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History 



HISTORICAL PERSPECTIVES 

Markets seem to have developed whenever people were free 

to exchange their goods under conditions of peace and 

security. Indeed, "marketing oririnated in the barter 

of primitive people and hence is older than civil•zation". 

Congregating at certain times and places for trading 

purposes was characteristic of early tribal groups. The 

origin of modern shopping centers may be found in such 

primitive trading activity. 

In addition to serving as centers for exchange, the early 

market places fulfilled important social funtions. Each 

Greek city had a designated market place (agora), which 

served not only as a market placp, but for "civic, 
2 

political, Judicial, and festive activities". Market 

places, before and since, have performed these functions 

in a wide variety of clutures. 

Present day market places and vshopping centers are not 

unlike the market places and fairs of past eras. They 

must also be viewed as a part of the way of life of the 

people using them. The modern retailer views shopping 

as a social activity performed by people rathering 

primarily for a duty, but not necessarily an unpleasant 

I.Paul Converse and Harvey Huegy, Elennen-̂ s of Marketing. 
New ^ork. Prentice Hall, 1952, p. 41. 

2. Vernon A. Mund, Open Markets. New York, Hamper and Î ros 
194§ p. ^. 



one. A market place or a shopping center can not be 

appraised merely as a place for economic transactions, 

through this is their main reason for existance. A 

shopping center architect recognized the dual role of 

the modern shopping center. 

"The modem shopping center will becorr.e a center 
for social,cultural, and recreational life, 
in addition to tis primary function of a shoppinfr-
facility. On its grounds will be auditoriums 
meeting rooms for civic clubs, space and equip
ment for children's activities, theaters, 
exhibition halls, and pleasant eating places. 
It will serve as a community center and in so 
doins will bring more people on its premises 
and keep them there for lon/̂ er periods of "("irre. 
It will, in short, be a boon to the social and 
cultural life of the community and a financial 
success to its tenants and investors." 

G-ruen belives that in these new shopping centers some

thing that has been lost is being recreated, something 

that existed in the Greek agora, the Roman forum, the 

Medieval markets, and the rural New England town of the 

1800's. f. . 

Historically^, the more accessible the market place, the 

more frequent the trips to it. Any obstacle that led 

to inconvenience in reaching the shopping district; 

tended to deter'prospective customers from going there 

with a resultant loss to both the economic and social 

life of the area. 

"̂o Victor Gruen, Planned Shopping Centers, Dun's Review 
May, 19?*̂ , p. 118. 



In "Places where frequent market ^rips were not possible, 

intermedaries such as the traveling reddler arose to 

perform the function of serving as a medium of communi

cation between famiT ies who were unable to reach or be 

served by a market district. Understandably, when it 

was difficult to reach the market in early times, trips 

were not as frequent or as regular as when conditions 

of access were improved. In a still later period central 

business districts o^ modern cities were not rea-heri as 

frequently by suburban residents as conditions of access 

grew worse. 

The shopping center movement flourished as it became 

increasingly difficult for customers to reach convenient

ly and circulate freely within shopping districts of 

larger cities. This increasing difficulty of access 

and circulation prevailed from the earlier part of the 

20th century to the present in our larger cities. The 

early 20th century shopping districts in this country 

were established at transportation and highway ''"erminals 

convenient for train and trolley transportation. ?y the 

early 20th century the retailing pattern of most cities 

had taken place. Buildings were erected along the streets 

and sidewalks laid. Streets were often unplanned. When 

they were planned it was more often than not with the 

traffic potential of the immediate short run future in 

mind. Little attention was given to possible increases 

in population and transportation vehicles. Usually the 

5 



conditions' of the day determined the adequacy of the str̂ êts 

sidewalks, and parking: areas. In the early days of this 

century, the parking area was usually the curt and a 

hitching post. 

As population increased and the base of automobile owner

ship widened, the central shopping district became in

creasingly congested. The twin forces of population and 

transportation changes spawned the first suburban shopping 

centers. 

The first important suburban shopping centers did not 

appear until the 1920's. These were of the unplanned 

variety. Clusters of stores and offices sprang up around 

Sears Roebuck and Montgomery Ward outlets when these mail 

order companies begin opening suburban stores. These 

stores drew customers out of the city and provided parking 

for their automobiles at the same time as they served the 

expanding suburban population. As customer traffic appear

ed around the early suburban retailers, more and more 

independent merchants were attracted by the new oppor

tunities of locate their stores in expanding suburban 

districts. 

In the late thirties many suburban retailers began to fall 

victims to the traffic and parking problem=^ they thought 

4, S, R. DeEoer, Shopping Districts, Denver, Bradfori 
Robinson Printing Co., 1937, P. 5. 



t^Miy eWckVed i n t h e t 9 2 0 ' s , Whefl the congest lo 'n 
f 
tycle repeated itself in the late thirties and forties 

in many places, the way was cleaned for the planned 
i 

benters that evolved into todays regional shopping 

centers. 

rf 
U^- < 
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CLASSIFICATION OF SHOPPING CENTERS 

There are hundreds of store clusters across the nation 

that are termed, by their sponsors at least, "shopping 

centers". Many of these developed in the suburban explo

sion following World War II. Most are small, consisting 

of a food market, drug variety, and a few other stores. 

They typically serve one neighborhood. A few centers 

are of the large regional type. 

Shopping centers can be classified on the basis of the 

types of stores which the center contains and the size 

of the trading area from which the center draws. It is 

felt that a basic discussion of the various classifica

tions of shopping centers are necessary in order that 

the reader may better understand the classification of 

the proposed shopping center. 

First, of all, to restate the Community Builders' Council's 

definition, a shopping center means: 

"A group of commercial establishments, planned, 
developed, owned, and managed as a unit with 
off-street parking provided on the property (in 
direct ratio to the building area) and relate 
in location, size (gross floor area), and type 
of shops to the trade area that the unit serves-
generally in an outlying or suburban territory."^ 

TYPE OF STORES 

Convenience Goods Center - These centers carry convenience 

1, J, Ross McKeever, Shopping Centers - Restudied, Urban 
Land Institute Technical Bulletin No. 30, (Washington 
D.C, February, 1957), P. 9. 



goods - such as groceries, drugs, hardware, some variety 

items - and also include some service stores. Convenience 

goods are items of daily consumption and very frequent 

purchased. 

Shoppers' Goods Centers - These centers sell apparel, 

appliances, jewerly, furniture, and other merchandise 

for longer term rather than daily consumption. Such items 

are relatively infrequent purchase, usually items of con

siderably higher price than convenience type goods. A 

shoppers' goods center usually contains some convenience 

goods stores; however, the greater amount of gross floor 

space area is allocated to shoppers' goods,^ 

SIZE OF TRADING AREA 

The Neighborhood Center - This type of center provides 

mostly for the sale of convenience goods and personal 

services. It is built around a supermarket or drug store 

as the major tenant. It serves 7,500 to 20,000 people 

within six minutes driving time and caters to walk-in 

trade. In size, the average building area is forty 

thousand square feet. For its site area, the neighbor

hood center needs fram four to ten acres. As a bare 

minimum, it takes one thousand families to support a 

neighborhood convience center, 

2. Richard L, Nelson, The Selection of Retail Locations, 
(New York: F, W, Dodge, 1958), p. 175. 
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Community Center - The community center has convenience 

goods and personal services and in addition, provides 

for the £Sell of soft lines ( wearing apparel, etc.), 

and hard lines (hardware, appliances, etc). It gives 

more depth of merchandise available - variety in sizes, 

styles, colors, and prices. The community center is built 

around a variety store as the major tenant, in addition 

to the supermarket. It serves 20,000 to 100,000 people. 

The average building area is 150,00 square feet. For a 

site, the community center needs ten to thirty acres. 

Regional Center - This type of shopping center provides 

for general merchandise, apparel, furniture, and home 

furnishings. It is built around a major department store 

as its main generator. Sometimes two department stores 

are included. In size, the average building area Is 

400,000 square feet. The regional center needs at least 

a population of 100,000 to 250,000 people to support it. 

Because the regional center offers shopping goods in great 

depth and variety, its pulling power is based on its 

capacity for comparative shopping modified by the time 

factor spent in travel with the least amount of frustra

tion to reach the center. The regional center comes closest 

to reproducing the shopping facilities once available 

only in downtown areas,^ 

3, J, R- McKeever, Shopping Centers - Restudied, Urban 
Land Institute Technical Bulletin No, 30, (Washington 
D,C., February, 1957), P. 9o 
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SHAPE OF CENTERS 

Shopping centers are usually developed in one of four 
4 

patterns: 

The Strip Center - This type of center is merely a row 

of stores or a single long building partitioned into 

stores. The development is planned as a unit to perform 

a coordinated function and has a substantial amount of 

off-street parking. Almost all convenience goods centers 

are of this type layout, (see figure 1) 

The L-Shaped Center - This type of center almost always 

is predominatly a shoppers' goods center, usually on 

comer locations with 150,000 to 200,000 square feet of 

enclosed space on fifteen to thirty acres of land. The 

L-shaped center usually consists of two "strips", each 

backed toward the lot line, perpendicular to one street 

and facing the other. These two long buildings converge 

toward the comer of the lot farthest from the street 

intersection, with the generator, usually a department 

store, being located in the corner of the two string 

type buildings, (see figure 2) 

The Mall Center - The mall center is usually characterized 

by two department stores and is the prototype of almost all 

centers containing more than 250,000 square feet of 

4, Richard L. Nelson, The Selection of Retail Locations, 
(New York: F. W. Dodge, 1958), pp. 235-243. 
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/^building area. It is in reality two strip centers face 

to face, with the pedestrian mall between them. The two 

major generators face each other down the length of the 

pedestrian walkway. Usually, the mall area is covered 

there by permitting protected foot traffic throughout 

the center, even during inclement weather, (see figure 4.) 

The Hub Center - This type of center usually has the 

major generator (department store) centrally located, 

with the other store buildings radiating out from it 

toward the parking lots. Not only does the department 

store have its own parking, but also all malls leading 

toward it. People are drawn into the store because there 

is no other direction in which they can go. (see figure 5) 

In all of the shapes of shopping centers discussed, a 

great many variations are not only possible but frequently 

of the site road accessibility, and type of tenancy. 
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SHOPPING CENTER DEVELOPMENT 

Once we know the general definitions of shopping centers, 

then we can understand and appreciate the features that 

comprise their eventual development. In outline, the 

following items distinguish the shopping center as a 

building type and complexity: 

Basic Features 

1, A site that is suited to the type of center, located 

for easy access from the trade area and adapted to the 

layout intended, 

2, A building group that is an architectural unit and not 

an assemblage of miscellaneous stores, 

3, An on-site parking arrangement that allows for ample 

entrance and exit and minimum walking distance from 

the parked car to the building, 

4, A service facility that separates truck access from 

customer circulation and eliminates servicing from 

the public's awareness. 

5, A store grouping that provides for greatest merchandising 

interplay among the tenant's locations, 

6, An agreeableness in surroundings that lends an 

atmosphere for shopping in comfort, convenience, and 

safety - weather protection, landscaping, foot traffic 

separated from vehicle traffic, design quality -

charteristlcs not associated with the usual commerical 

area, 

17 



Each element must be translated to fit conditions and 

circumstances peculiar to the climate and geography of 

the locality. The interpretations, adaptations, and 

improvements for these basic features are what must be 

dealt with in planning, developing and operating a 

successful shopping center. 

Steps and Stages in Shopping Center Development 

1. Economic Analysis - The measurement of the project's 

possibilities and potentials are the points of departure, 

even before launching a search for a site. 

The analysis tells whether sufficient sales volume 

exists and whether possible growth justifies the potential 

for the site selected. It indicates the type and size 

of the center which can be built, initally or eventually. 

It measures the population of the trading area and 

judges their buying power. It evaluates the competi

tion smd the percentages that may be attractive to 

the center. It indicates the trend of growth and 

predicts prospects for the future. It is the basis 

for satisfactory leasing and for sound financial 

planning, 

2, Site Evaluation - The pondering about a site is part 

of the analysis stage. 

Among the factors that must be weighed to qualify the 

site as suitable for the center are the following: 

a. Location - easily accessible over roads with enough 

unused traffic potentials to avoid future jamming, 

18 



A site must be easy to get to - then it must be 

easy to drive into. A site serviceable by bup 

transportation draws customers without cars. A 

site close enough for walk-lr trade has customers 

already at hand, 

b. Size and shape - all in one piece, undivided by 

highways and free of dedicated streets: no grading 

complications; sufficient site area for the type 

of center intended, with room for the required 

parking and for an expansion of buildings and park

ing. 

c. Local conditions - close to adequate utilities; 

favorable zoning and neighborhood sentiments. 

3, Site Planning - The preparation of a preliminary site 

plan goes along as the next stop toward interesting 

key tenants and for arranging the financial planning. 

Site planning calls for laying out the site to achieve 

the basic features which distinguish shopping centers, 

physically. Elements of the site layout are: 

a. Parking in adequate amounts, arranged in basic 

patterns (angle, perpendicular, herring bone) for 

ease in getting from the access highway to the stall 

and for reasonable walking distances from the park

ing place to the store. 

b. Complete separation of customer traffic from truck 

service traffic. 

19 



c. Circulation on the site area to prevent customers 

cars from pulling onto boundary or access streets 

when they shift parking places within the center. 

d. Arrangement of store locations for relative com

pactness of stores, for distribution of their pull

ing power, and for eliminating all poor store 

locations and difficult parking patterns, 

e. Attractive areas for pedestrian - customers only, 

f. Selection of a pattern for the building arrangement 

which will best achieve greatest interplay among 

stores. 

In the site planning stage, the project begins to take 

form for its eventual adaptation to the physical con

ditions of the site and for its trade area. Profes

sional site planning and engineering studies proceed 

toward preliminary architectural plans while negotia

tions for the next phase in the development go forward, 

4, Leasing and Financing - The negotiations for securing 

the key tenants are not susceptible to the rules of 

procedure. But the getting of firm commitments on 

major stores as reliable tenants is the phase that 

proceeds the firming up of commitments for financing, 

and the preparation of detailed construction drawings. 

Leases to smaller tenants can follow along after the 

major leasing and financial planning are settled 

agreements. Even so, leasing and financing are stages 

to be covered before proceeding farther. 

20 



^ - .... 

5. Architectural Designing - The architectural and site 

development plans follow along while project negotia

tions are forming. Sketches prepared in earlier site 

planning stages often change radically after leasing 

and financing are concluded, 

6, Operations and Management - Before tenants move in 

and opening day arrives, a management operation that 

is efficient and able is set up for obtaining coopera

tion from the tenants for the benefit of the whole 

center. From here on an ownership organization of 

high executive ability, with vision, energy, „ .. 

perseverance, and responsibility will go a long way 

toward overcoming any mistakes that may have been 

made in the planning of the center. 

21 





THE CLIENT AND FINANCING 

The South Plains Corporation (hereforth referred to as 

the Client) has expressed the desire to establish a new 

shopping center in Lubbock, Texas. The Client has under 

taken similar projects in the past and has met with 

much success and has shown considerable profits. It 

is expected that this new project will be financed 

through sale of stocks and/or Corporation loans out of 

New York, both on a long term bases. 

The Client wishs to develop a shopping center with ample 

parking facilities and generous and flexible lease space 

areas. The site selection will depend heavily on a 

market analysis of the area. However, the site must be 

accessible from all parts of the market area involved. 

23 



Lubbock, Texas 
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LUBBOCK, TEXAS 

Lubbock is a city of northwestern Texas and the seat of 

Lubbock County, Over the years Lubbock has become a 

virtual center of trade, as well as the manufacturing 

and warehousing center for a broad area of West Texas 

and Eastern New Mexico. 

Originally the city's economy was based solely on agri

culture, and still the Lubbock area is one of the lead

ing cotton and grain sorghum producing regions in the 

nation. 

Since its original formation the community's economic 

character has broadened somewhat as evidenced by the 

following material in another section. 

The population of Lubbock has increased significantly 

since 1910 (see Table 1), It should also be noted that 

Lubbock was one of the few cities in West Texas that 

showed a growth in the period from I960 to 1970, The 

population increased from 128,691 persons to 149,101 

persons or approximately 16%, 

The majority of growth has taken place in the south

western sectors of the city, with a secondary growth 

development toward the west.(see Figures 1 through 5). 

As is usually the case, no one item accounts for such 

development. It is generally accepted by experts, 

however, that the Southwestern expansion will concede 

25 



Year 

1910 

1920 

1930 

1940 

1950 

I960 

1970 

TABLE 1 

THE GROWTH IN LUBBOCK'S POPULATION 

City 

1,938 

4,051 

20,520 

31,853 

•.- 71,390 

128,691 

149,101 

ir-; 

Metro Area 

3,624 

11,096 

39,104 

51,782 

100,549 

156,271 

179,295 

• ^ 

Source: Bureau of Census of Census Years 
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toward a more westerly direction. 

An inventory of current development activity in Lubbock 

indicates equal intensities of activities in the west 

and southwest sectors of the city (see Figure 6). A 

northwest and west growth development become?̂  even more 

evident with special development projects such as 

Commanche Canyon and Yellowhouse Canyon Lakes Projects 

presently at a Phase 1 stage.(see Figure 6, green shaded 

area). In addition to these two major recreational 

facilities, the development of a new Medical Center for 

Texas Tech University, presently under construction, will 

add further stimulus for a westerly growth development. 

•^2 
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MARKET ANALYSIS 

LUBBOCK, TEXAS 

Research and planning precede negotiations and leasing. 

The market analysis has to investigate and forecast the 

buying power which can be attracted to the new center 

so that the developer can plan how many and what type 

of stores the center should have, 

A shopping center promotion must start with a study 

of the potential population and the trade area. The 

problem of estimating optimum size and potential sales 

value-for a'proposed new shopping center is one in whioh 

the prime factors are: (1) existing volume of trade; (2) 

existing shopping facilities; (3) accessibility of a 

proposed location to the population of the trade areas. 

TRADE AREA 

Lubbock itself serves a retail trade territory of 26 

counites (see Figure 1 & Table l),''and offers many 

types of retail facilities and services, usually avail

able in cities many times Lubbock*s size. 

A conservative estimate of the population in the year 

2000 is expected to be over 230,000 in the Metro Area 

and 200,000 of that is expected to be within the city 

itself, (see Figure 2) 

At present, the rank of the city of Lubbock among Texas 
•̂5 



THE LUBBOCK MARKET 

FIGURE 1 
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TABLE 1 

LUBBOCK RETAIL TRADE AREA 

POPULATION 26 COUNTIES 

County 

Lubbock 

Hockley 

Cochran 

Crosby 

Dickens 

King 

Yoakum 

Terry 

Lynn 

Garza I 

Kent 

Stonewall 

Gaines 

Dawson 

Borden 

Scurry 

Bailey 

Lamb 

Hale 

Floyd 

Motley 

Cottle 

Parmer 

Lea 

Curry 
Roosevelt 

Total Population of 26 County 

Retail Trade Area 

Source: Census Bureau, 1970 

Population 

179,295 
20,396 

5,326 

9,085 

•̂ ,737 

464 
7,"544 
14,118 

9,107 

5,289 
1,43̂  

2,397 

11,593 

16,604 
888 

15,760 

8,487 
17,770 

3^,137 

11,044 
2,178 

3,204 

10,509 

49,554 

39,517 

16,479 

495,716 
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FIGURE 2 
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cities in population is in 8th place. 

Analysis of the area's basic employment and economy 

indicates that Lubbock's percent of unemployment as of 

1970 was 3.2%. The ;̂ recise figures of 1970 Labor Force 

is 76,710 with 74,340 of that number as presently employed. 

The largest concentrations of umemployed is primarily 

located in the Northern and Eastern sectors of the city 

(see Figure 3). These same locations are also generally 

true for the larger percentages of families with annual 

income of under $3,000. (see Figure 4) 

PURCHASING POWER 

According to the 1970 census the median family income 

was $6,169, however, according to Sales Management, this 

has risen to $9,995 in 1969. The effective buying income 

in the Lubbock metropolitan area has risen form $40,518,000 

in 1942 to $595,591,000 in 1972 accord to the 1973 Survey 

of Buying Power (see Table 2). An estimated projection 

of the 1990 effective buying income is expected to be 

close to $820,000,000 (see Figure 5). A more detail 

breakdown of number of families and mean family income 

by census tracts is given in Figure 6. The concentra

tions of families with the disposable income would appear 

to be located to the western and southwestern sectors 

of the city. 
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FIGURE 3 

UNEMPLOYMENT RATE BY CENSUS TRACTS 
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"̂ ABLE 2 

GROWTH OF THE ESTIMATED EFFECTIVE 
BUYING INCOME IN THE LUBBOCK FE^^RO-

POLITAN AREA 

YEAR Estimated Effective 
Buying Income 

(000) 

1942 I '" ^ 40,518 

1947 76,440 

1952 204,241 

1957 313,375 

1962 336,690 

1963 360,741 

1964 381,315 

1965 414,821 

1966 436,503 

1967 462,225 

1968 ;-- 498,782 

1969 545,706 

1972 595,"̂ '91 
i 

I 

^ S a l e s Management Magazine, Survey of Buying Power 
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FIGURE 6 

NUMBER OF FAMILIES AND 

MEAN FAMILY INCOME 
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COMPETITION 

Lubbock's retail sales have increased from 1952's 

$159,513,000 to $306,319,000 in 1969 and to $375,51^,000 

in 1972 (see Table 3 and Figure 7). 

An inventory of shopping centers in Lubbock, Texas has 

been collected in order to achieve a estimated measure

ment of competition and to discount for the composite 

pull of other competing retail outlets. A determina

tion of concentrated areas of retail outsets can also 

be achieved for a suitable site location. 

Shopping centers once again, are defined as a group of 

commercial establishments planned, developed, owned, 

and managed as a unit, with off-street parking provided 

on the property and related in location, size, and type 

of shops to the area which it serves. Figure 8 shows 

the locations of these shopping centers in Lubbock. 

There are a total of forty-two shopping centers located 

throughout the city. The City Planning Department has 

determined by definition of the Community Builders Hand

book that thirty-eight are of the Neighborhood shopping 

center type, four are of the Community type, and one of 

the Regional type. Three of the Community shopping 

center types are located on 50th Street and the fourth 

at University Avenue and 4th Street. The one regional 

shopping center is located at Slide Road and South Loop 289 

(see Figure 9) 
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TABLE 3 

TOTAL RETAIL SALES IN LUBBOCK CITY 

AND COUNTY FOR THE RESPECTIVE YEARS 

City 

1953 

1954 

1955 
1956 

1957 
1958 

1959 
I960 

1961 

1962 

1963 

1964 

1965 
1966 

1967 
1968 

1969 
1972 

Census 
of 

Business 
(add 000) 

159,588 

195,077 

258,948 

296,649 

Sales 

Management 
(add 000) 

$161,139 
156,837 
190,010 

172,912 

190,187 
197,261 

225,888 

233,262 

235,514 
232,626 

254,882 

271,361 

282,715 

292,455 
285,638 

. 296,360 

306,319 

375,265 

County 

Census 
of 

Bus iness 
(add 000) 

171,913 

213,817 

289,349 

342,315 

S a l e s 

Managemient 
(add 000) 

$179,881 

175,079 
204,452 

186,159 
204,718 

212,691 
247,559 
254,442 
255,692 

251,335 

274,212 

303,758 

316,791 

329,105 

322,408 

335,560 

330,566 

400,193 

Source: Census of Business - 1954,1958, 1963, and 1967 
Sales Management - Survey of Buying Power for 
the Respective Years 
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FIGURE 7 

PROJECTED DETAIL SALES 

1SS4 - 1990 
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FIGURE 8 

'SHOPPING CENTERS LOCATIONS 
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As indicated by Figure 8, the larger concentrations of 

shopping centers are located along 50th and •̂ 4th Street. 

There are only two new facilities under construction one 

which is to be located near 34th Street and Vicksburg 

Avenue; the other is to be located at University and 

19th Street, (see Figure 8) 

An analysis of shopping areas can be made to a small extent 

in the 1967 Census of Business as shown in major retail 

center. This Census in 1967 does not reflect shopping 

conditions as it exists today since major changes have 

occurred since the Census. However, these reflect the 

most recent reliable breakout of figures regarding shop

ping areas in Lubbock. The Census took into account 

four major areas that were: 

1, Central Business District 

2, 50th Street from University Avenue to 

Gary Avenue and 50th Street to 52nd Street 

on Boston Avenue 

3,.Avenue Q from 32nd Street to 34th Street 

and 34th Street from Avenue N to Avenue R 

4, 34th Street from Indiana Avenue to Knoxville Ave. 

The 1967 Census of Business indicates a total of 1,690 

retail stores in the SMSA. There are 203, 54, 16, and 

25 in each fo the four areas repectfully as shown above. 

This is a total, however, of only 18% of the total stores 

in Lubbock in these four areas at that time. The retail 
50 



stores showed sales of $61,889,000, $26,76*^,000, 

$11,413,000, and $5,237,000 respectfully in each area. 

However, it should be noted that this is about 33^ of 

the total retail sales in the SMSA in 1967. In addition 

to these areas an interview with the South Plains Mall 

Manager indicated that within the first fiscal year of 

operation it is anticipated that a total of approximately 

$50,000,000 is expected for the shopping center. 

It may be assumed that these four major areas expanded 

to present conditions of development that their retail 

sales should have increased to approximately 40% of 

the total sales in the SMSA for 1972. This v/ould Ibring 

net sales of approximately $160,077,200; -added to the 

expected sales of South Plains Mall, and this brings 

the total amount of approximately $210,000,000. This 

leaves approximately $190,000,000 in retail sales for 

individual and unrelated retail facilities in 1972. It 

should be noted that upon the completion of the two new 

shopping facilities previously mentioned, along with the 

redevelopment of the Downtown business district already 

in progress, may achieve the net effect of increased 

volumes of sales in these sectors of the city. 
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SALES POTENTIALS 

The deductions from analysis in the two previous sections 

indicates a remaining sales potential of approximately 

$195,000,000 still available. However, as previously 

mentioned the three new developments in shor̂ ping 

facilities in the city will absorb an estimated $100,000,000. 

This will leave approximately $95,000,000 effective buy

ing power in Lubbock. 

In addition to the buying power of the local citizen of 

Lubbock there are several additional sources of revenue. 

Lubbock Texas is considered one of the major convention 

centers in the South Plains, with annual expenditures 

of over $5,000,000 at the present time. Upon the com

pletion of the new civic center complex this figure is 

expected to increase three fold. Texas Tech University 

and Lubbock Christian College ctotalo approximately 

21,000 students annually. Stenocall, an independent 

firm, located in Lubbock, completed a survey which indicated 

an estimated total student expenditures annually at 

$48,000,000. Of this total figure approximately $20,000,000 

was extended into the retail area. An investigation of 

total retail expenditures by types of merchandise is 

indicated in Table 4. It is anticipated that this project 

could conservatively attract approximately $"̂ 0,000,000 

to $40,000,000 annually depending on the degree of service 

available. 
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TABLE 4 

RETAIL TRADE IN LUBBOCK 

Sales 
($1,000) 

Automotive 93 26I 

General Merchandise TOTAL 77,742 

Department Stores 59,808 

Food TOTAL 58,938 

Supermarkets 48,584 

Lumber Building - Hardware 30,866 

Gas Stations 24,867 

Eating and Drinking Establishments 21,173 

Furniture, Home Furnishings, and 

Appliance TOTALS 21,010 

Furniture and Home Furnishings 11,970 

Apparel 17,971 

Drug Proprietary Stores 10,250 

TOTAL RETAIL SALES 400,193 

Survey of Buying 1973 

53 



TYPES OF STORES 

The key in shopping center development is the major tenants. 

Once the leading tenant is known, the preliminary plans 

can proceed. 

The market analysis has given some indication of suitable 

major tenants for the new shopping center development 

(see Table 5). This list is based on the average annual 

sales of each establishment in its category, within the 

trade area of the city. 

As indicated the prime major tenants suggested are the 

Department store. Automobile dealers. Building products 

stores, and the Supermarket. It should be noted, how

ever, that due to the present situtation of an energy 

shortage, and the change in the consumer's pattern of 

purchasing, that the omission of Automobile dealers from 

this list as a prime tenant should be seriously considered. 

In addition to the previous reason given. Automobile 

dealership is considered unsuitable due to the area 

required for effective sales. 

On the basis of this data, the Client has achieved several 

firm commitments^ on long term leases. The major 

tenant presently under contract are as follows: 

Neiman-Marcus Department Store 

Safeway Foods 
Craftsman Building Products 
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TABLE 5 

TYPES OF STORES 

Prime 
Tenants 

Department Stores 

Automobile Dealers 

Building Products Store 

Super Markets 

Supplementary 
Tenants 

Drug Proprietary Stores 
Apparel & Accessory Stores 
Furniture & Home Furnishing Store 
Eating & Drinking Establishments 
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At this development of the report it is proposed that 

do to the market analysis and extent of shopping facilities 

to be offered this new shopping center will be of a 

Community type development. This Community shopping 

center will offer a majority of shoppers' goods and a 

minority of convenience goods. 

56 



57 



DESIGN CRITERIA 

Type of Project 

Community Shopping Center 

Types of Service 

A majority of Shoppers' Goods 

Minority of Convenience Goods 

Shape of Center 

A Mall type center - enclosed for pedistrian comfort. 

Major Tenant Committments 

Neiman-Marcus Department Store 

Safeway Foods 

Craftsman Building Products 

Circulation 

Easy undistrubed circulation from one end of the 

building to the other. Consideration of lounge and 

display areas. 

Lease Area 

Generous and flexible lease areas. 

Operational Spaces 

Management 

Maintenance 

Mechanical Equipment 

Rest Rooms 
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Docks 

Pisposal System 

Storage 

Tenant Storage 

Management Storage 

î  
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SITE 

With the market analysis to substantiate justification 

for the project, the development can move toward its 

next stage - site selection. In selecting a suitable 

site for a shopping center development the findings 

from the market analysis must be closely tied in. Care 

must be taken to assure that the location is the best 

possible from all points of view. 

After much deliberation a 30.9 acre site at 19th and 

West Loop 289 was selected, (see Figure 1) 

The following pages lists the locational. considerations 

for this site selection, as given by the Urban Land 

Institute Technical Bulletin no. 20. 

ACCESS 

Access is a first consideration of the selection of a 

good site. It should be mentioned that this location 

is no more than 20 minutes away from Lubbock's outer

most point with the use of Loop 289. There must be 

free flow throughout the feeder area, (see Figures 2-4) 
/ 

SHAPE •/ 

Shape of the site is also a prime requirement. The 

property must be shaped so that the ultimate develop

ment is all in one piece, undivided by highways or 
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FIGURE 1 

SITE LOCATION 
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FIGURE 4 
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important through traffic streets. The particular site 

selected is of course in one complete section. 

AREA 

There must be sufficient site area for the initial 

development intended with room for expansion. 

As previously stated a Community Shopping Center requires 

from a minimum fo 10 acres to approximately 30 acers. 

The site selected has a total of approximately 30.9 

acres which is ample area for development and expansion. 

TOPOGRAPHY 

Topography is a factor in construction. A fairly level 

or gently sloping pierce of ground is easily adaptable 

to the center. A topography of steep slopes would 

require heavy grading or an ingenous arrangement in 

design. Low-lying or svampy ground conditions add to 

the complications in construction. 

The topography of the site is very favorable. Generally 

considered flat with a gentle slop to the North and 

Northeast which shall be of considerable asristance 

for water drainage, (see Figure 5) 

UTILITIES 

The utilities available is another element in construc

tion. A location close to or easily accessible to utilities 

(water, sewer, gas, end electricity) cuts down on off site 

improvements, 
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Since the selected site is within the existing city 

limits, it is not difficult for utilities to be readily 

made available. However, with the exception of adequate 

sewage, all the remaining utilities are present at the 

perimeter of the site, (see Figures 6, 7, & 8) 

ZONING 

Favorable zoning is needed. Either a site is already 

zoned commercially or a commercial zoning must be obtained. 

Ordinarily, suitable shopping center sites are not zoned 

for retail use, however, the site selected has at "present 

a Commercial C-3 Zoning, which is a general retail district. 

ADJACENT LAND USE 

The adjacent land use is another factor for eventual 

retail volume and potential volumes of walk-in trade. 

(see Figures 9 & 10) 
COST OF SITE 

The cost of the site selected is often a variable based 

on the market analysis, and the extent to which the Client 

desires to pay. 

The owners of the site are H. H. Whitney, Henry E. Whitney, 

and W. 0, Dell. There is a desire to sell this land 

and the cost is $110,000 per acre or attotal of $3,399,000. 
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FIGURE 6 
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75 Ŝ  ^S»iiL^''J-^i.-L J.. i-u^-Js 

^ 3 : f ^ ' " * w c ^ ' ~i r.«T4 
" • ' J a -H •HS' j ^^e . ' i a3 | f 4 95 1.6 If 

r 

SECTION 
BLOCK 

1 ^ J"": J I 

X ' J T H 

'<4| )> ' i 191 I' 

— - = I ' l l j ^ i j s i?'ir>6lcv\*4 i^i i j?. , 

107-J, y '? 'H s ,^ sTRte 

,54 3 J i l - J _ j U _ L j - J . 3 W 
15 J«. n s ' V3JI49I4SI4-,146 .45: 144(1 

r^ 

STK 

j h - ' 5 0 / • '^'T^t^a^y^'fe/ 
^i44-»V Mi.iT'C • !« 

L^!i: i | l5 | l ^ ' ' ? i 54B.14'^I«6I>45 -14. 4l | .< • .: ,A>' 

. J _ 
-d j tp i r rn ] 1 -1—r"T cy^^H ' " ' ^ »:](!!—i—i—I—[' i—;—r 
•"a t)i6ll7 |<ie i n | ' r ' i l ^ i . v T ' . - ' . 24?;f . fet^'7|'2fl'?9|IM' "i :.•. i31i'-4 

:-,y:lr f 16TM 

' l " t l l 'J«' l«'I- I • ' • I - I • l - l - i • TJ J fcvj 114 n 112,111 11? osjiotioî iodios 
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FIGURE 7 
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BUDGET 

The market analysis indicated a retail sales minimum of 

approximately $30,000,000 annually. Consideration of 

this fact has developed a budget of $14,000,000 for the 

project. An estimate of expenditures are listed below: 

SITE 

1. Purchase - 30.9 acres at 

$110,000,000/acre 

2. Taxes - taxes on site during 

construction-1 yr @ 3.16/$100 

Taxes due 

3. Interest - interest on land cost 

during construction-® 6% per yr 

TOTAL COST-SITE 

$3,399,000 

107,408 

1,188 

203,940 

$3,711,536 

Budget Allowance 

Site cost 

Balance 

$14,000,000 

3,711,536 

$10,288,464 

Building Cost 

Improvements-Grading 
Site Clearance 
Utilities 

Legal Fees 
Professional Fees 
Landscaping 
Surveying 
Inflation 

$10,288,464 
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Climate 
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CLIMATOLOGICAL SUMKARY FOR LUBBOCK TEXAS 

Lubbock is located on the high, level surface of the 

South Plains region of northwest Texas, at on elevation 

of 3,243 feet. The South Plains are part of the Llano-

Estacado which is isolated from the remainder of the 

High Plains by the Canadian River on the north and the 

Pecos River on the west and southwest. An erosional 

escarpment, the "Break of the Plains", often refered to 

as the Cap Rock, forms the eastern boundary. 

The surface is featureless except for an erosional 

escarpment, small stream valleys, and low hummocks. The 

escarpment, from 50 to 250 feet high, results from 

headward erosion of streams to the east and southeast. 

Numerous shallow depressions of typically circular out

line dot the area. During the rainy months, they form 

ponds and small lakes. A few small stream valleys, 

tributary to the Brazos River, constitute the only 

appreciable relief due to water erosion. There are few 

surface obstructions offered to horizontal winds, expept 

southeast to east winds which are deflected upward by 

the erosional escarpment 

The soils of the district are sandy clay loams which 

consist of limey clays, silts, and sands of reddish hue. 
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"•vp .̂-î ĉ.̂  •ront'" ~ are Decenhe:" and January with a 

norsial daily zinir-jTi ^reiterature in Ja^ouarv of '5.4" ani 

'̂  -,. . . . _ 

a T^zTi.Xr. ̂ 'S mean oi r'. <̂  • --— ^e^^-. ..̂ ..̂  - .e. ._̂ er̂  i..*. *e 

Q-*» ."r^^ coo'jrred in January ''?':3« 

G*" ^hort d-jr-tion. ?-:ean wind steeds are ra^h«=r high. 

..-̂ > r>o c-f-̂ pr̂ c --t o'̂ -̂ -̂ înr as ziuch re.-istance to win:: 

'''v^tent as m locations wltn .-̂ -xe. ^̂ -L̂ .L .^^*e. o^ ..K,^-



'I.u 

uneven topography. The strongest continuous winds occur 

during February, March, and April, with the prevailing 

direction from the southwest. Improved agricultural 

methods have reduced duststorms in the last several years. 

The heat of summer is moderated by low humidity and wind 

during the daytime. The high elevation and dry air allow 

rapid radiation after nightfall so most summer nights 

are cool, with minima in the sixties. 

The climate of the area is generally pleasant with the 

most disagreeable weather occurring in the late winter 

and early spring. 

A summary of statistical data is as indicated on the 

following page. 
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f statistics Concerning Climate 

\ Lubbock , Texas 
i 

Normal average annual precipitation, 18.08 in. 

Recoi'd maximum annual precipitation, (1941) , 40.55 in. 
Record minimum annual precipitation, ( i 91 6), 8. 73' in. 

Mostjprecipitation in one month, (May 1941), 12.6^ in. 

Normal Average temper?.ture, 59.7 

Record maximum temperature, (July. 1958), 107.0° 

Record minimum temperature, (Jan. . 1963), -16.0° 

Normil daily maximum for month, (July), 92.0° 

NormAl daily minimum for month, (January), 25.4 

Most i total snowfall annual, (1961) , 34.40 in. 

Number of hours of sunshine, ""550 

Relative Humidity is figured four times daily by the U.S. 

Weat^^r Bureau and the yearly average at these four times are 

as fallows: 

Midnight — 63 percent 

6 a.m. — 75 percent 

Noon — 46 percent 

6 p.m. -- 42 percent 

^LubHock, by Lubbock Chamber of Commerce and Board of City 
development. 
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BUILDING CODES 
IN LUBBOCK TEXAS 

Group F. Division 2 

Wholesale and retail stores, office buildings, drinking 

and dining establishments having an occupant load of ', 

less than 100. 

Requirements and Restrictions 

1. Fire Zone 2 - fire resistance of exterior walls for 

1 hour. Openings in exterior walls not permitted 

less than 5 feet, and protected less than 10 feet. 

2.VOccupancy Seperation - None 

3. Floor Area - Allowable floor area for buildings one 

story in height for construction Type I unlimited 

in square feet, 

4. Height - Maximum height of buildings for construction 

Type I unlimited. 

5. Area Separation Walls - Each portion of a building 

separated by one or more area seperation walls may 

be considered a seperate building, provided: 

a. Construction Type I is not less than 4 hour fire 

resistant 

b. Shall extend from foundation to a point 30 inches 

above roof. 

c. Where separation wall separates portions of a 

building having different heights, wall may 

terminate at a point 30 inches above lower 
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roof provided the exterior wall for a height 

of 10 feet above lower roof is of 1 hour rating 

with protected opening rating of "̂ 74 hour. 

Exception: Separation wall may terminate at 

the sheathing ot the lower roof provided the 

roof is 1 hour fire resistive for a width of 

10 feet without openings measured from wall. 

6. Storage Areas - Storage areas in excess of 1000 square 

feet in connection with wholesale or retail sales 

shall be seperated from the public areas by 1 hour 

fire resistive Occupancy Separation. Such areas 

may be increased to 3,000 square feet when sprinklers, 

not otherwise required, are installed in the storage 

area. 

7. Light, Ventilation, and Sanitation - Shall provide 

artificial light and mechanically operated ventila

tion system. In no case shall less than two changes 

of air per hour be provided. 

Where persons are employed at least one water closet 

shall be provided. Seperate facilities for each 

sex, when the number of employees excess four. 

Located in the building or conviently adjacent. 

Water Closet rooms in connection with food establish

ments shall have a non-absorbent interior finish on 

floors, walls, and ceilings; with close•fitting tight 

doors; and shall have washing facilities. 

All water closet rooms shall be provided with a 

mechanically operated exhaust system, providing a 

8 ^ 



a complete change of air every 15 minutes. The point 

of discharge shall be at least 5 feet from any 

openable window. 

8. Enclosures - Exits, elevator shafts, vent shafts, and 

other vertical openings shall be enclosed. 

9. Boiler rooms and Central heating Plant - Shall be 

separated from the rest of the building by not less 

than 1 hour fire resistive Occupancy Separation. 

10. Determination of Occupant Load - The occupant load 

permitted in any building or portion thereof shall 

be determined by dividing the floor area assigned to 

that use by the square feet per occupant as set forth 

below: 

square feet 
per occupant 

I-
* • 

d Dinning Rooms and 
• • ̂ i<' Drinking Establishments 15 

Stores - Retail Sales Rooms 
Ground Floor 30 
Upper Floor 50 

11. Number of Exits - Shall have at least one exit and 

not less than 2 exits where required as indicated below 

Minimum of 2 exits required 
where number of occupants is 
over -

Dining Rooms and 
Drinking Establishments 50 

Stores - Retail Sales Rooms 
Ground Floor 50 
Upper Floors 10 
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In all occupancies used for other than storage pur

poses, if occupant load of more than 10 shall have 

not less than two exits. 

Every story or portion thereof having a occupan^ load 

of 500 to 999 shall have not less than three exits. 

The number of exits required from any story of a building 

shall be determined by using the occupand load of the 

story plus the percentages of the occupant loads of 

floors which exit through the level under considera

tion as follows: 

a. 50% of the occupant load in the first adjacent 

story above. 

b. 25% of the occupant load in the story immediately 

beyond thg first adjacent story. 

12o Width of Exits - the total width of exits in feet 

shall be not less than the total occupant load served 

divided by 50. (dividing equally among the separate 

exits) 

13. Arrangement of Exits - If only two exits, they shall 

be placed a distance apart equal to not less than 

one-fifth of the perimeter of the area. 

Three or more exits shall be arranged a reasonable 

distance apart. 

14. Distance to Exits - In an unsprinklered building 

not more than 150 feet from an exterior exit door. 

With a complete automatic fire extinguishing system 
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the distance may be increased to 200 feet. 

15. Exit Doors - Exit doors-shall swing in the direction 

of exit travel. Doors shall be openable from inside 

without the use of a key or any special knowledge 

or effort. 

16. Corridors Width, Height, and Projection - Every 

corridor shall note be less than 44 inches in width 

and 7 feet in height. The required width of corridors 

shall be unobstructed. 

Corridor dead ends shall not exceed 20 feet in 

length. 

17. Stairways Width, Rise, and Run - Serving an occupant 

load of more than 50 the width shall not be less 

than 44 inches, with a rise not to exceed 7i inches 

and a run not less than 10 inches. 

18. Stairway Landings - In the direction of travel equal 

to the width of stairway. 

19. Distance Between Landings - There- shall be not m6re 

than"12 fefet vertically between landings. 

20. Handrails - Hardrails on each side of stairway less 

than 88 inches in width and one intermediate hand

rail for stairway over 88 inches in width. Hand

rails shall be placed not less than 30 inches nor 

more than 34 inches above nosing of treads. 

21. Headroom - Stairway clearance of not less than 6 feet 

6 inches. 

22. Ramps Width and Slope - Width of a ramp shall be as 
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xeauiix^JCjor xorridoxa- . 51ope .s i ia l l Jiot exceod-v. "V 
/ \ 

f foot in 8 feet. A ramp with a slope exceeding: 1 \ 
I ) 

\ foot in 10 feet shall have handr-'ls. 

|23. Opening into Enclosures - No openings into exi+ 

enclosures except exit doorways. 

24, Exit Courts - Every exit court shall discharge into 

a public way or exit passageway. -
J, 

|25. Exit Illumination - Exits shall be illuminated at 

any time the building is occupied with light 

having an intensity of not less than one-foot 

candle at floor level. 

i26. Exit signs and Illumination of Signs - Exit signs 

at every exit doorway with letters at least 5 inches 

high. Exit gigns shall be lighted with two electric • 

? lamps of not less than 15 watts each. Separate 

I circutes, one of which shall be separated from all 
« 

] other circuits in the building and independently 

controlled, shall be required for an occupant load 

:. of over 300 persons. 

527. Type I Buildings - The structural elements in Type I 
I 
i Buildings shall be of steel, iron, concrete, or ] 
I i 

\ masonry. Walls and permanent partitions shall be 

of non-combustible fire resistive construction, 

except that permanent nonbearin^ partitions of one^ 

hour fire resistive construction may ̂ ŝe fire-retard-

ant treated wood with the assen^bly. 

No openings shall be permitted in exterior wall s 
leoe -than 5 fe#4-frem the -jM?operty line, 
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ZOXI::G CRDIN.A.NCE 

SECTION 11 - "C-^" - GZITERAL RETAIL DISTRICTS 

A. Uses Permitted 

The followtn/- uses sv^ll be per-iit + ed only i:nder the 

follov/ing conditions. The^e shall be no ---ufacturp, 

compounding, processi-g or trea+r̂ ent o:̂  r̂ ruduĉ s othe^ 

than that which is clearly indicated ^nd essential to 

retail stores or businesses and where all such Pro

ducts are sold at rp+ail on tho prem'ses; ard. 

Such uses, operations, or products shall not be 

objectionalbe, due to o'̂ or, dust, smoke, gas, noise, 

trash, vibration, glare, water spray or other similar 

causes; and 

All business must be conducted entirely within a olosed 

building except where otherwise provided below. 

Merchandise shall not be located more than three ("") 

feet from a building except where indicated af+er each 

listed use. 

1. Family-bundle laundry in building not pxceeding 

five thousand (5,000) square feet of total floor 

area. 

2. Greenhouse and plant nursery - (Business permitted 

outside building and outside display of plan+ 

materials only permitted with no restrictions.) 

3. Job printing and lithographing. 

4-. Produce market. 
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5. Restaurants. (Business pern:itted outside of 

building.) 

6. Restaurants, as specified in 11.1-1"̂  v.ith the sale 

of alcoholic beverages as an incidental use, except 

that no mixed alcholic beverage slaes shall he 

allowed to occupants in motor vehicles. 

7. Sign shops, limited to window lettering, painted 

wall signs, banners and desk signs. 

B. Area Requirements 

1. Front Yards - There shall be a front yard for 

every structure in teh "C-3" District, measured 

from the center line of the fronting street to the 

front of the structure, to be determined as follows 

a. Fronting on a residential street, the front yard 

shall be not less than 25 feet. 

b. For lots fronting on a collector street, the 

front yard shall be not less than 30 feet. 

c. For lots fronting on a major street, the front 

yard shall be not less than 45 feet. 

d. For lots fronting on a semi-freeway, the front 

yard shall be not less than 60 feet. 

e. For lots fronting on a freeway, the front yard 

shall not be less than 100 feet. 

2. Rear Yard - The minimum depth of a rear yard in 

the "C-3" District shall be ten (10) feet measured 

from the center line of the alley for commercial 

structures. 
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been recessed for T̂ â -ying or when there is no 

street curb, signs may extend 9 feet over tne 

property line provided that the lowest orint of 

such signs is not less than 11 feet abovp the 

sidewalk or ground elevation. 

3. Signs of any type may be erected upton the -oof 

of the building. 

4. Poster boards, when such poster boards -"̂re located 

as follows: 

a. On the roof of a commercial structure. 

b. Attached to, or within three feet, and parallel 

to the wall of a commercial building. 

c. On vacant property, provided such poster board 

is not within one hundred and twenty-f^ve (̂ 25) 

feet of any property zoned for residential 

purposes that fronts on the same street as 

the poster board. Provided also, t̂ t̂ in case 

a poster board is erected on a corner lot, 

both streets sh-̂ l'' be considered fronting streets 

regardless fo the actual dr̂ : ection the poster 

board faces. 

d. In no event, shall a postpr board be located 

closer to a property line than tha+ allowed 

for commercial structure, "î urther, that the 

setback from a street shall be not less than 

the building(s) adjacent thereto, and that 

for a comer lot location, the poster board 
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3. Side Yard - No side yards are required for 

commercial huildinge. 

4. Lot Width - No minimum lot width is requî êd in 

the "C-3" District ôr commercial uses. 

5. Lot Area - There shall be no minimum lot area 

required for commercial uses. 

6. Lot Coverage - Xo minimum coverage is required 

for commercial uses. 

C, Height Limit 

The height of buildings hall not exceed 45 feet, or 

three stories. 

D, Off-street Parking 

Restaurants shall provide one parking space fo*̂  

each 100 square feet of gross floor area. 

E, The Following Signs, Billboards, or Placards shall be 

permitted in "C-3", "C-4", and "K-1" or "M-2" Districts: 

1. A lirit of four square feet of sign area is 

permitted for each lineal foot of building frontage. 

2, Signs suspended from a building or other support 

may extend 9 feet over the property line, provided 

that the lowest point of each sighs is not less 

than 8 feet above the sidewalk or ground elevation; 

provided further that such signs shall not project 

horizontally within li feet o^ a street curb. 

The ^i foot setback from the stree-̂  curb also 

applies when the curb hrs been recessed for 

parking. Excepti on; When the street curb has 
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» f MM^^.% -r̂lgfc'. •-fl*tall-be at least twenty-five (25) fê -̂  

from both streets. 

e. Poster boards, trellis, or any other such 

materials shall be erected so as to provide 

for a clearance of not less than "̂  feet from 

the bottom of the poster board to the grade 

of the land on which such poster board is 

erected, 

F, Alcoholic Beverage Signs 

The owner or occupant of premises used for sale 

of mixed alcoholic beverage under a mixed alcoholic 

I beverage permit shall conform to the sign regula

tions of the specific district in which the use is . 

located except that all signs shall pertain to 

identification of the use only and shall not identify 

i I 

• products by name. Outdoor advertising not pertain- I 

ing to the on-premises use shall be permitted. 

I Flashing or animated signs of any type are prohibited. 

) G. Permit Required 
! A permit must be secured from the Building Inspector 
I 

for each poster board or sign to be erected under 

the provisions. Plans shall be submitted to the 

Building Inspector showing the proposed location I of such poster board or sign and the location of 

*? ajiy buildings adjacent thereto. ^" 

\ 
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r PERSONAL INTERVIEWS 

I 

"J, W, CHAPMEN & SONS, Mr. Elliott, Commercial Department. 

-South Plains Mall, Mr. Coleby, Business Manager. 

".South Plains Mall, Mr. Willis, Assistant Manager. 

tCity Planning Department, Mr. Kitten, Assistant Director 

,̂First National Bank, Mr. Cahrles Signer, Vice-President, 

• Correspondant Banking. 

^•M«»k 
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ADDENDA TO THE ̂ ROG-.̂ -.F 

Major Tenant Criteria in Outline .Form: 

1, Safeway Store 

a) Square Footage: 23,000 - 28,000 sq.ft. 

b) Employees: 18 - 24 

c) Office Space: 150 - 200 sq.ft. 

to include; I-anagpr 
Bookkeeping 

d) Meat Area: 700 - 1,000 sq.ft. 

to include; Butcher Area 

Display Case 

e) Storage Area: 4,000 - 6,000 sq.ft. 

f) Storage Freezer Area: 900 - 1,200 sq.ft. 

g) Considerations: 

Diplay area is to be designed by the tenant. 
Checkout area should have room to include 
6 to 8 checkout stands. 
Food basket storage area should be accessable 
to the customers. 
Restroom facilities. 

2. Craftsman Building Products 

a) Square Footage: 20,000 - "̂ 5,000 sq.^t. 

b) Employees: "̂0 - 42 

c) Office Space: 500 -1,200 sq.ft. 

to include; Manager 
Assistant Manager 
Bookkeeping 

Storage 

d) Customer Accomodations Area: 200 - "̂ 00 sq.ft. 

e) Storage Area: 4,000 - 7,000 sq.^t. 

f) Display Area: 15,000 - 27,000 sq.'t. 



>**Hr''-

g) Considerations: 

Zoned checkout areas in each de-Prtraent 
Display area to be designed by the tenant 
Restroom Facilities; Male and Femal.! ' 
Customer Pickup Area 

'j. Neiman Marcus 

a) Square Footage: 

b) Employees: 

1 c) Office Space: 

75,000 - 120,000 sq.ft. 

75 - 150 

1,500 - 2,500 sq.ft. 

to include; Manager 
Assistant Manager 
Bookkeeping 
Clerical 
Gift Wrapping 
Customer Accomodations 

d) Storage Area: 

e) Display Area: 

f) Considerations: 

18,000 - 25,000 sq.ft. 

50,000 - 65,000 sq.ft. 

Zoned Checkout areas in each department. 
Possible Employees' Lounge. 
Display area to be designed by the tenant. 
Vertical transportation; elevators, escalators 
and stairs. Exits. 
Restroom facilities; Male and Female. 

,. 
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DESIGN 'PROCESS: TDEA^ r^- l̂ECISIONS 

Once the general definitions of shopping centers are 

known, then one can understand and appreciate the 

features that comprise their eventual development. This 

is a descriptive narrative of the proposed V.'est --rk 

Shopping Center in Lubbock, ^exas. 

1. Exterior Site Development 

A shopping center must have a site that is suited tn 

the type of center, located for easy access from the 

trade area. The proposed West Park Shopping Center is 

to be located at 19th Street and West Loop 289. The 

location of the Loop 289 next to the site adds the 

quality of acressiblity from all parts of Lubhock and 

the incoming state highways. However, direct access-

iblity is somewhat hampered by the fact that the 

site can only be reached from the southern end of the 

site. Tĥ 's tends to indicate a potential strain and 

traffic congestion at ^9th street and ^ranVford Avenue. 

A careful study of the previous sections in this pro

gram indicates that it will be feasible to have 

Frankfort Avenue penetrate across Loop 28^ ̂ o serve 

both the shopping center and the proposed land usp area 

to the north (see proposed land use map, page 7^). An 

additional residental street can also t̂^ constructed 



with the continued development to the east of tbe shop

ping center site. This additional avenue is expected 

to.be constructed at the northern extremity of Rest-

haven Memorial Park so as not to interfer with its 

function. The street is expected to intersect Frankford 

Avenue near its intersection with Loop 289. 

West Park Shopping Fall exhibits a building group that 

is an architectural unit and not an assemblage of mis

cellaneous stores. It is equipped with on-site parking 

arrangement that allows for ample entrance and exit, 

with minimum walking distance from the parked car to 

the building. This service facility separates truck 

access from customer circulation and eliminates servic

ing from the public awareness, with the effective use 

of landscaped screens at each load area. It will also 

be the policy that servicing will be primarily during 

off mall hours. 

2. Interior Development 

In previous sections of this thesis narrative, it vps 

tentatively decided this shopping center was to fij-ct-

ion on the scale of a community shopping center type. 

However, the final development was such that the shop

ping center would most likely function as a regional 

shopping center type. It should also be notpd that this 

shopping center contains partial aspects o^ both 

community and regional shopping centers. This is 

evident by the committment of thp three major tenants 

http://to.be


of the shopping center (Safev̂ ŷ, draftsman Buildinr 

Products, and Neiman Marcus). One can clea'-'y 

identify the Safeway Store and the Cra:̂ tsnan Build

ing Products Store with that paticular function of 

a community shopping center that offers nor 'p̂  i <̂>-ce 

goods (items of daily consumption ^nd very frequently 

purchases). Likewise, the Neiman yarcus element may 

be defined as a regional shopping center type that 

lends itself to the sell of shoppers goods (i^ems 
p 

sold for a longer term rather than daily consumption). 

The introduction of these two shopping center functions 

will inable this shopping center to command trade both 

dn a local level, as well as a regional level. Care, 

however, must be given through managerial efforts tn 

insure a mutual separation, yet co-existance of both 

convenience and shoppers' -̂ oods. From a retailin̂ r vie 

point, each type of commodity commands a particular 

atmosphere revelant to its-If, and the blending of 

these atmospheres are a design consideration. West 

Park Shopping Center makes an effort to blend the 

different functional aspects of each retail outlet in 

the center through careful placement and descriptive 

guidelines in exterior facade treatment in the mall. 

A more refine atmosphere commonly associated with the 

retailing of shopper's goods is to be found located 

w-
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with Neiman Marcus around the central rest arep node. 

This retail atmosphere shall diminutivply radi.-te 

outward on radial arms until it closely associates 

Itself with the retailing atmosphere associated with 

the Safeway Store and Craftsman Building Products Store. 

The Neirnan Marcus DepartTr:en+ Gtore is located near the 

center of the shopping center- with the Craftŝ ian 

Building Product Store and Safeway Store located to 

the North and South of Neiman Marcus, respectively. 

Smaller and varying shops are located between +hese 

major tenants. There are a total of 54 to 64 srr:;5]l 

shops located throughout the shopping centers. ^he 

variation in the total number of small shops is due to 

the flexabili+y of some shops to be subdivided. All 

shops with 1,800 square feet or more are equipped with 

a restroom, office, and storage space. There are th^ee 

small shops located and accessible only from the 

exterior. These shops are expected to be used for 

fast service shops (laundry & cleaners, etc.). In 

addition small shops will be accessible throuf:h both 

the mall and exterior entrances. Tn these individual 

shops the exterior entrances will be used for after mall 

hours functions. 

A shopping center rust exhibit ^n agreeableness in 

surroundings that lends an atmosphere for shipping . 

8 



This is accomplished with the design aspects of irage. 

comfort, convenience, and safety. T:.^ r̂nage ot"̂  the 

shopping center is such to give the appearance of 

individual shops with the motif of a sloping roo'̂  I'TP. 

This motif gives an element of unity that is exhibited 

throughout the shopping centpr. Color- r,nd image is 

dependant on the facade treatment of -ach individual 

shop as directed by the manu^-ement. Comfort is expressly 

considerpd through weather protection and landscapirg. 

The shopping center is equipped with air conditioning 

equipment, to afford the customers ^nd tenant with the 

most pleasant atmosphere conditions associated with 

retailing. Tiandscaping is abundant through the mall 

area and in the rest areas. This will enable the 

customer to relax, and enjoy the business of shopping. 

The shopping center, which is a mall type stopp, affords 

the customer safety with the elimation of service 

traffic and automobiles. Service traffic is kept at a 

minimum in the mall area, with only a small amount of 

pedistrian service traffic. The majority of service" r,̂  

is accomodated at the exterior loading areas. The 

customer circulation through the mall area is one of 

ease with the elimination of axial deadends. This 

minimizes confusion to the customer and allows him to 

concentrate on the objective of shopping.. 



DjrrfYrg'-the'T^ay'^'g^enprcus amount of n - t u r a l l i g h t i s 

/ p e r m i t t e d to p e n e t r a t e the m a l l . This i s ccomplish^d 
'4. 

'through the use of side lights, located above each 

: small shop, and with skyliyhts throughout the mall area 
! 

kArtifical lighting is also located throughout the m^ll 

'.to add to the atmosphere and safety. 

V. 
V ^ . ^ '-Ai' 
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STATISTICAL DATA 

BUILDTM'-. ipi;:̂  RELATIONSHIPS 

The negotiations for securing the key tenants are not 

susceptible to the rules of procedure. But the getting 

of firm committments on major stores, as reliable 

tenants, is the phase that proceeds the firming up of 

commitments for financing. Leases to smallpr tenants 

can follow along after the major leasing and financial 

planning agreements are settled. Financing guidelines 

among»r loan institutions vary according to many con

siderations. Generally, a shopping center should have 

firm commitments on major stores to include an area 

commitment from "̂0 to 50 per cent of the total building 
1 

area. 

As indicated in Table One, the total building area is 

320,068 square feet. A total of 151,664 square feet of 

the total building area is firmly committed to major 

stores, this is approximately 47% of the total bull'ling 

area. Of the total leaseable area, G2% is committed, 

the small shop area, or the uncommitted area, is only 

92,330 square feet of the leasable "^8%. 

The percentage of non-leaseable area to the total 

building area is 20% and the percentage of the I'all area 

to the total building area is 20.4%. The percentage 

1. Kr. Charles Signer, Vice President - First National 
Bank of Lubbock, Lubbock, I'exas. Discussions and 
Interviews. 
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of the Mall area to the total building is slightly higher 

as compared to other pervious mall type shoppi"'3 centers 

which usually run 8 to i5 percent mall area to the 

total building area. However- this increase in rrall area 

is justifiable with consideration for comfor^ anri possible 

additions of small shops in the mall arpa itself. 

' 1̂ -̂ -i ,' 

1-̂  
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Table 1 

Statistical Information 

Building Areas 

1. Leaseable Areas 

Safeway Store 2^,680 sq.^^. 

Craftsman Building Products ^2,400 " " 

Neiman Marcus 92,584 " " 

Small Shops 92,330 " " 

Subtotal: Leaseable Area 243,994 sq.^t. 

2. Non-Leaseable Areas 

Mall Area 65,574 sq.ft. 

Other Non-leaseable Area ^0,500 sq.ff. 

Subtotal: Non-Leaseable Area 76,074 sq.ft. 

3. Total Building Area 

Leaseable Area 24̂ ,̂994 so. ft. 

Non-Leaseable Area 76,074 sq.ft. 

Total: Building Area 320,068 sq.ft. 

4. Building Area Percentages 

Total committed leased area to 

total building area 47.2>c 

Major Tenants 62.?̂ ' 

Small Shops "^7.8% 

14 



Table 1 
(cont.) 

'̂ 4, (Continued) 

Non-Leaseable Area to Total 

Building Area 20.6% 

Mall Area to Total T̂ uilding Area 20.4% 

I Mall Area to Total Leaseable Area 21.0% 

15 



Structure 
Finishs 
Mechanical 

16 



STRUCTUR.HL AND FTNI'l-TNG 

MATERIALS 

1. Structural Materials 

The structural materials for th ̂* s s + rueture shall corsist 

of steel, iron, concrete ^̂ nd n̂ asonary. The stpel -r d iron 

elements will function as the major materials for structur«=. 

Each to be utilized accordingly for columns, bearns, joists, 

and ties. The concrete structural elpnents are to be 

primarily utilized for foundation purpo^^es. However, in 

the interior of the building some pre-cast concrete columns 

are used for both structural and aesthptical reasons. The 

interior concrete columns are located at each small shop 

facade. Upon each concrete column (above ceiling height) a 

steel column is utilized to carry the steel beam and joists. 

This short steel column rest on a bearing plate which 

distributes the bearing weight over the concrete column. 

Permanent wall partitions are of face brick. 

2. Finishing Materials 

The exterior finishing materials of the shopping center 

shall consist of face brick, stucco, glass, plastic and 

copper metal, A light tan common face brick (coarse finish) 

is predominatily used for the enclosure of thp structure. 

A white stucco is used at the cornice of the building. 

Stucco is also utilized for the roof line above the mal"" 
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area. Glass is used only where vndows and doors are called 

for in the design. Plastic is to be utilized abo/p the 

Space Frame to enclose the central node. An elaborate 

system of gaskets will insure watertightness. Copper metal 

with a diamond shaped pattern on each sheet will be used 

at each major mall entrancp, as opposed to minor shop 

entrances. 

The interior finishing materials of the shopping center for 

the most part will be dependant on the designs of the 

individual small shops. However, the finishing materials 

not subject to tenant development shall consist of stained 

wood panels, wood railings, exposed aggregate terrazzo 

flooring, plaster, face brick, exposed aggregate (sea shell 

patterned) precast concrete columns, glass, ?>nd a r̂ ough 

(coarse) stucco roof line over the small shops. 

18 



MECHANICAL SYS'TE?-' 

The shopping center will be equipped wi+h an air condi

tioning system ^hat will provide year round comfort. 

The system will be of unit ventilator ty'p, supplied 

by hot and chilled water from the cer^rnl Mechanical 

room. Each store will be equipped with as n̂ uy unit 

ventilators as the area requires. Special cond̂ 'tio-̂ s 

for air treatment, such as exhaust '̂ ans for restan prints, 

will be the obligation of the tenant, with consideration 

to the shopping center and customers as a whole. The 

tenant will be individually hilled fo^ the utilitlps 

they use. It is to be expected that the tenants through 

this utility payment will help the client with the a^r 

conditioning of the mall area. 

The system is one in which the unit ventilators receive 

their hot or chilled water supply from several, usually 

two, boilers and a chiller, which is pumped throu,̂ h 

piping throughout the shopping center. The systprr. is 

a closed unit inwhich the used water is returned to the 

Mechanical room through a cooling tower back to the 

boilers and/or chiller. 
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J. W. Chapman & Sons, Mr. Elliott, CoT.rre-ical Depar-̂ -p-t 

South Plains Mall-Kr. Cobby, Business rana.̂ er ; 

Mr. Willis, Assistant Manager * 

Mr. Archrol, Promotional Dirpctor 

First National Bank Of Lubbock, Mr. Charles Signer, 

Vice President, Correspondant Banking 

Safeway Store, Mr. Eldon Gettings, Regional Manager 

Handy Dan, Mr. Eldridge, Business Kanager 

Neiman Marcus, Dallas, Texas, Mr. Wright, Promotional 

Assistant 

'"«».,** 
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