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Blossom Plaza, a new transit-oriented, urban 
mixed-use development, links a highly 
accessible and pedestrian-friendly network of 

public open spaces to the Metro Gold Line Chi-
natown Station in downtown Los Angeles.  

The plaza ignites a vibrant and culturally 
rich urban experience with apartments, an 
art gallery pop-up and soon to be leased retail 
shops, and restaurants for residents, shoppers, 
tourists, and workers. Right at the foot of the 
Gold Line Metro Station, a 19,000-square-foot 

public space accom-
modates neighborhood 
events and a paseo 
for retail businesses.  
Paving patterns reflect 
historic Chinese geom-

etries in the plaza.  
The design, while contemporary in shape and 

color, draws inspiration from signature elements 
of traditional Chinese architecture.  A grand 
staircase leads from College Street up to the Cul-
tural Plaza, reinforcing pedestrian connectivity 
in the neighborhood, as well as the site’s highly 
porous and public nature.

Two five-story residential buildings feature 
237 urban apartments (20% of which are 
reserved as affordable units) that rise four floors 
above 20,000 square feet of ground-level retail. 

Blossom 
Plaza
CHINATOWN

WHO’S 
BUILDING L.A.
SPOTLIGHT

PROJECT 
HIGHLIGHTS
■  Seven acre campus
■  216,000 square foot center
■  Community-friendly, park-like 

campus
■  Safe, friendly and sustainable 

environment

O n a seven-acre campus, this new 216,000 
square foot, five-story Family Support 
Center and 1,326-stall six-level Parking 

Structure in the San Fernando Valley consoli-
dated seven Los Angeles County family services 
departments into one location which serves the 
most vulnerable and disadvantaged residents of 
Van Nuys. 

The project created a community-friendly, 
park-like campus; provided a safe, welcoming 

and sustainable envi-
ronment for the facili-
ty’s clients; and promot-
ed interdepartmental 
collaboration among 
the 1,000 employees 

who call the new building home. 
The primary design goal was to facilitate the 

County’s service model transformation, which 
was designed to provide a more convenient and 
welcoming experience for its clients who have 
previously needed to visit multiple service-pro-
viding locations. 

The two new building structures and an 
existing County medical clinic are located so 
as to create a secure campus environment. The 
project is now a prototype for future County 
facilities in their desire to be more effective and 
user-focused.

Zev Yaroslavsky Family Support Center
VAN NUYS

WHO’S 
BUILDING L.A.
SPOTLIGHT

PROJECT HIGHLIGHTS
■  Great Chinatown location at the foot of the  

Gold Line Metro Station
■  19,000 square foot project
■   Project contains a beautiful grand staircase 

leading up to the Cultural Plaza
■  Two five-story residential buildings
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By GREG BARSAMIAN

In a state that approved medical marijuana 
in 1996 and recreational use in November 
2016, more than 20 major transactions worth 

roughly $100 million have closed with prices 
increasing. Last year, a 10-acre parcel with 
greenhouses would have been worth $2.5 mil-
lion, but prices could rise upwards of $5 million 
in hype of the demand.

According to a leading publisher of cannabis 
market research, The Arcview Group, sales of 
legal cannabis reached $6.7 billion in the United 
States last year and are expected to top $20 
billion by 2021. These projections list California 
as the largest marijuana sales market with the 
highest financial potential.

Cannabis groups have begun to buy up 
industrial buildings, renovate them and lease 
them to medical marijuana growers, despite 
the millions of dollars it costs to turn a vacant 
warehouse into a facility suitable for canna-
bis cultivation. While cannabis growers do 
not need high clearance modern warehouses 
they do need plenty of electricity to power 
the air-conditioning systems and grow lights 
required for maximum production. 

In markets where commercial cannabis sales 
are legal, cultivation and retail facilities are 
capped by local legislation. For example, Denver 
has emerged as one of America’s pot capitals. 
Since Colorado legalized marijuana for recre-
ational use in 2012, hundreds of stores selling 
pot have opened, and many growing operations 
have now set up shop. Legal cannabis sales 

topped $1 billion in the state last year.
Colorado’s growth pains are representative 

of the many challenges present in states where 
cannabis sales are legal. Increased demand for 
commercial marijuana bodes well for landlords, 
who often charge two to three times market rates 
for spaces used for cultivation or sales. 

In some cases, these increased rates are cre-
ating headache for public regulators. Attracted 
to the inexpensive land and privacy, cannabis 
growers have set their eyes to rural counties 
in Northern California seeking to capitalize 
on increased demand throughout the state 
and across the country. Many of these farmers 
generate products illegally on both state and 
federal lands.

According to reports from cities and coun-
ties across the state, illegal commercial mari-
juana farming has harmed local environments 
and contributed to a rise in violent crime. 
Many illegal growers use harmful chemicals, 
destroying natural vegetation and contami-
nating rivers and streams that feed California 
water supply. 

The commercialization of marijuana has 
curbed many of these negative impacts but 
over regulation is still area of concern. With 
more than half of U.S. states voting to legalize 
marijuana in some way, commercial sales of 
cannabis still remain illegal at the federal level. 
As a result, the billion-dollar business of legal 
marijuana assumes that the federal government 
won’t enforce the law. The legal gray area has 
already left financing projects challenging. 
Because the federal government considers 
marijuana illegal, most banks won’t provide 
mortgages to buildings used by the cannabis 
industry.

There is a lingering threat that the federal 
government, which still classifies marijuana 
as an illegal substance, could crack down on 
the burgeoning industry. During the Obama 
administration, the federal government did not 

directly penalize businesses in states where can-
nabis sales were legalized. This approach has 
drastically changed under the Trump  
administration. 

Jeff Sessions has expressed his disdain for 
the legalization movement. “I reject the idea 
that America will be a better place if marijuana 
is sold in every corner store,” Mr. Sessions, the 
U.S. attorney general, said in March, adding 
that marijuana was “only slightly less awful” 
than heroin.

Any stricter enforcement from the federal 
government could dramatically hurt commer-
cial real estate investments. Many small cities 
throughout California are embracing the oppor-
tunity presented by the cannabis industry as a 
way to bring their cities back to life. Cities like 
Needles, Desert Hot Springs and Long Beach 

are proactively promoting cannabis zoning and 
actively seeking to bring the industry and its 
money into their cities.

Consequently, investors are pressing ahead 
with ambitious plans to grow more marijuana, 
wherever they can. If federal regulation related 
to the transportation of marijuana loosens, 
dispensaries in Boston could soon sell canna-
bis products grown in California greenhouses. 
Vacant factories and warehouses throughout 
the state could soon be filled with prosperous 
marijuana growing facilities. As commercial 
cannabis demand continues to grow, so will 
the need for commercial real estate facilities to 
support the industry’s evolution. 

Greg Barsamian is Managing Principal of Coldwell 
Banker Commercial Advisors.

C hoosing a business location is perhaps the 
most important decision a small business 
owner or startup will make, so it requires 

precise planning and research. It involves 
looking at demographics, assessing your supply 
chain, scoping the competition, staying on 
budget, understanding local laws and taxes, and 
much more.

Here are some tips to help you choose the 
right business location.

DETERMINE YOUR NEEDS
Most businesses choose a location that pro-

vides exposure to customers. Additionally, there 
are less obvious factors and needs to consider, 
for example:

• Brand Image – Is the location consistent 
with the image you want to maintain?

• Competition – Are the businesses around 
you complementary or competing?

• Local Labor Market – Does the area have 
potential employees? What will their commute 
be like?

• Plan for Future Growth – If you antici-
pate further growth, look for a building that has 
extra space should you need it.

• Proximity to Suppliers – They need to be 
able to find you easily as well.

• Safety –  Consider the crime rate. Will 
employees feel safe alone in the building or 

walking to their vehicles?
• Zoning Regulations – These determine 

whether you can conduct your type of business 
in certain properties or locations. You can find 
out how property is zoned by contacting your 
local planning agency.

EVALUATE YOUR FINANCES
Besides determining what you can afford, 

you will need to be aware of other financial 
considerations:

• Hidden Costs – Very few spaces are 
business ready. Include costs like renovation, 
decorating, IT system upgrades, and so on.

• Government Economic Incentives – Your 
business location can determine whether you 
qualify for government economic business pro-
grams, such as state-specific small business loans 
and other financial incentives.

IS THE AREA BUSINESS FRIENDLY?
Understanding laws and regulations imposed 

on businesses in a particular location is essential. 
As you look to grow your business, it can be 
advantageous to work with a small business 
specialist or counselor. Check what programs 
and support your state government and local 
community offer to small businesses. Many 
states offer online tools to help small business 
owners start up and succeed. Local community 

resources such as SBA Offices, Small Business 
Development Centers, Women’s Business Cen-
ters, and other government-funded programs 
specifically support small businesses.

THE BOTTOM LINE
Do your research. Talk to other business 

owners and potential co-tenants. Consult the 
small business community and utilize available 
resources, such as free government-provided 
demographic data, to help in your efforts.

Information for this article was provided by the 
Small Business Association.

Cannabis Legislation and Commercial Real Estate

Tips for Choosing Your Business Location

The impact of newly voted 
cannabis legislation on California’s 
commercial real estate market  
is big
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F ueled by a substantial increase in sales dollar 
volume from Canadian buyers, foreign invest-
ment in U.S. residential real estate skyrocket-

ed to a new high, as transactions grew in each of 
the top five countries where buyers originated.

This is according to an annual survey of 
residential purchases from international buyers 
released today by the National Association of 
Realtors, which also revealed that nearly half of 
all foreign sales were in three states: California, 
Florida and Texas.

NAR’s 2017 Profile of International Activity 
in U.S. Residential Real Estate, found that 
between April 2016 and March 2017, foreign 
buyers and recent immigrants purchased $153.0 
billion of residential property, which is a 49 
percent jump from 2016 ($102.6 billion) and 
surpasses 2015 ($103.9 billion) as the new survey 
high. Overall, 284,455 U.S. properties were 
bought by foreign buyers (up 32 percent from 
2016), and purchases accounted for 10 percent 
of the dollar volume of existing-home sales (8 
percent in 2016).

“The political and economic uncertainty 
both here and abroad did not deter foreigners 
from exponentially ramping up their purchas-
es of U.S. property over the past year,” said 
Lawrence Yun, NAR chief economist. “While 
the strengthening of the U.S. dollar in relation 
to other currencies and steadfast home-price 
growth made buying a home more expensive 
in many areas, foreigners increasingly acted on 
their beliefs that the U.S. is a safe and secure 
place to live, work and invest.”

Although China maintained its top position 
in sales dollar volume for the fourth straight 
year, the significant rise in foreign investment in 
the survey came from a massive hike in activity 
from Canadian buyers. After dipping in the 2016 
survey to $8.9 billion in sales ($11.2 billion in 
2015), transactions from Canadians this year 
totaled $19.0 billion – a new high for Canada.

Yun attributes this notable rise in activity to 
Canadians opting to buy property in U.S. mar-
kets that are expensive but still more affordable 
than in their native land. While much of the 
U.S. continues to see fast price growth, home 
price gains in many cities in Canada have been 
steeper, especially in Vancouver and Toronto.

“Inventory shortages continue to drive up 
U.S. home values, but prices in five countries, 
including Canada, experienced even quicker 
appreciation,” said Yun. “Some of the acceler-
ation in foreign purchases over the past year 
appears to come from the combination of more 
affordable property choices in the U.S. and for-
eigners deciding to buy now knowing that any 
further weakening of their local currency against 
the dollar will make buying more expensive in 
the future.”

Foreign buyers typically paid $302,290, 
which was a 9.0 percent increase from the medi-
an sales price in the 2016 survey ($277,380) and 
above the sales price of all existing homes sold 
during the same period ($235,792). Approx-
imately10 percent of foreign buyers paid over 
$1 million, and 44 percent of transactions were 
all-cash purchases (50 percent in 2016).

FOREIGN SALES RISE IN TOP 
FIVE COUNTRIES; THREE STATES 
ACCOUNT FOR NEARLY HALF OF 
ALL PURCHASES

Buyers from China exceeded all countries 
by dollar volume of sales at $31.7 billion, which 
was up from last year’s survey ($27.3 billion) and 
topped 2015 ($28.6 billion) as the new survey 
high. Chinese buyers also purchased the most 
housing units for the third consecutive year 
(40,572; up from 29,195 in 2016).

Rounding out the top five, the sales dollar 
volume from buyers in Canada ($19.0 billion), 
the United Kingdom ($9.5 billion), Mexico 
($9.3 billion) and India ($7.8 billion) all in-
creased from their levels one year ago.

This year’s survey once again revealed that 
foreign buying activity is mostly confined to 
three states, as Florida (22 percent), California 
(12 percent) and Texas (12 percent) maintained 
their position as the top destinations for foreign-
ers, followed by New Jersey and Arizona (each 
at 4 percent). Florida was the most popular state 
for Canadian buyers, Chinese buyers mostly 
chose California, and Texas was the preferred 
state for Mexican buyers.

SALES TO RESIDENT FOREIGNERS 
AND NON-RESIDENTS EACH 
REACH NEW PEAK

The upswing in foreign investment came 
from both recent immigrants and non-resident 
foreign buyers3 as each increased substantially 
to new highs. Sales to foreigners residing in the 

U.S. reached $78.1 billion (up 32 percent from 
2016) and non-resident foreign sales spiked to 
$74.9 billion (up 72 percent from 2016).

“Although non-resident foreign purchases 
climbed over the past year, it appears much of 
the activity occurred during the second half of 
2016,” said Yun. “Realtors in some markets are 
reporting that the effect of tighter regulations 
on capital outflows in China and weaker cur-
rencies in Canada and the U.K. have somewhat 
cooled non-resident foreign buyer interest in 
early 2017.”

Looking ahead, Yun believes the gradually 
expanding U.S. and global economies should 
keep foreign buyer demand at a robust level. 
However, it remains to be seen if both the 
shortage of homes for sale and economic and 
political headwinds end up curbing sales activity 
to foreigners.

“Stricter foreign government regulations and 
the current uncertainty on policy surrounding 
U.S. immigration and international trade policy 
could very well lead to a slowdown in foreign 
investment,” said Yun.

NAR’s 2017 Profile of International Activity 
in U.S. Residential Real Estate, conducted April 
10 through May 1, surveyed a sample of realtors 
to measure the share of U.S. residential real es-
tate sales to international clients, and to provide 
a profile of the origin, destination, and buying 
preferences of international clients, as well as the 
challenges and opportunities faced by realtors in 
serving foreign clients. A total of 5,998 realtors 
responded to the 2017 survey.

Foreign U.S. Home Sales Continue to Soar

BLUR THE EDGES 
OF THE OFFICE
“Rather than applying a one-size-fits-all methodology, the goal is now to 
create tailored solutions for specific groups of workers. It’s a new way of 
looking at the workplace and how that environment is rapidly evolving to 
enhance employee wellbeing.”

- JOE LOZOWSKI
CEO + President, Tangram

Headquarters
9200 Sorensen Avenue 

Santa Fe Springs, CA 90670
562.365.5000
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By JOE LOZOWSKI

W e are in the midst of an exciting 
transformation of the workplace. It’s 
founded on the principle that workers 

who are comfortable both physically and 
emotionally are more willing to be open and 
authentic with their peers, which leads to trust, 
collaboration and better performance. 

Since the “right” environment is different for 
each organization, workplaces should embody a 
company’s mission keeping basic human behav-
ior in mind. Moreover, addressing how different 
types of people and groups function is essential. 
If the day-to-day activities of a salesperson and 

an accountant are very different, why should 
their workspace, floorplan and acoustic layout 
be the same?

Rather than applying a one-size-fits-all 
methodology, the goal is now to create tailored 
solutions for specific groups of workers. It’s a 
new way of looking at the workplace and how 
that environment is rapidly evolving to enhance 
employee wellbeing.

LIGHT, FLOW AND TECHNOLOGY
Access to natural light or views of nature can 

cause the brain to release endorphins, thereby 
improving mood and boosting productivity. 
Research has also shown that “long views” with 
high ceilings and minimal visual impediments 
can stimulate new ways of thinking.

We’re also now seeing the true integration 
of furniture and technology to optimize user 
experience as well as create a beautiful envi-
ronment. Two industry giants, Steelcase and 
Microsoft, announced a partnership earlier this 
year around workplace integrations and the in-
troduction of the Microsoft Surface Hub. This 
partnership is testimony to the potential impact 
of effectively integrating technology into the 
physical space. Moreover, with advances in 
building management systems and the Internet 
of Things, we’ll be able to track and measure 
the optimization of our spaces.

EFFECTIVE WORKPLACE DESIGN
When creating a workspace environment, 

we try to resist gravitating toward any type of 

Research has also shown 
that “long views” with 

high ceilings and  
minimal visual 

impediments can 
stimulate new 

ways of thinking.
We’re also now seeing 

the true integration  
of furniture and 

technology to optimize 
user experience  

as well as create a 
beautiful environment. 

Creative Workplace Design Can Boost Performance, 
Productivity and Satisfaction

55-61_whos_building_la_supp.indd   60 9/21/2017   5:22:47 PM



L.A.BUILDING
WHO's

SEPTEMBER 25, 2017   CUSTOM CONTENT – LOS ANGELES BUSINESS JOURNAL   61   

ASSET SERVICES | BROKERAGE SERVICES | CAPITAL MARKETS | CORPORATE SERVICES 
INVESTMENT SALES | LEASE ADMINISTRATION | SITE SELECTION

CBCADVISORS.COM   |  1.800.750.3133
Coldwell Banker Commercial Advisors is headquartered in Salt Lake City, Utah with brokerage and management locations in 
Alaska, Arizona, California, Colorado, Idaho, Nevada, New York, Texas, and Utah.  Each Offi ce is Owned and Operated by Coldwell 
Banker Commercial  Advisors - a Coldwell Banker Real Estate LLC, dba Coldwell Banker Commercial Affi liates Company.   © 2017

extreme. It’s all about balance, like blending an 
open floor plan with quiet spaces or providing 
both collaborative areas and spaces that offer 
privacy. Another major faux pas employers often 
make is not grasping the critical importance of 
integrating today’s technology into the work-
place. As we discussed, technology integration 
not only creates a more cohesive aesthetic, but 
also improves workflow and performance. And 
ineffective integration of technology can create 
all kinds of issues from simple inconvenience to 
poor posture leading to muscle and eye strain. 
Other factors in the work environment to con-
sider are poor HVAC systems and bad acoustics 
that can lead to negative workplace conditions 
and employee dissatisfaction. 

PRACTICING WHAT WE PREACH: A 
CASE STUDY

Prior to recently remodeling our headquar-
ters, our employees were spread across two floors, 
which inhibited collaboration. Plus, the work-
spaces were designed 10 years prior, when most 
workers used desktop computers and phones 
while dealing with an abundance of paperwork. 
In those days, efficient utilization of real estate 
was not a primary concern; workstations were 
not near meeting areas and employees in related, 
or even the same, departments were separated.

We reduced the size of workstations and 
placed like departments next to each other. 
We also implemented Choice and Control, 
which means allowing employees to choose 
the position and posture in which they work 
through height-adjustable desks. Additionally, 
we encouraged people to work in different places 
around the office and move around throughout 
the day based on the tasks at hand.

These changes were made to better suit 
the cognitive well-being of our employees. A 
Steelcase study on differences between intro-
verts and extroverts led to the decision to add 
several small meeting spaces around the office 
for impromptu collaboration, a personal call or 
some heads-down work. Lastly, we converted 
our materials library into a centralized work café 
to serve as a social hub for employees to come 
together, eat, laugh and build relationships.

Did it work? Yes. There has been a significant 
cultural shift within the company, including bet-
ter collaboration and employees who are more 
engaged in their work and with each other.

FINAL THOUGHTS
As stated in the Gensler 2017 Design 

Forecast, “In a values-based world, brands must 
live their mission every day. Office buildings 
function as dynamic ecosystems that support 
purpose and innovation.” We are in a very 
exciting time, a true office renaissance, where 
the cost of manufacturing has been driven down 
and the ability to shop for both aesthetic and 
function is at an all-time high. Employers have 
the capability today to craft environments that 
reflect their brand and culture and engage and 
empower their workforces.

Joe Lozowski is CEO and President of Tangram. 
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