D ares smaller or/

() X-D area larger; LR smaller or/
V £-® leave them like they are

O'PT/DLJAL Um T

If you had to select one of the following:
FEarwess

10. Would you prefer:

A dining area in the kitchen or/
(— ) A dining area next to the kitchen

11, Would you prefer:

J/ %%%3 4 bathroom door opening to bedroom only or/
A dathroom door opening to living room area only

12, Yould you prefér:

\L A large closet area in the bedroom or/
A large closet area in the living-dining-kitchen area

13, Would you prefers

A balcony or
Slightly larger apartment size

14. Would you prefer:

Larger closet space or
More open space in your apartment
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15. If you had the choice, would you want:

A larger apartment and less community space or/
(. )

A smaller apartment and more community space or
make no change

If you had to select one of the following:

16, Would you prefer:

area, and a small library or/
(Cseveral smaller separate rooms for each of these activities,
in adéition to a central lounge
17.%¥ould you prefer:
A special lounge srea for children of guests or/
J/ A larger main lounge

J/ 'One large room with a music area, T.V. area, conversation

18, Should  there be a separate lounge for women only and
a separate lounge for men only
No

19+ Is there a craft or hobby room in the building you live in now ?

yes
no S~ -
~
& \

20. 'Would you like (do you like) a crafts room ?

r-—-—- no
| yes
| 21, For what crafts would you use the craft room ?
|
I (__ )Pottery woodworking
I ’ (___J)knitting and crocheting sewing
| _Jpainting copper enamiling
| b Weaving other
| i photography other
\f " Y \
: 22, How many times a week would you (do you) use the room ?
I
| less than once a week More than 3 times
‘ once Never
| twice
f & three

one large room for all crafts or/
several smaller rooms for each craft
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UNIT CHARACTERISTICS AND DISTRIBUTION

BUILDING UNIT TvyPE DESCRIPTION NUMBER FLOOR NET SQUARE FOOTAGE TYPICAL VIEW
Handicapped (4) Courtyard
A 1 Bed 8 ] 505 (4) Brittingham Park
One-
Story .
Handicapped (2) Courtyard
B 2 Beds 8 1 £2h (2) Neighborhood
Terrace
(4) Brittingham Park
Handicapped (7) Brittingham Park
c 1 Bed 12 1 504 West
(5) Courtyard
c ] Bed 18 2,3 504 (6) Brittingham Park
West
(12) Brittingham Park
Mid- East
Rise
D 2 Beds 8 2,3 536 (8) Brittingham Park
West
E 1 Bed 2 2,3 504 (2) Brittingham Park
——— e B e e e
c 1 Bed 84 2-8 504 (42) capitol
High (42) Lake Monona
Rise
D 2 Beds 24 9,10 536 (12) capitol
(12) Lake Monona
Manager's F 2 Bedroom 1 1 660 Courtyard

Apartment

L181HX3

Ll

56
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Generalized Format of Merchandising Report Summary

Cash flows ultimately depend on sales or rental revenues and
further refinements of the frontdoor-backdoor approaches depend
on establishing an explicit set of assumptions about the
geographical market area, the user segment within that market
area, and so on. All you buy in a real estate investment is

a set of assumptions about  the market. Therefore, the analyst
should provide and identify a marketing assumption checklist
for the reader:

I. Definition of geographic and demographic market.
a. Primary trade area to be served

b. Profile of prospects by current location, statue,
income, etc. in primary carefully segmented area.

¢c. Secondary trade area to be served

d. Profile of prospects by current location, status,
income, etc. in secondary carefully segmented area.

2. Definition of principél competitors
a. Existing supply
b. Prospective supply with timeline advantage.
c. Competitive standard package of project features.
d. Unique features of successful competitors.
e. Probable cause of unsuccessful competitors.
f. Merchandising appeals of competitors.
g. Definition of market penetration and competitive gap.
3. Establishment of merchandising strategy logic
a. Competition
Standard product
. Price and quality
. Competitive edge opportunity
b. Positioning strategy
Sales themes ]
. Name and byline
. Site and unit features
. Strong sales points
c. Construction and architecture
Sales area

. Models
. Entrance and signs
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. Project amenities

Roads and paving

Site plan

Construction schedule

L. Definition of prospect target for subject property

a. Recommendations on site location
-b. Recommendations on site linkages and dynamics
c. Recommendations on building types and numbers
d. Recommendations on basic unit features
e. Recommendations on basic unit options
f. Recommendations on level of quality

g. Recommendations on basic price targets

Structuring the Feasibility Report

Ultimately the budget established for analysis and the need to
communicate the findings represent a severe constraint on the
feasibility process. Priorities and critical assumptions nec-
essary to achieve the desired outcome must be separated from the
great mass of detail and presented tersely.

1. Format of the report should rely on three elements:
a. An executive summary which tersely identifies
alternative courses of action and recommendations

as to how client can make the choice.

b. A basic reference document which includes all the
detail analysis.

c. A collection of reports by contributing professionals
incorporated by reference.

2. To be terse the executive summary should depend on:

a. Simple charts of choices of alternative outcomes
(See Exhibit 21).

b. Simple flow charts (Such as Exhibits 3,7,13,22).

c. Specific criteria used to measure '"liklihood of success"

3. Statement of limiting conditions should first begin with a
definition of the word ''feasible! (as per Institute of
Appraisal Terminology Handbook), and then state that it was
the purpose of the study to define the context of the situ-
ation and the parameters within which a solution might be
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found to fit the major constraints with a reasonable likli-
hood of success. It should carefully point out that the
generalist has made a series of explicit assumptions which
may, nevertheless, need confirmation by more detailed study
best done by specialists. The statement of limiting condi-
tions should further emphasize the constraints and objectives
placed on the study by identifying who:

a. Defined the constraints

b. Defined success

c. Provided the data and assumptions

d. Permitted key assumptions to remain untested for
economy or speed

e. Accepted assumptions of conditions of uncertainty
f. Assembled proforma financial statements and projections

g. Executed feasibility confirmation of key assumptions
with aid of specialists.

h. Placed limitations on use and confidentiality.
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PREFACE

The following illustrations of market feasibility analysis represent an
introduction to market analysis. This effort should not be considered as a
complete "how to do it" guide but rather as a framework for stimulating the
discovery and reasoning processes of the reader i.e. not "What is the answer?"
but "\/lhat questions should be asked?" |

Market analysis requires original research. To assist the reader in vis-
ualizing a market opportunity analysis examples are included, both of sec-
ondary analysis (e.g. census data) and primary analysis (e.g. survey research).

An introduction to market analysis would not be complete if it did not
include a basic outline or framework of the market analysis process. The
real estate market analysis process used here considers real estate develop-
ments as a consumer market product. Real estate appraisers, architects and
financial analysts hopefully will find that this introductory guide places
market analysis in perspective.

The specific applications used to illustrate market analysis and market
strategy shoq]d not be considered as models to be accepted and used in other
situations. The very essence of market analysis is relating total potential
demand to a specific site. Analysis of individual sites and competition in
individual markets should be considered in each instance.

John A. Rasmussen

Research Coordinator
Feasibility Research Group, Ltd.
Ann Arbor, Michigan
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THE CONCEPT

IS THE SELF-SERVE STORAGE CONCEPT A “FAD" OR AN ESTABLISHED MARKET TREND?

Prior to the introduction of self-serve storage facilities consumers ren-
ted storage space for storage of household furniture at MOVING AND STORAGE
company warehouses.

Moving and storage company facilities are still available today from May-
flower, North American Van Lines and other companies with local household

storage warehouses.

DISADVANTAGES OF MOVING COMPANY VS.  ADVANTAGES OF SELF-SERVICE STORAGE

--In-and-out labor charges vs. --No labor charge for self-serve

--High minimum rents of $30+ vs. --$9 to $18 minimums for self-serve

-~Container storage boxes vs. --Walk-in quick access without wait-
stacked three tiers high ing for forklift and operator
by hydraulic forklift

--Access limited to 8-5pm VS. --Easy access in evenings and weekend
business hours hours

--High ceiling heights make vs. =--Drive-in size units with 10', 15,
boat, R.V. and sporting 20', 25' and 30' depths allow rent-
vehicle equipment storage ing as much or as Tittle space as
expensive and impractical needed. Eight to ten foot heights.

The above disadvantages of moving company storage facilities are very easily
overcome by the self-serve mini-storage concept for household storage needs.

The 1ikelihood of apartment dwellers or homeowners switching back from
self-serve to moving company storage facilities appears highly unlikely. A
fad would tend to show a spurt in consumer demand and then decline , but
mini-storage demand in both southwestern and northwestern states has indi-
cated increasing demand for mini-storage units in mature markets.
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THE USER PROFILE

There are several methods of developing user profiles.

(1) Trade Association or other published profile data
(2) Review application forms where available
(3) Survey existing users of mini-warehouses
(4) Survey potential users of mini-warehouses

WHO IS THE PRIME USER?

By identifying the profile of the user we find that the prime user is the
apartment resident. Survey by Feasibility Research Group of 299 households in
a random sample survey in Washtenaw County, Michigan in 1976 revealed that 28%
of the apartment. residents and .16% of single-family residents said that, yes,
they were interested in the concept of mini-warehouse service. An additional
32% of the apartment residents and 21% of the single-family residents indi-
cated they possibly would be interested in mini-warehouse service.

Combining the responses of those who said yes and those who said possibly
interested we found that 60% of the apartment residents and 37% of the single-
family residents represent the potential market for mini-warehouse facilities.
(Note: These percentages may or may not apply in other communities.) The
actual percentages are not critical, but the total support for the concept
from the apartment residents vs. the single-family residents is important.

HOW LONG DOES THE PRIME USER NEED STORAGE SPACE?

After identifying the prime user of the mini-warehouse, the apartment
resident followed by the single-family resident, we can further profile the
market of residential users into those people who use the mini-warehouse on
an annual basis and those people who use it on a seasonal or short-term use.
Based upon our sample survey of 299 households the indicated demand for seas-
onal storage is as follows:
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APARTMENT RESIDENT'S SINGLE-FAMILY
DEMAND DEMAND
SEASONAL STORAGE: 83% 17%
ANNUAL STORAGE: 67% 33%

The apartment residents are the largest segment of the user profile as they

account for the highest percentage of both the seasonal and annual storage
needs.

SHORT-TERM DEMAND GENERATED BY HOUSING MOVES

A significant segment of market demand for mini-storage use comes from
households who move and those households which move frequently. As might be
expected, apartment residents are more mobile. Apartment residents are also
more likely to move themselves, ‘using either U-Haul truck, Avis or National,
or whatever company provides the truck rental service in the market area.

To estimate the size of this potential mover, do-it-yourself market,
again we go to our survey of 299 households.

QUZSTION #10A: WHEN YOU MOVED TO YOUR PRESENT HOME, HOW DID YOU MOVE ALL THE
THINGS YOU BROUGHT WITH YOU? (DOUBLE COUNTING*)

SINGLE~-FAMILY

RESPONSE APARTMENT HQUSING
1. HIRED A MOVING AND STORAGE COMPANY 12.0% 30.2%
2. RENTED A U-HAUL TRUCX OR TRAILER AND 46.2% 31.0%
MOVED IT MYSELF
3. USED MY OWN CAR OR TRUCK TO MOVE 18.3% 21.4%
4. BORROWED A VEHICLE FROM FRIEND OR 17.9% 10.3%
RELATIVE
5. EMPLOYER HIRED A MOVING AND STORAGE 1.2% 11.9%

COMPANY TO MOVE MY THINGS
TOTAL 100.0% 100.0%

*A household may have employed two or more methods in moving.
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We can see from the survey results that only 12% of the apartment resi-
dents hired a moving and storage company, as opposed to 30% of the single-
family households. Even including the households where the employer pays
for moving and storage the total moving and storage company market segment
accounts for only 13.2% to approximately 42.1% of the moving market. The
do-it-yourself mover thus accounts for approximately 83% of all apartment
movers in the market area survey.

To identify how to reach the potential user profile, the apartment resi-
dents who move and move frequently, we can also turn to the survey. Survey
data indicated that the Yellow Pages was the largest one single source of
information regarding moving companies and U-Haul rental locations. Later
on, in evaluating the promotion plan for mini-warehouses, it is important
to recognize the Yellow Pages ad as one major part of the mini-warehouse
promotion.

WHAT KINDS OF ITEMS ARE STORED IN MINI-WAREHOQUSES?

There are three ways of finding out what is stored in mini-warehouses.

(1) Ask existing managers and inspect existing mini-warehouses.
(2) Trade association data.

(3) Survey people in a market area and find out what they have to store.
FRG used all of the above sources including a survey of prospective users.

Household furniture is the largest single category of items typically
stored in mini-storage facilities. Our survey indicated that between 40-47%
of the demand was for storage of household furniture. When you add household
appliances this increases from about 48-62% of the demand.

7-12% of the indicated demand is for boats and trailers.

4-6% of the indicated demand is for sporting goods and recreational
equipment.
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I would 1ike to add that most of this is for dead storage space, not where
the space is used for work on a hobby or repair service or daily use, but
strictly for dead storage use.

WHAT ARE_THE GREATEST CONCERNS OF MINI-STORAGE WAREHOUSE USERS?

Survey responses reveal overwhelmingly that 60% of the potential users
are concerned about security from theft. Safety from water damage is impor-
tant to about 5-12% of the respondents. Single-family households are con-
cerned about fire damage to a much lesser extent than security from theft.
Temperature, humidity and dampness are concerns, but again much less than
security from theft.

WHAT IS THE IMPORTANCE OF A STEEL STORAGE BUILDING VS. A MASONRY MINI-WARE-
HOUSE BUILDING?

This is perhaps one of the most interesting areas of the survey in re-
spect to the perceived safety and security of a storage facility. We asked
the question: "Which do you feel would be a safer place to store your prop-
erty, a steel building or a concrete building?"

Mini-warehouses are built of steel skin over a wood frame, basically a
pole barn for those of you who are familiar with pole barns, or they can be
built with a steel frame, such as a Butler steel building with a steel skin
and steel roof. They can also be built with poured concrete footings, 42"
in Michigan, with either concrete block or tilt-up poured concrete walls
with precast concrete roof structures or wood roof structures. The interior
partitions can be of galvanized corrugated steel or wood frame partitions
with drywall, wood frame partitions with galvanized steel or with partitions
with particle board. I have seen combinations of both wood building with
wood interior partitions, steel buildings with wood interior partitions,
masonry buildings with wood interior partitions or masonry buildings with
steel interior partitions. Which is best is best answered by the consumer.
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WHAT DO CONSUMERS SAY?

TABLE R

QUESTION #25: WHICH DO YOU FEEL WOULD BE A SAFER PLACE TO STORE YOUR PROPERTY?

RESPONSE APARTMENT SINGLE-FAMILY
l. A STEEL BUILDING 8.3% 11.3%
2. A CONCRETE BUILDING . 29.8% 30.9%
3. MAKES NO DIFFERENCE 62.0% 57.7%
TOTAL 100.0% 100.0%

About 8% preferred the steel building as a safer place to store their property.
A concrete building was favored by about 30% of the apartment residents; how-
ever, 62% of the apartment residents say it doesn't make any difference wheth-
er it's built of steel or concrete.

The importance of this survey finding is that you can build a lower cost
facility and still provide safe storage space.

HOW CAN THE SECURITY BE PROVIDED?

The security which the users of mini-warehouses expect and require can be
provided in several ways:

(1) A completely fenced facility,
(2) Well Tighted facility,

(3) An onsite manager, manager's office and onsite manager's apartment for
24-hour security of the premises.

In several instances, in facilities with which we are familiar, two onsite
manager's apartments had been offered.
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HOW CAN THE INDIVIDUAL UNIT MIX BE MEASURED AGAINST THE MARKET DEMAND?

{1) Review Existing Experience

The successful developers of existing mini-warehouses who have monitored
rent-up in several locations have been able to identify the best unit mix.
After basing initial mix upon judgment and previous experience the monthly
rent-up is monitored for each size of unit. Learn how rapidly the 5'x5'
units fill compared with the 10'x10' units compared with the 10'x15' units.
When all of the 5'x5' units are filled the demand would shift to filling
in the next largest size unit. This would indicate a shortage of the 5'x5'
units.

(2) Survey Potential Demand

If there are no mini-warehouses in the market area or perhaps only one
or two smaller local facilities which can't be used as a guide to set a
competitive standard, it is possible to estimate the demand for mini-ware-
house unit mix using survey research.

In FRG's resident survey in washtenaw County, Michigan we used the ques-
tion: "HOW MUCH STORAGE SPACE WOULD YOU NEED TO STORE THE ITEMS YOU WISH TO
STORE?" We then listed the various unit sizes. This was in a market where
many people were not aware of mini-warehouses but had some idea of what amount
of space they might need for the items they now needed to store.
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MINI-WAREHQUSE LOCATION CRITERIA

. TOTAL POPULATION IN URBANIZED AREA

--Total demand may range from 1 to 1.5 feet of space per person in total
urban population. (An urban area of 100,000 would indicate a total de-
mand of 100,000 to 150,000 square feet of mini-storage space.)

. JOTAL POPULATION WITHIN PRIMARY TRADE AREA

--Total demand based upon population within trade area of 3 to 5 miles.
Census tract maps and census tract data provide
(A 3-mile trade area population of 30,000 would indicate a potential
demand of 30,000 to 45,000 square feet of space.)
(A 5-mile trade area population of 90,000 would indicate a potential
demand of 90,000 to 135,000 square feet of space.)

. HIGH CONCENTRATION OF RENTAL HOUSEHOLDS

--User profile consists of rental households.

(Census data used for trade area also provides information on renter or
owner occupancy.)

. TURNOVER RATE OF 20% OR MORE (IF DATA AVAILABLE)

--Housing moves generate mini-storage demand.
(Telephone or other utility connections indicate total annual turnover.)

. HIGHLY VISIBLE SELF-ADVERTISING SITE

--Visibility appears more important than accessibility.
(Interstate highway and bypass exposure is helpful, but not essential.)

. RELATIVELY HIGH TRAFFIC COUNT

--Local traffic counts in front of and adjacent to site may be more impor-
tant than interstate highway traffic counts.

. RESIDENTIAL, COMMERCIAL OR LIGHT INDUSTRIAL AREA

--A neighborhood attractive to residential users rather than a heavy
industrial area.




FEASIBILITY RESEARCH GROUP

MINI-WAREHOQOUSE SITE CRITERIA

. SITE SIZE

Range 2-6 acres. Typical site is 2%-3% acres.

. MAXTMUM SITE COVERAGE

5.

Maximum site coverage approximately 40% of gross site (depends upon zon-
ing).

e.g. A 2-acre site would allow approximately a 35,000 square foot maxi-
mum size facility.

43,560 x 2 acres = 87,120 square feet
87,120 x 40% = 34,848 square feet

. ZONING

Light industrial or commercial zonings is typical. Heavily industrial
districts are generally undesirable for residential storage use as apart-
ment owners and homeowners do not like to go into industrial neighbor-
hoods, particularly at night.

One community has allowed residential storage only to be Tocated in a
multiple-family zoning area. '

. SEWER AND WATER REQUIREMENTS

Mini-warehouses have been built with well and septic systems as well as
public utilities. Many developers consider the public water essential
for fire protection to help reduce insurance rates.

Storm drainage is perhaps one of the major problem areas for mini-ware-
houses. With the 1ot site covered with asphalt and roof area there is a
considerable amount of water runoff. Retention ponds onsite or public
storm sewer drainage are usually necessary.

ECONOMIC CONSIDERATIONS

MIMIMUM

FACILITY

SIZE

MAXTIMUM

FACILITY

SIZE

In order to support a first-class mini-warehouse facility an onsite mana-
ger's office and apartment is a requirement. In order to maintain the
operating expense ration with a manager's salary and apartment it is nec-
essary to have a Targe enough facility to support the onsite manager.
Based upon typical costs of construction and the operating expenses the
minimum size for economic facility may be as low as 35,000 square feet in
some locations but could be higher in other urban communities which have
higher land costs, higher storm sewer costs, higher building costs and
higher wage costs for managers.

What is the maximum size operation for an economic mini-warehouse? While
I understand there are some mini-warehouses over 100,000 square feet, most
of the mini-warehouses are in the 40-60,000 square feet range with the
typical being approximately 50,000 square feet.
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SUBJECT LOCATION AND TRAFFIC MAP

DOWNTOWN KALAMAZOO

BUSINESS 29
LOOP 94 Y A

MILLER ROAD @) '

PORTAGE STREET

6. M,

iy h
“;‘Pf‘f .
"JPAi‘tiﬁ’(

£

WESTNEDGE AVENUE

SPRINKLE ROAD

TRAFFIC COUNTS

@SPRINKLE N.oF [-94BL
20,458

(2)SPRINKLE S.0F 1-9uBL
28,103

Source: Kalamazoo Co.
Road Commission

FEASIBILITY RESZARCH GROUP LTD.
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MARKET FEASIBILITY ANALYSIS
FOR MINI-WAREHOUSE DEVELQPMENT

OBJECTIVES

The objectives of the following market analysis are:

(1) To provide the reader with a picture of the overall market potential for

mini-warehouse development in Kalamazoo, Michigan.

(e.g. How many potential mini-warehouses and how many total square feet of

mini-warshouse development will the Xalamazoo market support?)

(2) To provide a projection of the potential mini-warehouse demand at a spe-
cific site.

(e.g. How many square feet of space will the market support in the subject

trade area?)

(3) To measure the probable impact of existing and potential competition on

the proposed subject mini-warehouse.

(e.g. How much (if any) potential business within the subject trade area

could be lost to competition?)
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UNIT QF
MEASURE

MARKET

POPULATION

*3quree:

RESEARCH GROUP
QVERALL MARKET PQTENTIAL EQR KALAMAZO0 MARKET

The unit of measure is square feet of mini-warehouse space per
person.

Previous market analysis in the southwestern U.S. by Bill Aard
Associates revealed an overall demand projection of 1 to 1.5
square feet of mini-warehouse space for each person in the over-
all population. Mature markets may support 2 square feet per
person but Kalamazoo is only in the early stages of development.

The total population of the Kalamazoo market (SMSA) totals
201,550 as of 1970. For the purpose of this market analysis we
have used the urbanized area population of 152,083 as a basis
for analysis.

KALAMAZOO COUNTY (SMSA) 201,550%*
KALAMAZOO URBANIZED AREAS 152,083*
KALAMAZOO CITY 85,555%*
PORTAGE CITY 33,590*

The urbanized area as of 1970 understates the 1978 population
but includes Comstock Township and other urbanized township
areas outside the cities of Kalamazoo and Portage.

The basic overall mini-warehouse demand projection is 152,000
to 228,000 total square feet.

CONSERVATIVE PROBABLE

152,083
X 1 square foot

152,083 call
152,000 square feet

152,083
x 1.5 saguare feet

228,125 call
228,000 square feet

Assuming a typical mini-warehouse development of about SO,dOO
square feet, a total of three to five mini-warehouses could be
supported by the Kalamazoo urbanized market area.

152,000 square feet _ 3.04 228,000 sgquare feat _ 4.56
50,000 square feet call 3 50,000 square feet call 5

Based upon the above analysis the Kalamazoo urban area can sup-
port:

‘Three to five mini-warehouses of fS0,000 square feet
*152,000 to 228,000 square feet of mini-storage space

1970 U.S. Census
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POTENTIAL DEMAND AT SURJECT SITE

LOCATION: 2135 Sprinkle Road corner 1-94 Business Loop, Kalamazoo (Com-
stock Township), Michigan.

TRADE AREA: Experience in the western U.S. as also verified in Washtenaw
County (Ann Arbor market), Michigan indicates that the major-
ity of mini-warehouse users live within three to five miles
of a mini-warehouse site.

SUBJECT Compilation of the census tracts within three to five miles of
POTENTIAL: the subject site reveals the following potential demand:
MARKET

DISTANCE: 3-MILE TRADE AREA 5-MILE TRADE AREA
POPULATION: 41,688 41,688* 104,581 104,581 *
DEMAND: x1 SQ FT x1.5 SQ FT x1.SQ FT x1.5 SQ FT
TOTAL: 41,688 62,532 104,581 156,872

SQ FT SQ FT SQ FT SQ FT

TRADE AREA: The subject trade area can adequately support the proposed sub-
POTENTIAL ject mini-warehouse.

CONSERVATIVE POTENTIAL PROPOSED PROBABLE POTENTIAL

41,688 to 62,532 SQ FT 47,700 SQ FT 104,581 to 156,872
MINI-STORAGE MINI-STORAGE MINI-STORAGE

* SOURCE: 1970 U. S. Census (see Table A for Trade Area analysis
of 1,2,3,4, and 5 mile radius of subject site.)




TRADE AREA ANALYSIS - -

TABLE A

POTENTIAL MARKET WITHIN 1 MILE RADIUS QF SITE:

g

PEOPLE

S

HOUSEHQLDS
SINGLE FAMILY
RENTAL ***
TOTAL HOUSEHQLDS

POTENTIAL MARKET WITHIN 2 MILE RADIUS OF SITE:

R 1S

PEOPLE

:

HOUSEKOLDS
SINGLE FAMILY
RENTAL
TOTAL HOUSEHQOLOS

POTENTIAL MARKET WITHIN 3 MILE RADIUS OF SITE:

PEOPLE

N

-8

HOUSEHOLDS
SINGLE FAMILY
RENTAL
TOTAL HOUSEHOLDS

KALAMAZOQ SITE

4,544
1,297 89
168 11
1,465 100
20,792
5,271 73
1,963 27
7,234 100
41,688

10,491 73 %
3,830 27
14,321 100 %



POTENTIAL MARKET WITHIN 4 MILE RADIUS OF SITE:

# PEOPLE 77,428

# HOUSEHQLDS

SINGLE FAMILY 18,272 69 %
RENTAL 8,038 31
TOTAL HOUSEHOLDS 26,310 100 %

POTENTIAL MARKET WITHIN 5 MILE RADIUS QF SITE:

# PEQOPLE 104,581

# HOUSEHOLDS

SINGLE FAMILY 24,584 70 %
RENTAL 10,340 30
TOTAL HOUSEHOLDS 34,924 100 %

* Source: 1970 U.S. CENSUS
**Includes mobile homes
*** [ncludes structures with 2 or more units
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THE COMPETITION
EXISTING

One existing competitor is located west of Kalamazoo. The Wee Stor-
N-Park mini-warehouse on 11th Street is outside the subject's three-mile
trade area. The subject's five-mile trade area, however, overiaps the com-
petitor's three-mile trade area. (See Competition Maps on pages 12, 13 and 15.)
We have assumed the subject will lose those potential customers in the subject's
five-mile trade area only where this overlap occurs. The U-Haul mini-storage
at 1004 Portage is considered to be too small to be significant competition.
The two small mini-storage buildings on South Sprinkle Road and the one build-
ing on Lovers' Lane, both located in Portage, are marginal competition.

POTENTIAL COMPETITION

Our investigation reveals that two potential developers are looking for
sites on the west and south sides of Kalamazoo but no sites are known to.be
acquired with site plans approved for mini-warehouse use. Contact was made
with both the city and county Planning Departments, but no rezoning requests
or pending site plans for mini-storage facilities were discovered.

COMPETITION IMPACT

Competition with the subject's three-mile trade area could have a negative
impact but there is no existing competition within three miles. If competition
does develop within the three-mile trade area the subject's management and pro-
motion could lessen the impact of future competition. The five-mile trade area
is large enough to support two 50,000 square foot mini-warehouse developments,
using conservative projections. Recognizing even this potential competition

the impact on the subject is not likely to reduce the subject occupancy level
level below a normal vacancy Tevel.

The best defense against potential competition is selecting a prime site
with high visibility, a high traffic count and close proximity to the poten-
tial user population.

The proposed subject facility is located adjacent to the easterly edge of
the city of Kalamazoo on a highly visible site with exposure to both Sprinkie
Road and the I-94 Business Loop. The 24-hour traffic count on Sprinkle Road
ranges from 20,458 (south of I-94) to 28,103 (north of I-94 Business Loop).
Except for the potential loss of customers Tocated near the Western Michigan
University campus, which is closer to Wee Stor-N-Park location, the subject
site, in our opinion, has a better location than all four existing Kalamazoo
area mini-storage sites.

Analysis of the overlapping trade area with Wee Stor indicates 16,000 to
24,000 square feet of potential demand should be deducted. To arrive at the
final estimated storage space demand at the subject site the total square foot-
age of the three existing small storage companies should also be deducted.
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MINI-WAREHOUSE MARKET ANALYSIS
POTENTIAL COMPETITION IMPACT SUMMARY

1 SQ. FT. 1.5 SQ.FT.

. TOTAL - DEMAND IN SUBJECT TRADE AREA: 104,581 t0156,872 SQUARE FFET
. LESs EXISTING COMPETITION IN TRADE AREA:

#1- Wee Stor N.Park (Partial Overlap) 16,000to 24,000 SQUARE FEET

42 U-Haul (Downtown) 13,287 13,287

#3 Park Place and Storage(Portage) 8,050 8,050

#4 C.J.'s Storage (Portage) 3,500 3,500
. INDICATED DEMAND FOR SUBJECT (1-2) = ]63,744to108,035)<j SQUARE FEET
4. PROPOSED SUBJECT SPACE: |47,700t0 47,700] <] SQUARE FEET
. EXCESS DEMAND (3-4) = 16,944to 60,335 SQUARE FEET

CONCLUSION: The largest existing:competitor #l1 would only absorb excess demand.
The three small facilities are within the subjects 5 mile trade
area, but have less desirable sites and/or lower traffic counts.
There .is excess demand for 16,000 to 60,000 Sq.Ft. more than subject.

SUBJECT VS. COMPETITION RANKING '
(EQUAL =)  (SUBJECT IS SUPERIOR +)  (SUBJECT IS INFERIOR'-)

SUBJECT COMPETITION COMPETITION ! COMPETITION4}

B-D Mini | #1 Wee Stor #2 U-Haul #3 Park Place
LOCATION + Sprinkle| 1llth St(west)| PortageSt (DntnySprinkle Partge )
SITE VISIBILITY + Excellent Goocd/Fair Good Good/Fair
TRAEFIC COUNT + 20~-28000 -3000 N.A. 10,500
BUSINESS USE Estimate| + 25-30% 15% 5% 3%
RESIDENTIAL USE 75-70% 85% 95% 95%
UNIT SIZES +: 12 | 8 4 4
PRICE 59.75-69.75 $9-80 " 516-45 $30-30
MANAGEMENT (ONSITE) Full time | Part time { Full time Part time
MANAGEMENT (OFFSITE) | Professional Unknown ' Franchise owner/Mgr.
PROMOTION . Experienced Yellow Pgs&? | Thru U-Haul Limited
OVERALL RANK First | Second Third [ Fourth

CONCLUSION: The proposed B-D Mini Storage facility is superior to the
existing competition in location, site visibility, traffic
count in front of site, and has a potentially higher business
user demand. The unit sizes offered increase the competitive
edge of the subject over existing and potential competition.

The meonthly rentals are competitive and should compete very
effectively with both mini-storage and moving company storage.

Full time on site management with off site back up for monitoring
promotion and performance indicate a potential first class facility.




TOTAL KALAMAZOO MARKET DEMAND

BEEEEREEREEEEEEREE R EEE
152,000 T1o 228,000 SQUARE FEET

EERRNENERENE NN REC RN

MARKET DEMAND IN
SUBJECT 5-MILE TRADE AREA

EEERERIRESRRURERRAREENR

104,581 1o 156,872 SQUARE FEET
AERREERREEESENENEENEREE!

LESS
COMPETITION

I REEREREBRA

49,837
SQUARE FEET | DEMAND FOR SUBJECT

63,744 To 108,035

SQUARE FEET
ERTEENNENEET

PROPOSED
SUBJECT
SPACE
L R 3 SR B ]
47,709 EXCESS
sq. BT DEMAND
| LA SLR AR IR SR BB W
16,044 To0

60,335 sa. FT.

FEASIBILITY RESEARCH GRQUP LTD.



Reprinted by permission Elsevier Science Inc. from 'Cornell Hotel and Restaurant Administration Quarterly', August

1979: pages 26-28. Copyright 1979 by Cornell University.

Publications Indexed

ADDRESSES OF PERIODICALS

Administrative Management, Geyer-McAllister, 51 Madison Avenue,
New York, NY 10010.

Amaerican Automatic Merchandiser, M-G Publications, Box 352,
Northfield, IL 60093.

Amaerican Statistician, American Statistical Association, 808 15th
Streat N.W,, Washington, DC 20005.

Americas, Sacretariat, OAS, 17th and Constitution Avenues N.W.,,
Washington, DC 20006.

Annals of Tourism Research, Department of Habitationai Resaourcss,
University of Wisconsin — Stout, Menomonie, Wi 54751.

Architectural Record, McGraw-Hill Publications, 1220 Avenue of the
Americas, New York, NY 10020.

ASTA Trave! News, Travei Communications, 488 Madison Avenue,
New York, NY 10022,

The Baker's Digest, Siebe! Publishing Co., 4049 West Paterson
Avenue, Chicago, IL 606486.

Bakery, Rich Products Corp., Bakery & Food Service Div., PO Box 248,
Buffalo, NY 14240.

Bakery Production and Marketing, Gorman Publishing Co., 3460 John
Hancock Center, Chicago, IL 60611.

Barron's National Business and Financial Weekly, Dow Jones and Co.,
22 Cortiandt Streot, New York, NY 10007.

Beverage Industry, Magazines for industry, 777 Third Avenue, New
York, NY 10017.

Baeverage World, Keller Publisher Corparation, East Straudsburg, PA
18301.

Bon Appétit, 4700 Beileview, Kansas City, MO 84112.

The Brewer's Digest, Siebel Publishing Co., 4049 West Psterson
Avenue, Chicago, IL 606486.

Briefing, American Express, 21 East 84th Street, New York, NY 10028.

Building Design and Construction, Cahners Publishing Co., § South
Wabash Avenue, Chicago, IL 80603.

Building Operating Management, Trade Press Publishing Co., 407
East Michigan Street, Milwaukee, Wi 53202.

Buiidings Systems Design, Stephen C. Simonson, 478 Branch
Avenue, Little Silver, NJ 07739.

Business Week, McGraw-Hill Publishing Co., 1221 Avenue of the
Amaericas, New York, NY 10020.

Canadian Hotel and Restaurant, Maclean-Hunter Publishing Co. Lid.,
481 University Avenue, Toronto MSW 1A7, Ontario, Canada.

Canadian Institute of Food Science & Technology Journal, Canadign
Institute of Food Science & Technology, Suite 10, 46 Elgin Street,
Ottawa K1P 5K8, Ontario, Canada.

Catering Industry Employee, Hotei and Restaurant Employees &
Bartenders International Union, 120 E. Fourth Street, Cincinnati, OH
45202,

Chain Report, Institutions/VF, § South Wabash Avenue, Chicago, 1L
80603,

Chain Store Age Exacutive, Executive Offices, 425 Park Avenue, New
York, NY 10022,

Chef/institutional, Culinary Review, 441 Lexington Avenue, New York,
NY 10017.

The Chuck Wagon, Texas Restaurant Association, PO Box 1429,
Austin, TX 78767.

Cirascope, Chicago and lllinois Restaurant Association, 20 North
Wacker Drive, Chicago. IL 806086.

Club Exscutive, R&W Management Co., 1028 Connecticut Avenue
N.W,, Washington, DC 20036.

Club Managemaent, Commerce Publishing Co., 408 Olive Strest, St.
Louis, MO 63102.

28

Clubs in Town & Country, Harris, Kerr, Forster & Company, 420
Lexington Avenue, New York, NY 10017.

Commarce Amarica, U.S. Departmant of Commerce, Superintendent
of Documents, Washington, OC 20402.

The Consultant, Intermnational Socisty of Food Service Consuitants, PO
Box 689, Bloomfield Hills, Mi 48013.

Consumer Reports, Consumers Union of the U.S., 256 Washington
Street, Mount Vamon, NY 10550.

Consumers' Research Magazine, Consumers’ Ressarch, Washington,
NJ 07882,

Continental Franchise Review, National Research Publications, PO
Box 6360, Dsnver, CO 802086.

Contract Interfors, Billboard Publications, 1515 Broadway, New York,
NY 10038.

Cooking for Profit, Gas Magazines, 1202 South Park Street, Madison,
Wi 53715.

The Corned Hotel and Restaurant Administration Quartarly, Schoot of
Hotel Administration, 327 Statler Hall, Cornell University, thaca, NY
14853.

Criticai Reviews in Food Science and Nutrition, Chemical Rubber Co.,
18901 Cranwood Parkway, Cleveland, OH 44128.

The Culinarian, Chef's Association of the Pacific Coast, 985 Market
Street, Suite 801-815, San Francisco, CA 34130.

Dairy and Ice Cream Filald, Magazines for industry, 777 Third Avenue,
New York, NY 10017,

Dun’s Review, Dun and Bradstreet Publications, 668 Fifth Avenue,
New York, NY 10019.

Eastarn Grape Grower & Winery News, Box 323, Watkins Glen, NY
14891.

Economic Indicators, Joint Economic Committee, Superintendent of
Documents, Washington, DC 20402.

Economic Report (supplement to NRA Washington Report), National
Restaurant Association, One IBM Plaza, Suite 2600, Chicago, iL
80811.

Electrical Apparatus with Electric Heat, Barks Publications, 400 North
Michigan Avenue, Chicago, IL 60611,

Emplioyee Reiations Law Journal, 33 West 80th Straet, New York, NY
10023,

Environmental Science and Technology, American Chemical Society,
1155 16th Street N.W., Washington, DC 20036.

Executive Housekesper, North American Publishing Co., 401 North
Broad Street, Philadelphia, PA 15108.

Fast Service, Harcourt Brace Jovanovich, 757 Third Avenue, New
York, NY 10017.

Financiai Executive, Financial Executives Institute, 833 Third Avenue,
New York, NY 10017.

Florida Hotel-Mote! News, PO Box 1754, Tallahassee, FL 32302.

Food and Wine, PO Box 2698, Boulder, CO 80321.

Food Engineering, Chilton Co., Chilton Way, Radnar, PA 15089.

Food Executive, Intemational Food Service Executives Association,
508 18M Building, Fort Wayne, IN 46815.

Food Management, Harcourt Brace Jovanovich, 757 Third Avenue,
New York, NY 10017,

Food Procsssing, Putman Publishing Co., 430 North Michigan
Avenug, Chicago. IL 60611.

Food Production/Management, Canning Trade, 2619 Maryland
Avenue, Baitimore, MD 21218.

Food Science & Technology, Forster Publishing Co., Ottikerstrasse 53,
8033 Zurich, Switzeriand. .

THE CORNELL H.R.A. QUARTERLY



Food Service/Hospitality, 85 Bloor Street E., 4th Floor, Toronto M4W
1A9, Ontario, Canada.

Food Service Marketing, Electrical information Publications, 2132
Fordem Avenue, Madison, Wi 53701.

Foodservice Equipment Dealer — see Foodservice Equipment
Specialist

Foodsarvice Equipment Specialist, 5 South Wabash Avenue, Chicago,
1L 60603.

Food Technology, Institute of Food Technologists, 221 North LaSalle
Street, Chicago, IL 60601.

Forbes, 60 Fifth Avenue, New York, NY 10011,

Fortune, Time, 591 Narth Fairbanks Court, Chicago, IL 80611.

Fuel Off and Oil Heat and Solar Systems, Industry Publications, 200
Commerce Road, Cedar Grove, NJ 07008.

Gourmst, 777 Third Avenue, New York, NY 10017.

HCIMA Journal, Hotel, Catering, and Institutional Management
Association, 191 Trinity Road, London SW17 7HN, England.

HCIMA Raview, Hotel, Catering, and Institutional Management
Association, 191 Trinity Road, London SW17 7HN, Engiand.

HKF Panorama, Harris, Kerr, Forster & Co., 626 Wilshire Bouievard,
Los Angeles, CA 90017.

Harvard Business Review, Graduate School of Business
Administration, Harvard University, Boston, MA 02163.

Heaith Foods Retailing, Syndicate Magazine, 8 East 43rd Street, New
York, NY 10017.

Heating/ Piping/ Air Conditioning, Reinhold Publishing, 600 Summer
Street, Stamford, CT 06304.

Ho#lday — see Travel/ Holiday

Hospital Financial Managemant, Hospital Financiai Management
Assaciation, 666 North Lake Shore Drive, Chicago, il 60611.

Hospitality, Penton/1PC, 614 Suparior Avenue West, Cleveland, OH
44113,

Hospitals, American Hospital Association, 840 North Lake Shore Drive,
Chicago, IL 60611.

Hotel & Motei Management, Robert Freaman Publishing Co., 84S
Chicago Avenue, Evanston, IL 60602.

Hotal Herald, Box 188, Gettysburg, PA 17325.

Hotal Restaurant, Matthaes Verlag GmbH, Olgastrasse 87, Postfach
622, 7 Stuttgart 1, West Germany.

Hotel & Restaurant, Centralfureningen Af Hotelvaerter og
Restauratuerar Danmark, Vodrotfsve| 46, 1900 Copenhagen,

. Denmark.

Hotel Sales Management Association World, Hotel Sales Management
Association, 362 Fifth Avenue, Suite 1160, New York, NY 10001.
Hoteidomani, Publihote! International s.r.i., Via Bianconi, 10—20139

Milano, Italy.
Hotelier and Caterer, Ramsay, Son & Parker (Pty) Ltd., 405 Tulbagh
Centre, Hans Strijdom Avenus, Cape Town, South Africa.

in Britain, British Tourist Authority, Head Office and Tourist Information
Centra, 684 St. James Street, London SW1, England (distributed in
U.S. by British Tourist Authority, 680 Fifth Avenue, New York, NY
10019).

Indian Hotelkeeper and Traveiler, PO Box 110, New Delhi-1, india.

Institutionai Distribution, Restaurant Business, 633 Third Avenue, New
York, NY 10017.

institutions / Volume Feeding, Cahners Publishing Co., 5 South
Wabash Avenue, Chicago, IL. 60603.

Insurance Conference Planner, Bayard Pubiications, 300 Broad Street,
Stamford, CT 06901.

Intemational Hote! Review, Intemationat Trade Publications Lid.,
Queensway House, Redhill, Surray RH1 1QS, England.

intemational Review of Food and Wine, 750 Third Avenue, New York,
NY 10017.

itakan Wines and Spirits, PO Box 1130, Long Isiand City, NY 11101.

Journal of Accountancy, American Institute of Certified Public
Accountants, 1211 Avenue of the Americas, New York, NY 10036.

Joumal of Accounting, Auditing and Finance, Warren, Gorham &
Lamont, 210 South Street, Boston, MA 02111.

Journai of Advertising Research, Advertising Research Foundation, 3
East S4th Street, New York, NY 10022.

Journal of Agricultural and Food Chemistry, American Chemical
Society, 1155 16th Strest N.W., Washington, DC 20038.

Joumal of the American Dietetic Association, American Dietetic
Association, 430 North Michigan Avenue, Chicago, L 60611,

AUGUST 1979 27

PERIODICALS

Journal of Environmental Heaith, National Environmantal Health
Association, 1200 Lincoin, #704, Denver, CO 80203.

Journal of Food Safety, Food & Nutrition Press, 285 Post Road Wast,
Waestport, CT 06880.

Journal of Food Scienca, \nstitute of Food Technologists. 221 North
LaSalle Street, Chicago, iL 60601.

Journal of Hospitality Education, C.H.R.L.E., Human Development
Building. Room 21, University Park, PA 16802.

Journal of Leisure Research, National Recraation and Park
Association, 1601 North Kent Street, Arlington. VA 22208.

Journal of Marketing, American Marketing Association, 222 S.
Riverside Plaza, Chicago, IL 60606.

Journal of Property Managemant, Institute of Real Estate
Management, 430 North Michigan Avenue, Chicago, IL 60611.

Journal of Real Estate Taxation, Warren, Gorham & Lamont, 210 South
Street, Boston, MA 02111.

Journal of Travel Research, Business Research Division, University of
Colorado, Bouider, CO 80309.

Kitchen Planning, Harcourt Brace Jovanovich, 757 Third Avenus, New
York, NY 10017.

Laventhol & Horwath Perspective, Laventhol & Horwath, 1845 Walnut
Street, Philadelphia, PA 19103.

Leisure Sciences, Crane, Russak & Company, 347 Madison Avenue,
New York, NY 10017.

Lodging, American Hotel & Mote! Association, 888 Seventh Avenue,
New York, NY 10019.

Lodging and Food Service News, Hotel Service, 131 Clarandon
Strest, Boston, MA 02116.

Lodging Hospitality, PO Box 5746-U, Cleveland, OH 44101.

Management Review, American Management Associations, Box 319,
Saranac Lake, NY 12983.

Marketing Information Guide, 224 Seventh Street, Garden City, NY
11530.

Meatings and Conventions, Zilf-Davis Publishing Co., 1 Park Avenue,
New York, NY 10018.

Microwave Energy-Applications News/atter, international Microwave
Power Institute, PO Box 241, Amharst, NH 03031.

Modem Packaging, Morgan-Grampian Publishing Co.. 205 East 42r1
Street, New York, NY 10017.

Monthly Economic Letter, CITIBANK, 399 Park Avenue, New York, NY
10022.

Monthly Tax Report, Laventhol & Horwath, 1845 Walnut Street.,
Philadelphia, PA 19103,

Mortgage and Real Estate Executives Report, Warren, Gorham &
Lamont, 210 South Street, Boston, MA 02111,

Motel/Motor inn Journal, Tourist Court Journal, 306 East Adams
Avenue, Temple, TX 76501.

NRA News, National Restaurant Association, One IBM Plaza, Suite
2600, Chicago, IL. 80611.

NRA Washington Report, National Restaurant Association, One 1BM
Plaza, Suite 2600, Chicago, IL 60611,

National Food Situation, U.S. Department of Agricuiture, National
Economic Analysis Division, Washington, DC 20250.

National Geographic, National Geographic Society, 17th and M Streets
N.W,, Washington, DC 20036.

National Provisioner, 15 West Huron Street, Chicago, IL 60610.

Nation's Business, Chamber of Commerce of the United States, 1615
H Street N.W,, Washington, DC 20006.

Nation's Restaurant News, Lebhar-Friedman, 425 Park Avenue, New
York, NY 10022.

Néo Restauration, Société d'Edition du Libre Service, 46 Rue de
Clichy, 75009 Paris, France.

New England Economic indicators, Research Department, Federal
Resarve Bank of Boston, 600 Atlantic Avenue, Boston, MA 02106.

New England Economic Review, Federal Reserve Bank of Boston, 30
Peari Street, Boston, MA 02108.

New York's Food and Life Sciences Quarterly, Comell University
College of Agriculture and Life Sciences, Roberts Hall, Ithaca, NY
14853.

Nutrition Reviews, Harvard School of Public Heaith, 655 Huntington
Avenue, Boston, MA 02115.

Organizational Dynamics, American Management Associations, Box
319, Saranac Lake, NY 12983.

WOTSTPR T U PP

Ml e L

WP LRI

e




PERICDICALS -~ PUBUSHERS

Pacific Travei News, Pacific Area Travel Association, Western
Business Publications, 274 Brannan Street, San Francisco, CA
94107.

Personnal, American Management Associations, Box 319, Saranac
Lake, NY 10020.

Parsonnel Journal, Box 1520, Santa Monica, CA 90404,

Pesticides Monitoring Journal, Environmantat Protection Agency,
Superintendent of Documents, Washington, OC 20402,

Progressive Architecture, Reinhold Pubiishing Co., 800 Summer
Street, Stamford, CT 08904.

Psychology Today, PO Box 2990, Bouider, CO 80323.

Quick Frozen Foods, Harcourt Brace Jovanovich, 757 Third Avenue,
New York, NY 10017.

Real Estate Law Report, Warren, Gorham & Lamont, 210 South Street,
Boston, MA 02111.

Real Estate Review, Warren, Gorham & Lamont, 210 South Street,
Boston, MA 02111,

Resort Management, Box 4189, 1509 Madison Avenue, Memphis, TN
38104.

Rastaurant Business, 633 Third Avenue, New York, NY 10017.

flestaurant & Hotel Management, Veriag und Anzeigenverwattung,
6071 Gotzenhaain bei Frankfurt am Main, West Germany.

Restaurant Hospitaiity, 1111 Chester Avenue, Claveland, OH 44114.

Revue du Vin de France, Société Francaise d'Edition Vinicoles, 8
Avenue du Coq, 75009 Paris, France.

Sales and Marketing Managemaent, 633 Third Avenue, New York, NY
10017.

Service World international, Cahners Publishing Co., 5§ South Wabash
Avenue, Chicago., L 60603. .

Shopping Center World, 6285 Barfield Road, Atlanta, GA 30328.

Sk Area Management, Beardsiey Publishing Corp., Box 242, North
Salem, NY 10560.

Snack Food, Harcourt Brace Jovanovich, 757 Third Avenue, New York,
NY 10017,

Statistical Reporter, Office of Management and Budget,
Superintendent of Documents, Washington, DC 20402.

Successful Meetings, 633 Third Avenue, New York. NY 10017.

Supervisory Management, American Management Associations, Box
319, Saranac Lake, NY 12983.

Survey of Current Business, U.S. Department of Commerce,
Superintendent of Documaents, Washington, DC 20402.

Taste, Fellows of the Culinary Institute of America, Box 53, Hyde Park,
NY 12538. .

Tonnis Industry, Industry Publishaers, 915 NE 125th Street, Suite 2-C,
North Miami, FL 33181.

Texas and Southwest Hotel-Mote! Review, Taxas Hotel and Motel
Asscciation, 8602 Crownhill Boulevard, San Antonio, TX 78209.

Tourism Internationai History, Tourism International Press Ltd.. 154
Cromweil Road. London SW7 4EF, England.

Tourist Review, Stasmpfli & Cle AG Bern, Hallerstrasse 7-9, 3012
Beme, Switzeriand.

Travel Agent, American Traveler, 2 West 46th Street, New York, NY
10036.

Trave! & Loisure, American Express Publishing Co., 1350 Avenue of
the Americas, New York, NY 10019.

‘Travel/Holiday, Travel Building, Floral Park, NY 10011,

Travel Managemaent Newslatter, Reuben H. Danneiley Corp., 2000
Clearwater Drive, Oak Brook, IL 80521.

Travel Trade, Travel Trade Publishing Co., 805 Fifth Avenue, New York,
NY 10017.

Trave! Waekly, Zift-Davis Publishing Co., 1 Park Avenue, New York, NY
10018.

Trends in the Hotel-Motel Business, Harris, Kerr, Forster & Co., 420
Lexington Avenue, New York, NY 10017,

U.S. Lodging Industry, Laventhol & Horwath, 1845 Walnut Straet,
Philadeiphia, PA 19103.

Vending Times, 211 E. 43rd Street, New York, NY 10017,
Vintage, PO Box 2739, Boulder, CO 80302.

Washington Report, American Hatel and Motel Association, 777 14th
Street N.W, Washington, DC 20005.

Wines and Vines, Hiaring Co., 703 Market Strest, San Francisco, CA
94103.

World Convention Datss, Hendricksan Publishing Co., 79 Washington
Street, Hempstead, NY 11550,

World Travel, World Tourism Organization, Avda. del Generalissimo,
58, Madrid 18, Spain.

Woridwide Lodging Industry, Horwath & Horwath International and
Laventhol & Horwath, 919 Third Avenue, New York, NY 10022,

ADDRESSES OF
ORGANIZATIONS AND PUBLISHERS

AMACOM (American Managemant Associations), 135 Wast 50th
Street, New York, NY 10020.

ATZMi Books, 322 Miller Building, Scranton, PA 18503.

AVl Publishing Co., PO Box 831, Westport, CT 06880.

Harry N. Abrams, Times-Mirror, 110 East 59th Street, New York, NY
10022,

Academic Press, 111 Fitth Avenue, New York, NY 10003.

Addison-Wesley Publishing Co., Jacob Way, Reading, MA 01867.

Administrative Management Soclety, Willow Grove, PA 19090.

Ahrens Book Co.—see Hayden Book Ca.

Alr Transport Association of America, 1709 New York Avenue N.W.,
Washington, DC 20006.

Alriine Passengers Association, 800 W. Airport Freeway, Suite

1120, lrving, TX 75061.

Alchemy Books, PO Box 808, Corte Madera, CA 9492S.

Alliance International de Tourism, Quai Gustave Ador, 2, Ch-1207
Geneva, Switzerland.

Allyn & Bacon, Coilege Division, Rockleigh, NJ 07647.

American Accounting Associatian, 5717 Bessie Drive, Sarasota, FL
33581.

American Alliance for Heaith, Physical Education & Recreation,
1201 16th Street N.W., Washington, DC 200386.
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American Arbitration Association, 140 West 51st Street, New York,
NY 10020.

Amaerican Association for Leisure and Recreation, 1201 16th Street
N.W,, Washington, DC 200386.

American Bar Association, 1155 East 80th Street, Chicago, IL
80837

American Chemical Socisty, 1155 18th Streat N.W., Washington, DC
20038.

American Elsevier Publishing Co., 52 Vanderbilt Avenue, New York,
NY 10017.

American Enterprise institute for Pubilc Policy Research, 1150
17th Street N.W,, Washington, DC 20036.

American Gas Association, 1515 Wiison Boulevard, Arfington, VA
22208.

Amarican Hospital Association, 840 North Lakeshore Drive,
Chicago, It. 60811,

American Hotel and Motei{ Association, 888 Seventh Avenue, New
York, NY 10019.

Amaerican Hotel and Motei Association Educational Institute,
Stephen S. Nisbet Building, 1407 South Harrison Road, East
Lansing, Ml 48823.
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American Hotel Assaciation Directory Corp., 888 Seventh Avenue,
New York, NY 10019.

American Hotel Register Co., 226 Wast Ontario Street, Chicago, IL
80610.

American Institute of Certified Public Accountants, 1211 Avenue of
the Americas, New York, NY 10036.

American Institute of Real Estate Appraisers —see Ballinger
Publishing Co.

American Law institute, 4025 Chestnut Street, Philadelphia, PA
19104,

American Management Associations —see AMACOM

American Meat Institute Foundation, 1800 North Wiison Boulevard,
Arfington, VA 22209.

American Society of Real Estate Counselors, 155 East Superior
Streat, Chicago, IL 60611.

American Society for Testing & Materiais, 1918 Race Street,
Philadeiphia, PA 19103.

Amarican Society of Planning Officiais, 1313 East 80th Street,
Chicago, IL 60837.

American Society of Travel Agents, 360 Lexington Avenue, New
York, NY 10017.

Ann Arbor Science Publishers, PO Box 1425, Ann Arbor, M1 48108.

Arab Worlid and Iran Business Guides, 4 Brattle Square,
Philadelphia, PA 02138.

Architectural Press, 9 Queen Anne’s Gate, London SW1 HIE,
Engtand.

Archmedia, 1900 Chestnut Drive, Philadelphia, PA 19103,

Arco Publishing Co., 219 Park Avenue South, New York, NY 10003.

Amo Press, 3 Park Avenue, New York, NY 10017,

Association Internationaie de 'Hotelierie, 89 Rue de Faubourg
Saint Honore, 75008 Paris, France.

Association of American Geographers, 1710 16th Street N.W,,
Washington, DC 20009.

Association of Official Analytical Chemists, Box 540, Benjamin
Frankiin Station, Washington, DC 20044.

Atheneum Publishers, Vreeland Avenua, Totowa, NJ 07512.

Ayer Press, 210 West Washington Square, Philadelphia, PA 19106.

Ballinger Publishing Co., 11511 Rooseveit Boulevard, Philadeiphia,
PA 19154,

Bancom Audiovision Corp., Manila, Philippines.

Bank of Hawaii, PO Box 2900, Honolulu, HI.96846.

Barnes & Noble, 10 East 53rd Street, New York, NY 10022.

Barrie & Jenkins, 24 Highbury Crescent, London NS1 RX, England.

‘Barron's Educational Series, 113 Crossways Park Drive, Woodbury,
NY 11797,

Basic Books, 10 East 53rd Street. New York, NY 10022.

Benjamin Co., 485 Madison Avenue, New York, NY 10022.

Berkshire Traveller Press, Pine Strest, Stockbridge, MA 01262,

Better Homes and Gardens Books, 1716 Locust Street, Des Moines,
A 50336. ’

Clark Boardman Co. Lid., 435 Hudson Street, New York, NY 10014.

Bobbs-Merrill — see Howard W. Sams & Co.

R. R. Bowker, PO Box 1807, Ann Arbor, M1 48108,

British Book Center, 153 East 78th Street, New York, NY 10021.

Brookdale Press, 184 Brookdale Road, Stamford, CT 06903.

Wililam C. Brown Co., 2460 Kerper Boulevard, Dubuque, |A 52001.

Bureau of Business Research, Graduate Schooi of Business
Administration, University of Michigan, Ann Arbar, MI 48109.

Bureau of National Affairs, 1231 25th Street N.W., Washington, DC
20037.

Burgess Publishing Co., 7801 Ohms Lane, Minneapolis. MN 55435.

Busineas News Publishing Co., PO Box 6000, Birmingham, M}
48012,

Business Publishers, Richard D. Irwin, 1818 Ridge Road,
Homewood, IL 60430.

CBl (Cahners Books International), 51 Sleeper Street, Boston, MA
02110.

CRC Press, Chemical Rubber Co., 2255 Paim Beach Lakes
Boulevard, West Palm Beach, FL 33409.

California Hote! & Mote! Association, 520 Capito! Mali, Sacramento,
CA 95814.

Cambridge University Press, 510 North Avenue, New Rochelle, NY
10801.

Canadian Government Office of Tourism, Ottawa K1A OHS, Canada.

Canadian Hotel & Restaurant Book Service, 481 University Avenue,
Toronto M5W 1A7, Canada.
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PUBUISHES

Cateilt Ltd., 1500 Atwater, Suite 1200, Montreal, Quabec H32 1X5,
Canada.

Center for Urban Policy Research, Rutgers University, New
Brunswick, NJ 08903.

Chain Store Age —sge Lebhar-Friedman

Chain Store Publishing —see Lebhar-Friedman

Chemicai Publishing Co., 155 West 19th Street, New York, NY
10011,

Chicago and lliinois Restaurant Association, 20 North Wacker
Drive, Chicago. IL 606086.

Chiiton Book Co., 201 King of Prussia Road, Radnor, PA 19089.

Club Managers Association of America, 5530 Wisconsin Avenue
N.W.,, Washington, DC 20015.

Coliler Books, Collier-MacMiilan —~sg¢e MacMillan
Pubilshing Co.

Columbis Books, 734 15th Street N.W,, Suite 801, Washington, BC
20005.

Constable and Co. Ltd., 10 Orange Street, London WC2H 7EG,
England.

Continental Publications, PO Box 2248, Palos Verdes, CA 90274.

Coopers and Lybrand, 1251 Avenue of the Americas, New York, NY
10020.

Cornell University College of Agricuiture and Life Sciences,
Aoberts Hall, ithaca, NY 14853.

Corneli University School of Hotet Administration, 327 Statler Ha¥,
Ithaca, NY 14853.

Council of Planning Librarians, PO Box 229, Monticslio. IL 61858.

Council on Hotel, Restaurant, and Institutional Education, Human
Development Building, Room 12, University Park, PA 16802.

Counting House Pubiishing Co., Thiensville, Wi 53092.

Coward, McCann & Geoghegan, 390 Murray Hili Parkway, East
Rutherford, NJ 07073.

Crossing Press, 17 West Main Street, Trumansburg, NY 14888,

Thomas Y. Crowell, 868 Filth Avenue, New York, NY 10019.

Crown Publishers, 419 Park Avenue Sauth, New York, NY 100186.

Culinary Arts Institute, 1975 Hawthome Place, Chicago, IL 60657.

Culinary Arts Society, 270 Madison Avenue, Suite 1302, New York,
NY 10016.

Culinary Institute of America, North Road, Hyde Park, NY 12538,

Dartnell Corp., 4660 Ravenswood Avenue, Chicago, il 60640.

John Day Co., 666 Fiith Avenue, New York, NY 10019.

Dell Pubiishing Co., Delacourt Press. 1 Dag Hammarskjold Plaza,
245 East 47th Strest. New York, NY 10017.

Dial Press — see Dell Publishing Co.

Discover America Travei Organizations, 1100 Connecticut Avenue
N.W.,, Washington, DC 20036.

Doolco, 2016 Canton Straet, Dallas, TX 75201.

Doubleday & Co., 504 Frankiin Avenue, Garden City, NY 11530.

Dover Publications, 1 80 Varick Street, New York, NY 10014.

Dow Jones-irwin —see Richard D. lrwin

Dryden Press, 501 North Elm Street, Hinsdaie, IL 60521.

DOun & Bradstreet, Dun Donnelly Publishing Corporation, 666 Fifth
Avenue, New York, NY 10018,

E. P. Dutton and Co., 201 Park Avenue South, New York, NY 10003.

Duxbury Press —see Wadsworth Publishing Co.

The Economist Intelligence Unit Ltd., Spencer House, 27 St. James
Place, London SW1A tNT, England.

Edwards Brothers, 2500 South State Street, Ann Arbor, Ml 48104.

Elbert Hubbard Foundation, Roycraft Campus, East Aurora, NY
14052.

Electrical Information Publications, 2131 Fordem Avenue, Madisan,
Wi 53701.

Eisevier Scientific Publishing Co., 52 Vanderbilt Avenue, New York,
NY 10017.

M. Evans and Company, 216 East 49th Street, New York, NY 10017,

Executive Enterprises Pubfications Co., PO Box 6532, La Jolla, CA
92037.

Executive Publications, PO Box 92, Harvard Square, Cambridge, MA
02138.

Exposition Press, 900 South QOyster Bay Road, Hicksville, NY 11801.

Faber and Faber Ltd., 101 South Broadway, Salem, NH 03079.
Fawcett Publications, Fawcett Place, Greenwich, CT 06830.
Frederick Fell, 388 Park Avenue South. New York, NY 10018.
Fleiding Publications —see William Morrow & Co.
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PUBLISHERS

Financial Accounting Standards Board, High Ridge Park, Stamford,
CT 06905.

Financial Executives Research Foundation, 633 Third Avenue, New
York, NY 10017,

Financial Publishing Co., 82 Brookline Avenue, Boston, MA 02215.

Follett Publishing Co., 1010 Wast Washington Boulevard, Chicago, IL
80607.

Fox Publishing Co., Bradford, VT 05033.

Free Press —see MacMillan Publishing Co.

W. H. Freeman & Co., 860 Market Street, San Francisco, CA 34104.

Georgia State University School of Business Administration,
Publishing Services Division, University Plaza, Atlanta, GA 30303.

Glencoe Publishing Co., MacMillan Co.. Riverside, NJ 08075.

Golem Press, PO Box 1342, Bouldar, CO 80308.

Greater Chicago Hotel and Mote! Association, Hllinois Athietic Club
Building, 112 South Michigan Avenue, Chicago, IL 80603.

Grid, 4666 Indianoia Avenue, Columbus, OH 43214,

Grolier, Sherman Turnpike, Danbury, CT 06816.

Grosset & Duniap, 51 Madison Avanue, New York, NY 10010.

H. PR Books, PO Box 5367, Tucson, AZ 85703.

Halstead Press —see John Wiley & Sons

Hammond, 515 Vallay Street, Maplewood, NJ 0704Q.

Harcourt Brace Jovanovich, 757 Third Avenue, Naw York, NY 10017.

Harper and Row Publishers, Keystone industriai Park, Scranton, PA
18512.

Harris, Kerr, Forster & Co., 420 Lexington Avenue, New York, NY
10017.

Harvard University Press, 79 Garden Street, Cambridge, MA 02138.

Hastings House Pubiishers, 10 East 40th Street, New York, NY
100186.

Hawthorn Books, 260 Madison Avenue, New.York, NY 10018.

Hayden Book Co., 50 Essex Street, Rochelle Park, NJ 07662.

Hotiday Inn University, Olive Branch, MS 38654.

Hospitality Institute, ireland Educational Group, 1652 Groton Court,
Wheaton, IL 60187.

Holt, Rinehart & Winston, 383 Madison Avenue, New York, NY
10017.

Hotei Association of New York City, 141 Waest 51st Street, New York,
NY 10019.

Hotel and Restaurant Empioyees and Bartenders international
Union, 120 East Fourth Street, Cincinnati, O+ 45202.

Hotel Sales Management Association, 362 Fifth Avenue, New York,
NY 10001, ’

Houghton Mifflin Co., 2 Park Street, Boston, MA 02107.

TT Educational Services —see Howard W. Sams & Co.

India Ministry of Information and Broadcasting, Publications
Division, New Daihi, india.

Industrial Press, Building 424, Raritan Center, Edison, NJ 08817.

info Press, 736 Center Street, Lewiston, NY 14092,

Inform, 25 Broad Streset, New York, NY 10004.

Institute for Contemporary Studies, 260 California Street, Suite 811,
San Francisco, CA 94111.

Institute tor Management, Old Saybrook, CT 06475.

Institute for Social Research, University of Michigan, 426 Thompson
Street, Ann Arbor, Mi 481086.

Institute of Certified Travei Agents, 148 Linden Street, PO Box 56,
Weilesley, MA 02181.

institute of Real Estate Management, 155 East Superior Street,
Chicago, iL. 60611.

insurance Company of North America, 1600 Arch Street,
Philadeiphia, PA 19103.

Intemationat Council of Shopping Centers, 445 Park Avenue, New
York, NY 10022.

intermnational Foodservice Manufacturers Association, 1 East
Wacker Drive, Chicago, IL 80601.

International Franchise Association, 7315 Wisconsin Avenue, Suite
B800W, Washington, DC 20014.

Internationai Labour Oftice, Washington Branch, 1750 New York
Avenue N.W,, Suite 311, Washington, DC 20008.

International Personnel Management Association, 1313 East 60th
Street, Chicago, Il 80837.

International Publications Service, 114 East 32nd Street, New York,
NY 10018,

Intematlional Publishers, 381 Park Avenue South, Suite 1301, Naw
York, NY 10016,
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Internationai Scholarly Book Service, PO Box 555, Forest Grove,
OR 87116.

International Union of Official Travel Agents —see World Tourism
Organization

international Wine Society, 304 East 45th Street, New York, NY
10017.

lowa State University Press, South State Avenue, 112C Press Office,
Ames, 1A 50010.

Richard D. lrwin, 1818 Ridge Road, Homewood, 1L 83430.

Johns Hopkina University Press, Baitimore, MD 21218,
Johnson Publishing Co., PO Box $90, Boulder, CO 80308.

Keats Publishing Co., 36 Grove Street, PO Box 876, New Canaan,
CT 06340.

J. J. Keller and Associates, 145 Wast Wisconsin Avenue, Neenah,
W1 54958.

Alfred A. Knopf—see Random House

Lateiner Publishing, 1 Strawberry Hill Avenue 10-E, Stamford, CT
08502

Laventhol and Horwath, 1845 Wainut Street, Philadeiphia, PA 19103.

Law Journal Press, New York Law Journal Building, 258 Broadway,
New Yorkk NY 10007.

Leaming Systems Company —see Richard D. lrwin

Lebhar-Friedman Books, 425 Park Avenue, New York, NY 10020,

Lehigh Books, 54 Wast 21st Street, New York, NY 10010.

Lenz and Reicker, 75 Varick Strest, New York, NY 10013.

Lester & Orpen, 42 Charies Street East 8 FLR, Toronto, M4Y T4,
Canada.

Lexington Books, D. C. Heath and Ca., 125 Spring Street, Lexington,
MA 02173.

J. B. Lippincott Co., East Washinigton Square, Philadelphia, PA
19105.

Little, Brown & Co., 200 West Strest, Waltham, MA 02154.

Longmark, Canada Ltd., 55 Barber Green Road, Don Mills, Ontario,
Canada.

Lord Publishing Co., 130 Clarke Road, Needham, MA 02192.

Lyceum Books, PO Box 113, Wilton, CT 06897.

MIT Press, 28 Carleton Street, Cambridge, MA 02142,

McCutchan Pubiishing, 2526 Grove Street, Berkaley, CA 54704,

McGiil-Queens University Press, 1020 Pine Avenue West, Montreal,
Quebec, Canada.

McGraw-Hill Boox Co., 1221 Avenue of the Americas, New York, NY
10020.

David McKay Co., 750 Third Avenue, New York, NY 10017.

MacMillan Publishing Co., Riverside, NJ 08075.

Management Information Center, PO Box 357, Miami, FL 33148.

Manhattan Menus, 319 Third Avenue, New York, NY 10022,

Mason/Charter, 841 Lexington Avenue, New York, NY 10022.

Maytield Publishing Co., 285 Hamiiton Avenue, Palo Alto, CA 94301.

Meadowbrook Press, 16648 Meadowbrook Lane, Wayzata, MN
§5391.

R. S. Means Co., 100 Construction Plaza, Duxbury, MA 02332.

Meredith Corporation, 1718 Locust Street, Des Maines, 1A 50338.

Michigan State University Press, East Lansing, M! 48823.

Mobil Oil Corporation, 150 East 42nd Strast, New York, NY 10017.

Money Market Directories, 370 Lexington Avenue, New York, NY
10017.

Morgan-Grampian, 205 East 42nd Street, New York, MY 10017.

William Morrow & Co., 6 Henderson Drive, West Caidwall, NJ 07008.

Nationai Academy of Sciencs, Printing and Publishing Officss, 2101
Constitution Avenue, Washington, DC 20418,

.National Association of Accountants, 919 Third Avenue, New York,

NY 10022,

Nationat Association of Home Buiiders, 15th and M Streets N.W,,

Washington, DC 20005.

National Association of Meat Purveyors, 252 West ina Road,
Tucson, AZ 85704.

National Association of Pool Owners, 10 Keamey Road, Box 222,
Needham, MA 02194.

Nationai Association of Reaitors, 430 North Michigan Avenue,
Chicago, IL 60611.

Natfonal Club Association, Suite 602, 1129 20tn Street N.W.,,
Washington, DC 20038.
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National Educatibn Standards, 650 South Grand Avenue, Suite
1002, Los Angeles, CA 90017.

National Fire Protection Association, 470 Atlantic Avenue, Boston,
MA 02210,

National Innkeeping Association, 122 East High Street, Jefferson
City, MO 65101.

National Institute for the Foodservice industry, 120 Riverside Plaza,
Chicago, IL 60606.

Nationai Institute for Occupational Safety and Heaith, Office of
Technicai Publications, PO Building, Room 530, Cincinnati, OH
45202.

Natlonai Live Stock and Meat Board, 444 North Michigan Avenue,
Chicago. IL 60611.

National Recreation and Park Association, 1601 North Kent Street,
Arkngton, VA 22209.

National Restaurant Association, Suite 2600, One |BM Plaza,
Chicago, IL 60611.

National Sanitation Foundation, NSF Building, 3475 Plymouth Road.
Ann Arbor. M1 48106.

National Technical information Service, U. S. Department of
Commercs, Springfieid, VA 22181.

Neison-Hall Co., 325 West Jackson Boulevard, Chicago, IL 60600.

New American Library, 1301 Avenue of the Americas, New York, NY
10019.

New University Education, Bingley Co., (Clive Ltd.), 16 Pembridge
Street, London W11, England.

New York State Department of Commerce, 99 Washington Avenue,
Albany, NY 12245,

New York State Recreation and Park Society, PO Box 68, Peakskiil,
NY 10568.

New Zeaiand Tourist and Publicity Department, Weliington, New

Zoaland. .
Newnes-Butterworth, Burough Green, Sevenoaks, Kent TN 15 8 PH,
England.

Newspaper Enterprises Association, 230 Park Avenue, New York,
NY 10017.

North Holland — see E!lsevier Scientific Publishing Co.

W. W. Norton & Co., 500 Fifth Avenue, New York, NY 10036.

Noyes Data Corporation, Mill Road at Grand Avenue, Park Ridge, NJ
07856.

Ohio State University, College of Administrative Science, Columbus,
OH 43210.

Opinion Research Corporation, North Harrison, Princeton, NJ 08540.

Organization of American States, 17th and Constitution Avenues
N.W., Washington, DC 20006.

Ottenheimer Publishers, 1632 Reisterstown Road, Baitimore, MD
21208,

Owen-Steriing, Grand Rapids, Mi 43503.

Oxford University Press, 1600 Pollitt Drive, Fair Lawn, NJ 07410,

Paddington Press Lid. —see Grosset & Dunlap

Pantheon Books, Random House, 400 Hahn Road, Wastminster, MD
21187.

Parker Publiishing Co.—sse Prentice-Hall

Passive Energy Systems, PO Box 499, Blacksburg, VA 24060.

Pendragon House, 2535 East Bayshore Drive, Paio Alto, CA 94303.

Penguin Books, 625 Madison Avenue, New Yark, NY 10022.

Peninsuiar Publishing Co., 2503 Jackson Bluff Road, Tallahassae,
FL 32301.

Pennsyivania State University Press, University Park, PA 16802.

Pergamon Press, Maxweil House, Fairview Park, Eimsford, NY
10523.

Petrocelli/Charter — see Mason/Charter

Pica Editlons, Pica Editorial Ltd.. 26 Parkway, London NW1, England.

Pitot Books, 347 Fifth Avenue, New York, NY 10016.

Pinnacle Books, 1 Century Plaza, 2029 Century Park East, Los
Angeles, CA 90067. '

Pitman Publishing Corp., 8 Davis Drive, Belmont, CA 94022.

Potter, Clarkson N. —see Crown Publishers

Practising Law Institute, 810 Seventh Avenue, New York, NY 10019.

Praeger Publishing — see Holt, Rinehart & Winston

Prentice-Hail, Box 903, Englewood Cliffs, NJ 07632.

Price Analysis Systems, PO Box 8516, Minneapolis. MN 55408,

Princeton University Press, 41 William Street, Princeton, NJ 08540.

Profit Sharing Research Foundation, 1718 Sherman Avenue,
Evanston, IL 60201.

G. P. Putnam'’s Sons, 390 Murray Hill Parkway, East Rutherford, NJ
07073
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Quadrangie/New York Times —see Harper and Row

Rand McNally & Co., PO Box 7600, Chicago, I. 60680.

Aandom House, 457 Hahn Road. Westminstar. MD 21157,

Rawson Associates —ses Atheneum Publishers

Henry Regnery Co., 180 North Michigan Avenue. Chicago. IL 60601.

D. Reidel Publishing Co., 160 Old Derby Street, Hingham. MA 02043,

Resources for the Future, 1755 Massachusetts Avenue N.W,,
Washington, DC 20036.

Resume Researchers, 239 Fourth Avenue, Pittsburgh, PA 15222,

Reston Publishing Co., Prentice-Hall. Englewood Cliffs. NJ 07632.

Rodaie Press, 33 East Minor Street, Emmaus, PA 18049,

St. Augustinus Boekhandel, Curagao. Antilles Isiands.

St. Martin’s Press, 175 Fifth Avenue, New York, NY 10010.

Howard W. Sams & Co., 4300 West 62nd Street, Indianapolis, IN
46208.

San Francisco Book Co.—see Simon and Schuster

W. B. Saunders Co., Columbia Broadcasting System, Wast
Washington Square, Philadelphia, PA 19105,

Schocken Books, 200 Madison Avenue, New York, NY 10018.

Scholars Book Company, 4431 Mount Vaemon, Houston, TX 77006.

Charles Scribner’s Sons, Shipping and Service Center, Vreeland
Avenue, Totawa, NJ 07512.

Security World Publishing Co., 2639 South La Cienega Boulevard,
Los Angeles, CA 90034.

Siebel Publishing Company, 4049 West Patterson Avenue, Chicago,
IL 60848.

Signet Books — see New American Library

Simon and Schuster, 1230 Avenue of the Americas, New York, NY
10020.

Simpson-Doyle Co., Phoenix Book Publishers, 1814 East McLullan
Boulevard, Phoenix, AZ 85108.

Society for the Advancement of Food Service Research, 2710
North Salisbury Street, West Lafayette, IN 47908.

Society for industrial Realtors, 935 15th Street N.W., Washington,
DC 2000s.

Society of Real Estate Appraisers, 7 South Dearborn Straet,
Chicago. IL 60603.

South-Western Publishing Co., 5101 Madison Road. Cincinnati, OH
45227.

Southern University Press, 130 South 1Sth Street, Birmingham, AL
35233.

E. & F N. Spon Ltd., 11 New Fetter Lane, London EC4P 4EE,
Engtand.

Stackpole Books, Cameron & Keller Streets, Harrisburg, PA 17105.

Stamats Publishing Co., 427 6th Avenue. Cedar Rapids. |A 524C8.

Stein and Day, 122 East 42na Street, New York, NY 10017,

Structures Publishing Co., Box 423, Farmington, Ml 48024.

Struik, Cape Town, Union of South Africa.

Successful Meetings Book Division, 633 Third Avenue, New York,
NY 10017.

Ten Speed Prass, PO Box 7123, Berkeley, CA $4707.

Charles C. Thomas, 301-27 East Lawrence Avenue, Springfield, IL
82717.

Time-Life Books, Little, Brown & Co., 34 Beacon Street, Boston, MA
02106. For library and schcool orders: Silver Burdette Co.,
Morristown, NJ 13664.

Touche Ross, 1633 Broadway, New York, NY 10019,

Tourism Development Company, Fomento Building, 268 Ponce de
Leon Avenue, Hato Rey, PR 00918.

Tourism international Press, 154 Cromwell Road. London SW7,
England.

Tourist Pianning and Research Lid., Suite 433, 52-54 High Halbom
House, London WC1 VER, England.

Travel Data Center, 1100 Connecticut Avenue N.W., Washington, DC
20038.

Travel Information Buresu, PO Box 1051, Kings Park, NY 11754,

Travel Marketing Consuitant Service, 37 Haverford Road, Hicksville,
NY 11802.

Tudor Publishing Company, 31 West 46th Street, New York, NY
100386.

Two Continents Publishing Group, 5§ South Union Street, Lawrence,
MA 01843.

UCN Register Div.,, Anderson Group, PO Box 508, Madison, NJ
Q7340.
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JUBLISHERS

Unipub, PO Box 433, Murray Hill Station, New York, NY 100186.

United States Government Printing Office, Division of Public
Documents, Washington, DC 20402.

United States Travel Data Center, Suite 340, 1100 Connecticut
Avenue N.W., Washington, DC 20038.

University of California Press, 2223 Fulton Street, Barkeley, CA
94720.

University of Colorado, Business Research Division, Graduate
School of Business Administration, Boulder, CO 80302.

University of Hawali, College of Business Administration, Industriai
Relations Center, 2444 Dole Street, Honoluly, HI 96822,

University of Massachusetts Press, PO Sox 429, Amherst, MA
01002,

University of Michigan Press, 815 East University, Ann Arbor, Ml
48108.

University of Nevada, Bureau of Business and Economic Research,
Reno, NV 89557.

University of Texas, Bureau of Business Research, Graduate School
of Business, PO Box 7459, Univarsity Station, Austin, TX 78712,

University of Wales, Cardiff, Wales.

University of Wisconsin Press, Box 1379, Madison, Wi 53701.

Urban Institute, Publications Office, 2100 M Street N.W., Washington,
DC 20037.

Urban Land Institute (UL1), 1200 18th Street N.W.,, Washington, DC
20038.

Van Nostrand-Reinhoid, Litton Educational Publishing Co., 7625
Empire Drive, Lexington, KY 41042,
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Arthur Vanous Co., One Richard Count, River Edge. NJ 07861.
Viking Press, 625 Madison Avenue, New York, NY 10022.
Yirtue Books — sge Continentai Publications

Wadsworth Publishing Co., 10 Davis Drive, Beimont, CA 94002.

Warren, Gorham & Lamont, 210 South Street. Boston, MA 02111,

Watson-Guptil Publications, 2160 Patterson Street, Cincinnati, OH
45214,

West Publishing Co., PQ Box 3528. St. Paul, MN 55168.

Whitney Library of Design — see Watson-Guptill Publications

John Wiley & Sons, 805 Third Avenua, New York, NY 10016,

Wiiton Enterprises, 1602 South Michigan Avenue, Chicago, iL 60818.

Wine and Spirit Publications, Southbank House, Black Prince Road,
L.ondon SE1, England.

Wines and Vines, Hiaring Co., 703 Market Street, San Francisco, CA
94103.

Winthrop Publishing Co., Prentice-Hall, Englewood Clifts, NJ 07632.

Woodbridge Press Publishing Co., Box 6189, Santa Barbara, CA
93111,

World Publishing Co., 2231 Wast 110th Street, Cleveland, OH 44102.

Worid Tourism Organization, Avenida dei Generalissimo, 59, Madrid
16, Spain.

Peter H. Wyden, 750 Third Avenue, New York, NY 10017.

Yale University Press, 92A Yals Station, New Haven, CT 06520.
2it-Davis Pubiishing Co., One Park Avenue, New York, NY 10018,
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MORTGAGE COMMITMENTS ON MULTIFAMILY AND NONRESIDENTIAL
PROPERTIES REPORTED BY 20 LIFE INSURANCE COMPANIES
FOURTH QUARTER 1980 AND ANNUAL DATA

Reporting companies account for 67% of nonfarm mortgages
and 61% of total assets held by U. S. life insurance
companies.

The attached tables provide the results for the fourth quarter
of 1980 from the survey of mortgage commitments made on income
properties by 20 life insurance companies. Annual data appear in
Table 1, Table 4, Table A, Table B, and Table L.

Flexible lending terms continued to be emphasized in commit-~
ments made in the fourth quarter of 1980. Loans with provision for
income or equity participation, renegotiable rates, maturities of
10 years or less, or a lender's call option accounted for nearly
90% of fourth-quarter commitments. (The ratio reflects adjustments
to eliminate double-counting of loans with more than one feature.)

As shown in Table 3, loans with provision for income/equity
returns or renegotiable rates accounted for 53% of the number and
75% of the amount committed in the final gquarter of 1980, even
larger shares than in the preceding quarter (see Investment Bulletin
No. 818). Loans with final maturities of 10 years or less again
represented some 30% of the number of loans, in contrast with a
scant 5% share in the final quarter of 1979. With this emphasis on
variable returns and shorter maturities, use of a lender's call
option occurred less frequently than was fouhd in 1979 commitments,
but the option was exercisable much sooner in loan life than
prevailed a year earlier (Table E and comparable earlier tables).

For the first time in these surveys, information is included on
nonrefundable fees received in connection with some loan commitments
(see footnotes to Table 3, Table D, and Table M). Such fees, which
have long been utilized by some lenders, are at times associated
with a lower contract rate than otherwise would have been required.
The presence of nonrefundable fees and other yield-affecting
features are important to any assessment of contract rates. The
surveys, however, do not attempt to measure potential yields of the
reported commitments, in part because the yield is highly uncertain.
Moreover, some commitments may not be funded or may be funded at
terms different from those set at commitment.
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Commitments of $100,000 and Over on Multifamily and Nonresidential Mortgages
Made by 20 Life Insurance Companies

Property Type, Year 1980

Percentage
Distribution
No. of Amount Loan Interest Interest Losn/ Capitaliza- Debt Percent Term by loan
Property Type Loans Committed Amount Rate Rate Value tion Rate Coverage Constant (Years/Months) amount
($000) (5000) (by ) (by $)

Conventional Elevator

Apartment 7 18,100 2,586 12.39% 12.53% 61.0% 10.1% 1.17 13.12 14/3 0.4%
Conventional Nonelevator

Apartment 21 91,145 4,340 12.52 12,55 74.4 11.8 1.25 13.0 13/7 2.2
Retail - less than 5 stores 9 20,102 2,234 12,76 12.80 72.7 11.6 1.25 13.2 18/2 0.5
Shopping Center - 5 or more

stores.. 39 189,897 4,869 12.61 12.61 71.6 12.0 1.29 12.8 15/8 4.5
Supermarket 7 31,252 4,465 12.89% 12,80 97.4 13.6 1.03 13.8 22/10 0.7
Departménc Store 5 38,800 7,760 12.00 12.00 100.0 13.9 1.09 12.8 25/0 0.9
Office Building?_/ 240 2,524,388 10,518 12.59 12.45 73.2 11.9 1.27 12.9 18/8 60.4
Medical Office Buildingl/ 20 36,810 1,840 12.74 12.87 73.9 12.3 1.26 13.2 18/10 0.9
Parking Garage 2 4,075 2,038 % * * * % % * 0.1
Service Station 1 1,000 1,000 * L * * * * % x%
Restaurant 3 8,795 2,932 13.04 12,41 88.5 11.6 0.92 14.7 18/4 0.2
Commercial Warehausel/ 71 143,521 2,021 12.64 12.42 71.3 11.5 1.23 13.1 13/8 3.4
Truck Terminal 1 1,500 1,500 * * * * * % * *%
Other Commercial 4 10,675 2,669 13.16 13.53 69.7 12.7 1.28 14.4 13/6 0.3
Educational 1 350 350 * * % * * * * *%
Hospital and Institutional 2 2,968 1,484 * * * * * * * 0.1
Social and Recreational 3 4,130 1,377 13.42 13.65 58.9 13.5 1.24 14.8 11/8 0.1
Industrial Warehoused/ 149 285,381 1,915 12.85 12.43 73.8 12.4 1.26 13.2 21/6 6.8
Manufacturing Plant 10 10,010 1,001 12.88 12,82 72.2 11.8 1.23 13.3 17/2 0.2
Other Industrial 21 46,710 2,224 12.68 12,99 73.5 12.6 1.33 13.0 26/5 1.1
Hotel 32 635,050 19,845 12.75 12.66 72.0 13.1 1.39 13.2 16/11 15.2
Motel 4 36,200 9,050 12.88 11.86 66.3 13.0 1.57 13.2 10/6 0.9
Multiple Property Complex 4 39,430 9,858 12.56 12.47 74.8 11.9 1.24 12.8 22/6 0.9

TOTAL 656 4,180,289 6,372 12.69 12.42 73.3 12.1 1.27 13.1 18/6 100.0

*Nata not shown where there are fewer than three loans.
#tLess than 0.05%.
1/ Interest rate was not available for one loan.
2/ Interest rate was not available for two loans.
3/ Interest rate was not available for six loans.
Note: Avérages for capitalization rate, debt coverage ratio, and percent constant may represent a fewer number of loans than the total for the

specified category.
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Table M Commitments of $100,000 and Over on Multifamily and Monresidential Mortgages
Made by 20 Life Insurance Companies

Loan Size Clasg Within Hajfn: Property Type, Fourth Quarter, 1980

Averages
Major Property Type No. of Asount Loan Interest Interest Loan/ Capitaliza- Debt Percent Term
Loan Size Loans Committed Amount Rate Rate VYalue tion Rate Coverage Constant (Years/Months)
(£000) (5000) (by #) (by $)

APARTMENT - CONVENTIONAL 11 33,570 3,052 12,.41% 12,45% 66,52 11,32 1.23 13.32 13/2
Less than $1 million 1 940 940 * * * * - - *
$1 million - $3,999(000) 6 11,980 1,997 12.67 12.64 59.4 11.0 1.19 14.0 13/4
$4 million - $7,999(000) 4 20,650 5,162 12.38 12,41 74.9 11.9 1.26 12,7 15/0

COMMERCIAL RETAIL 11 33,478 3,043 13.02 12,93 73.2 12.2 1.26 13.3 11/4
$1 million - $3,999(000) 8 18,343 2,293 13.00 12.83 72.6 12.2 1,27 13.4 11/10
$4 million - $7,999(000) 3 15,135 5,045 13.08 13.05 74.6 12,1 1.22 13,2 10/0

OFFICE BUILDINGg/ 82 713,129 8,697 13.01 12,92 71.5 12.1 1.28 13.3 17/3
Less than $1 million 8 5,420 678 13.98 13,95 69.8 13.3 1.39 14.7 15/0
$1 million - $3,999(000) 28 63,154 2,256 13.15 13,04 72.3 12,6 1.29 13.5 15/8
$4 million - $7,999(000) 23 134,550 5,850 12.82 12,81 71.0 11.8 1.28 13.1 19/7
$8 million and over 23 510,005 22,174 12.72 12,92 71,5 11.4 1.23 12,9 17/7

COMMERCIAL SERVICEL/ 19 35,966 1,897 13.19 13,02 70.1 11.6 1.21 13.6 13/6
Less than $1 million 3 1,381 460 14.00 14,27 70.8 12.6 1.26 14.2 5/8
$] million -~ $3,999(000) 15 27,185 1,812 13.07 13,10 69.3 11.4 1.20 13.5 15/0
$4 million - $7,999(000) 1 7,400 7,400 % * * * * % %

INSTITUTIONAL AND RECREATIONAL 1 150 150 * % * - - - *

INDUSTRIALQ/ 32 55,566 1,736 13.31 13.30 74.0 12.9 1.29 13.7 20/3
Less than $1 million 14 9,056 647 13.31 13,30 73.9 13.4 1.34 13.7 20/3
$1 million ~ $3,999(000) 16 33,360 2,085 13.36 13.45 74,1 12.4 1,23 13.7 19/10
$4 million ~ $7,999(000) 2 13,150 6,575 * % * * % * %

HOTEL AND MOTEL 8 114,400 14,300 12.92 12,75 70.9 13,0 1.39 13.3 17/6
$1 million - $3,999(000) 2 5,100 2,550 % * * % % * *
$4 million ~ $7,999(000) 1 4,000 4,000 * * * * * * *
$8 million and over 5 105,300 21,060 12.65 12.70 72,0 13,2 1.43 13.1 19/0

MULTIPLE PROPERTY COMPLEX 1l 6,675 6,675 * % * * * * *x

TOTAL 165 992,934 6,018 13.04 12.90 71.6 12,2 1.28 13.4 16/8

%Data not shown where there are fewer than three loans.

1/ Interest rate was not available for one loan.
2/ Interest rate was not available for two loans.
3/ Interest rate was not available for five loans,

Note: Averages for capitalization rate, debt coverage ratio, and percent constant may represent a fewer number of loans than the total for the
specified category. Nonrefundable fees were reported in connection with 26% of the number and 22X of the amount committed. The comparable shares
by property type ran: 642 and 70 for apartments, 36X and 42X for retall stores, 27X and 21X for office buildings, 32% and 29 for commercial
service properties, 6% and 42 for industrial properties, and 252 and 14% for hotels and motels. See note to Table D.



