
FOCUS: CommerCial real estate roundtable
A forum of the region’s top commercial developers
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CAthy Cheney

Participants in the Portland Business Journal’s Commercial Real Estate Roundtable included, from left, Barry Cain, principal at Gramor Development, Colliers 
International Managing Director Dave Kotansky, C.E. John Development Co. executive Tom DiChiara and Bob Ball, principal of Astor Pacific LLC.

Developers persist as fees rise
“I think we should 
still keep growing 
small companies, 
but at some point 
you get so big and 
become ‘corporate 
and evil.’”
tOm diChiara, 
Vice president of development, 
C.e. John Development Co.

P ortland’s office market is on the 
upswing.

Read into that what you will. 
The recession decimated the market 
here and elsewhere, but recent statis-
tics point toward a definite resurgence.

Collier’s International reported that 
Portland’s office market ended the sec-
ond quarter with a vacancy rate of 10.4 
percent, down from 12 percent a year 
ago.

Asking rents exceeded $20 per 
square foot — the first time in almost 
four years that they’ve surged past $20.

Deals are getting done. They aren’t 

necessarily big ones, but they’re hap-
pening nonetheless.

The 11 executives at the Portland 
Business Journal’s recent Commercial 
Real Estate Roundtable are responsible 
for much of that boost.

Gramor Development President 
Barry Cain, C.E. John Development 
Co. Vice President of Development 
Tom DiChiara and CenterCal Proper-
ties CEO Fred Bruning all have several 
projects in the works. 

Beam Development Principal Brad 
Malsin is converting an old Central 
Eastside Industrial building into shin-

ing creative office space. Bob Ball, CEO 
of Astor Pacific, continues work on The 
Parker, his 177-unit apartment com-
plex in the Pearl District.

Yet all is not perfect. Developers and 
representatives of commercial broker-
ages say Portland’s political culture can 
make it difficult to close transactions. 
Fees often hike the cost of a project.

The 11 participants at the Roundta-
ble also discussed the ways technolo-
gy is changing their business and the 
need for amenities to attract tenants 
and shoppers.
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focus

Our team of 
Experts  
are focused on  
critical issues to 
make sure our 
clients 
successfully  
complete their 
projects within 
budget and on 
time.  

WRG continues 
to focus on  
Land  
Development  
under the  
Cardno banner.

OUR CAPITAL SOURCES ARE

  READY TO LEND

C O M M E R C I A L  R E A L  E S T A T E  C A P I T A L  S O L U T I O N S

Debt/Equity Placement   |   Joint Ventures    |   Structured Finance    |   Sale/Leaseback    |   A Northwest Leader

Q10 | NATIONAL MORTGAGE HAS SECURED

$7,600,000
Mt. Scott Commons 
Multi-Family •  Happy Valley, OR
Arranged by Rick Brooke
   

$6,100,000
Baxter Ridge Apartments
Multi-Family •  Salem, OR
Arranged by Jeff Lyon
   

$6,100,000
Fanno Creek
Office •  Portland, OR
Arranged by Kelly Cassidy
   

$3,480,000
Riverview Apartments
Multi-Family •  Camas, WA
Arranged by Kelly Cassidy
   

Portland:  503.270.5300

Seattle:  425.402.3466

Contact us:

www.Q10Capital.com

creative spaces

New designs reflect a craving for connection
By ROB SmiTh
rsmith@bizjournals.com, @PDXBiZROBSmith

One of Portland’s oldest, most iconic 
buildings is also among its hippest.

NAI Norris, Beggs & Simpson is mar-
keting the historic U.S. Custom House, 
built in 1897, as a so-called “creative 
space” designed to appeal to startup 
companies with a generally younger 
workforce.

With its 15-foot-high ceilings and 
large, open floors, the building, 220 N.W. 
Eighth Ave., certainly fits the definition 
of “creative space:” an open floor plan, 
high ceilings, exposed brick, operable 
windows and natural lighting.

Portland is full of such creative spaces, 
including Cascade Web Development’s 
office in a former railcar, software com-
pany New Relic’s space in U.S. Bancorp 
Tower and Urban Works Real Estate’s 
headquarters at Jefferson Station.

In a city known as a magnet for young, 
college-educated adults, creative office 
space is critically important, especial-
ly for startup companies competing for 
talent.

“People don’t use office space the 
same way they have in the past,” said 
Tom DiChiara, vice president of devel-
opment at Vancouver-based C.E. John 
Development Co., at the Portland Busi-

ness Journal’s recent Commercial Real 
Estate Roundtable. “It’s the way we now 
work. It will change the (real estate) 
world.”

It already is.
A Jones Lang LaSalle analysis found 

lower vacancy rates in Portland’s creative 
office market than in the office market 
at large, at least in Class B and C space.

That’s no surprise to Brad Malsin, 
principal of Portland’s Beam Develop-
ment. Malsin, who calls himself a “com-
munity developer,” has designed space 
explicitly for creative companies for 
years.

Malsin’s biggest project, the East-
bank Exchange in Portland’s Central 
Eastside Industrial District, will trans-

form an old, dingy office building slated 
for the wrecking ball into creative space 
that is now almost 100 percent leased to 
tech-oriented firms. It will be ready for 
tenants in a few months.

“We try to provide opportunity for 
early stage development of companies 
to create a bunch of jobs,” said Malsin. 
“It’s a new market, I think one that will 

DiChiara, Tom
Malsin, Brad
Sackett, Jeff
Kotansky, Dave

NAI Norris, Beggs & Simpson
Cascade Web Development
New Relic
Urban Works Real Estate
C.E. John Development Co.
Jones Lang LaSalle
Beam Development
Capstone Partners
Ater Wynne
Collier’s International

cAThy cheNey

From left, Capstone Principal Jeff Sackett, Wells Fargo’s Rich Hubbard and Colliers Managing Director Dave Kotansky.
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be growing for quite awhile.”
As New Relic’s new offices in U.S. 

Bancorp Tower prove, hybrid approach-
es to creative office space are also becom-
ing more popular.

Several “traditional” buildings, 
including Fox Tower and Umpqua Bank 
Plaza, are attracting tenants that previ-
ously looked for funky office space in the 
Pearl and Central Eastside, according to 
an analysis by Kidder Matthews.

One reason for the growing popularity 
of creative space is a desire to counter the 
growing trend toward telecommuting.

A report compiled by NAIOP, Com-
mercial Real Estate Development Associ-
ation found that 50 million U.S. workers 

hold jobs that are telework-compatible, 
though only 2.9 million consider home 
their primary place of work.

“If there’s anything we’ve learned, it’s 
that people crave connection,” said Jeff 
Sackett, principal and founder of Cap-
stone Partners. “Clearly, the Millennium 
generation and those Gen Y folks want to 
be connected in a creative setting.”

The momentum shows no sign of 
abating. Even more traditional firms 
have become enamored of the creative 
office movement.

Portland law firm Ater Wynne’s 
ninth-floor offices at The Lovejoy in the 
Pearl District feature an outdoor deck, 
tall ceilings, natural light and long hall-
ways to showcase art.

“This phenomenon is here to stay in 
some form,” said Dave Kotansky, man-
aging director at the Portland office of 
Collier’s International. “People you think 
would never do that (move into creative 
office space) are now doing it.”

“We try to provide 
opportunity for companies 
to create a bunch of jobs. 
It’s a new market, I think 
one that will be growing 
for quite awhile.”
Brad Malsin, 
principal, beam Development

cathy cheney

Beam Development Principal Brad Malsin, left, and C.E. John Development’s Tom DiChiara (right) are responding to a changing market.
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DESIGN EFFICIENCY
INTO YOUR
NEXT PROJECT

You can earn cash incentives from Energy Trust of Oregon for holding  
an early design charrette, developing a whole-building energy model  
or commissioning your newly constructed or renovated building.

We know it takes more than the latest technology to build an efficient 
building. That’s why, in addition to helping pay for energy-efficient 
equipment and systems, we can offer professional support incentives  
to help offset the costs of services required to design and construct  
for maximum performance.

+
To learn more, visit www.energytrust.org  
or call 1.866.368.7878.  

Serving customers of Portland General Electric,  
Pacific Power, NW Natural and Cascade Natural Gas.

Executives weigh in on the economy,         rising costs and the need to create jobs

Robertson, Jan
Hubbard, Rich
Cain, Barry
Kotansky, Dave
Sackett, Jeff
Malsin, Brad
DiChiara, Tom

C.E. John Development Co.
Beam Development
Capstone Partners
Colliers International
Gramor Development
Wells Fargo
Norris Beggs & Simpson “There are lots of deals happening, 

but look at the money compared 
to 10 or 20 years ago; they feel like 
20-year-old deals. When you put 
all the concessions in, deals are not 
that attractive.”

Jan RobeRtson, Ceo, naI noRRIs, beggs & sImpson

RICh hubbaRd, senIoR Vp, CommeRCIal deVelopment, Wells FaRgo

“Good times are back. It’s fueled by a low-interest rate 
environment. There’s a bit of a rush to get stuff done before 
rates change, whenever that’s going to happen.”
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503-684-9123 
reroofnow.com

Get it Fixed Right the First Time. 

Does This look familiar?

2013 Winner of

PORTLAND   EUGENE   SALEM
harrang.com   503.242.0000   info@harrang.com

 

Our strategy is simple. We gather the best talent and we 
listen to our clients. This is how we have been helping 
Oregon businesses and individuals prosper since 1957.

Closely-Held Business Advice • Mergers & Acquisitions
Partnership/Owner Disputes • Business Entity Formation 
Employment Law for Management • Real Estate Transactions
Estate & Tax Planning • Commercial Litigation** • Appellate Law* 
Administrative/Regulatory Law • Professional Malpractice Defense^*

^Ranked Tier 1 Nationally  *Ranked Tier 1 in Portland  **Ranked Tier 2 in Portland 

 

Listen.Think. Solve. ®

focus

Executives weigh in on the economy,         rising costs and the need to create jobs

Barry Cain, PrinCiPal, Gramor DeveloPment

“The costs are pushing us to higher and 
higher rents, and it’s tough to keep up 
with that.”

Dave KotansKy, manaGinG DireCtor, 
Colliers international

“We need more companies 
here to create more jobs 
and bring more jobs here. 
We need to be open for 
business.”

“Nobody knows what the heck the rules are. We’ve 
had two projects in the last two years where we 
sent architects down with checks, and it’s off by 
as much as $50,000. Cities don’t even know what 
their own rules are. It’s bad.”

Jeff saCKett, PrinCiPal anD founDer, CaPstone Partners
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Unlike national banks, we’re in the business of helping local businesses.
That’s what neighbors are for. Columbia Bank takes pride in supporting 
communities and making sure that decisions affecting your business are 
made right here, with you. Get local with your loans, stop by or call us today.

Borrow from your 
own backyard.

Find out more at columbiabank.com or 877.272.3678. 
And visit columbiabank.com/forbes to see why 
Forbes* ranked Columbia Bank on its list of the 
2013 Best Banks in America. Member FDIC.

You’ll notice the difference.

*© 2012, Forbes Media LLC. Used with permission. 
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BY WeNDY CuLveRWeLL 
wculverwell@bizjournals.com, @PDXBIZWendy

T ualatin-based 
Gramor Devel-
opment is one of 

Portland’s most active 
retail developers with 
projects in various 

phases of planning and construction 
scattered across the region.

Its current projects are Kruse Vil-
lage in Lake Oswego; Parkway Village, a 
Walmart-anchored center in Sherwood; 
Timberland Town Center, a Market of 
Choice-anchored center in Beaverton; 

and its ambitious Waterfront Vancou-
ver project.  

Gramor President Barry Cain dis-

cussed the challenges of developing 
during the Business Journal’s recent 
Commercial Real Estate Roundta-
ble. The rising cost of land, develop-
ment fees and off-site charges levied on 
developers, coupled with an econom-
ic base that lags other West Coast cities, 
adds up to a thin margin between what 
it costs to develop and what it costs to 
rent.

“There’s a limit on how much people 
can pay,” he said.

Cain answered follow-up questions 
about the latest trend in retail develop-
ment, to blend traditional retail with 
entertainment.

How important is it to blend recre-
ation and entertainment into retail 
centers? What is the return in terms 
of visitor traffic, amount spent, etc.? 
It’s important to have the right mix 
of tenants and amenities as the com-
munity develops. For example, in the 
Progress Ridge neighborhood, it made 
sense to the community to have gro-
cery, retailers, restaurant, banking and 
home goods, combined with the mov-
ie and family entertainment offerings. 
The amenities there also have a unique 
mix of lakeside activities, a splash pad 
for the kids in the hot weather and an 
overall pedestrian-friendly design. We 
don’t typically develop lifestyle centers; 
rather we try to make sure we build 
retail and mixed-use centers that are 
neighborhood focused and that include 
lifestyle elements. 

What are the must-have amenities for 
any center? We work hard to make 
sure we are offering tenants, services 
and offerings that fit in with the neigh-
borhood; services that are both wanted 
and needed. 

How do you program amenities for a 
Walmart-anchored project in Sher-
wood versus a Market of Choice-an-
chored one in Beaverton? Pedestrian/
user orientation is key. In Sherwood, 
we wanted to ensure we have a variety 
of tenants that customers can access on 
foot, by bike and by car. The (Walmart) 
property is in a somewhat more dense 
neighborhood, as it is dovetailing with 
1,150 units of housing, so it truly is a 
mixed-use development. At that loca-
tion, the unique tenant mix still applies 
as does close attention to landscaping 
and center access.

What portion of a development budget 
goes to non-revenue producing ameni-
ties? How do you convince tenants and 
investors that it is a worthwhile expen-
diture? In our industry, there really is 
no such thing as a non-revenue pro-
ducing amenity. I see a return on every 
aspect of development. It doesn’t cost a 
whole lot more to build a nicer build-
ing. Part of the shopping experience is 
the variety of amenities, so it all mat-
ters. In this business, it’s those atten-
tion to details that make a difference 
both from the perspective of the cus-
tomer but also the tenant/retailer.

Lifestyle elements must fit the project

Q&

A
name: Gramor Development
Headquarters: Tualatin
ownership: Private
leadership: Barry Cain
employees: 14
Website: gramor.com

R closer look

Barry Cain
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