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CHAPTER I 

INTRODUCTION, 

Purpose 

The purpose of this thesis is to present the vari

ous aspects involved in the planning and development of 

the Monterey Shopping Center, Lubbock, Texas. The logi

cal presentation of these aspects of developing a large 

shopping center should enable anyone,interested in the 

planning and development of shopping centers to better 

understand the manner in which a shopping center progress

es from the idea stage to an operating reality. Through 

this understanding, one should be more capable of deter

mining the feasibility of building a shopping center 

and have a guide-line to the approach and solution to 

many of the problems and procedures involved. 

Scope 

This study will encompass the planning and devel

opment of the Monterey Shopping Center from its initial 

inception in thought to its actual existence as a completed, 

successfully operating enterprise. The remaining chapters 

of this thesis will delve into the areas of: 

1. Preliminary marketing research to determine 

the feasibility of a center and an analysis of site 

1 



location. 

2. The type of center as to design, center layout, 

size, type of stores, parking facilities and servicing 

facilities. 

3* Leasing, financing and constructing the center. 

-̂. Management and promotion of the center. 

5. The last chapter will summarize the major 

aspects in the planning and development of the Monterey 

Shopping Center with emphasis on those aspects which were 

interesting and different from the "normal" procedure. 

Approach 

The approach utilized in researching information 

on this subject was to conduct personal interviews with 

the five persons directly responsible for ;the significant 

phases of planning and developing the Monterey Shopping 

Center. These persons interviewed and their relation

ship to the development of the Monterey Shopping Center 

are as follows: 

lo Kenneth D. Leftwich, Lubbock, Texas, Secre

tary-Treasurer of Monterey Center, Incorporated, and a 

member of the Leftwich family who own the land upon which 

the center is situated. The Leftwich family is the owner 

and developer of the Monterey Shopping Center, Other 

officers of Monterey Center, Incorporated include: 

J. R. Leftwich, President and A. Mo Leftwich, Jr., 



Vice-president. 

2. Max T. Tidmore, Tidmore Construction Company, 

Lubbock, Texas. Tidmore was responsible for the actual 

design, layout and construction of the Monterey Shopping 

Center. 

3. W. B. Rushing, Lubbock, Texas. Rushing is 

an associate of Max Tidmore, and handled the financial 

arrangements in securing required funds to construct the 

center. 

^. Leroy Elmore, Elmore Realty Company, Lubbock, 

Texas, Elmore was responsible for the promotional as

pects of the center development and for securing tenants 

to lease the proposed stores within the center. 

5. Frank H, Crowell, Lubbock, Texas. Crowell is 

the full-time center manager and is responsible for the 

successful operation of the Monterey Shopping Center. 

In researching and writing this presentation, the 

approach has been to continually answer the question: 

^*yihy were particular decisions reached and certain methods 

employed during the planning and development of the 

Monterey Shopping Center?" Insights are gained by iden

tifying and analyzing the "Biggest problem areas" with

in the related fields of responsibility of the five key 

persons interviewed. 

No attempt is made to compare the planning and 

development of the Monterey Shopping Center to any so-



called shopping center "norm". It is felt that a more thor

ough understanding can be gained by presenting a chronologi

cal order of events in the development of the center. This 

case history approach to the actual planning and development 

of a large shopping center should bring to light and empha

size the major problem areas and enable the reader to ascer

tain reasons why certain decisions were made. 

The current trend placing greater emphasis on the 

development of suburban shopping centers is creating, and 

in some cases, solving several problems in the field of 

marketing. Some of these problems involve changing buying 

patterns and habits of the consumer; considerations toward 

complete revitalization and/or rehabilitation of the down

town shopping area in order that downtown business establish

ments will be able to survive this new shopping center type 

of competition; plus the greater emphas'is on parking facil

ities, less driving time, and the changing of hours that 

stores are open for business. 

At the time of this writing, April, 19^0, a program 

is underway in the City of Lubbock which is considering 

various approaches to "revitalizing and rehabilitating" the 

Lubbock downtown shopping area. This program has become 

necessary primarily because of the existing suburban shop

ping centers within the city which are drawing consumers 

away from the downtown area. 

A "revolution in marketing" is being created by the 



recent rapid growth of suburban shopping centers throughout 

the nation. Shopping centers currently represent one of the 

most volatile elements in the dynamic field of marketing. 



CHAPTER II 

PRELIMINARY MARKETING RESEARCH 

In the early stages of planning a shopping center 

there are two significant factors that must be considered. 

These are: first, determine if a need exists for a new 

shopping center within the proposed city, and if so, how 

large it should be. Second, a careful analysis of various 

available site locations should be made. 

Does a Need Exist for a Large Shopping 
Center in Lubbock, Texas 

In analyzing and evaluating this question, two major 

aspects v;ere considered by the developers. The first aspect 

was the continued rapidly increasing population growth of 

Lubbock and the south and west direction of this expansion. 

The second aspect was the shopping centers and shopping 

areas which were already in existence within the city. 

Population Growth 

The population of Lubbock has increased significantly 

since the year 19^. This population increase is indicated 

as follows: 

Population figures for 1 9 ^ and 1950 are from the 
U, S. Bureau of Census and for the other years are estimates 
by the Chamber of Commerce, Lubbock, Texas. 
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1 9 ^ 31,853 
1950 . c . o 71,7^7 
1957 136,153 

I960 156,659 

The majority of growth has taken place in the south

west sector of the city. This rapid, steady growth during 

the past two decades indicates a definite growth trend rather 

than a spasmodic "boom" type expansion. 

Existing Shopping Areas 

There were no regional^ shopping centers in Lubbock 

and none were planned as of April, 1957, the time when the 

Monterey Center developers vjere formulating their plans. 

Txiree fairly significant shopping centers in existence in 

1957 were: Town & Country at ^th Street and College, Family 

Park at 3^th Street and Avenue H, and Indiana Gardens located 

on 3^th Street between Indiana and Joliet Streets, Both 

Tovm & Country and Indiana Gardens contain a branch of Cobb's 

Department Store which adds considerably to the drav/ing 

power of these two shopping centers. The majority of stores 

on 3^th Street are in a long string-type development. There 

are practically no national chain stores (other than grocery) 

located on 3̂ -th Street. This street consists mainly of a 

string of local convenience type stores. 

^See Chapter III, "Size of Trading Area" for a defini
tion of regional. 
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As of April, i960, construction has begun on the Cap-

rock Shopping Center which is located directly east and 

across Elgin Street from the Monterey Center. The Caprock 

Shopping Center will contain approximately l8o,ooo square 

feet of floor space and will be mall type in design. Key 

tenants within the Caprock Center will include Dunlap^s 

Department Store, White's (auto and home accessories), Furr's 

Supermarket (this unit was constructed and opened in 1958), 

Kresge Variety Store, and Furr^s Cafeteria. The other ten

ants will be smaller convenience and service type business 

establishments.-^ 

It is anticipated that the combination of the Monterey 

Center and Caprock Center, located side by side, will greatly 

increase the total drawing power of this shopping area be

cause of the greater variety and comparative shopping which 

will be available to customers. 

Site Analysis 

In the case of the proposed Monterey Shopping Center, 

the site'was predetermined because of a forty acre tract 

of land located at 50th Street and Elgin, which is owned 

by the Leftwich family. An analysis was made by Homer Hoyt 

Associates of Washington, D, C , to determine the feasibil-

^Information on the Caprock Center was obtained from 
George A, Fields, Lubbock, Texas, the Leasing' agent. 
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ity of this location for a large regional shopping center. 

The following factors were discussed during a person

al interview with Kenneth D. Leftwich and best describe the 

background and initial inception of the >bnterey Shopping 

Center: The Leftwich family moved to Lubbock from Arkansas 

approximately thirty years ago. In 1932 the family invested 

quite heavily in real estate, both city property and farm 

land. At that time, approximately two hundred acres of farm 

land, located about five miles southwest of the center of 

Lubbock, was purchased by the Leftwich family. 

In 1955, a portion of this two hundred acres was 

evaluated by the Leftwich family on the basis that there 

existed a definite potential shopping center location on 

this property. This evaluation and decision was based upon 

observations made during travels by members of the Leftwich 

family, with particular notice and study of shopping centers 

in the state of Arizona, In early 1956, this property was 

annexed into the City of Lubbock, and at that time, forty 

acres were tentatively set aside for a proposed shopping 

center site. The remaining 160 acres have either been sold 

for homesite development or are still owned by the Leftwich 

family. 

Contact was made with several promoters and develop-

Kenneth D, Leftwich is Secretary-Treasurer of Konterey 
Center, Incorporated, owners of the Monterey Shopping Center. 
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ers of large shopping centers in order to better determine 

the potential of this forty acre site for a proposed region

al shopping center. Results of these initial evaluations -

were most favorable for establishing a shopping center on 

this selected site. 

In early 1957, Homer Hoyt^ of Washington, D. C , was 

called in to make an extensive marketing analysis of the 

location and to determine if Lubbock could adequately sup

port a large regional shopping center. Homer Hoyt Associates 

submitted a detailed report to the Leftwich family in April 

1957* Statistical information contained in the remainder 

of this chapter is extracted from Hoyt's report . 

Hoyt^s findings indicated that a regional shopping 

center in Lubbock, with ample free parking, could draw gen

eral merchandise customers from a very wide trade area. 

Furthermore, he felt that a planned regional center located 

on this forty acre site, 50th Street and Elgin, v/ould draw 

customers from a close-in trade area in southwest Lubbock 

living within two miles of the site. This close-in resi

dential area contained 19,000 households and an aggregate 

income of $13^,000,000 annually. In addition, the survey 

-̂ Homer Hoyt Associates, Marketing Analysts, V/ashing-
ton, D. C. 

6Market Survey of Monterey Center^ 50th & Elgin^ 
Lubbocky Texasy Homer Hoyt Associates, V/ashington, D. C , 
April, 1957. 
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indicated that the center would draw customers from the en

tire retail trade area of Lubbock, consisting of eighteen 

Texas counties and three New Mexico counties. ¥ithin this 

retail trade area there were 133,000 households or ^65,000 

persons with an aggregate income of $739,000,000 as of 1957. 

This entire trade area is continuing to grow rapidly and it 

seems to be a healthy, steady growth. 

The site had extraordinarily good access, as 50th 

Street would soon become a paved, four-lane divided highway 

which would connect Avenues Q, H and A to the east and with 

numerous north-south streets to the west. (As of this writ

ing, 50th Street has been paved into a four-lane divided high

way from Avenue Q to Indiana Street). Elgin, Flint and Gary 

Streets lead directly to the site from the north. A new belt 

highway is proposed to be built around Lubbock with the south

ern route on 7^th Street, which will give access to the site 

from every part of Lubbock, (In February, I960, the contract 

was let to begin construction on the northern portion of this 

proposed belt highway). 

Proposed Size. Cost. Gross Sales 
and Net Income 

From considerations of drawing power, population growth 

and income, Hoyt derived the following proposals and predic

tions concerning the Monterey Shopping Center: 
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Size 

The total building area required for the Monterey 

Shopping Center would be 320,000 square feet. The parking 

and mall areas would contain 1,113,500 square feet or h.h 

times the building area. The total area for the proposed 

center would require 1,39̂ -,000 square feet or 32 acres. 

Cost 

It was estimated that the 320,000 square feet of 

building area and the surfacing of the parking area would 

cost twelve dollars a square foot of building area, or 

$3,8^6,000. The appraised value of the land and buildings, 

based on capitalization of rental income, would be $7,900,000, 

or $3,900,000 for the buildings at cost and $^,000,000 for 

the land. A loan of fifty percent of the appraised value 

of the land and buildings would finance the entire cost of 

the buildings and all other construction. 

Gross Sales and Net Income 

It was estimated that the Monterey Shopping Center, 

with Hemphill-Wells or Dunlap's, J. C, Penney or W. T, Grant, 

and Woolworth or Kresge as drawing power, would have aggre

gate sales of $23,M+0,000 during the center's second full 

year of operation. 

Rentals were estimated, on the percentages customar-

ily paid on sales by different types of stores, at $763,^0 
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for the second year of full operation. 

In order to obtain the net ret-urn, it v;ould be neces

sary to deduct from the gross rents of $763,^00, ten percent 

for vacancy allowance and management, 5-5 percent interest on 

the building cost,'̂  3 percent depreciation, 2.5 percent for 

real estate taxes and insiirance and estimated real estate tax

es on the land. After making these deductions there remains 

$2^0,000 as the annual net return on the land for the second 

full year of operation of the center. 

Capitalizing this sum at six percent would produce a 

land value of $^,000,000 or $125,000 an acre for 32 acres, or 

$2.87 per square foot. 

Upon receiving this favorable marketing survey report 

from Hoyt, the Leftwich family formed the corporation, Monte

rey Center, Incorporated. On October 26, 1957, Monterey Cen

ter, Incorporated entered into a contract with the Tidmore 

Construction Company, Lubbock, Texas, Max T, Tidrnore and 

V/, B, Rushing were given the big task of designing and build

ing the Monterey Shopping Center, 

The Leftwich family owns an additional 22 acres of 

vacant land located directly west of the Monterey Shopping 

Center and are retaining this property for future commercial 

development as the need and opportunity arise. 

7 
As will be explained in Chapter IV, the interest rate 

on the actual loan was 6^ percent whicli would slightly decrease 
the estimated $2^0,000 annual net return on the land. 



CHAPTER III 

TYPE OF CENTER 

Classification of Shoppin<? Centers 

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 classifications of 

shopping centers is necessary in order that the reader may 

better understand the classification of the Monterey Shopping 

Center. 

Types of Stores^ 

Convenience Goods Centers, These centers carry con

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

variety items — and also include some service stores. Con

venience goods are items of daily consumption and very fre

quent purchase. 

Shoppers' Goods Centers, These centers sell apparel, 

appliances, jewelry, furniture, and other merchandise for 

longer term rather than daily consumption. Such items are 

of relatively infrequent purchase, usually items of consider

ably higher price than convenience type goods. A shoppers' 

uichard L. Nelson, The Selection of Retail Locations, 
(New York: F, W. Dodge, 1958), p, 175. 

1^ 



15 

goods center usually contains some convenience goods stores; 

however, the greater amount of gross floor space area is al

located 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 aver

age building area is forty thousand square feet. For its site 

area, the neighborhood center needs from four to ten acres. 

As a bare minimum, it takes one thousand families to support 

a neighborhood convenience center. 

The Community Center. The Community Center has con

venience goods and personal services and in addition, provides 

for the sale of soft lines (wearing apparel, et cetera) and 

hard lines (hardware, appliances, et cetera). 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 super

market. It serves 20,000 to 100,000 people. Tlie average 

Q 

The d e s c r i p t i o n s of the neighborhood, community and 
r e g i o n a l cen te r s are from: J , R. McKeever, Sho::ping Centers 
Re-Studied, Urban Land I n s t i t u t e , Technical Bu l l e t i n No. 30, 
(Washington, D. C , February, 1957), P. 9. 
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building area is 150,000 square feet. For a site, the com

munity center needs ten to thirty acres. 

The Regional Center. This type of shopping center pro

vides for general merchandise, apparel, furniture and home fur

nishings. 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 ̂ -00,000 square feet. 

The regional center needs at least a population of 100,000 to 

250,000 people for support. 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 frus

tration to reach the center. The regional center comes clos

est to reproducing the shopping facilities once available on

ly in downtown areas. 

Shape of Centers 

Shopping centers are usually developed in one of four 

patterns:1° 

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 

These descriptions of the four types of centers as 
to shape are from: R. L. Nelson, The Selection of Retail 
Locations. (New York, 1958), pp. 235-2^3. 
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function and has a substantial amount of off-street parking. 

Almost all convenience goods centers are of this type layout. 

The L-Shaped Center. This type of center almost al

ways is predominantly a shoppers' goods center, usually on 

corner locations with 150,000 to 200,000 square feet of en

closed 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 corner of the 

lot farthest from the street intersection, with the generator, 

usually a department store, being located in the center of 

the two string type buildings. 

The Mall Center, The mall center is usually charac

terized by two department stores and is the prototype of al

most all centers containing more than 250,000 square feet of 

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, thereby permit

ting protected foot traffic throughout the center, even dur

ing inclement weather. 

The Hub Center. This type center usually has the ma

jor generator (department store) centrally located, with the 

other store buildings radiating out from it toward the park

ing lots. Not only does the department store have its own 

parking, but also all malls lead toward it. People are drawn 
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into the store because there is no other direction in which 

they can go. 

In all of the shapes of shopping centers discussed, a 

great many variations are not only possible but frequently 

desirable, depending upon the shape and topography of the 

site, road accessibility, and type of tenancy. 

The Monterey Shopping Center 

Except where otherwise indicated, the remaining in

formation contained in this chapter v;as obtained during an 

interview with Max T, Tidmore and VJ, B, Rushing, owners of 

the Tidmore Construction Company, Lubbock, Texas, These men 

were directly or indirectly responsible for the design, lay

out, leasing, financing and constructing of the Î onterey 

Shopping Center. 

Classification 

The Monterey Shopping Center is classed as a regional 

shopping center, a shoppers' goods center and is "mall" type 

in shape and design. 

Size of the Center 

The Monterey Center is situated on 32 acres of land. 

Upon completion in August, I960, the Monterey Center will 

contain 256,057 square feet of building area floor space. 

The difference betv;een Hoyt's proposed 320,000 square feet 
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and the actual ̂ 56,057 is accounted for by possible future 

second floor additions. Leases with three tenants provide 

for the following second floor additions if and when the 

tenants specify: (1) Hemphill-Wells 29,000 square feet, 

(2) J. C. Penney's 30,000 square feet, and (3) Fairmart 

18,000 square feet. 

The parking and mall areas contain 1,113,500 square 

feet or h.h times the building area. As mentioned in Chapter 

II, the Monterey Shopping Center is expected to draw custom

ers from a trading area consisting of eighteen Texas counties 

and three New Mexico counties. 

Design and Layout 

Tidmore stated that after signing the contract with 

Monterey Center, Incorporated, the first problem was to de

termine a basic design. This design problem was magnified 

because the southeast corner of the site had been sold to a 

church group, causing the area for designing the center to 

be asymmetrical. The idea for the "X" shaped design was 

W. B. Rushing's. He "dreamed up" the idea one night and 

went down to his office at 3sOO A. M. and began to sketch 

it out. The next morning, Tidmore stated that they knew this 

"X" design was the solution. 

The basic architecture of the center was determined 

from past experience of Tidmore and Rushing in constructing 

shopping centers; that is, the way the canopies were built. 
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the use of steel girders, the suspended acoustical tile ceil

ings, et cetera. The Monterey Center was designed and con

structed so as to encompass beauty and durability, along 

with a practical layout to permit convenience and shopping 

pleasure for the consumers. At the same time, the architec

tural design was planned so as to allow for economies in con

struction without detracting from the beauty and durability 

of the shopping center. 

The basic "X" design of the Monterey Center permits 

the customer to normally drive her car up to the store where 

she plans to shop. She enters that store from the parking 

lot. After shopping, she can go on through the store onto 

the mall where she is exposed to show windows, making her 

subject to impulse buying. (See Appendix B for the layout 

of the Monterey Shopping Center showing specific store lo

cations,) As for future expansion, the structural design 

of some of the larger units permits the addition of second 

floors should the need arise to enlarge the center. 

Number and types of stores. The Monterey Center will 

contain ^3 store units. Tenants v;ere permitted to select 

their store locations within the center on a first come, 

first choice basis. In this respect, the Monterey Center ^/ 

is not a truly planned center. In a truly planned shopping 

center, specific locations for various types of businesses 

are predetermined by the planners on a sound, logical basis 

in order to build the greatest amount of foot traffic through-



21 

out the center and to provide the greatest shopping conven

ience to the customers. However, a close look at the layout 

of the Monterey Center, shown in Appendix B, indicates a 

favorable diversification of store types. 

As of April, i960, the names, types and sizes of stores 

located in the Monterey Shopping Center are listed on the two 

following pages. 
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Name 

1 . 

2 . 

3. 

h. 

5. 

6. 

7 . 

8. 

9. 

10. 

1 1 . 

12. 

13 . 

1^. 

15 . 

16. 

17. 

18. 

19. 

20. 

21 . 

22. 

of Store 

Hemphill-V7ells 

Anderson Bros . 

Unleased 

Casual Shop 

P a u l ' s Shoes 

Mar t i n ' s of Lubbock 

Unleased 

Unleased 

Unleased 

Unleased 

Fairmart 

Vincenzo Art 

L e s t e r ' s Hickory Inn 

Crowell Insurance 

Spea r ' s Furn i tu re 

Coin-a-matic Ldry. 

S i l h o u e t t e 

Southwestern Public 
Service 

Burgess Barber Shop 

John Halsey Drug 

Piggly Wiggly 

McGuire's Cleaners 

Type Store 

Department Store 

Jewelry Store 

-

Apparel Shop 

Lad ie s ' Shoe Store 

Dress Shop 

.... , 

Furni ture Store 

Art Shop 

Restaurant 

Ins , & Center Office 

Furn i ture Store 

Laundromat 

Slender iz ing Salon 

Appliances 

Barber Shop 

Drug Store 

Supermarket 

Dry Cleaners 

Tota l Size 
of Store 
( so , f t . ) 

57,653* 

2,^23 

1,050 

l,lfOO 

2,719 

^ ,981 

I,MDO 

1 , ^ 0 

1 , ^ 0 

1 , ^ 0 

2^,000 

7^8 

5,500 

5 790 

8,1^3 

1 , ^ 0 

1,750 

2,800 

1,260 

5,250 

25,000 

1,100 

•Includes 11,100 sq, ft, on the second floor, 2,800 sq. ft. 
of basement and a 3,750 sq. ft, roof garden. 
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Name 

23. 

2l+. 

25. 

26. 

27 . 

2 8 . 

29 . 

3 0 . 

3 1 . 

32 , 

33. 

3^ . 

35. 

36. 

37. 

38. 

39. 

^ 0 . 

^ 1 , 

^ 2 , 

^ 3 . 

of S t o r e 

Record Land 

Reeves Camera Shop 

Camp's P a s t e r i e s 

V a r s i t y Bookstore 

G i f t & Hobby Shop 

The M a t e r n i t y Shop 

T G & Y 

Mode-0-Day 

Spor t Center 

Western Auto 

J , C. Penney ' s 

S h e l t o n ' s 

F i e s t a Hair S t y l i s t s 

F a b r i c Mart 

H o l t ' s Shoes 

Dr, B, Campbell 

F . W. Woolworth 

Unleased 

Malouf ' s 

Humble Se rv i ce 

S i n c l a i r S e r v i c e 

Type S t o r e 

Record Shop 

Camera S t o r e 

Bakery & Coffee Bar 

Book & S t a t i o n e r y St 

Gi f t & Hobby Shop 

M a t e r n i t y Shop 

V a r i e t y S t o r e 

Dress Shop 

Spor t ing Goods Shop 

T o t a l S i ze 
of S t o r e 
( s o . f t . ) 

ore 

Auto & Home Acces so r i e s 

Department S t o r e 

Dress Shop 

Beauty Shop 

F a b r i c & M a t e r i a l s 

Family Shoe S t o r e 

D e n t i s t ' s Off ice 

V a r i e t y S t o r e 

Men's C l o t h i n g Store 

Se rv i ce S t a t i o n 

S e r v i c e S t a t i o n 

i 

550 

1,650 

1,100 

1,200 

2,800 

1,600 

15,500 

1,^00 

2,100 

8,050 

30,000 

2,000 

2,000 

2,000 

2,5^0 

600 

19,200 

1,200 

^+,000 

1,500 

1,500 

T o t a l square f o o t a g e of b u i l d i n g a r e a 256,057 
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Parking area. The Monterey Shopping Center contains 

a t o t a l of 2,100 parking spaces. This is the equivalent of 

hh complete square blocks of pa ra l l e l parking. 

The parking r a t i o to the se l l ing area i s four to one. 

This means that the t o t a l parking area is four times the s ize 

of the t o t a l se l l ing area. The parking area surrounds the 

center on a l l four sides and is paved, lined and l igh ted . 

The distance from the fa r thes t parking space to the 

center of the mall i s approximately 775 fee t . No parking 

space i s located far ther than 390 feet from the entrance to 

the c loses t s to re . Easy access to the parking area is pro

vided by fourteen entrances and/or exi t s from 50th, 5^th, 

Gary and Elgin S t r e e t s . 

Nelson s ta tes tha t six hundred feet is the maximum 

desired distance from the outer edge of the parking lo t to 

the nearest s to re . Also, a vjoman customer will park and 

walk four hundred feet to shop in a department store but 

she wi l l not normally v;alk that far to shop in a supermar

ket , even if a pick-up s ta t ion is provided. 

The distance from the entrance of Piggly. V/iggly to 

the entrance of Hemphill-V/ells is approximately 585 f e e t . 

The distance from the entrance of J. C. Penney's to the 

R, L. Nelson, The Selection of Retai l Locations, 
(New York, 1958), ppo 261-62, 
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entrance of the Fairmart is about 555 feet.-̂ ^ 

Servicing facilities. Tidmore stated that providing 

servicing facilities is always one of the big problems in 

designing and constructing a shopping center. Some of the 

larger centers use truck tunnels for servicing its tenants. 

To put tunnels in for servicing 256,000 square feet of shop

ping center buildings would cost about three-quarters of a 

million dollars. That is the initial cost. The second cost 

is in maintaining the tunnels. They must be policed, light

ed, and scooped out following dust storms. In addition, a 

tunnel with adequate entrance and exit area will greatly cut 

down on the customer parking area available. 

The use of tunnels normally requires the installation 

and maintenance of quite a few service elevators to provide 

a means of getting incoming merchandise up to the retail sell 

ing floor of the stores. Also, the use of a servicing tunnel 

would cost the merchant more to operate with a downstairs 

storage area than if the stock were on the same floor level 

as the retail sales area. It would cost as much to build a 

tunnel as it does to build the store buildings. Then too, 

it is almost impossible to get the tenants to pay sufficient 

rent for the downstairs storage area to allow the owner to 

ever realize his initial investment. These are some of the 

12 
These d i s t ances obtained from a cons t ruc t ion b lue

p r i n t drawing of the Monterey Shopping Center . 
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reasons why Tidmore and Rushing never seriously considered 

putting a service tunnel in the Monterey Center. 

The big problem was to figure out a method to provide 

adequate and convenient servicing facilities for the tenants 

without resorting to an underground tunnel. In the basic de

sign of the center, the four larger units at each end of the 

malls, namely Piggly Wiggly, J. C. Penney^s, Hemphill-Wells, "̂  

and Fairmart, face the mall with the rear of these units fac

ing toward the parking lots and access streets. To sell the 

tenant on the idea of backing his store up to the street was 

quite a job. However, this was necessary in order to provide 

servicing without using a tunnel. Each of these four mention

ed units has a service area for utility meters and rubbish in 

the small triangular shaped units at the rear of these stores. 

Storage area for incoming merchandise is in the rear of these 

larger store buildings, with special truck unloading areas 

provided, 

Hemphill-V/ells will have four customer entrances, one 

on each side of their building. Servicing facilities for 

Hemphill-Wells will be provided by an enclosed unloading area 

for trucks located at the extreme south corner of their build

ing. They plan to use Dempster-Dumpsters, which are large 

metal, mechanized containers, to accomodate rubbish. 

A total of seven servicing units provide utility ser

vices for all of the ^3 stores in the Monterey Center. In ,̂ 

addition to housing generators, transformers, water and gas 
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meters, these units also provide areas for rubbish. 

Thus far, the servicing facilities provided are prov

ing to be acceptable and there have been no significant com

plaints by any of the tenants as to the store servicing ar

rangement. 



CHAPTER IV 

LEASING, FINANCING AND CONSTRUCTING 

After the design and layout of a shopping center is 

determined, the developers are then concerned with leasing, 

financing and constructing the center. 

Some important "Do's and Don'"ts" regarding, the leas

ing and financing of a shopping center are as follows:-^^ 

1. All projects should be leased before construction 

is started. 

2. Seventy percent should be leased before making 

any definite mortgage commitments. 

3. A rental plan showing the layout, size and types 

of stores is necessary. 

^. A guaranteed per square foot minimum rent is a 

must. Never put a maximum rental in a lease. 

After having a layout rental plan drawn up, the next 

logical sequence of events is to sign up tenants, get a loan 

commitment, and begin construction. Because these three pha

ses are so interdependent, it is difficult to discuss one 

phase without mentioning some aspects of the other two. 

1^ 
J . R, McKeever, Shopping Centers Re-Studied, Urban 

Land I n s t i t u t e . Technical B u l l e t i n No, 30, (Washington, D.C., 
February, 1957), p . 6 3 . 

28 
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Leasing 

Leroy Elmore of the Elmore Realty Company, Lubbock, 

Texas, was employed by Tidmore and Rushing to secure desir

able tenants to occupy the Monterey Center. A thorough study 

was made by Elmore, Tidmore and Rushing to determine the ex

act types of businesses that the center needed in order to 

make available to the consumer "one-stop" shopping facili

ties that would be as complete as the total building area 

would permit. When the type of businesses desired was de

termined, personal contact was made with various local and 

national merchants and enterprises. Strong emphasis was 

placed on public appeal and business reputation in order 

that only the "cream of the crop" would be represented in 

the Monterey Center. 

Because of experience gained in planning and build

ing other shopping centers, Tidmore and Rushing decided not 

to wait until they had enough tenants signed up for the ini

tial 150,000 square feet before beginning construction. They 

approached Piggly Wiggly and T G & Y, both of whom had leased 

space in other shopping centers built by Tidmore and Rushing. 

Piggly Wiggly and T G <§: Y were signed up as the key tenants 

to go into the first wing to be constructed. Both Tidmore 

and Rushing felt that they would have no difficulty in leas

ing the smaller store locations in this first wing. 

One might say that the leasing of the Konterey Center 

was started from the wrong end. That is, the majority of the 
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tenants signed leases before the key generator, Hemphill-

Wells. 

A sep̂ arate lease was drawn up between Monterey Center, 

Incorporated and each tenant. The major aspects of the lease 

are as follows: 

1. The term of the lease is a minimum of fifteen / 

years for all of the major tenants, with some of the minor 

tenants' leases being for a lesser period of time. 

2. Each tenant is charged a guaranteed minimum rental, 

payable in advance, on the first day of each month. This 

minimum guaranteed rental figure is derived on the basis of 

square feet of floor space, location within the center, cost 

of the building, estimated average gross sales of the parti

cular business, plus a normal return on the owner's invest

ment. In addition to the basic monthly rental charge, each 

tenant agrees to pay the owner a stated percentage of gross 

sales whenever the sum of this percentage exceeds the mini

mum basic rental fee. To illustrate: If the owner knows 

his minimum rental from a particular tenant should be $6,000 

per year, and the agreed upon percentage rate is six percent, 

then gross sales of $100,000 would be the "break-even" point 

for the tenant. If gross sales exceeded $100,000, the ten

ant would pay the owner six percent of all gross sales in 

excess of the "break-even" point. Should gross sales amount 

to only H?50,000, the owner would still receive the basic rent

al fee of ^6,000 but would not receive any percentage of the 
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gross sales. 

The percentage rate on gross sales varies with the 

type of business. It normally ranges anywhere from one to 

one and a half percent for supermarkets up to ten percent 

for barber shops and laundromats.-^ The percentage rate on 

gross sales averages approximately five percent for the ma

jority of tenants in the Monterey Shopping Center. 

The lease covers many provisions relating to the rights 

and responsibilities of the owners and tenants -- such as re-

vocability of the lease, payment of taxes, utilities, main-
15 tenance, et cetera. 

A shopping center owner is confronted with two basic 

economic problems in his leasing: One, to assure himself an 

adequate income to enable him to meet his fixed expenses; 

the other, to secure a reasonable return on his equity which 

will reflect the value of his property. The basic rental 

guarantee plus a percentage of gross sales, if properly ad

ministered, answers both needs. 

As of April, i960, the Monterey Shopping Center is 97 

percent leased. That is, of the 256,057 square feet of build

ing area, slightly less than 8,000 square feet are not yet 

J. R, McKeever, Shopping Centers Re-Studied, Urban 
Land Institute. Technical Bulletin No. 30, (V/ashington, D. C , 
February, 1957), PP. 58-61 

-̂ See Appendix C for Monterey Center sample lease agree 
ment. 
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leased. The center management has had numerous opportunities 

to lease this remaining 8,000 square feet, but they have held 

off in hopes of attracting quality tenants which would add 

greater shopping diversification. Some of the types of busi

nesses the center management desires to fill these vacancies 

are: shoe repair, florist, ladies' hat shop, candy store 

and/or an optical office. The types of tenants desired have 

not yet been signed up. A list of tenants under lease and 

their respective store sizes is contained in Chapter III. 

Financing 

The financing of the Monterey Center was a slight de

viation from the normal procedure. In the contract between 

the Tidmore Construction Company and Monterey Center, Incor

porated, Tidmore and Rushing agreed to construct a minimum 

of 150,000 square feet of store buildings, to do the arch

itectural work, accomplish the planning, leasing and obtain 

the economic support, to provide interim financing. Since 

plans called for the shopping center to pay for itself with

in fifteen years, it was necessary to sign up as many tenants 
« 

as possible, especially the key generators, on a fifteen year 

minimiim lease agreement. With these signed lease agreements, 

16 
The information contained in this chapter on finan

cing the Monterey Center was obtained during an interview 
with Max Tidmore and W. B, Rushing. 
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Tidmore and Rushing would then have enough economic strength 

to approach a lending agency for financing the construction 

of the center. 

Actual construction was started without having ap

proached a lending agency. Rushing explained that they were 

not ready to go to a lending agency because they did not have 

enough leases signed of the quality it would take for the 

amount of total financing required. It was not many months 

after construction was begun on the first wing that enough 

leases for the entire center had been obtained to allow 

Tidmore and Rushing to try to obtain a loan commitment. 

Even a letter of intent from a leasee, without his having 

signed a lease agreement, is sufficient to contact a lending 

agency. The more national tenants that are signed up, the 

greater is the acceptability to a lending agency. 

Tidmore Construction Company had spent approximately 

$500,000 of its own funds, obtained through its own credit 

sources, for the initial construction of the Monterey Shop

ping Center, Rushing explained that this was not the ac

cepted method of financing a center. The reason they did 

it this way was because they were not able to get the key 

tenant, Hemphill-Welis, tied down to a lease or letter of 

commitment during the first year of obtaining tenants. 

Tidmore and Rushing reasoned that the longer they could post

pone getting the loan, the more leases they would have, and 

the fewer contingencies that v;ould be demanded by a lending 
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agency. 

Perhaps it seems a bit unusual that the Tidmore Con

struction Company would be willing to risk approximately half 

a million dollars of their own money for financing the ini

tial contruction. However, when the extent of responsibility 

of Tidmore and Rushing is better understood, it is easier to 

see why this interim financing was necessary. 

One important factor which prompted Tidmore and Rush

ing to provide interim financing was the public announcement 

that the Caprock Shopping Center was slated for immediate 

development directly across the street from the Monterey 

Center site. In order to be better able to attract the de

sired high quality tenants, Tidmore and Rushing felt it nec

essary to begin construction on the Monterey Center as soon 

as possible. 

In addition, as previously explained, the contract 

between Monterey Center, Incorporated and The Tidmore Con

struction Company-'-' stipulated that Tidmore and Rushing were 

to plan, design, lease, make financial arrangements and con

struct the Monterey Shopping Center. Tidmore and Rushing re

ceived a fee of one percent of the final mortgage commitment, w—-

a leasing fee and a normal profit from the actual construction. 

'̂ The South and East Flamingo Corporations referred 
to in the first paragraph of Appendix C are subsidiary con
struction companies owned by Max Tidmore and W, B, Rushing, 
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Tidmore and Rushing have no ownership in the Monterey Center. 

Tidmore and Rushing had approximately seventy-five 

percent of the shopping center leased before they obtained 

a loan commitment. The Jefferson Standard Life Insurance 

Company, whose home office is in Greensboro, North Carolina, 

provided the loan for constructing the Monterey Shopping Cen

ter. Originally, Tidmore and Rushing had planned to approach 

four different insurance companies, hoping to get each to 

finance approximately one-fourth of the total construction 

costo However, when contact was made with Jefferson Standard 

Life, this company preferred to finance the entire operation 

themselves rather than be in a "partnership" with one or more 

other insurance firms. 

The $2,200,000 loan from Jefferson Standard to Monterey 

Center, Incorporated is at 6J- percent interest for a fifteen 

year period. The loan is repayable quarter-annually at a 

constant principal payment. The estimated cost of total 

construction is $2,600,000. The remaining $^00,000 has been 

obtained through second lien notes from individuals. 

Both Tidmore and Rushing agreed that their biggest 

problem area in making final arrangements for financing the 

center was occasioned by the expanded period of time required 

to obtain a sufficient number of quality leases prior to go

ing to a lending agency. In addition, the ever increasing 

interest rate in today's rapidly changing m.oney market caused 

them great concern. 
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Constructing 

Actual construction on the Monterey Center began in 

October, 1957. As of April, i960, all construction has been 

completed except for the Hemphill-Wells store which is sched

uled for completion in August, i960. 

Construction started with the. north-east wing, then 

the south-east wing, followed by the north-west wing and last, 

the south-west wing. Tidmore explained that the order of con

struction was determined by the signing of the leases and the 

completion date desired by the respective tenants. The Tid

more Construction Company has constructed the entire center 

with only a limited amount of sub-contracting work being 

required. 

Building construction is of a light, cream colored 

brick, and with only two exceptions, the same design and ex

terior has been utilized throughout the center. The Hemphill-

Wells store will be a definite departure from the rest of the 

center. This building will be of a slightly darker colored 

brick construction and will be of more modern design. The ><^ 

other exception is Lester'"s Hickory Inn, the outside of which 

is constructed of a dark brown stained lumber siding. Tidmore 

and Rushing stated that it was necessary to deviate from the 

planned over-all design and construction in order to satisfy 

these tenants. 

From the construction standpoint, Tidmore stated that 

his biggest problem area was in satisfying each tenant. Once 
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the lease is signed, the tenant has something to say about 

the design and construction of his unit. This was particu

larly true with the national chain tenants such as T G & Y, 

J. C, Penney's, F. W. Woolworth, and v;estern Auto. Tidmore 

stated that it was most difficult and time consuming to get 

decisions from some of the tenants. At times, construction 

would come to a stand-still on a particular building because 

it was impossible to proceed further until a certain decision 

was made. National chains have many set standards that they 

want built into their stores. Many of these decisions have 

to come from the home offices of the respective tenants. 

Rushing stated that it was a constant effort to keep pushing 

the tenants for information so the construction crews could 

go ahead with the work, 

V7hen asked about his previous experience in planning, 

designing, and constructing shopping centers, Tidmore gave 

the following account: "In 19^5 W. B, Rushing and I formed 

the Tidmore Construction Company here in Lubbock, We have 

done quite a number of projects in Lubbock and the surround

ing area. Primarily our work has been in retail commercial 

construction, and for the past ten years we have more or less 

specialized in shopping centers of all sizes. V/e did the 

Parker Square Shopping Center in Wichita Falls, the River 

Oaks Village in Abilene, the Town & Country and Indiana Gar

dens Shopping Centers here in Lubbock. These are some of the 

centers that we have had experience in, either in constructing 
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or in the complete planning and development from the center's 

very inception." 



CHAPTER V 

MANAGEMENT AND CENTER PROMOTION"^^ 

Center Management 

Frank H. Crowell of Lubbock, Texas, is the manager of 

the Monterey Shopping Center. He is a full-time employee and 

maintains an office in the center. Crowell is salaried and 

is hired by the center owners. 

As center manager, Crowell is the liaison or represent

ative between the landlord and the tenants. In addition to 

keeping harmony among the tenants and between the landlord 

and tenants, Crowell's office collects the rent for the land

lord. It is Crowell's responsibility to ascertain that the 

tenants live up to their lease agreement. It is his job to 

work closely with the center Merchants' Council, to represent 

the landlord in establishing policies, and to supervise the 

cooperative advertising and center promotional campaigns. 

Merchants' Council 

Membership in the Merchants' Council in the Monterey 

Center is on a voluntary basis. Both the mandatory and vol

untary type of councils in other shopping centers were studied 

-1 o 

The information contained in t h i s chapter was obtained 
during an interview with Frank H. Crowell, 
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by the owners of the Monterey Center and the decision was 

reached in favor of the voluntary type >5erchants' Council. 

As of this writing, 100^ of the 3^ merchants now open for 

business in the Monterey Center have voluntarily joined the 

Merchants' Council. 

Basis of Membership 

Each tenant in the center has one representative on 

the council and can exercise one voting right. In this way, 

the smaller merchant has the same voting power as does the 

larger firm. 

Cost of Membership 

Tenants in the Monterey Center who are members of the 

Merchants' Council pay monthly dues at the rate of one-half 

cent per square foot of floor space. This places the greater 

contribution on the larger tenants who normally plan to do a 

significant amount of advertising and promotion whether they 

belong to the Merchants' Council or not. Accordingly, this 

basis for computing cost prevents the small tenants from be

ing overburdened. The dues paid by member tenants go into 

the Merchants' Council Fund to be used for advertising and 

promotion of the center as the council sees fit. 

It is anticipated that the council dues will increase 

to one cent per square foot din*ing the fall months in order 

to provide a larger budget to take care of increased fall and 
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Christmas sales promotions. 

Crowell stated that since the entire center did not 

open for business at the same time, but rather has opened 

more or less in groups of units, it has slowed down the pro

cess of getting the Merchants' Council fully organized and 

operating. In fact, Crowell has deliberately delayed get

ting the council into full swing because he did not feel it 

was fair to the unrepresented merchants who have not yet 

opened for business. 

The constitution for the Konterey Shopping Center 

Merchants' Council has not yet been finalized; therefore, 

it was impossible to include a copy in the Appendix of this 

thesis. 

Advertising and Promoting 

Cooperative advertising and promoting the Monterey 

Center is under the direction of the Merchants' Council. 

The cost of advertising and promoting the center, as a whole, 

not including individual merchant's ads, is paid for by the 

landlord and the Merchants' Council. The landlord contrib

utes 25 percent and the Merchants' Council Fund pays 75 per

cent. For example, on a full page newspaper ad, the Mer

chants' Council Fund and the landlord might pay the cost of 

one-quarter of the page which promotes the Monterey Center, 

with the remaining tliree-quarters of the page being paid for 

by individual merchants in the center who had ads appearing 
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on the page. 

Maintenance of the Center 

The parking lot and landscape area will be maintained 

by the landlord. Each tenant is responsible for keeping the 

sidewalks and alleys that border his store neat and clean. 

The tenants are responsible for maintaining their respective 

store interiors. Outside building or roof repairs will be 

paid for by the landlord. 

The center management provides music that is audible 

throughout the mall area. In addition, a public address 

system is available in the manager's office for making emer

gency announcements. 

Crowell stated that his biggest problem has been in 

selling the tenants on the importance and necessity of the 

Merchants' Council and in trying to get the council organ

ized. He anticipates that soon after all stores are open 

for business in August, I960, the Merchants' Council will 

be fully organized and functioning. 



CHAPTER V I 

SUMMARY M^B CONCLUSIOK 
y-

In summarizing this presentation on the planning and 

development of the Monterey Shopping Center, the writer would 

like to bring out several aspects found to be interesting and 

perhaps different from the planning and development of other 

shopping centers. 

Predetermined Site 

Normally three or four possible sites would be studied 

and evaluated and then the best site selected and possibly 

purchased. In the case of the Monterey Center, the site was 

predetermined and all marketing research and evaluation was / 

done in respect to this one site. 

Design and Layout 

W. B, Rushing stated that he had never seen or heard 

of a shopping center designed in an "X" shape. Therefore, 

it is interesting that the design of the Monterey Center is 

unique and different from that of the typical mall type center 

Although tenants were allowed to select their respec

tive store locations, a great deal of planning preceded the 

selection of the types of stores and quality of tenants to 

be represented in the Monterey Center, It is felt that an 

excellent diversification of store types and general center 

^3 



store layout has been accomplished.-^^ 

Another factor of interest is the way in which the 

four largest units at the end of each mall are backed up to 

the parking lot with the front of the stores facing the mall 

rather than the street. Of course, this aspect was the key 

to providing servicing facilities without the necessity of 

a truck tunnel. 

Leasing. Financing and Constructing 

One of the most significant aspects in the development 

of the Monterey Shopping Center was the "unorthodox" method, 

as compared to the usual practice, in which the center was 

leased, financed and constructed. Construction began before 

many leases had been secured. This action v;as prompted by 

the public announcement of the proposed development of the 

Caprock Center, This initial construction required interim 

financing by Tidmore and Rushing until such time as enough 

leases had been secured to enable them to seek and obtain 

a loan commitment. Also of interest is the fact that the 

majority of tenants signed leases prior to the key generator. 

In conclusion, the writer feels confident that the 

Monterey Shopping Center will prove to be a successful 

19 
^This conclusion is based on a listing of desired 

store types in a re,p;ional shopping center. See Th^ Co.':-::.]iinJtv 
Builders Handbook, Urban Land Institute, (Members Edition, 
Washington, D. C , 195^0, pp. 270-27^. 
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financial venture for both the landlord and the tenants. 

The center has been planned and developed on a logical basis 

with good substantiating reasons for deviations from a so-

called "normal" pattern of shopping center development. 

The Monterey Center is a most significant addition to the 

shopping facilities in the City of Lubbock, Texas. 
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B. Design and Store Layout 

C. Sample Lease Agreement 
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CENTER 

1. 
2. 
3. 
4. 
5. 
6. 
7. 

a 
9. 
10. 
It. 
12. 
13. 
14. 
15. 

Hemptiilf-Wells 
Anderson Brothers 
Unleased 
Casual Shop 
Paul's Shoes 
Martin's of Lubbock 
Unleased 
Unleased 
Unleased 
Unleased 
Fairmart 
Vincengo Art 
Lester's Hickory Inn 
Crowell Insurance 
Speari Furniture ^ 

16. Coin-a-matic Laundry 
17 Silhouette 
18. Southwestern Public Service 
19. Burgess Barber Shop 
20. John Halsey Drug 
21 Piggly Wiggly 
22. MCGuire Cleaners 
23. Record Land 
24. Reeves Camera Store 
25. Camp's Pasteries 
26. Varsity Bookstore 
27 Monterey Gift a Hobby Shop 
28. The Maternity Shop 

29. T. 6. a Y. 
30. Mode-0-day 

31 Sport Center 
32. Western Auto 
33. J. C. Penny 
34. Shelton's 
35. Fiesta Hair Stylists 
36. Fabric Mart 
37 Holt's Shoes 
38 Dr. Bryce Campbell 
39 F W Woolworth 
40 Unleased 
41. Malouf's 
42. Humble Service Station 
43. Sinclair Service Station 
SI-71 Service Units 

April I960 
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THE STATE OF TEXAS I 
I 

COUNTY OF LUBBOCK i 
L E A S E C O N T R A C T 

THIS AGREEMENT made between MONTEREY CENTER, INC., a 

Texas Corporation, hereinafter called Owner and 

hereinafter called Tenant, 

W I T N E S S E T H : 

1, Owner has heretofore entered into a contract with 
Tidmore Construction Company, South Flamingo Corporation, for 
construction of a shopping center on a tract of approximately 
thirty (30) acres of land in Lubbock County, Texas, being a 
part of the Northwest Quarter {mi 1/h) of Section 7, Block 
E-2, Lubbock County, Texas, fully described by metes and bounds 
in a certain deed from A, M. Leftwicii, and K. D, Leftwich to 
Monterey Center, Inc, dated October 2̂ -th, 1957, reference 
to which is here made, A plat of said proposed shopping center 
is hereto attached marked Exhibit "A" and be reference made 
a part hereof. The space designated on said plat as Store 
No. _: of approximately 
square feet, is the subject matter of this lease and said 
space is hereby leased, demised and let by the Owner to the 
Tenant, to be effective when and if said building is complete, 
for the term and upon the terms, conditions and considerations 
hereinafter set forth. 

2, The term of this lease is for 

i 1 _, commencing as soon 
as the building is completed and tenant is notified that it 
is ready for occupancy. 

3. As a consideration of this lease, the Tenant agrees 
to pay the Owner at its office at 2221 - 3^th Street, Lubbock, 
Texas, or at whatever address may from time to time be desig
nated, a minimum rental of 

ii X Dollars 
per month in advance on the first day of each and every month 

.:.i':*. riv'::; •;v/v:,'C,a (i'lXT.G)^ ?.L^J<^^7 



50 

during the life of this lease. It is further agreed that, 
commencing with the date on which the Tenant opens its said 
store to the public for business, the Tenant covenants and 
agrees to pay to the Owner, as a percentage rent, in addi
tion to the fixed rent provided for in Section Three (3) of 
this lease, a sum equal to the amount, if any, by which 

per cent ( 'i) on all gross sales and 
business transacted (as hereinafter defined) on the premises 
during each calendar month exceeds the fixed rental paid for 
such month. Said percentage rental for each calendar month, 
or fraction thereof, is to be paid on or before the fifth 
(5th) of the following calendar month. 

^ 

h. The term "gross sales" as herein used shall be 
held to include the sales price of all merchandise of every 
sort whatsoever sold, and the charges for all services per
formed for which charge is made by the Tenant or by other 
person, persons or corporations selling merchandise or per
forming service of any sort in, upon or from any part of the 
said demised premises, and shall include merchandise sold or 
services performed either for cash or credit, regardless of 
collection in the case of the latter, but shall exclude mer
chandise so purchased which is returned by the purchaser and 
accepted by the Tenant and all allowances made by the Tenant 
to its customers. 

5o The said Tenant hereby agrees at all times during 
the term hereof, to keep true, full and accurate books of 
account wherein there shall, at all times be promptly entered 
a complete statement of all "gross sales" of merchandise made 
by said Tenant in and upon the demised premises. The Owner, 
its agents and accountants shall at reasonable intervals dur
ing the business hours of the Tenant, have the right to ex
amine said books of account either at the de:nised premises 
or at the office of the Tenant for the purpose of verifying 
the "statements of sales" submitted by the Tenant to the Own
er • as aforesaid. 

The Owner agrees that any "statements of sales" 
delivered by the Tenant hereunder are to be regarded as con
fidential and that the information contained therein shall 
not be divulged or published by the Owner but the same may 
be introduced in evidence in any proper action or proceedings 
between the parties, 

6. The Owner agrees to pay taxes on the property be
ing leased. 

7, The Owner agrees to carry insurance on the prop
erty leased with the exception of the plate glasses which in
surance will be carried by the Tenant during the life of this 
lease. 
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8. The Tenant is to pay the taxes and to carry the 
insurance on personal property belonging to him and used in 
connection with the business. 

9. The Owner shall keep the exterior of the demised 
premises, excluding any signs of Tenant, but including the 
foundation, roof, walls, supporting framework, abutting side
walks and canopies of the building in good condition and re
pair. 

10. The Owner shall not be liable to Tenant for any 
damage or injury to it or its property occasioned by wind, 
fire, water, or by any defect of plumbing, electric wiring 
or of insulation thereof, gas pipes, from backing up of any 
sewer pipe or from the bursting, leaking, or running of any 
tank, tub, washstand, water closet or waste pipe, drain or 
any other pipe or tank, upon or about said premises, nor for 
any such damage or injury occasioned by water, snow or ice 
being upon or coming through the roof, vjalks or any other 
place upon or near said premises, nor for any such damage 
or injury caused by the act, omission or negligence of co-
tenants or of other persons, occupants of the same building 
or of adjacent buildings or contiguous buildings or owners 
of adjacent buildings or contiguous property, all claims as 
against the Owner for such damage or injury being hereby ex
pressly waived by Tenant. The Tenant is to make and pay for 
all repairs made necessary by the negligence of himself, his 
agents, or his patrons. It is understood and agreed that 
the Ovjner is to be in no manner liable for injuries which 
may OCCUT to the persons or property of those who may come 
upon the premises in connection with the business of the 
Tenant v;hether they be employees or patrons of the Tenant 
or otherwise. 

11. The Tenant is to have the right to remove trade 
equipment and fixtures placed in the building by himself; 
however, any improvements v;hich become attached to the build
ing will become the property of the Owner at the end of the 
lease. 

12. The Tenant is to be diligent in caring for the 
property and its fixtures, including the plumbing, closets, 
pipes, wires and fixtures, and to keep the closets free from 
ice and other obstructions. 

13. At the end of this lease, the Tenant is to deliver 
the premises back to the Owner in good order and condition, 
natural wear and tear, and damage by fire and elements alone 
excepted, 

l̂ o The Tenant is to conduct his business in accordance 
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with applicable ordinances and laws and is to suffer no nui
sance to exist on the premises. No beer,- wine, or liquor is 
to be warehoused or sold thereon. 

15. The Tenant is to have the right to erect, at his 
own expense, a sign, but the size, style, character, location, 
and installation of said sign must first be approved by the 
Owner. It is understood that the Tenant is not to paint or 
allow^to be painted any signs directly on any part of the 
building, glass alone excepted and only under the above con
ditions. 

16. The Owner shall have a lien upon all property 
placed in the building by the Tenant during the term of this 
lease to secure payment of the rent. 

17. In the event of fire or total or partial destruc
tion of the building by any unavoidable accident or storm, 
the Tenant shall give immiediate notice to the Owner who shall 
thereupon cause the damage to be repaired forthwith, but if 
premises be deemed by the Owner so damaged as to be unfit for 
occupancy, or if the Owner shall decide not to rebuild, the 
lease herein granted shall cease and rent shall be paid to 
the time of the fire or calamity. In the event of partial 
destruction of the premises, or total destruction in the event 
the premises are rebuilt, the rent shall be abated proportion
ally during the time they are unfit for occupancy or partially 
unfit for occupancy. 

18. The Tenant shall not sublease the premises or any 
part thereof, nor assign this lease without the consent in 
writing of the Owner. 

19. The Tenant shall pay all utility bills during the 
term of this lease for utilities in such building being leased. 
Any redecorating or remodeling will be at the expense of the 
Tenant, Plantings and care of same in planting beds, if any, 
are to be done by and at the expense of the Tenant if the 
plants are inside the building. However, any plantings of 
trees, shrubs, flowers or grass as well as the maintenance 
of same on the outside of the building is to be at the ex
pense of the Owner, 

20. It is further understood and agreed that noises 
or odors deemed objectionable to the public or to other ten
ants of Monterey Center shall not be permitted. The use of 
loud speakers, radios, phonographs or television audio or 
other similar devices will not be permitted from the roof of 
the building or from sound trucks or from any other sources 
on the outside of the building without first getting per
mission from the Owner, The Tenant shall not cut any holes 
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in the roof for plumbing or air conditioning, or other de
vices used in connection with its business without first get
ting ̂ permission from the Owner in writing. Evaporative type 
ccDoling systems, and water cooling towers for refrigerated 
air conditioning systems, are not to be placed on the roof 
of the building. 

21. The Tenant is to keep the sidewalks and alleys 
adjacent to its building clean. However, the maintenance 
of pavement, and cleaning of parking areas shall be at the 
expense of the Owner. 

22. The Tenant agrees to pay to the Owner on demand 
a proportionate share of the electricity to operate parking 
lot lights, based on the Tenant's floor area ratio to the 
total floor area of Monterey Center, It is further provided 
that the parking lot is to have space for a minimum of 

cars and that the Owner shall keep the parking 
lot available at all times as a free parking lot for custom
ers of the shopping center diiring the term of this lease, 

23. The Tenant agrees to abide by and require its em
ployees to abide by all regulations issued by the Owner gov
erning the parking areas, streets and alleys and will have 
its own employees to park in Monterey Center areas as shall 
be designated from time to time. 

2^. The Owner agrees to keep employed an Administrator 
for Monterey Shopping Center whose office shall be in Monte
rey Center. 

25. In the case of default of any of the aforesaid 
covenants, the Owner may enforce the performance hereof in 
any of the modes provided by law and may declare the lease 
forfeited at his discretion, and he, his agent or attorney, 
shall have the right without further notice of the Tenant 
to re-enter and remove all persons therefrom without preju
dice to any remedies for arrears of rent, or breach of cov
enants, and he, his agent or attorney, may resume possession 
of the premises and relet the same for the remainder of the 
term at the best rent obtainable for account of the Tenant 
who shall make good any deficiency. 

26, It is agreed that the building is to be used for 
the operation of a 

during normal operating days and hours. 
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ATTEST: . MONTEREY CEf3TER, H '̂CORPORATED, 
Owner 

J . R, LEFrv/ICH, P r e s i d e n t 

ATTEST: 

Tenant 
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THE STATE OF TEXAS ) 

COUNTY OF LUBBOCK ) 

BEFORE ME, the undersigned, a Notary Public in and 
lor said County and State, on this day personally appeared 

of Monterey Center, Inc., a corporation, known to me to be' 
the person and officer of said corporation whose name is sub
scribed to the foregoing instrument, and acknowledged to me 
that he executed the same for the purposes and consideration 
therein expressed, in the capacity therein stated, and as 
the act and deed of said corporation. 

GIVEN UNDER MY HAND AM) SEAL OF OFFICE, This 
day of . , 195 . 

Notary Public in and for Lubbock, County, Texas 

THE STATE OF TEXAS ) 
) 

COUNTY OF LUBBOCK ) 

BEFORE ME, the undersigned, a Notary Public in and 
for said County and State, on this day personally appeared 

of , a corporation, known to me to be 
the person and officer of said corporation whose name is sub
scribed to the foregoing instrument, and acknowledged to me 
that he executed the same for the purposes and consideration 
therein expressed, in the capacity therein stated, and as 
the act and deed of said corporation. 

GIVEN UNDER MY HAND AND SEAL OF OFFICE., This 
day of ; , 195 . 

Notary Public in and for Lubbock County, Texas 

THE STATE OF TEXAS ) 
) 

COUNTY OF LUBBOCK ) 

BEFORE ME, the undersigned authority, a Notary Public 
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in and for said County and State, on this day personally ap
peared 
known to me to be the person whose name is subscribed to the 
foregoing instrument, and acknowledged to me that he executed 
the same for the purposes and consideration therein expressed. 

GIVEN UNDER MY HAND AND SEAL OF OFFICE, This the 
<iay of _, 195 . 

Notary Public in and for Lubbock County, Texas 

THE STATE OF TEXAS ) 
) 

COUNTY OF LUBBOCK ) 

ADENDA TO LEASE CONTRACT BET .̂'JEEN MONTEREY CENTER, INC. 

AND 

DATED 

AT LUBBOCK, TEXAS: 

It is agreed by both parties that the building is now 

•completed and the date for the term of this lease to commence 

is the day of , 195 . 

ATTEST: 
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