
While not immune, Colo. adapts to retail shift

INSIDE

M
ost retail real estate own-
ers have been bracing 
themselves for bad news. 
With all of the news 
of store closures and 

e-commerce growth, it would seem 
that retail vacancy rates would be 
well over 20 percent and that retail 
rents would have plummeted by 
now. But the fact is, this doom-and-
gloom storyline is overblown. What 
goes unmentioned is the expand-
ing retailers, including food stores, 
gyms, restaurants and other service 
or entertainment venues that do 

not fit the usual 
retailer profile.

In the Colorado 
markets, the num-
bers have largely 
stayed flat in 
three of the larg-
est markets (Boul-
der, Denver and 
Colorado Springs) 
while Fort Collins 
has seen vacancy 
rates increase from 
14.2 percent from 

the end of 2016 to 15.7 percent at 

midyear. Colorado Springs has seen 
vacancy rate increase 0.2 percent to 
13.6 percent at midyear; Boulder’s 
vacancy rate has remained flat at 
12.4 percent; and Denver’s vacancy 
rate also stayed flat at 9.7 percent. 
On a year-to-date basis through 
June, asking rents have increased 
2.6 percent in Denver, 0.2 percent 
in Colorado Springs, 0.5 percent in 
Boulder and 0.1 percent in Fort Col-
lins.

A more surprising yet reassuring 
statistic is the growth in retail jobs 
in the state. Looking at the growth 

in average retail employment in the 
first five months of 2017 compared 
to the first five months of 2016 
shows that retail has grown in line 
with the overall economy. Retail 
employment has grown 0.5 percent 
in Boulder, 4.3 percent in Colorado 
Springs, 1.2 percent in Denver and 
3.4 percent in Fort Collins. In less 
populated areas where there are 
no retail real estate statistics, the 
employment numbers are just as 
buoyant: Pueblo has seen year-over-
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Contents Letter from the Editor

T
he acceptance that we are in 
the midst of a structural retail 
shift is a theme of this issue. 
Not only do experts seem to be 
in agreement that this evolu-

tion is taking place, but also they agree 
that this does not 
mean the death of 
retail as we know 
it. Brick-and-mortar 
stores are here to 
stay, as long as 
they’re willing to 
adapt to continue to 
cater to a changing 

consumer base. 
This issue kicks off with a section 

about the state of retail. Articles on 
Pages 4-14 examine the retail outlook 
and share statistics, insights and pre-
dictions for the question on many 
people’s minds: Is brick-and-mortar 
retail on life support? 

The outlook for Colorado is rather 
sunny, assuming the types of tenants 
occupying this real estate will continue 
to change as the market learns a new 
equilibrium that embraces more expe-
rience-based retail.  

The other articles within this issue 
also touch on these evolving customer 
needs. From leasing to marketing and 
managing, one driving force behind 
retailer decisions is how to turn a loca-
tion into a sought-after destination 
that draws consumers. 

Capital One is trying to do this with 
its new real estate locations, Capital 
One Cafés. The concept aims to rede-
fine how consumers interact and think 
about visiting their bank. Apparently, 

this shakeup is overdue. According to a 
recent study, 71 percent of millennials 
said they would rather go to the den-
tist than go to their bank. 

On Page 22, a grocery veteran 
addresses the possible impacts Ama-
zon will have on the supermarket 
competition. He challenges grocers 
to take a page from movie theaters, 
which were threatened by movie 
rental stores and streaming options. If 
supermarkets can reinvent themselves 
into places that consumers want to 
visit, the threat of Amazon, or any 
other internet-based grocery option, 
won’t be that impactful.

And finally, within Colorado’s packed 
brewery market, it seems safe to bet 
on the ones that offer unique experi-
ences and atmospheres. The article on 
Page 20 states that a brewery without 
an interesting atmosphere, regardless 
of the number of taps it offers, will feel 
like any other restaurant and bar – crit-
ically impacting its ability to succeed 
in the tight market.

As many of these new shopping 
center tenants change their operating 
habits to entice consumers, shopping 
center owners might want to reconsid-
er certain standard lease provisions, as 
attorney Heather Park Meek outlines 
on Page 16, in order to best protect 
their assets.

Michelle Z. Askeland
maskeland@crej.com
303-623-1148, Ext. 104
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Growing your
long-term portfolio,  
one deal at a time. 

OFFICE
Louisville, CO 

$7,250,000 
10-year Hybrid 

Refinance

INDUSTRIAL
Corona, CO 
$1,400,000 

7-year Hybrid 
Refinance

OFFICE
Denver, CO 
$7,500,000 

10-year Hybrid 
Refinance

RETAIL
Aurora, CO 
$1,175,000 

5-year Hybrid 
Refinance

OFFICE
Littleton, CO 
$3,710,000 

7-year Hybrid 
Refinance

OFFICE
Littleton, CO 
$1,740,000 

7-year Hybrid 
Refinance

INDUSTRIAL
Aurora, CO 
$1,075,000 

7-year Hybrid 
Refinance

OFFICE
Lakewood, CO 

$4,150,000 
3-year Hybrid 

Refinance

INDUSTRIAL
Aurora, CO 
$5,400,000 

5-year Hybrid 
Purchase

Have a commercial property deal that needs financing? 
Call me today!

Sara Croot
Client Manager
sara.d.croot@chase.com
office: (303) 512-1293
cell: (303) 906-6383

Credit is subject to approval. Rates and programs are subject to change; certain restrictions apply. Terms and conditions subject to commitment letter. Products and services provided by JPMorgan Chase Bank, N.A. ©2017 JPMorgan Chase & Co. All rights reserved. Chase is a marketing name for 
certain businesses of JPMorgan Chase & Co. and JPMorgan Chase Bank, N.A., Member FDIC. 355603

mailto://sara.d.croot@chase.com
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State of Retail

Dedicated to Denver. 
Through personalized service and unparalleled expertise,  
we provide a special kind of banking experience. We offer 
commercial and industry lending, SBA loans and commercial  
real estate – all with the steadfast focus necessary to help  
local business and the community thrive. Stop in and discover  
what makes the MidFirst experience truly special.

Cherry Creek – 101 Cook St.
303.376.3800

Downtown – 555 17th St.
303.376.5460

University Hills – 2805 S. Colorado Blvd.
303.376.3840 midfirst.com

A
s any retail broker can 
attest, the No. 1 question 
we are asked these days is, 
“What’s the future of the 
retail industry?” 

When headline after headline pro-
files another store closure or major 
e-commerce takeover, it’s easy to 
think that the days of brick and mor-
tar are numbered. Fortunately, the 
truth is not so simple. It’s true that 
traditional retailers are in crisis, dam-
aged by quickly fluctuating consumer 
tastes, technological changes, prices 
and competition, but many retailers 
have been able to thrive in the retail 
market of the future.

In the past, if you wanted to buy 
anything, brick and mortar was the 
only option for consumers. Today, 
with the rise of online and omni-
channel retail – brick and mortar is 
no longer an obligation; it’s a choice. 
Consumers have countless buying 
options, which is unprecedented in 
the industry. As a direct result, we’ve 
seen historic household names file 
for bankruptcy and close their doors 
because they weren’t able to keep up 
within an evolving industry. 

More and more, we’re witnessing 
a strong initiative to improve the 
customer experience within stores 
and restaurants. The e-commerce 
platform has challenged retailers to 
push the boundaries of what they’ve 
done in the past and required them 
to truly make an effort to under-
stand their customers. Many retail-
ers now are relying heavily on data 
and analytics of the target consumer 
to select the appropriate locations 
and concepts that will cater to their 
customer appropriately. They’ve 

become more cre-
ative with in-store 
experiences, using 
different methods 
to draw people in, 
whether that is in-
store classes, wine 
tastings or green 
screens/photo 
booths.

Looking ahead, 
there are several 
reasons to feel con-
fident about Den-

ver’s retail market. We’ve witnessed 
a steady increase in population year 
over year and have benefitted from 
major corporate relocations. 

The strong construction pipeline is 
indicative of developers’ optimism 
for the Denver market. Denver is 
poised for growth in our urban land-
scape with neighborhoods like Cher-
ry Creek, the River North Arts District, 
Lower Downtown, the Highlands and 
South Broadway all seeing increased 
invested capital and redevelopment. 

Denver’s strong population and 
economic growth is continuing to 
attract retailers from a variety of 
industries, including food and bev-
erage, entertainment, grocery and 
fitness. One-of-a-kind projects like 
the redevelopment of old industrial 
spaces into unique, creative retail 
concepts (Central Market, the Source 
or Stanley Marketplace) are breathing 
fresh life into the market and giv-
ing consumers a new reason to get 
excited about Denver’s retail scene. 
This repurposing and mixed-use 
retail trend shows no signs of slow-
ing down. The suburban landscape 
remains bullish and retail is follow-

ing the major housing growth in the 
north and south parts of the market. 
Grocery-anchored retail remains the 
most dominant development oppor-
tunity, especially as power centers 
take a back seat while big-box retail 
changes course.

To answer the big question: Is brick 
and mortar really becoming obso-
lete? The answer is no. In reality, 
online purchases today represent less 
than 10 percent of all retail spend-
ing, according to the U.S Department 
of Commerce’s first-quarter retail 
e-commerce sales report. Further, 
the majority of online purchases 
are goods sold by brick-and-mortar 
retailers. 

At the end of the day, it’s human 

nature to be social, want to feel and 
test products, try new restaurants 
and visit different shops. The big-
gest change in the retail industry is 
the retailers themselves. They are 
becoming more sophisticated and 
site selection is more strategic. 

Retailers are making an effort 
to understand their customer and 
all of their habits so that they can 
react appropriately. In lieu of all the 
negative headlines, there are a lot 
of retailers and restaurants poised 
for growth as they evolve to stay 
relevant and authentic. Brick and 
mortar is not going away, but rather 
it is growing into an experience-
driven art form as consumers con-
tinue to evolve. ▲

Pipeline, employment growth are promising

Cameron Flint 
Associate, CBRE 
Retail Services, 

Denver

One-of-a-kind projects, neighborhoods, shops and restaurants offer consumers reasons 
to still be excited about the Denver retail scene.
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retail For lease: 303.892.1111

15th Street & Little Raven 
Denver, CO

CONFLUENCE

PARK

Lakewood City Commons

Leetsdale Commons, Denver

Supply chain 
 to storefront. 

urban and suburban.

7,000 SF

1,073 SF

16,000 SF

6,941 SF

Hilltop Commons, Castle Rock

Village at Castle Pines, Castle Rock

Uptown Square, Denver

One Lincoln Park, Denver

The Magnolia Hotel Retail, Denver

Sileo Building, Denver

1616 Market, Denver

Somerset Village, Aurora

715 S Academy Blvd, Colo. Springs

Parker Center, Parker

TCF Banks, Multi-Market Retail

7,789 SF

118 N Tejon St, Colorado Springs

7995 S. Sheridan Blvd., Arvada

9064 Forsstrom Drive, Lone Tree

1,500 SF 12,546 SF

8,500 SF

7,800 SF

134,969 SF

30,000 SF

24 Buildings / 900-1,500 SF

4,710 SF

10,733 SF

8,001 SF

1,124 SF

5,718 SF

2,826 SF

2,873 SF

Leasing Advisory w Global Corporate Services w Investment Sales and Capital Markets w Multihousing w Consulting 
w Program and Project Management w Property and Facilities Management w Valuation and Advisory Services

              124 Main Street, Limon

22,000 SF

              124 Main Street, Limon

SELECT NOTABLE RETAIL CENTERS: 29th Avenue Town Center, 796 S. Abilene, 3531 S. Logan, 18425 Pony Express Drive, Black Diamond Plaza, 
Bowles Avenue Marketplace, Brookhill V Shopping Center, Castle Pines Marketplace, Centennial Center, Colorado Marketplace, Craig Building, 
Eagle’s Nest Village Center, Foxfield Center, Highpoint Marketplace, High Pointe on Parker, Hilltop Commons, JCRS II, Lake Arbor, Lakewood City 
Commons, Leetsdale Commons, North Bear Shopping Center, Northpark Plaza, NWC 136th Ave & Colorado Blvd, Park Plaza, Parker Center, Parker 
Gateway Marketplace, Parker Safeway Center, Parker Valley Center IV, Parker Valley Center V, Parker Valley Center VI, Quebec Village, Regatta 
Square, Saddle Rock Marketplace, Shoppes on Grant, Shops at Nine Mile, Somerset Village Shopping Center, South Pearl Shops, Strawberry Hill, 
The Marks, Thornton Plaza, Twenty Mile Depot, Village at Castle Pines, Village Plaza, Village Square Shopping Center

400 S. Colorado Blvd., Denver

http://www.crej.com/
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State of Retail

Great Opportunities Available in Western Centers’ PortfolioGreat Opportunities Available in Western Centers’ Portfolio

To schedule a showing at one of Western Centers’ 20 Shopping Centers 
or for assistance in locating a new space for your business, please contact:

Corey R. Wagner
(303) 676-8211
corey@westerncenters.com

Garrett Walls
(303) 676-8206
garrett@westerncenters.com

303-306-1000  |  10555 E Dartmouth Avenue, Suite 360, Aurora, CO 80014  |  www.westerncenters.com

Foothill Green, Littleton
Join new anchor, �e Lucky Mutt, in one 
of the few inline spaces available 

Havana Exchange, Aurora
Excellent free-standing building and two 
inline space available

Mission Trace North, Thornton
Rare opportunity of 16,000 sf junior anchor 
space available at one of the State’s busiest 
King Soopers anchored centers, plus four 
other inline spaces available

Colfax/Wadsworth, Lakewood
10,000 sf anchor available now with opportunity 
to incorporate brand into remodel of center

Cottonwood Square, Parker
Adjacent to King Soopers Marketplace, high 
visibility end-cap and inline space available

Village Square, Brighton
Join Bomgaars, Dairy Queen (under 
construction) and Specialized Physical 
�erapy, in the �nal inline space available

W
hile high-profile, big-box 
store closures and Ama-
zon’s announcement of its 
acquisition of Whole Foods 
fuel the narrative that brick-

and-mortar retail is coming to an end, 
a deeper inspection of retail property 
performance from a macro perspec-
tive suggests that the predictions of the 
looming demise are greatly overstated. 
Stable employment growth and rising 
wages bolstered consumer spending in 
May to 13 percent above the all-time, 
inflation-adjusted high recorded in 
2008.

Although e-commerce sales contrib-
uted significantly to this figure, this 
shouldn’t be understood as the end of 
retail, but rather as the beginning of a 
new phase in retail’s evolution in which 
opportunity and upside still exist. This 
is particularly the case in Denver where 
retail property performance metrics 
such as employment, vacancy and 
rents fare better than their correspond-
ing national averages.

Employment growth in the Mile High 
City outpaced the 1.4 percent national 
rate during the year ending in the first 
quarter. Hiring was led by the educa-
tion and health services sector and 
the leisure and hospitality sector. By 
the end of 2017, Denver employers 
are anticipated to expand headcounts 
by 2.1 percent. Relatedly, the median 
household income has increased over 
the 12-month period ending in March 
to $74,400 annually, which encouraged 
greater consumer spending and sup-
ported absorption, vacancy and rental 
improvements of retail real estate. 
Although strong retail sales continue 
to generate robust tenant demand for 
space, the development pipeline will be 
more modest this year.

In 2016, builders 
delivered 762,000 
square feet of retail 
space. This year con-
struction activity will 
moderate slightly, 
with only 714,000 
sf of space slated 
for completion. The 
northeast and north-
west submarkets 
will receive the bulk 
of new retail real 
estate. The majority 
of new retail space, 

however, is preleased and will support 
strong net absorption of 1.2 million sf 
of new and unutilized space in 2017. 
Necessity and lifestyle retailer demand 
will account for a substantial portion of 
the absorption of space this year, which 
also will impact vacancy.

As of the first quarter, retail property 
vacancy in Denver dipped to 5.1 per-
cent. Vacancy is expected to continue to 
decline another 40 basis points, reach-
ing 4.7 percent by year’s end. In the 
west and central submarkets, vacancy 
sank below 4 percent and could fall 
further as several projects for necessity 
retailers including National Grocers, 
CVS and King Soopers are underway. 
As vacancy drops metrowide, rents are 
expected to go up as a result.

By the end of the year, average asking 
rents in Denver will jump a predicted 
4.8 percent to $17.35 per square foot, 
a new high. In the west and central 
submarkets, rent growth was above the 
metro average due to strong absorp-
tion. 

It is worth noting that although 
Denver’s economic fundamentals and 
retail property performance metrics are 
positive, the limited number of retail 

asset listings slowed deal 
flow over the 12-month 
period ending in March. 
In this period, deal flow 
for single-tenant assets 
compressed 13 percent. 
Sluggish investments 
sales activity was par-
ticularly pronounced 
for multitenant proper-
ties, where transaction 
velocity fell 23 percent. 
Notwithstanding, buy-
ers were most active in 
the central submarket, 
where cap rates for 
single-tenant assets 
dropped into the low-5 to 
mid-6 range. Initial yields 
varied considerably, fall-
ing under 5.5 percent for 
the best properties with 
national credit tenants. 
Higher first-year returns 
were most commonly 
found in peripheral sub-
urban markets.

Looking ahead, inves-
tors will scour the 
market for value-add 
opportunities, which 
represents a wide range 
of prices dependent on 
tenancy, deferred main-
tenance and capital 
requirements to bring 
rents to market value. 
Additionally, western submarkets hold 
upside given that rent growth in those 
areas has outpaced the rest of the 
metro.

Going forward, the ability to turn the 
current dynamics and negative head-
lines into new opportunities may end 
up being one of the best wealth-creat-

ing strategies in retail real estate. Retail 
is full of highly skilled and sophisticat-
ed owners and advisers, and those who 
successfully reposition their properties 
to take advantage of the market chang-
es will be poised to reap the benefits of 
an industry that is a staple of American 
culture.▲

Denver market offers support for retail opportunities

Drew Isaac 
First vice president 

investments, 
Marcus & 

Millichap, Denver

http://www.westerncenters.com/
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mailto://garrett@westerncenters.com
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Denver market offers support for retail opportunities

ACTIVE ACQUISITION & DEVELOPMENT
NewMark Merrill is an opportunistic buyer specializing in neighborhood and 
community shopping centers and focused on properties with redevelopment 
and retenanting potential.

 THIRD-PARTY MANAGEMENT
NewMark Merrill Companies is a full service management and leasing company 
with over 80 properties totaling more than 10M sf and a value of more than $1B 
in 3 states.  We have a selective approach in accepting properties to manage 
allowing us to devote our complete team of retail professionals to ensuring the 
implementation and achievement of very specific financial goals to maximize both 
the short and long term cash flow and value of the property. 

Arvada Marketplace

Arvada, CO
164,611 Sq. Feet

Broomfield Plaza

Broomfield, CO
105,064 Sq. Feet

Citadel Crossing

Colorado Springs, CO
470,000 Sq. Feet

Fort Collins Marketplace 

Fort Collins, CO
79,071 Sq. Feet

Village at the Peaks

Longmont, CO
555,602 Sq. Feet

COLORADO PROPERTIES

NewMarkMerrill.com

Denver

Littleton

Aurora

Lafayette

Arvada

Fort Collins

Colorado Springs

Longmont

Boulder

Denver
International

Airport

NewMark Merrill 
Mountain States

continues to experience 

Fox Creek Marketplace

Longmont, CO
80,454 Sq. Feet

NewMark Merrill
M O U N T A I N S T A T E S

Boulder County’s Newest Regional Destination
Coming to the Village at the Peaks in 2017.....

La Madeleine, French Bakery & Cafe 
La Madeleine’s 5000 sq. ft. Longmont cafe is the Dallas-based company’s first of 
up to 12 café restaurants in Colorado. Plans for the café features French county 
architecture, an open pastry kitchen, traditional fireplace, wood floors, beamed 
ceilings, large outdoor patio, private dining room and wine room. 

COMMUNITY BUILDING
NewMark Merrill understands that the enduring success of a development
is based on its community appeal and brand. In addition to its exceptional operational,
leasing and development platform, NewMark Merrill focuses on creating experiences 
and “third places” that bring together municipalities, merchants and community 
members in creating lasting neighborhood landmarks.

NewMark Merrill 
Mountain Statata es

continues to experienc

NewMark Merrill 
Mountain States

continues to achieve

solid growth 
throughout Colorado.

Whole Foods, Sam’s Club, and Regal Cinemas have now opened at Village at the Peaks in Longmont with more 
exciting tenant announcements coming soon. The project nearly fully leased with only a single front entry pad remaining. 

Next Door, an American Eatery

The Kitchen Restaurants are a family of restaurant concepts with locations across 
America, focused on sourcing and preparing real food at every price point, with a 
special emphasis on strengthening the local food economy.  Next Door, an 
American Eatery is a family of urban casual, American eateries serving affordable 
real food sourced from American farmers.

Allen Ginsborg, Principal   Ross Carpenter, Senior Leasing Associate

aginsborg@newmarkmerrill.com  rcarpenter@newmarkmerrill.com  

Ken Pratt & Hover St.Academy Blvd. & Platt Rd.I-70 & Wadsworth Blvd.

120th Ave. & Sheridan Blvd. College Ave. & Horsetooth 17th Ave. & Pace St.

Danaria McCoy, Operations Director   

dmccoy@newmarkmerrill.com 

and retenanting potential.

Whole Foods, Sam’s Club, and Regal Cinemas have now opened at Village at the Peaks in Longmont with more 

The updated tenant mix at Broomfield Plaza on 120th & Sheridan is well underway with JAX Outdoor
Goods and Chuze Fitness recently added. New pads are now available. Call for more information.
. 

http://www.newmarkmerrill.com/
mailto://aginsborg@newmarkmerrill.com
mailto://rcarpenter@newmarkmerrill.com
mailto://dmccoy@newmarkmerrill.com
http://www.crej.com/
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State of Retail

T
he retail and restaurant mar-
ket in the Pikes Peak region 
continues to see improve-
ment and doesn’t show signs 
of stopping, at least anytime 

soon. Vacancies are maintaining a 
downward trend, currently hovering 
around 6.5 percent, there is posi-
tive absorption, unemployment is 
at an all-time low and rent growth 
remains steady. 

All of this good news comes 
despite negative headlines of store 
closures and bankruptcies. So 
where is the incongruity? I think it 
can be explained by the fact that 
consumer spending is still strong, 
it is just changing, and “Amazon-
proof” concepts, such as restau-
rants, fitness centers, entertain-
ment venues and service providers, 
are emerging and adjusting accord-
ingly. It’s an evolution. Colorado 
Springs and the Pikes Peak region 
continue to see a positive influx of 
these types of businesses. 

In the past few months alone, a 
handful of new-to-market gyms 
and fitness concepts secured loca-
tions or are in the hunt for space. 
These include both large-format 
gyms like Vasa Fitness, Chuze Fit-
ness and Crunch Fitness, as well 
as specialty studios like Burn Boot 
Camp and other sport-specific 
training camps. These concepts are 
great at backfilling larger vacancies 
and bringing new life and activ-
ity to centers, many of which have 
been deflated in years past by gro-
cery store closings.   

Other planned or under construc-
tion retail activity includes numer-

ous multitenant 
developments. 
CVS Pharmacy is 
making a splash 
with various sites 
around town, Oskar 
Blues Brewery is 
coming in to down-
town, and there 
are an assortment 
of local breweries 
arriving – including 
Trails End Self-Pour 
Taproom, Goat 

Patch Brewing, N3 Taphouse, JAKs 
Brewing, Purple Toad and The Brass 
Tap. 

Likewise, there are many new 
restaurants in town or on their way 
that include Four by Brother Luck, 
Prime 25, Rooster's House of Ramen, 
Atomic Cowboy/Fat Sully’s Pizza/
Denver Biscuit Co. combo, Loyal 
Coffee, The Melt, Blaze Pizza, Billy 
Sims BBQ, DogHaus and Sawara 
Sushi. Plus, we just got our very own 
WhirlyBall (imagine equal parts bas-
ketball, lacrosse and bumper cars, 
originating from Chicago). We are 
fortunate to have a good velocity of 
fresh restaurants, bars, entertain-
ment uses and retailers coming to 
the market. 

However, it’s not all new concepts. 
Many of our staple quick-serve res-
taurants and fast-food groups are 
growing as well. Qdoba, MOD Pizza, 
Starbucks, Chick-fil-A, Tokyo Joes, 
Dutch Bros. and Fuzzy’s are expand-
ing or adding stores. Even our local/
region groups are adding units or 
expanding, including Over Easy, Iron 
Bird Brewing, Beauty Bar, Salsa Brava 

and CogStone Brewery.
Another trend we are seeing is 

the arrival of food-hall-type venues, 
and tenants are flocking to them. 
There are two fairly established 
adaptive reuse projects that are 
housing an array of unique local 
eateries: Ivywild and Lincoln Center. 
These unique properties, both for-
merly elementary schools, serve as 
social gathering places that offer a 
refreshing alterative from standard 
strip centers. 

Bristol Brewing Co. stands tall 
as the anchor tenant at Ivywild, 
among the Principal’s Office, Old 
School Bakery, Axe and the Oak 
Whiskey, and others. At Lincoln 
Center, Goat Patch Brewery is the 
newest tenant to join Cross Fit 
Southern Colorado, Lincoln St. Bar-

bers, Building3 Coffee Roasters, Cafe 
Red Point, Mountain Valley Market, 
Nightingale Bread and more. 

Additionally, a Denver developer 
is under contract on a downtown 
building to open a food hall similar 
to Denver’s Avanti or The Source. 
Finally, the Colorado Springs Pub-
lic Market recently signed a lease 
downtown and should be announc-
ing its opening soon. 

Notice a theme here? These are 
restaurants, breweries, fitness and 
entertainment retailers, which 
are the types of retailers that are 
thriving – the businesses that offer 
things and experiences you sim-
ply can’t buy online. The Colorado 
Springs and Pikes Peak region has a 
great climate for these concepts and 
it continues to improve.▲

It’s all about food and fitness in the Pikes Peak region

Tiffany Colvert 
Broker, retail team, 

NAI Highland, 
Colorado Springs

Ivywild and Lincoln Center
Ivywild and Lincoln Center are two adaptive reuse projects that are housing an array of 
unique local eateries. Both properties were formerly elementary schools.
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     •  Insurance/Legal Risk Management       •  Tenant Relations
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State of Retail

Brinkmann Constructors is dedicated to adding the most 
value to every step of the construction process by providing 
guidance and creative solutions that allow us to build faster 
and offer real cost-savings to our clients.  We bring a sense 
of accountability and ownership to every project, making 
Brinkmann a trusted partner to our clients.

Brinkmann has constructed eight new DICK’S SPORTING 
GOODS stores; each involved complete interior finish, and 
most were completed on a five-month schedule. We recently 
completed this 80,000 SF store in Broomfield, Colorado and 
are currently fully renovating a store in Lakewood, Colorado. 

We have a solid portfolio building retail stores and retail 
development projects including site/infrastructure work 
throughout the Midwest. 

Let us become your trusted partner and build your next 
retail project!

A TRUSTED PARTNER 
TO OUR CLIENTS 

ST. LOUIS │ DENVER │ KANSAS CITY

3855 Lewiston Street, Suite 100 
Aurora, CO  80011  

(303) 657-9700 
AskBrinkmann.com

D
espite what you’ve been led 
to believe, the internet actu-
ally is not the leading cause 
of death for brick-and-mor-
tar retail. While the internet 

certainly cannot be discounted in 
the discussion of why retail seems 
to be failing, its impact often is 
massively inflated as the primary 
source of retail’s recent woes. While 
many look to the internet to ana-
lyze the issue at hand, an in-depth 
analysis of the problem elucidates 
more nuanced reasons. 

The first is the frequent failure of 
stores to reinvest capital into their 
brands. Many companies sold to 
private equity firms incurred large 
amounts of debt and were left with-
out the proper capital to continu-
ously improve their stores, products 
and consumer experience. 

Another key reason is the decline 
of the regional shopping mall as 
a center of commerce and social 
interaction. While historically the 
mall was a place for people to shop 
and congregate, the mall experi-
ence has come to lack a unique or 
fresh feeling, leaving malls stagnant 
and uninteresting to the modern 
consumer. In addition to this, the 
millennial generation trends toward 
living near or within urban infill, 
whereas typically most malls are 
products of the suburbs. 

Lastly, the abundance of retail 
space has saturated the market to 
the extent that there are simply 
more stores than there are people 
to shop. 

In 2007, Apollo Global Manage-
ment acquired Claire’s in a lever-
aged buyout for $3.1 billion. While 

Apollo’s intention 
may have been to 
work on the brand 
in order to do an 
initial public offer-
ing a few years 
later, the reces-
sion unfortunately 
changed these 
plans. Now it’s 
2017, and Claire’s 
is operating at a 
massive loss and 
collapsing under 
$2.35 billion of 

long-term debt and colossal interest 
expenses, according to business and 
finance website Wolf Street. 

Claire’s was an iconic brand that 
dominated the highly profitable 
accessory market for teenage girls. 
Leading up to its buyout in 2007, it 
always had been a fun and whimsi-
cal shopping experience that his-
torically drove business into retail 
centers. Now saddled with so much 
debt, it is questionable, at best, if 
Claire’s will be able to survive the 
coming years. Without the proper 
capital, Claire’s essentially has been 
unable to merchandise its stores to 
attract new customers, drive sales 
and continuously improve its busi-
ness model. 

The decay of malls as the classic 
American hub for interaction and 
commerce derives largely from their 
inability or refusal to incorporate 
new, experiential-based retail to 
draw in customers. The consumer 
in the 21st century has consis-
tently demonstrated a tendency to 
be more willing to spend money 
on experiences, such as movies 

and restaurants, 
rather than on 
materialistic com-
modities. Most 
shopping malls 
have experienced 
great difficulties in 
transitioning from 
primarily soft-good 
apparel sales to 
food and enter-
tainment venues. 

Locally, Little-
ton’s Southwest 
Plaza recently 

underwent a $75 million renova-
tion, but it remains to be seen how 
effective this remodeling will be on 
impacting sales and customer traf-
fic. While the owner did a wonder-
ful job updating the property, it is 
unclear whether the capital invest-
ment will pay off. 

Today’s shoppers are looking for 
an increasingly authentic feeling, 
gravitating toward places like River 
North or the Highlands, where they 
can discover chef-driven restaurants, 
craft breweries, boutique shops and 
a general sense of local presence. If 
customers do decide to shop or eat 
at a mall, they have shown strong 
partiality only to those that are cer-
tifiably best in class, such as Cherry 
Creek Shopping Center or Park 
Meadows. In the retail market, malls 
have yet to prove not only an acute 
awareness of the new consumer 
preferences, but also a willingness to 
adapt and conform to it. 

Looking forward, there is hope for 
the future of America’s malls. Malls 
aren’t dead, they’re simply being left 
behind. To catch up to the future of 

retail, it’s of paramount importance 
that they focus on bringing in spe-
cific concepts such as Apple, Tesla 
or Sephora, concepts through which 
the product’s value is intrinsically 
tied to the experience of venturing 
into the store. 

Furthermore, stores that maintain 
a certain degree of inelasticity are 
essential, as they require custom-
ers to show up for their services. 
These are the types of businesses 
that expand the trade area, drive 
more traffic and help increase over-
all sales. When customers are in 
search of a commodity such as a 
coffee pot or a pair of socks, inevi-
tably the internet can prove to be 
more efficient and cost effective. 
However, retail shopping is a form 
of entertainment, one meant to 
imbue customers with a sense of 
fun and satisfaction, thereby evoking 
imagination that can lead to further 
impulse purchases. As a result of 
this, brick-and-mortar operations 
must look beautiful, incorporating 
the best lighting and nicest build-
outs to entice consumers into mak-
ing purchases.   

In 2016, the United States reported 
six times more retail square feet per 
capita than the United Kingdom, 
according to Seeking Alpha. Since 
1995, the number of shopping cen-
ters has increased by 23 percent, 
while the population has increased 
by only 14 percent, according to 
Forbes. The U.S has up to 50 sf per 
capita of retail space, which con-
trasts starkly with Europe’s 2.5 sf per 
capita. 

Store closures result from more than just internet

Stuart Zall
President, Zall 

Commercial Real 
Estate, Denver

Seth Goldstein 
Intern, Zall 

Commercial Real 
Estate, Denver

Please see ‘Zall’ Page 27
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State of Retail

VISIONARIES EXCEEDING EXPECTATIONS 
ONE PROJECT AT A TIME

AN EMPLOYEE OWNED, COLORADO CORPORATION
www.wanerconstruction.com

A
current retail storyline in the 
national media is that the 
days of regional malls are 
numbered. The assumptions 
underlying this narrative are 

that purchases are moving online, 
retailers are going bankrupt, and 
millennials have rejected the sub-
urban mall and the lifestyle it rep-
resents. Unfortunately, these claims 
are not entirely unsubstantiated. 

On a national scale, the number 
of store closures is reaching a level 
unseen since the depths of the 
Great Recession in 2009. Between 
January and April, major retail 
chains announced plans to shutter 
over 3,500 stores nationally. This 
accounts for more than 62 million 

square feet, or 
0.6 percent, of all 
retail real estate 
across the coun-
try – a significant 
amount of space to 
go dark in the span 
of four months. 
Credit Suisse pre-
dicts that up to 
8,600 brick-and-
mortar stores will 
close their doors in 
2017. 

Much of the 
focus for this deterioration has been 
placed on millennials, the rise of 
e-commerce and the cultural shift 
toward experience-based spending. 

In the current digi-
tal age, it is argued 
millennials no lon-
ger go to physical 
stores to buy the 
few material pos-
sessions they have, 
and the increased 
popularity of 
e-commerce has 
given all consum-
ers a new avenue 
for purchasing 
goods. Retailers 
are now faced 
with the difficult 
task of adapting 
to compete with 

the growing nature of e-commerce, 
shifting demographics in America’s 
suburbs and the rise of experience-
based retail.  

Despite the growing number of 
stories that focus on malls’ demise 
and the reality that approximately 
12 percent of all retail purchases are 
completed online, regional malls 
nationally have had positive net 
absorption since 2010 (the only blip 
in absorption was in 2009 at the 
height of the recession). At the end 
of 2016, occupancy across the U.S. 
was 95 percent, equating to 848 mil-
lion sf of space. 

The story within the Colorado 
retail sphere is even more upbeat. 
There has been over 1.2 million sf 
of positive net absorption in the 
state’s 19 malls since 2010, with 
current occupancy over 96 percent, 
equating to 19 million sf of occu-
pied space. 

While Colorado isn’t completely 
immune to bankruptcies and 
closures from retailers such as 

Sports Authority, J.C. Penney, Sears, 
Gordmans, Golfsmith and Payless 
ShoeSource, the volume of clos-
ings appears to be less severe in 
the state than in other parts of the 
country. 

For example, Sears Holdings, 
which operates both Sears and 
Kmart stores, announced it would 
close 237 stores nationwide in 
2017. Only two of the 237 are in 
Colorado, which leaves 44 Sears 
and six Kmart locations opera-
tional throughout the state. Macy’s, 
another prominent mall anchor, 
also underscores Colorado’s rela-
tive resiliency. In 2017, Macy’s 
announced it would shutter 68 of 
its stores nationwide, but none of 
Colorado’s 14 Macy’s locations were 
closed.

Why the seemingly optimistic 
outlook for Colorado’s retailers 
compared with the national trend? 
Colorado’s economy is outperform-
ing much of the nation. A large con-
tributing factor for this growth is 
that, according to a recent study by 
Zillow, 18- to 34-year-olds account-
ed for 35 percent of Denver’s popu-
lation growth from 2010 to 2014, up 
from 26 percent in the first 10 years 
of the century. 

Not surprisingly, malls with the 
highest levels of occupancy are in 
areas where the millennial popula-
tion is growing rapidly. Despite all 
the attention on urban living, it is 
anticipated that many millennials 
will follow a similar path as past 
generations and eventually make 
the migration to suburban America 
where they will be settling down, 

Millennials want evolved malls, not no malls

Larry Thiel
Managing director, 

Transwestern, 
Denver

Brian Landes
Director of 

GIS/location 
intelligence, 

Transwestern, 
Walnut Creek, 

California 

Please see ‘Thiel’ Page 27

Transwestern
Several traditional malls in Colorado, including the Streets at SouthGlenn, already 
have made the transformation into community destinations.
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State of Retail

M
ultistore closures com-
monly force landlords to 
watch the lights go out 
on their anchor tenant(s), 
leaving behind the over-

arching question: What does a 
landlord do with large retail vacant 
space?

For larger retail centers that hold 
strong co-tenancy and are posi-
tioned in an area with attractive traf-
fic counts, the task of replacing an 
anchor tenant or big-box space has 
proven to be easier than property 
types with different circumstances. 
Replacing tenants in a successful 
and busy center sometimes can be 
accomplished with simply finding 
other national tenants looking to 
close a gap in their geographic mar-
ket coverage. Many of these new ten-
ants come from the discount-focused 
arena as the market appears to shift 
in that direction for brick-and-mortar 
locations. However, the list of active 
and potential tenants across the 
board is irrefutably not what it once 
was and is forcing many owners to 
look for nontraditional or more com-
plicated and expensive solutions. 

In the situation of large grocery or 
department story vacancies, many 
times the only viable solution is 
to look at demising the space into 
two, three or four units. The result-
ing spaces tend to appeal more to 
the desired footprint of end users 
and generate a higher per-square-
foot rate than if left as-is. Some of 
these replacements may even be the 
national retailers that historically 
would look for larger footprints, but 
now are looking for smaller and more 
specialized stores to stay viable in 
the market. Target, Toys“R”Us, Kohl’s, 

Best Buy and Whole 
Foods are just some 
of national tenants 
considering smaller 
store footprints in 
new locations.

One element that 
should not be over-
looked by landlords 
and owners is that 
demising larger 
units often comes 
with a surprising 
price tag. Whether 
in the cost of con-
struction or the 

cost of downtime, landlords do not 
always find it worth it or feasible to 
demise a space even if the result is a 
more diversified property with higher 
per-sf rates. 

The fact of the matter is construc-
tion costs are painfully high, the pool 
of qualified contractors is painfully 
low, and there are extreme backlogs 
and delays throughout the planning 
and permitting process in many 
municipalities. The costs to split 
just the electrical/heating/cooling 
systems and address restrooms in 
vacant units has been an obstacle 
proving to be a stopping point for 
more than a few of my clients. 

On top of this, due to the deep bay-
depth design of older stores, it often 
is not feasible to demise big boxes 
into smaller units without the result 
being unattractive for traditional 
retailers looking to maximize their 
storefront widths.

Without a similar, ready-to-take-
over tenant, many property owners 
decide a full redevelopment is the 
only solution. Experienced and well-
funded property owners may decide 

to retain and complete a redevelop-
ment themselves. However, many 
owners realize this is not realistic for 
them. As a result, with the holding 
costs and complexity of these proj-
ects, their only option is to sell their 
retail asset to an experienced devel-
oper. 

A few local examples of long-time 
retail locations redeveloped or slated 
for redevelopment include:

• The recently closed Kmart proper-
ty on Alameda and Broadway, which 

is in planning for redevelopment into 
a mixed-use property with as many 
as 350 multifamily units.

• The 2015 teardown and rede-
velopment of the Office Depot on 

Hampden and Yosemite into a 
100,000-sf-plus indoor Edgemark Self 
Storage location.

• The former Safeway on Hamp-
den and Happy Canyon slated for 
a repurposing into a multitenant, 
high-end retail and restaurant desti-
nation.

Often redevelopment in the short-
term is not a viable solution due 
to costs, poor location, surround-
ing market saturation, and lengthy 
rezoning and planning/approval pro-
cesses. When this is the case, land-
lords must bite the bullet and look 
for nontraditional users for their tra-
ditional retail space. These often are 
less desirable uses with lower credit 
and lower rates. Most owners have 
the obligation to keep income com-
ing in, whether long term or short 
term, to keep their redevelopment 
project afloat or simply prevent a 
loss of the property to their lender. 
These users are frequently event 
centers, churches and trade/charter 
schools, among others. Landing one 
of these tenants to a poorly located 
retail property is not always the kiss 
of death. Some remain long-time 
tenants at a very low cost of replace-
ment from previous tenants.

As the retail market evolves, we 
will continue to see many of the 
retailers we have known our entire 
lives go dark, and there will be new 
retailers in the market we could not 
imagine in the old landscape. How-
ever, I believe retail is not dying, 
only evolving. As an industry, we 
have proven we can evolve with 
these ever-changing markets and 
have the determination and creativ-
ity to keep retail viable, even if on a 
new path.▲

Reimagine the uses for big-box vacant spaces

Gannon Roth
Senior broker 

associate, Unique 
Properties Inc., 

Denver

Whether in the cost 
of construction or the 

cost of downtime, 
landlords do not 

always find it worth it 
or feasible to demise a 
space even if the result 

is a more diversified 
property.  
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...and much more!

CAM Services is Proud to Offer the Following Quality Services

Multiple Service Discounts Available

Power Sweeping
Parking Lot Sweeping
Snow Removal
Day Porter Services
Tenant Finish
Interior/Exterior Building

 Maintenance
Power Washing
Power Scrubbing
Fence Repair
$10 Million Insurance

Umbrella
Storm Water & Erosion 

Control

Signage Repair
Curb & Sidewalk Repair
Parking Blocks
Construction Clean-up
Water Damage Clean-up
Property Security
Temporary Fencing
Barricades
Rubber Removal
GSE Maintenance
Event Services
Silt Fence
Fully Bonded

Phone: 303.295.2424 • Fax: 303.295.2436
www.camcolorado.com

24 Hours A Day, 7 Days A Week!
State of the art equipment, with GPS tracking for your convenience.
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I
t’s true, the glittering era 
of shopping malls is dead. 
Whether you blame it on the 
rise of e-commerce, a cul-
tural shift toward experiences 

rather than things, the oversupply 
of malls or millennials in general 
(when in doubt, blame a millennial), 
the rapid demise of shopping malls 
has been staggering. 

Since the start of this year, more 
than 1,500 store closures have been 
announced and up to 25 percent 
of American malls are predicted 
to close within the next five years. 
While many outdated malls already 
have been demolished and rede-
veloped into open-air town cen-
ters, others have incorporated new 
uses into their existing structures. 
The general shift has been toward 
mixed-use developments that bring 
together shopping, working, living 
and entertaining.

With the physical structures of 
retail centers being updated, vari-
ous retail lease provisions are in 
need of updating as well. Here are a 
few issues to consider when draft-
ing leases in today’s retail environ-
ment.

• Allocation of operating expenses. 
Traditional shopping malls gener-
ally allocate operating expenses 
among retail tenants based on their 
proportionate share of the total 
square footage of the project. 

For mixed-use developments, 
however, landlords will incur cer-
tain costs that benefit some tenants 
but not others. Therefore, landlords 
will need the ability to allocate dif-
ferent operating expenses to dif-

ferent tenants. 
For example, if 
a landlord cre-
ates an outdoor 
seating area for 
office employees 
to eat lunch, the 
costs of cleaning, 
maintaining and 
repairing such an 
outdoor seating 
area should be 
allocated solely to 
the office tenants. 

Landlords should 
establish separate categories of 
projectwide expenses and use-spe-
cific expenses, along with different 
denominators for the proportionate 
shares, for each type of tenant. If 
the different use components of a 
mixed-use development has or will 
have separate owners, the project-
wide expenses should be addressed 
in a recorded declaration.

Additionally, the desired ameni-
ties and the tenant mix will change 
over time. If the above-mentioned 
outdoor seating area is used by the 
employees and customers of the 
retail tenants or the residential 
tenants, a portion of the related 
operating expenses should then be 
allocated to those tenants as well. 
Landlords should reserve the right 
to determine the amenities being 
offered, the tenants who are ben-
efitting therefrom and the calcula-
tion of the tenants’ share alloca-
tions.

• Percentage rent. Percentage rent, 
a form of rent that is paid based 
on a percentage of gross sales, is a 

stalwart of retail leases. Percentage 
rent incentivizes landlords to select 
a complementary mix of tenants 
and provides tenants the flexibility 
to pay rent based on the profits of 
the business.

Today, the interplay between the 
in-store experience and online sales 
has made it exceedingly difficult for 
landlords and tenants to determine 
the gross sales that are attributable 
to the physical location. If a cus-
tomer walks into a store, tries on a 
couple of items, but goes home and 
orders the same items online, will 
the purchase be included in gross 
sales? What if a sales associate 
helps the customer order it online 
while in the store? Alternatively, 
what if a customer buys an item 
online and picks it up in the store? 

With many retail stores decreas-
ing their physical footprint and 
storing their inventory off-site, 
these retail situations are becoming 
more prevalent. Furthermore, digi-
tally native brands, such as Warby 
Parker and Bonobos, are using their 
physical locations as “zero inven-
tory, high-experience showrooms” 
rather than traditional stores for the 
sale of goods. While tenants may 
see a boost in online sales based on 
their physical location, landlords do 
not see that same boost in the gross 
sales reports.

If landlords want to include a por-
tion of online sales in the calcula-
tion of percentage rent, it will need 
to be captured in the lease defini-
tion of “gross sales.” One approach 
is to include online sales that are 
subject to state retail sales tax. In 

Colorado, the “Amazon tax” requires 
out-of-state companies to collect 
sales tax from Colorado residents 
who make online purchases. Many 
(but not all) states have passed 
similar laws. 

Landlords and tenants would still 
need to negotiate how the total 
online sales are allocated among 
the multiple store locations (if 
applicable) and how to determine 
which online sales are connected to 
the physical location. These deter-
minations could require additional 
information on customers’ purchas-
ing habits.

As percentage rent calculations 
become increasingly complicated, 
another approach is to eliminate 
percentage rent altogether and 
rely on other forms of rent. Land-
lords can still require delivery of 
gross sales statements in order to 
understand the tenants’ financial 
conditions without the headache of 
determining percentage rent.

• Co-tenancy requirements. Retail 
leases in malls and shopping cen-
ters commonly include co-tenancy 
provisions, which allow tenants to 
exercise certain remedies if key ten-
ants or a certain number of other 
tenants are not operating in the 
shopping center. Co-tenancies often 
are tied to an anchor tenant, such 
as a department store or a grocery 
store, under the theory that an 
anchor tenant will attract a large 
number of customers, which then 
creates foot traffic for the smaller 
tenants in the shopping center. 

Resurrecting retail: Leasing issues to consider

Please see ‘Meek’ Page 27

Heather Park 
Meek

Attorney, Otten 
Johnson, Denver

http://www.f-w.com/
http://www.signatureflip.com/sf01/article.aspx/?i=9607
http://www.crej.com/
mailto:dleal@f-w.com
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TYPE OF CAPITAL SOURCE OF CAPITAL EXPLANATION RATES/SPREADS LTV/COVERAGE TERM AMORTIZATION FOCUS TRENDS

LIFE INSURANCE 
COMPANY

• Insurance premiums
• Annuity and GIC sales

• Non-Recourse
• Longer-term fixed 
rate loan

150-210 bps over the 
comparable US 

Treasuries

• Up to 65% LTV
• 1.25x Minimum DCR

5-30
Years

25-30 Years

• Grocery-anchored centers
• Power Centers
• Top tier credit tenants
• Major metro areas

• Most competitive at lower to moderate leverage with 
strong sponsor
• Flexible prepayment penalties available for small 
pricing premium
• At right leverage (~60%) lenders can do Interest Only
• Co-tenancy clauses and tenant credit worthiness are 
critically important

CONDUIT (CMBS)
• Sales of mortgage-
backed securities 
through public markets

• Non-Recourse
• Longer-term fixed 
rate loan

200-275 bps over the 
greater of swaps or 

treasuries

• Up to 75% LTV
• 1.25x Minimum DCR
• 8.0% Minimum Debt Yield

5, 7 & 10 
Years

30 Years

• Neighborhood Centers
• Strip Centers
• Second tier credit tenants
• Local credit tenants
• Secondary/Tertiary Markets

• Spreads have narrowed 25-75 bps since 4Q 2015
• Most competitive at higher leverage in secondary and 
tertiary markets
• 10 years interest-only under 65% LTV
• 5 years interest-only under 70% LTV

BANK
• Corporate Debt
• Deposits

• Recourse (some non-
recourse available)
• Shorter-term fixed 
and floating rate loans

200-300 bps over 
bank cost of funds

• Up to 75% LTV
Up to 7 
Years
Fixed

 Interest Only to
 25 Years 

• Single-Tenant (NNN)
• Freestanding Retail
• Neighborhood Centers
• Local credit tenants
• Secondary/Tertiary Markets

• Standards are tightening for Sponsors with no deposit 
relationship
• Most competitive for Sponsors with established 
banking relationships and strong borrower history that 
are willing to accept recourse
• Establishing a deposit relationship is becoming a 
requirement
• Primarily recourse loans, with non-recourse available 
to strong sponsors at low leverage
• More flexible (open) prepayment terms

DEBT FUND / BRIDGE 
LOAN

• Private Capital
• Institutional Capital

• Non-Recourse
• Shorter term bridge 
loans for acquisition 
and/or repositioning

LIBOR + 300-600 bps 
(some w/ floors)

• Up to 85% LTC
• Going-in 1.0x DCR

1 - 5
(3+1+1)

 Interest Only

• Grocery-anchored centers
• Power Centers
• Credit tenants
• Value-Add Transactions
• Recapitalizations

• Pricing depends on leverage level, property quality, 
and Sponsor strength

MEZZANINE/
PREFERRED EQUITY

• Private Capital
• Institutional Capital

• Junior financing 
secured by a pledge 
of, or participation in 
ownership interest

Mezzanine
8%-12%

• Up to 85% LTC
• 1.10x DCR 2 - 10

Interest Only 
(in most cases)

• Neighborhood Centers
• Strip Centers
• Second tier credit tenants
• Secondary/Tertiary Markets

• Preferred equity offers higher funding than 
mezzanine, but at a higher cost
• Minimum investment is typically 5MM but can start as 
low as 1MM when paired with senior position

Retail Properties Quarterly - Financing Sources Matrix

JEFF RIGGS

PRESIDENT / PRINCIPAL

(303) 843-0440
JRIGGS@ESSEXFG.COM

COOPER WILLIAMS

PRINCIPAL

(303) 843-4581
CWILLIAMS@ESSEXFG.COM

PETER KEEPPER

MANAGING PRINCIPAL

(303) 843-6002
PETERK@ESSEXFG.COM

MIKE JEFFRIES

PRINCIPAL

(303) 843-9220
MJEFFRIES@ESSEXFG.COM

ED BOXER

PRINCIPAL

(303) 843-9256
EBOXER@ESSEXFG.COM

MICHAEL SALZMAN

VP OF LOAN PRODUCTION

(303) 843-6015
MSALZMAN@ESSEXFG.COM

ALEX RIGGS

VP OF LOAN PRODUCTION

(303) 843-4027
ARIGGS@ESSEXFG.COM

This information is intended to illustrate some of the lending options currently available. Other options may exist. While Essex Financial Group strives to present this information as accurately as possible, no guarantee is made 
as to the accuracy of the data presented, or the availability of the terms at time of application. Rates and terms are subject to change. Please contact one of our mortgage bankers for up to date rate and term information.

Essex Financial Group - Recent Retail Transactions

Northridge Plaza
Olathe, KS

$32,500,000 Permanent Loan
CMBS

Wilmore Shopping Center
Wheat Ridge, CO

$6,100,000 Permanent Loan
Life Insurance Company

Essex Financial Group | 1401 17th Street, Suite 700 | Denver, CO 80202 | www.essexfg.com

Marietta Trade Center
Marietta, GA

$25,000,000 Permanent Loan
Life Insurance Company

MICHAEL LAPPORTE

VP OF LOAN PRODUCTION

(303) 843-4025
MLAPPORTE@ESSEXFG.COM

mailto://jriggs@essexfg.com
mailto://jriggs@essexfg.com
mailto://mlapporte@essexfg.com
mailto://msalzman@essexfg.com
mailto://mjeffries@essexfg.com
mailto://peterk@essexfg.com
mailto://ariggs@essexfg.com
mailto://cwilliams@essexfg.com
mailto://eboxer@essexfg.com
http://www.crej.com/
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Banking Highlight

BIG OPPORTUNITIES ARE AVAILABLE 
IN DOWNTOWN SUPERIOR.

Just outside Boulder and a short commute from Denver, 
a vibrant, new Downtown Superior is taking shape. This 
urban hub offers land for office and mixed-use residential/
retail, plus new office and retail space built to suit. The 
area offers competitive economics, easy access to Denver 
International Airport, an educated employment pool and 
a sought-after location. It will be an energetic, eclectic 
mix of retail, shopping, dining, entertainment and living—
walkable, sustainable and surrounded by acres of gorgeous 
Colorado open space. 

Fully entitled for up to 817,600 square feet of office, 
retail and restaurant space; 1,400 residential units; 
and 500 hotel rooms.

Visit DowntownSuperior.com

FRESH OPPORTUNITIES FOR BUSINESS, 
RESTAURANTS, RETAIL AND MORE.

That’s a Superior idea.

I
n the 10 years since the first 
smartphone was released, 
essentially enabling everyone 
to be connected to the inter-
net all the time, the way we 

live, work, shop and manage our 
money has shifted drastically. As 
technology drives more of what 
we do on a daily basis, how we 
approach the design of commercial 
real estate spaces for traditional 
institutions like bank branches has 
reached a critical crossroads.

According to a 2016 Accenture 
survey on digital banking, 60 per-
cent of consumers use online 
banking at least weekly. Some may 
interpret this as a declining need 
for physical bank locations as a 
whole, but it’s important to note 
that among those who said they 
use online banking at least weekly, 
87 percent said they still crave a 
place to go with human interaction 
to complement their online experi-
ence. This trend is not exclusive to 
banking, either – even as consumers 
increasingly shop online for every-
thing from food to apparel, they still 
value an in-store experience where 
they can browse products and have 
their questions answered in real 
time. 

It’s clear that what this new 
technology-savvy generation craves 
is a retail and service experience 
that lives at the intersection of the 
digital and physical worlds and is 
intentionally designed for how peo-
ple live, shop and bank today.

So what does this mean for the 
physical banks of our parents’ gen-
eration as they now look to reinvent 
themselves for a new generation 

of technology-
obsessed custom-
ers? Simply put, 
they need to hit 
refresh, both on 
design and con-
cept. According to 
Viacom’s Millen-
nial Disruption 
Index, 71 percent 
of millennials said 
they would rather 
go to the dentist 
than go to their 
bank. Imagine if 
banks were places 
that customers 
wanted to go, 
rather than a place 

they had to go? Imagine a beautiful, 
state-of-the art café and commu-
nity space where instead of talking 
to a banker behind a desk, you’re 
sitting on a sofa with an iPad and a 
cup of coffee, while an ambassador 
coaches you through setting up an 
account, paying your bills online, 
applying for a credit card and more.

My team was tasked with creating 
a physical concept that brought to 
life Capital One’s goal of taking the 
stress out of people’s relationships 
with money and helping them solve 
their money problems and meet 
their financial goals. We imagined a 
place with meeting rooms that any-
one can use, comfortable nooks and 
lounge seating where people can 
relax, and a welcoming community 
space with a strong education com-
ponent, where people can meet, get 
work done, learn about new prod-
ucts, and enjoy a great cup of coffee 
and a local pastry. 

We partnered with architecture 
firm Rockwell Group to bring to life 
a relaxing and inviting space with 
lots of open areas that can double as 
workshop and event space, creative 
nooks and casual seating areas for 
visitors to have money conversa-
tions in a more relaxed setting than 
a traditional bank office, and digital 
screens that allow visitors to browse 
interactive content focused on finan-
cial education. In each café, we also 
incorporate local design elements, 
such as murals and photography 
from local artists. In our Denver and 

Boulder café locations, for example, 
we worked with Kelsey Montague.

Today, when a customer enters one 
of our Capital One Cafés, they are 
greeted by one of our café ambas-
sadors, sporting apparel curated by 
former Project Runway contestant 
Shirin Askari and an Apple iWatch 
that allows them to order coffee for 
guests without having to pause the 
conversation. Café ambassadors are 
there to answer questions – not sell 
– and can talk to customers about 

Designing banking locations for the digital age

Matt Rowan
Physical design 

manager, market 
destination team, 
consumer bank 

marketing,
Capital One, 

Washington, D.C.

Capital One
Capital One Cafés are designed to take the stress out of people’s relationships with 
money and feature meeting rooms anyone can use, comfortable nooks and lounge seat-
ing where people can relax, and a welcoming community space with a strong educa-
tion component, where people can meet, get work done, learn about new products, and 
enjoy a cup of coffee and a local pastry.

Please see ‘Rowan’ Page 28

http://downtownsuperior.com/
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Retail Trends

C
raft brewing is by no means 
a new trend, but one that 
has gained exponential pop-
ularity over the last decade 
– and Colorado has been a 

leader of the movement. 
It’s no secret that Americans love 

beer, and as the foodie culture has 
grown, so has the taste for qual-
ity, innovative brews. Today’s beer 
enthusiasts are aficionados going 
through beer flights like a wine con-
noisseur would do in Napa. The cur-
rent consumer culture has become 
more environmentally conscious, 
fostering an interest in how things 
are made and where ingredients are 
sourced. To that end, the premium 
price craft beer enthusiasts are will-
ing to pay for quality is driving the 
increased demand for production 
– and small, independent brewer-
ies are opening across the U.S. at a 
rapid pace.

According to the Brewers Associa-
tion, the number of craft breweries 
in the U.S. has more than tripled 
during the last 10 years, and Colo-
rado is right in line with this trend. 
In fact, from 2011 to 2016 the num-
ber of craft breweries in the state 
grew from 126 to 334, counting only 
those that fall into the brewpub, 
microbrewery or regional categories. 
Colorado ranks third in the nation 
for breweries per capita. The high-
est concentrations are in Denver 
(58), Boulder (43) and Larimer Coun-
ty (34).

Microbreweries – which are cat-
egorized as selling less than 15,000 
barrels per year – are growing at a 
faster clip than brewpubs – which 
are categorized as restaurants that 

brew and sell beer 
on site (with an 
outside distribu-
tion of less than 75 
percent). In Colora-
do, microbreweries 
outnumber brew-
pubs more than 
1.5 to 1. Among 
the microbrewery 
field there is a sub-
category of small, 
local neighborhood 
breweries that are 
holding their own 

against the larger-scale brewers. 
Since it seems tough to compare 
the production sizes, perhaps the 
term “nano-brewery” (which has 
no official definition, but typically 
refers to production of 2,000 barrels 
or less) needs to gain more traction, 
particularly in markets like Denver. 

It’s an important distinction 
because these nano-brewers are 
starting to take over taps in local 
restaurants and bars. In the inter-
est of constantly offering something 
new to their customers, bars and 
restaurants often have rotating tap 
handles, which in turn offers nano-
breweries, like Bruz Beer in Denver, 
the chance to expand distribution 
and increase recognition. Similar 
to how “big beer” felt the craft beer 
disruption seven or eight years ago 
when the microbreweries started 
taking their taps at local restaurant 
and bars, the microbreweries are 
feeling the disruption now from the 
nanos.

As the number of brewers mul-
tiplies and distribution channels 
become more congested, craft brew-

eries are able to 
create their own 
“shelf space” by 
opening taprooms 
and selling their 
product one pint or 
growler at a time. 
There is an added 
advantage to sell-
ing on site because 
none of the money 
is shared with dis-
tributors or third-
party retailers. 
As the business 
evolves, breweries 
are putting a larger 

emphasis on front-of-house retail 
as a way to grow business. Accord-
ing to a recent study done by the 
Brewers Association, data suggests 
that sales for microbreweries with 
tasting rooms grew faster in 2016 
than those without. 

Look to the larger microbrewer-
ies to start searching for places to 
expand their taprooms, with and 
without food. The next wave we’ll 
see in Denver is the craft beer tap 
house – but not brewery. In some 
cases, these are expansions from 
existing craft brands that want to 
expand into new markets or neigh-
borhoods and, in other cases, it can 
be a third-party opening a collabor-
ative taproom where beer enthusi-
asts can taste what microbreweries 
and nano-breweries from a wider 
geography have to offer. Developers 
are looking to anchor their proper-
ties with experiential retail, and 
well-known craft breweries and tap-
rooms offer that draw.

Craft breweries are starting to 

define their local areas. While “cre-
ating an experience” is paramount 
in retail across the board, it is even 
more important in the craft brewing 
space because millennials remain 
the core consumer here. Brewer-
ies without an interesting atmo-
sphere, no matter how many taps 
they have, will feel just like any 
other bar or restaurant. Breweries 
that incorporate open spaces for 
various activities, like live music, 
backyard-style games or even yoga 
classes create a fun environment 
that attracts both beer drinkers and 
nondrinkers to enjoy a collective 
social setting. It is not uncommon 
for a craft brewery in Denver to 
have as many dogs and kids playing 
as adults drinking beer.

Craft brewing hits on multiple 
cylinders for the local economy. 
Craft breweries work as economic 
engines, creating jobs and attracting 
tourism. In fact, per the Travelocity.
com Beer Tourism Index, Denver 
and Colorado Springs both fall into 
the top 10 beer destinations, rank-
ing second and sixth, respectively, 
among larger metros. Meanwhile 
Boulder and Fort Collins land at 
numbers two and three, respec-
tively, on the list among smaller 
metros. 

The commercial real estate 
impact of the craft-brewing trend 
has profoundly impacted both the 
retail and industrial sectors, par-
ticularly when it comes to rede-
velopment. Breweries can make 
great use of retail spaces that are 
hard to backfill. Of course, there are 

Craft brewing makes big impact on retail real estate

Ray Rosado 
Retail director, 
Cushman & 

Wakefield, Denver

Please see ‘Rosado’ Page 28

Pamela Flora 
Director of retail 

research, Americas, 
Cushman & 

Wakefield, San 
Diego
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Forest City
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Peak Property
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WPG- Town Center at Aurora
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Northwood Retail
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R M S C A  B O A R D  M E M B E R S

Wednesday, September 27th

Wellshire Inn • 3333 S. Colorado Blvd.

Join RMSCA now at www.rmsca.net.

Join us

O F  I T  A L L

11:30am – 1:00pm
11:45am – Presentation begins

RENOWNED SPEAKER:
Patty Silverstein

CO State Demographer & Chief Economist/DRP

NEXT RECESSION? WHEN? WHY?
Retail/Demographic Trends & Forecast

AN ENGAGING FORUM FOR SHOPPING CENTER
INDUSTRY PROFESSIONALS

REGISTER TODAY:  rmsca.net
COST - Member:  $30 / Non-Member:  $50 SAVE THE DATE!

RMSCA Star AwardsThursday, Nov. 9th
Nominations &
Registration
Now Open!
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Grocery Update

Let us help you with your next project. 
www.mpconstruct.com

COLORADO | TEXAS
mpconstruct.com

contact@mpconstruct.com

2785 Speer

Residence Inn

Park Regency Assisted Living

ONE PROJECT AT A TIME.

L
ast year, I wrote about how 
many of the conventional 
supermarkets were build-
ing larger stores that offered 
more products in an attempt 

to compete with new retailers. 
While this was initially a success-
ful defense, I did not think it ulti-
mately would be the way to defeat 
these new enemies in the grocery 
war. Today, it’s rumored that Kroger, 
which was aggressively building 
larger stores, has put on hold on 
any new store development. Did 
Kroger stop building new stores 
because someone there read my 
article and agreed with me, or am 
I the Nostradamus of grocery war 
prophecies? 

Regardless of my opinion, devel-
opment of new stores by the con-
ventional supermarkets has slowed, 
and many observers believe that 
conventional supermarkets face 
a new threat from internet giant 
Amazon with its purchase of Whole 
Foods. Will Amazon drop the A 
bomb, moving grocery purchasing 
online? I don’t think so.

Many companies have tried and 
failed to convert customers to 
online grocery shopping. The con-
ventional supermarkets fought 
back by offering their own internet 
shopping and delivery or in-store 
pickup options. Amazon is not new 
to this either; the website offers 
grocery products to online shop-
pers and has started experimenting 
with brick-and-mortar stores called 
Amazon Fresh.

When you compare Kroger with 
Whole Foods, it become clear that 
the “conventional supermarket” still 

dominates. Kroger 
has 2,778 stores in 
35 states compared 
to 438 Whole Foods 
stores in 28 states. 
The average store 
size for Kroger is 
62,600 square feet, 
compared to 39,000 
sf for Whole Foods. 
The average sales 
per sf for Kroger 
is $557 compared 
with $915 for 
Whole Foods. Of 
the estimated 
$649.1 billion in 
total food sales 

in the U.S., Kroger’s market share 
is 17.7 percent compared to 2.4 
percent for Whole Foods. However, 
Whole Foods clearly is the domi-
nant food retailer in the natural 
food sector with a 15.7 percent mar-
ket share of the natural foods sales 
in the U.S.

Back to the battleground, the 
conventional supermarkets typi-
cally feature a larger army in terms 
of more convenient store loca-
tions that can offer more variety 
than an online retailer. So why is 
an online retailer’s purchase of a 
natural foods grocery chain causing 
so much speculation? The answer, 
I believe, goes back to 1980 when 
Whole Foods opened its first store. 
The opening created an excitement 
among consumers to buy products 
and prepared foods that were not 
typically available in conventional 
supermarkets. The diverse product 
offerings gave consumers a unique 
shopping experience. Even with its 

limited number of stores – making 
it less convenient than convention-
al supermarkets – and its higher 
prices – earning the nickname of 
“Whole Paycheck” – the chain devel-
oped an almost cult-like following 
from consumers. 

I believe it is access to this con-
sumer that Amazon hopes to capi-
talize on with its purchase of Whole 
Foods. Amazon now has a retail test 
tube to be innovative with and to 
experiment with new formats, inte-
grating the brick-and-mortar shop-
ping experience with the unique-
ness of what internet shopping has 
to offer.

Can the conventional supermar-
kets fight this new partnership? Yes, 
if they recognize that they will have 
to make major changes to their store 
formats. These changes need to take 
advantage of their convenient loca-
tions and make the shopping experi-
ence more exciting. 

Just as video stores and, later, 
online and on-demand availability 
of movies were projected to be the 
demise of movie theaters, theaters 
responded by adding better sound, 
seating and food to make going to 
the movies an entertainment experi-
ence. These new theaters still can 
motivate customers off their couch 
into their luxury chairs with better 
screens, 3-D and waiter service, in 
spite of many homes having expen-
sive home theaters.

The conventional supermarkets 
must do the same and enhance the 
shopping experience for consumers 
– is it possible to make going to the 
supermarket as exciting as watching 
a movie in a theater? 

To start, these conventional stores 
must look at their product mix and 
focus on items that consumers need 
daily, not on what consumers buy 
only occasionally. For example, cus-
tomers would benefit from a larger 
assortment of food options, say 
types of chips, than they would from 
a larger assortment of home clean-
ing supplies, say mops, which are 
only bought on occasion.

If consumer are not provided with 
more food choices, they will drive 
past the more conveniently located 
supermarkets in favor of shopping 
at a destination store with more 
unique product offerings and ser-
vice. It doesn’t take a rocket scien-
tist to sell food – it is a commodity 
we all need – but how it is sold will 
determine who wins the grocery 
war. 

This is the major problem facing 
the conventional supermarkets. To 
combat it, they need to think uncon-
ventionally. I don’t think you can 
buy a mop at Whole Foods, but you 
can on Amazon. By buying Whole 
Foods, Amazon will be able to join 
the best of both worlds of online and 
brick-and-mortar shopping.

Nobody said wars make sense, but 
sometimes they are needed for the 
greater good. Hopefully Amazon’s 
purchase of Whole Foods and its 
entry in to the battlefield of the gro-
cery war will ultimately benefit all 
of us. More and different stores will 
give us better stores. We will enjoy 
a better shopping experience – an 
experience that makes us want to 
go to the grocery store to see and 
taste the new and exciting food 
offerings.▲

Supermarkets must enhance shopping experience

Howard
Gerelick

Shopping center 
consultant, retired 

vice president 
of real estate, 

Safeway, Phoenix 
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Management

Partner with the experts at Swingle today

303.209.7039 TM

myswingle.com

Lawn Care | Tree Service | Insect Control | Ash Tree Protection | Holiday Lighting

Colorado’s premiere holiday lighting experts

Stand out from
the crowd this
holiday season
•  Design and installation
•  Take-down and storage
•  Complete maintenance
•  Energy efficient LED lighting
•  Premium wreaths and garlands

I
n freshman-level marketing 
classes, new business students 
learn about the unique sell-
ing point: The differentiating 
factor between a product or 

brand and its competitors. Good 
marketers then use this set of 
attributes to create a positioning 
statement and hammer this mes-
sage home in all marketing strategy, 
content and communication. Why 
should customers pick you over 
your competition? What makes you 
different; what makes you better?

All businesses should identify 
their unique selling points and 
the shopping center industry is no 
exception. 

When it comes to identifying 
what separates a center from its 
competitive brick-and-mortar 
counterparts, these differentiators 
are fairly concrete to pinpoint. The 
standard differentiators generally 
are centered on tenant mix, loca-
tion, amenities, safety, activities, 
and quality of the property and its 
operations. 

When it comes to honing in on 
what definitively separates brick-
and-mortar shopping centers from 
online retailers, the industry often 
has focused on attributes that are 
quickly expired by their fleeting 
uniqueness. 

In the early 2000s, the brick-and-
mortar industry standard to dif-
ferentiate from online competition 
relied primarily on security and tac-
tility. The newness of online trans-
actions created a potential vulner-
ability and our industry ran with it, 
thinking customers wouldn’t want 
to jeopardize their financial security 

and enter credit 
card data online. 

This was a short-
lived differentia-
tor – in 2000, only 
22 percent of adult 
Americans had 
made a purchase 
online, and today 
that number is 
over 80 percent, 
according to a 
2016 Pew Research 
study. The major-
ity of consumers 
generally are not 
swayed by this fear 
and understand 

that a compromise of information 
can happen online, in store and 
even at the gas pump. It is no lon-
ger an advantage.

Another ubiquitous brick-and-
mortar differentiator of the not-
so-far-off past was tactility. If you 
come to a mall you can see the 
product, feel the product and try 
it on. Although this technically 
holds true today, this gap continues 
to rapidly close as virtual reality 
technology advances. This strategy 
also didn’t take into account the 
rapid acceleration of smartphone 
technology and the ability to touch 
something in store, beat the price 
from your phone and have it arrive 
on your doorstep the next day.

So what, then, do shopping cen-
ters have that set them apart?

As technology continues to evolve 
exponentially, I believe there are 
three differentiators that will not 
dissipate anytime soon and should 
be at the heart of any shopping cen-

ter marketing and operational plan.
• Emotion. As a species, humans 

need connections. It is now possible 
to never leave your home and have 
all of life’s consumer essentials 
brought to you at a relatively com-
petitive price, but where’s the joy in 
that? The faster and less complicat-
ed online shopping gets, the greater 
the continued need for emotional 
connection. 

Shopping centers have long pro-
vided not only goods, but also a 
venue for emotional connections. 
And while shopping center mar-
keting of the past focused on con-
venience, discounts or luxury, and 
how much “stuff” was available at a 
mall, the shopping center’s unique 
proposition of the future is deeper. 
For example, a mother taking her 
daughter on an afternoon trip to 
buy a prom dress; or taking your 
retired father for a coffee just to 
enjoy the afternoon together and 
learn more about him; or sitting at 
an outdoor café to work from your 
laptop. A shopping center is more 
than a place to buy goods. It is a 

community landmark that is an 
integral backdrop for the moments 
that make life wonderful and a 
neighborhood catalyst for creating 
connections that truly matter.

• Experience. Massage therapists 
have been coming to homes and 
offices for years. They offer the 
same quality massage available in 
a spa, but their unique selling point 
is convenience – we’ll come to you. 
Yet, the spa industry has continued 
to grow and thrive since massages 
became deliverable. The two experi-
ences aren’t comparable, although 
the end result of “a massage” may 
be the same. 

Shopping centers create a venue 
for experiencing, rather than simply 
transacting. 

While merchants keen on surviv-
ing continue to work on develop-
ing their in-store experience, savvy 
shopping center owners, regardless 
of shopping center asset class, ten-
ant mix or size, are honing in on 
the importance of the experience 

Centers need to differentiate from e-commerce

Danaria Farris 
McCoy, CRX, 
CSM, CMD 

Division operations 
director, NewMark 
Merrill Mountain 
States, Longmont

NewMark Merrill Cos.
Gold’s Gym amplifies a standard indoor yoga class with an outdoor silent yoga experi-
ence at Village at the Peaks as a way to enhances customer experiences. 

Please see ‘McCoy’ Page 25
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Queen of Jazz:  
A Tribute To Ella Fitzgerald
SEPT 30�Q�SAT 7:30       
Christopher Dragon, conductor 
Capathia Jenkins, vocalist 
Aisha de Haas, vocalist 
Harolyn Blackwell, vocalist  

A Tribute to Ella Fitzgerald honors “The First Lady of Song” on what would have been her 
100th birthday in 2017. This program will feature many of her chart-topping hits from the 
Great American Songbook, including “It Don’t Mean A Thing (If It Ain’t Got That Swing),” “How 
High the Moon,” “I Got Rhythm,” “Summertime,” “A Tisket, A-Tasket,” “Satin Doll,” “Blue Skies,” 
“Bewitched,” and many more. Several songs will be performed with the original Nelson Riddle 
and Billy May orchestrations, along with others newly created by Tony Award®-nominated 
arranger Larry Blank. This program stars three amazing singers: Capathia Jenkins, Aisha de 
Haas, and Metropolitan Opera diva Harolyn Blackwell.

TICKETS COLORADOSYMPHONY.ORG 

COMING SOON

Management

O
ne of the most common 
requests when working on 
retail and tenant improve-
ment projects is a quick 
turnaround. This can be 

a challenging – and sometimes 
frustrating – situation for both the 
owner/leaser and the general con-
tractor. But by working together and 
understanding the process up front, 
the experience can be successful.

In the end, both the contractor 
and the end user want the same 
results: a quality project, done 
safely, that comes in on time and 
on budget. The general contractor’s 
name and reputation is at stake, 
and taking longer than planned 
means having to pull workers off 
other jobs and costs money. As 
a business owner, you need your 
doors to open as scheduled, and 
you may have contractual obliga-
tions to the municipality or the 
landlord to finish the work by a 
certain deadline. So what are the 
pinch points and how can we work 
together to avoid them?  

• Establish a realistic timeline. Plan-
ning a project well in advance and 
establishing a realistic timeline are 
paramount to the success of a proj-
ect. This isn’t to say it can’t be done 
quickly – but it does need to be in 
line with the type and amount of 
work being done in order for it to be 
done safely and to the highest level 
of quality. 

One key factor to doing this is 
choosing a design team that has 
experience working with your 
specific type of project (franchise 
restaurant, clothing store, etc.) and, 
perhaps more importantly, experi-

ence permitting 
documents for 
the jurisdiction 
the project is in. 
Another key factor 
is to bring on the 
contractor as early 
as possible.

• Be aware of 
permit timing. Per-
mits are not a 
glamorous part 
of construction. 
Most people know 
they’re necessary, 
but often they 
may not under-

stand what permits are required 
and the amount of time it can take 
to get them. Any inspectable item 
(such as framing, drywall, electri-
cal, mechanical, plumbing, roofing, 
building façade alterations, signage, 
ingress/egress alterations, fire pro-
tection, life safety, etc.) needs a per-
mit. Basically, anything that is not 
strictly cosmetic (e.g., paint, carpet, 
fixtures) needs a permit. 

Because of the heavy construction 
climate in the Denver metro area, 
city and municipality building per-
mitting offices are requiring review 
times of up to 12 weeks. Three 
months – think of how much that 
could set your project back if you 
hadn’t planned ahead! And that’s 
just building permits. 

The local fire departments issue 
separate permits based on their 
review of fire protection and life 
safety. If your project involves items 
such as food preparation, child care 
facilities, swimming pools/spas, tat-
too/piercing, etc., you also will need 

health department permits. 
When dealing with permits, hav-

ing good drawings can make a 
world of difference. A designer that 
has worked with your authority 
having jurisdiction can create draw-
ings that allow permits to be issued 
with minimal review comments 
and, therefore, minimal rework on 
the design. 

• Bring your contractor on early. 
Bringing on your contractor early in 
the process gives you several advan-
tages in meeting your timeline and 
budget. It allows for constructability 
reviews, which ensures the design 
can be built as envisioned and 
diminishes the possibility of rework 
in the field. When your general con-

tractor provides you with real-time 
pricing – which they should – you 
will stay up to date on your budget 
from the beginning of the project. 
This eliminates surprises that may 
require stopping work to figure out 
a solution because you’re suddenly 
(and unexpectedly) over budget. 

Hiring a contractor who under-
stands the labor market is increas-
ingly important and with today’s 
labor shortages, your contractor 
will need to start putting your 
team together as soon as pos-
sible – another reason to bring him 
on as soon as possible. If you wait 
until the last minute to bid the job, 

Help your quick turnaround TI projects succeed

Corey Nook
Project manager, 
on-call division, 

Haselden 
Construction, 
Centennial

Haselden
Jersey Mike’s Subs on Arapahoe Road saw its tenant improvements completed in six weeks.

Please see ‘Nook’ Page 28
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year retail growth of 2.6 percent, 
Greeley has seen growth of 3 percent 
and Grand Junction has seen growth 
of 2.7 percent. 

So is Colorado immune to the prob-
lems hitting the retail sector? Not 
really. Already in 2017, Fort Collins 
saw the closing of at least one Safe-
way, and Boulder saw the closing of a 
Whole Foods. Over the last two years, 
Colorado Springs saw the closings of 
122,630 square feet of retail stores, 
including Sports Authority and Golf-
smith. The same two brands closed 
stores in Denver along with Haggen, 
Kmart and Neighborhood Walmart 
stores. Altogether, Denver has seen 
440,100 sf of store closings of major 
brands.

If these metros are seeing store 
closures and yet little to no change 

in vacancy rate along with positive 
employment growth, this suggests 
that other retailers are leasing the 
empty store space. This should not 
come as a surprise when considering 
how well the overall Colorado econ-
omy is doing. Year to date through 
May, the state has added 18,800 jobs 
in the seven main metropolitan areas 
(Boulder, Colorado Springs, Denver, 
Fort Collins, Greeley, Grand Junction 
and Pueblo) that make up 89 percent 
of the total state employment. This 
rounds out to an annual growth rate 
of 2 percent. Most of these added 
jobs – 12,300 – were added in Denver. 
Fort Collins added 2,500 jobs year to 
date; Boulder added 1,400 jobs, Gree-
ley added 1,300 jobs, and the other 
markets have added fewer than 1,000 
jobs each. More jobs means more 
demand for retail. 

Still, although the economic news 

is positive, many of the added 
employees are young – the demo-
graphic that prefers to shop online. 
What can we expect given the cur-
rent state of the retail market?

One interesting analysis is mea-
suring retail employment per 1,000 
residents. We calculated this mea-
sure for all 82 metros that we track, 
and we found that the U.S. metro 
average ratio of retail employees per 
1,000 residents was 50. How do the 
Colorado markets compare? For the 
four counties in the Denver area, the 
measure averaged 47, healthier than 
the U.S. average. However, it was 
above 50 in Arapahoe and Jefferson 
counties. 

In Boulder County, there are 53 
retail employees per 1,000 residents, 
46 in Colorado Springs (El Paso Coun-
ty), 54 in Grand Junction (Larimer 
County), 34 in Greeley (Weld County) 

and 46 in Pueblo County. Thus, most 
counties in the state are not over-
retailed.

In sum, Colorado has not (nor will 
it) escaped the overall structural shift 
that the retail sector is undergo-
ing with its shakeout of some older 
brands of retail stores. The good 
news is that Colorado is surviving 
the changes better than most states 
across the U.S. mainly due to the fact 
that the economy in Colorado is on 
sound footing. The good news is that 
developers are not building retail 
space as they had in past expansions,  
which will keep a cap on vacancy 
rate increases. Still, vacancy rates 
could increase in the next few quar-
ters as the full impact of store clo-
sures is expected to hit in the third 
quarter, but the increase should not 
be too alarming given how the mar-
ket has survived thus far this year.▲

Representatives:

Jake Hallauer, CCIM
970-305-8113
JakeH@ChrislandCompanies.com

Chrisland Real Estate Companies
Phone: 970-663-3150 
www.ChrislandRealEstateCompanies.com

Ryan Schaefer
970-295-4819
RyanS@ChrislandCompanies.com

54,000 VPD

PRIME HARD CORNER PAD SITE AT 2534 | JOHNSTOWN, CO
• Anchored by 250,000 SF SCHEELS store (opening 9/30/2017)
• Highest concentration of mixed-use construction activity in Northern Colorado
• 1.508± Acres (65,689 SF) For Ground Lease
• U.S. Highway 34 frontage at signalized intersection - 54,000±  VPD

2534 - SCHEELS ANCHORED MIXED-USE CENTER2534 - SCHEELS ANCHORED MIXED-USE CENTER2534 - SCHEELS ANCHORED MIXED-USE CENTER

AVAILABLE
1.508± Acres

Opening 
Sept. 2017

RETAIL -
Under 

Construction

236 Apartment 
units coming 

2018
254 Units

N

State of Retail
Continued from Page 1

at the center level. Although large 
indoor regional malls and open-air 
shopping destinations have long had 
customer service programs, own-
ers and managers of neighborhood 
retail centers and grocery-anchored 
centers now are realizing the essen-
tial importance of experience.

We employ the Engage program, 
which encourages the property man-
agement team members and third-
party vendors to become active in 
the cultivation of great experiences 
through eye-contact, noticing oppor-
tunities for interaction, greeting, 
assisting, going above and beyond, 
and developing exceptional experi-
ences. 

• Engagement. Most shopping cen-
ter owners have shifted marketing 
budgets away from traditional brand 

advertising to experiential and 
engagement marketing. The tradi-
tional summer concert series, tree 
lightings and other staple events 
now are surrounded by year-long 
creative programming aimed at driv-
ing foot traffic, which used to be 
generated by traditional anchors, 
and it works. Staying at the forefront 
of creating exceptional events that 
engage the community and partner-
ships that leverage community rela-
tions will be vital to the successful 
shopping center of the present and 
future. 

As shopping center management, 
operations and marketing teams 
prepare strategic plans for 2018, it’s 
time to zero in on what truly makes 
us different and leave simply exist-
ing so consumers can buy things 
behind, there’s a new expert for 
that.▲

McCoy
Continued from Page 23

NewMark Merrill Cos.
Over 5,000 members of the Longmont community engaged in an American Ninja 
Warrior style competition with the Wolfpack Ninjas at Village at the Peaks.
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AmCap Properties, Inc.
Ira Shwartz • James Dixon

Realtec Commercial
TJ Antinora • Annah Moore • Erik Broman
Bruce Campbell • Patrick O’Donnell
Gage Osthoff • Nick Berryman • Tom Reznik 

Antonoff & Co. Brokerage Inc.
Jeffrey Hirschfeld • Douglas Antonoff
Gene Stone

AXIO Commercial Real Estate
John Livaditis • Tanner Johnson

CBRE
Denver Team
Glenn Anderson • Matthew DeBartolomeis
Jim Lee • Tom Mathews • Jon Weisiger
Joella Rodarte • Dan Miller 

Colorado Springs 
Brad Bird • Patrick Kerscher
Dan Rodriguez • Whitney Johnson 

Fort Collins 
Peter Kelly 

Colliers International 
Lisa Vela • Jay Landt • Jason Kinsey
Brady Kinsey

Colorado Group, Inc.
Todd Walsh • Scott Crabtree
Jessica Cashmore

Cushman & Wakefield 
Tyler Bray • David Fried • Robert Hudgins
Ray Rosado •Tyler Voell

Crosbie Real Estate Group, Inc.
Scott Crosbie • Scott Steputis
Richard Hobbs •Eli Boymel • Forrest Hunt 
Adam Rubenstein • Rich Otterstetter 
Rhonda Coy • Jeff Germain • Sarah Alfano
Andy Buettner • Adam Rubenstein
Forrest Hunt

David Hicks & Lampert 
Brokerage, LLC
Joe David • Philip Hicks • Allen Lampert 
Scott Hagan • Andrew Fox • Steve Yeager
Erik Christopher • Steve Markey
J. R. Hagan • Bobby Kline • Jacob Hawkins
Rebecca Richards • Ken Himel
Mike Brunetti • Zander Rodriguez

DePaul Real Estate Advisors
Matthew Watson • Lance Eberhard

Pinnacle Real Estate Advisors
Amanda Dorotik • Andrew Monette • Billy Riesing 
Brandon Gayeski • Chris Knowlton • Chris Student
Cody Stambaugh • Fadi Sawaged • Jamie Mitchell 
Jeff Johnson •Justin Krieger • Matt Ritter 
Pete Foster • Peter Sengelmann • Robert Edwards 
Tom Ethington • Tom Matthews • Zach Wright 

Avison Young 
Joella Rodarte

Dunton Commercial Real Estate 
Company 
Bob Bramble • Danchen Astle
Tony Giordano • Paul Roberts • Mark Fouts
Louis Lee • Charles Nusbaum • Chris Saros
Chris Vincent • Franz Lehnert
Sofia Williamson • Manny Cereceres

Front Range Commercial
Jay Carlson • Bob Nolette • Michael Roslin
Brandon Straub 

Gibbons-White, Inc.
Chris Boston • Stacey Kerns
James Howser • Steve Sims
Michael-Ryan McCarty • Carly Beetham
Dan Ferrick • Angela Topel • Annie Lund
Gregory Glass • Lynda Gibbons

J & B Realty
Steve Peckar • Matt Landes
Peter Kapurnais • Garth Gibbons

Broad Street Realty, LLC
Melissa Nochlin • Adam Larkey
Zach Cytryn • Cara Raymond

Marcus & Millichap
Barry Higgins • Garrette Matlock
Drew Isaac

NAI Highland, LLC
Craig Anderson • Tiffany Colvert
Randy Dowis • John Egan
Logan Harrison • Jim Spittler

Navpoint Real Estate Group
Matt Call • Ian Elfner

Newmark Grubb Knight Frank
Frank Griffin • Susan Karsh • Justin Kliewer
Mike Quinlan • Carolyn Martinez
Mike Lindemann
Riki Hashimoto (Investment Sales)
Dan Grooters (Investment Sales)

The Laramie Company
Mary Beth Jenkins • Bill Jenkins

Goldberg Properties Inc.
Mark Goldberg
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For contact information, firm profiles and links, please visit www.crej.com, 
click on Industry Directory, then Brokers, then Retail subcategory
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buying homes, having children and 
doing activities that lead to the 
acquisition of goods – meaning a 
potential increase in shopping. As 
millennials continue to trend toward 
experience-based spending, they will 
require a different kind of gathering 
center than the traditional suburban 
mall their baby-boomer parents fre-
quented.

As a result of this new demand, 
malls have rolled with the punches 
by finding new tenants, alternative 
uses and redesigning their spaces to 
appeal to the shifting demographic. 
The advantages of regional malls 

are too good to pass up – namely, 
they are conveniently located to 
consumers, offer ample parking and 
often have large space blocks that 
are unavailable in other venues. 
Several traditional malls in Colorado 
have already made the transforma-
tion into community destinations, 
including Belmar, Streets at South-
Glenn, Twenty Ninth Street, Gardens 
on Havana and Foothills. 

These transformations often 
include shifting from enclosed 
hallways to open-air spaces that 
bring in natural light, incorporate 
pedestrian walkways and focus on 
community gathering areas. Sleepy 
department stores, record stores, 

trendy apparel chains and novelty 
stores are being replaced with fresh, 
high-energy concepts. Entertain-
ment users such as Jump Street, 
Round One and movie theaters as 
well as fitness users including Colo-
rado Athletic Club, 24 Hour Fitness, 
boxing and rock climbing gyms are 
all benefitting from the recent churn 
in tenancy.

It is anticipated that regional malls 
will continue to experience more 
closures from anchor tenants. Con-
trary to popular belief, this can be 
positive news for the properties, as 
many of the pending closures are 
tenants that bring limited value to 
the community and mall owners. As 

mall owners regain control of this 
space, there will be an increase in 
traffic-generating uses, namely more 
entertainment as well as fitness, 
office, medical and community uses. 

The successful conversion to alter-
native uses depends greatly on the 
surrounding demographics, foot 
traffic and potential rental income. 
In many cases throughout suburban 
America, a repurposed mall may far 
exceed value as conventional retail 
space. Although one thing is certain: 
The regional mall in Colorado is far 
from being extinct. It is evolving 
into a new type of gathering place 
that meets the needs of its changing 
communities.▲

These statistics are only a few facts 
that are emblematic of a much larger, 
systematic problem: saturation. 
There are far more stores and shop-
ping centers than there are people, 
and the effects of this tremendous 
volume are finally catching up with 
the retailers themselves. Due to the 
overabundance of stores, each is seiz-
ing sales from another, to the extent 

that very few businesses are mak-
ing enough money to justify keeping 
their doors open. 

While the situation appears dire, in 
fact, a type of natural selection is tak-
ing place. Retailers are closing their 
doors, developers are embarking on 
fewer projects and, eventually, what 
will remain is the proper number 
of stores. However, this is not to say 
that developers need to wait out the 
retail crisis twiddling their thumbs; 

instead, they need to adjust their 
mindsets. The traditional mall or 
basic shopping centers are no longer 
models for success. Developers need 
to focus on transit-oriented develop-
ments and mixed-use projects that 
include housing, offices and hotels. 
Developments such as these will 
provide built-in consumers, allow-
ing retailers to grow a stronger, more 
consistent customer base. The future 
appears bleak with many businesses 

shutting their doors, but this is not 
the end of retail, it is merely a harsh 
restructuring. 

Yes, many malls, shopping cen-
ters and companies will go under 
in the coming years, but what will 
that leave behind? Healthy survivors 
and optimistic developers who will 
emerge from the ashes of retail’s past 
and characterize the future of the 
retail economy with fresh ideas and 
new concepts.▲

Thiel
Continued from Page 12

Zall
Continued from Page 10

However, it recently was reported 
that approximately 324 departments 
stores consisting of up to 37 million 
square feet are scheduled to close in 
the next couple of years. Although the 
grocery sector has continued to grow, 
some national chains are experiment-
ing with smaller formats. While some 

of this available anchor space will 
be leased to other tenants with sub-
stantial size requirements, such as 
gyms, entertainment centers, music 
venues and schools, other anchor 
space will need to be divided and 
leased to multiple tenants. As the 
retail sector continually changes, 
landlords will want maximum flex-
ibility to reconfigure and revitalize 

their projects, with or without an 
anchor tenant. 

To the extent possible, co-tenancy 
provisions should be deleted entirely 
or tied only to a certain percentage or 
number of retail stores that are operat-
ing. If the project includes nonretail 
uses, then any nonretail space should 
be excluded from the co-tenancy deter-
mination.

In conclusion, landlords and ten-
ants are being faced with a new set 
of expectations and obligations when 
negotiating retail leases. Although this 
article has focused on typical lease 
provisions that are being updated or 
replaced, the changing retail land-
scape likely will generate a number of 
unique lease provisions for new retail 
developments.▲

Meek
Continued from Page 16

SRS Real Estate Partners
Tony Pierangeli • Jim Hoffman
Joe Beck • Brian Hollenback • Austin Tillack
Tami Lord • Molly Bayer

SullivanHayes Brokerage – 
Boulder
Michael DePalma • Sean Kulzer
David Dobek 

SullivanHayes Brokerage – 
Denver
Tom Castle • Chris Cook
Courtney Dahlberg Key • Mark Ernster
Mike Kendall • Emily Klimas
John Liprando • Grant Maves
Brian Shorter • Christopher Anton
Josh Burger • Bryan Slaughter
Mark Williford

Tebo Development Company
Stephen Tebo • George Levin

The Zall Company
Stacey Glenn • Stuart Zall

Trevey Land and Commercial 
Mitch Trevey • Nick Nickerson • Jason Thomas

Unique Properties Inc.
Marc S. Lippitt • Scott L. Shwayder
Tim Finholm • Brad Gilpin • Phil Yeddis
Gannon Roth • Allen Freedberg
Samuel Leger

W.W. Reynolds Companies, Inc.
Chad Henry • Nate Litsey
Marty McElwain

WalderaScott Real Estate 
Partners
Kimberly Waldera • Noah Waldera
Scott Nannemann • Paul Klink

Western Centers Inc.
Brian Pesch • Corey R. Wagner • Bill Singer: 

Western Investor Network
Tony Hemminger • John Jumonville 
Matt Ritter

WestStar Commercial
Tim Hakes • Kevin Hayutin
Michael Hayutin • Stephanie Keyes
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their money habits, goals and action 
plans, or help them open and man-
age their accounts. 

Guests also have the opportunity 
to check out the demo bar and chal-
lenge their financial knowledge 
through interactive screens that 
provide educational money content. 
Many café demo bars are equipped 
with Amazon Echos, where custom-
ers can test out the latest in voice-
assistant technology and learn how 
to use the Capital One skills with 
Alexa.

As the commercial retail industry 

continues to evolve, the spaces they 
occupy will need to evolve as well if 
they want to stay relevant. Providing 
great products and great customer 
service is essential, but it’s equally 
important to connect and engage 
with customers through your physi-
cal space by showing them, not just 
telling them, that you are an innova-
tive and future-focused retail busi-
ness that caters to the way people 
live and interact with your products 
now. The future of banking – and 
commercial real estate as a whole 
– is exciting, and new concepts like 
the Capital One Cafés are just the 
beginning.▲
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Fitness concepts increase
retail competition

INSIDE

by Ryan Gager 
The fitness facility competition is 

heating up in Colorado. Each facility 

is working hard for position in this 

market, much like the hard work 

that is taking place inside of the 

gyms. It has been hard to miss the 

facilities opening up in retail centers 

all over the Denver metro area. The 

influx of specialty fitness or studio 

concepts is spreading, and bigger, 

established facilities are paying 

attention.
“We have taken notice of what 

some of the studio concepts are 

doing,” said Ed Williams, president 

and CEO of Wellbridge, which owns 

Colorado Athletic Club. “The compe-

tition encourages Colorado Athletic 

Club to be better and improve class 

offerings. It’s a good competition 

that helps all brands in the industry.”

Colorado Athletic Club has seven 

locations throughout the Front 

Range, and the eighth is on its way, 

in Lower Downtown at 1601 Wewatta 

St. The fitness centers range in size 

from 35,000 square feet to 120,000 sf, 

among the largest when compared 

with other fitness offerings in the 

state. The new Colorado Athletic 

Club is the third facility in down-

town, with one in the Tabor Center 

at 1201 16th St. and another at 1630 

Welton St.

“Union Station is a hot area to be 

in,” said Williams. “I see some spe-

cialty studio fitness open up in high-

end retail spaces as well, and pay 

more rent just to be in the area.”

Even with all of the fitness facili-

ties entering Colorado, the market is 

not oversaturated, said Jon Weisiger, 

senior vice president of retail ser-

vices with CBRE. Similar to retail, 

there are mergers, including 24 Hour 

Fitness’ acquisition of Denver Bally 

Total Fitness locations in December 

2014, and clubs that are in different 

business cycles. Colorado Athletic 

Club and 24 Hour Fitness are mature 

concepts, while emerging facilities 

are trying to get a bigger slice of the 

pie.
“There is a lot of demand for fit-

ness clubs, and they are trying to 

figure out their correct size and 

place in the market,” said Weisiger. 

With new restaurants increasing in the 

area traditional retail remains important.
Retailer trends

PAGE 6

Parklets provide retailers with additional 

space in front of shops.

Landscape and design

PAGE 17

The mall might not be dead, just 

transitioning to a new space.

New shopping mall

PAGE 12

Please see Page 14

September 2015

Photo courtesy: Wellbridge

Colorado Athletic Club is opening a third downtown location to go along with its Tabor Center (above) and Welton Street facilities.
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certain requirements for production, 
which include high ceilings for kettles 
– usually 12 feet or higher – and slab-
on-grade to accommodate kettles 
that can weigh as much as 15 tons, 
depending on the brew system. 

Real estate deals for microbreweries 
are special in that the brewers need 
to obtain approvals based on their 
production and distribution, but they 
need to have a lease in place (with 
appropriate contingencies) before they 
can set up their systems. Deals usu-
ally require four to six months of free 

rent as the brewer sets up operations 
and navigates the approval process.

While the craft brewing trend is in 
a new phase of maturity, there are 
still many opportunities for growth. 
According to a list of upcoming brew-
eries compiled by COBeerGeek, there 
are 190 in various stages from con-

ceptual plans to current construction 
across the state of Colorado. In metro 
Denver, the trend might slow down 
due to the sheer number of brewer-
ies that have opened in the last few 
years, but we feel growth across Colo-
rado will continue booming for years 
to come.▲

Rosado
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you may not find the workforce to 
complete it and costs will increase 
accordingly. Utilizing the general 
contractor early also permits a col-
laboration between him and the 
designer to further help keep your 
timeline on track. For example, if 
a long-lead item is going to push 
the project past the deadline, they 
can work together to procure these 
items early or suggest in-stock items 
that will fit within the schedule. 

• Consider a construction manager/
general contractor delivery method.
Some owners choose to negotiate 
directly with their selected general 

contractor in lieu of the typical 
design-bid-build delivery method. 
This “hard bid” process leaves pre-
cious little time to understand lead 
times, overall construction durations 
and constructability. The subcon-
tractor market can then dictate the 
schedule based on its availability 
and may not take into consider-
ation the owner’s requirements. By 
negotiating in an open-book fashion 
with the general contractor, you 
can better customize your construc-
tion team who then understands 
the owner’s expectations and drives 
toward a common goal. 

• What else can you do? Planning 
ahead is the single biggest thing you 

can do to make your project a suc-
cess, however there are many things 
that may seem somewhat incon-
sequential that can have a major 
impact on your project. Making sure 
that your financing is in place before 
you begin and having documenta-
tion that shows it’s in order (such as 
a letter from your bank) is very help-
ful. Make sure everyone involved in 
the project understands from the 
start what changes are and are not 
allowed to be made to the property 
– and who will be paying for each 
of those changes – this will save 
headaches and precious time during 
construction. 

Ensuring the design team under-

stands the branding standards 
(especially in the case of a franchise) 
is crucial. If you, as an owner, are 
providing items that will be used in 
the construction process, be sure 
those items are ordered well ahead 
of time and coordinated within the 
design documents to avoid delays. 

Finally, being responsive and deci-
sive are two of the most important 
aspects of a quick-turn project and 
can make the difference between 
finishing on time and not.  

There’s no doubt that quick-turn 
projects can be a challenge. But 
when all the parties involved work 
together to make them a success, it 
makes all the difference.▲
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Captial One
Moving away from the typical banker sitting behind a desk, “ambassador coaches” touting 
iPads meet with customers to answer questions in a more casual environment. 
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