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T
he sky isn’t falling on retail 
real estate, but just as the 
Amazon distribution center 
arose slowly like an ominous 
cloud over the Interstate 25 

and 144th retail corridor, so too 
can the realization that you have 
lost deals, tenants or capital due to 
preventable lapses in technological 
adoption.

As the market inevitably cools 
down from the strong rebound over 
the last 10 years, more real estate 
committees that were once aggres-
sive in the face of unit-growth tar-
gets now are ratcheting back site 
selection and spending more time 
on analysis. Investors who were 
once tossing cash at retail proj-
ects in the cap-compression days 
now are taking a more measured 
approach in the face of market 
uncertainty. Landlords who were 
all too eager to sign any reasonable 
tenant with a business plan and a 
checkbook, are underwriting with 
greater scrutiny and oversight in 
the leasing process. As the mar-
ket evolves, it’s important to step 
back and take stock of how to bet-
ter position vacant spaces through 
technology.

The “3-mile pop” may never retire 
from its position as the gold stan-
dard of site selection, but static 
demographics and traffic counts are 
merely snapshots of information in 
a fast-evolving market. As technol-
ogy has continued to advance, so 
too have the abundance of propri-
etary data aggregation systems and 
algorithms, which promise to pre-
dict a retailers’ customer count and 
sales revenue at potential locations. 

Real estate is an 
information-cen-
tric industry, and 
the race for better 
data never stops. 
Below is a general 
round up of infor-
mation technolo-
gy services to help 
you better market 
to retailers, more 
efficiently run 
your restaurant, 
buy a shopping 
center or land 
that next In-N-

Out pad deal.
• Real estate analysis. Global com-

mercial real estate transaction vol-
ume was up 13 percent last year to 
$341 billion, according to Deloitte. 
The growth of both the commercial 
real estate and technology indus-
tries have led to an even larger 
wave of the already sizable list of 
offerings to identify sites, research 
properties and obtain market 
insights. Costar still leads the mar-
ket with its dominant and costly 
database access, but specialty data 
services like Reonomy and Comp-
Stak are providing niche services to 
a growing number of customers.

• Space plans. Brokers, tenants and 
landlords want to help facilitate a 
seamless transaction and having 
as-built plans for each rental space 
is a critical step to that end. Just as 
the evolution of the gig economy 
has helped to lower prices for 
many types of contract work from 
graphic design to dog walking, the 
“appification” of real estate services 
has made obtaining CAD plans or 

a space survey as easy as ordering 
a pizza from your phone. ID Plans, 
Precision Property Measurements 
or even Room Sketcher can get you 
started on a budget and will push 
pricing down, but the best option 
continues to be survey plans devel-

oped by an experienced local archi-
tect who understands construction 
and knows the local codes. 

• Customer tracking. Whether for 
leasing, acquisitions or marketing, 

Leasing technology offers tools for savvy managers

ORIGINAL “WAXMAN CAMERA” 
PROPERTY FOR LEASE ONLY

911-919 15th Street, Denver, CO 80202

• First floor and two upper floors, plus  
basement

• Approximately 3,250 SF per floor, Rentable  
or 9,750 SF above ground*

• Interior dimensions vary per floor ranging 
from 2,791-3,010  useable SF

• Zoning: Downtown Theatre District (”D-TD”)
• Taxes: Approximately $19,238 (2017)
• Built in 1920, subsequent remodels
• No parking included, but building is adjacent 

to parking lot available for daily rental 

• Excellent building signage opportunities - 
Building will have “wow” factor for signage

• Long Term Ground Lease also entertained
• Tenant Finish Allowance and Free Rent  

available to qualified tenants
• 1 block from Colorado Convention Center and 

Performing Arts Center
• Across the street from the Telecommunica-

tions Center of Denver - AT&T, CenturyLink, 
Denver Main, and 910Telecom

• Massive fiber optic intersection
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BUILDING DETAILS:

Management

Please see Carpenter, Page 22

Ross Carpenter   
Senior leasing 

and acquisitions 
manager, 

NewMark Merrill 
Cos. 

In addition to basic visitor data, owners and managers can see valuable customer 
data like visit duration, path of travel, demographic information, new versus return 
customers and much more using new technologies.
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heritage. Because tenant spaces vary 
widely, from midconcourse kiosks and 
bars to in-line, full-service restaurants, 
it is important for designers to con-
sider key elements like overall visibility 
and visitor flow, as well as the balance 
of programmatic requirements like a 
variety of seating options, ordering and 
pick-up locations, luggage storage and 
back-of-house operations. 

The “storefront” of in-line spaces, 
like the approximately 2,000-square-
foot Post Brewing Co. at DIA (the 
largest of the Great Hall’s new dining 
options) is an important area to design 
with the busy traveler in mind. While 
the design of the restaurant brings 
some seating almost to the entrance 
of the space, the overall design is open 
and inviting, giving travelers a view 
through the interior to the signature 

bar and illuminated keg wall at the 
rear. The storefront also features clear 
signage in keeping with the airport’s 
design guidelines.  

Jax Fish House, in contrast, occupies 
a standalone space in the middle of 
the Great Hall. As a bar-in-the-round, 
there is no backside to the Jax experi-
ence, which meant careful consider-
ation of staff operations as well as pro-
viding both bar dining and grab-and-
go components. At approximately 900 
sf, the Jax design leverages its high-
visibility location toward a “see and be 
seen” attitude, with shucking stations 
and striking, glass-enclosed aquarium 
displays anchoring either end. 

As airports continue to renovate and 
expand, we look forward to seeing the 
evolution of new food and retail offer-
ings that contribute to making the 
travel experience more exciting and 
enjoyable. ▲

von Eckartsberg
Continued from Page 14

BCV Architecture + Interiors
Jax Fish House occupies a standalone space in the middle of the Great Hall. As a bar-in-the-
round, there is no backside to the restaurant, which meant careful consideration of staff opera-
tions as well as providing both bar dining and grab-and-go components. 

for years landlords and tenants have 
been trying to figure out who their cus-
tomers are and where they come from. 
Vehicle strip sensors, Wi-Fi tracking and 
even optical counting have been the 
common tools for obtaining foot fall 
numbers in the past. With the unprece-
dented access to “big data” generated by 
monetizing phone apps in recent years, 
ESRI, Carto, Placer.ai and many others 
are incorporating the use of aggregated 
anonymized cellular tracking statistics 
within their mapping systems. In addi-
tion to the basic visit data shown in 
the graphic on Page 16 we can now see 
valuable customer data like visit dura-
tion, path of travel, demographic infor-
mation, new versus return customers 
and much more.

• Merchant centric. Tenants are the 
lifeblood of the shopping center, and 

ultimately their ability to thrive (and 
pay rent) depends on their compe-
tent and consistent management of 
the business. Managers can’t visit 
these businesses every day, but you 
can leverage an army of third-party 
reviewers to fill in the gaps. Merchant 
Centric and a handful of similar offer-
ings allow landlords and tenants to 
track social media ratings of individual 
stores and restaurants with both his-
toric performance and in real-time 
across platforms like Yelp, Google and 
Facebook to help identify trends and 
potential management issues with 
tenants before they become a costly 
vacancy. 

• Property listings. Just as MLS aggre-
gation sites like Zillow, Redfin and 
Open Door have helped lead to a 
steady decline (of more than 25 basis 
points, according to Real Trends) over 
the last 10 years in average residential 

brokerage commissions, the explosion 
of new franchisees and next-gener-
ation business owners may slowly 
move the leasing process out of bro-
kers hands and lead to the erosion of 
commercial brokerage commissions. 
Although Loopnet remains the jugger-
naut in this space, a steady stream of 
new competitors like Catylist, 42 Floors 
and RealMassive will continue to nip 
at their market share with lower-cost 
and “freemium” direct-to-consumer 
commercial real estate listing services.

• Portfolio management. Gone are 
the days of an unwieldy network of 
human-error-prone Excel spread-
sheets. The vast sea of commercial 
property management software solu-
tion providers is constantly expand-
ing and new features evolving as 
landlords demand the integration of 
more technologies. MRI, VTS, Datex 
and other sophisticated providers offer 

out-of-the-box portfolio management 
software solutions that can quickly 
streamline operations. The savvier 
managers have worked with these 
companies to develop custom inter-
faces that include features like the 
automation of custom reports, tenant 
contact notes and health alerts, cus-
tomizable investor portals, cloud lease 
documentation databases, and invoice 
payment systems all into a single 
package.

These technologies can create effi-
ciencies in the office, but there is no 
substitute for hands-on management 
and face-to-face human interaction. 
Tenant interviews, broker tours, budget 
meetings and the Colorado party at 
International Council of Shopping Cen-
ters are not going away any time soon, 
but perhaps they can be made a little 
more effective with the right techno-
logical tools. ▲
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Fitness concepts increase
retail competition

INSIDE

by Ryan Gager 
The fitness facility competition is 

heating up in Colorado. Each facility 

is working hard for position in this 

market, much like the hard work 

that is taking place inside of the 

gyms. It has been hard to miss the 

facilities opening up in retail centers 

all over the Denver metro area. The 

influx of specialty fitness or studio 

concepts is spreading, and bigger, 

established facilities are paying 

attention.
“We have taken notice of what 

some of the studio concepts are 

doing,” said Ed Williams, president 

and CEO of Wellbridge, which owns 

Colorado Athletic Club. “The compe-

tition encourages Colorado Athletic 

Club to be better and improve class 

offerings. It’s a good competition 

that helps all brands in the industry.”

Colorado Athletic Club has seven 

locations throughout the Front 

Range, and the eighth is on its way, 

in Lower Downtown at 1601 Wewatta 

St. The fitness centers range in size 

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

among the largest when compared 

with other fitness offerings in the 

state. The new Colorado Athletic 

Club is the third facility in down-

town, with one in the Tabor Center 

at 1201 16th St. and another at 1630 

Welton St.

“Union Station is a hot area to be 

in,” said Williams. “I see some spe-

cialty studio fitness open up in high-

end retail spaces as well, and pay 

more rent just to be in the area.”

Even with all of the fitness facili-

ties entering Colorado, the market is 

not oversaturated, said Jon Weisiger, 

senior vice president of retail ser-

vices with CBRE. Similar to retail, 

there are mergers, including 24 Hour 

Fitness’ acquisition of Denver Bally 

Total Fitness locations in December 

2014, and clubs that are in different 

business cycles. Colorado Athletic 

Club and 24 Hour Fitness are mature 

concepts, while emerging facilities 

are trying to get a bigger slice of the 

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

ness clubs, and they are trying to 

figure out their correct size and 

place in the market,” said Weisiger. 

With new restaurants increasing in the 

area traditional retail remains important.
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Parklets provide retailers with additional 

space in front of shops.

Landscape and design
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The mall might not be dead, just 

transitioning to a new space.

New shopping mall
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Colorado Athletic Club is opening a third downtown location to go along with its Tabor Center (above) and Welton Street facilities.
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