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absolute best example of how we are viewed by the public and
clients, and how we can be viewed with a little time on the
streets. There could not be a better example of night-and-day
parking evolution in the mind of the owners than this one, and
I sincerely wish I could tell you who the players were. 

We were hired by a very large landowner to review their
operation. The parking company had been there for many
years, and the owners were just flat fed up with them. Every-
one in the owners’ organization wanted them out of their lives.
There was not even one compliment or something that could
be considered a compliment. They asked me who were the top
three or four companies in the industry. When I told them and
they heard that their company was included in the list, they
almost fired me. I bravely told them not to worry, it’s a great
company – just something off the tracks here that can be easi-
ly fixed. They laughed. So off we go to do our job, full of con-
fidence, knowing the operator, knowing that with this opera-
tor nothing could be this bad. It must be a personality clash or
something that could easily be fixed. 

The next evening, our employees out in the field looking
at the locations started calling our command post saying, “You
are not going to believe this: this is the worst operation I have
ever seen”; then the next one calls with the same story. The
next day, I headed out to see this for myself, and sure enough,
I can’t even tell you how bad it was. I could stand to the side
and look at this and safely say, “If this is the parking industry,
leave me out.” 

Every violation of operating procedures that we in the
industry just know how to do was being violated. I met with
the owners; they had given up. They thought this operator
must be one of the worst in the country and felt that there was

Continued on Page 24
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no hope in improving their operation. When you look at this operation, you have to
know there was a lot of revenue missing. If they are this sloppy on the surface, how
bad are they going to be on the very detailed job of collecting and tracking millions of
dollars in revenue? My 28% number is looking good! JVH, eat my grits. 

I knew the top dogs at this operation, so I decided to give them a call and see if I
could get a reaction. I knew they would never tolerate this type of operation, if they
ever bothered to show up and take a look. The great news is that they responded won-
derfully. They sent a lot of talent to town and completely overhauled the operation.
They established a higher level relationship with the owners, and three months later,
the owners told me how unbelievably pleased they are now with their parking opera-
tor. 

This proves my theory that the operators have the talent and expertise to make
our industry perform to a level that we can be proud of, but we are not putting enough
talent time on the street where it counts. This operation went from beyond terrible to
excellent in a matter of months. This big of a turnaround is something that a few
months ago I would have thought impossible. And finally, not surprisingly, the rev-
enue is up. 

The 28% number, while very real, does not need to be the average. Our commer-
cial operators have the talent to shrink it to a reasonable level. With attention to details,
street-level work by experienced professionals, concerted diligence, and a program to
educate the owners on the requirements on their part and the operators’ part in run-
ning a high-performing parking operation, my 28% number will be a distant unpleas-
ant memory. JVH and I will need to work on other subjects to discuss over lunch. 

Clyde Wilson is President and CEO of The Parking Network. He can be reached at
clyde@parkingnetwork.com.

The 28% Solution
from Page 23

PT

Researchers Use Largest Outdoor
‘Shake Table’ to Test Parking Structure 

The Precast/Prestressed Concrete Institute (PCI) is in the final year of a five-
year, $2 million-plus research program to improve industry standards for the
design and construction of diaphragms used with precast, prestressed concrete
components. 

As part of that research, in April and May, the researchers were to simulate
eight levels of seismic forces on a field model using the largest outdoor “shake
table” in the world.

The test structure – a half-scale, three-story parking structure measuring 17
feet wide by 58 feet long by about 28 feet tall – features one level each of three
types of flooring components: untopped double-tees, topped double-tees, and hol-
low-core concrete slabs. It is being erected on a 25-by-40-foot shake table, with a
load capacity of 2,240 tons.

The high-profile research program is being carried out by a consortium of
three universities: the University of Arizona, Lehigh University and the University
of California San Diego. It is led by Robert B. Fleischman, associate professor in
the Department of Civil Engineering & Engineering Mechanics at the U of A in
Tucson. 

The primary objective of the research is to better understand the behavior of
precast concrete diaphragms, which have grown in importance since the 1994
Northridge earthquake in California, said Paul Johal, PCI’s Director of Research
and Development. 

The program is funded with grants from the National Science Foundation, the
Network for Earthquake Engineering Simulation and the Charles Pankow Founda-
tion, with substantial industry support from PCI. In addition, several individual
PCI producer members, as well as material suppliers and professional members,
have made significant contributions.
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Intertraffic – The La
lthough the 2008 Intertraffic show in Ams-
terdam combined parking and transportation,
the parking component was larger than any
other single parking show on earth. With a

combined attendance of more than 20,000 and nearly
200 parking companies represented, Intertraffic 2008
was designed to knock your socks off.

This year, manufacturers took advantage of the show to
launch their newest ideas for the parking marketplace. Much of
this had to do with the computer/human interface, in-vehicle con-
veniences and mobility features. While companies are issuing tick-
ets and collecting fees faster and more easily for the parker, they
also are bringing cutting-edge computer technology to bear on the
problem.

As you can see from the pictures nearby, the manufacturers
go all out in building “European style” booths for this atypical
trade faire. At least a dozen of these companies had exhibits larger
than a typical single-family home and costing nearly as much.

Many booths contained private meeting rooms, technology cen-
ters, bars and family-room-style rec areas.

Along with the event, the companies spent untold thousands
of euros to wine and dine their customers. One chartered a ship
and provided live entertainment including “Matrix” style singers
and dancers. It kept the Matrix theme with some booth personnel
dressed like the stars in the famous high-tech movie.

Most companies at Intertraffic 2008 are household names for
the parking world. Skidata, Scheidt & Bachmann, Dambach, Zeag,
Magnetic Automation, Parkeon, WPS, Misco, Siemens, Amano
and dozens of others had exhibits in the five halls of the RAI con-
vention center in Amsterdam. The show lasted four days, April 1-
4, and was open for eight hours each day.

Intertraffic China was scheduled for April 24-26 at the Bei-
jing Exhibition Center in conjunction with China Transpo 2008.
And 2009 promises Intertraffic events in Shanghai and Istanbul. 

Intertraffic Amsterdam is held every other year, with the next
show set for late March 2010.

A
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noticeable change is taking place today
in suburban and urban neighborhoods
across the United States. The land-
scape of these areas is undergoing a

transformation that will have a positive impact
on the lives of American consumers, and in turn
on the businesses and communities in which
they live and work. This transformation involves
the increasing popularity of mixed-use develop-
ments.

Consumers have grown frustrated with the unpleas-
ant, unattractive and inconvenient building trends that
many of the nation’s major cities have pursued. The
appearance of American cities and suburbs has declined
drastically over the years. Although the United States has
transitioned from the plausible need to separate housing
from industry, development habits to date have primarily focused
on constructing large, “big box” structures in wide-open spaces
(often greenfields), with little or no other complementary activity
in the surrounding area. This has fostered a continuing depend-
ence on automobiles for transportation between disconnected
zones of housing, office buildings and commercial use, as well as
a corresponding decrease in community and economic investment. 

People are no longer content spending entire days and week-
ends adding unnecessary miles to their vehicles, driving to busi-
nesses, restaurants, entertainment venues, and so on, that are scat-
tered across broad areas. Developers have taken notice. The
response has been a shift in focus to the construction of multi-use
high-rises and town centers,
creating several opportunities
for consumers and business
owners to build on comple-
mentary uses and activities.
In both mixed-use high-rises
and town centers, housing,
offices and retail are concen-
trated in one place, making it
easier for consumers to get to a variety of destinations. 

This is a significant and long-lasting trend that will remain a
focus in the development and construction industry. As an exam-
ple, in the past five years, not a single “enclosed” mall has been
built, a former staple of traditional development in the United
States. Further, in 2006 alone, there were more than 5,500 mixed-
use projects in various stages of development. 

Increasing the numbers and scale of mixed-use development
across the country has many benefits. However, it does pose cer-
tain challenges and opportunities. Drawing large numbers of peo-
ple to one place with many options for activities raises an impor-
tant question: Where will everyone park? Even though people are
able to walk to any number of destinations within the concentrated
area once they are inside, many will still need to drive there and
have access to safe, convenient and easy-to-find parking. The loca-

A
BY TIMOTHY HAAHS, P.E.

tion, appearance and integration of a parking facility into the
mixed-use developments are critically important to their success. 

Parking is the gateway or “front door” to a mixed-use devel-
opment It is the first and last impression for visitors. It is an oppor-
tunity to create a positive and lasting impression. Parking is not
about cars; it is about people, and getting people to where they
want and need to go. When people experience safe, convenient and
efficient parking, they are more likely to have a positive overall
feeling of the destination – and they are more likely to return. 

Designing parking into a mixed-use development plan is com-
plicated but vital. The most important objective is to enhance
pedestrians’ connection to public places. Walking distance is

important in the minds of
parking patrons, and although
the distance from parking to
their destination may not ulti-
mately be the determining
factor for choosing to visit a
place, it will definitely con-
tribute to their level of satis-
faction. 

The successful implementation of parking into a mixed-use
structure can have significant positive results. First, parking densi-
ty frees space for landscape. If all parking can be concentrated into
one area, it will allow for more room to be creative with the visual
appearance of the garage, and therefore become a safe and inviting
destination. Additional space may be preserved as open green
space or a public plaza to serve patrons and create a gathering
place for patrons and consumers. This is a growing trend in mixed-
use developments that serves to reinforce and build community in
a location. 

Second, shared parking is a unique and purposeful parking
management tool. A shared-use garage may serve different user
groups throughout a typical day. For instance, someone who lives

Parking in the USA –
Current Trends and Results

These elements activate the street
level, adding life and activity, and
most important, people.

The University of Medicine and Dentistry in Newark, NJ, sits atop its parking garage. 
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in an apartment or condominium within the development will park
in the facility when they are home, during evening and non-work-
ing hours. When they leave for the day for work or school, they
vacate a parking space that can then be filled by someone who
works in or visits the development. Shared parking is an innovative
way to accommodate twice the number of people (and their cars),
with only half the number of spaces. It reduces the site footprint
and space count, thereby lowering the overall capital cost of con-
struction. This is useful in many developments today to reduce cost
and apply the highest and best use for land.

Whether an entire new mixed-use development is planned or
parking is being added to an existing location, the goal is to create
a “people place.” That’s defined as an area where visitors have a
variety of activities available in one place, from retail and restau-
rants, to offices and community spaces. It incorporates a “sense of
place,” fosters community identity, and leaves a lasting positive
impression, encouraging patrons to return. Including attractive
open spaces, such as landscaped areas or courtyards, facilitates
community within a development, creating an inviting environ-
ment. The appeal of this type of destination is increased by density
– planned in proximity to other uses, such as transportation centers
or entertainment venues, and adds significant value to the project. 

To best utilize available space, these destinations can be incor-
porated into the garage design. Many garages add retail and restau-
rant space at grade level, and office space to the lower levels. This
reduces walking distance and minimizes the presence of the struc-
ture. These elements activate the street level, adding life and activ-

ity, and most important, people. These design elements create a
much safer and more pleasant streetscape, while enhancing the
walking experience.

The economic implications of constructing a properly imple-
mented and area-appropriate mixed-use parking facility can be
enormous. For example, parking within a development along with
residential spaces can drastically increase the value of the units. In
some cases, one parking space can increase the cost of a residence
by up to 12.5%, and two spaces by up to 25%. 

A parking facility in which transportation elements such as
trains or buses is incorporated can also have a significant impact
on the local economy. It is proven that commerce develops near
transportation systems. Transportation-oriented designs often have
a domino effect, causing residents and businesses to come to the
area, increasing property value and safety. 

This is particularly a positive step when a community is mov-
ing toward revitalization. Many American cities and neighbor-
hoods face complicated economic issues; parking can serve as an
asset and a driver for economic success and revitalization. Parking
provides the essential infrastructure to support commerce and
activity, enlivening America’s main streets and downtowns. 

There is little doubt that the incorporation of parking into
mixed-use developments makes them more convenient and effi-
cient, while drastically increasing their chances for success.
Mixed-use plays an extremely important role in the renewal of
urban and suburban areas. It enhances the experience and environ-
ment of the places we like to go; but most important, mixed-use
significantly improves the character, economy and sustainability
of our communities. 

Timothy Haahs is President and CEO of Timothy Haahs and Associates.
He can be reached at thaahs@timhaahs.com.
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Dr. Donald Shoup of the University of California Los Angeles has
copied Parking Today on a couple of responses to organizations he
has advised on market pricing. “Parkingʼs Professor” minces no words.
The context is self-explanatory. The first is responding to the New York
City Department of Transportationʼs “concerns” about wasteful vacan-
cy targets. The second responds to a question from an aide to a Los
Angeles City Council member. Editor

NYDOT: Wasted Parking
nsurprisingly, I disagree
with NYC DOT’s argu-
ment that a vacancy target
for curb parking is “waste-

ful.” I also disagree with its argu-
ment that an adequate turnover tar-
get for curb parking is functionally
equivalent to a 15% vacancy target.
Vacancy targets for curb parking
(such as that 15% of curb spaces
should be vacant and available for
motorists who want to park) may
seem wasteful because some of the
spaces will not be occupied by cars.
Would 100% occupancy be more efficient because
15% of the curb spaces would not be “wasted?”

Keeping a few curb parking spaces vacant is like having
inventory in a store. A city can reduce the price of curb parking if
too many spaces are vacant (too much inventory), and increase it if
too few spaces are vacant (too little inventory). Customers avoid
stores that rarely have anything in stock, and in the same way, curb
parking is much less useful to drivers if they have to circle the
block waiting for a parked car to leave.

Bruce Schaller’s study in the SoHo district of Manhattan
showed that fully occupied curb parking is extremely wasteful
because drivers must cruise for a curb space. This cruising wastes
drivers’ time, wastes scarce fuel, and pollutes the air that all the
pedestrians in the neighborhood are breathing. Can anything be
more wasteful and harmful than cruising for curb parking in New
York? Schaller’s study demonstrated that New York’s current curb
parking policy is astonishingly wasteful.

Ideally, if the city were somehow able to make sure that the
departures of cars parked at the curb were perfectly coordinated
with the arrival of drivers who want to park at the curb, no one
would have to cruise. But how will the NYC DOT achieve this
result? Just as important, how will NYC DOT measure whether
the turnover is sufficient to make cruising unnecessary?

All merchants understand the value of inventory in a store,
and goods that “sit on the shelves” are not wasteful. Indeed, they
are essential for commerce. One could imagine an ideal system
where goods are delivered to a store exactly when customers want
to buy them, but this is just as absurd as imagining that the NYC
DOT can ensure that cars depart from curb spaces just when driv-
ers want to park. 

One great advantage of a target vacancy rate is that everyone
can see whether NYC DOT is achieving the target set for it. With a

U

target turnover rate, how will anyone hold it accountable for
achieving the target set for it? Does the NYC DOT intend to reach
a turnover rate that eliminates cruising? If so, how fast will this
turnover rate have to be?

The NYC DOT seems complacent about the waste and harm
caused by its current parking policies. If the merchants in a busi-

ness district want to set a target vacancy
rate for their curb parking spaces, it seems
inappropriate for city bureaucrats to refuse
on the grounds that this policy would be
“wasteful.”

Consider the pilot zone performance
parking policy that members of the Wash-
ington, DC, Council recently unanimously
adopted. Section 3(c) states: “... the Mayor
shall adjust fees to achieve 10% to 20%
availability of curbside parking spaces.”
This is the target vacancy rate.

Section 2 (d)(2) states that the meter
rates will not increase “by more than $0.50
in any one-month period, or more than
once per month.” The meter rates will
therefore adjust gradually to achieve the
target vacancy rate.

Section 5(c) states that after paying for
installing the meters, 75% of the meter rev-

enue in the pilot performance parking zone “shall be used solely
for the purpose of non-automobile transportation improvements in
that pilot zone.” 

Even if NYC DOT doesn’t want to make any changes in its
curb parking policies now, it should carefully examine the results
of Washington’s performance parking experiment. Perhaps NYC
DOT could conduct its own pilot program to see if it can eliminate
cruising by targeting the turnover rate.

Los Angeles: Raising Meter Rates
Thanks for calling the meeting at City Hall to discuss

demand-based parking meter rates. I was delighted to learn that
the Los Angeles City Council is considering a plan to set meter
rates to achieve about 85% occupancy for the curb parking spaces.

You asked whether significantly higher meter rates will be
politically acceptable. I think the rate increases will be politically
acceptable if they are gradual. The city should charge the lowest
meter rates that will achieve about 85% occupancy in the curb
spaces on each block. Since we don’t know what these rates are in
advance, the only way to set them is through trial-and-error, or
“successive approximation.”

Suppose the city adjusts meter rates every three months. If in
the previous three months the average occupancy on a block was
more than 95% during some hours of the day, then during those
hours the meter rates could increase by 25 cents. If the average
occupancy was less than 75%, meter rates could decrease by 25
cents. If the average occupancy was between 75% and 95%, the
meter rates would stay the same. Starting from the current meter
rates, the periodic adjustments would continue until occupancy at
all hours is between 75% and 95%.

The price adjustments will be more acceptable if they are

The Doctor Responds – 

Donald Shoup holds forth from his office on
the campus of the University of California, 
Los Angeles.

 Continued on Page 35
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slow. Higher prices can even be politically
popular if the city uses some of the added
meter revenue to pay for added public
services on the metered blocks. Under-
priced parking encourages drivers to
cruise around searching for rare vacant
spaces, and this cruising increases traffic
congestion, air pollution, accidents and
carbon emissions. Underpriced parking
will also reduce the funds available to pay
for neighborhood public services. Added
public services in each metered neighbor-
hood is the political key to gain neighbor-
hood support for demand-based meter
rates. Neighborhood leaders will buy into
the market rates if they benefit from the
meter revenue. 

The curb spaces will be both well-
used (85% of the spaces will be occupied)
and readily available (15% of the spaces
will be open for new users) all the time. If
merchants understand that market prices
will encourage turnover, and that the
resulting revenue will improve their public
services, they will probably support the
market prices.

The technology to do all this is readi-
ly available. UCLA’s new parking meters
don’t show any prices until you touch a
button on the meter. The display screen
then shows how much you will pay for the
length of time you want, and you can pay
with a credit card or cash. The price can be
changed remotely, and the prices are lower
(but not free) in the evening. It’s that sim-
ple, and no one complains. Instead, people
are relieved finally to see some vacant
spaces available in the most convenient
spots on campus.

If the city of Los Angeles installs new
meters and starts the gradual adjustment
process, prices will move slowly enough
to avoid shocking anyone. The result will
be sensible, demand-based meter rates
everywhere, at all times. Given the tran-
sient nature of curb parking, most people
will not remember when prices were low-
er. Drivers are accustomed to paying more
for parking in higher-demand areas, and
off-street parking is generally available in
areas where curb parking is scarce, so the
higher meter rates will affect only the
small share of drivers who park on the
street.

The goal is not to get the meter rates
exactly right. Instead, the goal is to get the

meter rates less wrong. Most people will
probably accept demand-based meter
rates that adjust gradually and automati-
cally- once the City Council sets the goal
of achieving about 85% occupancy and
spends some of the meter revenue to
improve public services in the metered
districts.

Donald Shoup can be reached at
shoup@ucla.edu.

The Doctor Responds – 
from Page 32
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Car Crashes Cost Society
$164.2 Billion Annually

The societal cost of crashes is a staggering $164.2 billion annually, nearly two
and a half times greater than the $67.6 billion price tag for traffic congestion, a new
AAA report says. 

The report, “Crashes vs. Congestion: What’s the Cost to Society?” demonstrates
that traffic-safety issues warrant increased attention from the public and policymak-
ers, particularly as Congress prepares to reauthorize federal transportation programs
in 2009. 

“Most Americans will be surprised to learn that motor vehicle crashes cost more
than the congestion they face on their daily commute to work,” said AAA President
and CEO Robert L. Darbelnet. “Great work has been done by the Texas Transporta-
tion Institute (TTI) to quantify the costs of congestion, raise awareness for the prob-
lem and offer solutions. We feel safety deserves a similar focus.”

According to the study, conducted by Cambridge Systematics, the $164.2 billion
cost for crashes equates to an annual per-person cost of $1,051, compared with $430
per person annually for congestion. These safety costs include medical, emergency
and police services, property damage, lost productivity, and quality of life, among
other things.

The report calculates the costs of crashes for the same metropolitan areas covered
by the annual Urban Mobility Report conducted by TTI. In every metropolitan area
studied, the results showed crash costs exceeded congestion. The report includes sev-
eral recommendations to improve safety, including support for a national safety goal
of cutting surface transportation fatalities in half by 2025, as recommended by the
National Surface Transportation Policy and Revenue Study Commission.

For more information and to download a full copy of the report, visit
AAA.com/news.



See us at the IPI Booth #505



MAY 2008 • PARKING TODAY • www.parkingtoday.com 37

www.T2systems.com

T2Flex.TM

Pick one. Pick a few.
Pick ‘em all.
T2 Flex is a unified, thin

client parking management

system designed to increase

your efficiency and revenues.

Whether you have gated or

un-gated parking; issue cita-

tions or manage complicated

permit programs, monthly or

transient parking; need a few

solutions or the whole kit and

caboodle — T2 Flex is the

one solution that unifies all

parking data. Who’s parking?

Where are they parking?

How are they parking? 

We can tell you. Best of all,

you choose the functionality 

and services that are right

for you. That’s the power 

to manage parking.

See us at the IPI Booth #531

he old adage that you never get a second chance to make a
good first impression is very true. And it couldn’t be more true
than with a casino’s valet parking service. That’s where, for
many guests, the first impression occurs.

Let’s put this into perspective. We
all know that when most people arrive
at a casino, they’re filled with that eter-
nal hope that this will be the big one, the
long-awaited day they hit the jackpot
and never have to work again. One pull
of the slot lever and it’s all over. They’re
excited.

That could very well be the mind-
set when your guests drive up. They
want valet service in the worst way. All
that stands between them and glory is
that little ticket for their car. It doesn’t
matter if they’re driving an old Oldsmo-
bile with dents and a window missing or
the newest Mercedes coupe, they want
service. They want to be greeted with a
pleasant smile and a warm welcome.
They also want the service to be fast. 

That moment was your property’s
opportunity to make an all-important
first impression. How did you do? 

Was your valet staff dressed prop-
erly? Did they look like someone a
guest would entrust with their $67,000
SUV? Or did they look like its “Ferris
Buhler’s Day Off ” all over again once

they get the keys? How did the staff
greet the guest – like a soon-to-be mil-
lionaire or like they’re doing the guest a
favor? Did they flash that smile and
offer a warm welcome, or was it more
of a mumble with a hand out for a tip?
Did they use the guest’s name or make a
flattering comment about the car?

Here’s the key question. Did your
valet staff make such a positive impres-
sion that the guest had a better “feeling”
about the casino? It’s true that valet
service affects how people feel when
they walk in the door. If you want your
guests to step into the casino with miles
of smiles, valet service can make a huge
contribution to the cause. Valet employ-
ees are the ambassadors of the casino at
all times.

There’s a little incentive that helps
encourage this kind of service. It’s
called money. The simple things I’ve
outlined above could generate a nice
boost in the valet staff’s tips. A compli-
ment about a guest’s nice vehicle, that
car or truck they’re so proud of, could

T
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Is Your Valet Service
Driving Guests Away?
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Is your parking garage costing you
too much money?

If you answered yes, have you considered an energy
efficient lighting system upgrade?

Whether you’re building a new parking garage or retrofitting an existing one,
Cooper Lighting offers a portfolio of energy efficient high performance
parking garage luminaires that will reduce energy consumption and still
provide safety and security for pedestrians and vehicular traffic.

www.cooperenergysolutions.com

To get a free brochure of tips and the best practices for your lighting retrofit project,

drop us a line at energysolutions@cooperlighting.com



mean a couple more dollars in the
valet’s pocket. Not that service is just
about getting tips, but if you want your
valet employees to improve service, the
easiest way is through increased tips. If
it puts money in their pocket, they will
do it.

My wife and her sister stayed at a
posh Arizona resort recently. This place
brags about its abundance of swim-
ming pools and acres of gardens. It’s a
nice resort that every employee there
should be proud of, and the room rates
reflect it.

When they were ready to go home,
they were out front with their bags and
a cab was waiting to take them off the
property. The valets and bellman all
stood in a circle talking, not one of
them offering to help with the luggage
or open the cab door. Knowing my
wife, they would have received a good
tip for this easy-to-provide service, and
it would have given her one more posi-
tive memory of the property.

Let’s fast-forward to your guest
who used valet service and walked
onto the gaming floor ready to take the
casino to the cleaner. Well, the hope of
hitting the jackpot has worn off and
there’s a dose of reality in the air. No
big win. Back to work in the morning.
They need their car, and they’re almost
out of money.

Earlier, I talked about how people
want to get into the casino fast. The
same is true when it’s time to leave. It’s
a sad feeling to hang around outside
knowing you didn’t win. You’re going
home in the same Oldsmobile and you
aren’t rich beyond belief.

It’s impression time again. People
remember more than a first impres-
sion. They remember the last one, too.
My wife will vouch for that. Those
final minutes before climbing into their
car can ring in your guest’s head for

hours afterward. Their mind replays the
person who didn’t smile at them. They
think about the empty cans they had to
step over when they entered their car.
They lament about being ignored by
the group of valets standing in a circle
talking.

Not every guest that comes to a
casino goes home with more money in
their pocket. That is a fact of the indus-
try. But they should go home with a
positive impression of the casino and
the staff, based on the experiences they
had with valet.

Does your valet department get the
time, guest service training and atten-
tion it deserves? True, it isn’t the part of
the business that makes most of the
money. I have yet to be in a senior man-
agement meeting when the CEO or GM
said, “How did valet do last night?”

But if they believe in customer sat-
isfaction and the importance of first
and last impressions, that is exactly
what they should ask. Valets are “touch-
ing” your guests in a very important
way. After all, look at people’s love
affairs with their cars!

Many casinos provide valet service
the old-fashioned way – hire as many
“kids” with driver’s licenses as you can
and just grind through them. It’s no big
deal if they don’t show up for work .
They’re easily replaced. If they do show
up, that’s “good enough” for many
properties. At least they offer free valet.
What more could a guest want?

If your valet employees don’t pro-
vide exceptional service to each and
every guest, you could, in fact, be driv-
ing customers away. Investing some
time and training in your valet depart-
ment can pay huge dividends.

Martin R. Baird is author of “Gaming Guest
Service from A to Z,” a book that uses the
alphabet to help gaming executives, man-
agers and employees understand the
importance of outstanding guest service
and how to provide it. He can be reached
at mbaird@casinocustomerservice.com. 
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CCS
Citation Collection
Services
Citation Collection Services
(CCS) is a new service from
T2 Systems that allows you to
manage your operation with
a state-of-the-art parking
management application and
outsource citation processing
and collections using a single
system. Offered in conjunction
with our unified parking
management system, 
T2 FlexTM, CCS eliminates
complications arising from
multiple systems and data
entry points traditionally
associated with citation 
processing and collections.
Making the same data
accessible to both your staff
and CCS staff — in real time.

www.T2systems.com

See us at the IPI Booth #531

Is Your Valet Service
Driving Guests Away?
from Page 37

PT

Most Help Wanted Ads In PT’s Marketplace Are
Filled Online Before The Magazine is Printed

www.parkingtoday.com -  Click on “Marketplace”
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Major Emergency for Operators
and Equipment Manufacturers

PT met with the president of a major Midwestern parking opera-
tor at PIE, and he brought an issue to our attention that affects every
parking equipment manufacturer, parking operator and parking facil-
ity owner. 

The Fair and Accurate Credit Transactions Act (FACTA)
requires that no more than the last f ive digits of a credit card
accepted by a machine at any merchant (including a parking facili-
ty) be printed on the receipt – plus, the expiration date may not be
printed on the receipt. 

The act calls for fines of between $100 and $1,000 for each vio-
lation (that’s each receipt). In addition, my source knows that most
revenue control systems have in the past printed more than five digits,
and unless they have been recently upgraded, may do so now. 

In addition, a single Chicago law firm is investigating parking
operations, and when it finds a violation, it is filing class-action law-
suits against the operators and owners. At least three companies have
been sued recently. 

The law does require “willful failure.” Now that you are aware of
the problem, you must take action immediately. 

Review your receipts, and if you are showing more than the last
five digits of a credit card or its expiration date, call your supplier and
get it stopped immediately. (Most companies put the last four digits
only.)

Manufacturers – it is suggested you notify your customers imme-
diately and begin a process of upgrading their software. You can be
liable, too. 

Complus Goes Green;
Promotes Eco Friendly
Business Practices

Complus Data Innovations (CDI), a leader in the field
of parking ticket management solutions, is hoping to lead
the industry in its efforts to establish and promote eco-
friendly business practices. 

CDI is in the process of implementing several new ini-
tiatives that will further minimize the environmental impact
of the company’s operations and activities. As it takes steps
to become more environmentally friendly, efforts will focus
on resource reduction as the most effective means of pro-
tecting the Earth’s nonrenewable resources. Other initiatives
will focus on reuse and recycling.

CDI has upgraded to energy-efficient servers, com-
munications equipment, PCs, and printers. It also will
begin using paper made from 100% post-consumer recy-
cled content to print the 3 million delinquent notices it
generates annually. The company now distributes reports
to its customers on electronic media to eliminate the need
for paper reports. Plus, office recycling efforts are being
intensified. 

“Our goal is to reduce the company’s carbon footprint
by utilizing technology and products that help promote
energy conservation, utilization of renewable resources
and increased operational efficiency,” said Stephen J.
Hittman, CDI’s Chief Operating Officer. 



This is the Face of Economic Development
When it’s easy to park, it’s easier to spend. 

Now, with the city-branded Parcxmart card — a proven cashless 
payment system — visitors can pay for everything from parking to 
shopping and dining at participating merchants … all on a single 
card. That’s great for merchants and municipalities interested in 
economic development.

The Parcxmart payment solution delivers:

•  

•  Convenient parking and secure transactions —

Merchant-driven parking validation – let your local 
merchants decide which parking customer has earned parking 
credits at no cost to the city.

 

helping increase revenues at the meters and at the stores.

•   Incremental parking revenue — with lower operating 
costs and reduced fraud and vandalism.

•  Simple, turnkey management — including reporting, 
auditing and risk management for parking operators and merchants ... 
backed by 24/7 customer service from Heartland Payment Systems, 
the industry’s most trusted transaction processing provider.

This is the face of economic development at work. 

1-877-929-3050 | www.parcxmart.com

Heartland_parcx_PT_fullad.indd   1 09/11/07   3:02:47 PM

the City Card solution provider

Please visit us at the IPI ShowBOOTH #913

See us at the IPI Booth #913
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U.S. parking structures are as var-
ied and unique as the destinations
they serve and the density of the
area in which they are located.
Their form and architecture reflect
their users. For example, distinct
differences exist between parking
garages that serve suburban office
workers or retail shoppers, and vis-
itors to the downtown urban core. 

The size and design of these struc-
tures also are affected by factors including
the location, whether the structure quali-
fies as shared parking, cost and availabili-
ty of different building materials, and the
available parking technology. In the retail
and municipal markets, parking structures
exhibit a high turnover and a small num-
ber of repeat users. 

Thus, the typical parking stall is 18
feet deep by 9 feet wide, with drive aisles that are, at a minimum,
24 feet wide for two-way traffic. Most parking structures provide
straight-in parking (90° stalls), and when angled parking is provid-

ed for convenience, the stalls tend to have an angle between 60°
and 70°. To ensure a more intuitive and comfortable parking expe-
rience, park-on ramps are provided and the slopes are usually lim-

BY LAURA BARBERO-BUFFA AND ROBERT A. CHAPMAN 

ited to 5% to 6%. Adequate height clear-
ances of 7 to 8 feet, as well as bright
lighting, provide patrons with a sense of
openness and safety. 

U.S. parking structures average
approximately 20% larger dimensions
for accommodating vehicles than their
European counterparts. However, the
United States may be moving toward
accommodating smaller vehicles as
awareness of environmental issues with
fossil fuels and their finite availability
becomes more widely accepted. 

Also, ramping systems are becom-
ing more sophisticated to express users
to available parking, rather than circulat-
ing through areas of unavailable parking.
Dynamic signs display the quantity of
available spaces for each level, and the
user can proceed directly to the available
parking area, staying clear of occupied
areas. 

Large quantities of available land in urban and suburban areas
formerly gave developers flexibility with regard to garage foot-
print, and below-ground construction was limited to parking struc-

tures in high-density cities such as New
York and Chicago. However, for the past
decade, land costs have been steadily ris-
ing throughout the nation, and unoccu-
pied spaces large enough to accommo-
date a parking structure are more diffi-
cult to find in most urban areas. 

The parking industry has responded
by increasing parking efficiency, increasing the number of struc-
tures built below ground (when financially feasible), introducing
mechanical and/or robotic parking, and integrating the parking
facilities with other uses such as housing, retail and transportation
centers.

A current trend in the development and real estate industries
is creation of mixed-use centers, where at least three revenue-pro-
ducing uses are integrated functionally and physically. These
mixed-use centers allow people to live, work and play in the same
location, and they are pedestrian-friendly. 

A mixed-use center’s generated parking demand can be cal-
culated using principles of shared parking for such integrated uses.
Parking demand can be reduced by up to 40% when compared
with the parking demanded by each individual land use. 

Mixed-use developments are becoming more common and
are forcing cities to re-evaluate parking requirements. They also
are allowing owners to build smaller structures where the majority
of the parking stalls will be occupied throughout the day.

A small percentage of U.S. parking facilities are constructed

U.S. parking structures average approximately
20% larger dimensions for accommodating
vehicles than their European counterparts.

Continued on Page 46

U.S. Parking Structures
Continue Their Evolution 

This airport parking garage features a prestigious
sculpture garden. – © Blake Marvin/HKS

This suburban parking garage is more casual in design, and the kiosks
provide tempting shopping near the garage.  – © Russ Andorka



Designing and Manufacturing a full line of product since 1948

 Telephone Entry Access Control Gate Operators

1601 Barrier 
Gate Operator

1601 Barrier 
Gate Operator 
with folding Arm

1602 Barrier Gate 
Operator and 
28' Barrier Arm

1602 Barrier 
Gate Operator

Member: AFA, DASMA, IDA, NOMMA, SIA, SSA

120 Glasgow Avenue, Inglewood, CA 90301  U.S.A.

T: 310-645-0023  1-800-826-7493   F: 310-641-1586    

E-mail:  info@doorking.com    www.doorking.com

ACCESS CONTROL SOLUTIONS
For 60 Years – 1948-2008

TM

D O O R K I N G®

Traffic  Control for all sizes

agencies, schools, car dealerships, 
government agencies, etc.

use multiple lane for industrial sites, 
loading docks, etc. 

slide or swing gate operator. 

of operator.

available to help prevent mishaps.

in-ground models.

See us at the IPI Booth #811



The L&R Group of Companies is a privately held, well-capitalized organization that now operates four 
distinct parking divisions: Five Star Parking, WallyPark, Joe’s Auto Parks. and our newest addition, System 

Parking. Our company operates in 28 cities spanning 17 states from coast to coast with approximately 5,000 
employees and has grown into one of the largest parking property owners in the nation. 

L&R’s System upgrade
is now complete.

Announcing the newest member of the L&R Family.

See us at the IPI Booth #142


