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ABOUT
THE COUNSELORS
OF REAL ESTATE

The Counselors of Real Estate, now in its 43rd vear, is an
international group of high profile professionals
including members of prominent real estate, financial,
legal and accounting firms as well as leaders of
government and academia who provide expert, objective
advice on real property and land-related matters.

Membership is selective, extended by invitation only
on either a self-initiated or sponsored basis. The
organization’s CRE Designation (the Counsclor of Real
Estate) is awarded to all members in recognition of
superior problem solving ability in various areas of
specialization such as lltlls__,atmn support, asset
management, workouts, valuation, feasibility studies,

acquisitions/dispositions and general analysis.

Networking is the hallmark of The Counsclor
organization. Throughout the vear, educational
programs provide Counselors with opportunities, both
nationally and locally, to meet with tellow members and
professional colleagues to discuss the latest trends
commercial real estate. A publications
highlighted bv our award winning

affecting
program,
professional journal, Real Estate Issues, provides a venue
for members to showcase their knowledge of such areas
as office buildings, retail centers, hotels/motels, real

estate counseling |, etc.
What is a real estate counselor?

A counselor is a real estate practitioner whose primary
business is providing expert, experienced advisory
services to clients for agreed-upon fees. Counseling
denotes an activity that is, by its nature, relational. The
client relies upon the counselor for skilled and objective
aid in the client’s real estate needs, implying both trust
on the part of the client and trustworthiness on the part
of the counselor. The counselor tvpicallv has acquired
a broad range ot experience in the real estate field,
possesses technical competency in more than one real
estate discipline, and places those competencies at the
While objective in analysis, the
counselor directs his efforts toward the client’s best
interests through the development of particular
strategies, L‘\dlll{ltlﬂ options available to the client,

service of the client.

advocacy of the client’s interests, and - where required -
execution of strategy on the client’s behalt.

Those designated as Counselors of Real Estate (CRE)
have been recognized and esteemed by their peers as
persons meeting the above definition in an exemplary
They have demonstrated knowledge,
experience, integrity and judgment in their real estate
expertise. The CRE subscribes to and is bound by The
Code of Ethics and Standards of
Protessional Practice and endeavors to generously assist

fashion.

Counselors’
fellow CREs who are performing client services in a
spirit of collegiality. Thus, the commitment to the
individual client is complemented by a commitment to
raise the standard of counseling practice tor the industry
as a whole.

Users of counseling services

The demand increases for expert counseling in real estate
Through the vears, institutions,
estates, individuals, corporations and federal, state and
local governments have recognized the necessity and

value of a Counselor’s objectivity in providing advice.
These real estate protessionals honor the confidentiality
and fiduciary responsibility of the client-counselor
relationship.

matters worldwide.

CREs service both domestic and foreign clients.
Assignments have been accepted in Africa, Asia, the
United Kingdom, the Caribbean, Central and South
America, Europe and the Middle East. The Counselor
has the benefit of proven knowledge and experience
which qualities him for practical application and proper
interpretation of trends affecting real estate. A major
plaver in the technological revolution, the Counselor
regularly accesses the most advanced methodologies,
techniques and computer-generated evaluation
procedures available.

Determinants of compensation

The CRE is compensated by pre-agreed fee or salary
for services, rather than by commission or contingent
fee. The counseling fee itself is assured and rendered
for advice rather than achievement or outcome of the
transaction. Overall compensation can be determined
by the complexity of the service performed, its value to
the client, the time and expense involved, the breadth
of the Counselor’s knowledge and experience, and the
responsibilities assumed.  Anyone involved in real
estate should consider consulting with a CRE.

For more information on The Counselors of Real Estate,
contact The Counselors' office, 430 North Michigan
Avenue, Chicago, Hlinois 60611; phone 312.329.8427; fax
312.329.8881; Web Site http://[www.cre.org/ =



HUGH E
KELLY, CRE
RECEIVES
1996
BALLARD
AWARD

Hugh F. Kelly, CRE

national director of the Research Group at
Landauer Associates, Inc., New York, has
been named the 1996 recipient of the William S.
Ballard Award for his article, “Recent Evidence on
Investor Preferences and Yield Requirements,” in
the August edition of Real Estate Issues. The annual
award given by The Counselors of Real Estate rec-
ognizes the author whose work best exemplifies the
high standards of content maintained in Real Estate
[ssues, the organization’s professional journal.

H ugh E Kelly, CRE, senior vice president and

In his article, Kelly addresses both the current
behavior of the investment community along with
an eye toward future expectations. He provides a
capsule summary of activities by property type to
illustrate that the liquidity crisis of the early 1990s
was indeed a temporary phenomenon rather than a
precursor of permanent structural change in the
commercial property investment arena.

Kelly has been with Landauer since 1979 and
has participated in many of the company’s largest
counseling assignments including the investment
analysis of New York’s World Trade Center, the site
location of the Saturn automobile plant and the
“Cities of Tomorrow” study which examined the
growth prospects and investment opportunities in
125 metropolitan areas in the U.S., Canada and
Mexico. He has been the principal author of Lan-
dauer’s annual Real Estate Market Forecast since 1985,
besides being a frequent author for trade publica-
tions and a much-traveled speaker to professional
audiences in the real estate industry and in
academia.

Funding for the William S. Ballard Award,
which carries an honorarium of $500, is provided
by the generous contribution of the William S. Bal-
lard Scholarship Fund in memory of the late Bal-
lard, a former member of The Counselors of Real
Estate.

Articles in consideration for the 1997 competi-
tion of the Ballard Award must be submitted to Real
Estate Issues by September 1.
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THE BUSINESS OF SPORTS

s we all know, pro-

fessional sports are

BIG business. So
are some amateur sports,
particularly college football
and basketball. However,
this Special Edition of Real
Estate Issues is devoted to
the impact of professional
sports on a city’s economic
and social life, especially
as it relates to the construc-
tion of new stadiums and
sports arenas. The decision
to construct or not to con-
struct a new sports facility can involve the expenditure of
huge amounts of capital, often our tax dollars. Many
CREs (Counselors of Real Estate) have worked with cities
and private entities to analyze the economic, financial
and social aspects of professional sports and the new
facilities which often are required to retain or attract big-
league teams.

Halbert C. Smith, CRE

Articles in this edition address the many questions
that arise when major sports franchises want to expand
or move or when cities want to attract or retain them.
How large or small is the economic impact of an NFL
football team or a major league baseball team? What are
the marginal impacts of a new facility? Will the economic
benefits outweigh the costs? What is the social impact
both in terms of a community’s vitality and the programs
that may have to be foregone or abandoned in order to
help fund the new facility? And what effect will a major
sports team have on the ut} s ability to attract new com-
ponents to its economic base and ultimately to improve
the economic and social climate for its citizens?

The authors in this edition present a broad overview
on the business of sports facilities. The president of the
Jacksonville Jaquars, a relatively new NFL franchise, dis-
cusses the concerns relevant to developing a new major
franchise, and the 1997 president of The Counselors
writes about the process of counseling public entities.
Others report on studies Loncermn;, team permrmance
and risk, the impact of sports on economic dev elopment
and the factors which are driving the present boom in
stadium construction.

Apparently our affinity for sports, either as partici-
pants or observers, borders on the insatiable. Undoubt-
edly this trend seems bound to continue as long as the
population increases and the economy remains relatively
strong. CREs are playing a vital role in providing ser-
vices for real estate decision making to the participants in
this growth—the cities, team management and property
owners. Counselors are analyzing the impacts and impli-
cations of professionals sports for the various interests
involved. This edition of REI should provide an impor-
tant source of information for CREs and others involved
now or in the future in the fascinating area of sports-
related counseling and real estate.

Rl Al

Halbert C. Smith, CRE
Editor in chief



THE
PRESIDENT
SPEAKS

SPORTS
FRANCHISES-
THE REAL KEY
TO THE CITY

Logan H. Babin, Jr., CRE

v year as 1996 president of The Counselors

of Real Estate is about to end. The best

thing to happen in my professional real es-
tate career has been the honor and privilege to
serve as president of this prestigious organization.
Most appropriately, my presidential vear began at
The Counselors national convention in Atlanta,
Georgia, where the education programs focused on
the business of sports, the theme of this Real Estate
[ssues. 1 have come full circle with the subject dur-
ing the past 12 months.

In Atlanta we learned that, for the most part,
American cities do not consider themselves to be
first-class unless they have an NFL franchise. The
addition of a major league baseball team or NBA
franchise are considered pluses, but the key deter-
minant is the NFL football team. Whether this ob-
servation is true or not, it reflects the importance
placed by our cities on major league sports teams.

In an effort to attract and hold these sports
franchises, America’s cities first are expending pub-
lic funds to build bigger and better sports facilities,
frequently with the issuance of tax free bonds to
finance construction, and then they are signing
leases which generate huge profits for team
owners. Recently these practices have come into
question by some legislators and public groups
without any measurable success.

The “if you build it they will come” attitude
seems to be the order of the day. We can cite some
great success stories, and conversely, some very ex-
pensive vacant monuments. Where will it all lead?
Who knows. This edition of Real Estate Issues pro-
vides some of the answers.

O]w HoBL%\.

Logan H. Babin, Jr., CRE
1996 President
The Counselors of Real Estate
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Charles H. Spaulding

vi

Charles H. (Hank) Spaulding with the 1996

James D. Landauer Award. The award is given
annually, when appropriate, to a real estate profes-
sional who has furthered the ethical and profes-
sional ideals of The Counselors of Real Estate and
its CRE (Counselor of Real Estate) Designation.
Spaulding was honored recently during a luncheon
presentation at The Counselors” Annual Convention
in San Francisco.

The Counselors of Real Estate has presented

Spaulding was recognized by The Counselors
for his lifetime career of achievement as a real estate
professional. A former CRE, he was founder and
first director of the Center for Real Estate at the
Massachusetts Institute of Technology (MIT) in
Cambridge where he later was named as chairman.
He currently is honorary chairman of the Center.
He also founded and until recently served as chair-
man of Spaulding Investment Qompan\ Inc., in
Boston, a company which analyzes and manages
commercial and investment properties. Earlier as
president and then chairman of Spaulding & Slye,
he was instrumental in the company developing
and building many commercial and residential pro-
jects in Boston, \\ashmgton DC, Charlotte and
Oklahoma City.

Spaulding received a Bachelor of Science degree
in Civil Engineering from the Massachusetts Insti-
tute of Technology and later did graduate work at
Columbia and Boston Universities.

A man for all seasons in real estate, his other
industry-related activities have included serving as
a past director of the Lincoln Institute and the Bos-
ton Community Development Corporation and as a
trustee of the Mutual Bank of Savings and The
Lahey Clinic. He presently is a life member of MIT’s
Board of Trustees and is actively involved on several
advisory committees.

The Landauer Award is named for the late
James D. Landauer, CRE, who played a key role in
the establishment of The Counselor organization
and the preeminence of the real estate counseling
profession. Other recipients of the award have in-
cluded Roland Rodrock Randall, CRE; James E.
Gibbons, CRE; Roy I’ Drachman, CRE; John Robert
White, CRE; Boy d T. Barnard, CRE; George M.
Lovejoy, Jr., CRE; Daniel J.Rose, CRE; Jared Shlaes,
CRE; ]. Daryl Lippincott, CRE; and Charles Shaw.



NEW SPORTS
FACILITIES IN
THE 1990s-

A TALE OF
ELEPHANTS
AND

BLIND MEN

by David M. Seldin

It was six men of Indostan’

To learning much inclined,

Who went to see the Elephant
(Though all of them were blind),
That each by observation

Might satisfy his mind.

The First approached the Elephant,
And happening to fall

Against his broad and sturdy side,
At once began to bawl:

“God bless me! but the Elephant
Is very like a wall!”

major U.S. market. At an away game, as [ look

out on the opposing team’ field of dreams, I
think about my player roster, my cash flow state-
ment and my current stadium. Terror overcomes
me. | conclude that a new stadium is salvation for
my franchise. I better call the mayor when I get
home.

I am the owner of a professional sports team in a

The Second, feeling of the tusk,

Cried, “Ho! what have we here

So very round and smooth and sharp?
To me °tis mighty clear

This wonder of an Elephant

Is very like a spear!"”

I am the mayor of a major U.S. city. The owner
of our major league team tells me he wants a new
stadium. He wants the city to pay nearly all the
cost. He tells me that he cannot compete with his
current facility and that he may have to move if I
don’t help him. I look out the window at all the
other needs—schools, crime, infrastructure, job-
intensive economic development . . . Terror over-
comes me. I conclude that a new stadium is an
early exit from public life. Better put out the word
that we don’t give welfare to millionaires.

The Third approached the animal,

And happening to take

The squirming trunk within his hands,
Thus boldly up and spake:

“I see” quoth he, “the Elephant

Is very like a snake.”

[ am the mayor of a major U.S. city. The owner
of our major league team tells me he wants a new
stadium. He wants the city to pay nearly all the
cost. He tells me that he cannot compete with his
current facility and that he may have to move if I
don’t help him. I remember following the team as a
child —sometimes sneaking a radio into bed to lis-
ten to a night game after bedtime. I think about the
frenzy the team provokes each season. I think

David M. Seldin is president and chief operating officer of the
NEL5 Jacksonuville Jaguars.

New Sports Facilities In The 1990s-A Tale Of Elephants And Blind Men 1



about losing our team. Terror overcomes me. [ con-
clude that a new stadium is essential for my city.
Better see how much we can increase hotel and
rental car taxes.

The Fourth reached out his eager hand,
And felt about the knee.

“What most this wondrous beast is like
Is mighty plain,” quoth he;

“'Tis clear enough the Elephant

Is very like a tree!”

I am the mayor of a mid-market, growing city.
Lots of development, lots of jobs, little stature. If I
build a stadium for a team, I can “advance to go” in
one turn. I can get what the big guys have. I can
become major league. Now that’ll be one sure-fire
corporate relocation sales pitch for that next site
selector. I look at USA Today and see that all the
competing mid-market, growing cities are getting
teams. Terror overcomes me. I conclude that a new
stadium is our path to glory. I'll need a list of dis-
tressed sports teams. Better yet, who's expanding
this year?

The Fifth who chanced to touch the ear,
Said: “E’en the blindest man

Can tell what this resembles most:
Deny the fact who can,

This marvel of an Elephant

Is very like a fan!”

I am the commissioner of a major league sport.
The owner of a team in a major U.S. market has
just called to tell me that that he is moving his team
to a new city. He says he’s done everything in his
power to get a new stadium, but the politicians just
wouldn’t listen . . . He says he can’t compete in his
old facility —the fans just won't come to an old
dump. | look at the map and see that other teams
have recently gotten new stadiums that produce
enormous revenues; and yet another group of teams
has left their cities for new stadiums in other cities.
I see large revenue differences emerging across my
league and know that this breeds instability. I look
at my phone messages and see calls from three U.S.
senators, 30 reporters and 3,000 fans—from each of
the two cities. Terror overcomes me. I conclude that
new stadiums are nuclear power— phenomenal en-
ergy for my sport, but also weapons so powerful
that as soon as one guy has one . . . Oh well, better
call the senators back first.

The Sixth no sconer had begun
About the beast to grope,
Than, seizing on the swinging tail
That fell within his scope,
“I see” quoth he, “the Elephant
s very like a rope!”
I am a senior partner in a sports architectural
firm. Wow, what a day. Calls from five sports team
owners, four mayors, three county executives, two

bond underwriters and the commissioner of a ma-
jor league sport. I look out my office door at teams
of my architects at work on a dozen other sports
projects. Terror overcomes me. How will we do all
this work? I conclude that new stadiums are a lot
like Christmas. Better call them all and tell them
their projects are feasible.

And so these men of Indostan
Disputed loud and long,

Each in his own opinion

Exceeding stiff and strong,

Though each was partly in the right,
And all were in the wrong!

So, oft in theologic wars,
The disputants, I ween,
Rail on in utter ignorance
Of what each other mean,
And prate about an Elephant
Not one of them has seen!

So here we go, yet another epistle on new sta-
diums. Seems you cannot pick up the popular
press, much less the industry and academic jour-
nals, without encountering the new stadium issue.
Economists to the right of us, economists to the left
of us—volleyed and thundered. Stadiums drive
economic growth, stadiums sap economic growth.
Fans are served by new stadiums with high ameni-
ties, fans are abused by new stadiums with high
prices. Teams are essential to civic pride, teams are
leeches on the public weal. Rest assured that a uni-
fying theory for these issues will not be found in
this article.

With apologies for the absence of a grand the-
ory, how about some simple, but workable tools?
Perhaps under some of the thrash, there might be
some rather ordinary things going on.

Expansion to Jacksonville —

Site Selection NFL-Style

On November 30, 1993, in what was called “the
greatest upset in sports history” the National Foot-
ball League awarded an expansion franchise to
Jacksonville, Florida. Jacksonville joined Charlotte,
North Carolina, which received a franchise one
month earlier, as the winners in the leagues first
expansion competition in two decades. The Char-
lotte and Jacksonville awards were to the dismay of
proposed team owners, politicians and fans in Bal-
timore?, Memphis® and St. Louis*, the three other
expansion competition finalists.

The expansion competition was a major story
throughout the country and dominated the news
and sports fronts in each of the candidate cities for
several vears. As an example there were over 100
front page stories about expansion in the Jackson-
ville daily newspaper in 1991—one every third day.
But strip away the media coverage and hype, and

Rrar Estare Issues  December 1996



what you have is a straightforward site selection

exercise by an expanding business. Seeking the

best possible probability of success, the NFL estab-

lished three criteria for the selection process:

® ownership—net  worth,  liquidity,  business
strength and composition of the proposed own-
ership group,

® stadium—ability of the proposed home stadium
to generate net cash flow for the new team and
visiting teams, and

® city—ability of the business community and
overall fan base to support the team.

Viewed from the perspective of one of the com-
petitors, the criteria might look like this:
B QOwnership

1. Are these people in City X for real, or are they
promaters looking for a score?

2. If we give them a team, can they afford the
purchase price and afford to pay the bills for a
while?

3. Do they seem to have any idea of what to do if
they get a team?

4. Do they have any tie to City X? (See question
1)

5. We've got to go to three league meetings a
year with these people for the duration. Do
they pass the Toledo test?”

B Stadium
1. Is this stadium for real? Can it be built as

proposed? Technically? Financially? Is the

money in place?

Can the stadium deliver the goods from a rev-

enue perspective? Suites? Club Seats? Other

revenue streams?

3. Who gets these goodies? What is the eco-
nomic arrangement with the landlord?

4. Do the proposed owners have any construc-
tion or financing risk? Are we betting this
new franchise’s future on the ability of these
people to be real estate developers in addition
to sports team managers?

m City
1. Is City X strong? Growing? Stable? Not overly
dependent on any particular industry?
Do the people in City X want a team?
Do the businesses in City X want a team?
Do we believe them?
Is there enough individual and business com-
munity money to buy all the wonderful pro-
ducts available under Stadium (#2)?
6. How much competition will a new NFL team
face? (See #5.)

Straightforward. The same type of analysis any
cautious franchiser might undertake, not to men-
tion any prudent franchisee facing a large franchise
fee. The NFL established these criteria and exe-
cuted against them.

!‘\J
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B Investment bankers reviewed the proposed
owners’ financial condition, while FBI-types in-
vestigated each proposed owner’s closet. League
experts analyzed each group’s projections.

® Stadium experts tore apart the proposed facili-
ties. Stadium leases were studied, bond under-
writers cross-examined, construction timetables
analyzed.

® Demographic analysis was commissioned for
each market, disposable incomes compared,
growth rates studied. Sports pedigrees were
scrutinized. Were other teams supported,
adored? Market analyses were performed on
supply and demand of sports and entertainment
product. And finally, the NFL permitted a pre-
sale of suites and club seats in each market to
demonstrate actual demand.

Strip away the media coverage and hype and
what you have is a straightforward site selection
exercise employing standard real estate methodol-
ogy: Can it be built? Can it be financed? Will any
one buy it? Can we trust the developer? Lets see
the presale results!

Stadium Design—Or Why A Seating Bowl Is Just
Another Beachfront High-Rise Condo

Contestant: "Alec, I'll take “‘Immutable Real Estate Rules’
for $500”.

Alec: “So important, your professor tells you in
triplicate”.

Each reader wonders how anyone would pre-
sume to invoke this most basic tenet in a Real Estate
Issues article. So basic a tenet indeed.

1984

As the story goes, in 1984 Joe Robbie (founder and
then owner of the Miami Dolphins) unveiled a
revolutionary concept in stadium design—club
seats. Wider seats on an exclusive level, offering
access to an upscale concourse, partially shielded
from the rain, some other added amenities — priced
300%-600% over other tickets. “Unheard of, crazy,
it'll never work.” Worked just fine.

The one part that didn’t work just fine was that
the club seat concourse went all the way around the
stadium—so a large number of these enhanced
seats were in the end zones and corners. No sur-
prise, they were the hardest seats to sell.

Nearly every professional sports facility built
since Joe Robbie Stadium includes club seats. They
are a widely accepted product, bridging the enor-
mous gulf between regular seats and luxurious
suites. In essence, providing the mid-market busi-
ness and the wup-market individual with an
enhanced—but not prohibitively priced—way to
enjoy the game. And all these club seats were de-
signed to go all the way around all these new
facilities.

New Sports Facilities In The 1990s-A Tale Of Elephants And Blind Men 3



Joe Robbie Stadium (renamed Pro Player Park), opened in Au-

gust, 1987, features 10,000 horizontal club seats—shaded.

1991

The design of A New Stadium For Jacksonville.’
“Gee, why don’t we take all the seats at mid-field
and make them club seats? That way we won't be
trying to sell seats at a premium in the end zone.”
“Unheard of, crazy, it'll never work.” Worked just
fine.

Seat Pricing—Why A Seating Bowl Is Just
Another Beachfront High-Rise Condo—1I
Oceanfront, ocean view, pool front, pool view, no

view. Tier A, Tier B, Tier C. Lots of products, lots of

price-points. Customers have a variety of prefer-
ences and a variety of budgets. What do you
know —the customers sort themselves out all by
themselves.

Fifty yard line, 25 yard line, goal line, end zone.
Lower deck, upper deck. Beer for sale, beer not for
sale (family section). Lots of produdb, but histori-
cally in most stadiums, not many price points or
not much variation in price points. Why? Perceived
ceiling on ticket prices? Too much box office com-
plexity? Absence of revenue pressure? Let’s try it.
Eight price points from $150 per game to $15 per
game. Let the fans decide where they want to sit;
they’ll sort themselves out. “Unheard of, crazy, it'll
never work.” Worked just fine.

Fan Talk

“l can’t wait to get to the game. Boy, this is great.
Look at this place—its beautiful. I hope we play
OK. I hope we try to play OK.”

I am a fan. Wow, we got a team. WOW, WE
GOT A TEAM! Should 1 buy tickets? WHADDAYA
MEAN, SHOULD I BUY TICKETS—get outta my
way, I'm going to buy tickets. Wow, theyre expen-
Oh well.

sive.

“You know, we're really trying to win. Look at
all those guys we're slummj [ hope we win. | hope
we keep trying to win.’

Baron Wolman/NSL Photos

Photo credit «

Jacksonville Municipal Stadium, ope I‘It‘d in August, 1995, fea-
tures 10,000 vertical club seats—shaded.

“You know, this place still looks great, the bath-
rooms are even clean.”

“You know, my husband volunteers with the
Police Athletic League.They just got a big grant
from the Team Foundation.”

“Hey, we might just win. Be quiet, I'm trying to
watch the ¢ game.”

Final Thoughts

In the absence of a unifying theorv, workable tools
will have to suffice. The same ﬂmple things that mark
a successful building, development or business.

Customers like choices. Customers want to be
in control. Customers want value for money.

Customers like good service. They like to know
you are trying to give good service. They cannot
abide indifference.

Customers buy from someone. They care about
who that is. The product is not separate from the
manufacturer. How they feel about you is part of
how they feel about your product.

In Jacksonville, our new stadium is still a hon-
evmoon cottage. Every one of our 200 people, from
our owner to our mascot, strives to work each day
to leave a fresh mint on the pillow. We'd better.

NOTES

1. The Blind Men and the Elephant (A Hindu fable by John Godfrey
Saxe) '

2. In 1996, the Maryland Stadium Authority entered into an agreement
with the Cleveland Browns to relocate to Baltimore. A new stadium
will be constructed for the team now known as the Ravens.

3. In 1996, the Sports Authority of Davidson County (Nashville)
entered into an agreement with the Houston Oilers to relocate to
Nashville. A new stadium will be constructed for the team

4. In 1995, the St. Louis Convention Bureau entered into an agree-
ment with the Los Angeles Rams to relocate to St. Louis. The
Rams now play in a new domed stadium.

5. With apologies to the City of Toledo—the litmus test in hiring
decisions at professional service firms. In evaluating the candi-
date and making a hire'no hire recommendation, think about a
flight cancellation during a business trip that forces vou to spend
the evening in Toledo with this person
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WHAT
EXPLAINS

THE STADIUM
CONSTRUCTION
BOOM

by Robert A. Baade

What Explains The Stadium Construction Boom

tadiums and arenas for professional sports are

being proposed and constructed at a record

pace. The impetus for stadium mania extends
beyond the world of professional sports; financial
developments in several sectors of the economy
have conspired to foster the boom in stadium con-
struction. The purpose of this article is to identify
and analyze the genesis of this mania by looking at
the various financial imperatives on the suppl\ and
demand sides of the professional sports industry
and in the realm of state and local government.

A conservative estimate is that there are 30 sta-
diums proposed or under construction for the pro-
fessional sports industry.! This number involves
approximately one-third of professional sports’ in-
frastructure, but if those owners who have ex-
pressed discontent with their current facilities are
included, the number swells to almost one-half.
Since the cost of an average stadium constructed
today easily eclipses 5100 million, the threat posed
for taxpayers is substantial. In fact, the bill for the
30 stadiums that are under serious consideration or
construction exceeds $4 billion.

A substantial portion of the pressure to build
new stadiums emanates from the owners of profes-
sional sports franchises. The second section of the
paper identifies and analyzes developments on the
supply side of the professional sports industry that
contribute to the sports facility construction boom.
In part, the number and character of the stadiums
proposed and under construction accommodate
what owners perceive as fan needs and wants. The
third section of the paper discusses structural
changes in the U.S. economy that have influenced
fan demands relating to stadiums and arenas. The
fourth portion of the paper focuses on financial de-
velopments in state and local governments that
have encouraged government participation in sta-
dium projects even though many of these facilities
serve as replacements for those structures consid-
ered economically obsolete from the owner’s per-
spective. Conclusions and the practical implications
of the recent spate of stadium construction are of-
fered in the paper’s final section.

Developments On The Supply Side Of The
Professional Sports Industry

New or substantial renovations of playing facilities
have been approved or are being planned for more
than 60 professional sports teams, slightly over half

Robert A. Baade is the James D. Vail Professor of Economics at
Lake Forest College. He holds Masters and Ph.D. degrees in
economics from the University of Wisconsin-Madison. Baade
has conducted research on the economics of professional sports
for more than a decade, and he has published more than a dozen
papers on this subject. Baade has received particular attention
for his research on the impact of stadiums and teams on metro-
politan econonies.




the clubs operating in 1996, throughout the United
States and Canada in the four major professional
sports: baseball, basketball, football and hockey.?
Several factors in addition to increasing player costs
have intensified the interest in new stadium
construction.

When the late Joe Robbie grew frustrated with
the inability of the City of Miami to convince voters
to fund a renovation of the Orange Bowl, he de-
cided to privately finance the construction of a new
stadium for his National Football League (NFL)
Dolphins. Robbie hatched a plan in the mid-1980s
(Dolphins Stadium hosted its first game in 1987) to
parlay the up-front money he received from the sale
or lease of luxury seats into the financing needed to
build the stadium. Robbie’s strategy can be viewed
as a watershed if for no reason other than owners,
in general, recognized the potential financial wind-
fall promised by luxury seating. Auburn Hills in
suburban Detroit (home of the NBA Pistons) and
the United Center in Chicago (home of the NBA
Bulls and NHL Blackhawks) are two examples of
facilities that have delivered on that promise.

Unrestricted Stadium Income

For individual owners, venue revenues, dollar for
dollar, are more valuable than revenues from more
traditional sources, such as the team’s share of na-
tional television broadcast revenues or the receipts
garnered from the ticket sales to the general public
(assuming no variation in the costs incurred in gen-
erating various revenues). Why? Because the league
tax rate on shared revenues is greater than zero,
while the effective tax rate on revenues that are not
subject to sharing is zero. The NFL and other
leagues, in general, have made no provision for the
division of revenues from luxury seating and sev-
eral other venue revenues such as fees for signage,
in-stadium advertising, income from the operation
of stadium clubs, etc. Until such provision is made
(until the current roster of owners agree on the
distribution of what is now their unrestricted sta-
dium income), many venue revenues will remain
the exclusive property of the team that generates
them, and the primary incentive for new facility
construction will persist.

Sports Cartels

Individual owner behavior with respect to “out-of-
the-pool” revenue conforms to theory which is de-
scriptive of the behavior of a cartel’s individual
members in at least two ways. First, when a cartel
is conceived, the agreement reflects current institu-
tions and market conditions. For example, initial
league agreements in Major League Baseball (MLB)
reflected the importance of gate receipts relative to
other sources of revenue, such as fees from the local
television broadcast of games. In general, once the
rules governing the operation of the cartel are pro-
mulgated, it is difficult to modify them even when

important institutional changes occur. In the case
of MLB, the New York Yankees, Chicago Cubs, At-
lanta Braves, to name a few teams, receive substan-
tial revenues from the local television stations
which broadcast their games. To share these reve-
nues would enrich other MLB teams but at the ex-
pense of the teams responsible for them.
Modifying league rules to reflect institutional
change is a zero-sum game, and any change will be
resisted by those who stand to lose.

Second, sports cartels are not immune from the
threat facing all cartels. Sports leagues increase
profits for individual members by making joint out-
put and pricing decisions or acting as the sole bar-
gaining agent in resource acquisition. Individual
teams, however, recognize that their economic in-
terests can be served better by breaking the league
rules. If there is no effective prohibition against
cheating, inevitably it occurs.

Jerry Jones And The Dallas Cowboys

Jerry Jones, owner of the Dallas Cowboys of the
NFL, has emerged as an innovative maverick who
breaks and bends the cartel’s rules. Jones designed
a financial strategy that emphasized revenue
streams not designated for redistribution by the
league office through agreement. Not coinciden-
tally, the Cowboys have won three of the last four
Super Bowls, emblematic of League supremacy, and
have parlayed their on-the-tield success into off-the-
field riches. The Cowboys by most measures have
become the single most valuable franchise in all of
professional sports in the United States.’

Since the days of former Commissioner Pete
Rozelle, the NFL has taken the view that the league
represents a partnership for all practical business
and economic intents and purposes. If the individ-
ual teams comprising a sports league constitute a
wholly integrated joint venture (contests require at
least two participants), then leagues realize their
interests are advanced through creating competitive
parity. The absence of closely contested games
jeopardizes fan interest and league stability. From
the NFL's perspective, Jerry Jones poses a threat in
that his aggressive financial play potentially upsets
competitive balance by skewing the distribution of
revenues. What separates Jones and the Cowboys
from the rest of the NFL pack is that the over $30
million generated annually through the operation
of Cowboys’ stadium is more than twice as much as
the NFL runner-up in venue revenue generated in
1994 .4

One method for addressing the problem per-
sonified by Jerry Jones is to level the economic play-
ing field and extend revenue sharing to luxury
seating and other income streams currently exempt
from revenue sharing. Such a strategy requn'es
stadiums for each team that, from an economic
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perspective, qualify as state of the art. The NFL
and other leagues have organized stadium commit-
tees whose function, in part, is to support the ef-
forts of individual teams to convince their
sometimes skeptical and financially strapped host
cities to do their part to finance the NFLs efforts to
uphold the ideal of league financial democracy. In
the Winter 1994 edition of the NFL Report, the col-
umn headline The Commissioner’s Report read: “First-
Class Stadiums: NFL Priority”.”

In addition, individual leagues recognize that
entertainment dollars are scarce, and there exists
interleague competition for consumer loyalty and
spending. This financial contest has increasingly
emphasized playing facilities; owners agree that
fan-friendly structures are of significant Strategic
|mportame To quote from The Commissioner’s Report
in the article cited in the preceding paragraph, Paul
Tagliabue, the current NFL Commissioner wrote:

“The survey (commissioned by Money maga-
zine) reinforced our own priority on stadium
matters. It is more important than ever that we
as a league focus on our stadiums because of
the high expectations of our fans. As the Money
survey indicated, in this increasingly competi-
tive entertainment environment, fans expect
first-class service in the form of stadium conve-
nience, comfort, cleanliness and value.”

Venue Revenue

In light of Commissioner Tagliabue’s emphasis on
new stadiums, his message should sound a warn-
ing to the 16 cities in which NFL lease agreements
expire in the next ten years. It would not be too
much of an oversimplification to argue that planned
or actual new stadium construction or renovation in
professional sports is determined by an individual
team’s venue revenue as a percentage of the league
average. Equation 1 represents this theory.

Equation 1: FC; , = {(VR, ,/EVR, . /k),
where, FC;, = city /s plan for or actual
construction of a sports fa-
cility at time ¢;

VR, . //2VR. , /k = venue revenue
as a percent-
age of the
league average
for city i at
time t—n.

j.t-m

One could expect that the coefficient for the
independent variable [dFC, /d(VR,  /EVR, _ /k)]
would be negative. The lagged characterization of
the independent variable reflects, in part, the time
required to recognize a financial competition prob-
lem, since it takes time for a financial disadvantage
in professional sports to manifest itself in a deterio-
ration in competitiveness on the field (plaver con-
tracts are generally multi-vear and operating losses
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may be tolerated for a time). In addition it takes
more than a trivial amount of time to negotiate the
political obstacles to planning or building a new
sports facility. Using this model it is not hard to
understand why new baseball stadiums are being
considered for Minnesota, Milwaukee and Cincin-
nati. The venue revenues, as a percentage of the
league average, for these three cities in 1994 were 35
percent, 47 percent and 66 percent of the league
average, respectively.® There are other MLB teams
and teams in other professional sports that exhibit
even lower revenue as a percentage of the league
average than these three teams. Virtually all teams
with deficient venue revenues are clamoring for
new playing facilities.

Once again the Dallas Cowboys can be used to
exemplify the changing financial structure of pro-
fessional sports as it relates to the emerging impor-
tance of venue revenues. In 1982, gate receipts,
broadcast revenues and other revenues (this cate-
gory presumably incorporates venue revenues) con-
stituted 34 percent, 58 percent and 8 percent,
respeuhvulv of total revenues for professional foot-
ball.” In 1995 the Cowboys venue revenues of ap-
proximately $37 million accounted for more than 30
percent of the team’s total revenues which a rela-
tively recent publication placed at $100 million in
19953

Economic Obsolescence

One major lesson gleaned from the experience with
new stadium construction is that stadiums are re-
placed not because of their physical obsolescence,
but because of their economic obsolescence. Conse-
quently, the shelf life of stadiums and arenas has
been substantially reduced. Three of the more
egregious examples of the perils the new economics
of sport pose for facilities and cities can be found in
Charlotte, Miami and Minneapolis. Despite having
built an arena for the NBA Hornets in 1988, the
second largest in the league,” Charlotte’s arena gen-
erates only 37 percent of the NBA arena revenue
average. The emphasis on luxury seating and the
relative paucity of it in the current facility (12 suites)
has compelled debate for a new arena in Charlotte.

Miami also has an eight year old arena for the
NBA Heat. It, too, has suffered financially as a
consequence of 16 luxury suites and an NBA low
14,503 seats. Broward County, just a short distance
up the coast from Dade Countv, in which Miami is
located, has sought the NBA Miami Heat and the
NHL Florida Panthers as tenants for a new arena it
is proposing to build. In the ensuing financial tug
of war, a “Solomon compromise” (from the perspec-
tive of team owners) has been struck. Broward
County will host the Panthers in a new arena and
Dade County will construct a new facility for the



Heat. A 30-mile stretch of 1-95 will now be occu-
pied by three arenas. The Panthers will play in a
$212 million facility in Sunrise, and the Heat will
occupy a $165 million arena in Miami. Meanwhile,
the $53 million Miami arena, on which the city still
owes $39 million, has an uncertain future.'?

From the point of view of taxpayers in the two
counties, stadiums have been overbuilt (oversup-
plied) in metropolitan Miami. Separate owners for
the local NBA and NHL franchises coupled with
the normal operation of league cartels have con-
spired to produce this outcome. Both owners
feared that sharing an arena would mean revenue
disputes and compromises; each owner believed
that revenues and profits could be maximized in an
exclusive facility. The negative externality (includes
a negative pecuniary externality brought about by
the increased facility competition for highly at-
tended events in the greater Miami area) could be
addressed by the private sector. If incentives existed
that encouraged sharing a facility or if the firms
merged under a single owner, the externally would
be internalized. The public sector policy prescrip-
tion is also straightforward. The appropriate pro-
cedure would be to impose a tax (decrease the
subsidy), thereby moderating the incentive to build
both arenas. County governments, through provid-
ing subsidies, instituted policies diametrically op-
posed to reducing the oversupply of sports facilities
in metropolitan Miami."!

Minneapolis built a domed stadium in 1982 to
accommodate the NFLs Vikings and the MLB’s
Twins. The new stadium debate in Minneapolis is
compelled by the same forces extant in Charlotte,
but with an additional important dimension at
work. The multipurpose facility, particularly as it
relates to accommodating both football and base-
ball, is on the endangered species list. As is true in
Miami, the owners of sports teams in Minneapolis
do not want to share stadium proceeds with other
team owners. Consequently multipurpose sta-
diums for football and baseball (domed football sta-
diums used for basketball as well) will not likely
exist beyond the year 2000. Recent events confirm
the trend. In Cincinnati (Hamilton County voters
approved separate new stadiums for the MLB Reds
and NFL Bengals), Milwaukee (the NFL Green Bay
Packers will no longer play three regular season
games in Milwaukee’s County Stadium, home of
the MLB Brewers), Cleveland (the MLB Indians
now play in Jacobs field, an exclusive baseball park),
and Seattle (the MLB Mariners have succeeded in
convincing King County to build a baseball-only,
retractable dome stadium; the NFL Seahawks have
threatened to move to Los Angeles if relevant gov-
ernments do not fund a new stadium for their ex-
clusive use).

Developments On The Demand Side Of The
Professional Sports Industry

So far, the analysis in this article has focused on the
supply side of the stadium issue. However, there
are factors that determine the demand for profes-
sional sports which are essential to explain the
number of stadiums built, their design and location
in the past and present. The supply of stadiums
and their amenities are derivative to fan spending
in total and in particular. In this regard several gen-
eral trends can be identified.

Teams and stadiums have followed the migra-
tion of the United States population to the West and
South and from the central cities to city periph-
eries. From earliest times, stadium locations have
been influenced by predominant modes of trans-
portation. First, rail and bus links encouraged cen-
tral city locations for stadiums, and then the
emergence of the automobile contributed to the de-
velopment of the suburban stadium appropriately
described as a playing facility surrounded by a sea
of asphalt.

Increased Incomes, Increased Demands

As incomes have increased throughout most of the
20th century, stadiums have reflected income
trends and accompanying shifts in demand pat-
terns. As affluence spread, fans have moved from
the outfield grass, to hardback bleacher seats, to
individual seats with armrests, to luxury loges. The
market for spectator sports has also become more
segmented as the distribution of income in the
United States becomes more skewed; the demand
for luxury loges and stadium clubs reflects the
growing inequality of income in the 1980s and
1990s. In short, stadium location and design past
and present takes its cues from the fans. Skyboxes
are built because certain fans want them and can
afford them. Increased venue revenues in profes-
sional sports reflect demographic shifts, corollary
shifts in demands and team responses to these
structural changes in the economy.

Clearly the distribution of income in the United
States has become more skewed during the 1980s
and early 1990s. In particular, income has been in-
creasingly concentrated in the hands of the top fifth
and top five percent of all income re-
cipients. This greater concentration at the top of the
income ladder allows for a greater demand for the
luxury seats and amenities that are critical to the
financial success of the new generation of
stadiums.

Consider the information recorded in Table 1 on
the distribution of income during 1980 through
1992.
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Table 1

Percent Distribution of Aggregate Income by
Quintile for the United States in 1980 and 1992

1980 1992
(all families) (all families)

Lowest fifth 5.2% 4.4%
Second fifth 11.5% 10.5%
Third fifth 17.5% 16.5%
Fourth fifth 24.3% 24.0%
Highest fifth 41.5% 44.6%
Top five percent 15.3% 17.6%

Source: U.S. Department of Commerce, Statistical Abstract
of the United States, 114th Edition, 1994, Table No. 716,
p. 470.

Of course, demand is determined by more than
income, but the growing inequality in the distribu-
tion of income correlates very strongly with the cur-
rent character of the demand for professional sports
spectating. In a recent issue of American Demo-
graphics, it was observed:

.Today, baseball is a sport for the well-off.

The likelihood of attending a baseball game in-

creases steadily with household income.

Twenty-one percent of adults with household

incomes of $75,000 (the upper limit for the

fourth quintile in Table 1 was $64,300 in 1992) or

more attend baseball games making them 72

percent more likely than the average to do so.

Other major sports also have an upscale au-
dience. Football, basketball and hockey all have
above-average attendance rates among those
with household incomes of $40,000 or more.
Baseball’s customers are much more upsacle
than they were ten years ago. People with
household incomes of $50,000 or more were
more likely in 1995 than in 1985 to attend base-
ball games (Dortch, 1996).”12

Baseball stadiums, in particular, have become
smaller and more elegant. This trend reflects the
growing inequality in the distribution of income.
More is concentrated in fewer hands.

The Local Government Imperative

The construction of professional sports stadiums
has required an infusion of public funds for two
reasons. First, professional sports leagues function
as cartels, and, to enhance the financial perfor-
mance of the member teams, Ieagues maintain an
excess demand for franchises. Cities compete with
one another for the limited supply of teams, and
the winning city bid has included government fi-
nancial assistance for the construction of sports in-
frastructure. Gresham’s law has application to the
sports industry. Those cities that do not provide
subsidies risk losing or not acquiring a franchise. If
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an investment in professional sport is not prudent,
then it follows that “bad money does chase out
good money” as a consequence of city competition
for the limited number of teams.

Second, the cost of a contemporary stadium is
staggering, and despite increased revenues from
luxury seating, stadium clubs, personal seat li-
censes, etc., few stadiums hold the promise of a
profitable operation.”” Even when a stadium is ad-
vertised as a private project, close scrutiny of the
stadium financial particulars generally reveal gov-
ernment subventions in the form of land offered at
below-market value, tax abatement or the provision
of infrastructure such as streets, public transporta-
tion access, sewers, etc.

Why do cities financially support professional
sports even when a growing body of evidence indi-
cates the financial contribution of sports to a large
metropolitan economy is marginal, perhaps nega-
tive?"* Stadiums represent one aspect of a larger
city financial strategy or trend that evolved over
decades and came to full bloom in response to
President Ronald Reagan’s new federalism. Presi-
dent Reagan stressed state and local fiscal auton-
omy. This meant the federal government shared
less with state and local governments, and state
governments shared less with local governments.
Less money from higher levels of government cou-
pled with growing urban financial needs forced lo-
cal governments to become more creative and
enterprising in dealing with their financial crises
that cut on both the revenue and cost sides. To be
precise, direct local government spending increased
by 90 percent over the Reagan years (from $259
million in 1980 to $491 million in 1988), while the
fraction of total state and local government revenue
provided by the federal government decreased from
18.4 percent in 1980 to 13.3 percent in 1988." What
emerged is local government that can be charac-
terized as more entrepreneurial, including more
prone to taking risks.

Risk-Taking

Such risk-taking sometimes produces unfortunate
outcomes such as the financial devastation recently
of Orange County, California. Local and state gov-
ernments are more likely to exercise risk in busi-
ness ventures than in financial wheeling and
dealing. These levels of government have invested
heavily in entertainment-related activities. The pro-
liferation of theme parks, convention centers, festi-
vals and lotteries complement more traditional
commercial and industrial investments, and they
are all manifestations of local government entrepre-
neurial urges that attempt to garner more local resi-
dents’ discretionary income as well as lure new
dollars from beyond the immediate area.



Destination Cities

In this regard, public support for and subsidies to
professional sports stadiums and arenas are not
substantially different from other edifice complexes
and strategies. Cleveland’s decision to spend $100
million to build the Rock and Roll Hall of Fame is
only a difference in degree not kind with its com-
mitment of $400 million for Gund Arena (home of
the NBA Cavaliers) and Jacobs Field (for the MLB
Indians).

Thomas Dorsey has characterized the relatively
recent behavior of municipal government very well:
“l think what we are entering now is the
entrepreneurial phase of municipal government
You are seeing a linkage between
airport, highway, convention center, stadia fi-
nancing. They are being integrated into a single
economic package that’s designed to draw peo-
ple into that entity —a destination city."!®

The destination city will provide an inflow of
funds to replace those no longer furnished by
higher levels of government. That is the hope of
local government officials, and professional sports
stadiums are an important spoke in a strategy born
out of economic imperative.

Conclusions And Policy Implications

Sports stadiums and arenas are being planned and
built in unprecedented numbers. There is a tempta-
tion to attribute the intense pace of construction to
rapacious owners and greedy playvers. To be sure,
financial developments on the supply side of the
professional sports industry have contributed sig-
nificantly to stadium mania, but economic develop-
ments elsewhere in the economy are co-
conspirators.

Skyboxes and stadium clubs would not be built
if there was no demand for them. Indeed, the mar-
ket segmentation manifested in current stadium
design reflects a growing inequality in the distribu-
tion of income in the United States and a growing
corporate presence at the ballpark. Business once
promoted and conducted in boardrooms and res-
taurants now is facilitated in skyboxes and stadium
clubs.

State and municipal governments have coun-
tered the financial stress brought on by a more
parsimonious federal government and other nega-
tive trends, such as suburban relocation of busi-
nesses, by becoming more entrepreneurial.
Stadiums, arenas and convention centers constitute
part of a broader developmental strategy that is de-
signed to improve a local or state government bal-
ance of payments position and, to a large extent,
replace the inflow of money no longer provided by
higher-level governments. The emphasis is on mak-
ing the city or state a destination for consumers and
businesses beyond the state and municipal borders.
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This strategy is inherently risky; it is workable
as long as few others employ it. The extent to which
cities and states embrace the strategy jeopardizes a
substantial taxpayer investment. The cost of new
stadiums and arenas planned between now and the
vear 2000 exceeds 54 billion. The danger is that
cities live in an Alice-In-Wonderland world where
they have to run faster and faster just to stay where
they are. At this point it would be prudent for state
and local governments to collectively reassess the
destination strategy at least as it relates to profes-
sional sports.

The reality is that professional sports are not a
major contributor to state and local economies.
Most of the spending on professional sports substi-
tutes for other recreational spending within the
community or is compensated for by financial out-
flows triggered by characteristics in some ways
unique to the professional sports industry.

NOTES AND REFERENCES

1. Johnson, Kerry and Belko, Mark. “Super Stadiums: Bait or

Burden.” Pittsburgh Post Gazette, October 29, 1995, p. Al.
2. This figure was determined through combining the information
provided in the Johnson and Belko Pittsburgh Post Gazette 1995
article that identified facility construction plans for the MLB,
NFL and NHL with the NBA construction plans identified in a
September 18, 1995 survey undertaken by USA Today. See John-
son and Belko, op. ait., p. Al.

. See, for example, “Sports Value,” Financial World, August-
September 1995, p. 3. In this supplement to the regular Finan-
cial World magazine, the value of the Dallas Cowboys was esti-
mated to be $238 million.

4. In 1994, stadium revenues for the Cowboys were $37.3 million
and $15.4 million for the Miami Dolphins, the NFL stadium
venue runner-up. The third-place finisher, the Philadelphia Ea-
gles, generated $8.3 million in venue revenues. See Bob Verdi,
“Browns Move Bears Watching—and Worrying”, Chicago Tri-
bune, November 7, 1995, Section 4, pp. 1 and 5.

. National Football League. “The Commissioner’s Report.” NFL
Report, Winter 1994, p. 2.

6. Financial World. “Speaking of Numbers: Who Needs New
Venues and Where to Build Them.” Sports Value, August-

September 1995, p. 3.

7. Waggoner, Glen. “Money Games.” Esquire, June 1982,
pp. 49-60.

8. Pierson, Don. “Jerrys Way." Chicago Tribune, November 23,

1995, Section 4, p 1

9. The Charlotte Coliseum has 23,906 seats. The Alamodome in
San Antonio can be configured to seat more for basketball, but

the NBA Spurs are threatening to leave San Antonio if a new
arena for their exclusive use is not provided.

10. Hevlar, John. “For Team Owners, More Is Never Enough.” The
Wall Street Journal, Mav 3, 1996, p. B7.

11. There is another possible solution to the problem of overbuild-
ing. Ronald Coase (1962) has theorized that the private sector
will take measures to internalize externalities that exist. Trans-
actions costs and/or a lack of information could prevent the
development of a social institution or a merging of firms/teams
necessary to such internalization. Stadiums may be oversup-
plied because of misinformation or overestimations of revenues
generated by the stadiums separately. In such instances, it is
conceivable that the public sector could bribe the teams into
sharing a facilitv. Indeed, the public sector should pursue such
a strategy, theoretically, as long as the bribe is less than the cost
of building and operating a second stadium and the money
value of the negative pecuniary externalities created by inter-
stadium competition for highly attended events. Alternatively,
the public sector could bribe one team into selling out to the
other owner thus internalizing the externality through a
merger.

%]

an

Reat Estate Issurs  December 1996



There is some evidence that the Coase theorem has appli-
cability to hockey and basketball. Teams in the NBA and NHL
are increasingly under the control of a single owner or owner- r
ship by the compatibility of site lines for basketball and hockey A
that allow the sports to be plaved in the same arena. No such
compatability exists for football and baseball (football/baseball . =,
and either basketball or hockey for that matter), and the result- |

g transaction costs (maveable seating, for example) are likely The primary objective of J.R. Kimball, Inc., is

sufficiently high to discourage the merger Coase hypothesized . .
12. Dortch, Shannon. “The Future of Baseball.” American Demo- to provide real estate services that enable
" {;{w’”f} and 0’"—*m]""f'th;”d-*- April }‘”ﬁ; p-24. A clients to make well-informed decisions
3.5 ropshire (1995) looked at a sample of ten cities that built or i

plan to build a stadium or arena in 1995 or 1996. The average concerning the purchase.‘,.sale,

cost of building these ten stadiums or arenas was estimated at development, UnderW”tlng.

5159."\bnuilinn‘\]‘he lowest prlignf;'i h;iilitg, 5]2(:1 milli;(m, \\‘a; ‘;_n and management of

arena built in Vancouver in 5. See Stropshire, Kennet ) .

The Sports Franchise Game: Cities in Pursuit of Sports Franchises, their real estate

Events, Stadiums and Arenas. (Philadelphia: University of Penn- | assets.

svlvania Press). 1995

14. See, for example: (1) Robert A. Baade and Richard E Dye, The
Impact of Stadiums and Professional Sports on Metropolitan Area
Development, Growth and Change, Spring 1990. (2) Andrew Zim-
balist, Baseball and Billions, (New York: Basic Books, Harper J.R. KIMBALL, INC.
Collins publishers), 1992. (3) James Quirk and Rodney D. Fort,
Paydirt, (Princeton, N.J.: Princeton University Press), 1992,
(4) Benjamin A. Okner, Subsidies of Stadium and Arenas, in
Roger G. Noll, editor, Government and the Sports Business, (Wash- | ],R_ Kimball, CRE, MAI
ington, D.C.: Brookings Institution), 1974, pp. 325-347. :
(5) Mark S. Rosentraub, et al., “Sport and Downtown Develop- Lori Forrest, MAI

Realtors, Appraisers and Consultants

ment Strategy: If You Build It, Will Jobs Come?” Journal of Urban | Mary Jo Thomas, SRA
Affairs, 1994, Volume 16, Number 3, pp. 221-239. ‘

15. Merski, Paul G., et al. Facts & Figures on Government Finance. 1201 West Freeway
(Baltimore: The John Hopkins University Press). 26th Edition, Fort Worth, TX 76102-6074
1991, p. 163 4

16. Heap, Peter. “Cities Often Dream Up Stadiums Before Thinking telephone 817.332.7872

of Payment.” The Bond Buyer, June 11, 1996 ‘ fﬂx 817.332.2940

LM«WEL&S WA
NSV ;...:.w..w-s DT DUOMITIUNG
TS WEAN.
ﬂ"(v I ——
/i‘tb\}l.'\'l.h, \—Lh
LINEVERE ARE ALWAVE SUMETAING
WAL CAN WELY WSy
y LEV\;!S REALTY ADVISORS
CONSULTANTS & APPRAISERS
VIZLARE MIRRGRE GF TIH4E REALL ESTATIE “T\ﬂl-.‘FI(ET
ECHO LANESUITE 315 - HOUSTON, TEXAS 77024 * 713 461-1466 * FAX 713 465-8160

What Explains The Stadium Construction Boom 1



PUBLIC
PROCESS
COUNSELING

by Bowen H. “Buzz” McCoy, CRE

12

n earthquake rumbled across Los Angeles

early in the morning hours of January 1994,

brmhmb extensive damage to the entire city,
including the 70 year old art deco city hall. After
the dust had settled, files, furnishings and employ-
ees were relocated and seismic damage teams
called in to determine what was needed to return
the building to its function. Under closer scrutiny, it
was discovered that the damage was more struc-
turally pervasive than first thought and, to compli-
cate matters, continuing aftershocks made
additional tiles topple from 27 stories above. Esti-
mated repair costs mounted, and a panoply of op-
tions was advanced. Pending resolution, a shroud
of black plastic was wrapped around the top of the
flaking tower.

Twenty-four months and $26 million in consul-
tant fees later, the process is stymied. The project
budget has grown to about $240 million for this
750,000 square foot structure, and there are indica-
tions that it could increase to as much as $300 mil-
lion. The mayor becomes alarmed as project costs
soar to more than double the original budget, and
he names a pro-bono citizens’ panel to undertake a
fresh look at the project and seek more cost effec-
tive solutions. Your name is on the list, and if you
agree to serve, you will find yourself in the midst of
a public process counseling assignment. So hold on
to your hat; it is going to be a wild ride. This is a
highly appropriate assignment for a CRE (Coun-
selor of Real Estate), because it calls for one of the
highest forms of ethical decision-making: the pre-
servation of the public trust.

My experience in serving on six such cuunseling
assignments in the past few years does not render me
the ultimate authority on this subject, but each as-
signment has given me new insight into the process.
[ write this article to propose a possible framework
for approaching public process counseling and to
stimulate discussion, within our professional area,
on a process which could profoundly impact public/
private land use in this nation. I write so that we
might be the beneficiaries of such increased discus-
sion and thereby better serve our clients.

Public Process Counseling Indicators

Public process counseling is most generally indi-
cated when a public entity experiences a break-
down of its legitimate process for decision making.
Most often, the focus of the political process has
become diffused and uncoordinated, weighted

Bowen H. “Buzz” McCoy, CRE, is 1997 president of The Coun-
selors of Real Estate. He is also a trustee of the Urban Land
Institute and president of the Urban Land Foundation. McCoy
is president of Buzz McCoy Associates, a real estate and busi-
ness counseling firm in Los Angeles. He was employed by
Morgan Stanley from 1962 to 1990, where, for 13 years, he was
responsible for the real estate unit.
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down with all the normal political baggage: diverse
constituencies, multiple objectives and overlapping
jurisdictions, divided councils, weak mayoral posi-
tions and budget constraints. Proposed legislation
can become so packed with a grab bag of issues
from everyone’s social agenda that the legitimate
process is rendered unworkable. Sometimes wise
leadership has no other choice but to seek the coun-
sel of qualified outsiders.

Sewer Permit Allocation Ordinance-Los Angeles

In 1988, Mavyor Bradley convened a Citizens Review
Committee to comment on a proposed sewer permit
allocation ordinance. This less than romantic task
would effect the pace and location of development in
the city of Los Angeles over the next several years. It
was, in fact, a prism through which we could justifia-
bly look at transportation issues, neighborhood is-
sues, urban sprawl, edge cities and each of the inputs
in the urban development process.

The political process had loaded every wish list
imaginable on the sewer ordinance, including the
ratio of commercial development in the city to hous-
ing and the implementation of water saving devices
in commercial buildings. A draft proposal of the
ordinance stated that permits would be allowed on a
priority basis for the following: homeless shelters,
affordable housing, projects that achieved a 35 per-
cent net reduction in waste water, economic enter-
prise zones, approved redevelopment areas, projects
within one-half mile of the nearest mass transit,
commercial projects providing child care for 30 or
more children and home owner remodeling of less
than 1,500 square feet. The focus of the proposed
ordinance had been lost. Instead of sorting out the
issues and settm;.1 priorities, an arbitrary laundry list
of social justice issues, without debate or prioritiza-
tion, had brought the allocation process to a dead
halt.

Often, by the time the focus is lost, the news of
the dilemma has also become public. The public
entity can be under siege from constituents and the
press. (Counselors’ opinions, conclusions and mis-
taken judgments may end up in the local paper or in
The Wall Street Journal!) Those involved individuals,
elected and salaried, are probably experiencing per-
sonal distress. Things have become desperate, and
there are no face-saving means for closure.

Our minority report stated that the proposed
ordinance was unfair, inconsistent with the city’s
general plan and far too stringent. We estimated it
would take a developer two years just to clear the
sewer permit process hurdle. We further recom-
mended a sunset clause for the ordinance.

Convention Center Site—Denver

Ten years ago, the City of Denver and the State of
Colorado were locked in a vice grip when they
asked the Urban Land Institute (ULI) to provide a

Public Process Counseling

panel to choose the location of a proposed convention
center. This project—along with the then proposed
new airport—had been bogged down for years in
bitter disputes between city and state (each which
felt it had jurisdiction) and among the more powerful
members of the Denver real estate community. A
new convention center was sorely needed to bolster
the declining tourism business, yet the city fathers
and developers could not unite around this worthy
objective. Feelings ran so high our panel of ten was
sequestered the entire week of deliberation.

Sequestration is not uncommon in such en-
deavors. It serves as a tangible reminder that a pub-
lic process counselor is subject to a high standard
of behavior. In performing most of my assign-
ments, without sequestration, | find myself oppor-
tuned fairly often to attend functions or to meet
with influential and popularly attractive individuals
as guests of parties with interest in the assignment.
Like it or not, a public process counselor must sus-
tain, throughout the assignment, the detachment
and independence of a true senior counselor.

Los Angeles Finance Task Force

In other, less emotionally charged instances, the
counsel of outside advisors is sought as the basis for
planning. I had the opportunity to serve on a public
pro-bono Finance Task Force for Los Angeles Mayor
Tom Bradley. Our task was to review the city’s eco-
nomic condition and financial structure, to identify
operational and capital requirements to maintain
appropriate levels of service and to examine conven-
tional and alternative revenue sources to maximize
capital formation and funding. The task force worked
extremely well together. It was a stellar group, includ-
ing future State Treasurer Kathleen Brown and future
State Controller Kathleen Connell. In fact, in each of
these assignments, | personally have found the qual-
ity and dedication of the private citizens involved one
of the primary benefits of the experience.

The Charge Or Assignment

Rarely is the charge of public policy counseling to
arrive at a bottom line solution. (The Denver Conven-
tion Center Panel was unusual in this regard. The
city and the state agreed to abide by the location
decision of the ULI panel.) Herein lies the greatest
contrast to private transaction counseling in a normal
business environment. Indeed, there may not be a
bottom line, hard-nosed solution to the dilemma.
There is room for softer type decisions, as well as
purely utilitarian decisions, and the impact can be
just as forceful within the area of conflict:

® The focus might be on the process for decision
making or administration, identifying and bring-
ing in good practice from the outside and rein-
forcing good practice where it is found in the
client organization.
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® The focus might be to identify bad practice or
condition, not by being overly critical but by
pointing out why another administrative process
might be more effective.

In Mayor Bradley’s Finance Panel, previously dis-
cussed, we came face to face with the problem partic-
ular to Los Angeles and certain other locales: the
multiplicity of jurisdictional authorities operating in
the same area, including federal, state, county and
city, together with a weak mayoral position, a strong
but internally divided city council and the lack of any
cohesive regional planning authority. In particular,
this assignment demonstrated the severe price paid
at all government levels for failure to have a longer
term planning process and vision.

The essence of our findings was that the city
utilized an extremely short time frame for planning
purposes, engaged in an excessive amount of de-
ferred maintenance (thus understating current bud-
getary requirements) and was lagging in its
mandate to privatize operations. The lack of a plan-
ning cycle much longer than a year rendered the
city ineffective in resolving key issues for Los An-
geles, such as air quality, wastewater treatment, etc.

We concluded with a set of ten recommenda-
tions, including an increased local gasoline tax to
fund deferred street maintenance. An increased
gasoline tax appeared on the ballot and was defe-
ated. Funding was provided for a portion of the
deferred maintenance. An inter-departmental pro-
cess was initiated to improve management of city
facilities and, most important, the City Council
committed to develop a strategic financial plan and
engage in multi-year planning. (This well inten-
tioned response did not materialize.)

Leasing Of Office Space For State Agency

A more recent assignment involved advising a state
agency on purchasing or leasing significant office
space in downtown Los Angeles, which currently
has one of the highest vacancy rates in the country.
An obvious private transactional decision would in-
corporate price weaknesses in untenanted modern
structures. Yet the state was willing to take part of
its space by rehabilitating outmoded buildings in
less than desirable locations. Using state funds to
rebuild the decaying urban core had considerable
appeal to certain private businesses which were
also trying to hang on in the older inner city. Thus,
a public process counselor must be tolerant of am-
biguity and open to a multitude of stakeholders.

Suggested Process For Counseling Decisions

Regardless of the nature of the charge, public pro-
cess counselors must actively seek and process
large amounts of pertinent and often conflicting in-
formation with great precision. Indeed, the under-
lying cause of political logjam is often a failure to
seek and see, to hear and listen to all the critical
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data. It is from this data that stakeholders can be
identified and assigned relative value, that existing
conflicts can be dissected and potential ones per-
ceived. It is through this information that creative
solutions are found which are cost effective and yet
serve the people of the targeted area.

The gathering of this information can be a for-
midable task and may take some unconventional
forms. One must move beyond the controlled pre-
sentations which are usually proffered to a truly
investigative and pro-active role. This type of inter-
viewing is obviously more painstaking and time
consuming, but the pavoff is there. The Denver ex-
perience is a good example.

Denver Approach

Our panel of ten spent a week there, sequestered the
entire time, as varying city leaders were convinced
one of the developers would attempt to buy us off.
We conducted interviews with about 100 citizens,
politicians and developers. The crux of our panel’s
decision making entailed my interview partner for
the week, Nick Trkla (who passed away far too soon
just this vear), and me walking from the busiest
intersection in downtown Denver to each of the
proposed sites. We arrived at our recommended site
in eight minutes. One of the other favored sites took
us 43 minutes to reach. None of the others took less
than 16 minutes. This was not a particularly sophisti-
cated nor trying process. We recommended a site in
the center of downtown Denver, with compactness to
nearby hotels and an easy walking distance for con-
ventioneers during inclement weather. This rather
simple-minded approach taken by Nick and me pro-
vided clarity and focus to the assignment and un-
packed the decision of patronage, favoritism and
ancillary issues which had rendered the decision-
making process cumbersome and unmanageable.

Pension Fund And The Interview Process

A very recently completed paid assignment called
for an expanded and much more rigorous form of
the interview process. My charge on this assign-
ment was to make recommendations to improve the
investment process in real estate for our client, a
large public pension fund with roughly $5 billion in
various real estate assets. I was fortunate to have an
excellent partner on this assignment, and we per-
formed our task over seven months.

We conducted approximately 100 interviews
with trustees, staff, advisors, consultants and
many disinterested pension funds and pension
fund advisors throughout the real estate industry. It
was our goal to identify bad practices within our
client and the industry and hold them up for critical
comment as well as to identify good business prac-
tices within our client and the real estate pension
fund industry and hold those up to our client as a
new model. We knew there would be little impact if
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after all these interviews, we only came up with a
long list of new practices for the trustees and senior
staff. From the beginning we needed to have im-
pact on the process and the actors. That is, we
should utilize at least a portion of each interview to
begin influencing behavior in the direction it was
assumed we would be heading. Thus, the assign-
ment itself became a process for change, and we
became agents of change during a portlon of each
interview. Just to be assured, early in the assign-
ment [ checked out our game plan/technique with a
couple of senior friends at McKinsey & Co., and
they validated this approach.

The assignment terminated in a five hour off the
record workshop with the pension fund trustees.
Interestingly, all the good practices we recommended
came from the interviews with the pension fund
advisors. It now appears that we will have some
impact on our client. The extent to which this is
borne out in future practice will, in our opinion, be as
much the result of the pro-active interview process
we adapted for our counseling, as it will to the final
workshop and written recommendations.

Los Angeles City Hall Seismic Project

Los Angeles City Hall is a designated historical
monument and a cultural icon (which means it has
been featured on “Dragnet” and in “Batman”
movies). Our panel was handed a list of seven op-
tions. The instructions from the office of the mayor
were to undertake a comprehensive fresh look at
the project and seek more cost effective solutions.
Because of the cumbersome move-ins and move-
outs of tenants and the working and reworking and
reworking again of the same space, some portions
of the seismic rehabilitation were costed out at as
much as $600 a square foot. Following initial con-
sultant presentations, which felt more like indoc-
trinations, the panel opted to be sequestered for the
balance of its discussions. One unfortunate result
of this process was that we had no opportunity to
engage in a comprehensive counseling process.
Our report was issued to the mayor and city coun-
cil, became public immediately, and we became ad-
versaries to the project team as well as others
within the Los Angeles City Hall.

The project suffered from a governance system
led by a strong but divided City Council, an
equallv strong mayor with very limited mavyoral
power and a somewhat independent Department of
Public Works. Responsibilities were blurred; focus
was lost. There was no organic process to gain clo-
sure or consensus. As usual, the project became
packed with Christmas tree ornaments from every
participant, including deferred maintenance, the
newest fire and safety regulations, the most mod-
ern office set-ups (on 7,500 floor plates in the upper

Public Process Counseling

tower). Lack of control of the budget and the pro-
cess provided a field day to the consultants, project
managers, architects and engineers who piled pro-
ject upon project, ripped out leasehold improve-
ments, evicted office occupants into other space
and labored profusely over three or four layers of
plans. Indeed, the project had come under the con-
trol of the consultants who obviously resented the
panel and, subsequently, may have attempted to
discredit its recommendations. It seems they have
even held off the repair of superficial wall cracks in
the offices of City Council members as a form of
daily psychological reminder of the presumed in-
herent danger in the structure.

Our findings were comprehensive. In general
we agreed it made sense to save the building as a
cultural icon, but that no more than $165 million
maximum (a bit over $200 a square foot) should be
spent on the project. As a frame of reference, this is
in a market where Class A buildings can be pro-
cured for $40-$100 a foot or for as little as one-third
of current reproduction costs. We also offered de-
tailed advice on the governance process for the pro-
ject. Our ultimate impact is not vet apparent, but
the process of debate and discussion among key
decision makers is well underway.

Suggested Criteria For Public Policy Counseling
Decisions

The following criteria are suggested as a possible
model for real estate counseling in the area of pub-
lic policy:

Identify relevant stakeholders. In many cases
the public policy process identifies a huge list of
potential stakeholders and then lacks the will
and process for setting priorities and assigning
values. In the public arena, this list ought to be
drawn with awareness and imagination. Al-
though the list of stakeholders may become
long, being on it does not assure priority.

Identify potential conflicts. Stakeholders must
be heard and respected. However, rather than
decorating every decision with a conceivable so-
cial goal, the public process must begin to de-
velop a context for decision making which
focuses on a cost-effective solution to the basic
problem be it locating a convention hall, repair-
ing a structure, allocating sewer permits or leas-
ing office space.

Seek creative solutions. Too often the political
process becomes binary. You are either for me
or against me. There is a need for more aware-
ness of the ambiguities and uncertainties in de-
cision making. Room must be left for open
exploration of other options. Perhaps a project
can be staged or deferred to spread out the
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costs. Perhaps there are other options for clean-
ing up downtown rather than reducing the ef-
fectiveness of government workers.

Maximize long term benefits. This utilitarian
concept is self evident, but it is often lost in the
political process. Short term solutions produce
greater long term problems. We saw this in the
Los Angeles Finance Task Force as well as the
City Hall Seismic Project. This is an extraordi-
narily difficult process for politicians. Perhaps
not quite so difficult for statesmen. We need
only look to our federal government which ap-
pears fundamentally lacking in long term bud-
geting, capital budgeting and the multitude of
short and long term policy trade-offs.

Respect the public process. Public servants
deal with their own kinds of problems: conflict-
ing objectives, multiple stakeholders and in-
tense political pressures. Many governmental
activities are inter-connected and cannot be iso-
lated. Sometimes government requires soft
judgments, rather than pure business judg-
ment. Political pressure is not an evil. It is a
reality in the public sector and in its best sense
embraces public interest and public trust. Too
often we denigrate the public servant who must
come back every day to deal with massive prob-
lems, insufficient funds and an often hostile
press. In the meantime, we journey back to the
suburbs with a self-righteous glow from a week
of service to the community. Extremely capable,
intelligent and caring men and women repre-
sent our interests in the day-to-day workings of
government. They deserve to rest Lont:dentlx in
our trust as well as our scrutiny.

Be a consensus builder. Consensus building is
possible only when all participants in the as-
signment trust and respect the real estate coun-
selor's unbiased desire for success in their
individual roles. The pro-active multiple inter-
view process can be a more potent vehicle for
developing that trust and respect than the final
written document or presentation. It is possible
to employ the suggested criteria and still not
attain consensus in your assignment; con-
versely it is lmp055|ble to reach consensus
without employing them. Our goal as real es-
tate counselors is to leave behind a cohesive
unit of government, empowered by trust in and
respect for each other.

Criteria Application
The Los Angeles City Hall Seismic assignment is
evaluated here utlhzmg the proposed criteria.

The stakeholder issue was immense. When one
considers the tremendous cost of rehabilitating a
pop-culture icon against the immense needs of the
city for public security, health, education, etc., it is
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easy to trash the structure. Yet, the city needs a
centering structure in the downtown, but at what
cost—5$100, $200, $400 per square foot?

The conflicts were overwhelming: City Council
members’ safety and comfort, public access, seis-
mic engineers, consultants, historical preservation.
The list goes on and on.

Creative solutions included purchasing a mod-
ern structure with no civic identification, closing off
80 percent of the tower structure, demolition of City
Hall or rebuilding a modern structure.

What would be the long term benefits for the
city? What would be the trade-off between $200
million for health, safety and education today
versus a cultural icon a half century from now?

Respect for the public process exposed us to
attack from the City Council, Department of Public
Works, various consultants and the local media. An
ad hoc group of advisors can be made impotent in
the face of such ingrained interests. Yet, how is the
public voice to be heard?

Consensus building. Perhaps our sequestration
was incorrect. Yet we felt we had to perform as
independent agents. There was too much self interest
in the programmed presentations. Perhaps we
should have overridden the imposed agenda and the
schedule so that we not only made our independent
evaluation but, perhaps, also reached consensus.

Conclusion

[ have established two personal conditions for ac-
cepting a public process counseling assignment:
Can [ tell the truth as I come to understand it? Can
[ have an impact? Although I have encountered
some rough spots along the way, the first condition
has been met in each of the public service assign-
ments described in this article. The second issue is
problematic. Coming from the business world, my
idea of having impact is much more concrete than
anything I have experienced in the public process
counseling arena. | would say that my own efforts
in this area are mixed to date, but they are not
without some impact in each assignment.

Process counseling is far more complex than
transactional counseling. As is the case with any
type of business practice, the only way to master it
is by doing it and learning from your successes and
failures. The role of a real estate counselor in public
process assignments is to help clear away the debris
and focus on the primary issues. It is to develop an
orderly procedure for prioritizing important issues;
to evaluate, admire and defend good practice and
to critically and objectively evaluate bad practice; to
create an atmosphere of professionalism and calm
in the midst of controversy. It is, as usual, to help
guide our clients to do the right thing.

RrEar Estate Issues  December 1996



TO BUILD OR

NOT TO BUILD:

AN ANALYSIS
OF THE
BENEFITS OF
NEW SPORTS
FACILITIES

by Mark L. Mitchell

To Build Or Not To Build: An Analysis Of The Benefits Of New

s the time and money being devoted by local

governments to the issue of sports stadium and

arena construction worth the effort? To be cer-
tain, sports franchises are unique businesses that
involve communities in ways other businesses do
not. The community’s sense of attachment to and
involvement with the Dallas Cowboys, the Seattle
Mariners or the Colorado Avalanche is distinct from
responses on the expansion or relocation of a man-
ufacturing business or the construction of a new
mall. This article explores the current atmosphere of
stadium and arena construction and the debate sur-
rounding the benefits of such construction, the de-
velopment of the sports industry's economic
structure and its impact on the playing venue issue,
and the effect of new playing venues on team
values.

Stadium And Arena Construction

Los Angeles Rams Move To St. Louis

In January 1995 the Los Angeles Rams announced
thev were moving to St. Louis for the 1995 National
Football League (NFL) season. St. Louis was se-
lected because of the city’s generosity and the large
real estate development known as the Trans World
Dome. The Rams were assured stadium revenue of
$20 million annually, including all earnings from
120 luxury suites and 6,200 club seats (which St.
Louis guarantued would be 85 pertent sold), all the
revenue from concessions and 75 percent of sta-
dium advertising sales. The deal also included
funds up to $60 million from the sale of personal
seat licenses—an instrument requiring fans to pay
up to 54,500 just for the right to buy a season
ticket—which the Rams would use to cover existing
debts, relocation costs and the expense of a new
training facility. The rent paid by the Rams would
be only $250, 000 a vear, estimated as the fifth low-
est in the NFL when the lease was signed, and
significantly less than the $1.8 million paid by the
Rams for the use of Anaheim Stadium. The cost of
the Trans World Dome, an estimated $280 million,
was borne entirely by state and local taxpayers.

Cleveland Browns Move To Baltimore

In November 1995 the Cleveland Browns an-
nounced they were moving to Baltimore for the 1996
NFL season because of a large real estate develop-
ment in the form of an as-yet-to-be-named football
stadium and the generosity of the city of Baltimore.
The move provided an opportunity for Art Modell,
the majority owner of the Cleveland NFL franchise,

Mark L. Mitchell, CFA, ASA, 1s a principal of Business Valua-
tion Services, Inc. in Dallas, where he participates in all phases
of the firms project management and client development
Mitchell has extensive experience in the valuation of business
interests for gift and estate tax purposes, and he provides opin-
ions on fairness and solvency issues. Mitchell also serves fre-
quently as an expert witness for tax and commercial cases.
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to increase revenues by as much as $30 million an-
nually through a favorable lease arrangement on
the new facility. Under a 30-year agreement with
the Maryland Stadium Authority, the Browns will
pay stadium operating expenses of approximately
$3 million per vear. However, they will have use of
the stadium rent-free, and they will keep all
revenue from concessions, parking, stadium adver-
tising and 108 luxury boxes and 7,500 club seats.
The Browns would keep as much as $75 million
generated from the sale of personal seat licenses
which would cover moving expenses and any re-
location fee required by NFL owners. In addition, a
$15 million training facility would be constructed.
The stadium’s estimated cost of approximately $200
million was being generated through public
funding.

Houston Oilers Move 1o Nashuille

In May 1996 voters in Nashville, Tennessee ap-
proved the sale of $80 million of general obligation
bonds, clearing the way for the NFL's Houston
Oilers move to Nashville for the 1998 season. The
team will play in a new $292 million stadium
funded in part by a city commitment of $149.5 mil-
lion, part of which will be satisfied by general obli-
gation bonds with the remainder garnered from
surplus funds in the city’s water department and
rent collected at the stadium. The agreement with
Nashville included $28 million in relocation costs
for the Oilers and, according to reports in the
Houston Chronicle, lease terms that will provide
Oilers’ owner Bud Adams with approximately $350
million in revenues for the first 10 years of the 30-
vear lease.

Other New Facilities

The NFL isn’t the only professional sports league
enjoying a stadium-building boon. According to re-
ports in Forbes, June 1994, more than $1 billion has
been spent for facilities which opened since 1992,
ground has been broken for another $1.5 billion and
plans are underway for an additional $5 billion in
construction by the end of the decade.! For exam-
ple, the city of Cleveland built Jacobs Field, a major
league baseball park, for the Indians and Gateway
Arena for the NBA Cavaliers at a total cost of
$236 million. In March, voters in Detroit over-
whelmingly approved public funding for the Tigers’
new baseball stadium at a total cost of $235 million.
In October 1995, ground was broken on a $175 mil-
lion sports arena in Washington, D.C. for the Wash-
ington Bullets of the NBA and the Washington
Capitals of the NHL. The District of Columbia com-
mitted $56 million in funding to be raised through
a bond issue. The Seattle Mariners have approval to
build a $320 million retractable roof stadium with
$107 million in funds from the state of Washington
and the balance from local tax hikes. In fact, the
Dallas Morning News has reported that 49 out of 113
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major league franchises in hockey, basketball, foot-
ball and baseball are considering a relocation unless
a new arena or stadium is built or lease concessions
are granted by the landlord.?

The Sports Industry

To place in perspective the sports franchise reloca-
tion and stadium/arena issues, it is helpful to exam-
ine certain structural elements of the sports
industry beginning with monopoly factors. The
first antitrust legislation was the Sherman Act of
1890 passed by Congress in response to widespread
trust formation. Companies in a variety of indus-
tries combined collusively to limit supplies and
raise prices, thus placing a firm’s voting stock into a
so-called trust agreement which provided for collec-
tive action and profit sharing. The Sherman Act
made it illegal to monopolize trade and outlawed all
combination or conspiracy in restraint of trade.

While the vigor with which antitrust policies
have been enforced over the years has varied with
the political climate, the dilemma posed for the
sports business was obvious. The basic form of the
sports business, the league, was a monopoly to re-
strain and control the commerce of staging games.
The Supreme Court granted professional baseball
an antitrust exemption in 1922 in Federal Baseball
Club v. The National League. In this case, the court
ruled that baseball was not engaged in interstate
commerce and was, instead, the country’s national
pastime and not subject to federal regulation.

The NFL later argued that the Federal Baseball
Club exemption ought to cover football as well. The
court did not agree and ruled it was Congress’ re-
sponsibility to remedy the situation. While the NFL
has never received a blanket exemption from anti-
trust law, in 1961 a limited exemption was granted
to allow the league’s member clubs to collectively
bargain for and share equally in network television
revenues. A limited exemption also was granted in
1966 to allow for the merger of the National and
American Leagues.

The NFL's battle for special status under anti-
trust law highlights one of the most fundamental
aspects of professional team sports; each profes-
sional sports league operates under a monopolistic
structure. “In simplest terms, professional sports is
a closed club with a limited number of member-
ships. Within that club, the value of each member-
ship continually rises, regardless of individual
appeal, because the number of memberships is
fixed.”* Such practices as player drafts, exclusive
broadcast rights and the control of markets and
expansion are anti-competitive in nature. Over the
years, some of these issues, principally plaver
movement, have been successfully challenged in
court, but each league controls the actual staging of
games and the awarding of franchises.
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QOakland Raiders

Franchise relocation in the NFL was irretrievably
altered by the Oakland Raiders in 1980. When the
Los Angeles Rams decided to leave the Los Angeles
Coliseum in 1978 to play their games in Anaheim
Stadium, the Los Angeles Memorial Coliseum
Commission (LAMCC), facing substantial operat-
ing losses with the departure, decided to lure an-
other NFL team into the Coliseum. On March 1,
1980, Al Davis reached agreement with the LAMCC
and announced that the Oakland Raiders were
moving to Los Angeles. Subsequent to this an-
nouncement, the NFL filed suit against Davis, and
he filed suit against the league claiming antitrust
violations. On May 7, 1982, the jury decided in
favor of Davis, ruling that Section 4.3 of the NFL
constitution violated the Sherman Act and that the
league had breached its contractual duty of good
faith and fair dealing. Section 4.3 required that a
franchise receive prior approval from the other NFL
teams before transferring to a different city outside
its home territory. If the proposed transfer was to a
location within the home territory of any other
club, approval would require a unanimous vote;
any other transfer required an affirmative vote of at
least three-fourths of the league’s members.*

Baltimore Colts

One of the most significant aspects of Davis’ suc-
cessful move to Los Angeles was the leverage it
gave owners in negotiating improved stadium
leases or in obtaining a new stadium. In 1984, Rob-
ert Irsay took advantage of this circumstance and
moved the Baltimore Colts to Indianapolis. This
city was so eager for an NFL franchise that it guar-
anteed Irsay annual revenues of $7 million, a $4
million office and training-center complex and more
than $12 million in loans. Also, Bill Bidwill, owner
of the St. Louis Cardinals, moved his team to ’hoe-
nix prior to the 1989 season.®

Thus, the stadium game being played by sports
franchise owners is a simple matter of supply and
demand. With supply restricted, the demand for
teams exceeds the supply of teams. As long as this
persists, municipalities without teams will serve as
leverage for team owners looking to upgrade the
status of their team’s stadium or arena. For the
owners, the impetus to seek a new playing venue is
a simple matter of economics. New venues translate
into increased profits. The key component of most
new stadiums and arenas is the addition of luxury
suites whose revenues are typically retained by
franchise owners. This is particularly important in
the NFL where revenue sharing among the teams is
so pronounced. Television contracts with the net-
works and cable channels generate approximately
two-thirds of the NFL's total revenues from admis-
sion and broadcast receipts. The rights fees paid by
broadcasters are shared equally among NFL teams.

In addition gate receipts are split with the home
team retaining 60 percent of revenues and the visit-
ing team taking 40 percent, after expenses are paid.
Stadium-generated revenues are not subject to
profit sharing, and the absence of such revenues is
cited by owners, such as Art Modell of the Browns,
as a competitive factor in placing a winning team
on the field.

Cleveland Indians And The Texas Rangers

Luxury suites are not the only story for franchise
owners. The Cleveland Indians and Texas Rangers
have seen attendance increases of more than 50 per-
cent in their new stadiums despite ticket prices that
are 30 percent higher than ticket prices were at their
old venues. In fact, according to economists James
Quirk and Rodney Fort, baseball teams draw 62
percent more fans during their first five years in a
new stadium than they did during the previous five
vears in an old stadium.® This is particularly impor-
tant in baseball where admission revenues are typ-
ically the single largest source of potential income.”

Franchise Values

Revenue multiples for franchises in the four major
sports generally have been in the range of 2.0 to 3.0
with football and basketball franchise values falling
at the high end of the range on average. Hockey
and baseball franchise values generally fall from the
middle to the low end of the range on average.®
With new playing venues generating between $10
million and $40 million worth of additional reve-
nues for franchise owners, it is clear that much of
the benefit accrues to team owners in the form of
increased franchise values. For example, reported
estimates on the increase in value of the Cleveland
Browns (now the Ravens), as a result of their move
to Baltimore, were approximately $40 million (from
$160 million to $200 million). Likewise, the valua-
tion of the St. Louis Rams increased by a similar
amount as a result of the guaranteed revenue-
generating capacity of the Trans World Dome.”
When stadiums are funded primarily through pub-
lic means, taxpayers are subsidizing franchise
operations.

The increasing importance of stadium arrange-
ments has altered the factors influencing franchise
values. Prior to 1983, a magazine article noted that
“close consideration should be paid to the location
of a franchise when determining a value for the
franchise right itself” because “the right to operate
as a monopolv in Chicago, New York or Los An-
belL‘b is worth more than a similar right to operate
in Portland, Kansas City or San Antonio.”!? As
noted in a 1978 article in Sports Illustrated on money
in sports, “one franchise in a market that can sup-
port two teams equals double the demand, which
equals higher ticket prices, which equals greater
profits.”!' With the current absence of an NFL team
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from the Los Angeles market, it is interesting to
contrast this development with the LAMCC’s ef-
forts in 1978 to lure a team to the Coliseum. In
addition to discussions with Al Davis, the LAMCC
attempted to convince Ralph Wilson, owner of the
Buffalo Bills, to move his team to Los Angeles.
Wilson spoke with the LAMCC several times dur-
ing the last half of 1978. According to Bill Robert-
son, then LAMCC president, “Wilson said that he
would love to be playing in Los Angeles . . . be-
cause of what he saw as the tremendous potential
here because of our population.”!?

Market size is not the influence it once was in
the NFL as evidenced by both the Rams and
Raiders deciding to exit the Number 2 television
market in the nation for St. Louis (Number 20) and
Oakland, respectively (splitting the Number 5 Bay
Area market with the San Francisco 49ers), the
Browns leaving Number 13 Cleveland for Number
23 Baltimore, and the Oilers leaving Houston, the
Number 11 television market for Number 33 Nash-
ville. Freedom of movement combined with mo-
nopolistic restriction of supply and a willingness on
the part of cities to transfer wealth to team owners
through the construction of new stadiums have led
to the increased importance of stadium arrange-
ments in the creation of value in all sports.

Economic Benefits Of Professional Sports
Investments For Communities

Rosentraub And Nunn

As far back as 1978, authors Rosentraub and Nunn
explored the economic benefits of professional
sports investments by suburban cities, focusing on
Arlington, Texas (home of the Texas Rangers major
league baseball team) and Irving, Texas (home of
the Dallas Cowboys professional football team). The
city of Arlington enticed the Washington Senators
move to Texas from the nation’s capital in 1972, and
in 1971 the city of Irving brought the Cowboys from
Dallas to the suburbs to play in Texas Stadium. The
authors concluded that, within the limits of their
study, both cities had difficulty capturing the bene-
fits of their investment. Neither did as well econom-
ically as comparison communities when measured
by sales and property tax collections and municipal
expenditures and debt levels. Further, economic
benefits were regional rather than local, although
the risks in terms of costs were born locally rather
than regionally."?

Colclough, Daellenbach And Sherony

Colclough, Daellenbach and Sherony adapted the
Regional Input-Output Modeling System (RIMS II),
compiled by the US. Department of Commerce,
Bureau of Economic Analysis, to examine the
economic impact of a minor league baseball sta-
dium in La Crosse, Wisconsin. The general theory
underlying RIMS II is that autonomous spending
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injections, usually from outside the community,
produce increased sales and income for local resi-
dents. A multiplier effect occurs when these resi-
dents, in turn, spend part of the additional income
locally, thus creating more sales, income and jobs in
the community. RIMS II includes multipliers for 531
business and industrial sectors and 38 aggregate
sectors for individual counties or multi-county
areas in the United States. While the paper’s focus
was the construction of a measurement model, the
estimate developed by the authors for the annual
economic impact of the baseball stadium was less
than one-third the impact cited by stadium propo-
nents when soliciting support for the project. The
authors suggested that communities consider bene-
fits other than economic factors, including enter-
tainment value, community identity and quality of
life, !4

Image

In fact, the stadium/arena debate often boils down
to proponents citing intangible or indirect benefits
while opponents quote from numerous academic
studies. Thus, it appears that direct economic bene-
fits are limited. Image, a key concern for political
leaders who aspire to create a national presence for
their community, is one such intangible benefit.
Mayor Philip Bredesen of Nashville cites the desire
for his city to be like Charlotte, North Carolina,
Orlando, Florida and Jacksonville, Florida, all grow-
ing southern cities with one or more professional
sports franchises. What benefits result from creat-
ing the image of a big league town? Mayor
Bredesen suggests that image attracts business,
spurs development and keeps younger Nashville
residents from leaving for New York, Chicago or
San Francisco.!” Likewise, Dick Kravitz, city council
president of Jacksonville (the Jaguars began play in
1995 as an NFL expansion team) said the city hopes
the team’s presence will sharpen Jacksonville’s im-
age as a place to live and do business. Primarily for
that purpose, Jacksonville underwrote the $135 mil-
lion refurbishment of its Gator Bowl.'® John Fon-
dersmith, chief of Washington, D.C.s Office of
Planning, says that city officials hope the new
arena for the Bullets and Capitals will revitalize a
long blighted area in the Gallery Place district and
spawn a new entertainment district serving down-
town and government offices.!”

Robert Baade

Studies suggest that the reality of achieving collat-
eral benefits from a move into the big leagues is far
from clear. In such a study, Robert Baade, an eco-
nomics professor at Lake Forest College in Illinois,
looked at 48 United States cities between 1958 and
1987, including 36 cities with professional teams in
one of the four major team sports: baseball, foot-
ball, basketball and hockey. In conclusion Baade
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explains, “For professional sports to contribute sig-
nificantly to the local economy, it must induce large
net increases in spending. In the short run, local
spending by sports fans does not represent an in-
crease in Gpendmg on leisure activity but is merely
a diversion of leisure dollars from other activities.
People have only so much to spend on fun and
games, so what goes for the home team comes out
of what would have gone for movie or theater
tickets, concerts, museums, tractor pulls, what-
ever.”™ In addition, Baade’s study found no evi-
dence to suggest a professional sports franchise is
an important factor in business location. Further,
the multiplier effects were not of a magnitude to
suggest that sports facilities expenditures were
worthwhile. Baade noted that in studies supporting
public subsidies, projects were worthwhile if they
induced indirect expenditures of $3 for every $1 of
public money spent. However, he found the recent
norm for stadium multipliers was two or less.

Roger G. Noll

Roger G. Noll, a professor of economics and public
policy at Stanford University, acknowledges that di-
rect economic benefits are limited; however, he
does agree that municipal spending to attract and
keep professional sports teams has certain intang-
ible effects. “Our psychic investment in sports is
disproportionate to its economic importance to a
city. Why make the phony economic development
arguments when the value of sports teams is
clearly from the pleasure they provide.”" The ab-
sence of direct economic benefits may also be offset
to some degree by other development. Baltimore
and Cleveland have made their new baseball sta-
diums a part of a larger downtown renewal. If such
stadiums actually succeed in spurring renewal and
creating the pollmal will for such redevelopment,
their direct economic effects may be irrelevant.

Empty Stadiums
As some cities have discovered, building a stadium
or arena doesn’t necessarily guarantee a big league
tenant. St. Petersburg, Florida built its Suncoast
Dome in 1991 before the city landed a professional
team. In 1998, an expansion major league baseball
team, the Devil Rays, will begin play there. In the
interim, the stadium has cost the city up to $8
million a vear in interest on construction loans.
Plus the stadium’s meager schedule for concerts
and tractor-pull events is also producing a deficit.
According to Connie Kone, a member of the St.
Petersburg City Council, the tax increases needed
to support construction of the stadium actually
drove some residents and businesses out of the
city.?°

Nashville’s first building effort has come up
empty so far. Mayor Bredesen pushed through ap-
proval for a 20,000-seat downtown arena to be
financed by property taxes with the intention of

seeking NBA and NHL franchises. Although the
New Jersey Devils seriously considered a move,
they ultimately decided to stay put.

Conclusion

The construction of stadiums and arenas is the
sports industry’s latest development to enhance rev-
enue production for team owners. The industry’s
monopolistic structure allows team owners to use
franchise locations as leverage in securing improved
arrangements for playing venue. The result, partic-
ularly in the NFL, has been increased franchise
relocation. Based on the results of numerous
studies, the question of committing public funds to
the construction of stadiums and arenas to keep or
attract a franchise should not be based on direct
economic benefits. The consideration should be on
the community’s self-image and the place sports
will play in the growth and development of commu-
nity life.

Public funding of new stadiums and arenas
should be recognized as a direct subsidy to fran-
chise owners who reap the benefits of higher oper-
ating profits and increased franchise values. This
fact, however, does not suggest that it is inappropri-
ate to build sports facilities, in whole or in part,
through public funding. Rather, if such plans have
citizen support, they should be viewed in the con-
text of the overall goals established for the commu-
nity’s growth and development. After all, to the
citizens of any community, sports is about being a
fan and uniting in support of the home team. This
sentiment is best described in a quote from a recent
Sports Illustrated article, by Carmen Cangelosi, on
the 1929 World Series between the Philadelphia A’s
and Chicago Cubs. Cangelosi, a 78-vear-old retired
graphic artist, still remembers sitting in Mason’s
Dance Hall and listening to the 7th inning of Game
4 on the radio:

“That inning made me a baseball fan for
life.

[ was an Athletics fan for life. I still know all
the players.

I know where they played. | know

their nicknames: Bucketfoot Al. Double X.
Old Reliable. Lefty. Mule.

I know that 10-run inning and who scored
and how they scored. Just like it was yesterday
at Mason’s. I remember when they won the
World Series. There was a buzz in the air. An
energy. You felt good about yourself, about your
city, about everybody around you. It broke my
heart when they moved. They're long gone, but
I remember everything. | sometimes go to sleep
thinking about them. What a team!”*!
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SPORT
FRANCHISES,
SECOND-TIER
GROWTH
MARKETS AND

OPPORTUNITIES

FOR THE REAL
ESTATE
COUNSELOR

by R. Thomas Powers, CRE

he hop-scotching of major league sport fran-

chises has become big business for many large

metropolitan areas, creating the potential of
new business opportunities for real estate coun-
selors. When a city receives a franchise, a new
arena frequently must be built, real estate uses
around the new facility often need to be rethought
and new retail, hotel and office development and
investment opportunities in the area may need to
be created. Now, consider those cities which lose a
team. Generally, an adaptive reuse of the older
arena area is possible assuming another similar
professional team cannot be enticed to move in! So
with track shoes on, the real estate counselor can
enter the race for this new business, or should he?

Examining The Counselor’s Relative Opportunity
Just how much business opportunity does fran-
chise hop-scotching at the major league level create
for the real estate counselor? As an example, let’s
look at major league baseball. Consider that there
are 28 major league teams, in all. During the cur-
rent decade, five of these teams remained in the
same city and moved into new arenas. Four new
teams have been (or soon will be) added to the
roster: Florida and Colorado in 1993 and the Ari-
zona Diamondbacks and Tampa Bay Ravs in 1997.
These nine business opportunities represent 32 per-
cent of all major league baseball teams.

Now, consider the growth of professional base-
ball franchises in second-tier markets. Data here is
admittedly sketchy, but the relative opportunity is
clear. There are 115 minor league affiliates and 28
Major League Baseball clubs, a 4:1 ratio working in
favor of smaller cities. And, by the best count avail-
able for this decade-to-date, 47 of the minor league
affiliates have been startups in new towns (mean-
ing they also left a city) or they have moved into
new arenas within the same city. By this measure,
the opportunity for the real estate counselor clearly
favors the smaller growth market.

Other, non-baseball examples of rapidly grow-
ing sports-related new business opportunities
abound in second-tier growth cities. Consider that
soccer and NASCAR (National Association of Stock
Car Auto Racing) are the two fastest growing
sports in the U.S today, and both are significantly

R. Thomas Powers, CRE, is general manager of Georgia-
Pacific Development Company, the community development
subsidiary of Georgia-Pacific Corporation. He has been actively
imvolved as a real estate counselor for over 15 years with exten-
sive experience in large-scale planned communities and resorts
in the United States and the Pacific Rim.
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more prevalent in second-tier growth markets. In
golf, the PGA Tour dominates the large markets but
is frozen in size; while the Nike Tour and Hooters
Tour (minor league golf tour for aspiring profession-
als) are expanding rapidly into smaller cities across
America. The list goes on, each event creating po-
tential new business benefits for the Counselor.

Benefiting From This Explosive Growth of Sport
Counselors of Real Estate (CRE, the designation
awarded to all members of The Counselors of Real
Estate) excel in providing real estate specialization
services including litigation support, asset manage-
ment, workouts, valuation, feasibility studies,
acquisition/dispositions and general analysis.
These are exactly the same experience areas needed
for new business opportunities by the sports indus-
try particularly in smaller growth markets. Con-
sider the following important parameters which
define the field of play.

Compared to Major League Baseball franchises
in large cities, smaller cities have smaller budgets;
the stadiums are not nearly as large and the ancill-
ary real estate investment/development dollars are
not as great. For example, look at Minneapolis. The
new Mall of America sits on the site of the old
Metropolitan Stadium which was replaced with the
cozy Metro Dome. Aggregate new construction for
the Metro Dome approached $300 million, or 19
times the cost of developing a new baseball facility
in Charleston.

Secondly, smaller cities do not hire waves of
consultant assistance. The Counselor must make
his/her presence known early in the planning pro-
cess and should not hesitate to aggressively market
his/her skills. Next, one must be willing to assist in
selling the new arena concept. For some reason, it
seems to take more effort to gain public acceptance
of these facilities in second-tier markets. The Coun-
selor needs to quantify the relative economic and
fiscal impact of the proposed facility/franchise.

Finally, the Counselor must be able to deal di-
rectly with other consulting disciplines, one-on-one
in the trenches; at least this has been my experi-
ence. The Counselor typically brings a wealth of
diverse experience, and this expertise often can be
the difference in getting the job. Don’t sell yourself
short especially if you have a specialty niche. Op-
portunities in smaller growth markets can broaden
your practice. | can assure you that opportunities
for Counselors in smaller markets are challenging
and economically rewarding.
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A Case Study-Charleston, South Carolina

In mid-1993, the City of Charleston, South Carolina
announced a proposal to construct a new baseball
stadium for the area’s minor league baseball team,
an affiliate of the Texas Rangers. The idea was ini-
tially put forth by both the owner of the minor
league franchise and Joe Riley, Charleston’s creative
and quite entrepreneurial mayor. Within weeks this
$16.0 million dollar new stadium proposal was
made public.

The deal was structured as a joint venture be-
tween the city, The Citadel (the military college of
South Carolina) and the ownership of Charleston’s
minor league team, the Class A Riverdogs. Cash
was not the most significant component of the ven-
ture, since right-to-use options and sweat equity
went far in making the project a reality. Land valua-
tion, feasibility analyses, financial structuring and
asset management were the four primary areas in
which a Counselor’s experience and judgment were
needed.

The Site

A five-acre site was chosen for the 6,000 seat sta-
dium on the banks of the Ashley River. As needed,
the stadium is expandable to 10,000 seats. While
there weren’t any alternative sports use considered
for the land, the site selection process was an inter-
esting lesson in complex negotiations. It seems The
Citadel had some extra acreage it was willing to
give the city for stadium construction. In return,
the college wanted the right to use the new sta-
dium for its own collegiate baseball games. The
college also wanted some excess city land adjacent
to the college; the right to use the old baseball sta-
dium, College Park, for practices; and locker room
facilities separate from the professional team. Work-
ing out the nuances of these requests were chal-
lenging indeed.

Surrounding the site are several compatible ex-
isting land uses. Brittlebanc Park, to the south, is a
city-owned park used mostly for warm weather
events like concerts, 4th of July activities or simply
strolling along the river. Also adjacent to the site is
a municipal building which houses the city’s law
enforcement functions. Two nationally affiliated
chain business hotels and attendant eating and
drinking establishments are a few blocks away. The
Citadel’s football stadium and a number of its intra-
mural ball fields account for the remaining adjacent
acreage. Plus, and this was key, there was ample
room for parking, a major revenue generator, to be
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brought on line. Access to the site was at best medi-
ocre, however the city, with funding from several
sources, would significantly upgrade vehicular ac-
cess to the stadium with improvements made to
nearby U.S. Highway 17 and Lockwood Boulevard
and with construction completed on the James Is-
land Connector.

Land Valuation

The land valuation in this deal assumed a whole
new meaning and dimension! The Citadel had
owned the site for a number of years. With the
possibility of a new stadium in the offing, the Cita-
del saw the opportunity to have a new stadium
without any cash outlav.

Mayor Riley recognized the importance of a
new stadium in order to keep the baseball team in
Charleston, but he knew that the cost of a new
stadium (including land) would be prohibitive for
the city. Further clouding the land valuation ques-
tion, the bond issue to build the stadium was part
of a larger municipal issue which was cross-
collateralized with other city assets. The value of
land was very different, depending on the context
of the question and who answered it. Of course, an
appraisal was completed, for due diligence pur-
poses, and the land was assigned a value for pur-
poses of a bond issue.

Often it is important to have a bailout strategy
in these circumstances. There was no such formal
strategy here. The City of Charleston, The Citadel
and the Charleston Riverdogs baseball team
needed this new facility, and that was that!

Project Feasibility

The feasibility was conducted in several stages. Ini-
tially, Mr. Ed Little (then owner of the Charleston
Riverdogs) and Mavyor Riley envisioned the need for
the facility. The mayor then contacted The Citadel
and got its okay to proceed with further explora-
tions. Next, HOK Sports, the noted arena/stadium
architectural firm, was invited to look at the possi-
bilities of either renovating the old stadium, flatten-
ing the old stadium and using that site for new
construction or moving to the site described above.
The Ashley River site clearly was the winning
choice.

In the end, the feasibility was more financially-
oriented than market-oriented, as feasibility was
approached mostly from the perspective of the
bond holder. Clouding the feasibility, as previously
stated, was the bond issue with more elements than
just the new stadium.

The bond financing structure included, the fea-
sibility of the site, projected attendance by event
types, revenue splits among the three partners,
parking rates, projected food and beverage con-
sumption and ancillary purchases. Those revenues
were compared with all operational, marketing and
incidental expenses, including the return to the
bondholder. Bottomline? The numbers worked and
the stadium was financeable.

What about the old facility of College Park
which was built in 19187 It sits in the middle of two
tired, but nice, neighborhoods of Wagner Terrace
and Hampton Park. Given the older stadium’ loca-
tion and access/parking constraints, there was not
an economically feasible reuse projected for it on
the immediate horizon. The Citadel will use it as a
practice field; Charleston can use it for recreational
play; and hopefully, other collegiate uses will arise
over time.

Financial Structuring

The financial structuring took place on several dif-
ferent levels. First, and foremost, the bondholder’s
needs and requirements were considered and met.
Secondly, it addressed how revenues would be split
amongst the three partners. The final formula, rep-
resents an excellent entry for the real estate coun-
selor to get involved. Many considerations were
brought into play; many safeguards were set up;
many revenue streams were stated and protected;
and many risks had to be identified and propor-
tioned out as best possible.

The bond issue itself was a fairly typical reve-
nue bond. The main component supporting the
cash flow projections were stadium usage and
parking. In smaller cities there is not the plethora of
alternative uses for the land surrounding the sta-
dium as might be the case in larger markets. So,
putting the facility in a location which can, and
will, play off needs of daytime parking, after hours
parking and special events parking replaces, to an
acceptable degree, those office, retail and hotel uses
surrounding larger stadiums.

Asset Management

The key to success of almost all sports-related pro-
jects, but perhaps especially true in smaller growth
markets, is asset management. For example, it is
difficult to imagine problems with enticing events
into the new Olympic Stadium in Atlanta after the
Olympics. But in Charleston, the management of
the asset will be critical to maintaining bondholder
returns and enhancing the coffers of the city,
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The Citadel and the Riverdogs and paving the way
for other similar investments in the future.

Asset management at the new Charleston Sta-
dium has not been totally worked out, but it is a
point of much negotiation. For now, the baseball
franchise will oversee promotional events and
scheduling. The son of once prominent promoter
Bill Veeck has been retained to handle the schedul-
ing. The City of Charleston wanted, and deserved,
an oversight role, probably as watchdog for the
revenue/expense side. Due to the strong catalytic
role of Mayor Riley in making the stadium a reality,
the city also will have a significant role in mar-
keting the nine sky boxes, ancillary holiday uses,
etc. The final important player, The Citadel, appro-
priately will have more of a specialty role, given its
facility use and economic risk in this deal. Most
important, for purposes of this article, the real

estate counselor can oversee and provide the asset
management responsibilities for the city and The
Citadel.

Conclusion

Opportunities for the real estate counselor to work
with sports franchises and deal with ancillary real
estate opportunities can be significantly more evi-
dent in smaller growth markets. However, the eco-
nomic magnitude of the development opportunity
will be smaller and real estate uses around the facil-
ity will be different. Further, the skills a Counselor
brings to the table in the smaller market must, by
necessity, be broad. He will be asked to perform
more tasks and provide more input than typically is
required. But perhaps most important, these new
business opportunities can be challenging, reward-
ing and significant to the overall economic growth
of the second-tier markets.
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URBAN
BALLPARKS
AND THE
FUTURE OF
CITIES

by Philip Bess

Urban Ballparks And The Future Of Cities

merica in the 1990s is in the midst of a sports

architecture boom. Financed with state and

local public monies, and touted as an engine
of economic growth, it is a boom that shows little
sign of slowing. Since the opening in 1991 of the
new Comiskey Park in Chicago, new baseball sta-
diums (“ballparks” in the official promotional litera-
ture of teams and architects) have opened in
Baltimore, Cleveland, Texas and Denver; ballparks
are under way in Atlanta, Phoenix, Seattle, Mil-
waukee and San Francisco, and will likely be com-
ing soon to Boston, Cincinnati, Detroit, New York,
Philadelphia and Pittsburgh. Moreover, scores of
minor league ballparks have opened or are under
construction in smaller cities around the United
States and Canada.

At the topmost levels of professional sport,
there are almost as many football stadiums and
basketball arenas being created. These facilities are
having a major impact upon both the economics
and the physical character of cities. Nevertheless, it
is the baseball stadium, more than the football sta-
dium or basketball arena, that is riding a wave of
enthusiasm for “traditional urban” sports facilities
because of the peculiar history of baseball parks
and their relationship to cities and to how baseball
itself is actually played.'

The Traditional Urban Ballpark

Given the depressing popular image of the contem-
porary American city and the 50 year and counting
metastatization of suburban sprawl, it is notewor-
thy that today there is a degree of enthusiasm for
urban ballparks. Just ten years ago this was not the
case. As recently as the summer of 1987, a leading
executive of HOK Sport, when speaking about the
design of Chicago’s new Comiskey Park, contended
that it did not make sense to deslgn stadiums in
proximity to urban housing and commercial
activities.”

Comiskey Park

Within 18 months, when speaking about the design
for Baltimore’s Camden Yards, the same executive
said that HOK's desire was to create a throwback to
an older era when ballparks “were built into the
fabric of the city.”* And today, substantially due to
the w |despread popularity of and enthusiasm for
Camden Yards and its progengy, HOK Senior Vice
President Joe Spears says that “[w]hen you design
something that could be as emotionally significant
as [a major league baseball park], you don't start
out with a blank sheet of paper, you start out with

Philip Bess is an associate professor of architecture at Andrews
University and principal of Thursday Architects in Chicago.
He was the director of the Urban Baseball Park Duu,:rr Project
of the Society for American Baseball Research and is the author
of City Baseball Magic: Plamm Talk and Uncommon Sense
About Cities and Baseball Parks.
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the city.”* Meanwhile, the new Comiskey Park is now
clearly seen as the last of the 1960s era urban renewal
type stadiums. Its builders cleared out an existing
urban neighborhood in part to accommodate some
6,000 adjacent surface parking spaces, and the sta-
dium itself has become an albatross for the White
Sox. In spite of good teams, Sox attendance has
plummeted, dropping every year since Comiskey
’ark opened in 1991 to record-breaking crowds.

Among the primary reasons invariably cited by
Sox fans for Comiskey Park’s low attendance are the
uncomfortable slope and the excessive distance from
the field of the stadium’ 19,000 upper deck seats.
These are indeed problematic, but the reality is that
Comiskey Park’s upper deck is not much different
from its more popular successors in Baltimore,
Cleveland, Arlington (Texas) and Denver.® The 35-
degree slope of Comiskey’s upper deck is uncomfort-
able and has not been emulated in subsequent sta-
diums, which have tended to keep their upper deck
seating angle between 31-32 degrees. But compared
to Comiskey Park, the distance from the upper deck
to the playing field is actually greater in Arlington
and Denver, comparable in Cleveland and only
slightly better in Baltimore. However, these stadiums
have not received the hometown opprobrium to
which Comiskey Park has been subject.

In part this may be because, unlike its recent
contemporaries, the upper deck of the new Comiskey
Jark has to compete with both the memory of old
Comiskey Park across the street and the reallt} of
Wrigley Field across town. But it is also due to
Comiskey Park’s manifest inability —by virtue of its
scale, its architectural detailing and its immediate
lunar-landscape-like parking lot—to plausibly qual-
ify as (and therefore cash in on the contemporary
p,cneral enthusiasm for) a traditional urban ballpark.

All this traditional urban ballpark language has
something to do with reality, but much more to do
with marketing strategies. Chicago’s Wrigley Field,
Bostons Fenway Park and Detroit’s Tiger Stadium
(like their old and now departed Comiskey Park,
Ebbets Field, Shibe Park, Forbes Field and Polo
Grounds kin) are traditional urban ballparks. This
means they are ballparks in traditional urban phys-
ical and cultural settings, located within mixed-use,
pedestrian-friendly urban settings (typically neigh-
borhoods) that included residential, commercial
and civic buildings. They were built up to the
street, to the edges of their property lines, subject
to and shaped in part by the physical constraints of
the urban block on which they sat.

Today’s New Stadiums

In contrast, even though today’s best new stadiums
are located in cities, they tend to be located down-
town and not in neighborhood settings. Such is the
case with Baltimore’s Camden Yards, Cleveland’s
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Jacobs Field and Denver’s Coors Field; and it is no
coincidence that of the five new stadiums which
Opened in the 1990s, these three consistently main-
tain higher attendance figures than the two which
are located suburb-style in the middle of large
parking lots. Nevertheless, although these former
three stadiums are all urban and have contributed a
certain cultural electricity to their respective cities,
they are not urban in the same way as Wrigley Field
and Fenway Park.

How do they differ? The new stadiums are big-
ger buildings, with 40-70 percent larger footprints,
as much as 500 percent greater interior area and
30-40 feet taller than their older counterparts, even
though the seating capacities are only 10-20 percent
greater. They are two to three times more expensive
to build in today’s dollars. Because they are pro-
gram driven (the program being first and foremost
the provision of luxury seating, team facilities and
broad concourses), they are not constrained by city
blocks, but tend to be located on large tracts of
underused land such as old railroad vards where
the pre-programmed buildings can comfortably fit.
Located near downtown, they promote some ancill-
ary economic activity; but they tend to promote
fewer and less diverse forms of adjacent social and
economic activity than their traditional counter-
parts. Finally, and most significantly, the new ur-
ban stadiums imply a different kind of city, a
different reason for the city, than their traditional
urban predecessors.

Luxury Anmenities And Building Costs

Baseball stadiums provide a venue for the game of
baseball; but more than that, baseball stadiums are
vehicles for capturing revenue generated by the game
of baseball. From inception in the 19th century, the
revenue generated by Major League Baseball has
included income from ticket sales, concessions, sou-
venirs and in-stadium advertising. It has been sup-
plemented in the 20th century first by radio and
television broadcasting rights, then by parking fees
and most recently by the creation of luxury seating.
In particular this means the club seat, the private
suite and the stadium club restaurant.

Without exception, the current stadium boom
is being driven by teams’desires for luxury seating
revenue, which can amount to more than $10 mil-
lion annually. The need for this kind of revenue
grew originally from the inability of team owners to
restrain themselves from giving free agent plavers
multi-vear/multi-million dollar contracts. It has
been perpetuated by the inability of players and
owners to implement such industry stabilizing fea-
tures as revenue sharing and salar}; caps.

What Makes For A Revenue Producing Park
For most of the 20th century until the early 1960s,
ballparks were built and owned by the teams. But
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post-war demographic shifts opened up new mar-
kets for professional baseball. Today there are more
cities that want teams than there are teams to go
around and, as a result, owners are able to play
cities off against each other. Cities in the late 1980s
and 1990s have had to ante up anywhere from $150
million (in Chicago) to $1 billion (proposed in New
York) in public monies for a new stadium. Just be-
cause cities pay for new stadiums, however, does
not mean that they necessarily negotiate team/
tenant lease agreements that allocate any significant
portion of stadium generated revenues to stadium
amortization. And this requires an explanation
from politicians. Why, after all, in this era of voter
enthusiasm for free markets and smaller govern-
ment, should taxpayer dollars be spent on mil-
lionaire team owners and athletes? Why not
schools, or hospitals, or public parks, or libraries, or
neighborhood housing, or expanded police and fire
protection or small incubator industries?

The answer politicians have been giving is that
the very presence of a Major League Baseball team
pumps millions of outside dollars into the local and
regional economy, creates jobs and is a catalyst for
ancillary economic development. In other words,
tax dollars spent for new stadiums are not a sub-
sidy but rather an investment. I know of no reputa-
ble independent economist who thinks these
reasons economically justify the public funding of
new stadiums.® Nevertheless, sports teams clearly
contribute to the cultural life of a city; and there
may be psychological reasons for cities to pay some
or all the costs of new stadium construction, but
only if the stadium is conceived and designed to
work within and give something back to the city.

How To Achieve A Payback

Although the achievement of such goals is dis-
tressingly rare, how to achieve them is not a mys-
tery. It requires first that the stadium be located in
a network of streets and blocks in pedestrian prox-
imity to commercial, retail and even residential
uses; and secondly, the decentralization of new
(and the use of existing) parking facilities. The first
provides a year round population to sustain ancill-
ary development in addition to the stadium popu-
lation; the second ensures a volume of stadium
generated pedestrian traffic more likely to spend
money at the retail establishments near the sta-
dium. A public body paving for a new stadium
should not allow teams to control commercial and
retail activities beyond the walls of the stadium, nor
should it allow parking to be concentrated in sur-
face lots adjacent to the stadium. The result of
these errors is almost always a kind of spiritual
death and a subsequent economic decline for both
the stadium and its immediate environs.

No recently built baseball stadiums pass all
these tests but the highest marks go to Cleveland,

Urban Ballparks And The Future Of Cities

Baltimore and Denver. It is not coincidental that
they are also the most successful at drawing fans
and energizing their cities. Comiskey Park fails
these tests miserably; and unless the White Sox are
a pennant winner, they will probably never again
outdraw the cross town rival Cubs and their
smaller and traditionally urban Wrigley Field. The
Ballpark in Arlington was the recipient of more ar-
chitectural attention than Comiskey, but it too is a
big stadium in a suburban parking lot, and its long
term fortunes will rise and fall with its team’s per-
formance on the field. It is unlikely to contribute
anything culturally or economically new and sub-
stantive to Arlington, Texas.

Of new stadiums currently in the works, San
Franciscos downtown site, adjacent to the Bay,
seems the most promising for economic develop-
ment and urban aesthetics. Seattle may have shot
itself in the foot by choosing (at the insistence of
the Mariners) a site too far removed from either
downtown or a neighborhood. And Milwaukee
Brewers owner Bud Selig’s refusal to consider a
downtown site for his enormous retractable roof
stadium, in my opinion, guarantees (you read it here
first) that the City of Milwaukee will not realize any
new cultural energy or economic development from
the new stadium, and that within six years the
Brewers will be attracting no more fans to their $400
million stadium than they currently do at County
Stadium.

Ballparks And A Citys Economic Vitality

To speak logically about the effects of sports facili-
ties on community development should be to speak
as much about community as about development.
And with respect to community even the best of
the new urban stadiums are part of a troubling
trend. Cities were once a locus of the good life,
places to live, work and raise children, charac-
terized by a density of activity that produced a kind
of energy and culture distinctively urban. Baseball
parks like Wrigley Field and Fenway Park —quirky,
intimate, located on city blocks and integral with
city ne:ghborhoods are a cherished part of that
urban culture; but in spite of all the recent advertis-
ing hype, they are not the models for contemporary
baseball stadiums, largely because our view of
cities has changed.

Entertainment Zones

New urban stadiums today are less about making
cities good places to live than about the desperate
measures cities make to keep themselves economi-
cally and psychologically afloat. In the attempt to
stanch the flow of businesses and residents depart-
ing for outer suburbia, cities are attempting to turn
themselves into entertainment zones, much to the
delight and financial advantage of sports architects
and team owners, the casino industry and Disney
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Corporation. Baseball, football, basketball, hockey
and other sports get lumped under the larger cate-
gory of entertainment. Each becomes a little less
distinctive, a little more diminished. None are di-
minished so much, however, as our shared notions
of the nature and purpose of, and the best possi-
bilities for, the city. Though it always has provided
entertainments, never before has the city been re-
duced to an entertainment zone.

It is ironic that the stadium boom is occurring
at a time when (except for government subsidies to
sports team owners) both socialism and public wel-
fare are in retreat before popular enthusiasm for the
free marketplace and personal accountability. While
[ think this is generally a good thing, there are at
least two views on the value of the free mar-
ketplace. One, an individualist view, sees the mar-
ketplace as an end in itself, governed by its own
laws, a Darwinian context of fierce and often exhil-
arating economic competition producing clear win-
ners and clear losers. Another, a more
communitarian view, sees the free market as the
economic system proper to free human beings. In
this view, however, the free market is not an end in
itself but rather a means to the best human life
possible, the life of culture that respects the good-
ness and necessity not only of freedom but also
belonging, not only of competition but also cooper-
ation.

Traditional cities, though hardly perfect, histor-
ically have been understood as common (if not
communitarian) enterprises. This in no way has im-
plied animosity toward economic development and
the creation of wealth. It has been assumed, how-
ever, that activities toward these ends are subject to
constraints imposed for the common good. Unfor-
tunately, in the contemporary urban stadium de-
sign process such constraints upon team owners
are virtually non-existent. Nevertheless, to even
speak seriously about sports facilities and their pos-
sible influence on economic development presup-
poses a traditional urban habit of thought: that
good planning and design can create economic
value on land in the immediate vicinity. And surely
the only possible justification for publicly subsi-
dized stadiums is to ensure that they contribute,
economically and otherwise, to the common good
of the city.

Public Funding

In this regard, the track record of baseball stadium
design in the 1990s is mixed. Without exception,
every new stadium has been publicly funded. Be-
cause of the lease terms cities have agreed to under
the implicit or explicit threat of losing their teams,
these stadiums have been more profitable for their
tenants (i.e., team owners) than prior generations
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of traditional urban ballparks. These new stadiums
are also bigger, less intimate and more costly to
build and operate. The most successful in promot-
ing adjacent ancillary economic development—
Baltimore, Cleveland, Denver—are not only the
most urban in their proximity to downtown, but
also the most popular and heavily attended. The
lesson to be learned here is aptly summarized by a
Cleveland Planning Department official: If you put
a stadium in the right place the benefits are phe-
nomenal; if you put it in the wrong place it's a
colossal waste of money.

Nevertheless, even these recent success stories
presume the model of the city as an entertainment
zone. Their very success makes the older model of
the traditional urban ballpark (traditional in terms
of both the ballpark and the city) both harder to
promote and harder to achieve. The bottom line is
that the creation of sports facilities that in turn gen-
erate adjacent ancillary development requires at the
very least the selection of a proper site. Beyond
that, for those with larger ambitions for both sports
architecture and cities, it requires certain elements
of physical planning (i.e., networks of streets and
blocks, distributed parking, a mix of adjacent activ-
ities); plus political will; plus careful attention to the
characteristics of those few remaining examples of
urban ballparks that work. This is a tall order in
these anti-urban days, but one that can only im-
prove the economics, the aesthetics and the spirit of
our cities and baseball parks.

NOTES

1. There has been an explosion of research and publications in the
past 15 years on the history of baseball park design, of varying
quality and sophistication. | provide a brief historical overview
of the subject in my City Baseball Magic, Wm. C. Brown / The
Minneapolis Review of Baseball, 1989. For an extensive bibliogra-
phy of recent ballpark research see Ballparks: A Research and
Reading Guude, compiled by Kevin Grace, Archives and Rare
Books Department, University of Cincinnati, 1994.

. Rick deFlon, cited in John McCarron, “Expert offers his dream
Sox Stadium,” Chicago Tribune, July 26, 1987.

3. Cited in Irv Moss, “Baltimore planning old-fashioned ballpark,”
Demver Post, January 1, 1989,

4. Cited in Charles Linn, “Opportunities on the Sidelines,” Archi-

tectural Record, August 1996, p. 109,

Nor is it so different from the generation of circular multi-

purpose stadiums such as Busch Stadium, Riverfront Stadium

and Three Rivers Stadium that all these new, allegedly more
intimate, traditional urban ballparks are supposed to be improv-
ing upon.

6. More typical of economist evaluations of such claims would be
Lake Forest College economist Robert Baades, who in “Sports
Stadiums and Area Development: A Critical Review” (Economic
Development Quarterly, Vol. 2, No. 3, August 1988, pp. 265-275)
points out 1) that except for post-season playoff events, which
receive national media interest and dollars, most of the monev
spent at a ballgame comes from a city’s or region’s finite pool of
leisure dollars; 2) that most of the jobs created are low wage and
seasonal; and 3) that ancillary economic development does not
occur spontaneously but depends upon both intelligent siting
and careful planning of the stadium and its environs.
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MAJOR
LEAGUE
CITIES

by Earl E. Santee

What Explains The Stadium Construction Boom

ince 1990, more than 20 professional sports facil-

ities have been built, and half as many are

currently under construction or renovation. By
the end of the decade, an estimated $15 billion could
be spent on new or improved sporting venues
throughout North America. With dozens of team
owners shopping for new stadiums or arenas, the
construction boom is expected to continue unabated
for years to come. And while some of these facilities
are antiquated and in need of replacement, the driv-
ing factor behind stadium development is economic
obsolescence. To accommodate players’ rising sal-
aries and to remain competitive, owners increasingly
are seeking new venues such as private suites and
club seating.!

The number of cities clamoring for professional
sports franchises far exceeds the number available,
and cities around the country are subsidizing the
building or renovation of facilities to keep their teams
at home. Financing of sports facilities has evolved
from almost 100-percent government funding prior
to the mid-1960s, to today’s mix of private-public
funding . And while the current number of facilities
being financed primarily by the private sector has
increased to more than 20 percent, it is estimated that
taxpayers still subsidize well over half the cost neces-
sary to build a professional sports facility. Revenue
sources and financing options have broadened con-
siderably with costs ranging from $125 million for a
new arena to over $200 million for a Major League
ballpark. Long gone are the days when ticket sales
comprised the bulk of the revenue stream. Public
financing of sports facilities includes sales and hotel
tax increases, alcohol and cigarette taxes, bond is-
sues, lottery proceeds and surcharges on car rentals,
to name a few.” Other sources of public sponsorship
range from infrastructure improvements to provid-
ing land for the sports facility.

Sources of private funds are myriad, including
owners’ contributions, naming rights, advertising
and corporate interests, as well as revenue from
luxury suites and club seats. The sale of permanent
seat licenses (PSLs) which allows individuals the
right to buy season tickets, can potentially contribute
millions toward the construction of a new stadium.

Three recently-built ballparks, Coors Field in
Denver, Jacobs Field in Cleveland, and Baltimore's
Oriole Park, were financed by public funds compris-
ing nearly 80 percent or more of their total cost.? Each
ba[Ipark reflects a trend back to baseball's urban
origins, and each city has developed a mutually
successful relahonbhlp with Major League Baseball
that has exceeded all expectations.

Earl E. Santee 15 a semor vice president at HOK Sports Facili-
ties Group, the Kansas City, Missouri based division of
Hellmuth, Obata and Kassabaum, Inc.
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Coors Field

Coors Field

Coors Field opened in 1995 as the new home for the
Colorado Rockies. The 50,200-seat stadium packed
in almost 3.4 million fans in 81 games, averaging 93
percent of capacity. In its second year at Coors (its
fourth as a franchise), the team leads the Major
Leagues in attendance.?

T'he ballpark belies criticism that a new stadium
drives up ticket prices beyond the reach of vour
“average Joe.” Baseball is made available to a wide
cross-section of Denver baseball fans with ticket
prices ranging from $4 to $20 for L,uncml admission
($1 for children and senior sitting in “The Rock-
pile”). The Rockies” and Coors  Field’s appeal
stretches far beyond city limits. Denver’s famed
Brown Palace Hotel reports guests coming from as
far away as Utah, Wyoming, New Mexico and Ari-
zona, as well as all of Colorado. Hotels within shut-
tle distance of the ballpark rvpmt sellout weekends
when the Rockies are in town.

The business of baseball has been very good to
the Rockies. But how has it affected the quality of
life in Denver? While the stadium was under con-
struction, a December, 1993 article in the Denver
Business Journal warned in its title, “Businesses may
strike out in Coors Field projects.” In it, the author
suggested that restaurant and bar patronage near
the ballpark might be strong on game days, but cast
doubts about the rest of the year.®

Any fears about Coors Field have turned out to
be unfounded. Restaurants and bars in the Lower
Downtown (LoDo) district adjacent to Coors Field
are indeed packed with customers on game days.
Business continues to boom on non-game days, and
continues into the off-season, with advance reserva-
tions required for many eateries. LoDo, an historic
district revitalized prior to the opening of Coors
Field, has seen an upsurge in the number of restau-
rants of more than 70 percent since 1993, from 25 to
60, and the number of brewpubs has grown from
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four to nine. Since 1995, none has gone out of
business.”

Future plans for the area include a $30 million
retail complex which will feature a multi-screen the-
ater complex and a supermarket. The district’s resi-
dential market has also grown dramatically since
baseball, from 270 units to an estimated 700 within
the next two years. As many as 125 lofts are
planned, ranging in price from $500,000 to up-
wards of $1 million. Lofts at the Ice House, a mere
two blocks from the stadium, sold out in one
weekend.®

City planners concerned about the negative ef-
fects of a major league venue near a residential area
have been pleasantly surprised. Congestion and
lack of parking have not been a problem. With only
5,200 dedicated parking spaces at Coors Field, fans
park in central downtown and either walk or ride
one of several shuttle buses available. By not sur-
rounding the ballpark with a sea of parking spaces,
Coors Field's designers were able to integrate it into
the existing neighborhood and not disrupt the city
streetscape. Fans walking to and from the stadium
add to the vitality of the district, something not so
easily achieved if the majority drive to the ballpark.
Post-game egress from the stadium is over within
30 minutes, with no snarling traffic jams to disturb
local residents.”

Coors Field and neighboring businesses have
enjoyed an unmitigated success during the past
two years. What was once a blighted area of town
now bustles with activity. The stadium sits on the
former site of the Union Pacific rail yards, which in
recent years could only have been described as Skid
Row. But, as with many urban comeback stories,
Coors Field’s contribution to LoDo’s revitalization is
the result of careful planning and part of a larger
redevelopment scheme in Denver. The design of the
ballpark was a critical factor in forging a success-
ful integration of the ballpark into the community.
Denver’s ballpark is pedestrian in scale and tradi-
tional in appearance; the use of sandstone and
brick complement the nearby neighborhood. Addi-
tionally, building the ballpark at the abandoned rail
vards (at 20th and Blake) made perfect sense, not
only because of its prime location, but its acces-
sibility to transit.’” While a synergistic relationship
does exist between the ballpark and its neighboring
historic district, it must be noted that the district
was restored well before the arrival of Coors Field.

Coors Field and LoDo are just the beginning of
greater plans for Denver. The city’s amusement
park, Elitch Gardens, has been expanded and relo-
cated to the nearby Central Platte Valley, where
plans are also under\\a\ for the new PL‘}."'HI Center
which replaces McNichols Arena as a home for the
NBA Nuggets and the Colorado Avalanche.
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Jacobs Field

Jacobs Field

Jacobs Field opened in 1994 replacing the dual-
purpose Municipal Stadium as the home for the
Cleveland Indians. The team’s fortunes started to
change before opening day, when almost 2 million
tickets for the season were sold, a number exceeded
only three times in the club’s history. The baseball
strike pre-empted the Indians’ American League
Central title run in Jacobs Field’s maugural year, but
the following year the team played in the World
Series. Even thoubh they lost to the Atlanta Braves,
the excitement was not lost on Cleveland’s fans. By
December, 1995, every single ticket for the 1996 sea-
son had been sold, a first for professional
baseball.

While a new stadium cannot miraculously
transform a team into All Star material, a state-of-
the-art facility does give owners a definite edge in
recruiting high caliber players. Likewise, the mo-
mentum a team gains from playing to capacity
home crowds is hard to quantify.

Jacobs Field and neighboring Gund Arena were
built by the non-profit Gateway Economic Re-
development Corporation near Lake Erie in down-
town Cleveland. The sports facilities sit on a 28-acre
site, which previously had been occupied by ware-
houses, a market area, and more reLentl}, vast
parking lots. Today, there is hardly a square block
near the complex that has not benefited from Gate-
way’s presence. It is estimated that $370,000 are
added to Clevelands economy for every home
game, nearly $30,000,000 for the six- month season.
Since ]ﬂLObS Field arrived, more than 20 restau-
rants, sports bars and retail shops have opened in
the surrounding area employing nearly 1,000 peo-
ple. Thousands more parade around in Indians
gear, especially in the ballpark. New plans for at
least six residential renovations are also underway
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in the adjacent area—primarily a conversion of up-
per floors of warehouses and retail establishments
into upper-bracket condominiums and lofts.'?

Jacobs Field is a very visible player in a major,
long-term redt‘*\elopment push in Cleveland, one
that began in earnest in 1980 when the mayor re-
cruited a task force to examine and provide solu-
tions for the city’s economic problems. The early
1990s witnessed the beginning of a retail/cultural
district revival throughout Cleveland that continues
to this day. A $400 million conversion of the city’s
central train station into a shopping center access-
ible by commuter rail was completed in 1990, ac-
companied by several new hotels and a restored
theater district in Playhouse Square Center. Recent
openings in the North Coast Harbor district include
the Rock and Roll Hall of Fame and a science center,
soon to be followed by the Great Waters Aquarium.
In addition, a new NFL football stadium is in the
design phase, scheduled for completion in 1999.13

As in Denver, the building of these major desti-
nation spots was preceded by urban revitalization;
in this case, the riverfront area known as The Flats.
Comprised of dozens of nightspots on either side of
the Cuyahoga River, the area’s $100 million conver-
sion of the area has resulted in an enormously pop-
ular entertainment district, with water taxis
annually ferrying more than 5 million visitors back
and forth across the river.'#

In response to the building frenzy in Cleveland,
the City’s convention business has increased 30 per-
cent over 1995. The Chamber of Commerce’s tour
for business executives in November of this year
sold out. Interest in the tour increased as a result of
the 1995 World Series coverage showcasing Jacobs
Field, according to the Chamber’s vice president.
Jacobs Field has proven to be a stadium fans want
to visit again and again. As in Denver, Jacobs Field
is «perfectly adapted to its urban core, resonating
with the sights and sounds of Cleveland. Taking its
cues from its surroundings—a steel town re-
nowned for its sculptural bridges—Jacobs Field in-
corporates into its structure elements symbolic of
the city. The facade features exposed steel and
stones indigenous to the region —granite, limestone
and sandstone. These features, combined with the
ballpark’s openness and strong vertical thrust, re-
flect and respect the city’s architecture. The result is
a ballpark that was immediately embraced by
Clevelanders, baseball fans or not. Almost as im-
portant as what’s included in the stadium is what
was left out—a sea of parking. As at Coors, the
stadium’s planners retained the urban quality of
Jacobs Field by limiting the number of dedicated
parking spaces.

Today Cleveland is becoming a major destina-
tion city, and its tourist bureau is targeting not only
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Oriole Park

regional visitors but tourists from around the
world. (Twenty vears ago, Cleveland had nearly
bottomed out, plaum_, near the top of the Bmolum_,s
[nstitution’s list of large cities with the bleakest
economies. )™ Though it is too early to predict the
city’s long-term future, it is clearly buoved by the
resurgence of the downtown. The aatoundmg, re-
ception given the Indians and Jacobs Field has
given Cleveland the confidence to proceed with
plans for a new NFL stadium.

Oriole Park
At the time Baltimores Oriole Park at Camden
Yards was completed in 1992, the cityscape differed
from that in either Denver or Cleveland. The city’s
tremendous renaissance had started years before,
with the completion of a gleaming harborfront res-
taurant and retail complex, a science museum and a
magnificent aquarium, among other attractions, by
1982. The Orioles had played at suburban Memorial
Stadium since the 1950s. Rather than renovate the
aging stadium, the Maryland Stadium Authority
decided to build a new ballpark and site it near the
dynamic Inner Harbor and Camden Station. Usher-
ing in the era of the new old-fashioned major
league ballpark, Oriole Park was well received by
Baltimore baseball fans. Attendance jumped by 40
purLent from approximately 2.5 million to well
over 3.5 million between 1991 and 1992, and contin-
ued to increase until the 1994 strike.'® With the
resumption of baseball the following year, fans once
again returned in droves, although 15 percent fewer
in number. (Losses attributed to the strike are esti-
mated at $75.1 million, half from the hotel/
restaurant industry, and about $12 million from
wholesale and retail businesses.) At the start of the
1995 season, the waiting list for season tickets had
12,000 names on it. Baseball fever continues in Bal-
timore, due in no small part to Cal Ripken’s record-
brcakmg performance in 1995. In 1996, the team
sold 28,000 season tic kuh more than any other in
the \merlgan League.
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Restaurants and retail shops at the Inner Har-
bor, four blocks from Camden Yards, report im-
proved business on game nights, but this has not
hurt concession sales at the ballpark. (If the amount
of food consumed at Cal Ripken’s record-breaking
game on September 6, 1995 is any indicator, then it
is no small wonder. The stadium reported an amaz-
ing $40 worth of concession sales per fan that
night—with a sold-out crowd, that amounts to
more than 51.9 million in hot dogs and beer.}'®

Five-year-old Oriole Park (and the other ball-
parks discussed) continues to attract large crowds,
in spite of a baseball strike that kept countless base-
ball fans away elsewhere. The ballpark, built in a
warehouse district adjacent to Camden Station, of-
fers fans the latest in amenities while retaining the
history and charm of the city. The historic B&O
warehouse serves as a backdrop to Oriole Park and
is part of the ballpark’s instant-recognizability fac-
tor. As befits a ballpark adjacent to an historic train
station, fans can reach Oriole Park by light rail."”

Conclusion

Some economists argue that the primary effects of
sports venues are intangible and hard to quantity,
while others believe that sports events do not bring

any new money to a city. Without sports, they con-
tend, consumers would simply shift their qpendm@,
to other leisure pursuits, such as movies, dining
out and special events.?’ This argument may be
true, but only partly so. In terms of bringing new
money into an urban environment, few attractions
could be as successful at bringing tens of thousands
of people downtown as a sporting event. In the
absence of sports teams, it is hard to imagine an
exodus of thousands of suburbanites to downtown
theaters on a recurring basis. Sporting events also
provide entertainment to families with children of
all ages (and in the case of baseball, it is still afford-
able.) The newer ballparks with their improved
amenities make such family outings more enjoyable
than ever before. Play areas provide interactive op-
portunities for the very young, and family rest
rooms complete with bab\ changing stations, make
it possible to enjoy the game with as few interrup-
tions as possible.

Sports facilities contribute tax revenue, and var-
ious stadium operations contribute additional reve-
nues to cities, depending on the facility’s
ownership. Taxes from associated spin-off busi-
nesses also benefit the city. But perhaps the most
widely-felt effect of a well-planned sports facility is
two-fold. In the right location, a sports venue en-
hances the quality of life for local residents, but also
contributes to the perception of success for a city.
The cities of Baltimore, Denver and Cleveland each
paved the way for the enthusiastic reception of their
sports facilities by first reinvigorating their urban
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core and making their cities major attractions, not
just places to work. The verdict is in, and cities all
over the country are looking at Baltimore, Cleveland
and Denver as case studies of successful
developments.
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THE IMPACT
OF STADIUM
AND ARENA

by John C. Melaniphy, CRE
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he reality of either positive or negative impacts

of stadiums has been the subject lately of a

great deal of controversy with experts lining
up on both sides of the issue. Stadium opponents
declare that the facilities and the teams have no
immediate nor permanent economic impact. Fur-
ther, they claim that all the jobs created are mini-
mum wage positions, and therefore the process is
worthless and bogus. Meanwhile, the Chambers of
Commerce, professional teams, leagues and politi-
cians claim there is a positive impact on a city’s
economy and image. If the voters did not want a
new stadium, the politicians would usually be hard
to find. Much of the rhetoric has been based upon
opinion and not hard data. However, some studies
do indicate that the final impacts of new stadiums
were far less than what was promised. This is espe-
cially true for an NFL stadium which has only one
sports team in resident for less than 10 games
annually.

In my opinion, the issue can only be properly
addressed by considering the stadium, its location,
the major team or teams that will play there and
overall utilization. The stadiums and arenas reflect
marked differences between baseball, football and
basketball attendance and their respective economic
impacts. It goes without saying that the team or
teams must be at least marginally successful
playing their respective sports and in winning the
hearts and minds of the local public. | am not a
great believer that public dollars should support
new stadiums. However, I think that the issue is far
more complicated than how it is often viewed. It is
not simply dollars and cents, as many would like us
to believe. There really is an issue of city image and
personal pride. We are a sports crazy country, and
it'’s our tax dollars. In Denver, the community voted
new sales taxes to finance the $215,000,000 Coors
Field, while they voted down a $32,000,000 bond
issue for schools.! It does not make sense; however,
the people had the opportunity to speak. It was
their choice, regardless of what the critics think. In
other communities, while the critics complain, the
public votes with its wallet. According to a study,
The Stadium Binge, published in a special sports
section of USA Today (Friday, September 9, 1996),
“45 new stadiums will be built in this decade at a
cost of over $9 billion.” The residents of roughly 45
cities have and or will have their say on this issue,
while the critics will continue to grumble. On a

Johm C. Melaniphy, CRE, president, Melaniphy Associates,
Inc.. has been a real estate counselor, market analyst and site
selection specialist for over 35 years. An international realty
and mvestment advisor, he consults with developers, shopping
center owners, lenders, retailers, restaurant chains, entertain-
ment centers, financial mstitutions, pension funds, foreign in-
vestment trusts, isurance companies, sports organizations, ar-
chitects, governments and others.
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personal note, while a city’s image can be difficult
to define, I live in Chicago and no matter whether I
am in Europe, South America, the Middle East
or the Far East, everyone wants to know about
Michael Jordan. Al Capone may have put Chicago
on the map, but Michael Jordan has remade the
city’s image.

Over the years, I have had numerous occasions
to address the stadium issue while evaluating the
impacts of stadiums throughout the United States
and Canada. The focus has been on the impacts of
stadiums in or near downtown areas; the value and
impacts of Wrigley Field and the Chicago Cubs on
their Wrigleyville neighborhood, the City of Chi-
cago, Cook County and State of Illinois; foreaastmb
attendance for numerous public facilities; continu-
ing to evaluate the impact of the proposed new
Milwaukee stadium on the surrounding and adja-
cent properties; and studying the opportunities for
restaurants, stores and concessionaires in nu-
merous arenas, amusement parks, airports, schools,
universities, etc. | have evaluated the impacts of
night versus day baseball and the benefits of single-
user versus multi-user stadiums. I have seen both
sides of the issues, the debates, the emotion and the
hype. Neither side is ever truly correct; however,
both the pros and the cons make salient points
regarding the benefits (or lack of) and the costs.

The Issues And Their Impact

The location of the stadium is truly significant
when it comes to economic impact. Location, loca-
tion, location is as true for stadiums and arenas as it
is for retailers. We have found that the difference of
a few blocks can make the difference between some
impact and no impact.” How the stadium or arena
fits into its environment is also very important.
Safety and security at night is a significant factor
impacting almost any type of facility. A National
Football League (NFL) facility in a remote location
surrounded by a sea of parking with only ten
games a year will have very little impact on the
Lommunlt\ other than image and pride.” Con-
versely, a well-placed baseball or basketball stadium
in or immediately adjacent to a downtown area or a
large residential area can have a major impact on its
surroundings. The most dramatic example is
Wrigley Field in Chicago which sits in the middle of
a residential neighborhood.

Most stadiums are located in economically de-
prived, former urban renewal areas, enterprise zones
or industrial areas away from residential neighbor-
hoods.* Building a stadium in these types of loca-
tions was and is often cheaper (land cost) and more
expedient. They are placed in what were urban re-
newal areas because the land was available, and the
stadium would not hurt the surrounding neighbor-
hood. Stadiums can create the initial elements of

The Impact Of Stadiums And Arenas

positive change, and that is true. However, it usu-
ally takes over 20 vyears for positive actions to gen-
trify a neighborhood. To some extent, the critics
often are short-sighted by expecting immediate
economic results. The important element to con-
sider is if the stadium is located where it will have a
positive impact.

Football stadiums have the least overall im-
pact.’ The teams play only eight to ten games an-
nually at home. At a maximum rent of $10,000,000,
they cannot support financing of more than
$90,000,000 to $100,000,000. Most stadiums today
cost between $180,000,000 to $400,000,000 to build,
not considering the infrastructure cost born by the
city, county and state where the stadium is
located.®

“Don’t put it in my neighborhood; I don’t want
the traffic or the drunks.” The locational decision for
stadiums is often made by politicians who are very
sensitive to their constituency and re-election and
not for what is best for the city. Therefore, when
selecting locations, they tend to target areas which
will have the least opposition or at least opposition
that is acceptable. Also, because there is less oppo-
sition, many new stadiums are placed next to the
old stadium that will be torn down. Stadiums
could have more of an economic impact if they were
placed where such a positive impact could occur.
However, this usually takes longer and costs more.
Unfortunately, that will probably not happen be-
cause the average citizen, who elects the politicians,
does not want the facility in his/her neighborhood.
Nevertheless, stadiums in urban residential neigh-
borhoods can have the greatest economic impact.

Take Wrigley Field in Chicago. The stadium is
located in what has become known as Chicago’s
Wrigleyville neighborhood. Of all the stadiums
studied, in my opinion, it has had the most posi-
tive impact on its surroundings.” True, it did not
happen over night, and a great deal of other factors
came into play. Nevertheless, it has a position that is
quite unique to stadiums. It is located right in the
middle of an urban neighborhood, and it is a vital
part of the neighborhood. Moreover, when the
neighborhood declined in the 1950s, it was Wrigley
Field, the neighborhood institution that brought the
fans, who helped support the restaurants, retail
and service facilities. There is housing across the
street along with restaurants and bars. The stadium
does not have seas of parking; and in fact, parking
has always been an issue in the neighborhood. In-
terestingly, many of the neighbors supplement their
income by renting out their garages to fans either
daily or on a seasonal basis.

In analyzing stadium and arena impacts, we
found the most measurable positive economic im-
pacts in stadiums which were located in downtown
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areas such as Busch Stadium in St. Louis, Riv-
erfront Stadium in Cincinnati, Jacob’s Field in
Cleveland, Market Square Arena in Indianapolis,
Bradley Center in Milwaukee and Madison Square
Garden in New York, to name a few. Baseball sta-
diums have the greatest economic impact because
they play so many games. However, most events
are night games where the restaurant impact occurs
in the early dinner hours, since the games end
much later than the typical dinner hour. Inter-
estingly, this impact has been declining because
stadiums are improving their food facilities to cap-
ture the dinner crowd. NFL stadiums actually have
a better impact on game days (although fewer of
them) because the games are usually in the after-
noon. After the game, it is common to stop for
dinner and/or drinks.

In order to have any measurable economic im-
pact, fan attendance for

® Baseball stadiums should draw over 1,500,000 or
closer to 2,000,000 fans annually.®

m NFL stadiums should draw over 750,000 fans an-
nually.” It is very difficult for an NFL stadium to
have an economic impact on the community be-
cause generally only eight to ten home games are
played annually. Thus, the stadium must be used
for other purposes. Unfortunately, the other uses
generally do not pay very much rent.

® Basketball arenas should attract at least 1,200,000
fans annually."”

What does a major baseball franchise contrib-
ute to a community? Baseball games have been
selected because they are played during the day
and night. Since so many games are played the
stadiums are well utilized. The data presented
here has been provided by numerous baseball
organizations."

Payroll of the teams and the stadiums. Payroll
of the players, management, staff and ground
crews is a significant cost. The costs generally ap-
pear to range between $40 and $60 million. Admit-
tedly, not all of the players live in the community.
Even if the players do not reside in the city, they
have a place to live in the city where they pay rent,
utilities and taxes.

One criticism has been that stadiums only gen-
erate jobs for millionaires and minimum wage
workers. That is generally true. However, numerous
other jobs are created by vendors, restaurants, bars,
stores and others. While most of the jobs involve
overtime hours or are low paving, nonetheless these
jobs feed, cloth and house people. The teams are
criticized because most are seasonal or part-time.
That is the nature of sports. It is seasonal! However,
I wonder if the critics have ever talked to the seaso-
nal or part-time employees to find out how they feel
about their jobs. Many want their jobs because they
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love baseball, can watch the game free and they can
have another job for the rest of the year. The turn-
over of help is much lower than in the restaurant
industry. Some travel south in the winter, others go
skiing.

Teachers who love baseball and want this job
for the summer. Many take the job to watch free
baseball. Daily payroll for baseball runs between
$100,000 and $350,000 a day (and rising rapidly)
depending on who plays and the appeal of the
teams. Team and stadium pavroll has the largest
economic impact because of the multiplier effect on
spending and the impact it has on the local econ-
omy. Critics challenge the multiplier effect saying
that it doesn’t exist. Well, it does. Admittedly, it
may not be creating jobs for rocket scientists, but it
is providing jobs that feed and cloth people. As
long as there is unemplovment, these jobs are bene-
ficial to our society.

One need only consider the economic impact of
the 1994 baseball strike. Whether or not you are a
baseball fan, one cannot ignore that the strike cost
over $800,000,000." In Chicago, businesses near
Wrigley Field and White Sox Park were badly hurt
during the strike. Hundreds of people were laid
off; restaurant sales declined drastically; taxicab re-
ceipts were way off; city, county and state taxes
were negatively affected; parking revenues disap-
peared and the resident’s supplemental income
from parking was lost.

Chicago Cub concessionaires were hurt by over
$5,000,000, and people were laid off. Even the gas-
oline service stations felt the impact. When critics
say there is not an economic impact, theyre not
doing their homework. If one interviews the
players, management, ground crews, and more im-
portantly, the nearby businesses, one would find
that the multiplier impact is significant. Waiters and
waitresses say they make substantially more in-
come on game-days, and this is applied to day care
services for their children and funds for a trip or
education. They count on those additional funds
during the season. They are real people —not statis-
tics. Talk to the towing companies in Chicago about
the strike and you will see real tears. Illegal parker’s
during the baseball season are the towing com-
panv’s bread and butter.

Stadiums and teams generate considerable
faxes. If the team owns the stadium, total taxes
paid including pavroll, real estate, sales, amuse-
ment, parking, parking license, gasoline, vehicle,
franchise, liquor, utilities, parking tickets and
others will run over $2,000,000 to $3,000,000 annu-
ally. However, most new stadiums today are pub-
licly owned or controlled by a publldprt\ate
corporation, so generally less taxes are paid.
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Concession sales have increased dramatically
over the past ten years as more stadiums have fo-
cused upon food service. Many stadiums have tri-
pled food concessions and added full-service
restaurants. Concessions sales for a strong team
can exceed $20,000,000 annually and generate over
500 to 700 part-time jobs.

Parking revenues can be substantial. Much de-
pends upon who gets them. In most new stadium
deals today, a large part of the stadium revenue is
going to the teams rather than the community. Re-
gardless of who gets the revenue, the dollars are
substantial. Parking revenues for baseball can ex-
ceed $200,000 for a single event.

Charter bus companies usually enjoy a strong
business from fans traveling to game outings. The
business is stronger for baseball than football, and
the degree of the success depends on the team. Reve-
nues range between $1,000,000 and $3,000,000 an-
nually for a good team.

Public transportation gets a shot in the arm on
game days. In a major urban setting, the impacts
are naturally greater. In Chicago, over 35 percent of
the fans travel to Wrigley Field by public transpor-
tation. The primary reasons for using public trans-
portation include the lack of parking, the expense
of parking and the convenience of the rapid transit.
Annual revenue to the Chicago Transit Authority
from game-days exceeds $1,500,000.

The stadiums and arenas have their greatest
impact upon restaurants, hotels, taxis, bus com-
panies, hotels, tourism, convention business, and
others. The Chicago Cubs, according to our esti-
mates, generate over 515,000,000 annually to restau-

rant and bar sales in Chicago. The Chicago White
Sox generate substantially less because of lower at-
tendance figures and the location of the stadium.
The new Jacobs Field baseball stadium in Cleveland
is having a strong impact upon restaurant and bar
facilities, and it is helping to rejuvenate downtown

Cleveland. If you have not visited Cleveland lately,
vou will be happy to know that its downtown is
thriving.

There is a positive impact upon property values
where the stadium is placed close to residents and
businesses. Apartment buildings across from
Wrigley Field sell for a premium because fans can
sit on the roof and watch the game. The same has
been true in other cities where sports fans appreci-
ate the benefits of the game and want to be near it.
Are there some adverse impacts? Of course. They
include noise, traffic congestion, parking conflicts,
unruly people, trash and other irritating things.
And yet people choose to live in those neighbor-
hoods; even people who do not like baseball.™ In a
1985 study I conducted of property value changes
in the Wrigleyville neighborhood, it was found that

The Impact Of Stadiums And Arenas

property values had increased over 40 percent dur-
ing a three year period even with the traffic conges-
tion and parking problem.

Entertainment is the issue and going to the sta-
dium is enjoyable. Many public works projects are
just that—public works projects. Whereas a new
stadium is a visible public emporium that people
are proud of and enjoy.

In total today, a major baseball team and its
stadium wusually have an impact of between
$175,000,000 and $225,000,000 on the local econ-
omy." Do stadiums pay for themselves? Usually
they do not. Is the public willing to subsidize
them? Usually they are. While professional sports
is big business, the fans still see it as entertainment,
their team, a point of continuous discussion (and
argument) for which they are willing to pay. Is it an
escape from the problems of our individual worlds?
Yes it is and admittedly an expensive one.
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New Technology

Legal Issues—-Real Estate
And The Internet

by James R. MacCrate, CRE
and Audrey M. Roth

Authors” Disclaimers
This article discusses hypothetical sit-

uations. In the real world the facts of

a given case will always significantly
influence the advice given and the
business strateqy chosen. Real estate
counselors should be aware of the spe-
cific laws, requlations and contract
language that govern a specific activ-
ity or transaction and seek nppmpn—
ate legal or business counsel and
advice for each situation.

With the Internet, a revolution in
the method of conducting com-
merce is emerging in the United
States and globally. It is now pos-
sible to conduct real estate busi-
ness activities electronically often
at lower cost and with potential
worldwide access and exposure.
Only in its infancy, the Internet
and its applications in the busi-
ness world are an unknown vir-
tual frontier whose limits are
seemingly the limits of our imag-
ination and creativity.

Because the Internet provides
industry with new and uncharted
methods of conducting business,
it is critical to explore and under-
stand the evolving legal risks and
issues associated with it. In some
instances, familiar rules of law ap-
ply. Often, however, existing laws
simply do not work in the context
of a digital, cyberspace world.
Thus, the law is seemingly lag-
ging far behind the rapid-fire
growth of how business is being
conducted on the Net. All areas of
the law are being re-examined and
slowly revised to address a new
world of commerce.The law on
the Net is evolving from day to
day; indeed law is being made
and remade every day.

[n this evolutionary and revo-
lutionary  environment, it is
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extremely important to seek com-
petent legal advice and to under-
stand that there are many pitfalls
and areas of uncertainty. As in
other areas of real estate practice,
legal advice should be sensitive to
business as well as legal concerns.
Lawyer and client must, together,
decide how much risk to take in
exploring the seemingly endless

business  possibilities and in
weighing the potential legal
consequences.

This article presents some of
the common legal issues that
might be confronted by real estate
professionals who conduct busi-
ness on the Internet. It describes a
wide range of Internet activity —
from e-mail messages, to news-
group postings, to multimedia
presentations and linked material
on World Wide Web (WWW)
pages. It also provides a sampling
of issues such as securities offer-
ings, libel and slander, freedom of
speech, copyright, electronic data
interchange and service provider
responsibility. At this early stage,
however, there are few clear an-
swers to any of these issues, and
sometimes the answer depends on
the circumstances of individual
cases. Often the wording of agree-
ments between user and service
provider, or employer and em-
ployee, will create a form of pri-
vate law that governs the
situation. As the reader, consider
the listing and discussion below
as a series of caution lights to be

observed with a combination of

common sense and legal advice.
By the time you read this over-
view, it is probable that the law
and/or new methods of conduct-
ing business on the Internet will
have evolved even further.

Freedom Of Speech And Privacy
The Internet freedom of speech is-
sue appears in a number of differ-
ent contexts, including the relative
rights of employers and employ-
ees vis-a-vis e-mail access and the
presentation of information on
WWW sites and through other
means on the Net.

E-mail

The focus on e-mail differs some-
what depending on your status as
an employer or employee. For em-
ployers, it is important to create a
workplace environment without
an expectation of privacy for the
employee. A business is a busi-
ness, and the employee should not
be using e-mail for private pur-
poses that may, in fact, be detri-
mental to business. Employers
should develop policies which
state that the employee will have
no expectation of privacy. For the
employee, vour rights to “speak”
on the Internet as an individual,
versus your status as an employee
of an organization, may well de-
pend on what you signed when
vou joined the firm. In some cases
people are able to use disclaimers,
as in a signature file appended to
the bottom of their e-mail mes-
sages, to note that their state-
ments are “mine alone, and not
those of my employer.” That may
satisfy some employers, but not
others. Similarly, a personal
WWW page may include informa-
tion which would concern the em-
plover or that the employer may
tind inappropriate.

Presentation Of Information On The
WWW

What happens when you present
information on the Internet and it
crosses state lines and is read or
used by people in different states?
The American Civil Liberties
Union is now arguing for freedom

James R. MacCrate, CRE, MAI, is the
practice leader for the Northeast Region
of the Price Waterhouse LLP Real Es-
tate Valuation/ Advisory Services Group
in New York. He is actively involved in
portfolio evaluation, property valua-
tion, litigation and other real estate ad-
visory services throughout the United
States.

Audrey M. Roth 1s a partner in the law
firm of Kelley Drye & Warren LLP,
working in venture capital and emerg-
ing growth company areas. Her practice
includes representation of various Inter-
net businesses and companies in the
high-tech arena. She graduated from
Columbia University Law School and is
a member of the American Bar Associa-
tion and the Association of the Bar of
the City of New York.
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of speech in cases dealing with
state regulations that would limit
online utterances that might vio-
late one or another state or local
laws, but not others. It is unclear
what law governs in a global envi-
ronment such as the WWW or
whether, and in what cases, an in-
dividual or local government has
jurisdiction over you. And finally,
your rights may differ from nation
to nation. Acceptable discourse in
the U.S. may be totally unaccept-
able in Smgapore It is important
to remember always that use of
the Net provides worldwide expo-
sure and therefore, potential expo-
sure to the laws of all nations.

More background on this sub-
ject can be found on the ANet(
at The Center For Democracy and
Technology, <http:/www.cdt.org/
privacy/contents.html>,  which
includes information on current is-
sues including electronic health
information and legislation, and
The Electronic Frontier, <http:/
www.eff.org/>, a non-profit civil
liberties organization working in
the public interest to protect pri-
vacy, free expression and access to
public resources and information
online and promotes respon-
sibility in new media.

Copyright

Copyright issues need to be ad-
dressed in three contexts: your
own articles, your own WWW
page and the materials of others
that you propose to link to, or in-
Lorporate in, your WWW page.

—.

® Your own individual articles. If
you put your own material on
the WWW, even with a copy-
right warning and request that
people get vour permission be-
fore re-using, assume it won't
happen and that it may not be
cost-effective to enforce your
rights. Unauthorized reuse may
take place all over the world
with vour material translated
into many languages. But you
probably should include a
warning on your site if only to
state your intent so the potential
infringer knows the work was
protected.

New Technology

B Your own WWW page. With a
WWW page theres a better
chance that you can require
someone to cease and desist
from copying the look, feel and
layout of your page and the
unique arrangement of mate-
rial. There will likely be only
one violator, and the copying
would be more blatant, e.g., use
of code, etc. Software now
available allows you, in effect,
to stamp your site as the origi-
nal and distinguish it from
those who would closely imi-
tate it. See, for example, the
parody sites which spoof and
copy such sites as the White
House, various political candi-
date sites and the site of the
New York New Media Associa-
tion (the parody site is <http://
www.nynma.com:),

B Material written by others, for ex-
ample, articles linked to your
WWW page. Theoretically, and
often as a courtesy, you should
ask permission before linking
another persons WWW page to
VDUT own. In Practlce hDV\rt"\t,r
this courtesy is often not ob-
served. Realistically, anything
on the WWW is generally re-
garded as fair game for links. A
link can be easily deleted, of
course, if the linked party prot-
ests, so damage done by linking
is small and, in most cases, eas-
ily repairable. On a strategic
level however, you should con-
sider entering into linking ar-
rangements with other sites.
Often, these arrangements are
beneficial to both parties and
provide increased traffic.

Securities Offerings

When you provide information on
the Internet about a real estate in-
vestment trust, a private place-
ment or an initial public offering
of a real estate company, when do
vou cross the line into inappropri-
ate offering material? The Securi-
ties and Exchange Commission
(SEC) is now developing regula-
tions in this area. Meanwhile, a
number of offerers have devel-
oped sample warning statements

which attempt to make it clear
that their on-line presentation or
trading activity is for certain lim-
ited audiences, and interested par-
ties are referred to state law and
regulations that apply. Clearly,
this type of statement is only one
step in securities law compliance
and must be done in conjunction
with a careful securities law anal-
ysis by your legal counsel.

The SEC is already mandat-
ing, through the wuse of its
EDGAR system, electronic filings
of all registration statements and
periodic reports by public com-
panies, such as Forms 10-K and
10-Q. Access via the WWW to
public companies has never been
easier. The SEC maintains a
WWW  site that includes an
EDGAR search engine which en-
ables any user to locate and access
all such public company filings
<http://lwww.sec.gov/edaux/
searches.htm>.

For more details and examples
of disclaimers, you can visit the
following WWW sites: Chicago
Partnership Board WWW site,
which deals with transactions in
limited  partnership  interests
<http://www.cpboard.com> and
the Institutional Real Estate
Clearinghouse <http://www.irec.
org>, which deals with exchange
of interests in institutionally-
owned real estate. Generally, for
guidance in this area, visit the
site of the venture capital publi-
cation Red Herring <http:/
www.herring.com> and the SEC
<http://lwww.sec.gov/>.

Compliance With State And

Federal Tax And Other Laws

Internet information is accessible
in all 50 states and worldwide.
People who advertise properties
and provide services of different
kinds may run afoul of various
state laws. For example, are you
doing business when you adver-
tise property on a WWW page
that is read in a given state? Must
you comply with state real estate
industry licensing laws? Might
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you be engaged in unauthorized
practice of real estate brokerage or
law? Furthermore, when are vou
subject to taxation related to on-
line transactions involving some
kind of nexus with the state in
question? For example, sales or
transfer tax liability on goods sold
in the state? Finally, regarding in-
ternational transactions, when do
U.S. federal taxation apply and at
what point do foreign laws be-
come relevant?

These issues regarding the
rights of states and cities to regu-
late, limit and restrict Internet
business activity are still evolving
and are likely to continue as new
issues and methods of doing busi-
ness are created. There are no
clear answers, and therefore real
estate professionals should pro-
ceed with caution. Tax considera-
tions should be discussed with
sophisticated tax counsel. At this
point, the Internal Revenue Ser-
vice is working on regulations re-
garding the  taxability  of
commerce on the WWW,

Electronic Data Interchange
(EDI) And Electronic Commerce
Contract and commercial law, both
within the U.S. and interna-
tionally, are being modified to rec-
ognize the increasing importance
of electronic data interchange
(EDI) and electronic commerce.
What constitutes a valid electronic
offer, acceptance, documentation
or signature? Authentication: How
do I know vou are who you say
you are? How do [ know that the
interior of the property shown (as,
for example, on RentNet <http:/
www.rent.net>) is really the sub-
ject property? All these issues are
the subject of emerging law and
developing standards.

Exploring the issue of authen-
tication in more detail is really a
question of who can you trust in
cyberspace? This involves at least
two separate issues. The first has
to do with the authenticity of in-
formation found on a WWW
page. Who created the page, and
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how can you be assured that it
represents reality? As with inves-
tigation of real estate information
in more traditional settings, you
need to confirm mdependcntl\
and verify the sources. This will
often involve use of offline con-
tacts in person or by phone with
trustworthy sources.

A related and more difficult is-
sue is the citation issue: How do
you accurately cite a WWW page
when vou're using it in a report?
A site can be changed minute by
minute, so you really need to note
the date and time it occurred. By
the same token, it’s risky to create
a link in a report to a property
WWW page, since the content of
the linked page can be altered at
any time, perhaps making it differ
significantly from the one you
looked at earlier. It may be more
prudent to back up WWW page
references with print snapshots of
the linked page which include
date references.

Finally, EDI and electronic
commerce are only as safe and re-
liable as the protections surround-
ing them. You should be aware of
hackers who can often break
through protective barriers in re-
cord time. Encryption and other
devices should be put into place to
ensure the integrity and privacy of
any  electronically  transacted
business.

Service Provider Responsibility

The subject of service provider
(e.g., America Online, Com-
puServe, ATT WorldNet, Micro-
soft Network) responsibility for
policing Internet activity is a cur-
rent subject of intense legal and
regulatory debate. The rights of
the user, vis-a-vis the service pro-
vider, will most likely be defined
by the agreement you sign when
you enroll with that provider.
Most of the responsibility  for
monitoring the content of e-mail
messages, newsgroups and Web
pages that are transmitted and
hosted through these providers is
falling more and more on the user

and/or the information providers
that contract with the service pro-
viders to provide content.

Federal and state law is
emerging on this issue with one
focus being the level of oversight
and editorial responsibility as-
sumed by service providers. In
many cases, the service providers
are not responsible for knowing
about or overseeing content that
runs through their systems; prac-
tically, this would be impossible.
The responsibility comes after they
are made aware of potentially ille-
gal or abusive content on their
systems. In most contracts with
content providers and users, the
service providers insist on full in-
demnifications for any content of
which  they may be held
responsible.

Web Disclaimers

It may be possible to use various
types of disclaimer statements in
an attempt to protect vyourself
from some of the potential prob-
lems described in this article. For
example, a statement that “infor-
mation is taken from sources be-
lieved to be reliable, and will be
corrected as necessary” can indi-
cate intent to maintain a clean
WWW site. It is easier to make
changes to electronic documents
than it is to paper documents.
Thus, the effects of errors are
likely to be smaller.

The placement of disclaimer
statements deserves mention. Dis-
claimers should be placed visibly,
but not obtrusively, so they can be
noted without deterring people
from visiting the WWW site. In
some cases, placement of a link
leading to a disclaimer may be
sufficient. There is one caveat.
Disclaimers are not the end all of
protection against liability. You
should remain aware that there
are instances in which, notwith-
standing the prominent display of
a disclaimer, you may have re-
sponsibility and liability for your
actions and use of the Internet.
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Experts & Consultants Guide
to CRE Services

Acquisitions/Dispositions, continued

Service Categories

Acquisitions/Dispositions Property Tax Services

Appraisal & Valuation
General
Acquisitions/Dispositions
Environmental
Asset Management
Capital Market Analysis

International
Acquisitions/Dispositions
Corporate Qutsourcing
Cost Management Strategies
General
Latin American

Corporate Services
Market Analysis
In Russia

Litigation Consulting

Strategy
General
Expert Witness
Market Analysis

Pension Funds

Portfolio Analysis

Property Management

Real Estate
General
Commercial/Retail
Office Buildings
Office/Industrial Parks
Research & Development
Residential
Residential-Multi-family
Special Purpose Properties
REITS
Other
Bankruptcy
Commercial Real Estate
Finance
Feasibility Studies
Fiduciary Breach
Expert Testimony
Golf Properties
Healthcare
Real Estate Securities
Strategic Competitor
Analysis

Richard C. Shepard, CRE
Real Estate Strategies and
Advisory Services

66 Chesterfield Lakes

St. Louis, MO 63005-4520
314.530.1337

fax 314.530.1356

Richard D. Simmons, Sr.,, CRE
Simmons Associates Limited
5 Broadway, Ste. 101

Saugas, MA 01906
617.231.3375

fax 617.231.0153

Anthony F. Souza, CRE
Souza Realty & Development
105 E. 10th St.

Tracy, CA 95376

209.835.8330
fax 209.832.8355

Rocky Tarantello, CRE
Tarantello & Associates
250 Newport Ctr. Dr., #305
Newport Beach, CA 92660
714.833.2650

fax 714.759.9108

Richard ]. Voelker, CRE
VCK Capital Advisors, Ltd.
5910 N. Central Expressway,
Ste. 1750

Dallas, TX 75206
2149878080 =

ACQUISITIONS/DISPOSITIONS

Christopher N. Carson, CRE
Christopher N. Carson, CRE
12 Chelsea Ct.

Hillsdale, NJ 07642-1227
201.644.4451

fax 201.664.1267

Michael Conlon, CRE
Sedway Kotin Mouchly Group
3 Embarcadero Center, #1150
San Francisco, CA 94111
415.781.8900

fax 415.781.8118

Patty Dupre, CRE

Mike Scott, CRE

Dupre + Scott Apartment
Advisors

6041 California Ave., SW, #104
Seattle, WA 98136-1673
206.935.3548; fax 206.935.6763
E-mail: apts@dsaa.com

Web Site: http:/fuwnw.dsaa.com

H. Ross Ford, CRE
H. Ross Ford Associates, Inc.

Box 727

Far Hills, NJ 07931
908.766.2335

fax 908.766.2343

James S. Lee, CRE
Kensington Realty
Advisors, Inc.

77 W. Wacker Dr., Ste., 3350
Chicago, IL 60601
312.553.0780

fax 312.553.0767

Ehud G. Mouchly, CRE
Sedway Kotin Mouchly Group
12100 Wilshire Blvd., #1050
Los Angeles, CA 90025
310.820.0900

fax 310.820.1703

Roland J. Rives, CRE
Richard Ellis, Inc.

Three First National Plaza
Chicago, IL 60602
312.899.1900

fax 312.899.0923 (continued)

APPRAISAL & VALUATION

General

Russell J. Chambers, CRE
Dean Appraisal Co

690 E. Maple Rd
Birmingham, MI 48009
810.540.0040

fax 810.540.8239

Webster A. Collins, CRE
Whittier Partners

155 Federal St.

Boston, MA 02110
617.482.6000

fax 617.482.5509

J.C. Felts, CRE

Dupree, Felts and Young, Inc.

200 Carondelet St., Ste. 2103
New Orleans, LA 70130
504.581.6947

fax 504.581.6949

E-mail: jfelts@gnofn.com

Jim Frederick, CRE
Appraisal Associates of
Austin, Inc.

505 W. 15th St.

Austin, TX 78701
512.477.6311

fax 512.477.1793

Norman A. Gosline, CRE
Gosline & Company

I.O. Box 247

Gardiner, ME 04345
207.582.1100

fax 207.582.2755

David E. Lane, CRE
David E. Lane, Inc.
9851 Horn Rd., Ste., 140
Sacramento, CA 95827
916.368.1032

fax 916.368.1080

Robert J. McCarthy, CRE
Dolben Appraisal &
Consulting Co., Inc.

One Beacon St.

Boston, MA 02108
617.371.9500

Robert H. McKennon, CRE
Appraisal Associates, Inc.
2101 Tatnall St.
Wilmington, DE 19802
302.652.0710

fax 302.652.1098

(continued)
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Appraisal & Valuation, continued

Robert H. Scrivens, CRE

National Valuation Services, Inc.

171 Ridgedale Ave.
Florham Park, NJ 07932
201.822.2323

fax 201.822.1215

Lynn M. Sedway, CRE

Sedway Kotin Mouchly Group

3 Embarcadero Center, #1150
San Francisco, CA 94111
415.781.8900

fax 415.781.8118

John E. Sylvester, Jr., CRE
Svlvester & Company
Lowell's Cove Rd.

Orr's Island, ME 04066-0048
207.833.6252

fax 207.833.6254

Kathy Wilke, CRE

Price Denton Inc.

14800 Quorum Dr., Ste. 330
Dallas, TX 75240
214.960.1606

fax 214.960.8906

Acquisitions/
Dispositions

Jim Frederick, CRE
Appraisal Associates of
Austin, Inc.

505 W. 15th St.
Austin, TX 78701
512.477.6311

fax 512.477.1793

David E. Lane, CRE
David E. Lane, Inc.
9851 Horn Rd., Ste., 140
Sacramento, CA 95827
916.368.1032

fax 916.368.1080

James R. MacCrate, CRE

Price Waterhouse, LLIP

1177 Avenue of the Americas |

New York, NY 10036
212.596.7525
tax 212.596.8938

Environmental
Webster A. Collins, CRE
Whittier Partners

155 Federal St.

Boston, MA 02110
617.482.6000

fax 617.482.5509

Gregory H. Leisch, CRE
Delta Associates, Inc.,
701 Prince St.
Alexandria, VA 22314
703.836.5700

fax 703.836.5765 =

ASSET MANAGEMENT

James S. Carlson, CRE
Carlson Real Estate Advisors
16332 Wildfire Circle
Huntington Beach, CA 92649
714.377.9933

fax 714.377.9501

e-mail: 75720,
2560@compuserve.com

Carl Greenwood, CRE
Greenwood & Son

440 W. First St., #201
Tustin, CA 92680
714.544.4000

fax 714.544.2420

George H. Jacobs, CRE
Jacobs Enterprises, Inc.
60 Rt. 46 E

Fairfield, NJ 07004
201.244.0100

fax 201.882.1560

A.N. Justice, CRE

Justice Corporation

19329 US. 19 N,, Ste. 100
Clearwater, FL 34624-3156
813.531.4600

fax 813.530.4004

James S. Lee, CRE
Kensington Realty
Advisors, Inc.

77 W. Wacker Dr., Ste., 3350
Chicago, IL 60601
312.553.0780

fax 312.553.0767

Ehud G. Mouchly, CRE
Sedway Kotin Mouchly
Group

12100 Wilshire Blvd., #1050
Los Angeles, CA 90025
310.820.0900

fax 310.820.1703

Asset Management, continued

Richard C. Shepard, CRE
Real Estate Strategies and
Advisory Services

66 Chesterfield Lakes

St. Louis, MO 63005-4520
314.530.1337

fax 314.530.1356

Don E. Spencer, CRE

300 120th Ave., NE

Real Estate Advisory Services

Bellevue, WA 98005
206.455.9888
fax 206.455.3898

Macdonald West, CRE

The Macdonald West
Company

1390 S. Dixie Hwy., Ste. 2217
Coral Gables, FL 33146
305.667.2100

fax 305.663.0028 =

Scott Muldavin, CRE
Roulac Group

Larkspur, CA 94939
415.925.1895
fax 4159251812 =

CAPITAL MARKET ANALYSIS

900 Larkspur Landing Circle, Ste. 125

INTERNATIONAL

Acquisitions/
Dispositions, Market
Analysis, Corporate
Outsourcing, and Cost
Management Strategies
Richard J. Voelker, CRE
VCK Capital Advisors, Ltd.
5910 N. Central Expressway,
Ste. 1750

Dallas, TX 75206
214.987.8080

General

Franc J. Pigna, CRE
Richard Ellis

2701 S. Bayshore Dr., #605
Miami, FL 33133-5310
305.860.6006

Roland J. Rives, CRE
Richard Ellis, Inc.

Three First National Plaza
Chicago, IL 60602
312.899.1900

fax 312.899.0923

In Russia (General,
Market Analysis, &
Appraisal & Valuation):
Olga Kaganova, CRE

The Urban Institute

2100 M St., NW
Washington, DC 20037
202.857.8765

fax 202.466.3982

E-mail: okaganov@ui.urban.org

Latin American
Corporate Services
Franc ]. Pigna, CRE
Richard Ellis

2701 S. Bayshore Dr., #605
Miami, FL 33133-5310
305.860.6006

Market Analysis

Franc J. Pigna, CRE
Richard Ellis

2701 S. Bayshore Dr., #605
Miami, FL 33133-5310
305.860.6006 =

General
Willis Andersen, Jr., CRE
REIT Consulting Services

701 S. Fitch Mountain Rd.
| -

LITIGATION

CONSULTING STRATEGY

Healdsburg, CA 95448
707.433.8302
fax 707.433.8309

(continued)
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Litigation Consulting
Strategy, continued

James S. Carlson, CRE
Carlson Real Estate Advisors
16332 Wildfire Circle
Huntington Beach, CA 92649
714.377.9933

fax 714.377.9501

e-mail: 75720,
2560@compuserve.com

Russell J. Chambers, CRE
Dean Appraisal Co.

690 E. .\1‘1p]u Rd.
Birmingham, MI 48009
810.540.0040

fax 810.540.8239

Webster A. Collins, CRE
Whittier Partners

155 Federal St.

Boston, MA 02110
617.482.6000

fax 617.482.5509

Philip S. Cottone, CRE
Property Trust Advisory Corp.
353 W. Lancaster Ave., Ste. 100
Wayne, PA 19087
610.971.1650

fax 610.971.1653

H. Ross Ford, CRE

H. Ross Ford Associates, Inc.
Box 727

Far Hills, NJ 07931
908.766.2335

fax 908.766.2343

Norman A. Gosline, CRE
Gosline & Company

P.O. Box 247

Gardiner, ME (4345
207.582.1100

fax 207.582.2755

Ronald A. Harris, CRE
Cantrell, Harris & Associates
530 Bush St., 6th floor

San Francisco, CA 94108
415.956.6000

fax 415.956.4158

David E. Lane, CRE
David E. Lane, Inc.
9851 Horn Rd., Ste., 140
Sacramento, CA 95827
916.368.1032

fax 916.368.1080

Richard M. Langhorne, CRE
The Langhorne Company

848 Brickell Ave.
Miami, FL 33131
305.536.1000

fax 305.536.1236

Gregory H. Leisch, CRE
Delta Associates, Inc.,
701 Prince St.
Alexandria, VA 22314
703.836.5700

fax 703.836.5765

James R. MacCrate, CRE
Price Waterhouse, LLP

1177 Avenue of the Americas
New York, NY 10036
212.596.7525

fax 212.596.8938

Robert H. McKennon, CRE
Appraisal Associates, Inc.
2101 Tatnall St.
Wilmington, DE 19802
302.652.0710

fax 302.652.1098

Jack C. Morgan, CRE

Jack C. Morgan Associates
6100 Fairview Rd., Ste. 103
Charlotte, NC 28210
704.554.9500

fax 704.554.9771

Scott Muldavin, CRE
Roulac Group

900 Larkspur Landing Circle,
Ste. 125

Larkspur, CA 94939
415.925.1895

fax 415.925.1812

William H. Owen, CRE
Real Estate Research
Consultants

200 E. Robinson St., #690
Orlando, FL. 32801
407.843.5635

fax 407.839.6197

John C. Opperman, CRE
Opperman Financial Group
3621 Clay St.

San Francisco, CA 94118
415.928.1235

fax 415.931.5408

Richard Rosenthal, CRE
The Rosenthal Group
1350 Abbot Kinney Blvd,,
Ste. 101; P.O. Box 837
Venice, CA 90291

(continued)

310.392.5404
fax 310.392.2950

Richard C. Shepard, CRE
Real Estate Strategies and
Advisory Services

66 Chesterfield Lakes

St. Louts, MO 63005-4520)
314.530.1337

tax 314.530.1356

Richard D. Simmons, Sr., CRE
Simmons Associates Limited
5 Broadway, Ste. 101

Saugas, MA 01906
617.231.3375

fax 617.231.0153

John E. Sylvester, Jr., CRE
Svlvester & Company
Lowell's Cove Rd.

Orr's Island, ME 04066-0048
207.833.6252

fax 207.833.6254

Paul G. Vogel, CRE
Realty Development
Research, Inc.

230 W. Monroe St., Ste. 310
Chicago, 1L 60606-4701
3123325111

fax 312.332.5126

Kathy Wilke, CRE

Price Denton Inc.

14800 Quorum Dr., Ste. 330
Dallas, TX 75240
214.960.1606

fax 214.960.8906

Expert Witness and
Valuation

Philip S. Cottone, CRE
Property Trust Advisory
Corp.

353 W. Lancaster Ave., Ste. 100
Wayne, PA 19087
610.971.1650

tax 610.971.1653

Stephen F. Fanning, CRE
Fanning & Associates
417 S. Locust, Ste. 102
Denton, TX 76201
817.387.7493

fax 817.383.4633

J.C. Felts, CRE

Dupree, Felts and Young, Inc.
200 Carondelet St., Ste. 2103
New Orleans, LA 70130
504.581.6947

fax 504.581.6949
E-mail: jfelts@gnofu.com

Jim Frederick, CRE
Appraisal Associates of
Austin, Inc.

505 W. 15th St.

Austin, TX 78701
512.477.6311

fax 512.477.1793

George H. Jacobs, CRE
Jacobs Enterprises, Inc.
60 Rt. 46 E

Fairfield, NJ 07004
201.244.0100

fax 201.882.1560

Irene A. Kirchner, CRE
Arthur Andersen & Co.
225 Peachtree St., Ste. 2200
Atlanta, GA 30303-1846
404.681.8565

fax 404.221.4400

Richard M. Langhorne, CRE
The Langhorne Company
848 Brickell Ave.

Miami, FL 33131
305.536.1000

tax 305.536.1236

Robert H. McKennon, CRE
Appraisal Associates, Inc.
2101 Tatnall St.
Wilmington, DE 19802
302.652.0710

fax 302.652.1098

John McMahan, CRE
The McMahan Group
One Embarcadero Ctr,,
Ste. 2930

San Francisco, CA 94111
415.438.1800

fax 415982.1123

Roland J. Rives, CRE
Richard Ellis, Inc.

Three First National Plaza
Chicago, IL 60602
312.899.1900

fax 312.899.0923

Richard Rosenthal, CRE
The Rosenthal Group
1350 Abbot Kinney Blvd.,
Ste. 101; P.O. Box 837
Venice, CA 90291
310.392.5404

fax 310.392.2950

(contimued)
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Litigation Consulting
Strategy, continued

Robert H. Scrivens, CRE
National Valuation Services, Inc.
171 Ridgedale Ave.

Florham Park, N] 07932
201.822.2323

fax 201.822.1215

Anthony F. Souza, CRE
Souza Realty & Development
105 E. 10th St.

Tracy, CA 95376
209.835.8330

fax 209.832.8355

Rocky Tarantello, CRE
Tarantello & Associates

250 Newport Ctr. Dr., #305
Newport Beach, CA 92660
714.833.2650

fax 714.759.9108

Richard C. Ward, CRE
Development Strategies
10 S, Broadway, Ste. 1640
St. Louis, MO 63102
314.421.2800

fax 314.421.3401

Macdonald West, CRE

The Macdonald West
Company

1390 S. Dixie Hwy, Ste. 2217
Coral Gables, FL 33146
305.667.2100

fax 305.663.0028 =

Market Analysis, continued

Richard C. Ward, CRE
Development Strategies
10 S. Broadway, Ste. 1640
St. Louis, MO 63102
314.421.2800

fax 314.421.3401

Ronald A.W. Young, CRE
The Advisory Group

Two Maryland Farms, Ste. 121
Brentwood, TN 37027
615.221.5160

fax 6152215161 =

MARKET ANALYSIS

Michael Conlon, CRE
Sedway Kotin Mouchly
GTUUP

3 Embarcadero Center, #1150
San Francisco, CA 94111
415.781.8900

fax 415.781.8118

Patty Dupre, CRE

Mike Scott, CRE

Dupre + Scott Apartment
Advisors

6041 California Ave., SW, #1(4
Seattle, WA 98136-1673
206.935.3548; fax 206.935.6763
E-mail: apts@dsaa.com

Web Site: http:/funnw.dsaa.com

Stephen F. Fanning, CRE
Fanning & Associates
417 S. Locust, Ste. 102
Denton, TX 76201
817.387.7493

fax 817.383.4633

J.C. Felts, CRE

Dupree, Felts and Young, Inc.
200 Carondelet St., Ste. 2103
New Orleans, LA 70130
504.581.6947

fax 504.581.6949

E-mail: jfelts@gnofn.com

Norman A. Gosline, CRE
Gosline & Company

P.O. Box 247

Gardiner, ME (4345
207.582.1100

fax 207.582.2755

Irene A. Kirchner, CRE
Arthur Andersen & Co.
225 Peachtree St., Ste. 2200
Atlanta, GA 30303-1846
404.681.8565

fax 404.221.4400

Gregory H. Leisch, CRE
Delta Associates, Inc.,
701 Prince St.
Alexandria, VA 22314
703.836.5700

fax 703.836.5765

William H. Owen, CRE
Real Estate Research
Consultants

200 E. Robinson St., #:90
Orlando, FL 32801
407.843.5635

fax 407.839.6197

Lynn M. Sedway, CRE
Sedway Kotin Mouchly Group
3 Embarcadero Center, #1150
San Francisco, CA 94111
415.781.8900

fax 415.781.8118

Paul G. Vogel, CRE

Realty Development
Research, Inc.

230 W. Monroe St., Ste. 310
Chicago, 1L 60606-4701
312.332:5111

fax 312.332.5126

(continued)

PENSION FUNDS

James S. Lee, CRE
Kensington Realty
Advisors, Inc.

77 W. Wacker Dr., Ste., 3350
Chicago, IL 60601
312.553.0780

fax 312.5533.0767

Robert J. McCarthy, CRE
Dolben Appraisal &
Consulting Co., Inc.

One Beacon St.

Boston, MA 02108
617.371.9500

John McMahan, CRE

The McMahan Group

One Embarcadero Ctr,,

Ste. 2930

San Francisco, CA 94111
415.438.1800; fax 415.982.1123

Macdonald West, CRE

The Macdonald West
Company

1390 S. Dixie Hwy., Ste. 2217
Coral Gables, FL 33146
305.667.2100

fax 305.663.0028 =

PORTFOLIO

ANALYSIS

Carl Greenwood, CRE
Greenwood & Son

440 W. First St., #201
Tustin, CA 92680
714.544.4000

fax 714.544.2420

Robert J. McCarthy, CRE
Dolben Appraisal &
Consulting Co., Inc.

One Beacon St.

Boston, MA 02108
617.371.9500

Ehud G. Mouchly, CRE
Sedway Kotin Mouchly
Group

12100 Wilshire Blvd., #1050
Los Angeles, CA 90025
310.820.0900

fax 310.820.1703

Kathy Wilke, CRE

Price Denton Inc.

14800 Quorum Dr., Ste. 330
Dallas, TX 75240
214.960.1606

fax 214.960.8906 =

PROPERTY MANAGEMENT

Christopher N. Carson, CRE
Christopher N. Carson, CRE
12 Chelsea Ct.

Hillsdale, NJ 07642-1227
201.644 4451

fax 201.664.1267

Ronald A. Harris, CRE
Cantrell, Harris & Associates
530 Bush St., 6th floor

San Francisco, CA 94108
415.956.6000

fax 415.956.4158

A.N. Justice, CRE

Justice Corporation

19329 US. 19 N, Ste. 100
Clearwater, Fl. 34624-3156
8513.531.4600

fax 813.530.4004

Robert H. Percival, CRE
Percival's, Inc.
301 S. McDowell St., Ste. 900
Charlotte, NC 28204-2646
704.333.1535
fax 704.333.8633

(continued)
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Property Management, continued

Robert H. Scrivens, CRE
| National Valuation
[ Services, Inc.

171 Ridgvd.\lu Ave.

Florham Park, NJ 07932
201.822.2323

fax 201.822.1215 =

PROPERTY TAX SERVICES

Jack C. Morgan, CRE

Jack C. Morgan Associates
6100 Fairview Rd., Ste. 103
Charlotte, NC 28210
704.554.9500

fax 704.554.9771

Robert H. Scrivens, CRE
National Valuation
Services, Inc.

171 Ridgedale Ave.
Florham Park, NJ 07932
201.822.2323

fax 201.822.1215

Don E. Spencer, CRE

Real Estate Advisory Services
300 120th Ave., NE

Bellevue, WA 98005
206.455.9888

fax 206.455.3898 =

General

Russell J. Chambers, CRE
Dean Appraisal Co.

690 E. Maple Rd.
Birmingham, MI 48009
810.540.0040

fax 810.540.8239

H. Ross Ford, CRE

H. Ross Ford Associates, Inc.
Box 727

Far Hills, NJ 07931
908.766.2335

fax 908.766.2343

Ronald A. Harris, CRE
Cantrell, Harris &
Associates

530 Bush St., 6th tloor
San Francisco, CA 94108
415.956.6000

fax 415.956.4158

Irene A. Kirchner, CRE
Arthur Andersen & Co.
225 Peachtree St., Ste. 2200
Atlanta, GA 30303-1846
404.681.8565

fax 404.221.4400

James R. MacCrate, CRE
Price Waterhouse, LLP

1177 Avenue of the Americas
New York, NY 10036
212.596.7525

fax 212.596.8938

REAL ESTATE

William H. Owen, CRE
Real Estate Research
Consultants

200 E. Robinson St., #6690
Orlando, FL 32801
407.843.5635

fax 407.839.6197

Lynn M. Sedway, CRE
Sedway Kotin Mouchly
Group '

3 Embarcadero Center, #1150
San Francisco, CA 94111
415.781.8900

fax 415.781.8118

Richard D. Simmons, Sr., CRE
Simmons Associates Limited
5 Broadway, Ste. 101

Saugas, MA 01906
617.231.3375

fax 617.231.0153

Anthony F. Souza, CRE
Souza Realty & Development
105 E. 10th St.

Tracy, CA 95376
209.835.8330

fax 209.832.8355

Richard C. Ward, CRE
Development Strategies
10 S, Broadway, Ste. 1640
St. Louis, MO 63102
314.421.2800

fax 314.421.3401

(continued)

Commercial/Retail
George H. Jacobs, CRE
Jacobs Enterprises, Inc.
60 Rt. 46 E

Fairfield, NJ 07004
201.244.0100

fax 201.882.1560

Jack C. Morgan, CRE

Jack C. Morgan Associates
6100 Fairview Rd., Ste. 103
Charlotte, NC 28210
704.554.9500

fax 704.554.9771

Basil J. Raffa, CRE

Rafta Mortgage & Consulting
2235 E. Flamingo Ave., #201F
Las Vegas, NV 89119
702.732.7646

fax 702.732.7606

Paul G. Vogel, CRE
Realty Development
Research, Inc.

230 W. Monroe 5t., Ste. 310
Chicago, IL 60606-4701
312.332.5111

fax 312.332.5126

John J. Wallace, CRE
Wallace & Steichen, Inc.
261 Hamilton Ave., #420
Palo Alto, CA 94301
415.328.0447

fax 415.328.3701

Office Buildings
Christopher N. Carson, CRE
Christopher N. Carson, CRE
12 Chelsea Ct.

Hillsdale, NJ 07642-1227
201.644 4451

fax 201.664.1267

A.N. Justice, CRE

Justice Corporation

19329 U.S. 19 N, Ste. 100
Clearwater, FL 34624-3156
813.531.4600

fax 813.530.4004

Robert H. Percival, CRE
Percival's, Inc.

301 S. McDowell St., Ste. 900
Charlotte, NC 28204-2646
704.333.1535

fax 704.333.8633

Basil J. Raffa, CRE
Ratta Mortgage & Consulting
2235 E. Flamingo Ave., #201F

Las Vegas, NV 89119
702.732.7646
fax 702.732.7606

Office/Industrial Parks
Michael Conlon, CRE
Sedway Kotin Mouchly Group
3 Embarcadero Center, #1150
San Francisco, CA 94111
415.781.8900

fax 415.781.8118

Carl Greenwood, CRE
Greenwood & Son
440 W. First St., #201
Tustin, CA 92680
714.544.4000

fax 714.544.2420

Robert H. Percival, CRE
Percival’s, Inc.

301 S. McDowell St., Ste. 900
Charlotte, NC 28204-2646
704.333.1535

tax 704.333.8633

Richard J. Voelker, CRE
VCK Capital Advisors, Ltd.
5910 N. Central Expressway,
Ste. 1750

Dallas, TX 75206
214.987.8080

Residential

Basil J. Raffa, CRE

Raffa Mortgage & Consulting
2235 E. Flamingo Ave., #201F
Las Vegas, NV 89119
702.732.7646

fax 702.732.7606

Residential-Multi-family
James S. Carlson, CRE
Carlson Real Estate Advisors
16332 Wildfire Circle
Huntington Beach, CA 92649
714.377.9933

fax 714.377.9501

e-mail: 75720,
2560@compuserve.com

Patty Dupre, CRE

Mike Scott, CRE

Dupre + Scott Apartment
Advisors

6041 California Ave., SW, #104
Seattle, WA 98136-1673
206.935.3548; fax 206.935.6763
E-mail: apts@dsaa.com

Web Site: Iittp://www.dsaa.com

(continued)
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Real Estate, continued

Special Purpose Properties The Problem Solvers
John E. Sylvester, Jr., CRE . &
Sylvester & Company 1mn Retall Real Estate

Lowell's Cove Rd.
Orr's Island, ME 04066-0048
207.833.6252

fax 207.833.6254 =

Counseling s Development Services
Expert Testimony Hold/Sell Recommendations

| |
L] -
L s Feasibility Analysis = Joint Ventures
s Leasing s Tax Appeals
REITS s Troubleshooting « Valuations
Willis Andersen, Jr., CRE John McMahan, CRE .
REIT Consulting Services The McMahan Group The Wllke Company
701 S. Fitch Mountain Rd. Omne Embarcadero Ctr., Ste. 2930
Healdsburg, CA 95448 San Francisco, CA 94111 ... since 1984
707.433.8302 415.438.1800
fax 707.433.8309 fax 415982.1123 =

W. Richard Wilke, CRE

| OTHER Kathleen Price Wilke, CRE, MAI

|
Bankruptcy 417 S. Locust, Ste. 102
Richard M. Langhorne, CRE Denton, TX 76201 14800 Quorum Drive, Suite 330
The Langhorne Company 317-7?322'&” X Dallas, Texas 75240
848 Brickell Ave. fax 817.383.4633
Miami. FL 33131 2143853503 fax 214.960.8906
305.536.1000 Healthcare
fax 305.536.1236 Rocky Tarantello, CRE

Tarantello & Associates
Commercial Real Estate 250 Newport Ctr. Dr., #305

Finance Newport Beach, CA 92660

John C. Opperman, CRE 4 [4'?‘_;33'3??‘3

Opperman Financial Group ~ fax 714.759.9108 Reserve your advertising space now
3621 Clay St. Id ; y ! g p

San Francisco, CA 94118 ,l]{l()l:l‘l\: f‘\.w.'YCoung, CRE for 1997. (See page 50 fOT’
415.928.1235 ,,“ Advisory Group ‘ L

fax 415.931 5408 T'wo Maryland Farms, Ste. 121 adverhs;ng rates and order form_)

Brentwood, TN 37027
615.221.5160
fax 615.221.5161

Feasibility Studies
Ronald A.W. Young, CRE
Pu‘ [‘:;;{“-]h;‘r‘\:ﬁfhup_ Real Estate Securities Advertiser's Index
q;\npi.uy and Farms, Philip S. Cottone, CRE
HE:
- Property Trust

Brentwood, TN 37027 \r;‘}i( ' ), th
615221 5160 Advisory Corp.

R 353 W. Lancaster Ave,,

fax 615.221.5161 - :
: Ste. 100 Jerome Haims Realty, Inc. comevissasnes 22
o Wayne, PA 19087 )
Fiduciary Breach 6109711630

Expert Testimony fax 610.971.1653 SO a0 || P 1o ————— 11
Don E. Spencer, CRE
Real Estate :\d\‘i.ﬂury Services Str”h_)gi(‘ anlpgtit()r

Dean Appraisal Company ... 22

300 120th Ave. NE Kl Lewis Realty Advisoms cweesamemssms 11

Bellevue, WA 98005 Scott Muldavin, CRE

) 55 Q]RK - ’ .

h.“h'"h‘!'qffh Roulac Group Marguette Advisors . evmmmsownsspssins 26

fax 206.455.3898 F

ah e 900 Larkspur Landing Circle,

o ; Ste. 125 . _

| Golf Properties Lavkspur, CA 91054 The Rosenthal Croup s mmsesmmnmsmss 35
! Stephen F. Fanning, CRE 415.925.1895
| SRR o i .925.1¢
e — fax 4159251812 » The Wilke Company 48
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CONTRIBUTOR INFORMATION
FOR REAL ESTATE ISSUES

The journal is published three times annually (April,
August and December), and reaches a lucrative segment
of the real estate industry as well as a representative
Cross section of protessmnals in related industries.

Subscribers to Real Estate Issues are primarily the owners,
chairmen, presidents and vice presidents of real estate
companies, financial wrporahons property companies,
banks, management companies, libraries and Realtor"
boards throughout the country; professors and univer-
sity personnel; and professionals in S&Ls, insurance
companies and law firms.

Real Estate Issues is published for the benefit of the
CRE (Counselor of Real Estate) and other real estate pro-
fessionals, planners, architects, developers, economists,
government personnel, lawvers and accountants. It fo-
cuses on providing up-to-date information on problems
and topics in the field of real estate.

Review Process

All manuscripts are reviewed by three members of the
editorial board with the authors name(s) kept anony-
mous. When accepted, the manuscript and any recom-
mended changes is returned to the author for revision. If
the manuscript is not accepted, the author is notified by
letter.

The policy of Real Estate Issues is not to accept articles that
directly and blatantly advertise, publicize or promote the
author or the author’s firm or produats This policy is not
intended to exclude any mention of the author, his/her
firm or their activities. Any such presentations however,
should be as general as possible, modest in tone, and
interesting to a wide variety of readers. Potential con-
flicts of interest between the publication of an article and
its advertising value should also be avoided.

Every effort will be made to notify the author on the
acceptance or rejection of the manuscript at the earliest
possible date. Upon publication, copyright is held by The
Counselors of Real Estate (American Society of Real Es-
tate Counselors). The publisher will not refuse any rea-
sonable request by the author for permission to
reproduce any of his contributions to the journal.

Deadlines

All manuscripts to be considered for the April edition
must be submitted by January 15; for the August edition
by June I; for the December edition by September 1.

Manuscript/Illustrations Preparation

1. Manuscripts must be submitted on disk (along with
hard copy): ASCII file format or Word for Windows 6.0.
All submitted materials, including abstract, text and
notes, are to be double-spaced on one side only per
sheet, with wide margins. Recommended number of
manuscript pages is not to exceed 15. Submit five copies
of the manuscript accompanied by a 50- to 100-word
abstract and a brief biographical statement.

2. All notes, both citations and explanatory, are to be
numbered consecutively in the text and placed at the end
of the manuscript.

3. llustrations are to be considered as figures, numbered
consecutively and submitted in a form suitable for repro-
duction. (Camera-ready form, line screen not to exceed
80 dots per inch-DPL) If higher DPI is warranted to show
greater image blends or contrast, illustrations must be
computer-generated on a Macintosh or PC compatible
using the following formats: QuarkXPress, PageMaker,
llustrator, Photoshop, Corel Draw. Any other formats
will not be accepted.

4. Number all tables consecutively. All tables are to have
titles.

5. Whenever possible, include glossy photographs to
clarify and enhance the content in your article.

6. Title of article should contain no more than six words
including an active verb.

7. For uniformity and accuracy consistent with our edi-
torial policy, refer to the style rules in The Chicago Manual
of Style.

REAL ESTATE ISSUES
1997 Editorial Calendar

April (Deadline for manuscript submission—January 15)
Articles on general real estate-related topics

August (Deadline for manuscript submission—June 1)
Focus Edition “Global Real Estate Markets and
International Counseling ”
December (Deadline for submission —
September 1)

Special Edition “Capital Formation”

manuscript

Readers are encouraged to submit their manuscripts to:

Halbert C. Smith, CRE, editor in chief
Real Estate Issues

The Counselors of Real Estate

430 North Michigan

Chicago, IL 60611

THE BALLARD AWARD
MANUSCRIPT SUBMISSION
INFORMATION

The editorial board of Real Lstate Issues (REI) is accepting
manuscripts in competition for the 1997 William S.
Ballard Award. The competition is open to members of
The Counselors of Real Estate and other real estate pro-
fessionals. The $500 cash award and plaque is presented
in November during The Counselors annual convention
to the author(s) whose manuscript best exemplifies the
high standards of content maintained in the journal. The
recipient is selected by a three person subcommittee
comprised of members of The Counselors of Real Estate.
Any articles published in REI during the 1997 calendar
vear are eligible for consideration and must be submitted
by September 1, 1997.
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REI ADVERTISING RATES & SuBsCRIPTION ORDER FORM

Photocopy form to place your order by mail or fax

ADVERTISING RATES _
Real Estate Issues will bring your

Call to order, for deadline dates and placement requests advertising message to thousands of iisers

Size 1issue 2 issues (20% discount) 3 issues (30% discount) of counseling services in targeted industry

M4 pg. .“.:3175 .‘?HU each (SZSU total) 155122 each (SR(m total) sectors. Maximize your networking
172 pg. | $300 $220 each ($440 total) $210 each ($630 total) N O W W—
- " Oy P " h ac S C =
full pg. | $500 $400 each ($800 total)  $350 each (51,050 total) P} = =9 PR
estate professionals within financial
Check your choice of preference for ad placement. institutions, accounting firms, the legal
(Requests are honored on a “first come” basis). community, corporations, academia, and
2 Inside Front Cover 1 Left hand page more. Place your order now and request
U Inside Back Cover U Right hand page vour preferred placement in the journal.

ORDER FOrRM

» Single Copies (Back issues available @ $ 12.00 each)

Qf}/- Total
Volume #__ d Spring /Summer J Fall/Winter $_
Volume # d Spring/Summer 3 Fall/Winter S
Volume # J April QAugust 3 December $
] SltbSCl‘iPtiOHS - Now published tri-annually: April, August, December $
Reqular Subscription  University Faculty/Students Foreign/Canadian
J 1year 533 O 1year $27 J 1year §38
U 2 years 560 d 2vyears 548 d 2 years $65
U 3 years $79 0 3 years 563 O 3 years $84
+ Shipping (1 copy, $3; 2-5, $4; 6-9, $5) $ (38-444-544)
TOTAL % (38-442-340)
s Individual Articles @ $1.00 per page (photocopied)
a Article Reprints - (Professionally printed) minimum quantity, 100
To order by mail, phone, or fax contact: d Check enclosed for $
(payable to The Counselors of Real Estate)
Real Estate Issues U Charge $ tomy Visa O MasterCard
¢/o The Counselors of Real Estate _ QO Am. Express 0 Discover QOther
430 N. Michigan Ave., Chicago, IL 60611-4089 B
312.329.8427; fax 312.329.8881 Card # Exp. date
Name ) Signature
Company - - -

\dd Send me information on:
Address

J membership in The Counselors of Real Estate
City /State/Zip

S [ publications from The Counselors of Real Estate
S [ CRE Membership Directory

Telephone




THE COUNSELORS
OF REAL ESTATE

430 North Michigan Avenue
Chicago, lllinois 60611

telephone: 312.329.8427
fax: 312.329.8881

World Wide Web: http:/ /www.cre.org/





