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O
pening a restaurant is 
always a challenging 
endeavor, especially with 
the uncertainty caused by 
the COVID-19 pandemic. 

Restaurant build-out costs often are 
a few hundred thousand dollars, 
putting restaurant ownership out 
of reach for many chefs looking to 
establish their first restaurant. This 
challenge is compounded in smaller 
communities like Pueblo, where the 
buildings are generally older, requir-
ing an increased expense to convert 
the space into a restaurant. Further-
more, landlords in smaller markets 

often lack the 
financial capacity 
to provide tenants 
with significant 
improvement 
allowances. Land-
lords also may be 
hesitant to provide 
a large allowance 
even if they have 
the capacity to do 
so because lower 
market rents may 
not offset the 
upfront cost of the 
allowance. 

Given the greater challenges of 
opening restaurants in smaller 
markets, food halls can make con-
siderable impacts in these commu-
nities. A food hall can be scaled up 
or down to house an ideal number 
of restaurant spaces to support the 
economy. A prime example of this 
is the Warehouse Food Hall in Craig, 
population 9,022, which features 
three vendor spaces in addition to a 
central bar, fitting for a community 
of its size.

While the economic models vary 
by food hall, in some situations, 
such as the future Fuel & Iron 

Food Hall in Pueblo, the food hall 
owner will build out the restaurant 
spaces and provide kitchen equip-
ment. This reduces the expense on 
the restauranteurs to only cover 
signage, inventory, pre-opening 
labor and marketing costs averag-
ing around $20,000, a much more 
approachable number than trying to 
open a brick-and-mortar restaurant. 
In smaller markets with reduced 
lender and investor pools, this can 
be the difference between chefs 
opening restaurants or abandoning 

Please see Page 27

Nathan Stern  
Assistant vice 

president, Broad 
Street Realty, and 
co-developer, Fuel 

& Iron

Regular Architecture
When a food hall owner covers most of the build-out costs and provides kitchen equipment, as is the case for the future Fuel & Iron Food Hall in Pueblo, restauranteurs have a 
much more approachable cost to getting a business started. In smaller markets with reduced lender and investor pools, this can be the difference between chefs opening restau-
rants or abandoning their dreams.
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I
n reading this issue, you’ll 
discover there’s renewed hope 
that retail sales are turning 
the corner and market funda-
mentals are starting to reflect 

numbers similar to those before 
COVID-19 entered our lexicon; but 
also there’s trepidation about what 
the next few months will bring.  

The economy is growing quickly, 
but the pandemic 
still threatens that 
progress, accord-
ing to the National 
Retail Federation. 
“Gross domestic 
product surpassed 
its pre-crisis peak 
during the second 
quarter and vig-
orous growth is 

expected throughout the rest of the 
year. It is a very different year from 
2020 and a much better one,” said 
NRF Chief Economist Jack Klein-
henz. “The economic momentum 
has been helped by government 
monetary and fiscal policies and, 
more importantly, the rollout of 
COVID-19 vaccinations.”

Kleinhenz went on to say that, 
“Vaccination is the key to further 
economic recovery, reopening and 
rebuilding.” 

Colorado recently reported 70% 
of the eligible population is vacci-
nated, but if you take into account 
those who can’t get vaccinated 
yet, the number of fully vaccinated 

Coloradans dips to 54.7% as of Aug. 
5. The delta variant now accounts 
for 95.5% of all new COVID-19 cases, 
which brings fears for more shut-
downs, occupancy limitations and 
mandates as we head into fall. 

Additionally, fears about increas-
ing inflation are becoming more 
common. While many experts are 
claiming that rising inflation will be 
short-lived, some fear it could be a 
topic of conversation for much lon-
ger. A tight labor market and rising 
prices are contributing to inflation, 
but there’s hope that as the extra 
unemployment benefits sunset in 
early September, more folks will 
start working again and help allevi-
ate some of these pressures. How-
ever, if schools struggle to stay open 
amid surging COVID-19 cases, the 
numbers won’t rebound as quickly. 

Yet, even as we find ourselves 
trying to anticipate what comes 
next for retail, we’re reminded that 
the market is resilient and fluid. 
Disrupters come and go. People 
are social, they like buying things 
and they like new experiences. As 
the pandemic very clearly showed 
us, people also like convenience, 
safety and reliability. Retailers that 
embrace both sides of the consum-
er coin are proving to be capable of 
riding this wave too. 

  
Michelle Z. Askeland
maskeland@crej.com
303-623-1148, Ext. 104
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A
s the rate of vaccinations 
increased and government 
restrictions eased this 
spring, national consumer 
confidence and retail sales 

hit their highest levels since the 
onset of the pandemic. In the sec-
ond quarter, the Denver retail mar-
ket posted positive quarterly net 
absorption (210,300 square feet) for 
the first time since the onset of the 
pandemic as tenant demand, espe-
cially from national and regional 
restaurants, picked up. 

Further improvement is expected 
as tenant activity has picked up. At 
Home’s 80,000-sf store opening in 

Lone Tree was the 
largest of the quar-
ter. Nine projects 
totaling 343,500 sf 
were delivered in 
the second quar-
ter, with 69.2% of 
space pre-leased. 
Two were large 
downtown proj-
ects: McGregor 
Square (90,000 sf) 
and Market Station 
(82,000 sf). The 

development pipeline is expected 
to pick up as several new develop-
ments, some of which were previ-

ously delayed, will break ground 
in the third and fourth quarters. 
Investment sales volume nearly 
doubled quarter over quarter to 
$312.2 million. 
n Consumer spending. Throughout 

the pandemic, spending dropped 
almost equally across all industries 
of employment. Government stimu-
lus and unemployment benefits 
encouraged spending among lower 
household income groups while 
higher-end income groups experi-
enced reduced spending on services 
and travel/hospitality. Already we 
are seeing a surge in spending due 
to pent-up demand as stores have 

reopened (“revenge shopping”), 
especially as higher-income groups 
put away more in savings during 
the pandemic than ever before. Top 
quartile earners spend the most on 
nonessential goods and will lead 
the rebound.
n Which segments are resilient? 

Reversing the 2020 trends, consum-
er spending in 2021 has increased 
substantially for sporting goods 
retailers, motor vehicles, nonstore 
retailers, building materials, garden 
equipment, hobby stores, motor 
vehicles, grocery stores, health and 
personal care, and home furniture. 
While there have been some mod-
est gains in apparel, many retail-
ers are pointing to an increase in 
spending as children return back to 
school and workers return back to 
office environments and entertain-
ment venues. 

In the restaurant sector, the 
recovery already has impacted the 
quick-service and fast-casual seg-
ments as many leases were inked 
in the first half of the year. Demand 
also is increasing among full service 
dine-in concepts as well. Through 
much of 2020, grocery store sales 
were achieving year-over-year 
record growth as consumers stayed 
at home. That trend has reversed 
as more and more consumers are 
comfortable venturing out to res-
taurants as an alternative to dining 
in. On a national level, gross spend-
ing on dining out is just now trend-
ing back to exceed dollars spent 
on groceries. Some of the lasting 
impacts in both segments include 
larger focus on drive-thru, takeout 

Jon Weisiger  
Senior vice 

president, CBRE

Market Update

Denver retail took first steps toward recovery in Q2 

Please see Weisiger, Page 27
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Market Update

E
xperts have feared technol-
ogy and rapid adoption of 
e-commerce would result in 
a demise of retail; however, 
the reality is that those fears 

– and predictions – have proved to 
be quite different. Even with more 
consumers relying on e-commerce 
and various operating restrictions 
for retailers throughout the pan-
demic, retail sales are rebounding 
due to pent-up demand. As it turns 
out, retail real estate has once again 
proved resilient, especially in Colo-
rado markets.  

The vaccine rollout allowed 
states to ease restrictions and, with 
it, investor interest in retail has 
returned. As evidenced by recent 
transaction volumes, the pandemic 
also caused pent-up demand in 
both the equity and debt markets.  

Lifestyle changes made during 
the pandemic have increased Colo-
rado’s popularity. This is accentu-
ated by the fact that the last decade 
has been a time of strong job and 
population growth for Colorado; 
yet, the growth in new construction 
for retail has been historically low. 
The result is an extremely healthy 
dynamic for the retail market that, 
when coupled with the continued 
liquidity in the market, will elevate 
Colorado’s retail real estate market 
beyond pre-pandemic volumes.  

The popularity in Colorado is seen 
throughout the state. Our capital 
markets team recently worked on 
assets within the Front Range and 
among the mountain communi-
ties along the Interstate 70 corridor. 
Investors view the Front Range as 

a place to invest, 
with strong con-
sideration for both 
Colorado Springs 
and the Northern 
Colorado markets, 
especially Fort Col-
lins. The mountain 
resort communi-
ties have expe-
rienced extraor-
dinary growth 
throughout the 
pandemic, which 
has increased their 

desirability with investors. As an 
example, Summit County has expe-
rienced a 15.1% increase in home 
value in the last year, and, in Breck-
enridge, the median sales price 
for a home increased 30% in June  
alone, with the trend expected to 
continue for the coming months.  

Nationally, according to JLL 
research, the total U.S. retail trans-
action volume was over $10.7 billion 
for assets over $5 million through 
May of this year. Grocery-anchored 
retail continues to top the list as the 
most desired asset class; however, 
community and neighborhood cen-
ters have the highest trade volume 
due to their availability and the pre-
ponderance of private capital. Given 
the performance in retail sales and 
the compression of cap rates in 
other asset classes, retail is a com-
paratively strong value. Investors 
experiencing higher-than-expected 
competition in the multihousing 
and industrial markets will look 
toward retail for a higher yield.  

With a backdrop of strong eco-

nomic growth and increased foot 
traffic at retail locations, the U.S. 
Census Bureau recently published 
its advanced monthly retail trade 
report. The report shows June at 
an 18% increase from last year. 
Additionally, the apparel category 
saw its sales jump 47.1% from June 
2020, while the food and beverage 
segment saw a 40.2% increase from 
last year. Overall, the year-over-
year comparison shows a robust 
rebound in June. Additionally, the 
National Retail Federation predicts 
retail sales will grow between 10.5% 
and 13.5% in 2021.

The pandemic has accelerated 
trends, making the retail industry 
stronger by solidifying new pat-
terns and sluffing off weakness. 
One area that is experiencing sub-
stantial changes is the mall space. 
Many malls were struggling pre-
pandemic, and we are now seeing 
the full effects. New data from our 
firm for June has the vacancy in the 
national indoor malls space sur-
passing suburban shopping centers 
and strip malls. The data predicts 
that the U.S. indoor mall vacancy 
rate will be close to 9% this year 
while outdoor shopping centers 
will be around 7.8% and power cen-
ters nearly 7%. As a comparison, in 
2009 mall vacancy was 5% while its 
counterparts where closer to 11%. 

The transition in the mall space 
is illustrated by two recent trans-
actions in the Colorado market. 
Although these properties were 
traded at a fraction of their respec-
tive cost basis, they both will bene-
fit from new ownership and remain 

key contributors to the retail envi-
ronment in the surrounding com-
munities.  

We recently brokered the sale of 
the 647,000-square-foot Foothills 
Mall in Fort Collins to a partnership 
between McWhinney and Prism 
Places. Developed in 1973, the mall 
has strong connectivity to both Old 
Town Fort Collins and Colorado 
State University and is a key par-
cel in the Northern Colorado real 
estate landscape. In the hands of 
new ownership this asset will expe-
rience meaningful transformation 
with substantial investment and 
“redensification.” 

Earlier this month, Seattle-based 
Bridge 33 Capital bought the Belmar 
Shopping Center. The 1 million-
sf mixed-use project acts as the 
downtown for Lakewood and is a 
true “sense of place” in the commu-
nity. The reset basis in the property 
will allow new ownership to work 
with a combination of office and 
retail users to reprogram the proj-
ect to better meet the needs of its 
market and along with it solidify its 
viability. 

Given its strong performance, 
Colorado’s retail has elevated itself 
during the downturns of the last 
several decades. Post-pandemic, 
we continue to see the same result. 
With unprecedented capital for 
acquisition and reinvestment, Colo-
rado will continue to be a premier 
location for investment and, this 
time, the effect will be felt deeper 
throughout the state. s 

jason.schmidt@am.jll.com

Colorado retail real estate proves resilient, again

Jason Schmidt  
Managing director, 

capital markets, 
JLL

www.crej.com
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TTYYPPEE  OOFF  CCAAPPIITTAALL SSOOUURRCCEE  OOFF  CCAAPPIITTAALL EEXXPPLLAANNAATTIIOONN RRAATTEESS  //  SSPPRREEAADDSS LLTTVV//CCOOVVEERRAAGGEE TTEERRMM AAMMOORRTTIIZZAATTIIOONN FFOOCCUUSS TTRREENNDDSS

LIFE INSURANCE 

COMPANY 

� Insurance 

premiums

� Annuity and GIC 

sales

� Non-Recourse

� Longer-term fixed 

rate loan

165 - 250 bps over 

the comparable US 

Treasuries

� Up to 65% LTV

� 1.50x Minimum DCR

3-30

Years
20-30 Years

� Grocery-anchored centers (majority 

of income derived from grocer)

� Internet proof infill neighborhood 

centers

� Top tier credit tenants

� Major metro areas   

� Low leverage requests                           

� Life companies have tightened underwriting 

parameters to be more conservative. This includes: 

lower loan to values and higher vacancy factors

� Lenders want to understand collections, any relief 

requests or lease amendments, and tenant viability 

prior to funding

� More due diligence at both the property and 

Sponsor portfolio levels required in order to 

obtain committee approval.

� Best execution at or below 60% leverage, but 

some will push to 65% on the right deal

� Full-term I/O available on some grocery-anchored 

centers up to 55% LTV

CONDUIT (CMBS)

� Sales of mortgage-

backed securities 

through public 

markets

� Non-Recourse

� Longer-term fixed 

rate loan

175 - 250 bps over 

the greater of swaps 

or treasuries

� Up to 70% LTV

� 1.40x Minimum DCR on 

NCF

� 8.5% Minimum Debt 

Yield on NCF

5 & 10 Years 25-30 Years

� Grocery-anchored centers (majority 

of income derived from grocer), those 

specifically positioned to withstand 

the COVID-19 pandemic

� Internet proof infill neighborhood 

centers

� Top tier credit tenants

� Major metro areas                                 

� Have broadened their appetite for well 

positioned grocery and non-grocery anchored 

retail centers

� Reserves have been removed in most cases 

� Focused on acquisitions or cash-neutral 

refinances in the current environment

� Full-term I/O available on some properties up to 

65% LTV

BANK 
� Corporate Debt

� Deposits

� Recourse (some 

non-recourse 

available)

� Shorter-term 

fixed and floating 

rate loans

200 - 300 bps over 

corresponding 

treasuries

L + 250-325 floating 

(0.50% Libor Floor)

� Up to 65% LTV
5-7 Years

Fixed

 Interest Only to

 25-30 Years 

� Grocery-anchored centers (majority 

of income derived from grocer)

� Internet proof infill neighborhood 

centers

� Top tier credit tenants

� Major metro areas                                 

� More focused on quality assets (grocery-

anchored centers, irreplaceable retail) but have 

broadened profile to include lesser quality assets

� Most competitive for Sponsors with established 

banking relationships and strong borrower history 

that are willing to accept recourse; standards are 

tightening for Sponsors with no deposit 

relationship

� Primarily recourse loans, with non-recourse 

available to strong Sponsors

� More flexible (open) prepayment terms

DEBT FUND / 

BRIDGE LOAN

� Private Capital

� Institutional Capital

� Non-Recourse

� Shorter term 

bridge loans for 

acquisition and/or 

repositioning

LIBOR + 350-600 bps 

(0.50% Libor Floor)

� Up to 75% LTC

� Going-in 1.0x DCR
1 - 5

(3+1+1)

 Interest Only  

Years 1-3

� Grocery-anchored centers

� Properties with strong operating 

history

� Credit tenants

� Value-Add Transactions

� Recapitalizations

� More focused on quality assets (grocery-

anchored centers, irreplaceable retail) but have 

broadened profile to include lesser quality assets

� Pricing depends on leverage level, property 

quality, and Sponsor strength

� Likely need a business plan with strong anchor 

for retail

MEZZANINE/ 

PREFERRED EQUITY

� Private Capital

� Institutional Capital

� Junior financing 

secured by a 

pledge of, or 

participation in 

ownership interest

Mezzanine 

7%-11%

� Up to 85% LTC

� 1.10x DCR 2 - 10
Interest Only 

(in most cases)

� Neighborhood Centers

� Strip Centers

� Second tier credit tenants

� Secondary/Tertiary Markets

� Preferred equity offers higher funding than 

mezzanine, but at a higher cost

� Minimum investment is typically 5MM but can 

start as low as 1MM when paired with senior 

position

LIBOR - London Interbank Offered Rate

REIT - Real Estate Investment Trust

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

Please contact one of our mortgage bankers for up to date rate and term information. 

DCR - Debt Coverage Ratio

DUS - Delegated Underwriter Servicer

LTV - Loan to Value Ratio

LTC - Loan to Cost Ratio

Essex Financial Group - Recent Retail Transactions

Pine Buff s Plaza
Parker, CO

$15,575,000 Permanent Loan
Life Insurance Company

Webster Lake Promenade
Northglenn, CO

$15,600,000 Permanent Loan
Life Insurance Company

Spanish Fork Marketplace
Spanish Fork, UT

$25,000,000 Permanent Loan
Life Company

JEFF RIGGS

FOUNDER AND CHAIRMAN

(303) 843-0440
JRIGGS@ESSEXFG.COM

COOPER WILLIAMS

PRESIDENT

(303) 843-4581
CWILLIAMS@ESSEXFG.COM

PETER KEEPPER

MANAGING PRINCIPAL

(303) 843-6002
PETERK@ESSEXFG.COM

MIKE JEFFRIES

PRINCIPAL

(303) 843-9220
MJEFFRIES@ESSEXFG.COM

ALEX RIGGS

VP OF LOAN PRODUCTION

(303) 843-4027
ARIGGS@ESSEXFG.COM

PAUL DONAHUE

ASSISTANT VP 
(303) 843-4021

PDONAHUE@ESSEXFG.COM

CHRIS WHITE

ASSISTANT VP 
(303) 843-0763

CWHITE@ESSEXFG.COM

BLAIRE BUTLER

ASSISTANT VP 
(303) 843-4024

BBUTLER@ESSEXFG.COM

Retail Properties Quarterly - Financing Sources Matrix
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Investment Market

Office | Restaurant/Retail | Tele/Data | Financial | Education | Aerospace/Defense  
Institutional | Remodel | New Building Construction

C
ontrary to what many were 
forecasting, retail assets in 
Colorado have been trading 
at yield metrics as aggressive 
as, and in some cases more 

aggressive than, they were pre-
pandemic. The rollback of business 
restrictions during the early portion 
of 2021 has lifted consumer spend-
ing at Denver restaurants, bars and 
entertainment destinations. These 
venues also benefitted from the 
MLB All-Star Game, which brought 
a foot traffic into Lower Downtown 
that rivaled pre-pandemic levels. 
In addition, Colorado is among the 
top five states in the country with 
respect to 2021 job growth relative 
to pre-pandemic employment lev-
els, driven heavily by gains in the 
leisure and hospitality industries. 
These economic improvements, 
along with sustained population 
growth, are generating demand for 
available retail space. During the 
second quarter, positive absorption 
was recorded for the first time since 
the summer of 2019. Colorado’s 
appeal to national investors has 
only increased during the pandem-
ic, as the Mountain West and Sun-
belt have seen sustained population 
inflows from more congested cities 
on the West Coast and the North-
east. 

Fueled by service industry, tech-
nology and logistics-related job 
creation, the metro area is poised to 
record annual employment growth 
of 6.1% this year, translating to 
the addition of nearly 89,000 jobs. 
By the end of 2021, the number of 
employed individuals in Denver is 
projected to trail the pre-pandemic 

mark by just 1.3%. 
This job creation 
bodes well for 
future consumer 
spending at essen-
tial and nones-
sential retail shops 
and restaurants, 
and it should 
assist in absorbing 
Denver’s vacant 
stock, which 
expanded by 
874,000 square feet 
over the past four 
quarters ending in 

June. While the current vacancy rate 
of 5.7% is healthy by historical stan-
dards, it is 160 basis points above 
the market’s low point recorded in 
late 2018. The increase in available 
space coincided with a 3% uptick in 
average asking rent, which pushed 
the metro area’s mean asking rate 
to $18.50 per sf. A third consecu-
tive year of rising vacancy is likely 
to prevent operators from pushing 
market rents on a metrowide basis. 
However, properties in supply con-
strained submarkets likely will see 
strong demand from restaurants 
and entertainment-related retailers 
as they re-enter the market in the 
second half of 2021 after delaying 
their expansion plans.

Private capital and high-net-worth 
investors have targeted stable, cash-
flowing neighborhood centers but 
often have found little or no inven-
tory available. This dynamic has 
led to very strong sales for quality, 
income-producing properties with 
multiple offers and quick market-
ing periods. One such property we 

recently closed was Parker Gateway, 
which featured a Starbucks with a 
drive-thru and Car Toys. We began 
receiving offers almost immediately 
upon commencing marketing and 
were under agreement within two 
weeks. Recent deal flow demon-
strates robust investor demand as 
the past 12 months ending in June 
have seen a 12% increase in trans-
action activity in Denver. This eleva-
tion was partially driven by a his-
torically active fourth-quarter 2020, 
where the number of closings rose 
by nearly 20% year over year. 

Given the intrastate migration 
trends from urban to suburban, 
which predate the pandemic but 
have accelerated since, private buy-
ers (both locally and nationally) 

have shown an increased willing-
ness to chase the population growth 
to various tertiary markets in the 
state. Colorado Springs, Fort Collins 
and the U.S. 34 Corridor (Greeley, 
Loveland and Johnstown) have seen 
increased demand and transaction 
velocity. These markets have more 
favorable cost of living and strong 
economic drivers in place, such as a 
major university, collection of tech 
or defense industry employers, or 
key locations along Interstate 25 
allowing for residents to commute 
easily.

While many investors began lin-
ing up capital to chase distressed 
retail assets since the early days of 

Pre-pandemic activity and trends pick back up

Ryan Bowlby  
First vice president 

investments, 
National Retail 

Group, Marcus & 
Millichap

Quality, income-producing properties are seeing strong sales with multiple offers and 
quick marketing periods. One such property, Parker Gateway, began receiving offers 
almost immediately upon marketing and was under agreement within two weeks. 

Please see Bowlby, Page 27
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Investment Market

C
onsumer confidence and 
national retail transaction 
volume reached their highest 
levels since the pandemic 
began in the second quarter. 

This statistic was true of the Colo-
rado retail investment sales market, 
which experienced an increase of 
184% in transaction volume from 
the onset of the pandemic. Since 
January, the retail sales market in 
Colorado saw an acceleration in 
recovery, which was primarily driv-
en by low cost of capital and limited 
inventory. These two factors have 
fueled the demand for both single-
tenant net-leased and multitenant 
properties in Colorado. As demand 
increases, we’ve seen three major 
trends emerge: an influx of out-of-
state capital, a transformation of 
consumer needs and investment 
criteria, and an unprecedented pur-
suit for grocery assets.  
n Influx of out-of-state capital. The 

Denver metropolitan statistical area 
has become one of the most desir-
able regions in the nation to invest 
in due to its unparalleled popula-
tion growth, expanding educated 
workforce and competitive business 
environment. This has brought an 
influx of out-of-state capital into 
the Denver MSA over the last few 
years and specifically into the retail 
real estate space. 

Overall, $340 million in assets 
traded in the second quarter in 
the Denver MSA. The three largest 
retail transactions of 2021 were all 
acquisitions by out-of-state invest-
ment firms. Most recently, Belmar, 
the large retail and office district in 
Lakewood, was bought by Bridge33, 

a Seattle-based 
real estate invest-
ment firm. The 
asset traded for 
$113 million and 
closed June 28. In 
March, Quebec 
Village Shopping 
Center in Centen-
nial closed for 
$20.8 million and 
was purchased by 
Kensington Devel-
opment Partners, 

based in Chicago. The third-largest 
retail transaction this year was the 
sale of the Sprouts-anchored center 
in Englewood. Gerrity Group from 
California bought the property in 
May for $14.9 million. In the past 12 
months, only 34% of total transac-
tions were purchases by Colorado-
based investors, while 66% were by 
national and foreign investors. This 
is a trend that has been increasing 
consistently year over year.
n Consumer trends transforming 

investment strategy. As we emerge 
from the pandemic, it’s evident that 
consumer behavior has changed. 
Retail consumers now require 
e-commerce and convenience. 
When asked, 68.2% of U.S. adults 
said they will rely on curbside 
pickup as a result of their behavior 
during the pandemic. Simply stated, 
e-commerce went from conve-
nience to necessity during the pan-
demic and will remain a necessity 
as we continue through the recov-
ery and beyond. 

Implementing curbside and online 
pickup, offering a drive-thru and 
having an effective omnichannel 

approach are a few ways in which 
retailers are adapting. As inves-
tors look at acquiring stable and 
accretive cash flow for the future, 
they are paying a premium for 
retail properties that align with the 
evolving needs of consumers. This 
is reflected through the unrivaled 
demand for long-term STNL assets 
with a drive-thru or serviced-based 
tenants, grocery-anchored shopping 
centers and smaller stabilized mul-
titenant properties. These assets 
have shown to be resilient during 
the pandemic. Stabilized power 
centers in tertiary markets remain 
the most challenging among retail 
dispositions since some big-box 
retailers have struggled to adapt to 
e-commerce. Investors have less 
confidence in the longevity of sta-
bilized power centers, which has 
driven up cap rates and limited the 
buyer pool. 
n Demand for grocery. While 

demand for STNL has reached his-
toric levels, the multitenant retail 
sector experienced unprecedented 
volatility and challenges during 
this past year. Investor sentiment 
around the multitenant sector suf-
fered the most due to the pandem-
ic’s impact on tenants, inability to 
finance and broader macroeconom-
ic uncertainty. The exception to this 
was grocery-anchored properties. 
Grocery-anchored shopping centers 
were highly sought after due to 
their essential nature and unprec-
edented sales growth, which led to 
historical cap rate compression. 

Grocers also started adapting. 
Online ordering, delivery services 
and pickup went from  convenienc-

es to essential needs. Many grocers 
that already utilized third-party ser-
vices for pickup and delivery transi-
tioned to developing their own plat-
forms. Digital grocery orders made 
up only 5% of all pre-pandemic 
sales, but in 2020 online grocery 
sales grew to 52%. Grocers were one 
of a few retailers that implemented 
large expansion plans during the 
pandemic. A couple of examples 
include Aldi opening 70 stores dur-
ing 2020 with plans to open 100 
more this year, including adding 
curbside pickup to 500 additional 
stores. Kroger and Ocado opened 
their first of many robot-run fulfill-
ment centers in 2021, giving them 
the ability to fulfill the accelerated 
pace of e-commerce orders. Finally, 
Amazon released two new grocery 
prototypes and will continue to 
expand its brick-and-mortar grocery 
footprint in the coming years. The 
stability, growth and transformation 
of the grocery sector reinforces this 
segment as a superior investment. 
n Outlook. The outlook for retail 

properties in Colorado remains 
positive amid a reopening economy. 
Consumer spending has increased, 
domestic travel has returned and 
unemployment is declining. All of 
these are crucial drivers for the 
continued progress of the retail 
investment sales market. The out-
look remains mostly positive, but 
the unknowns with the new delta 
variant, the uncertainty of 1031 
exchanges and inflation concerns 
could drastically impact the retail 
market going forward. s

carly@bluewestcapital.com

Investment trends leading Colorado’s retail recovery

Carly Kelly  
Director, 

investment sales, 
Blue West Capital
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Trends

A
few weeks into pandemic-
driven shutdowns of indoor 
retailing and food service 
businesses, real estate 
and economic develop-

ment professionals believed that 
COVID-19 would inherently change 
the way businesses, consumers 
and landlords would behave, and 
forever alter the landscape of the 
retail industry and its economics. 
After some observation it became 
apparent that the pandemic was 
not incredibly disruptive to retail as 
an industry, but rather it acted as 
an accelerator of change already in 
motion, fast-forwarding the adop-
tion curve of certain consumer 
behaviors. For brick-and-mortar 
retailing to not only remain com-
petitive but also to thrive in this 
new future, several factors are 
necessary, including integration of 
more holistic elements and place-
making, choices for consumers and 
the incorporation of a synergistic 
mix of uses. The intent is to attract 
more organic foot traffic. Local land 
development policies and economic 
development strategies will need to 
be updated to support these reposi-
tioning and redevelopment efforts. 

The factors above are driven by 
specific stakeholders, including the 
retail businesses, shopping center 
and real estate owners/develop-
ers, and local governments that 
manage the regulatory environ-
ments. Sustainable retail success 
lies within the confluence, where 
the vision and appetite of these 
respective stakeholders is aligned. 
In an ideal scenario, retailers will be 
able to deliver a built environment 

that provides the 
products, services, 
experiences and 
environments that 
consumers are 
seeking with little 
to no uncertainty 
regarding feasibili-
ty within shopping 
centers and local 
land use policies. 
How cities respond 
with updated or 
modified land use 
policy will have a 
direct impact on 
their tax revenue 

stability and sustainability. 
For many Denver metro area 

municipalities, as much as 60% of 
general fund revenues may come 
from sales tax (the rest comes from 
service fees, permits, federal and 
state funds, and property tax). This 
dynamic has created behaviors 
within cities that, in many instanc-
es, over-prioritize and protect 
retail development. After the Great 
Recession shifted consumer spend-
ing to include more experiences, 
and paired with the emergence of 
e-commerce, the landscape of most 
cities has been left “over-retailed,” 
a condition of having too much 
square footage and not enough cus-
tomers. The outcome: Vacant store-
fronts and buildings that may be 
leased to non-sales-tax-generating 
uses or low-economic-impact uses. 
The South Dakota v. Wayfair Inc. 
Supreme Court ruling has bought 
municipalities some time (cities are 
now collecting sales tax revenues 
on online purchases delivered with-

in their borders); however, cities 
need to work with the retail indus-
try to better align what this land 
use will look like in the future. 

The emerging needs of sustain-
able retail real estate require tran-
sitioning from the current state to 
an environment integrated with 
flexible and creative uses, includ-
ing residential, employment, light 
manufacturing and distribution 
such as breweries and distilleries, 
traditional retail and food service. 
Within mixed-use real estate areas, 
retail can be complemented by pub-
lic spaces and placemaking while 
still optimizing access, density and 
foot traffic, and thereby the amount 
of transactions. These diverse ele-
ments often conflict with allowable 
uses within cities’ current com-
mercial zonings, which may tailor 
to traditional retail, but not the 
diverse and synergistic uses which 
generate customers for those types 
of businesses. Local governments 
must look into their land use poli-
cies and existing built environment 
to understand if they are prohibitive 
or conducive to where the indus-
try is going, and what supports a 
robust local economy. 

In Arvada, a new land develop-
ment code was adopted in the 
summer of 2020 that creates much 
more flexibility and certainty to 
reposition, reformat or redevelop 
shopping center sites. The new code 
was not reactionary to the pan-
demic; however, the timing of the 
code’s adoption was serendipitous 
as COVID-19 exposed and acceler-
ated changing consumer behaviors. 
At 120,000 people over 40 square 

miles, Arvada is a moderately popu-
lated suburban first ring city, and 
the large majority of its land has 
been developed over the years with 
low-density housing or designated 
as open space. This residential envi-
ronment coupled with proximity to 
major transportation networks and 
automotive thoroughfares paved 
the way for much of Arvada’s com-
mercial real estate footprint to be 
developed for retail activity along 
just a few transportation corridors. 

Born out of an intensive research 
and community engagement pro-
cess, Arvada’s new land develop-
ment code addresses the challenges 
facing retail shopping centers via 
new and improved zoning districts. 
Mixed-use zoning areas, which were 
ascribed to nearly all of Arvada’s 
retail shopping centers, embrace 
the changing nature of consum-
ers and employers, as well as the 
city’s unique geographic position 
within the metro area. As Arvada 
spreads outward to the north and 
west from the metro’s center, its 
density wanes, transitioning from 
retail power centers and multifam-
ily apartments to the rural feel of 
large dirt roads and horse pastures. 
Meanwhile, interstates, bus routes 
and commuter rail connect and 
flow through Arvada’s more urban 
boundaries with Denver, Wheat 
Ridge and southwest Adams Coun-
ty. As both density and demand 
taper across the city, so does the 
allowable intensity within the 
mixed-use areas, including height 
restrictions, parking requirements 

Local governments can help retailers succeed

Daniel Ryley, 
CEcD  

Executive director, 
Arvada Economic 

Development 
Association

Please see Ryley, Page 27
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Trends

A National General Contractor With a Local Presence Since 2005
www.scheinercg.com

B
rick-and-mortar retail 
already was at a cross-
roads. Between the rise of 
e-commerce and the fall of 
the traditional mall as the 

social epicenter of towns across the 
country, the prognosis for retail was 
murky at best. Then the pandemic 
threw those trends into hyperdrive.

But what it also revealed is how 
much we need one another. As 
humans, we are inherently social. 
Our online shopping carts, while 
convenient, were no substitute for 
brunch and exploring local shops 
with a friend. People-watching on 
Zoom couldn’t hold a candle to 
being streetside at a bustling café. 

We stopped bump-
ing into each other 
and starting a 
conversation – like 
it or not. And our 
sense of connec-
tion and commu-
nity was poorer 
for it.

Smart retailers 
and developers of 
retail destinations 

can play an important role in the 
impending post-pandemic revital-
ization of cities, reflecting the real-
ity of the changes we’ve undergone 
as a society and a culture. 

The retail experi-
ence of the future 
must be inclusive 
and barrier-free. It 
must tap into peo-
ple’s heightened 
self-awareness, 
social conscience 
and expectations 
for transparency 
and accountability. 
It must be com-
pelling enough to 
draw people out 

of their homes and into the public 
realm.

By establishing places that breed a 
culture of togetherness and human 
familiarity, where people are natu-
rally inspired to gather, connect and 
communicate with one another, 
we can help build a new model for 
retail as a vital part of the social 
fabric of our communities.
n Building an intentional retail eco-

system. The first step to establishing 
a retail destination as an integral 
part of a community’s social fabric 
is creating the right conditions in 
the retail ecosystem. This starts 
with understanding the location 
and what the market wants, as well 
as how to strategically bring in the 
right retailers to function as their 
own thriving community.

For us, this means looking for a 
mix of national and local retail-
ers that understand the vision for 
building connections and have 
demonstrated a commitment to 
their communities.

When we first came to the Five 
Points neighborhood and RiNo Art 
District in 2018, we listened when 

community members told us how 
important it is to preserve the soul 
of this area. We listened when they 
told us that this district is made up 
of five different historic neighbor-
hoods with unique needs and prior-
ities. And we will continue to listen. 
From our conversations to date, we 
have felt the unspoken yet palpable 
vibe of the area, soaking in the 
atmosphere so that we could truly 
appreciate this distinctive place and 
reflect it in our actions as commu-
nity members. 

With these needs in mind, over 
the last few years, we’ve built out 
a portfolio of 36 retailers, 50% 
of which are owned by women 
and Black, indigenous and other 
people of color. Each one brings a 
unique presence to the district, and 
together they have formed a com-
munity that uplifts and supports 
one another with a concerted focus 
on diversity, inclusivity and serv-
ing their community. For example, 
national outdoor brand Patagonia 
regularly works with local retailer 
and Five Points neighbor False Ego 
to help the company develop its 
strategy, business plan and identity 
as it grows its business. 
n Creating a compelling public 

realm. Looking beyond the walls of 
their stores, many of the retailers 
we work with also recognize the 
importance of placemaking in their 
neighborhoods. What’s good for the 
community and the public realm is 
good for business. 

For example, Denver is historically 
lacking in green space and urban 

Reinvigorating Five Points and RiNo through retail

Jodie McLean   
CEO, Edens

Tom Kiler  
Managing director, 

Edens

Please see McLean, Page 27

Edens
The first step to establishing a retail destination as an integral part of a community’s 
social fabric is creating the right conditions in the retail ecosystem. This starts with 
understanding the location and what the market wants, as well as how to strategically 
bring in the right retailers to function as their own thriving community.
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Asphalt Installation & Overlays l   Remove & Replace Patching l  

Concrete Installation l Curb & Gutter & Sidewalks l Infrared Patching l  

Crack Sealing l   Seal Coating l   Pavement Marking/Striping

“APEX PAVEMENT SOLUTIONS continues to grow in its stature in the paving industry of 

Colorado. The company has steadily built a solid reputation for high quality and customer service. 

President Brian Pike leads a dedicated team and we are proud of them as a member company.”

Thomas Peterson, PE. Executive Director, Colorado Asphalt Pavement Association

www.apexpvmt.comVISIT US AT:  
607 10th Street, Suite 207 l Golden, Colorado 80401

P: 303-273-1417 l  E: info@apexpvmt.com

SERVICES:

PAVING CONCRETE INFRARED PATCHING

CRACK SEALING SEAL COAT & STRIPE

APEX PAVEMENT SOLUTIONS 
YOUR ONE-STOP-SHOP 

FOR ASPHALT & CONCRETE PROJECTS

Call or Email for a FREE Estimate

...and much more!

CAM Services is Proud to Offer the Following Quality Services

Multiple Service Discounts Available

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

 Maintenance
Power Washing
Power Scrubbing
Fence Repair

  

Storm water  &  Erosion  
Control

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

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

24 Hours/Day, 7 Days/Week

State-of-the-art equipment, with GPS tracking for your convenience
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www.apexpvmt.com
www.sessionsllc.com
www.camcolorado.com
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Restaurants

W
hat a difference a year can 
make; last year at this time 
we were five months into 
the COVID-19 pandemic, 
mask mandates, reduced 

occupancy restrictions and the restau-
rant industry was teetering on the edge 
of survival. Today we can see a glimmer 
of light, but is it the light at the end of 
the tunnel or is it just a shooting star?  

As the restaurant industry struggled 
through a second shutdown and a dis-
mal holiday season, it was greeted in 
January with a new round of Paycheck 
Protection Program funding and anoth-
er lifeline. Then the rollout of the U.S. 
government vaccination program shift-
ed into high gear, and by the beginning 
of April, all Colorado residents ages 16 
and over were eligible for vaccinations. 
Spring was in the air and everyone was 
ready to crawl out of what seemed like 
a yearlong hibernation. 

The retail real estate market shifted 
into a frenzied pace that we have all 
been struggling to keep up with since. 
The restaurant industry is on fire with 
new concepts entering the market and 
existing restaurants wanting to expand 
their footprints and open new loca-
tions. However, the rush has really been 
centered around existing restaurant 
spaces that unfortunately were not 
able to make it through the pandemic. 

I attribute some of this activity to a 
government program, the Restaurant 
Revitalization Fund, which was just an 
idea and a call for help when I wrote 
about it last year. It was approved 
March 11, as part of the American Res-
cue Plan Act, which appropriated $28.6 
billion for the Small Business Adminis-
tration to award funds to eligible food 
and beverage establishments.

While digging into 
the Colorado busi-
nesses that received 
funding released by 
the SBA, I found the 
total dollars pumped 
into the food and 
beverage industry 
and overall economy 
were somewhat 
astounding. Accord-
ing to data released 
by the SBA as of July 
12, there were 1,762 

businesses in Colorado that received 
a total of almost $480 million. The 
amounts received ranged from a low of 
$1,527 to a high of $10 million, depend-
ing on the specific establishment. Upon 
digging further, I found that establish-
ments in the city of Denver were the 
big winners, having received slightly 
over $183 million, or 38.25% of that 
total. This number is so staggering that 
it takes the next 10 cities combined to 
come in slightly over the amount Den-
ver establishments received.

The cities listed in the chart account 
for almost $402 million, or 84.25%, of 
the total funds received in Colorado. Is 
this what’s driving the restaurant boom 
here in Colorado? Maybe. Without 
knowing each establishment’s year-
over-year losses, it could simply be a 
small consolation to greater losses sus-
tained trying to survive. I also believe 
the chart shows the flight to the sub-
urbs, as residents left the density of the 
urban environment or were no longer 
commuting into the city for work. 

Restaurants are very busy; we have 
great momentum and there are a lot 
of positive indicators, but there is a 
very strong headwind blowing in the 

face of the food and beverage industry 
from a number of different areas: infla-
tion, hiring difficulties, labor costs and 
threats of further mask mandates and 
occupancy restrictions. 
n Inflation. According to the U.S. 

Bureau of Labor Statistics and its Con-
sumer Price Index Summary released 
July 13, “The index for food away from 
home rose 4.2% over the last year, the 
largest 12-month increase in that index 
since the period ending in May 2009. 
The index for limited-service meals 
rose 6.2% since June 2020 and the index 
for full-service meals rose 4.1% over the 
last 12 months.” 

At the same time, the CPI seasonally 
unadjusted 12-months ending June 
2021 is showing gasoline prices up 
45.1%, down from the 12-months end-

ing May 2021 of 56.2%, and used cars 
and trucks are up 45.2% with a huge 
jump from the 12-months ending May 
2021 of 29.7%. 

“The index for used cars and trucks 
rose sharply for the third consecutive 
month, increasing 10.5% in June. This 
was the largest monthly increase ever 
reported for the used cars and trucks 
index, which was first published in 
January 1953,” the report states.  

Has the U.S. monetary policy injected 
so much currency into our system 
that we are now seeing the start of 
hyperinflation? Probably not, but that 
is just because the general definition 
of hyperinflation is the out-of-control 
inflation where the price of goods 

Recent activity: Glimmer of light or a shooting star?

Robert Hudgins   
Director, Cushman 

& Wakefield

Please see Hudgins, Page 28

The cities listed in the chart account for $401.95 million, or 84.25%, of the total funds 
($479.92 million) 1,762 businesses in Colorado received as part of the Restaurant 
Revitalization Fund, according to data released by the Small Business Association as 
of July 12.

www.crej.com
www.grooundmastersls.com


 
August 2021 — Retail Properties Quarterly — Page 21www.crej.com

www.crej.com
www.asphaltcoatingscompany.com


 
Page 22 — Retail Properties Quarterly — August 2021 www.crej.com

A
s masks, latex gloves and 
plastic partitions slowly 
fade from our day-to-day 
existence, we constantly 
have been asking ourselves 

how consumer behaviors have been 
influenced by the pandemic and 
how we can adjust to stay ahead of 
them. Restaurants arguably experi-
enced the most dramatic and abrupt 
change as indoor dining was shut-
tered during the pandemic. Although 
the economy largely closed down 
in March 2020, U.S. fast-food drive-
thru sales increased by $300 million 
for the month compared with the 
same period in 2019, according to 
data from the NPD Group, a market 
research firm. Studies have shown 
that other off-premises food options 
also soared, with one suggesting that 
53% of adults now view takeout or 
delivery food as “essential to the way 
they live” and 68% of customers say-
ing they are more likely to purchase 
takeout and delivery food now than 
before the pandemic, according to 
data from a January National Restau-
rant Association report. Such a his-
toric shift away from traditional on-
premises dining certainly will have 
lasting implications to the industry, 
and the customer preference for the 
newfound convenience is not going 
away. 
n Tech driving drive-thru throughput. 

The most visible example of this 
shift came during the early days of 
the pandemic when drive-thru lanes 
overflowed onto arterial streets across 
the country and drive-thru restau-
rants scrambled to implement opera-

tional efficiencies 
and ramp up tech-
nology to improve 
the customer expe-
rience. In addition 
to its new proto-
type restaurants, 
which include two 
full-length drive-
thru lanes around 
the entirety of the 
building, Chick-
fil-A ramped up 
its integration of 

tracking cameras and artificial intel-
ligence technology to better manage 
inventory and food safety. The new 
AI systems rolling out can anticipate 
restaurant-specific demand curves 
and compare them with other exter-
nal data along with real-time inven-
tory levels to proactively take steps to 
accommodate previously unpredict-
able order fluctuations. 

Burger King also is continuing to 
develop its “Blue Flame” AI menu 
board system, which uses predictive 
technology to upsell customers in the 
drive-thru lane by suggesting foods 
based on customer traits, weather 
patterns or what is popular in the 
area at the time. Several retailers have 
made the news lately for their use of 
facial recognition inside stores, but 
many restaurant concepts are experi-
menting with technology that can 
identify repeat customers in the store 
and instantly access their profile and 
order history using a smartphone’s 
Bluetooth signal, Wi-Fi ping or bio-
metrics.
n A race to frictionless ordering. 

Although digital ordering and pickup 
have existed for some time, their 
adoption in the U.S. market has been 
relatively slow … until last year. Res-
taurants rushed to make sure their 
ordering systems could handle the 
increase in online takeout and deliv-
ery orders and have honed them 
through COVID-19. 

For example, Olive Garden focused 
on perfecting its digital ordering 
platform as soon as its dining rooms 
closed, and its efforts seem to be pay-
ing off. Takeout orders in the most 
recent quarter represented 33% of its 
total sales, an impressive doubling of 
its pre-pandemic level of 15%, accord-
ing to the most recent annual report 
guidance from Darden, the parent 
company for Olive Garden. A nice side 
effect of its digital platform develop-
ment is that a record 64% of all take-
out orders in the most recent quarter 
were made online, freeing up valuable 
staffing resources and reducing the 
cost of order mix-ups from human 
error. Still, the increase in digital sales 
didn’t outpace the loss of dine-in 
revenues as Darden reported a dip in 
comparable revenue of 7.8% over the 
prior fiscal year due to disruption in 
traffic and indoor dining restrictions. 

Even with the diminished top-line 
sales, however, earnings before inter-
est, taxes, depreciation and amortiza-
tion during the same period improved 
by 27.3% as the company underwent 
several cost-cutting, order processing 
and menu simplification programs 
designed to improve margins. Restau-
rants have spent a significant amount 
of time and money updating their 

systems and investing in tech over 
the last 18 months, but the opera-
tional efficiencies and profitability 
gained in the process should generate 
long-term improvements to their bot-
tom lines. 
n The future of restaurant demand. 

As advancements in tech continue to 
push the envelope for sales achiev-
able within a given square footage of 
restaurant space, the price of well-
located, well-managed shopping 
center space and the increasingly rare 
drive-thru will continue to increase. 
Indoor dining is coming back slowly, 
with most restaurants in Colorado 
only just reaching their 2019 visit lev-
els two or three months ago, based 
on our analysis of data from Placer.ai. 
Savvy shopping center landlords will 
continue to work with their restau-
rant tenants to find designated areas 
for contactless pickup, expanded out-
door dining areas, and provide more 
community messaging and events 
focused on keeping customers on-site 
and restaurants tenants happy.

The increased adoption of tech 
in the restaurant industry is no dif-
ferent than what we have seen in 
the larger retail arena over the last 
decade. Takeout and delivery aren’t 
going to kill the traditional brick-and-
mortar dining industry, but they will 
place more pressure on a restaurant 
demand for convenient, unique 
and high-quality locations, further 
increasing the value of curated and 
well-managed shopping center desti-
nations. s

rcarpenter@nmc-mountainstates.com

How tech is shaping the future of restaurants

Ross Carpenter     
Director of leasing, 
NewMark Merrill 

Cos.

Restaurants
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1st Commercial Realty Group
1st-Comm.com

Bespoke Holdings Property Services
bespokeholdingsco.com

CBRE
cbre.com

Central Management
www.centralmgt.com

Colliers International
colliers.com

Dorman Commercial Real Estate 
dormanrealestate.com 

Drake Asset Management
drakeam.com

Dunton Commercial
dunton-commercial.com

Elevate Real Estate Services
elevateres.com

ELKCO Properties, Inc.
elkcoproperties.net

Griffis/Blessing
griffisblessing.com

JLL
us.jll.com

Newmark
nmrk.com

NewMark Merrill Mountain States
https://www.newmarkmerrill.com/

Olive Real Estate Management Services
olivereg.com

Panorama Commercial Group
panoramacommercialgroup.com

Prime West Real Estate Services, LLC 
www.primew.com 

Revesco Property Services, LLC
revescoproperties.com

RISE Commercial Property Services
RISEcps.com 

Sessions Group LLC
sessionsllc.com

Stream
streamrealty.com

Transwestern
transwestern.com

Western Asset Services
westernassetservices.com

Wheelhouse Commercial
wheelhousecommercial.com

Vector Property Services, LLC
vectorproperty.com 

Zocalo Community Development
zocalodevelopment.com

HIRING THE RIGHT
PROPERTY MANAGEMENT COMPANY

and to the value of your property

Use CREJ’s Property Management Directory to find the right management company to care for your property.

Tom Newman
t.newman@1st-comm.com

Mark Berry
mberry@bespokeholdingsco.com

Simon Gordon
simon.gordon@cbre.com

Jennifer Records
Jennifer@centralmgt.com

Robert Miller
robert.miller@colliers.com

Benjamin Yoder
BYoder@dormanrealestate.com 

Perry Radic
perry@drakeam.com

Nate Melchior
nmelchior@dunton-commercial.com

Dan Meitus
dmeitus@elevateres.com 

Ken Cilia
ken@elkco.net 

Kerry Egleston
kerry@gb85.com

Paul F. Schloff
Paul.Schloff@am.jll.com

Meagan Schaeffer
meagan.schaeffer@nmrk.com

Alex Staneski
astaneski@nmc-mountainstates.com

David Hewett
dhewett@Olivereg.com

Rich Wilcox
Rich@panoramacommercialgroup.com

Brie Martin
brie.martin@primew.com 

Brian Fishman
bfishman@revescoproperties.com

T.J. Tarbell
ttarbell@RISEcps.com  

Kade Sessions
kade@sessionsllc.com

Tom Bahn, CPM
tom.bahn@streamrealty.com 

Rene Wineland
rene.wineland@transwestern.com

Lisa A. McInroy
lmcinroy@westdevgrp.com

Mark Kennedy
mkennedy@wheelhousecommercial.com

Linda Mott
linda.mott@vectorproperty.com 

Lisa Jefferies 
lisa.jefferies@zocalodevelopment.com

Mixed-Use: 
MF/Retail

Land,
Association Mgmt.

Association Mgmt.

Association Mgmt.

Association Mgmt.

Retail / Community 
Engagement

Associations

Mixed-Use: 
Office/Retail
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ACCESS CONTROL SYSTEMS
Advantage Security, Inc.
Manny Arias
marias@advantagesecurityinc.com
303-755-4407
www.advantagesecurityinc.com

Fire Alarm Services, Inc.
Shannon Smith
shannon@fasonline.cc
303-466-8800
www.fasonline.cc 

Mathias Lock & Key
Dispatch
303-292-9746
dispatch@mathias1901.com

ACOUSTICAL CEILINGS & 
TREATMENTS
Heartland Acoustics & Interiors
Jason Gordon, LEED AP
jason@heartland-acoustics.com
303-694-6611
www.heartland-acoustics.com

Art Consultant
Noyes Art Designs LLC
Danielle Reisman
danielle@noyesartdesigns.com
303-332-8838
ww.noyesartdesigns.com

ASPHALT & PAVING
Apex Pavement Solutions
Brian Pike
bpike@apexpvmt.com
303-273-1417
www.apexpvmt.com

Asphalt Coatings Company, Inc.
Judson Vandertoll
jvandertoll@asphaltcoatings.net
303-340-4750
www.asphaltcoatingscompany.com

Avery Asphalt, Inc.
Andy Avery
andy@averyasphaltinc.com
303-744-0366
www.averyasphalt.com

Brown Brothers Asphalt & Concrete
Shawn Bartlett
bartletts@asphaltconcrete.net
303-781-9999
www.brownbrosasphaltconcrete.com

Coatings, Inc.
Drew Leskinen
aleskinen@coatingsinc.net 
303-423-4303
www.coatingsinc.net

Economy Asphalt & Concrete Services, LLC
Scott Hardy
scotth@economypavinginc.com
303-809-5950
www.economypavinginc.com

Foothills Paving & Maintenance, Inc.
Michael Horn
mikeh@foothillspaving.com
303-462-5600
www.foothillspaving.com

CCTV/DIGITAL VIDEO  
SURVEILLANCE SYSTEMS
Advantage Security, Inc.
Jeff Rauske
jrauske@advantagesecurityinc.com
303-755-4407
www.advantagesecurityinc.com

Fire Alarm Services, Inc.
Shannon Smith
shannon@fasonline.cc
303-466-8800
www.fasonline.cc 

Mathias Lock & Key
Dispatch
303-292-9746
dispatch@mathias1901.com
www.mathias-security.com

CONCRETE
Avery Asphalt, Inc.
Andy Avery
andy@averyasphaltinc.com
303-744-0366
www.averyasphalt.com

Brown Brothers Asphalt & Concrete
Shawn Bartlett
bartletts@asphaltconcrete.net
303-781-9999
www.brownbrosasphaltconcrete.com  

Economy Asphalt & Concrete Services, LLC
Scott Hardy
scotth@economypavinginc.com
303-809-5950
www.economypavinginc.com

Foothills Paving & Maintenance, Inc.
Michael Horn
mikeh@foothillspaving.com
303-462-5600
www.foothillspaving.com

DISASTER RESTORATION
ASR Companies
Jason Luce
jluce@asrcompanies.com
720-519-5433
www.asrcompanies.com 

Doors and Frames 
Mathias Lock & Key
Dispatch
303-292-9746
dispatch@mathias1901.com

ELECTRICAL
Amteck
Dean Stone
DStone@amteck.com
303-428-6969
www.amteck.com

Encore Electric
Encore Electric Service Team
303-934-1414
serviceteam@encorelectric.com

RK Mechanical 
Marc Paolicelli
303-785-6851
www.rkmi.com

Weifield Group Contracting

Weifield Group Preconstruction Team

awilemon@weifieldgroup.com 

303-407-6642

www.weifieldgroup.com

EMPLOYMENT STAFFING
Real Estate Personnel
Dan Grantham
dangrant@realtyjobs.com
303-832-2380
www.realtyjobs.com

EVENT & HOLIDAY DÉCOR
SavATree
Matt Schovel
mschovel@savatree.com
Denver – 303-337-6200
Fort Collins – 970-221-1287
savatree.com 

EXERCISE EQUIPMENT
Advanced Exercise
Jody Huddleson
jhuddleson@advancedexercise.com
303-996-0048
www.advancedexercise.com

EXTERIOR LANDSCAPING
Arrowhead Landscape Services, Inc.
Mike Bolsinger
mbolsinger@arrowheadcares.com 
303-432-8282
www.arrowheadcares.com

Bartlett Tree Experts
Konstanze Fabian
kfabian@bartlett.com
303-353-0520
www.bartlett.com

GroundMasters Landcape Services, Inc.
Kimberly Jewell
kim@groundmastersls.com
303-750-8867
www.groundmastersls.com

Martinson Services
Andrea Nataf
anataf@martinsonservices.com
303-424-3708
www.martinsonservices.com

Snow Pros Inc. Sitesource CAM
Connie Rabb
connie@sitesourcecam.com
303-948-5117
www.sitesourcecam.com

FACILITY MAINTENANCE
CAM – Common Area Maintenance Services
Shanae Dix, CSP
shanae@camcolorado.com
303-295-2424
www.camcolorado.com

Horizon Property Services, Inc.
Gene Blanton
gblanton@horizonpropertyservices.net
720-298-4323
www.horizonpropertyservices.net

MC Buiilding Services
Jim McLure
jmclure@mccommercialrealestate.com
303-758-3336
mccommercialrealestate.com

Snow Pros Inc. Sitesource CAM
Connie Rabb
connie@sitesourcecam.com
303-948-5117
www.sitesourcecam.com

FENCING
CAM – Common Area Maintenance Services
Shanae Dix, CSP
shanae@camcolorado.com
303-295-2424
www.camcolorado.com

FIRE PROTECTION
Fire Alarm Services, Inc.
Shannon Smith
shannon@fasonline.cc
303-466-8800
www.fasonline.cc 

Frontier Fire Protection
Todd Harrison
tharrison@frontierfireprotection.com
303-629-0221
www.frontierfireprotection.com

Integrity Fire Safety Services
Cody Refosco
cody.refosco@integrityfiresafetyservices.com
303-557-1820
www.integrityfiresafetyservices.com/

Western States Fire Protection Company
Kevin Olmstead
kevin.olmstead@wsfp.us
303-792-0022
www.wsfp.com

FIRE STOPPING/FIRE PROOFING
Alternate Resistance Specialists, LLC
Stephen Kohara
stephen@arscolo.com
720-767-1661

FURNITURE FOR PUBLIC SPACES
Streetscapes
James Shaffer
james@streetscapes.biz
303-475-9262
www.streetscapes.biz

GLASS
Horizon Glass
Lou Sigman
lsigman@horizonglass.net
303-293-9377
www.horizonglass.net

LIGHTING/INSTALLATION & 
MAINTENANCE
Amteck
Dean Stone
DStone@amteck.com
303-428-6969
www.amteck.com

CAM – Common Area Maintenance Services
Shanae Dix, CSP
shanae@camcolorado.com
303-295-2424
www.camcolorado.com

LOCKSMITHS
Mathias Lock & Key
Dispatch
303-292-9746
dispatch@mathias1901.com

MECHANICAL/HVAC
CMI Mechanical, Inc.
Rick Dassow
rdassow@coloradomechanical.com
303-364-3443
www.coloradomechanical.com 

MAI Mechanical 
Grant Blackstone
GBlackstone@mai-mechanical.com    
303-289-9866 
www.mai-mechanical.com  

Murphy Company
Paul Gillett
pgillett@murphynet.com
720-257-1615
www.murphynet.com

RK Mechanical
Marc Paolicelli
marcp@rkmi.com
303-785-6851
www.rkmi.com

Tolin Mechanical Systems Company
Tom Padilla
tpadilla@tolin.com
303-455-2825
www.servicelogic.com 

METAL ROOFING/WALL PANELS
Bauen Corporation
Joey Andrews
jandrews@bauenroofing.com
303-297-3311
www.bauenroofing.com

BUILDING OPERATING SERVICES & SUPPLIERS

The BOSS Directory

www.crej.com
www.fasonline.cc
www.wsfp.com
www.advancedexercise.com
www.advantagesecurityinc.com
www.fasonline.cc
www.arrowheadcares.com
www.mathias-security.com
www.bartlett.com
www.averyasphalt.com
www.streetscapes.biz
www.heartland-acoustics.com
www.brownbrosasphaltconcrete.com
www.groundmastersls.com
www.horizonglass.net
www.martinsonservices.com
www.economypavinginc.com
www.amteck.com
www.ww.noyesartdesigns.com
www.sitesourcecam.com
www.foothillspaving.com
www.camcolorado.com
www.apexpvmt.com
www.camcolorado.com
www.asrcompanies.com
www.asphaltcoatingscompany.com
www.coloradomechanical.com
www.horizonpropertyservices.net
www.averyasphalt.com
www.amteck.com
www.mccommercialrealestate.com
www.mai-mechanical.com
www.brownbrosasphaltconcrete.com
www.sitesourcecam.com
www.coatingsinc.net
www.rkmi.com
www.economypavinginc.com
www.murphynet.com
www.camcolorado.com
www.rkmi.com
www.foothillspaving.com
www.weifieldgroup.com
www.servicelogic.com
www.realtyjobs.com
www.frontierfireprotection.com
www.advantagesecurityinc.com
www.bauenroofing.com
www.integrityfiresafetyservices.com
www.savatree.com


 
August 2021 — Retail Properties Quarterly — Page 25www.crej.com

Douglass Colony Group
Kate Faulker
kfaulkner@douglasscolony.com
303-288-2635
www.douglasscolony.com

Superior Roofing
Mary Ayon
mayon@superiorroofing.com
303-476-6513
www.superiorroofing.com

METAL SERVICES
Reidy Metal Services Inc.
Kelly Reidy
kreidy@aol.com
303-361-9000
www.reidymetal.com 

MOVING & STORGAGE
Buehler Companies
Tami Anderson
tami@buehlercompanies.com
303-667-7438
www.buehlercompanies.com 

Cowboy Moving & Storage
Michael Folsom
mike@cowboymoving.com
303-789-2200
www.cowboymoving.com

PAINTING
Denver Commercial Coatings
Jim Diaz
jim@dccpaint.com
303-861-2030
www.denvercommercialcoatings.com 

Ponderosa Painting & Remodeling, Inc.
Bob Murphy
r.murphy@comcast.net
303-887-4973

Preferred Painting, Inc.
Chris Miller
chris@preferredpainting.com
303-695-0147
www.preferredpainting.com

PARKING LOT STRIPING
CAM – Common Area Maintenance Services
Shanae Dix, CSP
shanae@camcolorado.com
303-295-2424
www.camcolorado.com

Martinson Services
Andrea Nataf
anataf@martinsonservices.com
303-424-3708
www.martinsonservices.com
 

PLUMBING
MAI Mechanical
Grant Blackstone
GBlackstone@mai-mechanical.com  
303-289-9866
www.mai-mechanical.com

Murphy Company
Paul Gillett 
pgillett@murphynet.com 
720-257-1615
www.murphynet.com

RK Mechanical 
Marc Paolicelli
303-785-6851
www.rkmi.com

PRESSURE WASHING
CAM – Common Area Maintenance Services
Shanae Dix, CSP
shanae@camcolorado.com
303-295-2424
www.camcolorado.com

Rocky Mountain Squeegee Squad
Bruce Sompolski
brucesompolski@squeegeesquad.com
720-408-0014

Snow Pros Inc. Sitesource CAM
Connie Rabb
connie@sitesourcecam.com
303-948-5117
www.sitesourcecam.com

Top Gun Pressure Washing Inc.
James Ballen
jamesballen@topgunpressurewashing.com
720-540-4880
www.topgunpressurewashing.com

PROPERTY IMPROVEMENT/
TENANT FINISH
CAM – Common Area  
Maintenance Services
Shanae Dix, CSP
shanae@camcolorado.com
303-295-2424
www.camcolorado.com

Facilities Contracting, Inc.
Michael McKesson
mmckesson@facilitiescontracting.com
303-798-7111
www.facilitiescontracting.com 

ROOFING
Bauen Corporation
Brett Sowers
bsowers@bauenroofing.com
303-297-3311
www.bauenroofing.com

CIG Construction
Janice Stitzer
janice@cigconstruction.com
720-897-1886
cigconstruction.com 

CRW, Inc. – Commercial Roofing  
& Weatherproofing
Pete Holt
pete@crwroofing.com
720-348-0438
www.crwroofing.com

Douglass Colony Group
Kate Faulker
kfaulkner@douglasscolony.com
303-288-2635
www.douglasscolony.com

Flynn BEC LP
Lauren Fry
Lauren.Fry@Flynncompanies.com
303-287-3043
www.flynncompanies.com

Superior Roofing
Mary Ayon
mayon@superiorroofing.com
303-476-6513
www.superiorroofing.com 

WeatherSure Systems, Inc.
Dave Homerding
daveh@weathersuresystems.com
303-781-5454
weathersuresystems.com 

Western Roofing, Inc.
Curtis Nicholson
cnicholson@westernroofingco.com
303-279-4141
www.westernroofingco.com 

Roof Anchorage/  
Fall Protection
Applied Technical Services, Inc. (ATS)
Stefanie Horner
SHorner@atslab.com
571-302-6692
atslab.com

SECURITY SERVICES
Advantage Security, Inc.
Jeff Rauske
jrauske@advantagesecurityinc.com
303-755-4407
www.advantagesecurityinc.com

Allied Universal
Lorie Libby
lorie.libby@aus.com
303-369-7388
www.aus.com

SIGNAGE
DaVinci Sign Systems, Inc.
Kevin J. Callihan
kevin@davincisign.com
970-203-9292
www.davincisign.com

DTC Signs & Graphics
Jana Lundvall
jana@signaramadtc.com
720-259-0087
www.dtcsignsandgraphics.com

SNOW REMOVAL
CAM – Common Area  
Maintenance Services
Shanae Dix, CSP
shanae@camcolorado.com
303-295-2424
www.camcolorado.com

Facilities Contracting, Inc.
Michael McKesson
mmckesson@facilitiescontracting.com
303-798-7111
www.facilitiescontracting.com

Martinson Services
Andrea Nataf
anataf@martinsonservices.com
303-424-3708
www.martinsonservices.com

SMS, Snow Management Services, LLC
Kimberly Jewell
Kim@smssnow.com
303-750-8867
www.smssnow.com

Snow Pros Inc. Sitesource CAM
Connie Rabb
connie@sitesourcecam.com
303-948-5117
www.sitesourcecam.com

SOLAR
Douglass Colony Group
Kate Faulker
kfaulkner@douglasscolony.com
303-288-2635
www.douglasscolony.com

SOUND MASKING
Margenau Associates
Adam Faleck
afaleck@margenauassoc.com
303-979-2728
www.margenauassoc.com

SWEEPING
CAM – Common Area  
Maintenance Services
Shanae Dix, CSP
shanae@camcolorado.com
303-295-2424
www.camcolorado.com

Martinson Services
Andrea Nataf
anataf@martinsonservices.com
303-424-3708
www.martinsonservices.com

Top Gun Pressure Washing Inc.
James Ballen
jamesballen@topgunpressurewashing.com
720-540-4880
www.topgunpressurewashing.com

Tennis Courts
Coatings Inc. 
George Tavarez
gtavarez@coatingsinc.net   
303-423-4303 
www.coatingsinc.net 

TREE AND LAWN CARE
Bartlett Tree Experts
Konstanze Fabian
kfabian@bartlett.com
303-353-0520
www.bartlett.com

SavATree
Matt Schovel
mschovel@savatree.com 
Denver: 303-337-6200
Fort Collins: 970-221-1287
North Metro Denver:
303-422-1715
savatree.com  

WEATHERPROOFING
ASR Companies
Jason Luce
jluce@asrcompanies.com
720-519-5433
www.asrcompanies.com

Douglass Colony Group
Kate Faulker
kfaulkner@douglasscolony.com
303-288-2635
www.douglasscolony.com 

WeatherSure Systems, Inc.
Dave Homerding
daveh@weathersuresystems.com
303-781-5454
weathersuresystems.com

WINDOW CLEANING
Bob Popp Building Services Inc.
Bob Popp
bobpoppservices1@aol.com
303-751-3113
www.bobpoppbuildingservices.com 

Rocky Mountain Squeegee Squad
Bruce Sompolski
brucesompolski@squeegeesquad.com
720-408-0014

Our Readers are Your Prospects 

Reach property managers and building owners every issue. 

If your firm would like to participate in this directory, please contact Lori Golightly at lgolightly@crej.com or 303-623-1148 x 102

BUILDING OPERATING SERVICES & SUPPLIERS

The BOSS Directory
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Management

C
ome August, more than 9,000 
wildfires burn in the U.S., on 
average, causing nearly 2 mil-
lion acres of damage, which 
includes residential and busi-

ness structures. 
Looking at historical data of the 20 

largest wildfires in Colorado’s history, 
nine of those have occurred since 
2018, 15 of those have occurred since 
2012 and all 20 have occurred since 
2001. Even more alarming, the three 
largest fires all occurred in 2020.  

“We’re having fire years, not fire 
seasons anymore,” said Colorado 
Division of Fire Prevention and Con-
trol Director Mike Morgan.

Ahead of the wildfire season, we 
put together prevention tips and con-
trols property owners can implement 
to better protect their assets and ten-
ants from wildfires.
n Examine building materials. From 

your roof to your patio, it’s important 
to understand what materials offer 
the best fire protection and the con-
trols you can implement to reduce 
the likelihood of your property going 
up in flames.

• Roofing: Class A fire-rated roof-
ing material is most effective against 
fires. Fire-resistant roofing materials 
include clay tile, slate tile, concrete 
tile (fiber-reinforced) and metal.

It is equally important to keep roofs 
and gutters clear of pine needles, 
leaves or other debris. It’s also a good 
idea to have a local fire marshal or 
roofing professional assess your roof.

• Exterior walls: Noncombustible 
siding materials like brick and con-
crete offer the best protection against 
fire. Try to leave 6 inches of clear-
ance between the ground and the 

start of the siding 
to prevent dam-
age from direct 
flame contact. If a 
combustible siding 
material is used, 
these 6 inches of 
clearance, as well 
as defensible spac-
es, are especially 
important.

• Windows and 
vents: Dual-pane 
windows with tem-
pered glass offer 
increased protec-

tion against radiant or direct flame 
contact. Vents should be covered with 
1/8-inch (minimum) noncombus-
tible metal mesh screening to help 
minimize the size of embers that can 
enter attic or crawl space area vents.

• Patios, decks and porches: Flam-
mable materials should not be stored 
on or under decks. Consider enclos-
ing your elevated deck, patio or 
porch. Some manufacturers also are 
incorporating fire-retardant chemi-
cals into products like wood-plastic 
composite decking, so be sure to look 
into this material option. If you have 
an existing wood deck and are not 
looking to replace it anytime soon, 
consider having it treated with exte-
rior fire retardant.

• Enforce smoking controls: The 
National Park Service estimates at 
least 85% of wildfires are caused by 
human activity. Provide receptacles 
in easily accessible areas and place 
these away from the building and 
combustible materials. Ensure your 
employees empty these receptacles 
regularly. The ground should be 

cleaned of cigarette butts to elimi-
nate fire hazard.
n Identify and proactively address 

your defensible zones. The Federal 
Emergency Management Agency 
defines a defensible space as an area 
around a building in which vegeta-
tion, debris and other types of com-
bustible fuels have been treated, 
cleared or reduced to slow the spread 
of fire to and from the building. The 
National Fire Protection Agency rec-
ommends a defensible space of up 
to 200 feet from a structure, which 
encompasses three zones. Each zone 
has different maintenance needs:

• Zone 3: 100-plus feet (to property 
line) – Remove dead trees and plants. 
Keep trees spaced. 

• Zone 2: 30 to 100 feet – Remove 
dead vegetation. Remove hang-
ing branches at least 6 feet off the 
ground. Trim tall grasses/plants that 
would allow fire to travel up trees. 

• Zone 1: Zero to 30 feet – Use grav-
el, rock or mulch. Relocate firewood 
piles. Plant high-moisture-content 
annuals and perennials.
n Understand your severity zone. 

Which severity zone a business is in 
ultimately will dictate what prepara-
tions need to be done to protect the 
property. As you can expect, prepar-
ing for a potential wildfire is even 

more critical if your property is clas-
sified as being in a high or extreme 
severity zone.

A severity zone is classified as 
moderate, high or extreme. These 
classifications can be based on fire 
history in the area, vegetation/land-
scaping, slope and other terrain fea-
tures.

Search where you operate in Colo-
rado to view the risk using this tool 
from the United States Department 
of Agriculture. You also should con-
sider contacting your local insurance 
agent to discuss in more detail.

Last year was an extremely chal-
lenging fire season in Colorado, and 
in July, the National Significant Wild-
land Fire Potential Outlook expected 
warmer and drier than normal condi-
tions, especially in the West, through-
out the summer. Additionally, more 
than 90% of the West is in drought, 
with over half the region in extreme 
to exceptional drought. By investing 
in quality building materials, tak-
ing proactive measures of regularly 
maintaining the landscape around 
your building, and understanding the 
risk where your business is, you are 
taking control of the variables in your 
power and taking proactive measures 
for a situation that can seem out of 
your control. s 

Wildfire season: Best practices to protect assets 

Jarrett Wagner, 
AIC, AIS, WACH    

Risk control 
representative, 

Society Insurance

Looking at historical data of the 20 largest wildfires in 
Colorado’s history, nine of those have occurred since 
2018, 15 of those have occurred since 2012 and all 20 

have occurred since 2001.

I
t is no secret that the medical 
spa industry is booming. In 
the last 10 years, medical spas 
have moved from the barely 
known fringe to a competi-

tor to plastic surgeons. The global 
medical spa market is predicted to 
expand at an impressive compound 
annual growth rate of more than 
15% over the period between 2021 
and 2031. If you own retail, mixed-
use or even traditional office space 
and haven’t seen a letter of intent 
from a medical spa, you probably 
will soon. Here is what you need to 
know when you get one.

First, what is a medical spa? A 
medical spa offers nonsurgical 
treatments including injectables 
such as Botox, lasers and body con-
touring. These procedures require 
medical training and licensure but 
stop short of actual surgery. 

You can think of aesthetic and 
spa treatments as a continuum 
that runs from nail and hair salons 
to plastic surgery practices. Salons 
deal primarily with hair and nails, 
while traditional spas will offer 
massages, facials and other “well-
ness” treatments, and plastic sur-
geons perform ... well ... plastic sur-
gery. Generally speaking, the further 
you move to the right along this 
continuum, the older, higher edu-
cated and more wealthy the demo-
graphics of an area will need to be 
in order to support the business in 
question. 

While awareness of the efficacy 
of treatments grows and the poten-
tial for profitable business ventures 
becomes obvious, the industry is 
still new, fragmented and mostly 

unregulated. The 
industry did not 
truly exist until 
approximately 
2008. Additionally, 
over 75% of medi-
cal spas are owned 
and run by a single 
owner who is like-
ly a doctor, nurse 
or esthetician with 
no previous expe-
rience running a 
business.

In short, there is 
growing demand, lots of money to 
be made and very few sophisticated 
operators. It’s the Wild West out 
there.

So, you have a letter of intent 
from a bona fide medical spa, not 
a hair salon with nail tech and a 
part-time injector in the back. Is 
this a stable, successful prospective 
tenant? Below are some factors that 
you may want to consider. 
n Number of locations. Less than 

25% of medical spas nationally have 
more than one location. If a multi-
location practice approaches you, 
chances are you are dealing with a 
business owner – not a physician 
who wants to be left alone to prac-
tice medicine with limited under-
standing of how to run a business. 
This has a higher rate of long-term 
success and is less reliant upon a 
single person’s injecting hand con-
tinuing to work well.
n Does the owner perform the 

majority of the procedures? Looking 
at what the owners are doing will 
tell you a lot about the practice. Are 
they in the room treating patients 

on a daily basis? This means that 
they are working in the business, 
not on it, and their growth is lim-
ited by the hours they have in their 
day. Their practice may be profitable 
but not scalable, and will likely dis-
appear completely if they retire. If 
they have hired and trained midlev-
els (nurse, estheticians, etc.) to do 
a majority of the procedures, then 
you may be dealing with a scalable 
and resilient organization that has 
the potential to grow.
n What is the ratio of lasers to 

injectables to esthetics? While Botox 
gets all the buzz, it is actually one 
of the least profitable procedures 
due to the high, inflexible costs 
of goods and cost of skilled labor. 
(Be aware that most medical spa 
owners do not know this. Doctors 

are notoriously bad at understand-
ing their own books.) To help you 
understand the profitability of the 
practice, look at the ratios of the 
service types.

• Esthetic procedures: These are 
things that do not need a doctor’s 
supervision – such as facials and 
light peels. Most medical spas will 
offer one or two of these things, but 
it is a small part of overall revenue.

• Injectables: This is Botox and 
its cousins, fillers and platelet-rich 
plasma therapy. These can be prof-
itable, but if they are more than 50% 
of appointments, profitability will 
be elusive.

• Lasers: These are by far the most 
profitable services a medical spa 

The medical spa tenant: What you need to know

Flora Waples, 
MD    

Founder, Restor 
Medical Spa

Restor Medical Spa
Space requirements typically comprise four to eight treatment rooms, some storage 
area and a lobby. The most similar layouts are those for massage studios or a tradi-
tional doctor’s office but with fewer or possibly no offices. The finishes, however, will 
be more expensive. Clients are paying luxury prices and expect a luxury experience. 

Please see Waples, Page 28
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their dreams. 
Some of Colorado’s most success-

ful food halls, such as Avanti F&B in 
Denver and Boulder, serve as incuba-
tors, intentionally selecting vendors 
with aspirations of opening their own 
brick-and-mortar restaurants. For 
these entrepreneurs, starting within 
a food hall has several advantages 
beyond lower startup costs. Food hall 
margins for restaurateurs tend to be 
more favorable than stand-alone res-

taurants, often 15% to 20% of sales. 
This allows the vendors to save funds 
that they can invest in their future 
brick-and-mortar restaurant. Restau-
ranteurs within food halls also gener-
ate an operating history, making them 
better candidates for future loans. 
With limited kitchen space, food hall 
menus are much smaller, allowing 
vendors to pick their best four to six 
dishes to serve, increasing sales per 
item and reducing waste. In addition, 
restauranteurs can test their culinary 
concept, receive customer feedback 

and iterate that concept over time to 
make it stronger while simultane-
ously building a loyal customer base. 
Finally, food hall owners often take 
on many costs and services that res-
taurateurs would be responsible for 
in stand-alone restaurants, such as 
marketing, paying sales tax and bus-
ing tables. This allows restaurateurs 
to focus more on their product and 
customer service, giving them an 
opportunity to dial in those aspects 
of their business before moving to a 
stand-alone location. 

While initially concentrated in 
downtown Denver, in recent years 
food halls have proliferated through-
out the Denver metro area and the 
state of Colorado. This development 
should pay dividends in democra-
tizing restaurant ownership and 
incubating a new generation of res-
tauranteurs who will make positive 
contributions to the food and bever-
age industry in Colorado for years to 
come.s

nstern@broadstreetrealty.com

Continued from Page 1

and curbside pickup, which many 
restaurants and grocers alike are 
seeking. 

One of the later segments to 
recover has been the theater and 
entertainment venues. After being 
quarantined and social distanced 
for more than a year, consumers are 
ready to return to theaters in search 
of blockbusters that were postponed 
or canceled. While streaming ser-
vices gained a record number of 
subscribers, private screenings grew. 
Many theaters will continue mak-
ing strides in the near term as more 
blockbuster movies are released. 
Those theaters that offer newer 
amenities, such as larger reclining 

seats, the latest audio and video 
enhancements, as well as food and 
alcohol will attract the most atten-
tion. 
n Which retail trends will continue? 

Certainly, the e-commerce seg-
ment plays a growing part in retail, 
although most consumers still visit 
stores to test, try on and understand 
products before making purchase. 
The pandemic served to acceler-
ate the need for many retailers to 
sharpen their online presence. While 
e-commerce grew significantly in 
2020, the warehousing and trans-
portation costs as a percentage of 
purchase price are twice as high for 
e-tailers versus brick-and-mortar 
players. Home delivery and returns 
erode profit margins and the reverse 

logistics account for a large part of 
industrial absorption. As a result, 
many retailers are fulfilling orders 
directly from the store. As retail con-
tinues to rebound, we expect to see 
retail store space continue to shift 
to fulfillment space, and an ampli-
fied presence of pickup areas and 
curbside delivery. As an example, 
it was reported that 66% of Best 
Buy’s online revenue was picked up 
in store or curbside. Additionally, 
while Target reported a substantial 
increase in its e-commerce side 
of business, more than 95% of its 
fourth-quarter sales were fulfilled by 
its stores. 

Other trends include some retail-
ers seeking to move out of tradition-
al mall settings to open-air centers, 

as they are seeking traffic and curbs. 
Some retail brands are focusing on 
partnerships with other stores, such 
as Sephora’s recent announcement to 
test opening in several Kohl’s depart-
ment stores, while Ulta will launch 
in selected Target locations. This will 
help promote more in-store traffic.

In the first half of 2021, retail took 
major steps toward recovery from 
the pandemic. Pending limited resur-
gence of COVID-19 cases, the second 
half of 2021 will see more people 
returning to the office, improved 
domestic travel and a declining 
unemployment rate – all crucial 
drivers for the local retail market to 
recover. s

jon.weisiger@cbre.com

Weisiger
Continued from Page 6

Food Halls

the pandemic, distressed asset sales 
have been relatively few in number, 
with notable high-profile exceptions 
such as Belmar and Foothills Mall. 
There are still a significant number of 
potentially distressed retail loans cur-
rently on watchlists and it is possible 
we might see a spike in distressed 
asset sales. However, it is clear that 
government programs designed to 
assist small businesses and lender 

willingness to work with tenants and 
landlords extended much needed life-
lines that appear to have prevented 
a wave of distressed assets sales for 
now. 

As we look forward into the remain-
der of 2021 and into 2022, market 
fundamentals appear to be aligned for 
strong growth and an attractive envi-
ronment for investments in income-
producing retail properties. However, 
there are several known risk factors 
that could lead to hurdles and bumps 

in the recovery. Inflation is an obvious 
one, though the Fed assures us the 
current inflation spikes are transitory 
and not likely to lead to sustained 
inflation and corresponding spikes in 
interest rates. 

Legislatively there has been much 
written about proposed changes to the 
1031 exchange, stepped-up basis and 
capital gains tax laws. Elimination of 
the 1031 exchange would have a chill-
ing impact on transaction velocity, but 
it is clearly a net negative with respect 

to tax revenue generation. These pro-
posed changes are leading many own-
ers to reconsider their holding strat-
egy, in particular those who already 
were considering a disposition within 
the next few years. This could lead to 
an increase in inventory in the sec-
ond half of the year and better buying 
opportunities for investors who have 
been largely on the sidelines thus far 
into the recovery. s 

ryan.bowlby@marcusmillichap.com

Bowlby
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and the breadth of commercial uses, 
thereby optimizing real estate well 
positioned for redevelopment while 
protecting established neighborhoods. 

With these new mixed-use zoning 
districts as a foundation, Arvada is 

hopeful to encourage shopping cen-
ter owners and developers to explore 
reprogramming and repositioning of 
retail real estate assets to accommo-
date the evolving industry. Addition-
ally, the use-by-right zoning within 
the new land development code is 
anticipated to create more certainty 

and lower investment risks, allowing 
owners and developers to implement 
programming that meets the needs 
of retailers and consumers while 
integrating nicely into surrounding 
neighborhoods. Cities will continue 
to invest in retail revenue generation 
and sustainability post-pandemic, so 

it’s imperative to approach the chal-
lenge with a land development policy 
lens. While it may feel counterin-
tuitive, rethinking the way retail real 
estate is used will help fortify and 
enhance retail spending, protecting 
the critical sales tax revenue Colo-
rado cities depend on. s 

Ryley
Continued from Page 16

tree canopy, which creates a host of 
issues in a community; but from a 
retail perspective, long stretches of 
hot, shadeless street disincentivize 
people from exploring a neighbor-
hood on foot. We aim to create places 
where the community can spend 
time, and a connection to nature is 
essential. This bears out in retail sta-
tistics: In multiple studies, consumers 
demonstrated a willingness to pay 
11% more for goods in shaded and 
landscaped business districts, and 
they were willing to stay longer and 
shop more. 

So, rather than wait for someone 
else to address the issue, our retailers 
took on the greening of their neigh-
borhood themselves. Local Denver 
business False Ego teamed up with 
the Denver Botanic Gardens, National 

Wildlife Federation, University Colo-
rado Denver, Patagonia, Quantum 3 
Construction and Edens to launch 
a beautification project on Walnut 
Street, replacing concrete and aging 
brick with Colorado-native plants and 
trees, transforming the pedestrian 
experience while incorporating green 
space to the increasingly well-traveled 
street. They are even finalists in the 
Salazar Center Thriving Cities Chal-
lenge, aimed at developing ideas that 
advance climate resilience and racial 
equity through nature-based solutions 
in their own communities.

We have brought this same focus 
to the heart and soul of this district: 
the artist community. River North is 
where art is made, and promoting 
the talent and creativity of the artists 
here is essential to maintaining what 
makes this district within Five Points 
so different from any other in Denver.

Earlier this year, in a moment of ser-
endipity, we welcomed the Museum 
for Black Girls into one of our spaces. 
This interactive art installation, led 
by local artist Charlie Billingsley, cel-
ebrated and educated visitors on the 
history, culture and contributions of 
Black women. Five Points historically 
has been the center of Black culture in 
Denver, and this museum served as a 
way to highlight the experiences and 
achievements of Black women while 
creating space and exposure for 10 
artists and creative women of color. 

As a sponsor of the RiNo Art Dis-
trict’s Mural Program, we’re humbled 
by the power of the arts in this com-
munity and inspired by the leadership 
of local artist and community leader 
Alex Pangburn. The mural program 
each month highlights a unique group 
of artists, and the second half of the 
year kicked off in July with a spot-

light on youth and women artists, 
followed by graffiti crews, artists 
with disabilities, indigenous artists 
and mentors with emerging artists. 
Marking the latest installation, Bur-
ton recently unveiled a new mural 
by artist Jessa Gilbert as part of its 
Chill Foundation youth development 
program in partnership with Third 
Way Center. 

Establishing true community like 
this begins with continuous lis-
tening and then requires action. 
Through efforts like these and our 
retailers’ dedication to invigorating 
the neighborhood as they grow their 
businesses, we can build a stronger 
and more resilient community than 
before, while giving Denverites a 
place to gather, connect and share, 
no matter what comes next. s

tkiler@edens.com

McLean
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and services rises at an annual rate of 
1,000% or more.

Personally, when my wife told me 
that I spent over $1,000 on gas in June, 
saying I was shocked is an understate-
ment. I do not want to know what that 
number will come in at for July. With 
the work-from-home environment and 
a big percentage of Colorado employees 
not commuting back and forth to work, 
consumer outrage over the prices at the 
pump has really been muted locally and 
nationally.

Restaurant owners know about the 
inflationary state of the economy we 
are seeing, and every establishment 
has had to raise its menu prices, some 
two or three times, during the last 
12-18 months. Commodity and labor 
price increases are getting passed 
along the supply chain and squeez-
ing restaurant profitability. Ultimately, 
it’s being passed onto the consumer, 
but pent-up customer demand has 
accepted these increases for now. 
However, if these increases do not 
slow down, consumers eventually will 
need to cut their discretionary spend-
ing and the majority of that will be 
felt by the restaurant industry first, 
further hampering the recovery that 
is just now starting.
n Labor. Another big issue facing 

the food and beverage industry is 
the sever labor shortage. During the 
pandemic, restaurants were forced to 

lay off employees to cut costs in their 
efforts to survive. At the moment we 
have no governmental occupancy 
restrictions, but very few restaurants 
are operating at full capacity because 
they have not been able to hire back 
the appropriate staffing requirements. 
So, restaurants are now dealing with 
their own operational restrictions, and 
this is preventing them from maxi-
mizing performance and profits. 

Wages paid to keep current employ-
ees along with starting wages have all 
increased and some businesses are 
even offering signing bonus with 30-, 
60- or 90-day wage increases after hir-
ing, but positions still are left unfiled. 
More concerning is just the total lack 
of applicants applying for the jobs. 
I was driving past a McDonalds the 
other day and out on the street was 
a big sign on the road saying, “Hiring, 
starting pay $18/hour.” This is a $5.28 
premium over the current Colorado 
minimum wage of $12.32 an hour 
that was typically the starting wage 
for an entry-level position at fast-food 
establishments. If the typical entry-
level position is now commanding a 
starting pay of $18 per hour, is this 
the new effective minimum wage 
in Colorado? If so, this represents a 
144.57% increase over the 2011 mini-
mum wage of $7.36 per hour and a 
50% increase over the 2020 minimum 
wage of $12 an hour. 
n COVID-19 resurgence. The Colorado 

COVID-19 data listed our seven-day 

positivity rate as of July 29 at 5.11%, 
which has more than doubled from our 
most recent low of 2.28% listed on June 
19. On July 30, Gov. Jared Polis issued 
the Fifth Amended Public Health Order 
20-38: “The Order requires face cover-
ings in some settings. Additionally, the 
Order maintains some restrictions on 
certain activities while we continue 
to take steps to limit the spread 
of COVID-19 in Colorado, which 
includes a provision that authorizes 
CDPHE to require a county to comply 
with additional restrictions should 

certain metrics be met.” 
If our positivity rate does not quickly 

flatten, the governor will have no choice 
but to implement increased mask man-
dates and occupancy restrictions soon 
will follow. 

The Colorado restaurant industry is 
on the path to recovery, but right now 
it is still too early to know if the light 
we see is the end of the tunnel or just 
another flicker and a much longer road 
lies ahead. s

robert.hudgins@cushwake.com

Hudgins
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The $18 per hour listed in the above chart is for illustrative purposes only and is 
not the actual Colorado minimum wage currently in effect. Data from Colorado 
Department of Labor and Employment

will offer. Usually these comprise 30% 
or more of revenue, and if they are 
higher, the business is likely on solid 
financial footing.
n Build-out requirements. The prac-

tice will need individual treatment 

rooms, only slightly larger than the 
average spa, with sinks. It may need 
220-volt outlets in the rooms that 
have lasers, and good venting or air 
filtration systems. Lasers produce 
plumes that can be both foul smelling 
and/or toxic, depending on the type of 
procedure. 

Generally, space requirements range 
from 1,700 to 4,000 square feet and 
comprise four to eight treatment 
rooms, some storage and lobby area. 
The most similar layouts are those for 
massage studios (think Massage Envy, 
but with fewer treatment rooms) or 
a traditional doctor’s office but with 

fewer or possibly no offices. The fin-
ishes, however, will be more expen-
sive. Clients are paying luxury prices 
and expect a luxury experience. Ten-
ants will require parking, preferably 
dedicated and somewhat private. s

drwaples@restormedicalspa.com
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