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RCLCO surveyed a representative sample of 26,600 households from top active markets who met the
following criteria:
»
»
»
»

Age 18+
Income $50,000+
Planning to purchase a home in the next 3 Years
Considering a new construction home

N=2,750 Respondents met criteria

RCLCO recently completed a major consumer research study across top active markets1 throughout the United States and found strong
interest in purchasing in master-planned communities among prospective homebuyers. The top-selling master-planned communities are
located in just a few states, with Florida leading the way, followed by Texas, California, Arizona, Nevada, Virginia, North Carolina, Utah,
South Carolina, Colorado, and Washington State. However, the consumer research indicates that there is broader interest well beyond
these states in purchasing in a master-planned community. In fact, response to the survey suggests that there is much less supply then
potential demand even in states where there are more master-planned communities. The consumer perception that master-planned
communities are a superior place to buy a new home is evidenced by the fact that these communities gained market share following the
downturn. The share of new-home sales in master-planned communities increased following the Great Recession, although as the market
continued to recover and new home deliveries grew, the share captured by master-planned communities reverted to pre-recession levels.
Top-Selling Master-Planned Communities by Location
Arizona, 13%

Nevada, 10%

Virginia, 3%
North Carolina, 3%
Utah, 2%
South Carolina, 2%
Colorado, 2%
Washington, 1%

California, 15%

Texas, 20%

Florida, 29%

Source: RCLCO

1

Markets were based on the RCLCO Momentum Index calculation of the most active markets for single-family homebuilding and included Orlando, Austin, Dallas, Phoenix,
Jacksonville, Denver, Atlanta, Tampa, Ft. Myers/Sarasota, Los Angeles, Charlotte, Houston, and Washington, D.C.
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RCLCO tracks over 300 master-planned communities across the country, and annually publishes the total sales achieved among the top50 communities. Sales within these top-50 communities range from about 200 annual sales to over 1,000 annual sales among the very
top-selling master-planned communities in the nation. However, over one-half of consumers surveyed indicated that they would prefer a
master-planned community assuming they could find a new home that met their budget and needs. Of course the ability to capitalize on
all of the demand for master-planned community housing is constrained somewhat by the existing distribution of home prices within the
master-planned community universe. Home prices within master-planned communities skew higher than new home prices in the market
overall. Many potential master-planned community prospects are seeking product under $300,000, which they can find more readily in
builder subdivisions, but to a lesser degree within master-planned communities, although some product exists within master-planned
communities at that price point. The top-50 best-selling master-planned communities are only capturing about 8% of the new home sales
volume overall, so even after accounting for price, it’s clear there is more opportunity than is being capitalized on today.
U.S. NEW HOME
SALES (2018)

% NEW HOME
BUYERS WOULD
PREFER MPC

POTENTIAL MPC
SALES (2018)

TOP-50 MPC SALES*
(2018)

TOP-50 MPC
CAPTURE OF
POTENTIAL

<$300K

259,000

52%

134,100

5,400

4%

$300-450K

198,000

58%

114,400

10,600

9%

$450-759K

123,000

57%

70,100

9,400

13%

$750K+

36,000

53%

19,200

3,100

16%

TOTAL

616,000

55%

337,800

28,500

8%

PRICE BAND

*Sales at top 50 MPCs, distributed across price bands using current price distribution at 39 of those communities. Source: RCLCO

Home Price Distribution of New Home Sales, Potential MPC Buyers, and Supply in Top MPCs
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42%

41%

37%

40%
32%

35%

33%

31%

30%
25%

20%

19%

20%

20%

15%
10%

6%

8%

11%

5%
0%
<$300K

$300-450K
Actual New Home Sales

$450-749K
Potential MPC Buyers

$750K+

Supply in Top MPCs

Note: “Top MPCs” includes 39 of 2018’s top 50 MPCs; “Potential MPC Buyers” includes prospective buyers who would consider an MPC.
Sources: U.S. Census Survey of Construction; RCLCO

Relative to consumer demand, the current mix of home sizes and types found within many master-planned communities indicates
opportunities to realize additional sales. The supply of new homes within the top-50 master-planned communities tends to skew towards
the upper end of the size spectrum, with fewer units under 2,000 square feet relative to the new-home market overall. From the
developer’s perspective, they’ve created a special place with parks and open space, social, and recreational amenities, which adds costs
over and above the typical builder subdivision, and as a result they expect to realize price premiums. However, a recent study by RCLCO
and ULI looking for ways to provide more attainably priced housing found that building and developing high-quality but smaller homes
on smaller lots is attractive to the market. Consumers would rather sacrifice lot size and home size instead of selecting a home of lesser
quality in an inferior location, if they could find that product in their price range. RCLCO’s consumer research supported this finding—
with consumers who prefer a master-planned community indicating that location and quality are more important than a large lot or home
size. The higher-density lots can yield similar or better returns to the developer as the larger conventional lots. For example, Craft Homes
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is building “jewel box” single-family homes at eight to 10 units per acre in the Lake Nona master-planned community in Orlando, Florida,
at 1,800 to 2,100 square feet, priced from $350,000, and successfully attracting empty nesters, young professional couples, and singleparent families.
Which of the Following Would You be Most Willing to Accept to Make your Home More Affordable?
60%
51%
50%
40%

40%
30%

19%

20%

9%

10%
0%
Smaller lot

Smaller home

Lower quality finishes/appliances

Less desirable location
Source: RCLCO Consumer Research

Not surprisingly, the life events that put consumers in the housing market vary substantially depending on their age. Among households
aged 55 or greater, the most common factor putting them in the housing market is that they have recently retired, or they’re getting ready
to retire, and their last child has left the nest. On the other hand, among potential new homebuyers aged 35 to 54, purchasing their first
home, buying a home closer to where they work, having a child, or getting married are among the most common life events putting them
in the market.

Duplex home in the Daybreak MPC, near Salt Lake City, Utah
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Home Size Distribution of New Home Completions, Potential MPC Buyers, and Supply in Top MPCs
60%
50%
40%

48%

45%
39%

30%

36%
25%

27%
20%

20%

17%

20%
8%

10%

9%

8%

0%
<2,000 SF

2,000-2,999 SF
New Home Completions

3,000-3,999 SF
Potential MPC Buyers

4,000+ SF

Supply in Top MPCs

Note: “Top MPCs” includes 39 of 2018’s top 50 MPCs; “Potential MPC Buyers” includes prospective buyers who would consider an MPC
Sources: U.S. Census Survey of Construction; RCLCO

What a consumer is looking for in a new house also depends on age range and is related to the aforementioned factors, with those
aged 35 to 54 typically wanting a larger house, a higher quality home, and a larger yard as many households have children living at home
during this period, or they are purchasing a first home after getting married. Those aged 55+ tell us that they want a lower maintenance
home, and that they’re seeking a home that is smaller but also higher quality than what they have now. These factors are likely related
to recent or imminent retirement, no longer having children living at home, and desiring a lower maintenance living environment and/or a
downsizing. Thoughtful product segmentation to meet the needs of both younger and older households within the same community can
help to accelerate sales pace by opening the community to the two largest and most active market segments who are in very different
stages of life with distinct housing requirements.
What Type of Home Are You Seeking to Buy?
Single-family attached, such as a townhome/plex
House with a separate suite or unit with own kitchen for mother, mother-inlaw, adult child, or other (intergenerational home)
Low-rise multifamily condominium flat (Less than 4 floors)
Mid-rise multifamily condominium flat (5 - 12 floors)
High-rise multifamily condominium flat (13 or more floors)
0%
Considering MPC

5%

10%

15%

20%

25%

Not Considering MPC
Source: RCLCO Consumer Research
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In terms of housing product preferences, depending on age and income, about 80% to 85% of consumers would like a single-family
detached home. However, many consumers are also seriously considering other housing products, such as a single-family attached
townhome, or some sort of plex unit (e.g. duplex, triplex). Interest in single-family attached homes is higher among consumers who would
like to live in a master-planned community than it is in the market overall, indicating an area of unmet potential.
What are You Willing to Pay Each Month in Homeowners’ Dues for Community Amenities?
25%
21%
19%

20%

15%

15%

12%
9%

10%

5%

7%
5%

5%

4%

3%

0%
Nothing

Less than $50

$50 to $99

$100 to $149 $150 to $199 $200 to $249 $250 to $299 $300 to $349 $350 to $399

More than
$400

Source: RCLCO Consumer Research

Those considering buying a new home in a master-planned community say that fitness centers, walking trails, and resort-style pools are
their top-three amenities, and will pay $100 to $150 per month or more in HOA fees to have them.
Fitness Centers and Trails are the Most Preferred MPC Amenities
Fitne ss cente rs, such as w eights, yog a studio, trainers, and classes
Trails
Reso rt pool ( lounge)
Guard/ secured gated entry
Main ten ance free for an addi tiona l monthly fe e
Art a nd cultu re, such as conce rts, food , wine, art, educational trips, etc.
Dog park
Sports co urts, su ch a s pickleball, bocce, b asketall, sports fields, tot lots, ten nis courts, e tc.
Pocket P arks
Package rece ivin g locatio n / service / Ama zon locker
Childrens pool
Lap pool
Farm ers market
Virtual services, such as com munity in tranet, virtual ed uca tion, etc.
Commun ity garden
Maker sp ace s, providing access to tools and technolog y for hobbyists
Golf

0%
Very Important

10%

20%

Somewhat Important

30%

40%

50%

60%

70%

80%

90%

100%

Not Important
Source: RCLCO Consumer Research
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But there is also interest in a wide range of community amenities, and it’s important to remember that there is a large constituency that
values other social and recreational amenities such as sports courts, pickleball, and dog parks. While these amenities may not rank at
the top of the list, they are preferences of sizable market audiences, and a broad range of amenities and activities programming is a
major selling point of a master-planned community when compared with a less-amenitized builder subdivision. The survey also indicates
that the age of householders has influence over the types of amenities that they value the highest. While the top-10 amenities are
fairly consistent across all age groups, older buyers, for example, are more likely than younger buyers to value communities that offer
maintenance-free homes (for an additional monthly fee), as well as the inclusion of such features as gated security and programming
around arts and culture, food and wine, etc. Meanwhile, dog parks are particularly attractive to younger households, which is not
surprising considering that millennials have the highest rate of dog ownership of all generations. Package receiving is also of greater
importance to younger households, perhaps because they are doing the most online shopping, and coming from apartment living have a
greater expectation that builders and developers in their master-planned community will come up with better and more secure solutions
than just tossing packages on the front porch.
Dog Ownership

Number of Dogs in the U.S. (millions)
100

40%
35%

35%
32%

30%

89.7

90
80

27%

70

25%

60

20%

50

68

73.9

74.8

2004

2006

77.5

78.2

2008

2012

83.3

77.8

65

40

15%

30

10%

6%

5%

20
10
0

0%
Millennials

Generation X

Baby Boomers

Seniors

2000

2002

2014

2015

2017

Source: Statista.com

Where households would like to live also depends somewhat on age. While there was much speculation that younger households
would not choose to live in the suburbs, considering their earlier preferences for somewhat more urban areas, suburban interest among
households aged 35 to 54 is strong. However, they differ from 55+ households in that many of the 55+ households are content to be in a
predominately residential area of the suburbs or in a suburban mixed-use area; younger households typically prefer to be in a suburban
mixed-use area or even an urban mixed-use area in the suburbs. This explains the strong demand for town centers, village centers, and
suburban mixed-use developments in general. Including some higher density areas within master-planned communities where some
housing is in greater proximity to shopping and services (and in some cases even jobs) is very important for the younger consumer.
Of course, consumers make trade-offs in order to find their ideal home at a price that they can afford, and not all master-planned
communities will have significant urban elements.
Still, the degree to which communities can include urban elements such as town centers and suburban mixed-use centers with more
compact living is a factor that is likely to make them more attractive to a large segment of the market. Designing walkable neighborhoods
with pocket parks close to shopping and services creates an environment that is compelling to many households, and particularly these
aged 35 to 54 who represent a large share of new household growth over the next 10 years.
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Character of Location Preference for Househoulds 35-54
30%
26%
25%

23%

22%

20%
13%

15%

9%

10%

5%

5%

2%

0%
Suburban mixed-use Urban area mixed- Suburban residential
use

Urban area
residential

Rural area

Small town

Resort area

Source: RCLCO Consumer Research, 2019 Home Purchaser Data

Character of Location Preference for Househoulds 55+
30%

28%

27%

25%
20%
15%

11%

10%

10%

9%

8%

6%

5%
0%
Suburban residential Suburban mixed-use

Small town

Urban area
residential

Urban area mixeduse

Rural area

Resort area

Source: RCLCO Consumer Research, 2019 Home Purchaser Data

In summary, the survey results indicate that market demand for master-planned community living is strong, and that they could capture
a larger share of the market to the extent to which they can offer a broader range of products and prices. Many consumers are willing to
make trade-offs to be in their preferred location, including purchasing a smaller but high-quality home on a smaller lot, or a townhome,
duplex, or triplex product. Others, including many younger consumers, like master-planned communities too, but would prefer to be in
more mixed-use environments with shopping and services, reconfirming strong demand for MPC village centers and town centers, and,
where possible, incorporating or having strong access to an employment center.
Reasonable efforts have been made to ensure that the data contained in this Advisory reflect accurate and timely information, and the data is believed to be reliable
and comprehensive. The Advisory is based on estimates, assumptions, and other information developed by RCLCO from its independent research effort and general
knowledge of the industry. This Advisory contains opinions that represent our view of reasonable expectations at this particular time, but our opinions are not offered
as predictions or assurances that particular events will occur.
Copyright ©️ 2019 RCLCO. All rights reserved. RCLCO and The Best Minds in Real Estate are trademarks of Robert Charles Lesser & Co. All other company and product
names may be trademarks of the respective companies with which they are associated.
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"I have engaged RCLCO many times over the past 20 years. Each
assignment resulted in community lot sales pace and lot prices above my
pro forma values. RCLCO is the GOLD standard for real estate consulting."
-- Jimmie Jenkins, Vice President, Toll Brothers, Inc.

Since 1967, RCLCO has been the “first call” for real estate
developers, investors, the public sector, and non-real estate
companies and organizations seeking strategic and tactical advice
regarding property investment, planning, and development.
RCLCO leverages quantitative analytics and a strategic planning
framework to provide end-to-end business planning and
implementation solutions at an entity, portfolio, or project level.
With the insights and experience gained over 50 years and
thousands of projects–touching over $5B of real estate activity
each year–RCLCO brings success to all product types across the
United States and around the world.
RCLCO has expertise in five major areas: real estate economics,
investment strategy, asset management, management consulting,
and legal support. Our multidisciplinary team combines real-world
experience with the analytical underpinnings of thousands of
consulting engagements.

We develop and implement strategic plans that strengthen our
clients’ positions in a market or sector, add value to a property or
portfolio, and mitigate price erosion.
Since we first opened our doors, RCLCO has been governed by
our core values. We believe that excellence, integrity, honesty,
respect, exceeding expectations, and quality are great goals that
all firms must possess. These goals and values shape the culture
and define the character of our firm. They guide how we behave
and make decisions. Our extensive network provides us with a
unique and comprehensive outlook on the industry, not to mention
unmatched access to the best minds in real estate.

CONTACT US TODAY!
Gregg Logan, Managing Director
P: (407) 515-4999 | E: GLOGAN@RCLCO.COM

(310) 984-1757
RCLCO.COM
AUSTIN
LOS ANGELES
ORLANDO
WASHINGTON, DC

