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This guide is prepared to assist all persons involved in the design, 
development, marketing, assessment and financing of successful 
condominiums.
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Summary
The history of the condominium form of housing 
tenure in Ontario is short and dramatic.

In 1967, Ontario legislation permitting condo­
minium ownership was enacted. Between 1973 and 
1981, some 125,000 condominium units have been 
registered. This number represents approximately 
12% of low-rise and 7% of mid to high-rise units. 
Clearly, in numbers alone, condominiums have be­
come an important part of the Ontario housing 
scene. Many projects have become lucrative, well- 
designed, landscaped, and maintained, successfully 
contributing to the stability of the surrounding 
community. However other projects have received 
publicity for their failings which have included 
poor sales, management and maintenance, high 
turnover rates and legal difficulties.

What then, determines the "success" of a condo­
minium project?

Although the answer to this question will differ 
from project to project, the authors of this guide 
have recognized certain influencing factors which 
are characteristic in successful condominiums they 
have studied in Ontario.

Using a residents' survey of 12 "successful" condo­
minium projects within Ontario, interviews with 
the development teams involved (i.e. planners, de­
velopers, architects), and coupled with their own 
experience with condominium design and market 
research, the authors have made observations 
which will be discussed in the ensuing chapters of 
this publication.

The primary purpose of this guide is not to offer 
final solutions to the still-evolving condominium 
concept within Canada, but to acquaint the reader 
with basic considerations in the design, marketing 
and maintenance of projects to ensure they become 
a "success" in the eyes of both producer and users.





TABLE OF CONTENTS

1 Introduction
The guide begins with a brief history and review of 
condominiums in Ontario indicating why condomin­
ium tenure grew in Ontario so quickly.

p.7
2 Case Studies
The Ultimate Test Is Resident Satisfaction

As the level of resident satisfaction is the ultimate 
test of a condominium project, twelve completed 
projects have been selected and residents inter­
viewed. The object was to identify significant 
factors influencing the acceptance and livability of 
the projects. The results have been compiled and 
analyzed and elements contributing to the success 
of these projects have been ranked.
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3 Team Experience
Condominium, A Team Effort

Successful condominium projects have usually re­
sulted from the combined efforts and experience of 
a coordinated development team. Their review and 
assessment of existing projects, evaluation of les­
sons they have learned from past work and their 
application of original creative thinking to the 
project at hand will increase the likelihood of 
success.

In this chapter, the team of authors provide a 
summary of their lessons learned and their con­
clusion that there are critical elements necessary 
to consider when planning a condominium project.

4 Critical Elements
Stacking The Deck

As illustrated by the conclusions from the case 
studies and from the authors' own experience, the 
central thesis of the guide is that there are a set of 
design and marketing factors which seem to have 
been consistently remembered by development 
teams producing successful projects. These critical 
elements to success can be split into two basic 
groups, each having five critical elements.

Identify The Target Market
When planning the development, the team 
should determine to whom the finished product 
will appeal. No successful condominium can or 
should be constructed, in the hope that an 
unidentified anonymous buyer will somehow like 
the particular result offered. The team should 
establish the target market in terms of:

1. buyer profile
2. project image desired
3. locational preferences
4. lifestyles of purchasers
5. affordability of product 

to the target market
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Analyze The Design Options
Architects and planners of successful 
condominiums have learned that project success 
is very sensitive to appropriate design and 
planning solutions. Purchasers have become 
sophisticated in their appreciation of suitable 
design and, given the choice between projects, 
will carefully evaluate the design features of 
each alternative.

Therefore, the development team must consider 
the design opportunities in terms of:

6. recreational amenities
7. project size
8. site development
9. building form

10. unit design.

p.22

5 Balancing Critical Elements
The Project Is The Fit

Each project must be the creative result of a team 
working with these elements and attempting to 
produce a desired product at an affordable price, 
providing developer profit and community 
endorsement.

This chapter does not provide a detailed technique 
for balancing the critical elements. It does how­
ever provide a checklist of considerations for each 
element and presents a chart indicating that for 
any specific housing form, price and lifestyle, 
there are a limited number of likely options for 
success.

I
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6 Sales Strategy
Show And Tell

A good condominium project, like all new products, 
must still be promoted. Awareness of the project 
must be developed in the target market. Suitable 
sales tools should be created. Good will must be 
established.

The objective of a systematic sales strategy is to 
start sales as soon as possible and reduce the 
expensive sales period to the minimum.

This chapter will briefly highlight the essential fea­
tures of a sales strategy.

7 Property Management
Not To Be Forgotten

Property management is the eventual concern of the 
owners but the creation of a smooth functioning, 
easily maintained project is the responsibility of the 
development team.

Good project design will include a large measure of 
property management feedback. This chapter high­
lights the main concerns of project operation.
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8 Conversions
A Subject In Itself

The conversion of existing rental projects to condo­
minium tenure involves a complex set of marketing 
planning, architectural, political, economic and 
technical issues which are not yet well understood; 
conversion to condominium has been one of the most 
studied planning subjects in recent years.

In this chapter, the guide reviews the physical im­
provements required, the logic behind conversions, 
municipal concerns, a discussion of likely buyer 
profile and building image inherent in converted 
buildings.

9 Appendices
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Introduction

Prior to the 1967 implementation of condominium 
legislation in Ontario, the three forms of tenure 
available were rental, freehold (in which there is 
clear title to the land) and co-operative housing (in 
which the purchaser owns a share in a corporation). 
Condominium tenure offered the purchaser full 
title to his dwelling, while sharing interest and 
responsibility in the common elements. The 
purchaser could sell and lease units without the 
approval of other owners. As freehold serviced 
land was becoming increasingly expensive, the 
condominium was intended to offer purchasers 
access to homeownership. Condominiums were 
thought initially to provide the solution to the 
problem of dramatic price increases in freehold 
ownership. Condominiums would offer the 
advantage of professional management and greater 
planning and design freedom. Renters could now 
purchase their dwelling units and create stability in 
the real estate market:

The initial projects in Ontario took two major 
forms. In the suburban areas, large projects were 
developed consisting of low, medium and high-rise 
forms while downtown condominiums tended to be 
small low-rise infill and cluster row house projects 
built as an ownership alternative to renting and to 
increasingly expensive single family freehold 
housing.

Many of these early projects were made feasible 
through financial assistance from government pro­
grams (H.O.M.E., A.H.O.P.), which intended to 
provide starter housing.

Condominiums initially were planned to standards 
very similar to those for rental housing. Both the 
cluster row house projects and the high rise 
apartment buildings offered site plans similar to 
rental projects. And the units themselves 
resembled rental units in appearance and features.

The relatively poor quality of some of the 
financially assisted projects harmed the image of 
condominium in Ontario. Converted rental projects 
were not originally designed with the level of 
features and finishes which would generate a sense 
of pride of ownership and the new-construction 
projects were built within a very stringent budget. 
The result was a public sense that condominium 
was an inferior or second rate form of 
homeownership.

Through the late 1970's and peaking in 1981, 
interest rates continued to climb and as 
government assistance programs terminated, 
owners of condominium units were faced with a 
financial burden when renewing mortgages.

Today, assisted and free market financing is more 
sensitive to the market both in terms of demand 
and long term affordability. This in turn inspires 
buyers' confidence, which when coupled with the 
new, better quality condominiums, results in an 
ever-improving image of the condominium as a 
form of home ownership.

1979 Downtown Infill
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Perceptions
The Ontario experience in the early 1970’s was 
dramatically different than the American experi­
ence had been. In 1971, 92% of Ontario condo­
minium units, both townhouses and apartments, 
were occupied by families. In fact, Ontario plann­
ing attitudes seemed to suggest that condominium 
housing was inherently a lower cost starter form of 
family housing.

In contrast, approximately 58% of the U.S. Condo­
minium market at that time was in non-family 
units for singles, empty-nesters or retirees.

In 1971, Ontario investors and lenders generally 
were not prepared to invest in projects for lower 
income groups unless the loans were secured by a 
government program. They felt that the future of 
condominiums consisted of three markets: starter 
housing, family housing for low to medium income 
groups and empty-nesters living downtown.

Since that time, perceptions have changed and 
today the Ontario market consists largely of non­
family medium to upper income groups, both subur­
ban and downtown.

Some residents 
a just walk away 
from it all
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The early projects were true pioneers, introducing 
a developmental concept with new legal, social and 
management requirements. Today, this form of 
tenure has evolved to serve an increasingly 
sophisticated and segmented market: a small in­
fill townhouse project in suburban Ottawa and a 
glass and chrome box on Toronto's Bloor Street 
each have clearly satisfied a market. Without 
condominium tenure, neither of these 
developments would have been possible. Thus, the 
condominium concept caters to a wide range of 
housing needs and tastes and is flexible, permitting 
house forms which reflect the needs of the times.
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A Neighbourhood Infill Project In Ottawa

Condominiums can fit various lifestyles. 
Homeowners can sell their house for a 
condominium unit in the same neighbourhood, 
retain equity while remaining near friends and 
family. Or by purchasing a downtown unit, they 
can embark on a new set of experiences fitting 
their changing needs.

No longer are condominiums seen as a stepping 
stone to eventual single family home ownership. 
Instead, condominium has become an established 
form of housing tenure appealing to a wide range 
of purchasers and producing many building forms in 
both suburban and downtown markets.
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Statistical Overview
Condominium completions have provided a 
significant portion of annual housing completions in 
Ontario. From 1974-1979, as total housing 
completions dropped, condominium completions 
generally rose. At its peak in 1977, 23,500 
condominium units were built, representing 29% of 
the total housing completions. By 1980 however,

after A.H.O.P. financing terminated, 
condominiums accounted for only 3,400 units or 6% 
of total completions.

Since 1981, both the suburban and downtown 
metropolitan condominium market has bounced 
back, especially in the medium-top high rise luxury 
market. There are fewer annual completions today, 
the units are larger and projects are smaller.

1974 - 1981Ontario Housing 
Construction
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What is a Successful 
Condominium?

This guide is intended to aid the development team 
in producing successful condominiums. But first, 
we must establish what is meant by a successful 
condominium.

There are key participants in the development 
process: the lender, the developer, the muni­
cipality, the architect, the neighbours, 
management and last but not least, the future 
condominium residents.

If the majority of these participants, including the 
residents feel that the completed project is

successful, it is considered successful for the 
purpose of this guide.

The residents' viewpoint is most important. It is 
their satisfaction with the project that creates 
pride of ownership and stability, which in turn 
establishes the project's good reputation and 
image. These are intangible assets which ensure 
that, throughout the life of the building, 
purchasers' investment will be secure and resale 
prices will be above market levels.

The achievement of this good reputation in a 
condominium can be traced to the knowledge and 
experience of the key participants who must 
become increasingly sophisticated in their 
knowledge of the problems and possible solutions as 
the condominium market becomes more complex.

How the KEY RARTICIMNTS view Success
Lender
"success is a secure investment 
and resale marketability”............

Developer
"success is selling at a profit"..._ B
Municipality __
"success is integration into 
community”........

...mp r HeflK
sales we

"success
design".

Architect
is award winning

••t**«*B

mrfi
W!!l

Neighbours
peaceful co-

Management
"no problems"

JlJpesidents

"I like it here ".................... ...........
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CASE STUDIES
Why They Are Needed
The ultimate test of the success 
of a condominium project is the 
level of satisfaction which its 
residents have with their dwell­
ing unit and with the overall 
project.

In order to identify the elements 
contributing to the success of 
condominiums, the authors 
carried out a survey of 12 com­
pleted projects each of which is 
generally considered to be 
successful.

The goal of carrying out the case 
studies was to determine if there 
is a core of common underlying 
critical elements of concern to 
residents, regardless of the char­
acteristics of the specific pro­
ject.

Critical , ^ 
Elements ^

How They Were 
Conducted
Projects chosen for the survey 
represent a cross section of con­
dominium activity, including 
low, medium and high density; 
apartments and townhouses; and 
mixed use projects. The re­
searchers sought design and 
functional elements worth re­
peating in other projects. In the 
interview portion of the case 
studies, each resident was en­
couraged to reflect on the 
strengths and weaknesses of 
their homes and projects in a one 
hour, in-depth interview inten­
ded to construct a composite 
picture of attitudes towards con­
dominium living.

The residents were asked why 
they had chosen their home and 
project, what their expectations 
had been, what their levels of 
satisfaction were and the ele­
ments of the project which they 
would like to see changed.

Five residents were interviewed 
in each of the twelve case study 
projects. Nine of the projects

were apartments and three were 
townhouse developments. Elev­
en projects were located in 
Metropolitan Toronto and one 
project in Ottawa.

The projects were selected to be 
representative of condominium 
projects across the province. 
They cover a range of prices, 
both new and older buildings, 
large and small projects in both 
urban and suburban contexts.

The interviewees had lived in the 
projects for varying periods of 
time; some had lived in their 
dwellings since they were new 
while others have purchased re­
sale properties. A resident pro­
file was constructed based on 
owners' descriptions of them­
selves and their families.
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The Conclusions
Despite the range of projects 
surveyed and the varied back­
grounds of the persons inter­
viewed, the comments of the in­
terviewees were surprisingly 
consistent.

The following two charts on 
pages 16-17 indicate the sum­
mary of reasons that apartment 
and townhouse residents ex­
pressed for selecting the condo­
minium.

Examining these charts, note 
that for high, medium and low 
rise building forms, house/apart­
ment design was considered most 
important by purchasers and the 
fit between project and pur­
chaser's lifestyle is number two. 
In addition, most projects were 
selected largely for neighbour­
hood ambience, freedom from 
maintenance, site design, pri­
vacy, security, exterior appear­
ance of the project and conven­
ience to shopping.

Recreational facilities were pro­
vided to varying degrees in the 
projects selected for analysis. 
While the residents interviewed 
downplayed their relative impor­
tance in their decision to pur­
chase, all people involved with 
condominiums find recreational 
facilities to be important in 
marketing the project. Pur­
chasers in the downtown adult- 
occupied buildings generally did 
not expect elaborate recre­
ational facilities whereas the 
more isolated suburban projects 
were expected to offer a wider 
range of facilities.

(Additional details of the case 
studies are included in Appendix 
A & B)
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A Selection of Quotes 
from the Case Studies:

"country living in the city"

"get a lot done for the maintenance fees we pay"

"the condo concept is only as good as the people involved. We're 
fortunate to have a high quality Board'

"we found that many people who had previously lived in the area 
returned to live at High Park Green"

"Pm not alone if l don't want to be"

"wide variety of restaurants and theatres"

Bi

"a wonderful place to live for older people"
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Why we chose our condominium.
Summary of case study results
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TEAM EXPERIENCE
The Development Team
Government policy-makers, lending institutions, 
developers, architects, engineers, managers, real 
estate brokers, advertising agents and market re­
search analysts all make up the •'development" 
team which has contributed immensely to the evo­
lution of condominiums in Ontario. By reviewing 
the successes and the problems of existing projects 
and applying the lessons they have learned, the 
development team continues to improve the con­
dominium project. Looking back at the past 15 
years, team members note several key landmarks 
from their experiences in condominium design and 
marketing.

Key Landmarks:
Condominium,
A \fehicle for Innovation
In the late 1960's and early 1970's, housing gen­
erally underwent a creative and exploratory era of 
trying to test the acceptable density limits of low- 
rise housing. Like rental housing, condominium 
offered the opportunity for innovative design and 
planning experiments including stacked town- 
houses, single family clusters, apartment/town- 
house mixes, townhouses with underground parking 
garages and garden apartments.

Many of these concepts met with short-lived 
success due to the Ontario buyer's basically 
conservative taste. But they contributed to the 
search for a mass-market product in which buyers 
and lenders would have confidence in their 
investment.

By the mid to late 1970's, development teams 
having a house-building background seemed to 
better understand the potential condominium 
marketplaces, bringing with them knowledge of 
what appealed to the single family house buyer and 
creating condominiums based on this knowledge.

The authors of this guide have been involved with 
many aspects of condominiums since the early 70's. 
Early on, they recognized that condominium tenure 
was of a different kind than rental accommodation 
— it offered the possibility of design solutions 
reflecting ownership characteristics. Issues such 
as security of investment, image and pride of ow­
nership quickly emerged. By the mid 1970's, proto­
type solutions such as the "resort/apartment 
complex" and the "large suite" were well es­
tablished. These responded to the two purchaser 
streams which essentially were empty nesters from 
either single family houses or apartments.

Condominium Purchasers Came from 2 Tracks: 
Single Family Homes and Rental Apartments.

"You liked our houses, 
you'll love our condominiums!"

:/ "Why rent when you can own?

18



Target Marketing - 
The Buyer Profile
Consumer feedback has always been the best test 
of success. As more condominium projects were 
completed, we were able to learn from the 
residents and to tailor our designs to consumer 
needs and preferences.

Target Marketing has had an important influence 
on condominium designs. . By analysing the 
population of projects, it is possible to form word 
pictures, or buyer profiles', of the consumers who 
purchase condominiums. These profiles have played 
an important role in influencing the design of our 
new projects.

The Characteristics of 
the Market Groups Overlap

The Empty Nester
We discovered that a large group of house owners 
were now potential condominium customers. Older 
couples whose children had left home no longer 
needed the large house. Many of these empty 
nesters were not satisfied in exchanging their 
house for rental accommodation, regardless of 
features offered. They wished to transfer their 
equity into a new dwelling which retained the 
familiar elements of their detached family house 
but offered work-saving features related to com­
mon management.

Some empty nesters wished to remain near and 
within their familiar neighbourhoods while others 
were ready to plunge into a new lifestyle, in a new 
location.
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The Large Unit
The desire to maintain house-like characteristics in 
apartments led to a suite layout revolution. The 
luxury rental unit layout of the 1960's was 
becoming the standard empty-nester unit of the 
late 1970*8.

The Small Unit of the Future
There is a perceptible and growing need in the 
1980*8 for smaller, less expensive condominium 
accommodation.

As the automobile industry has learned that down­
sizing means increased efficiency but not a desire 
for less luxury, so must the building industry 
recognize that in smaller units the critical 
elements simply become more critical.

INJEMSflY 
m m ft p&ik m is? ww

The new, more compact units must create an 
illusion of openess, a unique style and identity of 
their own. They should not be viewed as cramped, 
unimaginative second class accommodation. 
Rather, they should be desirable in their own right, 
more as expressions of personal lifestyles than 
solely as price expedients. Properly designed, they 
are well suited to the needs of the growing single, 
separated, widowed and divorced market. Where 
small units impart a sense of crowding, most 
people would rather wait to accumulate additonal 
equity to purchase a larger unit.

The Large Unit
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The Resort Apartment
Development teams were also monitoring success­
ful condominium developments in other jurisdic­
tions, particularly in the sunbelt American states. 
The monitoring of these projects and the changing 
market demands in Ontario led to the gradual 
implementation of the "resort apartment" concept.

Resort-styled apartments are designed around life­
styles, around serving the needs of people who 
expect far more than shelter, to whom their hous­
ing is an integral part of their active, participatory 
personal lives. The resort apartment caters to 
these needs, with extensive recreational and social 
amenities and innovative suite layouts and fea­
tures, set in a carefree atmosphere. These projects 
have most frequently appeared in suburban loca­
tions and have become the mainstream of con­
dominium development, with their comprehensive 
amenity packages, tailored suite layouts and rea­
sonable prices.

Townhouses - Price is Critical
Numerous successful townhouses condominium pro­
jects have been built in both urban and suburban 
settings. However, when prices have become too 
close to either freehold alternatives or medium- 
high rise apartments, townhouses have not sold 
well.

Generally, the key design factor is vehicular access 
and parking. In Ontario, due largely to climatic 
factors, the market has demanded in-unit parking 
and maximum unit independence from the project. 
Hence the design concepts offered by condo­
miniums such as stacking and clustering, seen in 
U.S. sunbelt projects, have not yet caught on in 
Ontario. A case has been made for providing small 
freehold lot single family accommodation as an 
alternative to stacking and clustering.
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CRITICAL ELEMENTS
Establishing the Critical Elements
From the case studies we have noted that unit 
design, lifestyle, site development and building 
form are among the factors considered most im­
portant to purchasers. And from the authors' ex­
perience, we have noted, for example, that identi­
fying the buyers' socio-economic profile and lo­
cational preferences is also very important.

Combining information from the case studies and 
team experience, we have prepared a list of ten 
critical elements or considerations in the de­
velopment of successful condominiums.

A development team faces two basic challenges in 
each project. Each must be met to increase the 
likelihood of success.

The first challenge is to define the target market 
accurately. Initially, many condominiums met with 
mixed success as the team did not attempt to 
understand who the buyer would likely be, where he 
came from, what he could afford and why he would 
select one project over another. Since then, 
successful projects have carried out extensive 
studies into targeting the project to precisely 
defined sectors of the market.

Critical
Elements

/Teawi
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The second challenge is to be knowledgeable of the 
various design and planning options, opportunities, 
and techniques and to be skilled and creative in 
their implementation. Physical site planning and 
project design has been considered as the role of 
the architect-planner. This role, however, reaches 
much deeper into the programming stage as the 
architect participates in early development options 
as a member of the development team, generating 
a dynamic interplay of design alternatives against 
market feedback.

The architect's initial task is to analyse the preli­
minary market information and examine them in 
terms of the five critical elements of design.

Balancing The Critical Elements
Many techniques can be used to create the project 
by means of working with inter-relating the ten 
critical elements. In the next section of this guide, 
each critical element is presented in more detail 
with the aim of providing the reader with a general 
awareness of the scope of each critical element. A 
checklist of factors to consider is provided for 
each element and by addressing these checklists, 
the development team must respond to the major 
issues affecting the success of its project,



Critical Elements 
of the
TARGET MARKET 10 Critical

1 Buyer Profile
Understanding the socio­
economic status of your 
target buyer.

4 Affordability
Understanding the pur­
chase price range for your 
target group. Considering 
how flexible or elastic this 
price range is and what 
features at what price will 
be sales-effective.

2 Location
Understanding the parti­
cular attributes of the site 
location. Considering the 
characteristics of the 
immediate neighbourhood, 
public transit features,

vehicular access, the gen­
eral image and ambience 
of the immediate environ­
ment and arrival routes to 
the site.

Understanding the feeling 
and atmosphere desired by 
purchasers for their resi­
dential environment.

5 Lifestyle
Understanding the time 
/life cycle of potential 
buyers and the extent to 
which the buyers will de­
mand or value recreation 
facilities on^ site. Ana­
lyzing the extent to which 
cultural, recreational shop­
ping and social facilities 
are available within walk­
ing distance of the site.
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Elements Critical Elements 
of DESIGK
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6 Recreation Amenities
Understanding the full 
range of possible facilities, 
the potential social inter­
relationships and benfits of 
each of the overall project, 
the costs and the potential 
demand for each facility.

7 Project Size
Understanding the implica­
tions of project size and 
density. Considering the 
issues of project scale as it 
relates to a sense of com­
munity and it relates to 
the existing neighbourhood. 
Approving the relationship 
between project size and 
project cost.

8 Site Development
Understanding the options 
for pedestrian, vehicular 
and transit access and cir­
culation within the site, 
conditions of privacy, sep­
aration of nuisance condi- 
tions, provision of a sense 
of arrival, environment 
conditions related to sun, 
shade, wind, topography.

9 Building Form 10 Unit Design
Understanding the options 
for building form, shape, 
and size and implication 
for privacy, orientation, 
relationship to the neigh­
bourhood.

Understanding aspects of 
unit size, organization fea­
tures, finishes, quality and 
the cost-effective alloca­
tion of the budget.
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individual Needs 
in a Mass Market
Most condominium projects are 
mass market products, designed 
well in advance of contact with 
prospective purchasers. It is im­
portant, however, that the de­
sires of the buyer be anticipated 
at an early date to increase the 
likelihood for a successful 
product. Once construction 
starts, apartment condominium 
design weaknesses may be locked 
in, unlike detached housing, 
where model homes can be added 
or dropped with ease.

Although it is not ideal to 
modify a design during construc­
tion, this possibility should be 
allowed for by the design team. 
Such flexibility, although costly, 
can allow for a continuous, 
market-oriented response to 
consumer needs.

Although the desires of each 
potential buyer may differ in 
details, careful research will 
enable the developer and de­
signer to identify general buyer 
likes and dislikes, space require­
ments, housing form and loca­
tional preferences. As is shown 
in the case studies, each project 
forms a distinctive identity and 
personality through the unique­
ness of its design, its size, and 
its appeal to the needs of indivi­
duals.

Buyer Categories
Potential purchasers can be cat­
egorized by age, marital status, 
number of children, income, 
occupation, present dwelling 
type, geographical location, and 
by any other habit a market 
researcher can identify. Seem­
ingly trivial habits may be tell­
tale signs of major lifestyle 
trends to an expert researcher.

The automobile market is an ex­
ample of sophisticated diversity, 
wherein there are markets

1. Buyer Profile ________
The Emergence of 
Markets within Markets

"we expected families to move in but in fact only a handful did'

"adult building—don't want to come home to screaming children" 

"fewer 1 bedrooms as they did not sell well"

"lived across the street—saw the buildings going up"

homes attracted professional couples and families, as

"this place has'doubled in price since I bought it"

"the value of my home has not increased proportionately with other 
projects”

)

I

I

26



li
^{S

H
GO

27



Th
e B

uy
er

 P
ro

fil
e

within markets for a product 
that essentially does one thing- 
transport people.

In the early stages of condomin­
iums, the market was assumed to 
be homogeneous and most pro­
jects were designed to provide 
starter housing for the family 
with children.

Experience has since revealed 
markets within markets in hous­

ing as well and projects have 
become highly specialized,
catering to specific buyer
groups.

Match Design 
to Buyer
In order to be successful, a con­
dominium project should identify 
its buyers in as much detail as 
possible. Once this is done, the 
buyer's lifestyle characteristics

can be determined and the 
physical attributes of the build­
ing can be tailored to suit the 
targeted group.

I
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Buyer Profile
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The Neighbourhood 
Oriented Project
Of all the factors influencing the 
success of a condominium pro­
ject, none has been as consis­
tently important as location. An

otherwise well-designed and are located in or near estab- 
implemented project may falter lished residential areas with a 
if it is poorly located in the eyes high ratio of older home owners 
of potential buyers. Neighbour- with grown families. Condomin- 
hood oriented projects have a iums tend to have less success in 
particularly good chance of new areas populated by young 
succeeding, particularly if they families.

"country setting in the middle of the city"

"quite fond of 110 Bloor, primarily because of its location"

"it works extremely well and we enjoy staying there. 30 seconds 
from my office"

"would move downtown ideally"

"its success could be attributed to a wide stream of locational factors
including:

- proximity to High Park
- minutes away from subway
- a commerical strip that went through a virtual renaissance 

just before development took place
- a surrounding neighbourhood that had never been abandoned 

by the middle class"
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Given a choice between moving 
to a project in their present 
neighbourhood and one across 
town, most buyers will opt for 
the nearby site because of the 
familiar surroundings and 
friendships in the area.

These attitudes are shown in the 
comments of individual residents 
surveyed in the case study 
portion of the Guide.

Analyses of site visitor traffic 
and sales figures in condominium 
projects indicate that the major­
ity of people either inquiring 
about or purchasing in a project 
come from within a 5-8 kilo­
metre radius.

Few Neighbourhoods 
Are Perfect
Most neighbourhoods fall short in 
one or more desirable character­
istics. If for example, transit, 
shopping, theatre and active 
nightlife is within easy reach, 
privacy and tranquility may be 
lacking.

It is becoming increasingly diffi­
cult for developers in urban 
centres to find ideal locations. 
Either the sites are already built 
on, or redevelopment will be 
opposed by the municipality 
and/or the neighbourhood resi­
dents. Increasingly, developers 
and their consultants are faced 
with the necessity of compensa­
ting for imperfect locations with 
comprehensive recreational and 
social amenity packages, sensi­
tive site planning, design and 
landscaping and upgraded fea­
tures and finishes. The case 
studies are eloquent proof of this 
trend.
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3. Image
The Desire for 
Houselike Features
Most condominium purchasers, in 
other circumstances, would 
choose to live in a detached 
single family house with its 
image of privacy, personal ex­
pression and stability. They look 
for house like features and 
images when selecting their con­
dominium. These include the 
garden, the fireplace, the 
pitched roof and the picket 
fence. But as the condominium 
purchaser is not in fact buying a 
detached dwelling unit, he ex­
pects the condominum unit to 
also have features which the 
single family house cannot pro­
vide - an identifiable image 
created by the building exterior, 
its name, and its arrival se­
quence.

The possible images of the 
successful condominium are 
many. But all should impart a

sense of good feeling — a 
meshing of the project image 
with the self-image of the 
potential purchaser.

Building Exteriors are 
Statements
Facade design in the condomin­
ium is an art requiring great 
skill, creativity and taste. The 
exterior image, mood and theme 
of the condominium must comm­
unicate the personality of the 
purchaser to his friends, visitors 
and the outside world. While the 
range of possible images is large, 
each solution must be carefully 
executed.

"looks like another office building"

"architecturally, it could have established a pattern of sorts, but 
really it could have been a lot worse"

"out of place in relation to the surrounding neighbourhood, but a nice 
building'

"although the townhouses were slow to sell, we maintain that they 
were important to the overall image of the project"

"planning staff recommended approval on the basis that the scheme 
had been designed to minimize its impact on the abutting area"



What's In A Name?
In addition to a stylistic archi­
tectural expression, the name of 
a project also conveys the 
desired image.

A condominium name can 
establish an appropriate image 
appreciated by the purchaser. 
Many condominium projects have 
provided such traditional attach­
ments as "Mews, Lane, Village, 
Court, Square and Place."

Images of exclusivity and anon­
ymity have been suggested by 
projects known by their street

Image

address which may become a 
landmark name in its own right.

Other condominium projects 
imply romance, sophistication 
or elegance by selecting names 
of famous cars, people, and 
places, sometimes expressed in 
other languages.

Arrival is a Ceremony
A successful condominium must 
create an appropriate level of 
reception at the point of arrival, 
whether lobby, front door or 
entry gate. As in a single family 
house, the visitor expects to be 
received rather than walk in

unheralded through a back door, 
underground parking garage or 
endless corridors.

The sequence of arrival, both 
vehicular and pedestrian, should 
be analyzed carefully. The image 
of the arrival sequence is 
critical. It should be sympa­
thetic to the neighbourhood and 
not overstated; the purchaser 
should feel that the sequence is 
appropriate and makes guests 
feel appreciated, not humbled or 
embarrassed by officiousness.

Project security must be de­
signed so as not to impose unduly 
on visitors and guests.
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4. Affordability

Some Costs 
are Fixed
While it is generally to the ad­
vantage of both developer and 
purchaser to end up with the 
lowest sale price possible, there 
are many, more or less fixed, 
costs which are not totally under 
the control of the developer, 
such as the cost of zoned land, 
municipal levies, servicing costs, 
the cost of financing and for the 
most part the construction cost.

Some Costs are 
Flexible
The developer's and the ar­
chitect's expertise in design, 
project management and sales, 
make a great deal of difference 
in the so called soft cost area; 
however, that includes interim 
financing costs, design fees, ad­
vertising fees, and the cost of 
sales campaign and material. A 
good design will sell well and the

sooner a project is completed 
and sold out, the lower the soft 
cost per unit will be.

Construction Costs
Obviously, there are expert ways 
to keep construction costs to a 
minimum and the difference of

construction costs between two 
contractors for the same type of 
structure can be significant to 
be reflected in either lower sales 
prices or higher profits. Ef­
ficient construction techniques 
and management are a signi­
ficant part of the affordability 
equation.

Land Cost
Land cost, however, can be the 
most debatable component of 
the cost/sale price equation and 
will likely take the greatest ef­
fort of the developer to nego­
tiate, especially in the case of a 
need for rezoning. This is an 
area where a developer may take 
risks in anticipation of increased 
land value as a result of re­
zoning. However, the Ontario 
real estate market is sophis­
ticated enough to recognize 
Official Plans, Official Plan 
Amendments and Special Area 
Studies where potential rezoning 
could occur and the market 
value of such lands automa­
tically adjust in anticipation for 
such eventuality. Development 
commitments on unzoned land, 
however is still risky business.

"many people bought there because it was as cheap as renting"

"condos are not sensitive to the market" (price)

"when Casshaven was completed the prices were a breakthrough in 
the marketplace"

"neighbours participate in maintaining the project (for example, 
painting fences) to keep maintenance fees down"

"a lot of residents moved because of the very high resale values"
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Budget Allocation Value for the Money
Since the major components of 
the costs/sale price equation are 
predetermined, to a large 
extent, a development team 
must pay special attention to al­
locate construction costs not 
only effic iently but also to 
places where it creates the 
greatest impact; simply stated, 
to put the money where it can be

seen. The choice of finishes, 
fixtures, heating and cooling 
systems, the amount and type of 
indoor and outdoor recreation 
amenities, landscape materials, 
construction and security 
systems and the size of the 
dwelling units must all be 
weighed in to produce an end 
price that is within the reach of 
the buyer.

The lower the sale price, the 
broader the market is to draw 
from. Although sometimes there 
is an exclusivity factor, which 
seems to make a product more 
desirable when its price is raised 
by simply elevating it to a higher 
level of status, the main ob­
jective of every development 
team is to beat the competition 
on sale price. There is still no 
better way to sell than to offer 
the best value for the money.
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5. Lifestyle
Effect of Technology
Technological advances have greatly influenced 
personal life styles and affect the design of hous­
ing. People have increasing personal time avail­
able to tailor to their desired way of living

Lifestyle Characteristics
The key to successful condominium design and 
marketing is the understanding of lifestyle charac­
teristics. Most experiences show that successful 
condominium projects try to meet the particular 
lifestyles of their residents. In many cases, pur­
chasers choose a project because it reflects their 
chosen lifestyle or their desire to attain a lifestyle 
which the project promises.

For the majority of people rearing a family, home 
ownership has been the ultimate housing goal. 
However, once the family has grown, the same 
people may seek a replacement form of housing 
appropriate to their changing circumstances. For 
the increasing number of couples who choose not to 
have families and to the increasing percentage of

CMP iov RMHeAease, ha’m...

singles in today's society, the single family home 
lacks appeal.

Marriage breakdown has become a significant 
factor and an important generator of housing needs 
as couples divide, remain single or recouple and 
establish new households.

Although family formations and family sizes may 
once again show an upward trend, the non-family 
housing market will continue as a significant mar­
ket sector, with markedly different needs from the 
family sector. These needs are often best served by 
condominium housing.

The lifestyle characteristics of the non-family 
markets are varied and relate not only to family 
status but income, activity level, outlook and rec­
reational attitudes.

Lifestyle is an elusive word to define but, for the 
purposes of condominium development teams, life­
style means activities to be provided by the condo­
minium. These activities, which may be passive or 
active, may be provided either within the project 
in the immediate neighbourhood or elsewhere.



( Successful condominiums have promoted an identi­
fiable project image, including the level of active 
and passive recreation facilities and social inter­
action provided. The important task is to identify 
the target market and provide the activity package

appropriate to that market's needs and desires. 
Unless market research is carried out, it is very 
easy to under or over provide these activities and 
this will have a major effect on the project image.
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m privacy ^7

- x ~ ^

The Suburban Lifestyle
ft iMe rmte oF acuve fa&wt.
a«hvih'e« %r individuals artgrt>Of>*.

Lifestyle differs with Location

p

f

*
P

H

W;

M
m
B
i
p
K
*
I

li
I
«t

pi
mm
mm
m
M

$
m..

B

I

37



lifestyle Is Related To Location
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1

"mother chose Crescent Town 
because everything is within 
the project

'............ J

Lifestyle
"still miss our B'idB.ewood house,
10 years later"

"Pm not alone if I don't want to-be"

"one of the reasons we chose the 
Odklands was because there were 
not recreation facilities to 
maintain"

"convenient living for single people"

"wide variety of restaurants and 
theatres"

"country living in the city"
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6. Recreational Amenities
The proliferation of commer- j^q Recreation Facility
cially viable recreation facilities 0 , cr *
attest to the importance society 38 S. Oai6S r6atUr6 
places on play and social inter­
action today. Recreation features become a

focal point during the sales 
The traditional single family period. So an effective strategy 
house, by its private nature, ex- has been to complete the facili- 
cluded much of the possibility of ties at the beginning of the con- 
spontaneous social interaction struction period so they are on 
outside the family. display to potential purchasers.

(1) Projects of an equal level 
of luxury near urban centres re­
quire fewer amenities than their 
counterparts in the suburbs.
(2) Luxury projects generally 
provide more amenities than 
modest projects.
(3) Larger projects provide 
more amenities than smaller 
projects.

Implicit in the condominium con­
cept is the element of sharing, 
whereby a group of residents 
could finance a much more ex­
tensive recreational facility than 
a single family could. Further­
more, the recreational facility 
became a focal point around 
which social interaction could 
take place either spontaneously 
or by organization.

The size of this facility is depen­
dent on the location of the pro­
ject, the proximity of recrea­
tional attractions outside the 
project, the age and expecta­
tions of the buyers, the level of 
luxury desired, and the number 
of dwelling units in the condo­
minium.

The Recreational 
Facility as a 
Focal Point
Indoor and outdoor recreational 
facilities are generally grouped 
together in successful condomin­
iums. There are several ad­
vantages to such a grouping:
1. It increases social inter­
action, enabling residents to 'see 
and be seen'.
2. It gives life to the recrea­
tional area, by increasing activ­
ity.
3. It avoids duplication of 
facilities and is therefore cost 
efficent.
4. It minimizes the need for 
circulation space.
5. It allows for an interplay 
of architectural and landscaped 
spaces.
6. It allows for ease of super­
vision and maintenace.

Rules of Thumb for 
Shared Recreational 
Amenities
While the extent of recreational 
facilities is subject to many con­
siderations, a clear pattern is 
emerging:

(4) Within a project, a developer 
may provide private facilities 
ensuite, including saunas, exer­
cise rooms, rooftop terraces, 
etc. to compliment shared fa­
cilities.

indoor pool

billiard room
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Risk of Over-providing 
Recreational Pacifies
Recreational facilities are pro­
vided in condominium projects to 
cater to lifestyles, identified by 
market research. There is, 
however, a danger that both the 
developer and the market 
analyst may be lured into over- 
providing facilities as a market­
ing feature when a simpler solu­
tion would have done. The con­
sequence will be underused facil­
ities and high maintenance costs 
for the life of the facility. A 
well-balanced facility, Where 
needed,, will provide opportunity 
for social interaction, sport 
functions and private relaxation.

Many existing projects find that 
their recreation facilities are 
under utilized, particularly 
where professional staff organi­
zation of activities is not pro­
vided. Detailed market research 
in the planning stage can safe­
guard against the overbuilding of 
common facilities which have to 
be maintained at some expense 
by the owners for the life of the 
project.
Recreation facilities are often 
best utilized where leadership 
and programs are provided.
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Size of Recreational 
Facilities
For other than very high priced 
projects, it may take 400 or 
more condominium units to sup­
port an extensive recreation 
facility including an indoor pool, 
racquet sport facilities, fitness 
centre, whirlpools, saunas, activ­
ity rooms, party room, etc. 200 
units can maintain fewer facili­
ties. Townhouse developments 
and small apartment buildings 
are seldom capable of offering 
more than minimal facilities, be­
cause of their project size.

Such facilities must be easily ac­
cessible to all units in the con­
dominium and should not impact 
on the visual or acoustic privacy 
of the individual dwelling unit.
Condominium corporations fre­
quently have a management 
company run their project, the 
costs of which vary depending on 
the size and character of the 
project.
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A COMPARISON OF RECREATION FACILITIES
BN TWO PROJECTS
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7. Project Size
Is Bigger Better?
Public opinion used to be that 
more of anything is a good thing 
and that bigger is better! Con­
dominium projects generally fol­
lowed this philosophy at the be­
ginning because there was eco­
nomy in large scale construction 
and more units on a given piece 
of land resulted in lower land 
cost per unit. Great efforts 
were expanded to rezone lands 
toward this objective. Units per 
hectare and total allowable gross 
floor area became the key ex­
pressions in all feasibility 
studies, and more of each were 
indicators of success. With the 
evolution of condominiums with 
extensive recreation areas it 
became even more critical to 
have at least a minimum number 
of dwelling units able to support 
the ever increasing amenities. 
The total number of units in 
urban projects were not as cri­
tical as in suburban projects 
because the city itself was con­
sidered to be the amenity. This 
is why small, infill projects with­
out recreation facilities were 
possible in near downtown areas. 
In order to provide an attractive 
package in the suburbs, however, 
at least 200 dwelling units were 
required, but several successful 
developments exceed 400 units.

Small is Beautiful
While from a landcost and ame­
nity point of view a large su­
burban project appeared to be 
valid, smaller scale urban 
projects offered intimacy, style 
and exclusivity at a higher com­
parable cost.

Considering thd general di­
rection of the economy and the 
realization that "big" is some­
times wasteful, "downsizing" or 
creating better efficiency be­
came the trend of the 80's. 
Small is now considered 
beautiful.

There is, no doubt, an element of 
necessity in the downsizing

trend, but the composite lesson 
to be learned from all the trends 
to date is that people would like 
as large a unit as possible with 
as much amenities as possible in 
as small a project as possible for 
a given price.

Naturally not everyone of these 
objectives can be maximized in 
every project without infringe­
ment on the other desires. The 
size of land, location, by-laws 
and the target market practi­
cally determine the overall buil­
ding bulk and the number of 
units.

It may be possible, however, to 
reduce the apparent bulk of the 
project by architectural means. 
Two smaller buildings, in place 
of one large one, could be one of 
such solution to reduce size 
while maintaining total bulk.

Factors Which Affect 
Project Size:

Zoning Regulates Size
Official Plans and zoning by­
laws regulate total population in 
a Municipality. This is done by 
setting limits to the number of 
dwelling units per hectare and to 
the total gross floor area of the 
building on each lot, which have 
a direct bearing on building size 
on a lot.

Economy of Size
To make more of anything takes 
less effort per unit in an indus­
trialized society, therefore a 
large project is more economical 
to construct that a small one and 
can be sold cheaper. Conse­
quently, from the developer's 
point of view, a larger project is 
generally more desirable.
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Size and Density 
are not the Same
A large number of small one- 
bedroom units on a given piece 
of land may be high density 
(units per hectare) but have a 
low bulk (total gross floor area). 
Conversely, fewer but larger 3 
bedroom units on the same piece 
of land may be lower density but 
larger in bulk. -

Impact
A sudden change in the scale of 
a streetscape creates a visual 
statement that something fo­
reign has happened to the neigh­
bourhood. This potential 
problem may be overcome by 
sensitive architectural and land­
scaping treatment.

Human Scale

Market Absorption
Very large projects, are some­
times financed and may even be 
built in their entirety at once. If 
not sold out quickly, carrying 
costs may consume profits. Two 
smaller buildings in two phases 
are sometimes better than one 
large building.

Land Cost per Unit
Putting two homes on a lot 
where there was only one before, 
theoretically cuts landcost per 
unit in half. Increasing density, 
therefore should reduce the sale 
price, which is an incentive to 
build larger projects.

Large buildings tend to dwarf 
people around them into insigni­
ficance. A small building can be 
comprehended more easily in its 
entirety and will be less threa­
tening to the viewer. Buildings 
closest to human scale are most 
comfortable to look at, and 
everything else being equal, are 
more desirable.

rtMW&S

"the smaller the unit count, the stronger your sales will be"
"I like the size of the building and the security"
"I think the density is too high. It was the largest project in North 
America at the time"

More Units:
HI ZedJoe, tanJ pr wit
□ ca&trvdion c&t psr ortif
P eatvidng cast per unit

□ lAaease Mdi^ tulk.
IH Mosgase iwfaef an v&ghfevrht&d
D deduce ryiat^em&t cask; psr anit

n Mzkg mare recreational faaWe$ 
feasible

□ Make financing rnere difficult
□ market atwyticn fm 
P Iruraa&s eh&Hy

□ increase -traffic
□ Irmtee r/ear and “tear on

cormm eterwenfs

P Vodoce. pn&e per unit

Less Units:
P Increase M co&t pr onrf
P Increase Ccmtrvcticn cast per unit
P Kate prvj&d more exduzi/e
tU Reduce Mding bulk.
P lezten impact on neighbourhood
P Increase management caste, yec unit
P Increase cost off recreational 

■facilities p&r unit
P Kate financing ea&er
P deduce market ateapticn -time.
P Reduce density
P Reduce traffic.
P Reduce wear and tear cn common elements
P Increase safe prtas per unit
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8. Site Development

"hate to go out to dimer 
because the view is 
fantastic"

"we would consider this project 
as a good example of design 
resulting in integration of 
multiple-family units 
into established area"

48



(

t

Community Acceptance
Successful projects are helped by especially by increased traffic, 
the positive attitudes and good- by over-shadowing, by over­
will of their neighbours. It is taxing community facilities and 
helpful to the marketing of a by anticipated harm to property 
project if confrontations can be values, 
avoided between a development
and its neighbours. These However, it is often in the 
objections frequently result from neighbourhood's own interests to 
rezoning applications and are support condominiums, as they 
usually based on the perceived offer an additional choice of 
disruption of a neighbourhood, housing for residents. However,

the neighbourhood frequently 
does not perceive the long term 
planning issues as important 
when faced with r 

tfltll immediate decision.

saw As objections can seriously slow 
§« project approval and add to 

development costs, developers 
and consultants should try to 
meet the needs of the com- 
munity if possible. Such efforts 
frequently prove helpful in sub- 
sequent marketing.
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Public and private design objectives are often in conflict
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Controls |! Land Use

Every structure built for the use of an individual will affect others as 
well. Therefore controls are set to regulate what can be built.

The intended use of neigh­
bouring properties is of 
interest to property owners 
who wish to avoid 
objectionable activities 
near them. Zoning regu­
lations attempt to place 
only compatible uses 
adjacent to one another.

45^
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Public vs- Private Aspirations

The following development criteria reflect the general areas of 
public concerns with official plans, municipal policies and by-law

IS Density
In order to maintain homo­
geneity in a neighbourhood, 
the intensity of develop­
ment is regulated by limit­
ing the number of dwelling 
units buildable on a given 
land area.
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■Height

While the same density 
may be achieved in either 
higher or lower buildings, 
some neighbourhoods have 
been developed in a partic­
ular building form common 
to that neighbourhood, to 
preserve this character, 
maximum building height 
regulations are imposed on 
all developments in the 
area.

11 Setbacks
Distances of buildings from 
Streets, lot lines or other 
buildings are intended to 
safeguard the traditional 
standards of visual privacy 
and streetscape.

M Coverage
The amount of lot area 
covered by buildings is a 
measure of the intensity of 
lot use and not of density. 
However, when more of 
the lot is covered by build­
ings, the impression is one 
of more density.

The total amount of build­
ing volume buildable on a 
lot is the bulk of the build­
ing. This is the true quan­
titative measure of visible 
density. Bulk is limited by 
controlling the number of 
units per hectare, the total 
floor area of the building, 
and the heights and shapes 
of buildings.

j!f Parking
Additional traffic and 
parking on existing streets 
is not welcome in any 
established community. 
Parking standards are in­
tended to accommodate 
the impact of the new pro­
ject by specifying the 
number of parking spaces 
to be provided for owners 
and visitors. The amount 
varies from urban to sub­
urban areas and according 
to the clientele expected 
in a project. Availability 
of public transit tends to 
reduce parking require­
ments.

fjShadows
Although not usually stated 
directly in by-laws, height 
and set back limits are 
partially intended to deal 
with shadows. Some muni­
cipalities state policies on 
the number of hours of 
overshadowing permitted 
by a new project on its 
neighbours.
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Design Objectives
There are critical aspects of a 
project which relate to physical 
constraints such as the layout of 
the site, the layout possibilities 
within the building and the over­
all shape and appearance of the 
building. All of these require

continuous reassessment in a de­
sign process where all the pieces 
are fitted together in a coherent 
whole to provide an answer to 
desires indentified in the Target 
Market Section of this book. 
While the Target Market Critical

Elements state conditions to be 
satisfied, critical elements of 
Design are the solutions to these 
conditions. Not all elements are 
equally important, nor are they 
all equally possible to maximize.
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I.The Arrival

A feeling of pride in one's home 
and a desire to create a good 
first impression are important to 
a home owner, regardless of the 
housing form.

Arrival should be an event and 
should be expressed in architec­
tural terms. Smaller projects 
may express the sense of arrival 
with no more than an entrance

gate and canopies over individual 
unit entrances.

The experience of arrival at a 
house and being received by the 
host is an important event, one 
which can be difficult to dup­
licate in an apartment. A 
successful condominium must 
create a cumulative impression 
of welcome, from the reception

at the main door, through the 
lobby, the elevators, corridor 
and suite entry.

Garage entrances are often for­
gotten as points of entry. 
Garage lobbies should be treated 
as main entries, appropriately 
reflecting the building's charac­
ter.

Arrival is a Ceremony
The Gate
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2-View
Views are important to the 
success of a condominum proj­
ect. Most people prefer living on 
either the lowest or upper floors, 
the former for convenience and 
peace of mind, the latter for 
views and prestige. When 
designing for views, consider sun

orientation, character of vistas, 
freedom from obstruction, char­
acter of street and grounds 
views and privacy from other 
units.

An objective of a good site plan 
is to minimize undesirable views

and to exploit the potentials of 
good views to maximum 
advantage. Sites with limited 
view potential can provide 
inward-looking interest with 
courtyards, landscaped areas and 
activity areas.
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Adjacent 
buildings 
should not 
obstruct
views
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3
Orientation

General
Although most people like the 
sun, some prefer to be in sun­
light, while others prefer to be 
in the shade, looking out on 
sunlit areas. Few people prefer 
to be in dimly lit spaces.

Orientation in site planning is 
the art of placing public and 
private spaces to suit most 
people's preferences with re­
spect to sun and shade.

Recreation Area 
Needs Sunlight
The orientation of common fa­
cilities, especially swimming 
pools is best facing the south­
west sun directly or through sky­
lights if necessary. Although 
recreation facilities must often 
be placed below grade, exercise 
rooms, swimming pools, party 
rooms or lounges must have 
natural light either through sky­
lights, or special grading.

Different Plans
for Different Orientations
It may be incorrect, therefore, 
to plan a two building project 
with exactly the same plan if the 
buildings had different orienta­
tion. In the diagram below, the 
order of preference for dwelling 
units in Building fil would be as 
before, but for Building #2 the 
likely preference would be P, L, 
M, 1, O, N, J, K, in descending 
order. No matter how one turns 
or flips the plan of Building 1, 
the equivalent order in the 
location of building 2 can not be 
attained. It may be argued that 
units 3 and K are preferred to B 
and C in building 1, and that O 
and N are the near equal of G 
and F in building 1. Therefore, 
building #2 may be considered as 
having a somewhat superior 
orientation overall because it 
has fewer "undesirable" units 
such as B and C.
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Match Orientation to Target Market

Referring to the diagrams, 
Ontario preferences for dwelling 
unit orientation are indicated.
The overall design should 
acknowledge that some north 
facing units may be desirable to 
add to the variety of units and to 
provide '^price leaders". What 
appears to be a disadvantage in 
orientation may be turned to an 
advantage with a proper market­
ing strategy.
While it is not possible to place 
dwelling units on the site so they 
all face the preferred southwest 
orientation, it may be possible to 
create a hierarchy of dwelling 
unit types in which the order of 
size, price and order of orien­
tation preferences match. Thus 
units B and C in the above di­
agram could be the smallest, 
while unit H the largest and 
most expensive.
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4 > Open Space
Common Open Space
Open spaces around a project 
help form the initial impresssion 
of the site to passersby.

Areas allocated for the use of all 
residents in a condominium are 
common open spaces and may 
accommodate active or passive 
activities. Such open spaces may 
be treated as children's play 
areas, tot lots, general activity 
areas, ball playing areas, passive 
landscaped areas, ornamental 
gardens, barbeque areas, swimm­
ing and sunbathing areas. Drive­

mxp pe imt&mp 
wn>i txctcmmi

Apartment

ways and parking lots are also 
considered as common open 
areas.

These common spaces should be 
organized to provide the least 
amount of intrusion into private 
spaces and should be easily 
accessible to the residents.

The disposition of common and 
private open spaces must be 
carefully evaluated in order to 
avoid a conflict of lifestyle in­
herent in adult and family living.

Outgoing, affluent and childless 
adults will not likely require as 
much open space as less affluent 
families with many children who 
will likely have to spend more of 
their recreation time within the 
project.

In townhouses, active common 
open space is best located at the 
end wall of the houses, away 
from windows requiring privacy.
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In apartment projects, common 
open space should be integrated 
with the indoor recreational fa­
cilities for convenience and 
maximum visual impact.

Private Open Space
Where private recreation areas 
are provided as part of the total 
open space, they should be sepa­
rated from other open spaces to

preserve privacy. This can be 
done by fencing, landscape 
materials or grading.

Active open space should be de­
signed for seasonal changes. A 
hard surface area for general 
play in summer becomes a skat­
ing rink in winter.

Open space at grade can pene­
trate the building wall in the 
form of a colonnade, providing 
weather protection and easing 
the abrupt condition where wall 
meets ground.

Colonnade successfully 
merges public and 
private open space

Open Space for Cars
While parking areas and drive­
ways contribute to the visual 
openness of a project, keep these 
elements as small as functionally 
possible.

The extent of roadways and 
parking varies with the form of 
housing and the type of parking 
proposed, whether in-unit,

surface or underground. The 
more parking that is placed 
underground, the more potential 
there is for landscaped open 
space.

Surface parking areas must be 
designed to facilitate easy snow 
removal and storage.
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^Hierarchy of Spaces
Not all spaces are equally Impor­
tant and not all can be perceived 
at the same time. Spaces unfold 
to the viewers in a sequence 
which can be planned by the 
designer. A large space has more 
impact if the viewer has to go 
through a narrow space first.

Experiencing the interplay of 
spaces is an adventure. In urban 
settings, the spaces between 
buildings are often more impor­
tant to the public than the build­
ings themselves.

An
Urban
Space
Adventure
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■ Security
Building security is becoming a 
significant feature in condomin­
ium apartment housing. Large 
projects have more security 
options open to them. Small 
projects, unless they are very 
luxurious, cannot afford a door­
man, for example. While many 
projects can be successfully 
marketed with unmanned elec­
tronic security systems, there is 
a need for projects offering a 
full security package, including a 
doorman, TV monitoring, ensuite 
emergency buttons and protec­
tion for owners. Buildings with 
full security will appeal to spec­
ific markets and needs. While 
many people appreciate the 
peace of mind offered by secur­
ity, other may feel uncomfor­
table with such surveillance.

Security

through the Gatehouse

through Monitoring

18 Privacy
General
People seek privacy from visual, 
acoustic and other forms of en­
croachment. Like freedom, pri­
vacy in society can not be 
absolute, but should be maxi­
mized.
When several dwelling units 
share the same lot, individual 
freedom is automatically 
reduced.

In the design of condominiums, 
one dwelling unit cannot sub­
stantially encroach on the pri­
vacy of another dwelling unit 
without destroying the balance 
inherent in the condominium 
concept which includes indivi­
dual control over one's dwelling 
unit, and its privacy.

Visual Privacy

by Landscaping

by Adjacent blank walls

Visual Privacy

Unit owners wish to perform 
activities within their personal 
spaces away from the view of 
others. Traditionally, walls and 
distance were the only barriers 
which separated this private 
activity from public view.
In condominiums, visual privacy 
can be achieved by several 
means, including building orien­
tation and window placement.

by Topography

by Orientation
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Building location affects visual privacy...

in apartment complexes
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Acoustic Privacy
Good sound insulation from out­
side noises is also important to 
condominium owners.

Often, sources of nuisance noise 
at ground level can be minimized 
by site planning, through the

erection of sound barriers in the 
form of earth berms or acoustic 
walls.

Acoustic Privacy...

through Barrier Housing through the One-way 
Oriented Apartment
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Low-rise Site Development Considerations
A buffer mtu be created by 
distance and landscapings to 
separate units from a busy

Units vith the largest bedroom 
count should be located at the 
ends of buildings*

Very long revs of units should 
be avoided vhere possible.

Vehicular circulation pattern 
should be clear and facilitate 
easy service truck manoeuvring.

:Propospd new building form should 
reflect scale of existing 
neighbourhood. These goads can 
be designed to reflect the massing 
of the adjacent single family 
houses.

CQ
3

Privacy yards should face 
avay from vehicular traffic.

Valkvays should be provided to 
adjacent shopping.

Privacy yards should face inuard 
and face each other rather than 
the street as other front yards.

Private road should be vide 
enough to allov Municipal 
Vehicles for garbage pick up.

Units should be grouped in as 
fev numbers as possible around 
as short a street as possible.

Condominium townhouse projects 
should not exceed 200 units, if 
possible, and should preferably 
be broken down to smaller 
unit groups around identifiable 
street patterns.
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9. Building Form

From the House of Our Aspirations... 
we conceive the building form

mm:?.

History
Buildings have always served to 
provide not only protection from 
the elements but also to express 
society's aspirations. The great 
temples throughout history have 
performed their function ef­
ficiently while providing an ex­
pression of the cultural, political 
and social attitudes of the day.

The Greek Temple
Likewise, domestic buildings 
have traditionally provided the 
basics of shelter while also act­
ing as a means of artistic ex­
pression.

1

1

"the three-winged building design afforded maximum window and 
view capacity"

"exterior appearance is unique"

"we designed these townhouses to appear like three large colonial 
homes; the design approach satisfied local ratepayers who had large 
lots and expensive homes"

"corridors like a small street in Paris"

"should have our own parking spots!'

"units have a high degree of individuality in facade treatment"

Determinants of 
Building Form
Building form is the expression 
of all considerations and con­
straints facing the development 
team. These include aesthetic 
and design aspects such as de­
sired building image, design for 
views and privacy, the availabil­
ity of land, zoning controls, top­
ography and site orientation.

The following sections present 
these aspects in some detail.

i
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1, "Form Follows Function*
The steam locomotive, the 
wristwatch and the traditional 
house each have a physical form 
which represents its function. 
The relationship between form 
and function is not easily under­
stood.

When the architect Louis 
Sullivan expressed his philosophy 
so succinctly, he conceived ar­
chitecture as "a spiritualization 
of function and form which must

both mirror and organize the 
social and cultural forces of 
each epoch." However, in the 
ensuing years, the predominant 
international movement of de­
sign portrayed buildings as 
mechanisms for shelter. For 
many years since then, the utili­
tarian box has been considered 
the appropriate expression of 
this function.

Domestic architecture in 
Ontario, however, has never fol­
lowed the international style 
with much conviction and houses 
designed in the image of tradi­
tional styles have always been 
well received by the market. 
Our aspirations for homes led to 
the proud urban neighbourhoods 
such as Toronto's Kingsway, 
Rosedale and Lawrence Park.

While rental apartments of the 
1960's were certainly utilitarian 
in appearance, current condo­
minium trends suggest images of

the popular residental buildings 
of the pre-international style 
era, constructed in the first half 
of this century. While mid to 
high rise condominium buildings 
in fact remain essentially simple 
functional building forms, decor­
ation and ornamentation have 
returned in style.

The re-introduction of tradi­
tional themes in condominiums 
provide an increased sense of in­
dividuality to the building and a 
more identifiable Tiouse-like" 
image, the more articulate de­
tailing and differentiation of 
individual component parts such 
as bay windows, balconies, ter­
races, and porticos has helped 
provide a new richness and com­
pleteness to recent condominium 
projects. And the introduction 
of such functional elements as 
terraces, balconies, solar iu ms 
and sloping glazing truly carries 
on the tradition of "form follows 
function" using current technol­
ogy.

In Addition to Utility, Function is Everything We Deem Important
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£»< Availability of Land
In the evolution of condominium 
projects in Ontario, higher den­
sities have been allowed on 
urban lots, but the larger size of 
available suburban lots often 
results in a large building bulk.

■ Controls
The purpose of controls, in 
general, is to maintain the 
character of a neighbourhood. 
Geometric limitations in by-laws 
may result in different geomet­
ric solutions and therefore a 
different building form.

II Site Dynamics
Specific site conditions can 
affect the form a building will 
take. A desirable view, pre­
dominantly in one direction, may 
requiree a building in which all 
dwelling units face one way.

Urban Lot: i ac.
Density: 60 u.p.a. 

No. of units: 60 units 
Result: small building

Suburban Lot: 4 ac.
Density: 40 u.p.a. 

No. of units: 160 units 
Result: large building
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11 Topography
Topography is often better to 
accommodate than to fight. 
Rather than level the site, 
accept the change in levels 
which may lead to exciting 
building forms.
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Every building form has 
pedestrian and vehicular 
movement characteristics. In 
principal, purchasers prefer a 
minimum of access through 
common areas. Townhouses with 
individual garages, apartments 
with minimal corridors and 
parking garages with short 
walking distances are most 
successful. In Ontario, successful 
projects have avoided "walk-up" 
conditions of even one storey. 
Building forms are best either 
grade related (i.e. less than half 
a storey from grade) or elevator 
served.

The journey

0, Circulation

to your door
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Circulation considerations...
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fy. Orientation

Building form should respond to 
the sun in order to maximize 
natural light and to respect 
energy conservation criteria.

In lowrise projects, this is 
largely done by site planning, but 
highrise buildings can substan­
tially improve orientation by 
appropriate building form design.

There is a potential conflict 
between the desire for view, 
natural light and energy conser­
vation. (Large windows con­
tribute view and light while 
small windows save energy.)

POOR
Low-rise Response

1
Naan

BETTER

12» Mfitf of me iwrs m.
01 m MflCIH ftPC w jus
run iw eaflwva#

STANDARD

High-rise Response
BETTER

The Linear Townhouse
In a townhouse development, 
typically on a street grid, south 
facing living areas (L) and 
privacy areas (P) are preferable. 
Living areas can easily be 
arranged to achieve this by unit 
design.

In a clustered townshouse de­
velopment, some living areas 
will face other than south orien­
tation but fewer privacy areas 
will be in shade.

STKCT
Linear and clustered 
townhouse orientations differ
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The Rectangular 
Apartment
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BUILDING FORM PROTOTYPES
The Detached House

There are few condominium pro­
jects which have adopted this 
housing form. In the mid 1970's, 
some attempts were made in 
Ontario to offer detached con­
dominium houses. The potential

of this housing form has not been 
reached, however, because the 
differences from freehold 
detached houses are not signifi­
cant in offered price or in life­
style.

Characteristics of 
—the Detached House—

1) Traditional family values
2) Image of stability
3) Maximum Independence
4) Indoor outdoor relationship
5) Contact with the ground
6) Easy supervision of 

children
7) Status Easily Identifiable
8) Direct access to car from 

unit
9) Maximum privacy

10) Multi orientation
11) Basement space to expand
12) Low construction cost
13) High landcost

The Semi-detached House

While this housing form has been 
popular on the freehold market, 
its potential has not been ex­
plored as a condominium for the 
same reasons as the detached 
house.

Characteristics of the 
p-Semi'detached House..

1) Traditional family values
2) Image of stability
3) Some acoustical depend­

ence on neighbour
4) Indoor outdoor relationship
5) Easy supervision of 

children
6) Slightly less identity than 

detached house
7) Direct access to car from 

unit
8) Maximum privacy
9) Multi orientation

10) Basement space to expand
I i)Low construction cost
12) Slightly lower landcost 

than detached house
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The Townhouse

The condominium townhouse 
evolved as an economical altern­
ative to the freehold detached or 
semi-detached house, by in­
creased densities resulting in 
lower land costs per unit. The 
initial objectives were not to 
create an alternative lifestyle, 
but to offer as many of the tra­
ditional family features of the 
detached house as possible at a 
lower cost.

The suburban townhouse tends 
to follow this format, while the 
urban townhouse, by virtue of its 
higher landcost, tends to cater 
to higher income professionals 
with an adult lifestyle. Success­
ful condominium townhouse pro­
jects have individual garages and 
as few levels as possible to 
approximate the traditonal 
detached house.

The Stacked Townhouse

and out of concern over the pro- the market due to inconvenient 
liferation of highrise apartment vertical circulation, acoustic 
projects, the stacked townhouse problems, expensive construction 
was created. By various archi- cost and usually lack of direct 
tectural methods, it was possible access to the car. While none of 
to provide reasonable outdoor these problems are unresolvable, 
open spaces for family living for the landcost advantages were 
every dwelling unit. This form eroded by the disadvantages.

Characteristics 
__of the Townhouse___

1) Traditional family values

2) Image of stability

3) Some acoustic dependence 
on neighbours

4) Indoor-outdoor relationship

5) Contact with the ground

6) Easy supervision of 
children

7) Somewhat less identity 
than semi-detached units

8) Usually direct access from 
unit to garage

9) Maximum privacy

10) Multi orientation

11) Basement-space to expand

Characteristics of 
the Stacked Townhouse

1) Approximation of tra­
ditional family values

2) Reasonably good visual 
control over chiIdren

3) Large privacy patios or 
terraces

4) Horizontal and vertical
acoust ic interdependence
on neighbours

5) Generally indirect access 
to the car from the unit

6) Often too many steps are 
required to reach the upper 
unit

7) There is no basement to 
every unit

8) High construction cost 
compared to single family 
houses
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The Mid-rise Apartment

This form of housing was estab­
lished as popular rental accom­
modation in Ontario's early 
history. Garden court apart­
ments of three or four storeys 
blended in with the housing 
street-scape. On small urban 
lots, these apartments could not 
compete with urban townhouse 
or highrise apartments.

Where larger lots were available 
to permit greater number of 
units and somewhat greater 
heights (of about 6 to 8 storeys), 
this housing form flourished. 
The problem is the need for 
costly elevator service in a 
relatively low rise form.

Characteristics of the 
__Mid-rise Apartment—

1) Most dwelling units are not 
in contact with the ground

2) Supervision of children is 
difficult

3) Generally not conducive to 
traditional family style 
living

4) Adult lifestyle is most 
predominant

5) Indirect car to unit access
6) Usually well suited to 

urban streetscapes of 
human scale

7) Lack of individual identity; 
however depending on 
architectural expression, 
group identity may be a 
substitute

8) Lower land cost per unit 
than urban townhouse land, 
but higher than suburban 
highrise land

The High-rise Apartment

This building form evolved from 
planning objectives for higher 
densities and by the evolution of 
efficient reinforced concrete 
construction techniques. Origin­
ally the highrise apartment was 
geared to rental occupancy.

Government incentives encour­
aged "starter homes" in the early 
1970's which introduced this 
building form on the condomin­
ium scene. Today, this form is 
the most popular for adult life­
style condominiums.

Characteristics of the 
—High-rise Apartment—

1) Most dwelling units are not 
in contact with the ground

2) Supervision of children is 
difficult

3) Generally not conducive to 
traditional family style 
living

4) Adult iifestyle is most pre­
dominant

5) Indirect car to unit access
6) Historically most

prominent in suburbs on 
large landscaped lots

7) Lack of individual identity; 
however, depending on 
architectural expression, 
group identity may be a 
substitute

8) Generally lowest land cost 
per unit of all forms of 
housing

I

!
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The Mixed Use Building

The mixed use building, while 
not strictly a physical form, has 
certain characteristics to qualify 
it as a separate building form 
category. It can be either a 
midrise or highrise form with a 
commercial base which creates a

podium or arcade, separating the 
condominium dwelling units from 
the street. This form requires 
public exposure for the viability 
of its shops, so it is usually 
located in central urban loca­
tions.

Characteristics of the 
—Mixed Use Building_

1) Located in busy centra! 
urban areas

2) Building is very close to 
the streetline, therefore no 
dwelling units are placed 
on the ground floor

3) Ground floor is allocated 
to commercial use

4) There is no direct access 
from garage to unit, often 
the commercial parkirgg i 
combined with the resiura,- 
tial parking

5) In many cases parking 
standards are minimum In 
anticipation of public tran­
sit

6) Most dwelling units are not 
in contact with the ground
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10. Unit Design
Home Sweet Home
The dwelling unit is the last ele­
ment in the journey through the 
condominium project, and it is 
the most personal. The dwelling 
unit in the condominium project 
is the equivalent of the house in 
the traditional sense and as such 
it embodies our perceptions and 
aspirations in society as much as 
it envelopes and accommodates 
our daily activities. As the 
house traditionally represented 
shelter, safety, warmth and cozy 
family-to-getherness, so must its 
modern equivalent, the condo­
minium dwelling unit, offer more 
than mere space to accom­
modate eating and sleeping; It 
also must be a home.

Layout to
Accommodate
Lifestyle
The buyer's lifestyle must be re­
flected in the unit layout: a
family with two young children 
would likely want the space di­
vided into compartments so that 
each member of the family can 
have privacy and thus the em­
phasis would be on bedrooms, 
whereas a young couple having 
the same floor area may prefer 
more space allocated to living 
areas for entertaining.

It follows that lifestyle is as 
much a determinant of unit lay­
out as the number of accupants, 
the number of bedrooms or af­
fordability.

Unit A

Same size units
may accommodate 
different bedroom counts

The number of bedrooms has di­
minished in importance in 1980's. 
In its place appeared 'Viet floor 
area" as a quantitative and "life­
style suitability" as a qualitative 
measure of value.

Establishing Unit Size
Historical Standard
The average traditional three 
bedroom bungalow in Ontario is 
around 100 in floor area. A 
slight majority of people in

Unit B

)

I
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Ontario have grown up in houses 
of this size and perceive rooms 
and relationships with a house 
biased frame of mind. When this 
population searches for a condo­
minium dwelling unit, they view 
room sizes by the same standard 
as the house they grew up in. 
The only obvious variable contri­
buting to the overall floor area 
is the number of bedroom units 
of 90, 100 and 110 m^ of floor 
area respectively, ought to be 
the average guideline for basic 
comfort.

Marketability
Condominiums can not be 
averaged, however, because each 
project is specially targeted for 
a specific segment of the popu­
lation and few are aimed at 
basic comfort levels. A small 
60 m^ one bedroom unit in down­
town Toronto may represent lu­
xury, while 70 m* in a suburban 
project may be found in­

adequate. Luxury condominiums 
of the late 1970's in Toronto 
tended to average near 200 m2 
with some penthouse suites near­
ing the 400 m2.

Cost and Affordability
There is a co-relation between 
lifestyle vs. affordability and 
zoning constraints vs. sale price 
wherein a delicate balance of 
the first two factors must be 
weighted against the delicate 
balance of the latter two factors 
in order to arrive at the correct 
unit size. It is an economic 
reality, that the last m2 of a 
dwelling unit is less expensive to 
construct than the first by a 
substantial amount. Thus to in­
crease a 100 m2 unit to 101 m2 
costs very little in proportion to 
the total. Yet the unit layout 
may be improved substantially 
by this small increase in floor 
area. Zoning by-laws generally

regulate maximum floor areas on 
a given piece of land, however, 
as much as they regulate the 
number of dwelling units -on that 
land. Therefore, as sensible as it 
appears to increase each dwel­
ling unit by a m2 at insignificant 
costs, the total area permitted 
for the entire project can not be 
exceeded, thus it may be neces­
sary to reduce the total number 
of enlarged dwelling units below 
what is permitted and thereby 
increasing the land cost com­
ponent per unit. This increase m 
land cost per unit may offset the 
cost benefits expected from the 
marginal increase in unit sizes.
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Illusion of Space

How Small May Look Big

While there was a general ten­
dency in codominium projects to 
increase room dimensions over 
minimum code requirements, to 
accommodate the larger fur­
niture moved from the buyers 
previous house, the main quest 
of the 1980's became the redis­
covery of the illusion of space. 
When floor area was limited by 
zoning or economic considera­
tions, a play of geometry in the 
hands of the skilled architect 
could create a feeling of spa­
ciousness even in small floor 
areas.

Window Wall
The simplest way to increase the 
apparent size of a small room is 
to install a large window wall so 
that the exterior space of a 
patio or balcony visually unite 
with the room and seemingly 
form a large space.

Visual Sharing of Space
Borrowing visual space from 
another room, such as a view 
through a glass wall into the 
solarium or through a bar open­
ing from dining to kitchen will 
improve the quality of both 
spaces.
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Spatial Contrast
Internal spaces can be manipu­
lated for visual illusion. When 
one is forced through a narrow 
space, the subsequent space 
appears larger by contrast.

->VEST. MLL LIVING

The Power 
of the Diagonals
Emphasizing diagonal vistas will 
create the impression that the 
rooms are larger than they are.

Combination of Spaces
Living and dining rooms are 
more effective together when 
the individual size of each is not 
visually large enough.

8ALC\

O Q
O 23

79



I
Angles and Changes 
m Wall Planes
Small spaces of rigidly pure geo­
metric configuration appear 
smaller than rooms which have 
lots of detail and change in sur­
faces. A departure from the 90° 
angle is a relief in modem so­
ciety where mass production for 
years has produced objects in 
such angular configuration.

The High Ceiling
Space is three dimensional, how­
ever, and a substantial increase 
in perceptible size of a room can 
be achieved by increasing the 
ceiling height or at least parts of 
it.

This is easier done in townhouses 
where the unit extends to more 
than one level. Openings in the 
floor that run the full height of 
two storeys with a skylight 
above create a spacious feeling 
even in relatively small floor 
areas.

Stairs are Sculptures
Stairs are not only a means of 
circulation, but offer an oppor­
tunity for the designer the ex­
pression of a two storey space 
and the display of a sculptural 
form in what may otherwise be a 
uniform ceiling height. Straight 
run stairs are the least desirable, 
in terms of safety and visual 
impact, while curved stairs or 
other forms of stairs with an 
intermediate landing offer sculp­
tural possibilities.

I
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Furniture Layout
People Keep 
Large Old Furniture
The general layout of the rooms 
must allow for easy placement 
of standard size furniture, since 
a large number of buyers move 
to condominiums from single fa­
mily houses and prefer to keep 
the same furniture.

Against the Wall 
or Freestanding
In average size rooms, most fur­
niture is place along the walls to 
maximize useful space. Doors 
located off even large spaces 
can make such space difficult to 
furnish. But, very large rooms 
can accommodate free standing 
furniture.

Number of Levels
The Traditional
The traditional house is either a 
bungalow or it has a stair from 
the vestibule to the upper floor, 
sometimes the levels are split 
from the vestibule; more am­
bitious architectural exercises 
deal with a multitude of levels 
to respond to special topography. 
How many levels should there be 
in a condominium dwelling unit?

As Few Levels 
as Possible
The empirical rule of thumb, ar­
rived at by market researchers 
real estaters and designers, 
though not frequently stated, is 
that there should be as few 
levels as possible to accomplish 
the desired objective. The single 
level bungalow. is generally the 
most popular dwelling unit form, 
followed by the split level, then 
by the two level unit.
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I
Character
The Charming House
There is a qualitative aspect to 
dwelling unit design, not easily 
expressed in words: the overall 
feel of the unit. One such quali­
tative houselike aspect is the 
somewhat incongruous geometric 
imperfection of the spaces and 
little jogs in the walls which lend 
that charming deformity well- 
known in Gothic architecture.
The Neighbourhood 
Context
There is a current architectural 
trend of contextualism, whose

aim is to design all new struc­
tures in a manner sympathetic to 
its neighbourhood and history by 
borrowing design elements from 
them to serve as cultural keys. 
This is easier to accomplish in 
elevational treatments than in 
unit layout design. A successful 
dwelling unit layout, however, 
should have such keys inherent in 
the disposition of the bedrooms, 
the function of the kitchen, the 
fixtures in the bathroom and the 
manner of circulation within the 
unit.

CIRCULATION SPACES 

Hallways
Hallways are often necessary to 
reach the different parts of a 
dwelling unit. But circulation 
through living areas has become 
acceptable if the design allows 
for proper furniture placement.

The Vestibule
Vestibules have traditionally 
served as greeting areas and 
weather buffers between the 
outdoors and the dwelling unit, 
but were expanded in archi­
tecture to make a statement 
about arrival. For the sake of 
.economy, small dwelling units 
tended to dispense with this 
feature especially in highrise 
buildings. The importance of the 
vestibule as a transitional space 
has been rediscovered, however, 
and nearly all condominiums now 
feature a defined vestibule from 
which the coat closet and the 
powder room can be easily 
reached, while conveying the 
same spirit of arrival as in the 
traditional house.

Regardless of the form of hous­
ing, the vestibule must cater to 
the functions of arrival, greet­
ing, changing coats, and must 
serve as a transitional space.
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LIVING ROOM

The Traditional 
Showroom
In traditional Ontario homes, the 
living room has largely been a 
showcase to be used when guests 
arrived. The family room pro­
vided for daily family activities 
instead. In smaller dwellings, 
particularly in apartments how­
ever, the living room had to 
provide for the family and guests 
in one space.

Open Planning
Separate rooms had to give way 
to open planning for better space 
utilization such as the combi­
nation of living and dining 
spaces. This plan has been so 
successful over the years that a 
living room separated from the 
dining room by walls and doors 
today can only be found in very 
large luxury condominiums.
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DINING ROOM
3 P

Separate or
Combined Rooms
The evolution of alternate life­
styles created a need for al­
ternate dining room arrange­
ments. The traditional family 
dinner in a separate dining room 
in many cases gave way to in­
formal snacks in the kitchen- 
breakfast area or dining out. 
The dining room often became 
an entertainment-oriented area 
where the dining table became 

. more of a card table than a food 
service centre. The separate 
dining room, therefore evolved 
into a combination living-dining 
area even in early rental accom­
modations. The dining area, 
however, regained its impor­
tance in modern condominiums 
as the "candle light and wine 
dinner for two" gained popu­
larity.

Window or No Window?
In highrise apartments, the 
choice between a dining room 
with a view or a kitchen with a 
window is often the decisive 
factor between two totally dif­
ferent buyer groups. People who 
spend much of their time at 
home, will likely prefer a 
kitchen to have a window rather 
than the dining room, when con­
fronted with a choice.

Window or No Window?

m
2mz
h
03

§11
i!
§i
if

■ s *
1

ll
II
ilp

1m
|Sl:

i

mmm
in

pi

pi

*
■

IP
If

83



Eating habits change with the 
times and the function of kit­
chen, breakfast and dining areas 
changes with them. New life­
styles place different emphasis 
on the kitchen, resulting in diff­
erent layouts.

The cook, turning around with 
extended arms, should be able to 
touch the necessary kitchen 
equipment so that little walking 
is required during food prepara­
tion.

While many layouts are possible, 
essentially there are three types 
of kitchens: efficiency, family 
and showcase.

The Efficiency Kitchen
This kitchen is the result of 
single people in small dwelling 
units, where cooking regularly 
for several persons occurs infre­
quently. In such small units 
breakfast areas may be omitted 
and to avoid duplication of func­
tions only a dining area may be 
provided. Since not much time 
is spent in the kitchen, natural 
light is not essential in this case.

THREE KITCHEN TYPES 
The Family Kitchen

This kitchen is traditionally 
large and contains a large eating 
area. It is anticipated that much 
time is spent in the kitchen, 
therefore natural light is neces­
sary. The layout tends to re­
semble kitchens of the single fa­
mily houses.
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The Showcase Kitchen
This kitchen can cater to singles 
and families, but its purpose is 
to allow its operator to indulge 
in the art of cooking while en­
tertaining. This kitchen is 
rather trendy and has all the 
latest equipment displayed as 
the tools of the art. This 
kitchen may be combined with 
one or more of the living areas 
to engage the audience.
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The Pass-through 
Opening
In small dwelling units and units 
having interior kitchens, a pass­
through is often an effective 
way to link kitchen, dining. or 
family rooms while borrowing 
natural light from the dining or 
family room and thereby making 
both of these rooms appear more 
spacious.

Special Features
Special features, such as built-in 
dishwashers, cook tops, counter 
top barbecue, lazy susan style 
shelves, pantries, extra large fri- 
gidaires, instant hot water tap, 
garburators, illuminated ceilings, 
built-in micro wave ovens and 
custom-designed cabinets are 
often on the feature list of the 
modern condominium.

MASTER BEDROOM

The Bedroom Suite
In the evolutionary process of 
condominiums the master bed­
room has undergone the most 
fundamental transformation 
among all the other rooms in the 
dwelling unit. While in the tra-

Ensuite Features
In addition to increasing in size 
over minimum code require­
ments,. the master bedroom has 
acquired a lavish ensuite bath­
room, with a whirlpool and 
shower stall, dressing area 
related to extended closet 
spaces, and sometimes even a

ditional sense, bedrooms were 
meant to sleep in, the condo­
minium of today has a bedroom 
suite to relax and lounge in as 
well.

sauna or a separated w.c. and 
bidet compartment. The master 
bedroom now has a tendency to 
resemble a luxury hotel that can 
accommodate a range of private 
functions in style, in addition to 
sleep.
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SECOND BEDROOM
The Bedroom Wing
Families with children traditio­
nally needed one or more bed­
rooms in addition to the master 
bedroom. Condominium buyers, 
however tended to have either 
fewer children or only those 
bought condominiums who had 
fewer children. In Ontario this 
resulted in a low average condo­
minium population per unit, 
which translated into fewer bed­
rooms per unit than the national 
average for all housing 
combined.

For empty nesters whose 
children have grown up and left 
the second bedroom space is still 
desirable but in different confi­
gurations. (See Den and Split 
bedroom paragraphs.) In tra­
ditional unit layouts, bedrooms 
are grouped in one wing of the 
unit to allow the parents close 
supervision of the children. In 
adult units, however, separating 
the bedrooms in different wings 
offer more privacy and cater to 
alternative lifestyles.

Split Bedroom
Couples may wish separate bed­
rooms, as will friends sharing a 
dwelling. The split bedroom con­
cept responds to this need.

In this layout, two bedrooms are 
separated by the living areas 
assuring maximum privacy for 
each bedroom. Both bedrooms 
may take the form of full master 
bedroom suites, each containing 
its own ensuite facilities. This 
arrangement allows equal per­
sonal space for each occupant. Horizontal Split Vertical Split

FAMILY ROOM
Family rooms have traditionally 
been found in single family 
houses and townhouses only. 
Modern highrise condominiums 
now, however, frequently offer 
floor plans where the family 
room appears in lieu of the extra 
bedroom. Such rooms are an 
adjunct to the kitchen in an open 
plan configuration and suggest a 
carefree informal style of living, 
often associated with ample 
glazing and access to a solarium.
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The den traditionally served as a 
guest room or as a space for 
conversation and quiet family 
activities. This was also the 
personal space in which to seek 
privacy.

With the evolution of the master 
bedroom as personal space, the 
den's function often overlapped

some functions of the second 
bedroom in adult-oriented dwel­
ling units in that it became a 
convertible room attachable to 
the living room by folding par­
titions.

Two bedroom units often were 
referred to as "one plus den". 
While the dens were of bedroom

size, they tended to become 
home libraries, home offices, TV 
rooms and often permanently 
formed part of the living area. 
A wet bar in such living-den 
combinations improved enter­
taining opportunities in the 
dwelling unit.
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PERSONAL
RECREATIONAL
SPACE

.The Evolution of the Balcony

Everyone desires easy access to 
fresh air and sunshine. Minimum 
personal recreation space re­
quirements have been part of by­
laws for this reason. Such 
spaces can be provided in the 
form of balconies, terrace patios 
or solariums.

Patio
In ground contact units, such as 
townhouses, the patio takes the 
place of the traditional house 
garden in a somewhat scaled- 
down version. Lack of space 
may be compensated for by in­
tensity, however, and the use of 
privacy walls, fences, trellises, 
planters and paved areas in lieu 
of lawn and large trees, may 
achieve privacy and the desired 
function.

Patios should always relate to 
some living area with as much 
glass as possible to create and 
indoor/outdoor continuity to im­
prove the functional and visual 
aspects of both spaces.

From

to

Balcony
The traditional balcony was 
1.5 m wide and projected out 
from the face of the building to 
be exposed to cold winds for the 
larger part of the year. In order 
to improve the usefulness of bal­
conies, semi-recessed or some­
times. fully recessed balconies 
appeared with better width to 
length proportions. As soon as

The Open Balcony
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Balcony

;

The Fully-recessed 
Balcony
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these proportions reached room 
sizes, patio furnitures appeared 
on them and their use was 
greatly expanded.

Solarium

Solariums since have become al­
most standard items in modern 
condominiums, replacing or aug­
menting the balconies. They are 
transitional elements between 
outdoor and indoor spaces, and 
as such, can easily double as 
transitional space between bed­
rooms and living areas as well, 
thereby imparting an added 
sense of light and space to each 
of the rooms that face into such 
solarium.

A solarium is most effective 
when it forms an atrium-like 
space near the centre of the unit 
like a glass greenhouse into 
which bedrooms and living-dining 
areas open.

Enclosed balconies sometimes 
pose interpretive problems for 
some municipalities, because 
their existance has not been an­
ticipated in by-laws.

Balconies are usually not con­
sidered to be part of the al­
lowable gross floor area, but an 
enclosed balcony may be re­
garded as an extra room and 
therefore counted in the allow­
able floor area.

<Has The Floor Area Increased?.
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Do the placement of these solariums permit 
adequate daylight penetration?
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The time proven, efficient 5 ft. 
x 7 ft. bathroom is now history. 
Even small condominium units 
provide efficient but larger 
spaces for bathrooms. Groom­
ing, if judged by the quantity and 
quality of advertising on the sub­
ject, has become a prominent 
daily occupation which deserves 
an appropriate setting.

Large bathtubs, even whirlpools, 
are no longer water containers in 
which to clean oneself, but 
became spas, health and rela­

xation centres. Sinks are no 
longer just sinks, they are va­
nities with large mirrors and 
marble surfaces, surrounded by 
lots of green vegetation. Dres­
sing areas adjoining the bath­
room contain an additional sink 
to facilitate independent use 
from the bathroom for makeup 
purposes. Often showers are 
provided in the master bedroom 
in addition to the tub in recog­
nition to men's preference for 
showers in lieu of baths. More 
luxurious units may separate the 
watercloset and bidet from the

bathroom, although the use of 
the bidet remains a constant 
point of argument. I

POWDER ROOM
The guest washroom should be 
located near the entrance ves­
tibule. In smaller dwelling units 
the second bathroom may 
perform this function as well by 
having an additional door from 
the vestibule side or simply hav­
ing convenient access from both 
the bedroom wing and the ves­
tibule. In more luxurious units 
the fixtures and decor of this 
bathroom forms a harmonious 
image with the vestibule and, 
however discreetly positioned, it

will contribute to the sense of 
arrival.

i
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SECOND BATHROOM

Depending on the use of the 
second bedroom, there is a ten­
dency in condominiums to 
provide a full second bathroom. 
This can be an exclusive or a 
shared bathroom, depending on 
the largest market and the re­
sultant unit layout. In either 
case, these bedrooms tend to be 
as opulent as - possible within 
their price limitations.

STORAGE
Ensuite lockers have become the 
standard of the Ontario condo­
minium marketplace. This is 
often combined with the utility 
room for efficient space utili­
zation. Extra storage compart­
ments are sometimes provided in 
apartments in a common area, in 
addition to ensuite storage, to 
cater to a chronic complaint of 
early buyers concerned with in­
adequate storage.
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UTILITY ROOM/ 
LAUNDRY

Automatic washers and dryers 
have become standard in all 
forms of condominium units 
mostly a side by side arrange­
ment. Where space is at a pre­
mium stacked units may be used 
for small dwelling units, a 
laundry tub is desirable, but Is 
usually provided for larger 
family-oriented units only.

In dwelling units having two 
levels, there is a choice: the
laundry may be placed in the 
bedroom wing, grouped with a 
bathroom wing, grouped with a 
bathroom on the upper level or it 
can be placed near the kitchen 
on the lower level.

Dwelling units having one level 
only, still have the choice of 
grouping with the kitchen or the 
bedroom wing except in this case 
the absence of stairs allow more 
flexibility in planning for con­
venience.

There are diverging opinions on 
which of these two arrangements 
is more convenient since travel 
through a stair is required in 
either case. However, main 
floor location for such facility is 
assumed to be still preferable.
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Acoustic Privacy 
in the Unit

The Ontario Building Code spe­
cifies minimum Sound Transmis­
sion Coefficient ratings for 
dwelling unit walls to ensure ac­
ceptable minimum sound trans­
mission levels from one dwelling 
unit to another.

There are many ways to achieve 
these levels with standard con­
struction techniques, however 
poor workmanship, inappropriate 
mechanical and electrical detail­
ing can often destroy the inte­
grity of thei wall.

Dwelling units adjoining hori­
zontally or vertically are acous­
tically more compatible if the 
same type of rooms are designed 
to be adjacent: thus, living
rooms should be adjacent to liv­
ing rooms and bedrooms to bed­
rooms etc. where possible.

Dwelling units placed one above 
the other may be subjected to 
impact noise transmission if the 
floor finishes are non resilient. 
Cork (or equivalent) underlay for 
hard floor finishes, or the appli­
cation of carpet improves this 
condition.

Less obvious, however is the 
need for sound control within the 
dwelling unit. Walls between 
two bedrooms or bathrooms and 
other rooms are generally of 
drywall construction providing 
less than desirable levels of 
acoustic privacy. For some 
target markets it is better to 
separate the bedrooms alto­
gether so that no walls adjoin.

Most people prefer bathrooms 
and washrooms with a fan linked 
to the light switch to provide an 
unobtrusive masking sound. The 
higher the level of luxury, the 
better sound insulation is ex­
pected throughout.

>

"double level suites are 
more like living at home"

"the suite layouts are a change from 
the usual rabbit warrens"

"lack of soundproofing"

"bought on wrong side of building"

"took doors off solarium to make 
living room larger"

"average suite size of 1100 square feet 
was too small"

"over the years we have received 
15-20 calls from residents wanting 
to make minor changes to their townhouses.

Unit Design
6ZC&? HCCfc IfSA fer oust &r owsall freftfi

W MIX:
□ * *f units
Q % ef Z8K units and 1 + Rai 1 * RSmiiy f£eri1
□ cf ^ 2 ♦ Ren

LEWSL& •'
&ZE of ?ueu*& MT5 ■■

n m
□ 1 + Pen or l*
□ 5 PR Z*Rsn t>r 2* Famfy gsnw,

fcy vwt type. :
□ ares * * * Mte prias.
O 2PR asa x */m* * * frite,
P 3PR *w x * sate prise

mMCDM T/P&Z:
□ pewter ie»m
□ ensw'hr master teff,
□ aisufte tefh
□ sesond baih
□ shared main bath

I

92



N* ef mKOOHfi/p'ieeifi KtfBHS : p&\-.

CnSHBN:
□ family
□ efficiency
□ ehemoae.
□ on olkide kfill wMh wMav
□ an ntide m*) w#i no <dMm

Cl Weikfet ar<a
□ fX&bvojh t> dining
P b>tvf
P fixture CArH^tKe l&h

PWIN^ JSCCM--
P scjarate nwm
□ eenlrtned Mr^/dMr^
P At evtticb wall tutft wiiuleM; 
P teide wati mHi rio MVidM 
D *Ze 

UmJ- KDOMs
□ «jwate feem 
P OairMned liUty/eHning 
P «as 

KlI^E. SEPKCMs

□ walk-in clocks ^

P has
P Cantoned 
□ tfxha cteet

□ «tik
P <n#oHe tafh

4&xxp peneccM *.
P Sflif fern m3«fer bsdream
□ jttxftd turfh jnaste-tedawsrn
□ anryite lath
P

□ waifc-M

P * Zfi
p linar

ihep eepgocfn s
□ CfHt fnm natter ttdaem
D ftwyei with masHa" bedmom .

FflMIty KOOH-
□ ««
P sajaaie
p aevtoned toth kitchen
P &wbi«d wife Ahw tww

P In bedroom Mir^
P CMvertM* item M ,P Ifer^ biased

P ttoteem tooted
4Ctfm4:

P part efppts fleer ora?

a turn
P li*g
□ dining
□ den 
P
□ t»ek»m
□ carer
□ -»*ze

^flU22wy/Rrrio s
□ 4BS-
P widfe fe depth ratio 
P covered
P epm

vgsnpyLe:
P sense of amval 
P «<Ze
P ntatiomhip ■b circulation

cscuumohi smeez:
.P efficiency 
P osrvenierce
P pi&ty

ftrMPSfHeeBs
P ouiall he! ef unit 
P dees it suit the. martef- 

«r<5WSe/UXM»! :
P ensoits. ^tera^c.
P ‘toora^s. outside, of unit

P etsewhere inbuikiw^ 
p nea- btchen 
P near bafoems 

FUmiTURE UVOfl-s
P adequate uall space.
P ad&^Ste (Bern p wall 
0 gKmensions

,

%

o o
O 3D
W Zj

f?r*
in
R
2
m

It

mmm

&&93



BALANCING CRITICAL ELEMENTS
Each Team Has Its Own Approach

The analysis of critical elements 
is necessary in the design of a 
successful condominium. Since 
all elements are not equally im­
portant in all cases the weighing 
and meshing of the various ele­
ments to suit a specific project, 
is the most delicate step in the 
design program. When the pur­
chasers get the product they 
desire at a price they can afford, 
when the developer is able to 
sell his product at a reasonable 
profit, when the community

embraces the new project as its 
own, it can be said that the 
critical elements fit and that the 
condominium project is suc­
cessful.

A detailed review of how to 
work with all critical elements is 
beyond the scope of this Guide. 
However, a brief review of con­
dominium projects indicates 
teams consciously working with 
these elements to develop suc­
cessful projects.

This guide has provided ten 
checklists which address each 
critial element. By using these 
lists, each will at least be sure 
of having considered the major 
factors in successful condo­
minium development.
Each team has its own approach. 
Three different teams have 
created diagrams of their design 
approaches which illustrate the 
different degrees of comprehen­
siveness and analysis to which 
the teams have gone.

TEAM A - Work Approach
This team begins at two points — 
the first is selection of the site 
and establishment of site 
characteristics. The other is 
developing knowledge of the 
target market.

Combining definition of the 
target market and site 
charactertistics, the team can 
develop site options as well as 
general design options.

Eventually, the site and general 
design options become units and 
become combined in final 
project design.

This is an approach used by many 
teams. Its advantage is that 
a simple process.Its disadvantage 
is that the team interactions are 
not clearly specified and, as a 
result, may not occur with the 
result being potentially a major 
concept oversight.
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TEAM B - Work Approach
In this approach, the team starts 
from three points. The given site 
is analyzed for its quantitative 
and qualitative characteristics. 
Economic and political forces 
establish the site density and 
zoning requirements such as 
height, bulk and setbacks. And 
the target market's critical 
elements are defined from both 
market studies and team 
experience.

From the market information 
and zoning constraints, basic 
design concepts are determined, 
with the number of units 
calculated.

TEAM C - Work Approach

This approach is very interactive 
and probably will involve many 
discussions and team meetings 
for review and appraisal.

The team members are 
concurrently working to refine 
knowledge of the target market, 
definition of the critical 
elements, awareness of the site 
constraints and opportunities and 
the project design. There is 
continual input from one team 
member to another, constant 
feedback and opportunity for 
revisions to the project 
throughout the development 
period.

While this is a sophisticated 
team approach, it relies on an 
effective organization of 
compatible team members to be 
efficient. ^,

Market

Finally site quality and the basic 
designs concept come together 
and the project design is refined 
from site scale through unit 
design.

Market testing provides 
feedback to iterate the process.

This is a somewhat more 
sophisticated version of Team 
A's approach. While it responds 
to the zoning issues, it still 
provides no clearly defined 
method of providing for team 
interaction.
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Buyer Trends
Project histories within the past 
few years indicates definite 
trends in those markets favour­
ing condominium purchase. The 
objective of each project should 
be to target for such a purchaser 
group. In fact, the twelve case 
studies illustrate consistently 
that success has been the result 
of appealing to carefully tar­
geted purchasers.

In summary, families generally 
favour grade-related dwellings. 
And married couples prefer pro­
jects providing features that the 
traditional single family home 
has even in a highrise building 
form.

Singles prefer to live in city 
centres, but will consider sub­
urban locations with project

amenities. "Trendy" purchasers 
will experiment with innovative 
project designs.

Referring to the chart, one can 
see where the case studies fit.

Buyer Trend Chart a)

This indicates 
that for a specific housing form, 
price and lifestyle, there are a 
limited number of likely options 
for success when viewed from a 
historical perspective:

Thus, it can be said that 
there is little chance of 
success for a highrise, low- 
cost, condominium far out 
in the suburbs with no re­
creation in or near the pro­
ject, trying to attract 
trendy, profesional single 
people. (See "A" in the 
matrix.)

B) Less obviously, a trendy 
family with children may 
prefer a lowrise, low cost 
unit with no special ame­
nities in the project but 
near downtown, only to 
find that such projects can 
not be had at low costs 
because of the high down­
town land values. (See "B" 
in the matrix.)
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C) Traditional families with 
children, however, are 
more likely to accept ac­
commodation away from 
downtown and will pay as 
much as they can afford to 
get the best in unit and in 
project amenity rather 
than pay for downtown lo­
cation. (See "C" in 
matrix.)

D) A trendy, highrise, high 
cost, adult project could, 
however, be successful in 
downtown, without even 
moderate amenities, re­

lying on the downtown at­
tractions alone. (See "D" 
in matrix.)

E) This same project would 
have to have at least a 
moderate degree of "in 
project amenities" if it is 
to be successful in the 
suburbs. (See "E" in 
matrix.)

F) Chances are, however that 
such highrise project would 
not be desirable for a tra­
ditional family in the 
suburbs with no amenities

outside the dwelling unit. 
Such family would rather 
choose a lowrise unit of 
equivalent cost. (See "F" 
in matrix.)

fiecent Itends of Success -—---- --------------------------------—
in Target Marketing JKted^1 lifefye

Ctiejzry ft.

&
There is a clear correlation between

Me# frsfi time acf«/ities lake place related ft? Ju/ellitTg unit '
free kmc activities t2ke place, within the. project.

building form, lifestyle, affordability ^ ^ ^tbe^fed-^ ^ ^
and location. p. M^st free tne activities take place
This chart indicates Iw* trie project.
who has been buying what, where and at what price.

Vmiind
fadx€

SQCC&Z IF :
TSHP&iC/tmw cd$&

Im^je Bice Life -Siyie fHcc LifeStyle top fcfce

w#1 asute&nf&lSmenify

^izeef 
UrtOiitV • lirt+ad W

fl'

e>
c

HIM HIM
fi
&
G

HIM MS’.
b

HIM

A
£
P

m successful
lofcurfes

□
W-site. prrtecf w'tn
seatamenity

Streets B
C

HIM
m&a MBP.

&

c
HIM. to

him 17
MBP-

nvsfySiPvrtan
soiuticn

l=rf
u^K*>Bfcr2
a®**zmmtf

£02 cf 
Site

5

C
HUM

£

0
HIM b

m

B

I?
HIM

MBP.
■b
m

suaeff^fblsiiwien-fbrwaf

=

SirWIe
ahminimumCOmeAamenfrv

Sak
frice

A

C
HIM

too)
to

A

C
M0?

fi

P
Lcui Leu) ^cgssfuf

subtirts

O 
2 
”03
5?r->

pS
SIm
z
H
CO

■
1

m

Hi

m

m

Pi?
i*

m

mmmmmm
ig&l!
immlii

ms
v:v::

97



SALES STRATEGY

Objectives
Underlying the marketing of a 
successful project is a carefully 
structured sales strategy. The 
broad objectives of such a pro­
gram include:

1. Determining the extent and 
character of market demand for 
a condominium project by 
studying existing and future 
competition, absorption rates, 
changing population characteris­
tics and resale housing market 
prices.
2. A pretest of the marketa­
bility of a proposed project by 
obtaining market feedback from 
prospective purchasers related 
to the character and design of 
the project, including unit mix 
and size, floor layouts, finishes, 
features and prices.
3. A conscious effort to gen­
erate a sales momentum and an 
image of success and goodwill 
toward the project.

Selling Tools

A successful sales strategy em­
bodies the use of effective sell­
ing tools to communicate with 
the buying public and to create a 
high level of consumer interest 
in a project. These tools can 
include: illustrated presentation 
material (floor plans, perspec­
tive sketches, models, etc.); 
vignettes or elements of furn­
ished rooms, including kitchens 
and bathrooms; and full scale 
furnished dwelling units in either 
temporary or permanent space.

4. A reduction in the length 
of time the project is on the 
market, thereby reducing expen­
sive project carrying costs.

Early condominium projects 
were sold using rental housing

marketing techniques, waiting 
until the project was substanially 
completed before commencing 
selling. The current practice is 
to initiate sales at a much earl­
ier date, often prior to the start 
of construction.
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f
Presales

Selling the product before it is 
built is the most cost effective 
method of sale. It can also be 
the most difficult, since com­
municating the right information 
to the purchaser must be done by 
plans, models and description 
rather than by touching and see­
ing the actual product.

Larger and more ambitious pre­
sentations may go as far as buil­
ding full scale model suites away 
from the construction site in 
order to provide a "see and 
touch" presale program.

A good presale program can give 
momentum to sales, reduce in 
financing and carrying costs and 
can help establish .an image of 
success at an early stage.

THE SALES CENTRE:
Your Purchaser’s 
Introduction 
To Your Project

The recreation facilities, if in the basement area, 
should be completed as soon as possible so that the 
lounge areas can serve as guest reception and pros- 
pective purchasers can view the amenity package.

For prospective purchasers, convenient parking 
protected from the weather is important. Natural 
daylight should penetrate the guest arrival area.
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The future lounge area, with fireplace, club chairs 
and view to the outdoor pool and landscaping, provides 
a good setting to introduce purchasers to the project.

prior to construction of the upper floors, thereby 
starting the sales period several months earlier.
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PROPERTY MANAGEMENT

msfenak

cor^trvctm caste

scetificatbns
mainfenance
‘heax'rh

KMafn+enance cast
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Input into
Design Process 3.
Too often, property management 
is the forgotten element in pro­
ject execution. A smooth fun­
ctioning, easily maintained rela­
tively simple project can be a ^ 
blessing to its owners while a 
trouble-prone project can repre­
sent a serious and unanticipated 
problem to the project's owners.

Good project design incorporates 
a healthy measure of property 5. 
management feedback. The de­
veloper determines the extent of 
the ongoing obligation owners 
must carry to maintain their 
project by his choice of project ^ 
design, integration of uses, 
mechanical and structural spec­
ifications, equipment choices, 
choice of materials in common ^ 
areas, form of security, and 
choice of landscape materials.

the project are fully an­
ticipated.
Establishing realistic monthly 
maintenance charges which 
are both accurate and 
competitive in the 
marketplace.
Monitoring the likes and dis­
likes of consumers in existing 
projects, so that consumer 
needs and special features 
can be incorporated into a 
new project.
Establishing a maintenance 
program for the project 
grounds and equipment, to be 
followed after the project is 
completed.
Establishing a clerical pro­
gram to run the condominium 
corporation.
Arranging for condominium 
documentation and the 
transfer of ownership to the 
condominium corporation.

Prior to development, property 
management input can assist in 
shaping a project by:
1. Selecting equipment, ma­

terials and construction
methods that will create a 
durable and trouble-free
project built within its bud­
get.

One objective of the project 
team should be turning a smooth 
functioning project over to the 
condominium corporation, a pro­
ject wherein minimum break­
downs and maintenace costs can 
be expected.

Project Operation and 
Resident Satisfaction
An important part of the image 
of a project is the level of satis­
faction expressed by its resi­
dents once they have assumed 
control of the project and have 
taken on the responsibility for 
its operation. The design of new 
projects should reflect their 
practical experience.

Surveys of condominium owners 
and prospective buyers have 
shown them to be increasingly 
sensitive to monthly operating 
costs. To many such people, the 
initial costs of purchasing the 
unit are less important than the 
subsequent cost of maintaining 
the project and impact of

2. Ensuring that the mainten­
ance and operation aspects of
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maintenance charges on the re­
sale value of the apartment or 
house.

Heating and Air 
Conditioning Systems

tion and in providing an at­
tractive marketing feature. £

>
The largest portion of project 
operating costs relate to heat­
ing, cooling, hydro and water, 
which together can make up 
close to half of a project's oper­
ating budget. It is the responsi­
bility of the developer to esti­
mate as accurately as possible 
the annual operating budget of 
the condominium.

The importance and accuracy of 
the developer's preliminary man­
agement budget cannot be over­
emphasized. An overly optimis­
tic budget can be misleading and 
has a substantial potential for 
creating ill-feelings by individual 
owners, as hidden costs emerge.

Frequently, condominium owners 
will manage a project them­
selves. On larger, more compli­
cated projects, outside property 
managers who frequently have a 
corporate relationship to the 
project developer are hired on a 
contract basis. Larger projects 
obviously require more manage­
ment attention and sophistica­
tion than smaller projects. This 
is particularly true of mixed res­
idential/commercial projects and 
of projects combining residential 
forms, such as apartments and 
townhouses.

Adequate provision must be 
made for property management 
maintenance reserve funds to 
cover anticipated and unantici­
pated major repairs and replace­
ment.

Good design plays an important 
role In limiting the costs of op­
erating a project.

COOL

OFF

FAN

The right choice of heating and 
air conditioning systems has a 
strong influence on purchaser 
satisfaction. Systems must be 
carefully selected to reflect not 
only budget requirements, but 
practical useage and realistic 
maintenance.

Where municipalites permit it 
and where the market demands 
it, totally self-con tain ted energy 
units should be considered for 
each housing unit. Despite the 
higher capital cost of these 
units, the degree of control af­
forded the individual apartment 
or townhouse owner tends to 
result in lower energy consump-

If energy saving is a particularly 
critical element, a project may 
call for a central energy system, 
to effect bulk energy purchase 
savings. However, this could 
inhibit the marketing of the pro­
ject, particularly where the 
competition is offering indepen­
dent units.

Energy conservation has become 
an important issue of the '80's 
and "lifecycle costing" is begin­
ning to be understood by po­
tential purchasers who now view 
condominiums as a long-term in­
vestment.

Acoustics
An obvious, yet frequently over­
looked contributor to resident 
satisfaction is the placement of 
noisy heatilng, air conditioning 
and ventilation equipment. Such 
equipment should be located well 
away from sleeping areas and 
care should be taken to insulate 
the equipment from the building 
structure. Good workmanship is 
essential in this regard, as noise 
and vibrations are easily con­
ducted through the smallest of 
openings in party walls and 
windows and by the touching of 
mechanical and structural ele­
ments.
The garbarge chute and com­
pactor, the garage door and 
garage exhaust fans are common 
souces of complaints in new 
buildings, as is noise trans­
mission through party walls and 
floors.
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Moving
The process of moving 
contents in and out of a project 
and the geometries of large 
moving vans must be 
considered. Elevators should 
have high ceilings with rear 
loading doors.

Repair and 
Maintenance
The common elements identified 
in the condominium documents 
are maintained by the condo­
minium corporation. Some main­
tenance is done by resident staff 
or can be contracted out. Re­
pairs inside the dwelling unit are 
the responsibility of the owner, 
including the mechanical sys­
tems.

Recreational facilities should 
have separate mechanical sys­
tems, to facilitate independent 
control and repair.

Cleaning and 
Janitorial Service

The developer should specify a 
maintenance program for the 
condominium corporation, in­
cluding products and procedures.

Space Requirements 
for Property 
Management Function
1. Management Office - Par­
ticularly on larger projects, an 
office should accommodate man­
agement staff.
2. Meeting Room - Meetings 
by the condominium corporation 
should be held within the project 
in a multi-purpose room.
3. Storage and Service Room
(a) Common recreation areas 
should have a janitor's closet, 
located near the elevator.
(b) An area should be set aside 
in the boiler rooms for general 
repair work.
(4) Change Room - For maint­
enance staff.
5. Equipment Storage - For 
the storage of gardening, snow 
removal and other maintenance 
equipment

Maintenance and 
Management Staff 
Requirements

Assuming a 200-unit apartment 
building, provide:

1. Janitorial (a) two house­
keepers for cleaning common 
areas (b) one superintendent to 
maintain equipment and super­
vise building operations (c) one 
cleaner for heavy cleaning.

2. Security (a) four security 
desk or gatehouse attendants to 
cover a 24 hour period 
(b) optional concierge at front 
door.

3. Groundskeeping This work 
is usually contracted out.
Cost of Property 
Management

Condominium corporations fre­
quently have a management 
company run their project, the 
costs of which vary depending on 
the size and character of the 
project.
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Parking Control
Property management is con­
cerned not only with providing 
adequate parking for residents 
and visitors, but with the loca­
tion and design of the parking 
facility.

Security

Parking for visitors is generally 
preferred on the surface level, 
for ease of control. However, if 
visitors must park underground, 
their parking area should be seg­
regated from the owners' parking 
area. Maintenance experience 
on existing projects would sug­
gest that parking be provided on 
smaller floor areas, rather than 
one large level, to reduce the 
size of the roof deck, with its 
tendency for maintenance 
problems. The smaller floor 
areas also permit cars to be 
parked in closer proximity to the 
elevator core.

The degree of security and the 
level of luxury of a project are 
generally interrelated. Full ser­
vices, including gatehouse and 
car jockeys add a substantial 
extra charge to maintenance 
fees but are required in very few 
instances.

The general principle, that, 
things that can be seen are safe, 
should not be overlooked how­
ever even in the most modest 
projects.

Garbage
Effective garbage handling prac­
tices can greatly reduce the nui­
sance value of these necessary 
facilities. Garbage rooms must 
be easily accessible, although 
subtly located. Smells can be 
controlled with charcoal filters 
in the exhaust system, although 
the routing of this exhaust must 
be carefully considered. The 
garbage pick-up area should be 
constructed with reinforced con­
crete and should be located away 
from the dwelling units, and 
should conform to municipal 
standards in as many ways as 
possible. Specific constraints 
sometimes require private 
garbage collection to other than 
municipal physical standards, but 
the service itself should be of no 
lesser quality.

Smoke and Fire Control
Building codes require safety 
provisions for all multiple hous­
ing forms. Some buildings pro­
vide safety and control measures 
in excess of building code re­
quirements. For example, some 
architects and developers are in­
corporating a 'smoke shaft' in 
high rise buildings, to allow the 
self-cleaning of smoke filled 
floors by the natural 'chimney' 
effect, although this is not yet 
required under the building code.

"owners should be educated in condo living"

"not enough maintenance performance for the fee"

"board sometimes has too much discretionary power and doesn't take 
all issues to the owners"

"the condo concept is only as good as the people involved, 
fortunate to have a high quality Board"

We're

"lack of individual metering resulting in high fuel cost, poor energy 
conservation"
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CONVERSIONS
From Rental to Condominium
Required
Improvements
The conversions of existing ren­
tal projects to condominium ten­
ure is a little understood and 
relatively unproven form of pro­
viding condominium accommoda­
tion. This is not an easy form of 
development, as it requires ma­
jor decisons with respect to 
municipal planning and politics, 
project image, meeting updated 
building and fire standards, 
tenant relocation, design 
implications, cost implications 
and controls, timing, com­
petitive market considerations 
and neighbourhood environment.

In most conversions, major 
physical improvements will be 
required to bring old buildings to 
comte mporary building code 
standards, to reflect current 
parking standards and practices, 
to enhance a project's teurb 
appeal' and to enable the build­
ing to compete effectively with 
new buildings through the addi­
tion of contemporary features 
favoured by buyers, including up­
dated kitchens, bathrooms and 
mechanical systems.

It is particularly important to 
place the planned renovation in 
the context of competition from 
new condominium projects. 
Buyers of conversion units tend 
to expect bargains, as they are 
frequently apprehensive over the 
structural soundness and antici­
pated maintenance problems of 
older properties.

Triggering Mechanisms
The triggering mechanism for a 
conversion application can in­
clude the dissatisfaction of an 
owner over the economics of a 
rental project, the uniqueness of 
a project and the specialty

market which it would attract 
and a lack of condominium hous­
ing in a particular neighbourhood 
or area.

¥ 1

Scarcity of 
Accommodation
The conversion of rental apart­
ment buildings to purchaser - 
owned units could become a sig­
nificant factor in the evolution 
of condominium marketing in 
Ontario. However, growing pres­
sures on government to discour­
age such conversions indicate 
that this form of condominium is 
unlikely to become a significant 
market factor. Whereas conver­
sion may have a sound economic 
rationale for an owner, there is 
an often justifiable concern that 
the existing tenants will be un­
able to afford the new units, 
either on a purchase or economic 
rent basis. This concern is un­
likely to change until the supply 
of rental units in Ontario cities 
increases to provide a more nor­
mal vacancy rate and offers op­

tions for tenants who find them­
selves displaced because of a 
conversion.

Successful conversion projects 
must meet the same marketing 
and design criteria as new pro­
jects and should therefore be 
subjected to analysis within the 
terms of the ten critical 
elements discussed in this book.

Conversions also offer a vehicle 
for the preservation of histori­
cally significant structures 
which may be functionally obso­
lete. Such conversions may 
create condominium housing in 
an area where a totally new pro­
ject would likely be defeated by 
neighbourhood residents.

Many tenants in a conversion 
project will choose to become 
owners. The more former ten­
ants who decide to purchase a 
unit in a building, the more 
likely the success of the conver­
sion.
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Checklist
In analysing the marketability of 
a proposed condominium conver­
sion, the developer and his con­
sultants must decide what sales 
price is obtainable and deter­
mine the extent of physical im­
provements which can be made 
while conforming to the project 
budget. The fewer the physical 
changes, the more moderate the 
price of the final unit. Major 
rehabilitation, necessitating va­
cating and gutting the building 
may lead to construction costs 
which are as high as on a totally 
new structure.

The conversion unit frequently 
appeals to a different consumer 
market than does a new project. 
The buyer will be influenced by 
location, project charm and 
character, unique architecture 
and features as well as price.

Several factors should be con­
sidered in evaluating a proposed 
conversion, including:

1) target market survey in­
cluding survey of existing
residents as to their inten­
tion to stay and to pur­
chase;

3) adherence to current build­
ing and fire codes;

4) design revisions required to 
provide more contempor­
ary suite designs, including 
en suite storage, laundry, 
security;

5) anticipated municipal, ten­
ant and resident opposi- 11) 
tion;

6) condition of existing mech- 12) 
anical system, if to be re­
tained;

7) condition of building struc- 13) 
ture, including garage;

8) project ambiance, neigh­
bourhood character;
project prices compared 
with existing area prices;
rentability of project if 
condominiums do not sell 
well;

extent, cost and mainten­
ance cost of amenities;
character and adequacy of 
parking delivery and load­
ing considerations; and
character and maintenance 
costs of proposed land­
scaping.

9)

10)

2) accommodation of existing 
residents during renova­
tion;
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APPENDIX A

Case Studies



CMHC Funding 
Completed

Site Area 
Unit Mix

Total Units

Yes
1975

5.67 Hectares 
Two BR. 
Three BR.

4
278
282

Density
Parking

50 Units/Hectare 
Surface

Amenities: Patios, Playground

I ACE PROFILE OF THOSE INTERVIEWED ! !
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This project was planned for first time home 
buyers with young children, and this target 
market was achieved. In 1975, the original 
purchasers were permitted a maximum income 
of $20,000 p.a. to qualify for the Ontario 
Action Program $2,000 grant.

The site is located in an established low and 
high rise residential neighbourhood including 2 
neighbouring townhouse condominium develop­
ments. One of these is CASE 2.

The project consists of rows of 2-story town- 
houses arranged around a series of cul+de-sacs. 
Resident and guest parking spots are located 
directly in front of each dwelling unit. Ap­
pearance is traditional, featuring brick and 
stucco walls, and both pitched and flat roofs.
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Planner "This project presents and con­
trasts in development type and 
zoning standards to its im­
mediate neighbours, and this 
caused interfacing problems in 
the early days."

"Later on there were problems 
with garbage collection. The 
street widths within the project 
were below the standards re­
quired by the municipality, so 
garbage trucks weren't permit­
ted to enter the site. No gar­
bage rooms were provided 
either; so garbage is collected 
by maintenance workers and
e^ealsMf."slde of the muni-

"Location well-serviced by 
transit and highways."

"Many original owners (110 out 
of 282)."

"Project a mixture of all races 
and occupations."

"Condominium corporation is 
suing the developer for a 
number of faulty construction 
methods."

"Originally, 2 bedroom town- 
houses sold for $38,000 (now 
approximately $57,000) and 3 
bedrooms sold for $43,000 (now 
$60,000)."

Property
Manager
and
Condominium
Corporation

Residents "Would like an extra washroom
but frankly we can't afford 
one."

"Neighbours participate in' 
maintaining the project (for 
example painting fences) to 
keep maintenance fees down."

"Best one by far for the price."

"Important for my husband to 
be within reasonable com­
muting distance to work."

"When this project was com­
pleted the prices were a break­
through in the marketplace."

"We feel the townhouses are 
undervalued and should be re­
selling for $66,000."

"Convenient living for single 
people."

"Kids playing in the parking lot 
scare me. They're also a 
nuisance."

"Everybody chips in together to 
help maintain the project."

"Planting flowers with neigh­
bours tonight."



CMHC Funding Yes
Completed 1972

Site Area 3.18 Hectares
Unit Mix Three BR. 105

Four BR. 35
Total Units 140

Density 44 Units/Hectare
Parking Underground

Amenities; Outdoor Pool, Patios

100% +------+----------! AGE PROFILE OF THOSE INTERVIEWED I !
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The site is located in an established low- and 
high-rise residential neighbourhood, including 
2 neighbouring townhouse condominium de­
velopments. One of these is CASE 1.

The project consists of rows of 2-story town- 
houses arranged to form a series of pedestrian 
scaled laneways and courts. Vehicular traffic 
is completely absent from the interior of the 
project. Appearance is traditional, and each 
facade is different to its neighbour. Wall 
materials include brick, cedar shingle, metal 
siding, wood siding.
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Planner "The development was con­
sistent with the official plan 
and melded well with existing 
community."

"There was some controversy 
over the provision of venti­
lation holes in the roof of the 
underground garage, which 
clashed with the need for a fire 
route between the houses. As 
it turned out, holes were pro­
vided in Phase I, but not in 
Phase II. There were some 
problems with children dropping 
stones through the holes onto 
cars below."

Condominium "Originally, the resident profile
Corporation was predominantly young fa­

milies and first time home 
buyers and a smaller proportion 
of elderly empty-nesters who 
had sold a larger home to live 
in maintenance-free accom­
modation."

"10 years later the young fa­
milies now have teenagers and 
new young families are moving 
into the neighbourhood."

Residents "Country living in the city."

"You only get out of it what 
you put into it"

"There's not enough under­
ground parking for 2 cars so you 
have to park one on the street 
and get a ticket."

"Condo concept fascinates me."

"More is done for the project 
because of self-interest."

"The municipality insisted on 
higher landscaping standards 
than those proposed by the de­
veloper, and you can see the 
results today."

"Units in this project have a 
high degree of individuality in 
facade treatment."

"I would prefer to have above 
grade parking, but it is nice to 
have no cars on the site."

"I prefer this lifestyle. I'm hap­
py here."

"Picked this place 'cause it was 
handy and available."

Neighbour "No problems. Two of my 
friends live over there."
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This project was aimed towards "White Anglo- 
Saxons" 45+ years age group, and succeeded in 
reaching this market.

The site is located in an expensive and mature 
low-rise residential neighbourhood.

The project consists of 3 rows of 2-story 
townhouses arranged in a U-shape facing 
Bayview Avenue. Each row contains 8 town- 
house units and 8 garages, also arranged in a 
U-shape around an entrance court. Ap­
pearance is traditional, featuring brick and 
stucco walls and pitched and mansard roofs. 
Each row of townhouses is carefully designed 
to give the appearance of one large house.

CMHC Funding 
Completed

Site Area 
Unit Mix

Density
Parking

None
1973

1.23 Hectares
Three BR. 24

20 Units/Hectare 
Surface and Garage
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Planner "The amending zoning by-law
was approved by the Ontario 
Municipal Board without a 
hearing (there were no ob­
jections)."

"This project is quite distinct 
from its surroundings in terms 
of both density and design. Yet 
it was accepted by the local 
community as a form of de­
velopment compatible with the 
existing residential area. We 
would consider this project as a 
good example of a design re­
sulting in successful integration 
of multiple family units into an 
established area."

Architect "Over the years we have re­
ceived 15-20 calls from re­
sidents' wanting to make 
minor changes to their town- 
houses. We designed these 
townhouses to appear like three 
large colonial homes; the design 
approach satisfied local rate­
payers who had large lots and 
expensive homes."

"Originally the townhouses sold 
for approximately $75,000 to 
$85,000 in 1973} 10 years later 
they have doubled to $175,000 
to $200,000."

Residents "Original design not acceptable, 
so the architect changed the 
designs to suit the purchasers' 
needs."

"Board sometimes has too much 
discretionary power and doesn't 
take all issues to the owners."

"Not enough maintenance per­
formance for the fee."

"If my husband had not been 
dying we would not have moved 
from our single family house to 
a condominium townhouse."

"Cried every night at first but 
eventually got used to living in 
a townhouse condo."

"Still misses our Bridlewood 
house, 10 years later."

"Condos are not sensitive to the 
market." (price)

"Owners should be educated in 
condo living."

"Regulations are protection for 
owners.

"We have a mature and flexible 
Board."

"The layout of my home is the 
one thing I like best here."

wr&nrne f01106?1 ‘n ^ne



The developer's original intention was to build 
a highrise, but this was prevented by the 90 
units/hectare zoning designation. Also, the 
local ratepayers association did not want a 
highrise on the site. A compromise resulted in 
a townhouse/stacked housing apartment 
scheme with the townhouses serving as a 
buffer between the existing neighbourhood and 
the stacked townhouses.

Market studies were conducted to determine 
the marketability of different housing forms 
and price ranges. The stacked housing was 
intended to appeal to empty-nesters; the 
townhouses to the empty-nester and families.

The site is located in an established lowrise 
residential neighbourhood adjoining Avenue 
Road, a major arterial, and includes a ravine. 
Appearance is contemporary, with careful at­
tention to massing to produce a familiar resi­
dential scale.

CMHC Funding None
Completed 1977

Site Area 23 Hectares
Unit Mix One BR. 72

Two BR. 58
Three BR. 72
Townhouses 49

Total Units 207

Density 90 Units/Hectare
Parking Underground

Amenities: Balconies, Patios at Ground Floor, 
Exercise Room, Games/Party Room, Saunas, 
Squash, Billiards, Crafts Room.
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Architect "We expected families to move 
in but in fact only a handful 
did."

"The project won a design 
award."

"Fewer 1 bedrooms as they did 
not sell well."

"Although the townhouses were 
slow to sell, we maintain that 
they were important to the 
overall image of the project."

"Average suite size of 1100 
square feet was too small."

Planner "Planning staff recommended
approval on the basis that the 
scheme had been designed to 
minimize its impact on the 
abutting area."

"The project was approved, and 
the ensuing by-laws were ap­
proved by the Ontario 
Municipal Board without a 
hearing (no objections had been 
received)".

"We would consider this project 
as a good example of design 
resulting integration of mul­
tiple-family units into esta­
blished area."

Residents "Double level suites are more
like living at home."

"Park center of project so nice 
the neighbourhood doesn't re­
alize it's private property."

"Adult building - don't want to 
come home to screaming 
children."

"Gas barbeque area is a good 
idea."

"Lack of individual metering 
resulting in high fuel cost, poor 
energy conservation."

"I'm never buying a condo or 
living in an apartment again."

"The value of my home has not 
increased proportionately with 
other projects."



CMHC Funding None
Completed 1980

Site Area 0.6 Hectares
Unit Mix One BR. 3

Two BR. 42
Three BR. 6
Townhouses 8

Total Units 59

Density 95 Units/Hectare
Parking Underground

Amenities: Balconies, Terraces, Atrium Walk
way
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This project was aimed towards upper middle 
class, young professional couples and older 
empty-nesters. Residents have high incomes, 
travel extensively and are away several 
months each year.

The site is located in a mature residential 
neighbourhood of detached houses adjoining 
Avenue Road, a major arterial.

The solution provides a row of townhouses 
scaled to existing housing adjacent the site, 
and a 5-story apartment building parallel to 
Avenue Road.

The apartment building contains grade level 
professional suites and a skylight interior cor­
ridor (atrium) with steps to each unit creating 
a street-like relationship. Security is provided 
at the apartment building lobby. Appearance 
is contemporary, featuring a square clay tile 
unit on the walls, with exposed concrete struc­
ture and dark aluminum window frames.



Developer "Didn't want to compete with (a 
neighbouring development). 
Didn't permit speculators 
because we wanted to create 
stable residential environment."

"The townhouses are very suc­
cessful. The suite mix would be 
the same but we would stan­
dardize the floor plans."

Condominium "There were some difficulties,
mostly minor, due to Corpo­
ration complex architectural 
design, i.e. window leakage, 
but overall, sound value. There 
was some frustration over the 
long closing period."

Neighbour "Very happy with new building.
No problems."

"Very well maintained. In­
directly it's caused some par­
king problems because we can't 
park on the site any more."

Residents "Was very satisfied with project
but leery of 3-year old going 
off the balcony and will move 
to a single family dwelling 
shortly."

"Country setting in the middle 
of the city."

"Greenery very pacifying."

"One of the reasons we chose 
(this project) was because there 
were no recreation facilities to 
maintain."

"Friendly atmosphere - I don't 
like the anonymous feeling you 
get in a highrise downtown."

"Purchased a townhouse here 
primarily because a large 
number of the residents are 
owners not speculators."

"Since March 1981, we've had 3 
condos and 2 office condos re­
maining on our inventory."

"Best house we've ever had. 
We'd buy it if it were freehold."

"The condo concept is only as 
good as the people involved. 
We're fortunate to have a high 
guality Board."
"Corridors like a small street in 
Paris."



Although too early to establish if the target 
market has been achieved, it is evident that 
this project's residents are upwardly mobile, 
energetic, city-users.

The site is a prime downtown location ad­
jacent St. Lawrence Market, St. James Cathe­
dral, and within walking distance of the fi­
nancial/corporate heart of Toronto.

The project consists of 7 storeys of condomi­
nium units arranged around the perimeter of 
the site above a ground floor containing retail 
space, entrance lobbies, etc. A pedestrian 
route gives access to the centre court and 
frames views of the cathedral. Twenty-four 
hour security is provided at entrance lobbies.

Appearance is contemporary,with references 
to the historic buildings in the area, and 
features large areas of glazing and two brick 
colours.

CMHC Funding 
Completed

Site Area 
Unit Mix

Total Lhits

None
1983

1.17 Hectares 
Bachelor 
One BR.
One BR. + Den 
Two BR.
Two BR. + Den

7
66

101
98
34

306

Density 262 Units/Hectare
Parking Underground

Amenities: Games/Party Room, Terraces, 
Sundeck, Whirlpool, Exercise Room, Indoor 
Pool, Saunas, Squash, Solariums.

ioo% +----- +----- +--—+•----- ♦-------+----- +■I ACE PROFILE OF THOSE INTERVIEWED !75% +----♦—--->■■---- ♦--- +---- +---
',:!!!! i50% +--- ---- -----+--- +---
: ! i i ! ! !25% --^ ■

0%
y«ar« 0-10 10-20 20-30 30-40 40-50 50-60

I

I
60+



Developer "With hindsight, we would have 
put the expense of individually 
metered heat pump systems 
into higher quality finishes."

Neighbour "I like to look out at it; there 
used to be an empty lot there. 
When it's fully occupied it will 
add life to the street."

Residents "Wasn't finished nicely - lack of 
thoroughness."

"We like everything but no 
release to outdoors."

"Like the fact that this project 
is not a highrise but hate the 
parking. It's open to the public 
and not secure enough. My car 
was broken into."

"(This project) isn't warm 
looking - not classy - don't like 
brick."

"Don't need someone to open 
doors for me and other things 
that I can do myself."

"Quality project."

"Close to work, convenience, 
investment."

"After some time, it has finally 
become successful."

"Happy with project but con­
cerned with cash and the length 
of time it is taking for the 
project to look finished."

"It works extremely well and 
we enjoy staying there. 30 se­
conds from my office."

"Bought on speculation ori­
ginally, but moved in when 1 
figured it wouldn't sell at a 
reasonable price."

"Took doors off solarium to 
make living room larger."



This project was geared to young people from 
the local area. The present occupants are 
young first-time buyers, predominantly of 
ethnic origin, and many units are owned by 
speculators and investors.

The site is a prime location adjoining a ravine, 
golf course and subway station, surrounded in 
turn by an established low rise residential area 
containing a growing high rise component.

The project consists of 4 highrise blocks and a 
number of lowrise perimeter blocks. Com­
plete separation of pedestrian and vehicular 
traffic is provided. A wide range of retail, 
support, and recreational activities are pro­
vided at the pedestrian level. Security is 
provided via intercom, 24-hour foot patrols, 
television and intercoms surveillance.

Appearance is starkly functional. Materials 
are brick and concrete.

CMHC Funding Yes
Completed 1972

Site Area 10.8 Hectares
Unit Mix One BR. 366

Two BR. 796
Three BR. 254

Total Units 1,418
Rental Units 1,318

Density 253 Units/Hectare
Parking Underground

Amenities: Balconies, Patios, Exercise Room, 
Games/Party Room, Saunas, Squash, Handball, 
Day Care Centre, Indoor Pool, Running Track, 
Card Room, Ball Hockey Room, Gymnasium.
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Architect "Separation of pedestrian and
vehicles; all cars and services 
are at a different level than 
pedestrian routes."

"I think the density is too high. 
It was the largest project in 
North America at the time."

"Original prices: $100 down
and $17,000+ for a unit; 3 bed­
rooms sold for $24,000 
$27,000; now they're reselling 
for double the original purchase 
prices."

Property "Most residents are happy with
Manager their accommodation until they

can afford to expand their 
housing needs."

Residents "Security guards all over the
place."

"Lived across the street - saw 
the buildings going up."

"Tenants in the condos should 
be restricted - don't care about 
property."

"Satisfied with the life - we 
have our own security, ma­
nagement, personnel, and main­
tenance."

"Built for Ontario Housing low 
income housing, thought it 
would mean trouble, but it 
worked out."

"Density too high, should be 
50% lower."

"Doesn't fit into the environ­
ment."

"Should have our own parking 
spots."

"Many people bought there be­
cause it was as cheap as rent­
ing."

"Predominantly younger people 
bought originally."

"Most people like the project - 
very convenient, near golf, sub­
way."

"Recreation centre free for 
condominium owners; but it's 
not used very much by them."

"My home, my community, 
therefore I should take part in 
running the project."

"The larger the condo, the 
greater the need for expe­
rienced businessmen."

"Mother chose (this project) 
because everything is within 
the project."



CMHC Funding None
Completed 1979

Site Area N.A.
Unit Mix One BR. N.A.

Two BR. N.A.
Three BR. N.A.

Total Units 530

Density N.A.
Parking Underground

Amenities: Balconies, Patios, Exercise Room, 
Games/Party Room, Saunas, Tennis, Bicycle 
Storage.
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This project was aimed towards single 
"swingers" and the nearby ethnic population, 
however, the current owner profile is a mix of 
young professional couples, empty-nesters, and 
investors. The renovated homes attracted 
professional couples and families, as expected. 
Many people who had previously lived in the 
area returned to live at High Park Green.

The site is located in a mature lowrise resi­
dential area close the subway, Bloor Street 
and High Park.

The project consists of 3 apartment slabs of 
varying heights and 15 renovated homes, all 
integrated into a carefully lanscaped setting. 
Apartment security is provided via enter- 
phones.

Appearance of the apartments is mainstream 
contemporary, with stucco wall finishes and 
metal panels below windows.

Orfi.



Developer "We found that many people 
who had previously lived in the 
area returned to live at (this 
project)."

"The renovated homes at­
tracted professional couples 
and families, as expected."

Residents "Plan to stay in project 'inde-
finately'."

"Think the project is modern, 
well-run, great setting and 
view, park, subway, pool, 
tennis, and shopping."

"Since buying decision - want a 
larger unit and to move to (a 
more luxurious condominium) 'if 
I had a Sugar Daddy'."

"An admitted fitness freak and 
would like more facilities."

"Misses garden."

Planner "A relatively high quality de­
velopment at a relatively high 
density."

"Its success could be attributed 
to a wide stream of locational 
factors including:
- proximity to High Park
- minutes away from subway
- a commercial strip that went 

through a virtual renais­
sance just before develop­
ment took place

- a surrounding neighbourhood 
that had never been aban­
doned by the middle class."

Neighbour "Don't like the condo buildings
behind me; there is a lack of 
privacy and the occupants play 
radios loudly on the balconies."

"Condo concept is great if you 
want to live that way."

"I am perfectly happy."

"This place has doubled in price 
since I bought it."

"The infrastructure for the 
bourgeoisie was in place."

"No one could dispute that what 
is on the ground represents 
good site planning."

"Represents a very high stan­
dard of development in every­
thing from the landscaping to 
the parking lot."



This project was planned for empty-nesters 
and second-time home buyers from the West 
End. This target market has been achieved 
with the addition of some young professionals.

CMHC Funding 
Completed

Site Area 
Unit Mix

Total Units

Yes
1982

3.58 Hectares 
One BR. + Den 
Two BR.
Two BR. + Den 
Penthouses

48
202
48
12

310

Density 87 Units/Hectare
Parking Underground

Amenities: Balconies, Outdoor Pool, Whirl­
pool, Exercise Room, Racquetball, 
Games/Party Room, Card Room, Indoor Pool, 
Saunas, Squash, Tennis, Meeting Room. Bil­
liards, Barbecues.
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The site is at the junction of two major roads 
in a new residential area undergoing develop­
ment with high and lowrise residential pro­
jects.

the project consists of two identical hexagon­
shaped towers. The hexagon floor plan 
permits complete privacy for each unit and a 
minimum number of units per floor. A below­
ground connection between the towers
contains the recreational activities. Security 
is provided with a guard-house at the entry 
and complete fencing of the site.

Appearance is contemporary, using brick pre­
finished insultated panels, and precast
concrete balcony panels.
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Planner "As a result of its relatively
low density of 87 units per 
hectare and the height of the 
buildings, this project may be 
the last of a kind in the city. 
The quality of workmanship put 
into the project appears to have 
guaranteed its success as well.

It should be noted for example 
that to date no complaints have 
been received by this depart­
ment with respect to this 
project."

"Although the complex seems 
to have isolated itself some­
what from the rest of the com­
munity, the extensive open 
space appears to have a po­
sitive effect on the area."

Residents "If we could, we would live in a
single family dwelling because 
we are elderly."

"Exterior appearance is 
unique."

"Bought on wrong side of build­
ing."

"Lack of soundproofing."

"Noise from Islington Avenue 
too loud."

"Out of place in relation to the 
surrounding neighbourhood, but 
a nice building."
"Would move downtown 
ideally."
"Enjoy the privacy, security, 
adult atmosphere, layout."

"On board of directors to 
protect investment."

"Developer cut corners on 
second building."

"The suite layouts are a change 
from the usual rabbit warrens."

"It's as hard to get into as Fort 
Knox."

"Will never buy a condo again."

"Wish I could be segregated 
from others."

"Haven't missed the house at 
all."

"I like the size of the building 
and the security."



This project was planned on the basis of a 
market study of rental buildings in the vicinity 
of the site.

CMHC Funding None
Completed 1978

Site Area 29 Hectares
Unit Mix One BR. 72

Two BR. 142
Three BR. 86

Total Units 300

Density 102 Units/Hectare
Parking Underground

Amenities: Sunrooms, Tennis, Exercise Room, 
Meeting Room, Games/Party Room, Indoor 
Pool, Card Room, Saunas, Whirlpool, Billiards, 
Shuffleboard, Putting, Workshop, Hotel Suite.
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The target market was affluent, retired and 
semi-retired, empty-nesters, seeking extensive 
on-site amenities and house-like features in 
the unit layouts.

The site is located in an established, low and 
high rise residential neighbourhood.

The project consists of a single Y-shaped high 
rise building in a park-like landscaped setting. 
Security is provided at the building lobby. The 
appearance is contemporary with extensive 
amounts of glazing set in a crisply detailed 
precast concrete wall cladding.

i



Developer "Carefree, relaxed environment 
wherein many residents live 
down south in the winter or 
have summer cottages."

"29 mortgages out of 199 
deals."

"Empty-nesters from im­
mediate community."

"The three-winged building 
design afforded maximum 
window and view capacity."

"No speculators."

"Very low turnover - 50 since 
1976."

Residents "Confidence in developer."

"Great spirit and involvement 
in project."

"I'm not alone if I don't want to 
be."

"Intend to stay until they come 
for me in a box."

"The only thing in my life I am 
completely happy with."

"Enjoy the view, the security, 
the variety store in the buil­
ding, the fact that children 
visit only, the friendliness, the 
activities. I miss walking in my 
garden."

"Wouldn't change a thing any­
where."



This project was targetted to wealthy empty- 
nesters and reached the intended market. Re­
sidents typically are well established, enter­
tainment-oriented city-users.

The site is within walking distance of the 
major Bloor/Yonge intersection, immediately 
against the Yorkville quality retail area, and 
directly above the subway.

The project is an infill slab of apartment units 
over 2 floors of retail, (one below garde form­
ing part of the pedestrian mall network, and 2 
floors of office space). Security is provided 
via intercom and a concierge.

Appearance is high-tech, contemporary, fea­
turing a smooth curtain wall of reflecting 
glass and stainless steel.

CMHC Funding 
Completed

Site Area 
Unit Mix

Total Units

Density 
Parking

Amenities: Meeting Room, Whirlpool, Ex­
ercise Room, Indoor Pool, Saunas, Squash, So- 
lariums, Billiards, Lounge.

Yes
1981

0.41 Hectares 
One BR. 46
Two BR. 66
Three BR. 44

156

380 Units/Hectare 
Underground
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Planner "At the time it was submitted, 
it was exactly what they were 
looking for."

"It met the objectives of the 
plan in that it was a mixed use 
(residential /commercial /de­
velopment), a concept the city 
wanted to encourage."

Residents

:

"Quite fond of i (this project), 
primarily because of its 
location."
"Looks like another office buil­
ding."

"Very satisfied with the 
project. It's convenient
spacious and well run. Security 
is good, so I can go away any­
time."

"Apart from the lawsuit it's a 
successful project."

"Love the area and all it has to 
offer. Biggest problem is the 
lawsuit, poor construction and 
shared mechanical and elec­
trical facilities with the com­
mercial floors."

"Wide variety of restaurants 
and theatres."



CMHC Funding 
Completed

Site Area 
Unit Mix

Total Lhits

Density
Parking

None
1973

0.8 Hectares 
Two BR. 
Townhouses

73 Units/Hectare 
Underground

52
_8
60

Amenities: Balconies, Patios, Indoor Pool, 
Saunas.
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This project was planned to attract empty- 
nesters wanting to return to a downtown lo­
cation. The majority of the residents are 
affluent, retired, and head south for part of 
the year.

The site is located in a mature residential area 
close to the historic centre of Ottawa, and 
adjacent to the Rideau Canal.

The project consists of an apartment tower 
and a row of townhousing allocated alongside 
the canal. Security is via intercom.

Appearance is mainstream contemporary, with 
brick and stucco wall finishes in the tower 
block, and brick and wood on the townhouses.



Architect "The project was pre-sold en­
tirely; the market was very 
slow largely because Ottawa 
had not been acclimatized to 
condominium living. However, 
the reputation of the building 
and the location helped sell the 
project quickly."

"The smaller the Unit count, 
the stronger your sales will be."

"If we were designing it today 
we would have individual me­
tering."

"A lot of residents moved be­
cause of the very high resale 
values."

Residents "Security has been a problem so
most residents have adopted in­
dividual suite locks and alarm 
systems."

"A wonderful place to live for 
older people."

"Architecturally, it could have 
established a pattern of sorts, 
but really it could have been a, 
lot worse."

"Hate to go out to dinner be­
cause the view is fantastic."

"Had planned to live in 
Manitoba but we saw it and 
loved it."

"Go away for the winter, if we 
stayed, we'd build a glass house 
and put in a hot tub."

"When it was new everyone had 
a chip on their shoulder; not as 
aggravated now, they've got 
used to the idea."

"50% of original purchasers still 
there; only a few left because 
they didn't like condo; the 
balance left to realize a capital 
gain."



APPENDIX B

Case Study Survey 
of Condominium Residents



QUESTIONNAIRE 
CASE STUDY

SURVEY OF CONDOMINIUM RESIDENTS

Interview Date: ________________
Project Name: _______ '
Address: ________________
Project Type: Apt.____ TH.

1. Did you own or rent before moving here?
(1) Own (2) Rent

2. What type of accommodation did you live in at that time?
(1) Single family (3) Townhouse
(2) Semi-detached (4) Apartment

3a. Did you purchase your condominium:
(1) New (2) As a resale

3b. When did you buy?
(1) Less than 1 year ago (3) 3 or more years ago
(2) 1-3 years ago

4. Why did you choose the project you are now living in?
Price (1) Yes (2) No
Suited lifestyle (1) Yes (2) No
Freedom from maintenance (1) Yes (2) No
Neighbourhood (1) Yes (2) No
To remain close to old neighbourhood (1) Yes (2) No
Convenience to shopping (1) Yes (2) No
Convenience to community facilities (1) Yes (2) No
Exterior appearance of project (1) Yes (2) No
Site design U) Yes (2) No
Landscaping (1) Yes (2) No
Size of project (1) Yes (2) No
Quality of construction (1) Yes (2) No
Standard of maintenance (1) Yes (2) No
Maintenance fee (1) Yes (2) No
House/apartment designs (1) Yes (2) No
Recreation facilities (1) Yes (2) No
Family atmosphere (1) Yes (2) No
Adult atmosphere (1) Yes (2) No
Security (1) Yes (2) No
Privacy (1) Yes (2) No
Quality of neighbours (1) Yes (2) No
Health reasons
Other (specify):

(1) Yes (2) No

I

I
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5. What first brought you to the project?
Location (1) Yes (2) No

Word of mouth (1) Yes (2) No

Advertising campaign (1) Yes (2) No
Curiosity (1) Yes (2) No
Desire for new lifestyle (1) Yes (2) No
Changing family size

Other (specify):
(1) Yes (2) No

6.

7.

How would you describe your present home?
(a) Number of bedrooms: (1) 1 (2) 1 + D (3) 2 (4) 2 + D (5) 3 (6) 4

Floor area:
(1) Under 1,000 sq. ft.
(2) 1,000 - 1,250 sq. ft.
(3) 1,250 - 1,500 sq. ft.

(4) 1,500 - 1,750 sq. ft.
(5) 1,750 - 2,000 sq. ft.
(6) Over 2,000 sq. ft.

(c) How many bathrooms do you have? 
(1) 1 (2) If (3)2 (4)2i

(d) Outdoor space: Balcony (1) Yes (2) No
Solarium (1) Yes (2) No
Patio (1) Yes (2) No

(e) Laundry: Ensuite (1) Yes (2) No

Communal (1) Yes (2) No

(f) Storage: Ensuite (1) Yes (2) No

Locker (1) Yes (2) No

Combination (1) Yes (2) No

Realizing that you have to pay for them, which recreation facilities 
that a successful condominium project must have?

Indoor swimming pool (1) Yes (2) No

Outdoor swimming pool (1) Yes (2) No

Tot lot (1) Yes (2) No

Exercise room (1) Yes (2) No

Meeting room (1) Yes (2) No

Whirlpool (1) Yes (2) No

Squash (1) Yes (2) No

Tennis (1) Yes (2) No

Other (specify):
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8. What do you think of the condominium concept?
(1) Good idea (2) Mixed reaction (3) Not a good idea

9. Do you take part in condominium management decisions and activities?
(1) Yes (2) No (3) Sometimes

10. Were you familiar with the condominium concept before buying?
(1) Yes (2) A little (3) No

11. Do you find condominium documentation too complicated?
(1) Yes (2) No (3) Don't know

12. Do you find condominium regulation too restrictive?
(1) Yes (2) No (3) Don't know

13. What do you dislike about your project and apartment/home?
Lifestyle (1) Yes (2) No
Neighbourhood (1) Yes (2) No
Distance from old neighbourhood (1) Yes (2) No
Inconvenient shopping (1) Yes (2) No
Inconvenient community facilities (1) Yes (2) No
Exterior appearance of project (1) Yes (2) No
Site design (1) Yes (2) No
Landscaping (1) Yes (2) No
Size of project (1) Yes (2) No
Quality of construction (1) Yes (2) No
Standard of maintenance (1) Yes (2) No
Size of maintenance fee (1) Yes (2) No
House/apartment design (1) Yes (2) No
Recreation facilities (1) Yes (2) No
Number of children (1) Yes (2) No
Lack of security (1) Yes (2) No
Lack of privacy (1) Yes (2) No
Quality of neighbours (1) Yes (2) No
Other (specify):

14. Would you make the same buying decision again?
(1) Yes (2) No (3) Don't know

15. Why/why not?

)
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16. Do you intend to stay in the project?
(1) Yes (2) No (3) Don't know

If no, why are you planning a move?
Want a single family home (1) Yes (2) No

Family size increasing (1) Yes (2) No

Family size decreasing (1) Yes (2) No
Carrying cost & maintenance fees 
too high (1) Yes (2) No
Poor maintenance standards (1) Yes (2) No
Quality of neighbours (1) Yes (2) No
Quality of neighbourhood (1) Yes (2) No
Opportunity to sell at a profit (1) Yes (2) No
Want more recreation facilities (1) Yes (2) No

Parking problems (1) Yes (2) No
Good time to buy because of decreased 
interest rates (1) Yes (2) No

Other (specify):_______________________

18. Do you consider your project to be successful?
(1) Yes (2) No (3) Don't know

Why?
Appreciation in value (1) Yes (2) No

Resale value (1) Yes (2) No

Turnover of homes (1) Yes (2) No

Property management (1) Yes (2) No

Quality construction (1) Yes (2) No

Neighbours (1) Yes (2) No
Community spirit in project (1) Yes (2) No

Appearance, maintenance
Other (specify):

(1) Yes (2) No
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20. If you were to redesign aspects of the project what would you change?
Exterior appearance (1) Yes (2) No (3) Don't know

Reduce height (1) Yes (2) No (3) Don't know
Reduce project size (1) Yes (2) No (3) Don't know

Landscaping (1) Yes (2) No (3) Don't know
Recreation facilities (1) Yes (2) No (3) Don't know

Reduce maintenance 
problems (1) Yes (2) No (3) Don't know

Parking
Other (specify):

(1) Yes (2) No (3) Don't know

21. If you were to redesign your apartment/home, what would you change?
Make unit larger (1) Yes (2) No (3) Don't know
Make unit smaller (1) Yes (2) No (3) Don't know
Improve kitchen (1) Yes (2) No (3) Don't know
Improve storage (1) Yes (2) No (3) Don't know
Add washroom (1) Yes (2) No (3) Don't know
Add den/family 
room (1) Yes (2) No (3) Don't know
Change balcony to 
solarium (1) Yes (2) No (3) Don't know
Other (specify):

Do you spend most of your time:
Within your dwelling (1) Yes (2) No (3) Don't know
Within your project (1) Yes (2) No (3) Don't know
Close to your 
project (1) Yes (2) No (3) Don't know
Distant from your 
project (1) Yes (2) No (3) Don't know

Does the project serve your needs well?

(1) Yes (2) No (3) Don't know

24. How would you describe your project?
(1) Conservative (2) Contemporary/trendy

25. Is the project managed by:
(1) Your condominium corporation (2) A management company
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26. Do you think that your project fits well into the surrounding streets and 
neighbourhood?

(1) Yes (2) No (3) Don't know

27. Why/why not?

28. Does the layout of your apartment/home serve your needs and lifestyle?
(1) Yes (2) No (3) Don't know

29. Why/why not?

30. Do you like the way parking and automobile circulation is handled on your 
project?

(1) Yes (2) No (3) Don't know _____

31. Why/why not?

32. Interviewer's general observations:

Interviewee Name: 

Address: 

Tel. No.: 

Occupations

Interviewee:

Spouse:

Male • Female 

Approximate age: 

Family size (at home):
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>AN EXAMPLE OF PRE-DESIGN PROJECT ASSESSMENT

It is usually necessary for the architect to assess the potential of a specific site based 
on experience and assumptions only, without a market study. The following is an 
example of such assessment.

A. The Site Positive Aspects Negative Aspects

1. Location near downtown some traffic noise

2. Traffic easy access to public 
and private transit

3. Views park and city skyline to 
south unsightly buildings to north

4. Shadows no buildings to the 
south

tall buildings to the east, west 
and north

5. Controls residential use height restriction to much less 
than adjacent, existing buildings

6. Privacy some visual intrusion from 
adjacent buildings

7. Neighbourhood high quality residential 
towers to the east

lower cost rental residential 
towers to the north and west

8. Amenities parks to the south and east, 
downtown shops one block to 
the west

9. Site area 7,500 m2

10. Permitted number of dwelling units: no limit

11. Permitted total gross floor area: 15,000 m^

B. Expected Buyer Profile

1. The typical buyer is expected to be:

(a) Empty-nester coming from a comfortable neighbourhood
(b) Prepared to spend $300,000+
(c) Seeking accommodation comparable to the house they left
(d) Expected to have somewhat conservative values
(e) One whose aspiration would probably be understated elegance as opposed to 

glamour



2. The buyer's criteria are expected to be as follows:

(a) Accommodation should be equivalent to their former house, without special 
requirements for children

(b) Maximum privacy with minimum contact with neighbours through minimum 
public circulation

(c) Social and recreational life tends to center around clubs

(d) Will probably demand anonimity and extensive security

(e) Maintenance costs will not be a deterring factor

(f) Will expect high professional level of management

(g) It is reasonable to assume that some purchasers will look for the possibility 
for a live-in maid, guests or additional ensuite hobby room

(h) His preference will be a 'bungalow' single level dwelling

(i) He will probably prefer to keep his furniture from the house

(j) Some will look for his and hers bedrooms, therefore second bedroom should 
be master bedroom size

(k) He will look for his and hers walk-in closets, and ample storage

(l) Living and dining room must accommodate entertaining functions com­
mensurate with his lifestyle

(m) He will look for an impressive entrance to reflect his status

(n) Notwithstanding his ensuite entertaining opportunities, he will look for 
private functions

(o) His preference will be for good view and orientation

(p) His preference will be for corner suites

(q) Some purchasers may look for very large suites, therefore flexibility in 
floor plan is important to attain larger suites

C. Building Form Alternatives

1. Existing zoning favours apartment building in terms of gross floor area.

2. Ground contact units do not yield allowable density and would therefore result in 
too high unit land cost to be feasible.

3. To maximize excellent view to south as high a building as possible would be pre­
ferable.

4. In order to meet design objectives, analyse several concepts such as:



> slab building with double-loaded corridors
- slab building with'skip corridor'through units
- articulated slab
- cellular slab
- informal slab
- 'beachfront' slab
- two buildings with double-loaded corridors
- two buildings with through units
- rowhouse and apartment combination
- possible combinations of the above

D. Building Form Performance Against Site Dynamics

When testing against design objectives, the two building through unit concept 
appears to work best.

The main reasons for this appear to be:

(a) 2 buildings produce the smallest perceptible mass from the outside as well 
as the greatest sense of exclusiveness from the inside

(b) 2 buildings produce the maximim number of corner suites on the site

(c) There are marketing advantages in selling by phase

E. Design Criteria

1. Choice of address and entry:
(a) South Street
(b) North Street

2. Choice of view:
(a) To South
(b) To East
(c) To North
(d) To West

________Assigned Importance _____
Primary Not Important/

Objective Secondary Not Desirable

X
X

X
X

X
X

3. Choice of gross floor area allocation:
(a) Maximum in unit X
(b) Balance between unit and common
(c) Maximum common recreation

4. Sequence of travel from car to dwelling:
(a) car-lobby-elevator-dwelling X
(b) car-lobby-elevator-corridor- 

dwelling
(c) car-garage-lobby -elev ator- 

corridor-d welling

X
X

X

X



( Assigned Importance
Primary

Objective Secondary

5.

6.

7.

8.

9.

3 0.

Relationship to neighbours within 
building:
(a) minimum contact X
(b) occasional contact X
(c) frequent contact

External scale of project:
(a) as small as possible X
(b) moderate size X
(c) as large as possible

Importance of shared recreation on site:
(a) not important at all X
(b) important
(c) used for visual impact only X

Importance of gross floor area/unit 
vs. number of units:
(a) maximum saleable G.F.A. yields 

maximum total sale price X
(b) number of units important only 

to bring saleable G.F.A. to 
within the limits of the market X

Level of luxury to be aimed at:
(a) above current projects X
(b) on par with current projects X
(c) slightly below current projects

Dwelling unit design criteria:
(a) Living room 4.30 x 6.70
(b) Dining room 3.60 x 4.30
(c) Kitchen 3.00 x 3.00
(d) Breakfast 2.70 x 1.80
(e) Den/Library 3.35 x 4.30
(f) Entrance foyer 2.40 x 3.60
(g) Master bedroom 3.60 x 6.10
(h) Bedroom 2 3.35 x 4.60
(i) Greenhouse 1.80 x 2.70
(j) Master bedroom walk-in closet 

(his & hers) 1.80 x 1.50
(k) Bedroom 2 closet 3.00 m
(1) Utility room 2.10 x 1.50
(m) In unit locker 1.50 x 1.50
(n) Maid's room/guest room 2.70 x 3.35
(o) Master bedroom bath: whirlpool

shower
w.c.
bidet
2 sinks and vanity

Not Important/ 
Not Desirable

X

X

X



_______ Assigned Importance _____
Primary Not Important/

Objective Secondary Not Desirable

dressing vanity
sauna
window

(p) In unit garbage chute
(q) Enclosed balcony (included in G.F.A.)
(r) Open balcony
(s) Entrance foyer closet
(t) Bedroom 2 bath: whirlpool and shower

w.c.
vanity

(u) Wet bar
(v) Ceiling height
(w) 2 fire exits from each suite
(x) Concrete party wall

3x3
7x5

100 sq. ft.

8'3"

11. Dwelling unit disposition:
(a) Corner suites
(b) Interior suites
(c) South orientation
(d) East-West orientation
(e) North orientation

X
X

x
X

X

12. Dwelling unit type:
(a) 'Bungalow'
(b) Split level
(c) Two level

X
X

X

13. Additional dwelling unit features to 
be considered:
(a) 'Ticker tape' plug
(b) Electronic Security
(c) Keyed Elevator
(d) Interior Central Air Conditioning 

& Perimeter Heat or Heat Pump
(e) Metal Clad Wood Windows, Mirror 

Glass

14. Building form:
(a) Single slab building
(b) Single articulated slab X
(c) Two buildings X

15. Exterior building materials:
(a) Brick, tinted glass, anodized

window frames X
(b) concrete, tinted glass, anodized

window frames X

X



Circulation Core Analysis

Typical Common Core

Layout; 2 stairs & elevators & corridor

Core Area; 825 sq. ft.
(206 sq. ft./unit)

Advantages: 56 sq. ft.
less core area/unit

Disadvantages: 25% of units face north 
Common entry corridor

Semi-Private Core

2 stair & elevators (no corridor)

1,052 sq. ft.
(263 sq. ft./unit)

"Private" elevators 
all units face south

56 sq. ft. extra core 
area per unit

Economics: (Private Core) Test 

(a) extra elevators: (debit)

(b) construction cost of extra 
core area: (debit)

(c) extra sales value of two 
southern unit (credit)

2 elev's x $80,000 = $4,705/unit 
34

56 sq. ft. x 50/sq. ft. = $2,800/unit

2 x 2,000 sq. ft. (a) $2D/sq. ft. = $20,000/unit 
4 units

loss of sales value of 56 sq. ft.
core/unit (§ $200/sq. ft. (debit) = $11,200/unit

Total extra cost per unit for 'private elevator scheme' = $1,295.

G. Preliminary conclusions

(a) Two small buildings vs. one large building is preferable
(b) 'Semi-private' elevators are economically feasible
(c) Scheme in which all units have view to the south is feasible and preferable
(d) Site plan controls prevent high buildings
(e) Project should face away from unsightly north as much as possible
(f) Project is expected to be of very high quality and conservative in tone
(g) Buyers require little on site amenities for recreation
(h) Two cards per unit will be the expected parking ratio
(i) In this high level of luxury market, the maximum number of achievable 

dwelling units should not be pursued, only the highest achievable gross floor 
area, i.e. recommend fewer but larger units.

These preliminary conclusions are given to the developer and his market analyst for 
confirmation or revision. The final program will evolve from that exchange of ideas.
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THE CONDOMINIUM DOCUMENT

Owners of condominiums must conduct themselves in accordance with a prescribed set 
of rules for the good of the community. Such rules are set out in the "Proposed 
Condominium Documents". The "Proposed Condominium Documents" usually contains 
details of the following topics:

1. Disclosure Statement

A brief project description and a brief description of the proposed declaration of 
The Condominium Corporation by-laws, management and insurance agreements, 
etc., are contained in this section.

2. Declaration

This section contains the declarations made by the developer with respect to the 
condominium act and includes definitions of terms used, such as common 
elements, units, duties of the Corporation, insurance, general matters of 
administration, etc.

Schedules such as easements,' unit boundaries, referred to in the declaration are 
also in this section.

3. By-Laws

The by-laws of the Condominium Corporation are listed; meetings are defined as 
to frequency and procedure. The duties and powers of the Corporation and its 
officers are outlined. In short, the rules of the conduct of the Corporation are in 
this section.

4. Resolution

This section contains the rules respecting the use of the project common 
elements and dwelling units.



5. Budget Statement

The projected operating budget expenses of administration, utilities, service 
contracts to maintain the project, repair and maintenance expenses and the 

amount of the reserve are listed in the budget statement. It is usual to also have 
notes on the operating budget to explain the elements listed. A useful addition is 
a proposed major repair or replacement schedule and estimated costs. (These 
costs should be covered by the reserve fund.)

6. Management Agreement

This agreement between the Condominium Corporation and the developer 

outlines the duties of the "manager" (the developer or others he may appoint) and 

the financial and other obligations of the Corporation.

7. Other Agreements

The documents usually contain agreements related to insurance and other 
agreements particular to the specific project, as when the project has a 

commercial component.

The documents also contain a pictorial description of the condominium "units" i.e. the 
dwellings and parking spaces and a copy of the draft plan of condominium, all prepared 

by an Ontario Land Surveyor.


