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PITCHING PROPERTY: When CEO Stephann Cotton started Cotton & Co. in 1983, much of its real-estate marketing was
brochure- and newspaper-based. Today, it specializes in multimedia, offering virtual-tour DVDs and interactive Web sites.

By EVE SAMPLES  Palm Beach Post Staff Writer

STUART—From his darkened office in a bougainvillea-shrouded building
not far from downtown, Steve North has a bird’s-eye view of the other side of
the state.
As pop-operatic music rises from his desktop speakers, he’s soaring

above hundreds of Naples rooftops, glimpsing unspoiled golf-course greens
and ducking into an imposing clubhouse.
The community is alive on North’s 19-inchMac monitor.
But it doesn’t exist. At least, not yet. 
For now, Treviso Bay, an emerging 1,200-home development in Naples, is

little more than a construction site.
“We had to create the entire illusion of the community through

animation,” North said. “What’s out there now is dirt.”

When online marketing of real estate took off,
the tech-savvy Cotton & Co. in Stuart was ready.

Working magic
with multimedia

That’s precisely what Cotton & Co., the
Stuart-based marketing firm where North is
creative director, is doing for dozens of
developments across the country: using
technology to create a sense of place, even
when there is no place to speak of. 

In the case of Treviso Bay, the firm hired
a computer animator to create a virtual tour
that was mailed on DVD to thousands of
prospective buyers early this year. Privately
held Cotton & Co. also launched an
interactiveWeb site, www.trevisobay.com,
created a shorter version of the virtual tour
for a 30-second television spot and keeps a
detailed database of people who register on
theWeb site.   

The tactics appear to have worked: The
developer, Brookfield,Wis.-based V.K.
Development, took reservations for $126
million worth of real estate during its opening
four days in February.

“They got what we were building,” Cotton
& Co.’s founder and Chief Executive Officer
Stephann Cotton said. “It would have been
very hard to do in a brochure.”

Multimedia real-estate marketing, from
virtual tours to sophisticatedWeb sites, is a
speciality for the 23-year-old company and a

growing trend across the industry, experts
say. 

Real estate-relatedWeb sites started
emerging about 10 years ago, but it wasn’t
until the past couple of years that they have
become essential tools for anyone in the
business of selling real estate, said Brian
Boero, chief executive of VREO Software

Cotton & Co.
Headquarters:
633 S.E. Fifth St., Stuart
Employees: 60
Annual sales: $25 million

Clients: 70 active
Chief executive officer
and founder:
Stephann Cotton
Founded: 1983

Services: Real estate
marketing and advertising,
Web-site development,
sales center design and
coordination

Web site:
www.cottonco.com

Source: Staff research

Courtesy Cotton & Co.

UPSCALE PROJECTS: This is one of the Web images creat-
ed to market Ravella, a gated community in Boca Raton.
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Lundberg

By JEFF WILSON
The Associated Press

CAMARILLO, Calif. — Tril-
by Lundberg, the nation’s
guru of gasoline prices, has
no idea how many miles her
new Mercedes-Benz gets per
gallon. When she has to fill
the tank, she is more con-
cerned with convenience
than price.

Yet for decades, the na-
tion has turned to the asser-
tive 57-year-old cat lover and
her twice-monthly Lundberg
Survey of gas stations to keep
track of the fluctuating price
of gasoline.

Lately, the news hasn’t
been good.

On Aug. 13, Lundberg re-
ported that the nationwide

price for self-
serve regular
hit another
record, jump-
ing to nearly
$3.03 a gal-
lon.

Lundberg
said the cost
of crude oil
isn’t the only
reason for the

skyrocketing prices. De-
mand, taxes, weather and
government regulations all
figure into the complex
equation.

Are there five oil industry
executives someplace decid-
ing the price of gas?

‘‘That would be tragic be-
cause that would wreck the
market,’’ she said. ‘‘And it
would be a comedy because it
is impossible.’’

Lundberg said oil compa-
nies have no interest in help-
ing each other and instead
want to increase their sales at
the expense of the competi-
tion.

‘‘They all have no mercy,’’
she said.

Jeff Lenard, a spokesman
for the National Association
of Convenience Stores, called
the Lundberg Survey a bell-
wether for the oil industry.

‘‘Anybody who can ex-
plain gas prices to the general
public, well, we’re a lot better
for it,’’ he said. The nation’s
112,000 convenience stores
account for 80 percent ofU.S.
gasoline sales.

The survey is based on a
biweekly price sampling of
7,000 of the nation’s 133,000
gasoline stations.

TheLundbergSurvey Inc.
does a lot more than sample
prices from gas stations. Re-
searchers collect sales vol-
ume and market share for
each brand and sell informa-
tion to petroleum companies,
wholesalers, distributors and
vehicle fleet managers.

‘‘We make our living
looking at the detail,’’ Lund-
berg said. “We are going to be

See LUNDBERG, 6F  >

Unlikely
prophet
of the
pumps
—

When gas prices spike,
people start listening to
Trilby Lundberg.
—

On the Net:
www.lundbergsurvey.com

Saving grace: Automatic 401(k) enrollment

By DAMON DARLIN
The New York Times

It is human nature to procrastinate. It
also is human nature to decide by not
deciding. Both behaviors have conspired
to leave many Americans with paltry
sums in their company retirement ac-
counts.

Employers and the financial services
industry that manages the 401(k) plans
for them have joined in the conspiracy.

‘‘We made it too complicated and
paralyzed the participants with too many
choices,’’ said James McCool, executive
vice president for corporate and retire-

ment services at Charles Schwab & Co.
The problem starts themoment a new

employee is handed a pile of documents
on company policies, health insurance
options and, oh, yes, the 401(k) plan.
(Employees probably won’t find anything
about a pension. Those are rare these
days and if their company does offer one,
the workers should not count on it.) The
bewildered employee usually is told to
decide whether to join the 401(k), and
what percentage of each paycheck should
be put into the plan and which funds the
money should go into and in what per-
centages.

‘‘What about automatic enrollment?’’
a new hiremight ask. ‘‘Can you give some
advice on the funds?’’

The typical response has been, ‘‘No.’’
Corporate lawyers contend that giving

—

A new law takes the decision
out of employees’ hands.
—

See 401(k), 7F  >

Making employees save
When enrollment in 401(k) plans is
automatic, participation rises.
401(k) enrollment of employees, by age
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White knight, wrong rumor:
Looks like The Geo Group Inc.
(NYSE: GEO, $44.06) is not
ready to breathe new life into the
long-vacant Everglades Regional
Medical Center after all. 

“We did look into that facility,
but determined it wouldn’t be
suitable for our needs,” said Pab-
lo Paez, a rumor-crushing
spokesman for the Boca Raton-
based prison operator better
known by its former name,
Wackenhut.

Speculation that Geo would
revive the property has run ram-
pant ever since its owner, Boca
Raton developer Daniel Navilio,
started sprucing up the place.
Navilio, who bought the Pahokee
hospital in 2002 for a blushingly
modest $500,000, confirmed a
sale is in the works, but empha-
sized that, “I don’t have a deal.”

Without a contract in hand,
Navilio won’t name the potential
buyer.

“I’m not sure what the party
is going to do with the whole
thing,” he said of the mysterious
interested party. Given the spe-
cifics of the buildings, though,
“The highest and best use for the
property is a hospital.”



The shorts are mounting bets
against Bluegreen Corp. (NYSE:
BXG, $11.94), the Boca-based
time-share concern.

Short interest in the compa-
ny’s stock grew by about 400,000
shares between June and July,
the most recent figures available.
Hammered by revised time-share
accounting rules, Bluegreen’s
year-over-year revenue in the
second quarter is down 13 per-
cent; earnings followed the dive
with $6.6 million, or 21 cents per
share, compared with $14.9 mil-
lion, or 48 cents per share the
previous year.

Not surprisingly, shares have
tumbled from a 52-week high of
$18.44 to as low as $11.04. But
relative to its time-share breth-
ren, those anemic figures look
downright apple-cheeked. Sunter-
ra Corp. (OTC: SNRR, $12.38) is
facing delisting. Cendant Corp.
(NYSE: CD) is trading below $2.

On a sunnier side of The
Street, Morgan Stanley initiated
coverage on uber-rivals Staples
Inc. (Nasdaq: SPLS, $22.79) and
Delray Beach’s own Office Depot
Inc. (NYSE: ODP, $36.71), giving
the analyst nod to Staples with a
“buy” rating, and assigning De-
pot an “equal weight” rating. Not
that there’s anything wrong with
that:Morgan Stanley’s Armando
M. Lopez writes that, “We view Of-
fice Depot as a turnaround story”
with more stock growth to come.



Whatever else Walton Street
Capital LLC might do with its new-
ly purchased PGA National Resort
& Spa, please: Hands off the yo-
gurt machine. After a local bro-
ker was quoted in these very
pages comparing the club restau-
rant to a Golden Corral — com-
plete with self-serve frozen yo-
gurt for dessert — a small
avalanche of frosty mail rolled
her way.

Comments ranged from,
“There would be a rebellion if ei-
ther of the machines were ever
removed,” from the club, to the
more personal “crude and snob-
bish” to “You obviously have not
lunched at many Country Clubs”
to this: “The yogurt machine is
the best part. Did you taste the
food?”

Walton has pledged more
than $25 million to refurbish the
aging resort. Note toWalton: For
that kind of cash, people will ex-
pect sprinkles.
Staff Writer Lori Becker contributed
to this column.
Pat Beall writes about commercial
real estate and retail. Contact her at
The Palm Beach Post, 2751 S.
Dixie Highway, West Palm Beach,
FL 33416-4700; (561) 820-4497;
e-mail: patricia_beall@pbpost.com.

Prison firm
not giving
hospital
2nd chance

Get the latest on local real estate from
Post writers in The Real Deal blog.
PalmBeachPost.com/realdeal
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Working magic
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creative director, is doing for dozens of
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employee is handed a pile of documents
on company policies, health insurance
options and, oh, yes, the 401(k) plan.
(Employees probably won’t find anything
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days and if their company does offer one,
the workers should not count on it.) The
bewildered employee usually is told to
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what percentage of each paycheck should
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Making employees save
When enrollment in 401(k) plans is
automatic, participation rises.
401(k) enrollment of employees, by age
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White knight, wrong rumor:
Looks like The Geo Group Inc.
(NYSE: GEO, $44.06) is not
ready to breathe new life into the
long-vacant Everglades Regional
Medical Center after all. 

“We did look into that facility,
but determined it wouldn’t be
suitable for our needs,” said Pab-
lo Paez, a rumor-crushing
spokesman for the Boca Raton-
based prison operator better
known by its former name,
Wackenhut.

Speculation that Geo would
revive the property has run ram-
pant ever since its owner, Boca
Raton developer Daniel Navilio,
started sprucing up the place.
Navilio, who bought the Pahokee
hospital in 2002 for a blushingly
modest $500,000, confirmed a
sale is in the works, but empha-
sized that, “I don’t have a deal.”

Without a contract in hand,
Navilio won’t name the potential
buyer.

“I’m not sure what the party
is going to do with the whole
thing,” he said of the mysterious
interested party. Given the spe-
cifics of the buildings, though,
“The highest and best use for the
property is a hospital.”



The shorts are mounting bets
against Bluegreen Corp. (NYSE:
BXG, $11.94), the Boca-based
time-share concern.

Short interest in the compa-
ny’s stock grew by about 400,000
shares between June and July,
the most recent figures available.
Hammered by revised time-share
accounting rules, Bluegreen’s
year-over-year revenue in the
second quarter is down 13 per-
cent; earnings followed the dive
with $6.6 million, or 21 cents per
share, compared with $14.9 mil-
lion, or 48 cents per share the
previous year.

Not surprisingly, shares have
tumbled from a 52-week high of
$18.44 to as low as $11.04. But
relative to its time-share breth-
ren, those anemic figures look
downright apple-cheeked. Sunter-
ra Corp. (OTC: SNRR, $12.38) is
facing delisting. Cendant Corp.
(NYSE: CD) is trading below $2.

On a sunnier side of The
Street, Morgan Stanley initiated
coverage on uber-rivals Staples
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Delray Beach’s own Office Depot
Inc. (NYSE: ODP, $36.71), giving
the analyst nod to Staples with a
“buy” rating, and assigning De-
pot an “equal weight” rating. Not
that there’s anything wrong with
that:Morgan Stanley’s Armando
M. Lopez writes that, “We view Of-
fice Depot as a turnaround story”
with more stock growth to come.
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—

See 401(k), 7F  >

Making employees save
When enrollment in 401(k) plans is
automatic, participation rises.
401(k) enrollment of employees, by age
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White knight, wrong rumor:
Looks like The Geo Group Inc.
(NYSE: GEO, $44.06) is not
ready to breathe new life into the
long-vacant Everglades Regional
Medical Center after all. 

“We did look into that facility,
but determined it wouldn’t be
suitable for our needs,” said Pab-
lo Paez, a rumor-crushing
spokesman for the Boca Raton-
based prison operator better
known by its former name,
Wackenhut.

Speculation that Geo would
revive the property has run ram-
pant ever since its owner, Boca
Raton developer Daniel Navilio,
started sprucing up the place.
Navilio, who bought the Pahokee
hospital in 2002 for a blushingly
modest $500,000, confirmed a
sale is in the works, but empha-
sized that, “I don’t have a deal.”

Without a contract in hand,
Navilio won’t name the potential
buyer.

“I’m not sure what the party
is going to do with the whole
thing,” he said of the mysterious
interested party. Given the spe-
cifics of the buildings, though,
“The highest and best use for the
property is a hospital.”



The shorts are mounting bets
against Bluegreen Corp. (NYSE:
BXG, $11.94), the Boca-based
time-share concern.

Short interest in the compa-
ny’s stock grew by about 400,000
shares between June and July,
the most recent figures available.
Hammered by revised time-share
accounting rules, Bluegreen’s
year-over-year revenue in the
second quarter is down 13 per-
cent; earnings followed the dive
with $6.6 million, or 21 cents per
share, compared with $14.9 mil-
lion, or 48 cents per share the
previous year.

Not surprisingly, shares have
tumbled from a 52-week high of
$18.44 to as low as $11.04. But
relative to its time-share breth-
ren, those anemic figures look
downright apple-cheeked. Sunter-
ra Corp. (OTC: SNRR, $12.38) is
facing delisting. Cendant Corp.
(NYSE: CD) is trading below $2.

On a sunnier side of The
Street, Morgan Stanley initiated
coverage on uber-rivals Staples
Inc. (Nasdaq: SPLS, $22.79) and
Delray Beach’s own Office Depot
Inc. (NYSE: ODP, $36.71), giving
the analyst nod to Staples with a
“buy” rating, and assigning De-
pot an “equal weight” rating. Not
that there’s anything wrong with
that:Morgan Stanley’s Armando
M. Lopez writes that, “We view Of-
fice Depot as a turnaround story”
with more stock growth to come.



Whatever else Walton Street
Capital LLC might do with its new-
ly purchased PGA National Resort
& Spa, please: Hands off the yo-
gurt machine. After a local bro-
ker was quoted in these very
pages comparing the club restau-
rant to a Golden Corral — com-
plete with self-serve frozen yo-
gurt for dessert — a small
avalanche of frosty mail rolled
her way.

Comments ranged from,
“There would be a rebellion if ei-
ther of the machines were ever
removed,” from the club, to the
more personal “crude and snob-
bish” to “You obviously have not
lunched at many Country Clubs”
to this: “The yogurt machine is
the best part. Did you taste the
food?”

Walton has pledged more
than $25 million to refurbish the
aging resort. Note toWalton: For
that kind of cash, people will ex-
pect sprinkles.
Staff Writer Lori Becker contributed
to this column.
Pat Beall writes about commercial
real estate and retail. Contact her at
The Palm Beach Post, 2751 S.
Dixie Highway, West Palm Beach,
FL 33416-4700; (561) 820-4497;
e-mail: patricia_beall@pbpost.com.

Prison firm
not giving
hospital
2nd chance
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Post writers in The Real Deal blog.
PalmBeachPost.com/realdeal
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PITCHING PROPERTY: When CEO Stephann Cotton started Cotton & Co. in 1983, much of its real-estate marketing was
brochure- and newspaper-based. Today, it specializes in multimedia, offering virtual-tour DVDs and interactive Web sites.

By EVE SAMPLES  Palm Beach Post Staff Writer

STUART—From his darkened office in a bougainvillea-shrouded building
not far from downtown, Steve North has a bird’s-eye view of the other side of
the state.
As pop-operatic music rises from his desktop speakers, he’s soaring

above hundreds of Naples rooftops, glimpsing unspoiled golf-course greens
and ducking into an imposing clubhouse.
The community is alive on North’s 19-inchMac monitor.
But it doesn’t exist. At least, not yet. 
For now, Treviso Bay, an emerging 1,200-home development in Naples, is

little more than a construction site.
“We had to create the entire illusion of the community through

animation,” North said. “What’s out there now is dirt.”

When online marketing of real estate took off,
the tech-savvy Cotton & Co. in Stuart was ready.

Working magic
with multimedia

That’s precisely what Cotton & Co., the
Stuart-based marketing firm where North is
creative director, is doing for dozens of
developments across the country: using
technology to create a sense of place, even
when there is no place to speak of. 

In the case of Treviso Bay, the firm hired
a computer animator to create a virtual tour
that was mailed on DVD to thousands of
prospective buyers early this year. Privately
held Cotton & Co. also launched an
interactiveWeb site, www.trevisobay.com,
created a shorter version of the virtual tour
for a 30-second television spot and keeps a
detailed database of people who register on
theWeb site.   

The tactics appear to have worked: The
developer, Brookfield,Wis.-based V.K.
Development, took reservations for $126
million worth of real estate during its opening
four days in February.

“They got what we were building,” Cotton
& Co.’s founder and Chief Executive Officer
Stephann Cotton said. “It would have been
very hard to do in a brochure.”

Multimedia real-estate marketing, from
virtual tours to sophisticatedWeb sites, is a
speciality for the 23-year-old company and a

growing trend across the industry, experts
say. 

Real estate-relatedWeb sites started
emerging about 10 years ago, but it wasn’t
until the past couple of years that they have
become essential tools for anyone in the
business of selling real estate, said Brian
Boero, chief executive of VREO Software

Cotton & Co.
Headquarters:
633 S.E. Fifth St., Stuart
Employees: 60
Annual sales: $25 million

Clients: 70 active
Chief executive officer
and founder:
Stephann Cotton
Founded: 1983

Services: Real estate
marketing and advertising,
Web-site development,
sales center design and
coordination

Web site:
www.cottonco.com

Source: Staff research

Courtesy Cotton & Co.

UPSCALE PROJECTS: This is one of the Web images creat-
ed to market Ravella, a gated community in Boca Raton.
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Lundberg

By JEFF WILSON
The Associated Press

CAMARILLO, Calif. — Tril-
by Lundberg, the nation’s
guru of gasoline prices, has
no idea how many miles her
new Mercedes-Benz gets per
gallon. When she has to fill
the tank, she is more con-
cerned with convenience
than price.

Yet for decades, the na-
tion has turned to the asser-
tive 57-year-old cat lover and
her twice-monthly Lundberg
Survey of gas stations to keep
track of the fluctuating price
of gasoline.

Lately, the news hasn’t
been good.

On Aug. 13, Lundberg re-
ported that the nationwide

price for self-
serve regular
hit another
record, jump-
ing to nearly
$3.03 a gal-
lon.

Lundberg
said the cost
of crude oil
isn’t the only
reason for the

skyrocketing prices. De-
mand, taxes, weather and
government regulations all
figure into the complex
equation.

Are there five oil industry
executives someplace decid-
ing the price of gas?

‘‘That would be tragic be-
cause that would wreck the
market,’’ she said. ‘‘And it
would be a comedy because it
is impossible.’’

Lundberg said oil compa-
nies have no interest in help-
ing each other and instead
want to increase their sales at
the expense of the competi-
tion.

‘‘They all have no mercy,’’
she said.

Jeff Lenard, a spokesman
for the National Association
of Convenience Stores, called
the Lundberg Survey a bell-
wether for the oil industry.

‘‘Anybody who can ex-
plain gas prices to the general
public, well, we’re a lot better
for it,’’ he said. The nation’s
112,000 convenience stores
account for 80 percent ofU.S.
gasoline sales.

The survey is based on a
biweekly price sampling of
7,000 of the nation’s 133,000
gasoline stations.

TheLundbergSurvey Inc.
does a lot more than sample
prices from gas stations. Re-
searchers collect sales vol-
ume and market share for
each brand and sell informa-
tion to petroleum companies,
wholesalers, distributors and
vehicle fleet managers.

‘‘We make our living
looking at the detail,’’ Lund-
berg said. “We are going to be

See LUNDBERG, 6F  >

Unlikely
prophet
of the
pumps
—

When gas prices spike,
people start listening to
Trilby Lundberg.
—

On the Net:
www.lundbergsurvey.com

Saving grace: Automatic 401(k) enrollment

By DAMON DARLIN
The New York Times

It is human nature to procrastinate. It
also is human nature to decide by not
deciding. Both behaviors have conspired
to leave many Americans with paltry
sums in their company retirement ac-
counts.

Employers and the financial services
industry that manages the 401(k) plans
for them have joined in the conspiracy.

‘‘We made it too complicated and
paralyzed the participants with too many
choices,’’ said James McCool, executive
vice president for corporate and retire-

ment services at Charles Schwab & Co.
The problem starts themoment a new

employee is handed a pile of documents
on company policies, health insurance
options and, oh, yes, the 401(k) plan.
(Employees probably won’t find anything
about a pension. Those are rare these
days and if their company does offer one,
the workers should not count on it.) The
bewildered employee usually is told to
decide whether to join the 401(k), and
what percentage of each paycheck should
be put into the plan and which funds the
money should go into and in what per-
centages.

‘‘What about automatic enrollment?’’
a new hiremight ask. ‘‘Can you give some
advice on the funds?’’

The typical response has been, ‘‘No.’’
Corporate lawyers contend that giving

—

A new law takes the decision
out of employees’ hands.
—

See 401(k), 7F  >

Making employees save
When enrollment in 401(k) plans is
automatic, participation rises.
401(k) enrollment of employees, by age
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White knight, wrong rumor:
Looks like The Geo Group Inc.
(NYSE: GEO, $44.06) is not
ready to breathe new life into the
long-vacant Everglades Regional
Medical Center after all. 

“We did look into that facility,
but determined it wouldn’t be
suitable for our needs,” said Pab-
lo Paez, a rumor-crushing
spokesman for the Boca Raton-
based prison operator better
known by its former name,
Wackenhut.

Speculation that Geo would
revive the property has run ram-
pant ever since its owner, Boca
Raton developer Daniel Navilio,
started sprucing up the place.
Navilio, who bought the Pahokee
hospital in 2002 for a blushingly
modest $500,000, confirmed a
sale is in the works, but empha-
sized that, “I don’t have a deal.”

Without a contract in hand,
Navilio won’t name the potential
buyer.

“I’m not sure what the party
is going to do with the whole
thing,” he said of the mysterious
interested party. Given the spe-
cifics of the buildings, though,
“The highest and best use for the
property is a hospital.”



The shorts are mounting bets
against Bluegreen Corp. (NYSE:
BXG, $11.94), the Boca-based
time-share concern.

Short interest in the compa-
ny’s stock grew by about 400,000
shares between June and July,
the most recent figures available.
Hammered by revised time-share
accounting rules, Bluegreen’s
year-over-year revenue in the
second quarter is down 13 per-
cent; earnings followed the dive
with $6.6 million, or 21 cents per
share, compared with $14.9 mil-
lion, or 48 cents per share the
previous year.

Not surprisingly, shares have
tumbled from a 52-week high of
$18.44 to as low as $11.04. But
relative to its time-share breth-
ren, those anemic figures look
downright apple-cheeked. Sunter-
ra Corp. (OTC: SNRR, $12.38) is
facing delisting. Cendant Corp.
(NYSE: CD) is trading below $2.

On a sunnier side of The
Street, Morgan Stanley initiated
coverage on uber-rivals Staples
Inc. (Nasdaq: SPLS, $22.79) and
Delray Beach’s own Office Depot
Inc. (NYSE: ODP, $36.71), giving
the analyst nod to Staples with a
“buy” rating, and assigning De-
pot an “equal weight” rating. Not
that there’s anything wrong with
that:Morgan Stanley’s Armando
M. Lopez writes that, “We view Of-
fice Depot as a turnaround story”
with more stock growth to come.



Whatever else Walton Street
Capital LLC might do with its new-
ly purchased PGA National Resort
& Spa, please: Hands off the yo-
gurt machine. After a local bro-
ker was quoted in these very
pages comparing the club restau-
rant to a Golden Corral — com-
plete with self-serve frozen yo-
gurt for dessert — a small
avalanche of frosty mail rolled
her way.

Comments ranged from,
“There would be a rebellion if ei-
ther of the machines were ever
removed,” from the club, to the
more personal “crude and snob-
bish” to “You obviously have not
lunched at many Country Clubs”
to this: “The yogurt machine is
the best part. Did you taste the
food?”

Walton has pledged more
than $25 million to refurbish the
aging resort. Note toWalton: For
that kind of cash, people will ex-
pect sprinkles.
Staff Writer Lori Becker contributed
to this column.
Pat Beall writes about commercial
real estate and retail. Contact her at
The Palm Beach Post, 2751 S.
Dixie Highway, West Palm Beach,
FL 33416-4700; (561) 820-4497;
e-mail: patricia_beall@pbpost.com.
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PITCHING PROPERTY: When CEO Stephann Cotton started Cotton & Co. in 1983, much of its real-estate marketing was
brochure- and newspaper-based. Today, it specializes in multimedia, offering virtual-tour DVDs and interactive Web sites.

By EVE SAMPLES  Palm Beach Post Staff Writer

STUART—From his darkened office in a bougainvillea-shrouded building
not far from downtown, Steve North has a bird’s-eye view of the other side of
the state.
As pop-operatic music rises from his desktop speakers, he’s soaring

above hundreds of Naples rooftops, glimpsing unspoiled golf-course greens
and ducking into an imposing clubhouse.
The community is alive on North’s 19-inchMac monitor.
But it doesn’t exist. At least, not yet. 
For now, Treviso Bay, an emerging 1,200-home development in Naples, is

little more than a construction site.
“We had to create the entire illusion of the community through

animation,” North said. “What’s out there now is dirt.”

When online marketing of real estate took off,
the tech-savvy Cotton & Co. in Stuart was ready.

Working magic
with multimedia

That’s precisely what Cotton & Co., the
Stuart-based marketing firm where North is
creative director, is doing for dozens of
developments across the country: using
technology to create a sense of place, even
when there is no place to speak of. 

In the case of Treviso Bay, the firm hired
a computer animator to create a virtual tour
that was mailed on DVD to thousands of
prospective buyers early this year. Privately
held Cotton & Co. also launched an
interactiveWeb site, www.trevisobay.com,
created a shorter version of the virtual tour
for a 30-second television spot and keeps a
detailed database of people who register on
theWeb site.   

The tactics appear to have worked: The
developer, Brookfield,Wis.-based V.K.
Development, took reservations for $126
million worth of real estate during its opening
four days in February.

“They got what we were building,” Cotton
& Co.’s founder and Chief Executive Officer
Stephann Cotton said. “It would have been
very hard to do in a brochure.”

Multimedia real-estate marketing, from
virtual tours to sophisticatedWeb sites, is a
speciality for the 23-year-old company and a

growing trend across the industry, experts
say. 

Real estate-relatedWeb sites started
emerging about 10 years ago, but it wasn’t
until the past couple of years that they have
become essential tools for anyone in the
business of selling real estate, said Brian
Boero, chief executive of VREO Software

Cotton & Co.
Headquarters:
633 S.E. Fifth St., Stuart
Employees: 60
Annual sales: $25 million

Clients: 70 active
Chief executive officer
and founder:
Stephann Cotton
Founded: 1983

Services: Real estate
marketing and advertising,
Web-site development,
sales center design and
coordination

Web site:
www.cottonco.com

Source: Staff research

Courtesy Cotton & Co.

UPSCALE PROJECTS: This is one of the Web images creat-
ed to market Ravella, a gated community in Boca Raton.
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Lundberg

By JEFF WILSON
The Associated Press

CAMARILLO, Calif. — Tril-
by Lundberg, the nation’s
guru of gasoline prices, has
no idea how many miles her
new Mercedes-Benz gets per
gallon. When she has to fill
the tank, she is more con-
cerned with convenience
than price.

Yet for decades, the na-
tion has turned to the asser-
tive 57-year-old cat lover and
her twice-monthly Lundberg
Survey of gas stations to keep
track of the fluctuating price
of gasoline.

Lately, the news hasn’t
been good.

On Aug. 13, Lundberg re-
ported that the nationwide

price for self-
serve regular
hit another
record, jump-
ing to nearly
$3.03 a gal-
lon.

Lundberg
said the cost
of crude oil
isn’t the only
reason for the

skyrocketing prices. De-
mand, taxes, weather and
government regulations all
figure into the complex
equation.

Are there five oil industry
executives someplace decid-
ing the price of gas?

‘‘That would be tragic be-
cause that would wreck the
market,’’ she said. ‘‘And it
would be a comedy because it
is impossible.’’

Lundberg said oil compa-
nies have no interest in help-
ing each other and instead
want to increase their sales at
the expense of the competi-
tion.

‘‘They all have no mercy,’’
she said.

Jeff Lenard, a spokesman
for the National Association
of Convenience Stores, called
the Lundberg Survey a bell-
wether for the oil industry.

‘‘Anybody who can ex-
plain gas prices to the general
public, well, we’re a lot better
for it,’’ he said. The nation’s
112,000 convenience stores
account for 80 percent ofU.S.
gasoline sales.

The survey is based on a
biweekly price sampling of
7,000 of the nation’s 133,000
gasoline stations.

TheLundbergSurvey Inc.
does a lot more than sample
prices from gas stations. Re-
searchers collect sales vol-
ume and market share for
each brand and sell informa-
tion to petroleum companies,
wholesalers, distributors and
vehicle fleet managers.

‘‘We make our living
looking at the detail,’’ Lund-
berg said. “We are going to be

See LUNDBERG, 6F  >

Unlikely
prophet
of the
pumps
—

When gas prices spike,
people start listening to
Trilby Lundberg.
—

On the Net:
www.lundbergsurvey.com

Saving grace: Automatic 401(k) enrollment

By DAMON DARLIN
The New York Times

It is human nature to procrastinate. It
also is human nature to decide by not
deciding. Both behaviors have conspired
to leave many Americans with paltry
sums in their company retirement ac-
counts.

Employers and the financial services
industry that manages the 401(k) plans
for them have joined in the conspiracy.

‘‘We made it too complicated and
paralyzed the participants with too many
choices,’’ said James McCool, executive
vice president for corporate and retire-

ment services at Charles Schwab & Co.
The problem starts themoment a new

employee is handed a pile of documents
on company policies, health insurance
options and, oh, yes, the 401(k) plan.
(Employees probably won’t find anything
about a pension. Those are rare these
days and if their company does offer one,
the workers should not count on it.) The
bewildered employee usually is told to
decide whether to join the 401(k), and
what percentage of each paycheck should
be put into the plan and which funds the
money should go into and in what per-
centages.

‘‘What about automatic enrollment?’’
a new hiremight ask. ‘‘Can you give some
advice on the funds?’’

The typical response has been, ‘‘No.’’
Corporate lawyers contend that giving

—

A new law takes the decision
out of employees’ hands.
—

See 401(k), 7F  >

Making employees save
When enrollment in 401(k) plans is
automatic, participation rises.
401(k) enrollment of employees, by age
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White knight, wrong rumor:
Looks like The Geo Group Inc.
(NYSE: GEO, $44.06) is not
ready to breathe new life into the
long-vacant Everglades Regional
Medical Center after all. 

“We did look into that facility,
but determined it wouldn’t be
suitable for our needs,” said Pab-
lo Paez, a rumor-crushing
spokesman for the Boca Raton-
based prison operator better
known by its former name,
Wackenhut.

Speculation that Geo would
revive the property has run ram-
pant ever since its owner, Boca
Raton developer Daniel Navilio,
started sprucing up the place.
Navilio, who bought the Pahokee
hospital in 2002 for a blushingly
modest $500,000, confirmed a
sale is in the works, but empha-
sized that, “I don’t have a deal.”

Without a contract in hand,
Navilio won’t name the potential
buyer.

“I’m not sure what the party
is going to do with the whole
thing,” he said of the mysterious
interested party. Given the spe-
cifics of the buildings, though,
“The highest and best use for the
property is a hospital.”



The shorts are mounting bets
against Bluegreen Corp. (NYSE:
BXG, $11.94), the Boca-based
time-share concern.

Short interest in the compa-
ny’s stock grew by about 400,000
shares between June and July,
the most recent figures available.
Hammered by revised time-share
accounting rules, Bluegreen’s
year-over-year revenue in the
second quarter is down 13 per-
cent; earnings followed the dive
with $6.6 million, or 21 cents per
share, compared with $14.9 mil-
lion, or 48 cents per share the
previous year.

Not surprisingly, shares have
tumbled from a 52-week high of
$18.44 to as low as $11.04. But
relative to its time-share breth-
ren, those anemic figures look
downright apple-cheeked. Sunter-
ra Corp. (OTC: SNRR, $12.38) is
facing delisting. Cendant Corp.
(NYSE: CD) is trading below $2.

On a sunnier side of The
Street, Morgan Stanley initiated
coverage on uber-rivals Staples
Inc. (Nasdaq: SPLS, $22.79) and
Delray Beach’s own Office Depot
Inc. (NYSE: ODP, $36.71), giving
the analyst nod to Staples with a
“buy” rating, and assigning De-
pot an “equal weight” rating. Not
that there’s anything wrong with
that:Morgan Stanley’s Armando
M. Lopez writes that, “We view Of-
fice Depot as a turnaround story”
with more stock growth to come.



Whatever else Walton Street
Capital LLC might do with its new-
ly purchased PGA National Resort
& Spa, please: Hands off the yo-
gurt machine. After a local bro-
ker was quoted in these very
pages comparing the club restau-
rant to a Golden Corral — com-
plete with self-serve frozen yo-
gurt for dessert — a small
avalanche of frosty mail rolled
her way.

Comments ranged from,
“There would be a rebellion if ei-
ther of the machines were ever
removed,” from the club, to the
more personal “crude and snob-
bish” to “You obviously have not
lunched at many Country Clubs”
to this: “The yogurt machine is
the best part. Did you taste the
food?”

Walton has pledged more
than $25 million to refurbish the
aging resort. Note toWalton: For
that kind of cash, people will ex-
pect sprinkles.
Staff Writer Lori Becker contributed
to this column.
Pat Beall writes about commercial
real estate and retail. Contact her at
The Palm Beach Post, 2751 S.
Dixie Highway, West Palm Beach,
FL 33416-4700; (561) 820-4497;
e-mail: patricia_beall@pbpost.com.
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PITCHING PROPERTY: When CEO Stephann Cotton started Cotton & Co. in 1983, much of its real-estate marketing was
brochure- and newspaper-based. Today, it specializes in multimedia, offering virtual-tour DVDs and interactive Web sites.

By EVE SAMPLES  Palm Beach Post Staff Writer

STUART—From his darkened office in a bougainvillea-shrouded building
not far from downtown, Steve North has a bird’s-eye view of the other side of
the state.
As pop-operatic music rises from his desktop speakers, he’s soaring

above hundreds of Naples rooftops, glimpsing unspoiled golf-course greens
and ducking into an imposing clubhouse.
The community is alive on North’s 19-inchMac monitor.
But it doesn’t exist. At least, not yet. 
For now, Treviso Bay, an emerging 1,200-home development in Naples, is

little more than a construction site.
“We had to create the entire illusion of the community through

animation,” North said. “What’s out there now is dirt.”

When online marketing of real estate took off,
the tech-savvy Cotton & Co. in Stuart was ready.

Working magic
with multimedia

That’s precisely what Cotton & Co., the
Stuart-based marketing firm where North is
creative director, is doing for dozens of
developments across the country: using
technology to create a sense of place, even
when there is no place to speak of. 

In the case of Treviso Bay, the firm hired
a computer animator to create a virtual tour
that was mailed on DVD to thousands of
prospective buyers early this year. Privately
held Cotton & Co. also launched an
interactiveWeb site, www.trevisobay.com,
created a shorter version of the virtual tour
for a 30-second television spot and keeps a
detailed database of people who register on
theWeb site.   

The tactics appear to have worked: The
developer, Brookfield,Wis.-based V.K.
Development, took reservations for $126
million worth of real estate during its opening
four days in February.

“They got what we were building,” Cotton
& Co.’s founder and Chief Executive Officer
Stephann Cotton said. “It would have been
very hard to do in a brochure.”

Multimedia real-estate marketing, from
virtual tours to sophisticatedWeb sites, is a
speciality for the 23-year-old company and a

growing trend across the industry, experts
say. 

Real estate-relatedWeb sites started
emerging about 10 years ago, but it wasn’t
until the past couple of years that they have
become essential tools for anyone in the
business of selling real estate, said Brian
Boero, chief executive of VREO Software

Cotton & Co.
Headquarters:
633 S.E. Fifth St., Stuart
Employees: 60
Annual sales: $25 million

Clients: 70 active
Chief executive officer
and founder:
Stephann Cotton
Founded: 1983

Services: Real estate
marketing and advertising,
Web-site development,
sales center design and
coordination

Web site:
www.cottonco.com

Source: Staff research

Courtesy Cotton & Co.

UPSCALE PROJECTS: This is one of the Web images creat-
ed to market Ravella, a gated community in Boca Raton.
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Lundberg

By JEFF WILSON
The Associated Press

CAMARILLO, Calif. — Tril-
by Lundberg, the nation’s
guru of gasoline prices, has
no idea how many miles her
new Mercedes-Benz gets per
gallon. When she has to fill
the tank, she is more con-
cerned with convenience
than price.

Yet for decades, the na-
tion has turned to the asser-
tive 57-year-old cat lover and
her twice-monthly Lundberg
Survey of gas stations to keep
track of the fluctuating price
of gasoline.

Lately, the news hasn’t
been good.

On Aug. 13, Lundberg re-
ported that the nationwide

price for self-
serve regular
hit another
record, jump-
ing to nearly
$3.03 a gal-
lon.

Lundberg
said the cost
of crude oil
isn’t the only
reason for the

skyrocketing prices. De-
mand, taxes, weather and
government regulations all
figure into the complex
equation.

Are there five oil industry
executives someplace decid-
ing the price of gas?

‘‘That would be tragic be-
cause that would wreck the
market,’’ she said. ‘‘And it
would be a comedy because it
is impossible.’’

Lundberg said oil compa-
nies have no interest in help-
ing each other and instead
want to increase their sales at
the expense of the competi-
tion.

‘‘They all have no mercy,’’
she said.

Jeff Lenard, a spokesman
for the National Association
of Convenience Stores, called
the Lundberg Survey a bell-
wether for the oil industry.

‘‘Anybody who can ex-
plain gas prices to the general
public, well, we’re a lot better
for it,’’ he said. The nation’s
112,000 convenience stores
account for 80 percent ofU.S.
gasoline sales.

The survey is based on a
biweekly price sampling of
7,000 of the nation’s 133,000
gasoline stations.

TheLundbergSurvey Inc.
does a lot more than sample
prices from gas stations. Re-
searchers collect sales vol-
ume and market share for
each brand and sell informa-
tion to petroleum companies,
wholesalers, distributors and
vehicle fleet managers.

‘‘We make our living
looking at the detail,’’ Lund-
berg said. “We are going to be

See LUNDBERG, 6F  >

Unlikely
prophet
of the
pumps
—

When gas prices spike,
people start listening to
Trilby Lundberg.
—

On the Net:
www.lundbergsurvey.com

Saving grace: Automatic 401(k) enrollment

By DAMON DARLIN
The New York Times

It is human nature to procrastinate. It
also is human nature to decide by not
deciding. Both behaviors have conspired
to leave many Americans with paltry
sums in their company retirement ac-
counts.

Employers and the financial services
industry that manages the 401(k) plans
for them have joined in the conspiracy.

‘‘We made it too complicated and
paralyzed the participants with too many
choices,’’ said James McCool, executive
vice president for corporate and retire-

ment services at Charles Schwab & Co.
The problem starts themoment a new

employee is handed a pile of documents
on company policies, health insurance
options and, oh, yes, the 401(k) plan.
(Employees probably won’t find anything
about a pension. Those are rare these
days and if their company does offer one,
the workers should not count on it.) The
bewildered employee usually is told to
decide whether to join the 401(k), and
what percentage of each paycheck should
be put into the plan and which funds the
money should go into and in what per-
centages.

‘‘What about automatic enrollment?’’
a new hiremight ask. ‘‘Can you give some
advice on the funds?’’

The typical response has been, ‘‘No.’’
Corporate lawyers contend that giving

—

A new law takes the decision
out of employees’ hands.
—

See 401(k), 7F  >

Making employees save
When enrollment in 401(k) plans is
automatic, participation rises.
401(k) enrollment of employees, by age
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White knight, wrong rumor:
Looks like The Geo Group Inc.
(NYSE: GEO, $44.06) is not
ready to breathe new life into the
long-vacant Everglades Regional
Medical Center after all. 

“We did look into that facility,
but determined it wouldn’t be
suitable for our needs,” said Pab-
lo Paez, a rumor-crushing
spokesman for the Boca Raton-
based prison operator better
known by its former name,
Wackenhut.

Speculation that Geo would
revive the property has run ram-
pant ever since its owner, Boca
Raton developer Daniel Navilio,
started sprucing up the place.
Navilio, who bought the Pahokee
hospital in 2002 for a blushingly
modest $500,000, confirmed a
sale is in the works, but empha-
sized that, “I don’t have a deal.”

Without a contract in hand,
Navilio won’t name the potential
buyer.

“I’m not sure what the party
is going to do with the whole
thing,” he said of the mysterious
interested party. Given the spe-
cifics of the buildings, though,
“The highest and best use for the
property is a hospital.”



The shorts are mounting bets
against Bluegreen Corp. (NYSE:
BXG, $11.94), the Boca-based
time-share concern.

Short interest in the compa-
ny’s stock grew by about 400,000
shares between June and July,
the most recent figures available.
Hammered by revised time-share
accounting rules, Bluegreen’s
year-over-year revenue in the
second quarter is down 13 per-
cent; earnings followed the dive
with $6.6 million, or 21 cents per
share, compared with $14.9 mil-
lion, or 48 cents per share the
previous year.

Not surprisingly, shares have
tumbled from a 52-week high of
$18.44 to as low as $11.04. But
relative to its time-share breth-
ren, those anemic figures look
downright apple-cheeked. Sunter-
ra Corp. (OTC: SNRR, $12.38) is
facing delisting. Cendant Corp.
(NYSE: CD) is trading below $2.

On a sunnier side of The
Street, Morgan Stanley initiated
coverage on uber-rivals Staples
Inc. (Nasdaq: SPLS, $22.79) and
Delray Beach’s own Office Depot
Inc. (NYSE: ODP, $36.71), giving
the analyst nod to Staples with a
“buy” rating, and assigning De-
pot an “equal weight” rating. Not
that there’s anything wrong with
that:Morgan Stanley’s Armando
M. Lopez writes that, “We view Of-
fice Depot as a turnaround story”
with more stock growth to come.



Whatever else Walton Street
Capital LLC might do with its new-
ly purchased PGA National Resort
& Spa, please: Hands off the yo-
gurt machine. After a local bro-
ker was quoted in these very
pages comparing the club restau-
rant to a Golden Corral — com-
plete with self-serve frozen yo-
gurt for dessert — a small
avalanche of frosty mail rolled
her way.

Comments ranged from,
“There would be a rebellion if ei-
ther of the machines were ever
removed,” from the club, to the
more personal “crude and snob-
bish” to “You obviously have not
lunched at many Country Clubs”
to this: “The yogurt machine is
the best part. Did you taste the
food?”

Walton has pledged more
than $25 million to refurbish the
aging resort. Note toWalton: For
that kind of cash, people will ex-
pect sprinkles.
Staff Writer Lori Becker contributed
to this column.
Pat Beall writes about commercial
real estate and retail. Contact her at
The Palm Beach Post, 2751 S.
Dixie Highway, West Palm Beach,
FL 33416-4700; (561) 820-4497;
e-mail: patricia_beall@pbpost.com.

Prison firm
not giving
hospital
2nd chance

Get the latest on local real estate from
Post writers in The Real Deal blog.
PalmBeachPost.com/realdeal

Pat Beall
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PITCHING PROPERTY: When CEO Stephann Cotton started Cotton & Co. in 1983, much of its real-estate marketing was
brochure- and newspaper-based. Today, it specializes in multimedia, offering virtual-tour DVDs and interactive Web sites.

By EVE SAMPLES  Palm Beach Post Staff Writer

STUART—From his darkened office in a bougainvillea-shrouded building
not far from downtown, Steve North has a bird’s-eye view of the other side of
the state.
As pop-operatic music rises from his desktop speakers, he’s soaring

above hundreds of Naples rooftops, glimpsing unspoiled golf-course greens
and ducking into an imposing clubhouse.
The community is alive on North’s 19-inchMac monitor.
But it doesn’t exist. At least, not yet. 
For now, Treviso Bay, an emerging 1,200-home development in Naples, is

little more than a construction site.
“We had to create the entire illusion of the community through

animation,” North said. “What’s out there now is dirt.”

When online marketing of real estate took off,
the tech-savvy Cotton & Co. in Stuart was ready.

Working magic
with multimedia

That’s precisely what Cotton & Co., the
Stuart-based marketing firm where North is
creative director, is doing for dozens of
developments across the country: using
technology to create a sense of place, even
when there is no place to speak of. 

In the case of Treviso Bay, the firm hired
a computer animator to create a virtual tour
that was mailed on DVD to thousands of
prospective buyers early this year. Privately
held Cotton & Co. also launched an
interactiveWeb site, www.trevisobay.com,
created a shorter version of the virtual tour
for a 30-second television spot and keeps a
detailed database of people who register on
theWeb site.   

The tactics appear to have worked: The
developer, Brookfield,Wis.-based V.K.
Development, took reservations for $126
million worth of real estate during its opening
four days in February.

“They got what we were building,” Cotton
& Co.’s founder and Chief Executive Officer
Stephann Cotton said. “It would have been
very hard to do in a brochure.”

Multimedia real-estate marketing, from
virtual tours to sophisticatedWeb sites, is a
speciality for the 23-year-old company and a

growing trend across the industry, experts
say. 

Real estate-relatedWeb sites started
emerging about 10 years ago, but it wasn’t
until the past couple of years that they have
become essential tools for anyone in the
business of selling real estate, said Brian
Boero, chief executive of VREO Software

Cotton & Co.
Headquarters:
633 S.E. Fifth St., Stuart
Employees: 60
Annual sales: $25 million

Clients: 70 active
Chief executive officer
and founder:
Stephann Cotton
Founded: 1983

Services: Real estate
marketing and advertising,
Web-site development,
sales center design and
coordination

Web site:
www.cottonco.com

Source: Staff research

Courtesy Cotton & Co.

UPSCALE PROJECTS: This is one of the Web images creat-
ed to market Ravella, a gated community in Boca Raton.
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Lundberg

By JEFF WILSON
The Associated Press

CAMARILLO, Calif. — Tril-
by Lundberg, the nation’s
guru of gasoline prices, has
no idea how many miles her
new Mercedes-Benz gets per
gallon. When she has to fill
the tank, she is more con-
cerned with convenience
than price.

Yet for decades, the na-
tion has turned to the asser-
tive 57-year-old cat lover and
her twice-monthly Lundberg
Survey of gas stations to keep
track of the fluctuating price
of gasoline.

Lately, the news hasn’t
been good.

On Aug. 13, Lundberg re-
ported that the nationwide

price for self-
serve regular
hit another
record, jump-
ing to nearly
$3.03 a gal-
lon.

Lundberg
said the cost
of crude oil
isn’t the only
reason for the

skyrocketing prices. De-
mand, taxes, weather and
government regulations all
figure into the complex
equation.

Are there five oil industry
executives someplace decid-
ing the price of gas?

‘‘That would be tragic be-
cause that would wreck the
market,’’ she said. ‘‘And it
would be a comedy because it
is impossible.’’

Lundberg said oil compa-
nies have no interest in help-
ing each other and instead
want to increase their sales at
the expense of the competi-
tion.

‘‘They all have no mercy,’’
she said.

Jeff Lenard, a spokesman
for the National Association
of Convenience Stores, called
the Lundberg Survey a bell-
wether for the oil industry.

‘‘Anybody who can ex-
plain gas prices to the general
public, well, we’re a lot better
for it,’’ he said. The nation’s
112,000 convenience stores
account for 80 percent ofU.S.
gasoline sales.

The survey is based on a
biweekly price sampling of
7,000 of the nation’s 133,000
gasoline stations.

TheLundbergSurvey Inc.
does a lot more than sample
prices from gas stations. Re-
searchers collect sales vol-
ume and market share for
each brand and sell informa-
tion to petroleum companies,
wholesalers, distributors and
vehicle fleet managers.

‘‘We make our living
looking at the detail,’’ Lund-
berg said. “We are going to be

See LUNDBERG, 6F  >

Unlikely
prophet
of the
pumps
—

When gas prices spike,
people start listening to
Trilby Lundberg.
—

On the Net:
www.lundbergsurvey.com

Saving grace: Automatic 401(k) enrollment

By DAMON DARLIN
The New York Times

It is human nature to procrastinate. It
also is human nature to decide by not
deciding. Both behaviors have conspired
to leave many Americans with paltry
sums in their company retirement ac-
counts.

Employers and the financial services
industry that manages the 401(k) plans
for them have joined in the conspiracy.

‘‘We made it too complicated and
paralyzed the participants with too many
choices,’’ said James McCool, executive
vice president for corporate and retire-

ment services at Charles Schwab & Co.
The problem starts themoment a new

employee is handed a pile of documents
on company policies, health insurance
options and, oh, yes, the 401(k) plan.
(Employees probably won’t find anything
about a pension. Those are rare these
days and if their company does offer one,
the workers should not count on it.) The
bewildered employee usually is told to
decide whether to join the 401(k), and
what percentage of each paycheck should
be put into the plan and which funds the
money should go into and in what per-
centages.

‘‘What about automatic enrollment?’’
a new hiremight ask. ‘‘Can you give some
advice on the funds?’’

The typical response has been, ‘‘No.’’
Corporate lawyers contend that giving

—

A new law takes the decision
out of employees’ hands.
—

See 401(k), 7F  >

Making employees save
When enrollment in 401(k) plans is
automatic, participation rises.
401(k) enrollment of employees, by age
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White knight, wrong rumor:
Looks like The Geo Group Inc.
(NYSE: GEO, $44.06) is not
ready to breathe new life into the
long-vacant Everglades Regional
Medical Center after all. 

“We did look into that facility,
but determined it wouldn’t be
suitable for our needs,” said Pab-
lo Paez, a rumor-crushing
spokesman for the Boca Raton-
based prison operator better
known by its former name,
Wackenhut.

Speculation that Geo would
revive the property has run ram-
pant ever since its owner, Boca
Raton developer Daniel Navilio,
started sprucing up the place.
Navilio, who bought the Pahokee
hospital in 2002 for a blushingly
modest $500,000, confirmed a
sale is in the works, but empha-
sized that, “I don’t have a deal.”

Without a contract in hand,
Navilio won’t name the potential
buyer.

“I’m not sure what the party
is going to do with the whole
thing,” he said of the mysterious
interested party. Given the spe-
cifics of the buildings, though,
“The highest and best use for the
property is a hospital.”



The shorts are mounting bets
against Bluegreen Corp. (NYSE:
BXG, $11.94), the Boca-based
time-share concern.

Short interest in the compa-
ny’s stock grew by about 400,000
shares between June and July,
the most recent figures available.
Hammered by revised time-share
accounting rules, Bluegreen’s
year-over-year revenue in the
second quarter is down 13 per-
cent; earnings followed the dive
with $6.6 million, or 21 cents per
share, compared with $14.9 mil-
lion, or 48 cents per share the
previous year.

Not surprisingly, shares have
tumbled from a 52-week high of
$18.44 to as low as $11.04. But
relative to its time-share breth-
ren, those anemic figures look
downright apple-cheeked. Sunter-
ra Corp. (OTC: SNRR, $12.38) is
facing delisting. Cendant Corp.
(NYSE: CD) is trading below $2.

On a sunnier side of The
Street, Morgan Stanley initiated
coverage on uber-rivals Staples
Inc. (Nasdaq: SPLS, $22.79) and
Delray Beach’s own Office Depot
Inc. (NYSE: ODP, $36.71), giving
the analyst nod to Staples with a
“buy” rating, and assigning De-
pot an “equal weight” rating. Not
that there’s anything wrong with
that:Morgan Stanley’s Armando
M. Lopez writes that, “We view Of-
fice Depot as a turnaround story”
with more stock growth to come.



Whatever else Walton Street
Capital LLC might do with its new-
ly purchased PGA National Resort
& Spa, please: Hands off the yo-
gurt machine. After a local bro-
ker was quoted in these very
pages comparing the club restau-
rant to a Golden Corral — com-
plete with self-serve frozen yo-
gurt for dessert — a small
avalanche of frosty mail rolled
her way.

Comments ranged from,
“There would be a rebellion if ei-
ther of the machines were ever
removed,” from the club, to the
more personal “crude and snob-
bish” to “You obviously have not
lunched at many Country Clubs”
to this: “The yogurt machine is
the best part. Did you taste the
food?”

Walton has pledged more
than $25 million to refurbish the
aging resort. Note toWalton: For
that kind of cash, people will ex-
pect sprinkles.
Staff Writer Lori Becker contributed
to this column.
Pat Beall writes about commercial
real estate and retail. Contact her at
The Palm Beach Post, 2751 S.
Dixie Highway, West Palm Beach,
FL 33416-4700; (561) 820-4497;
e-mail: patricia_beall@pbpost.com.

Prison firm
not giving
hospital
2nd chance

Get the latest on local real estate from
Post writers in The Real Deal blog.
PalmBeachPost.com/realdeal
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   “We had to create the entire 
illusion of the community 
through animation,” North 
said. “What’s out there now is 
dirt.”
   That’s precisely what Cot-
ton & Co., the Stuart-based 
marketing firm where North 
is creative director, is doing 
for dozens of developments 
across the country: using 
technology to create a sense of 
place, even when there is no 
place to speak of.
   In the case of Treviso Bay, 
the firm hired a computer 
animator to create a virtual 
tour that was mailed on DVD 
to thousands of prospective 
buyers early this year. Pri-
vately held Cotton & Co. also 
launched an interactive Web 
site, www.trevisobay.com, 
created a shorter version of the 
virtual tour for a 30-second 
television spot and keeps a de-
tailed database of people who 
register on the Web site.
   The tactics appear to have 
worked: The developer, 
Brookfield, Wis.-based V.K. 
Development, took reserva-
tions for $126 million worth 
of real estate during its open-
ing four days in February.
   “They got what we were 
building,” Cotton & Co.’s 
founder and Chief Executive 
Officer Stephann Cotton said. 
“It would have been very hard 
to do in a brochure.”
   Multimedia real-estate 
marketing, from virtual tours 
to sophisticated Web sites, is a 
speciality for the 23-year-old 
company and a growing trend 
across the industry, experts 
say.

Jose Lambiet is The Post’s celebrity columnist. Look for
Jose’s Page 2 every Sunday, Wednesday and Friday.
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To subscribe, call (800) 926-POST.

Inc., a San Luis Obispo,
Calif.-based company that
develops Web sites and
virtual-transaction software
for the industry. 

“Consumers want
information online, readily
(and) anonymously, without
having to go to a Realtor,”
Boero said.

The numbers bear that
out. Last year, 71 percent of
home buyers used the
Internet to search for a
home, up from 2 percent in
1995, the National
Association of Realtors
reports.

The real-estate boom of
the past several years
amplified that trend, making
the Net amajor sales driver.
During the flipper frenzy,
some buyers snatched up
pre-construction deals before
model homes were built,
relying onWeb images to
make their decisions. 

Although the pace of
sales has slowed
dramatically, the
technological tools remain
relevant, but for a different
reason, Cotton said.

Now, buyers are more
guarded and want to
examine floor plans, options
for upgrades and the
minutiae of a community
before they even talk to a
sales agent.  

“If I’m an (end) user, I’m
going to be very cautious
and want to know all the
details,” Cotton said. “But
there were a lot of flippers in
the market, and flippers
didn’t care about the final
product, you know, did it
have granite?”

In cyberspace, real-estate
developers can offer video
footage of their communities,
homeowners association
documents, architectural
renderings and inventory
numbers, for example. 

“We tell the client that
anything we can do in a
sales-office environment, we
can pretty much do on the
Internet,” Cotton said.

Building tracked online
Anything and more.
Treviso Bay sends aerial

photographs every two
weeks to the roughly 3,000
people who have registered
on the development’s Web

site, allowing them to them
track construction, said
Cheryl Deering, sales and
marketing director for the
community.

Since it’s a high-end
development (homes range
from $750,000 to $6 million),
Treviso Bay didn’t want a
too-techie sales office with
lots of buttons and gizmos,
Deering said. To maintain a
white-glove atmosphere in
the office, it opted to send
technology to buyers at their
homes.

“We are using the
technology to get the people
here,” Deering said. 

On theWeb, Cotton &
Co. also has found a way to
research its prospects as
they research their buys.

About two years ago, the
firm rolled out a new
tracking system that polls
and analyzes the preferences
of people who register with a
Web site. The technology,
called “Cotton View,” is used
for about 50 developments
across the country and has
data on tens of thousands of
people who have registered

through the developments’
Web sites, Cotton said. 

In today’s tempered
real-estate climate, the
technology plays an
important role: It’s a way to
gauge how quickly a
development should be built,
Cotton said.

That proved especially
handy when Cotton & Co.
started marketing Rum Cay
Resort Marina, a $700 million

development on an
out-island east of Great
Exuma in the Bahamas.

Because it was such an
unusual location, no
comparable market data was
available for the community,
Cotton said. So the company
has polled the roughly 2,300
people who have registered
with the site, providing the
developer with amarket
sample for the project. The

site, www.rumcay.com, asks
registrants if they own a boat
and if they would be
interested in
rental-management or
fractional-ownership
programs, for example.

In the past, when
developers came to Cotton &
Co. for advice on decisions,
including how quickly to
build, Cotton acknowledges
that he responded with
educated guesses. 

With Cotton View, his
staff can draw on data to
make a fact-based
recommendation. 

“What we have developed
is a way of quantifying
demand,” Cotton said.

Web not central early on
Also driving the

high-tech real estate trend is
the fact that more people
have high-speed Internet
connections at home.

That wasn’t the case
when Cotton founded his
firm in 1983, when he was
31.

Though he’s always

placed an emphasis on
technology — he says his
tech staff has an open
checkbook — it wasn’t until
recent years that Cotton &
Co. could deliver high-end
Web sites to people’s homes.

Chief Operating Officer
Laurie Andrews, who joined
the company in 1988, said
the firm’s marketing work
was largely
newspaper-driven in the
early days. 

TheWeb took root in the
industry in the late 1990s,
she said, but even then it
wasn’t a central part of
marketing.

“It was something you
had to have . . . but it was the
last thing to be updated, and
it was just there out of
necessity,” she said.

When that started to
change, Cotton & Co. was
well-positioned to adapt,
Andrews recalled.

“We as a company
embraced bringing on the
Web and Internet as a core
component of our business,”
she said. “We brought it in
. . . and started challenging
ourselves.”

Today, Cotton & Co. has
60 employees and operates
70 Web sites, most of them
for high-end real-estate
clients stretching from the
Carolinas to the Caribbean. 

Though theWeb
represents a large chunk of
Cotton & Co.’s work, it’s a
relatively small portion of its
budget at about 15 percent,
Andrews estimated. It still
creates glossy brochures
and magazines, for example,
but it pairs them with its
Web work. 

The firm’s growth has
pushed sales to $25 million,
and Cotton said he plans to
build an 18,000-square-foot
building on the lot next to
the firm’s 9,000-square-foot
headquarters.

Ultimately, as people
grow more comfortable with
looking for real estate online,
more of the industry will
move to theWeb, Cotton
predicted. Live auctions and
online sales are among the
possibilities.

“I think we’re just at the
very doorstep of what we will
be doing,” Cotton said.
Staff researcher Bridget Bulger
contributed to this story.
A eve_samples@pbpost.com

‘Consumers want information online, readily (and) anonymously, without having to go to a Realtor.’ 
BRIAN BOERO, chief executive of VREO Software Inc.

Firm taps online data to calculate demand
> COTTON from 1F
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Glen Nelson and other Cotton& Co. graphic artists design marketing campaigns. Chief Operating Officer Laurie Andrews says theWeb began to take
root in the industry in the late ’90s: ‘We as a company embraced bringing on the Web and Internet as a core component of our business.’

Cotton & Co.’s offices are in this 9,000-square-foot building in Stuart.
TheCEO plans to add an 18,000-square-foot building on an adjacent lot.

looking at what kinds of sta-
tions, what they offer, what
kind of volume they do, what
kind of market share a brand
has.”

Interest in the price data
could increase after this
month’s shutdown of a crucial
Alaskan pipeline by oil giant
BP.

Lundberg, however ,
doesn’t expect much impact
at the pump, even though the
shutdown means a temporary
loss of as much as 8 percent of
domestic production.

‘‘Unlikemany of the jumps
in oil prices from world head-
lines, especially from unsta-
ble areas of the world, this is a
production loss,’’ she said.
‘‘But there’s still no shortage.’’

Lundberg took over the
Camarillo, Calif.-based mar-
ket research firm in 1986 after
the death of her father, Dan.
The reporter and television
talk show host began the re-
port in the 1950s when self-
service islands at gas stations
were being invented.

It was mostly an informa-
tion service for companies.
But the figures attracted

broad public attention during
the oil crisis in the 1970s,
when short supply had mo-
torists lining up.

The fiery Dan Lundberg
became the radio sound-bite
source for a crisis that he
dubbed ‘‘the days of lines and
hoses.’’

Trilby Lundberg oversees
about 30 employees that
compile the data. She wasn’t
raised to be an oil industry
analyst but worked closely
with her father before his
death. She was brought up to
play classical piano and has
no formal business educa-
tion.

‘‘I’m without a mortar-
board on my head,’’ she said.
‘‘I’m self-made or lucky.’’

The nation’s prophet of
the pumps gave an impromp-
tu piano recital during a re-

cent interview at her 1929
Spanish-style home in Ventu-
ra County, about 70 miles
northwest of Los Angeles.

She speaks Italian, Greek
and some Spanish, smokes
Dunhill cigarettes and con-
siders herself a homebody.

One of five siblings, she
attended Hollywood High
School before her eccentric
father took the family on a
52-foot ketch for a five-year
sail around the world. He
made sure there was a piano
aboard.

Watching the oil industry
has led Lundberg to some in-
teresting conclusions.

She condemns  the
‘‘overzealous meddling’’ of
the Environmental Protection
Agency and other federal
agencies, and said govern-
ment-mandated reformula-
tion of unleaded gas and en-
gine modifications aimed at
curtailing emissions are more
to blame for gas price in-
creases than the worldwide
Organization of Petroleum
Exporting Countries.

She also criticized the
‘‘woefully ignorant’’ media
and public perception about
gas prices.

‘‘It is wild-headed and of-
ten destructive,’’ she said of
the reporting. ‘‘The explana-
tion can be boring, it can be a
little bit dry, it takes a long
time, and themajority of folks
simply do not have that time
and do not have the interest.’’

Lundberg has strong
opinions on other issues. For
instance, she calls global
warming a ‘‘bogeyman for
political opportunism.’’ Those

who promote the theory are
trying to create a power base
and ‘‘believe global warming
is a reason to hike taxes and
hike prices,’’ she said.

Lundberg balks at sug-
gestions that she is a tool of
the oil industry.

‘‘What hurts me is those
who call me an oil apologist or
self-styled consumer advo-
cate. I’m not,’’ she said. ‘‘I do
have passionate feelings

about that.’’
Bob Slaughter, president

of theNationalPetrochemical
and Refining Association,
said Lundberg is highly re-
spected in the industry.

‘‘She’s a character,’’ he
said. ‘‘She’s first there with a
national gasoline price, and I
think everybody from the
media to (Wall) Street to the
oil industry looks forward to
hearing from her.’’

EPA drives up prices more
than OPEC, Lundberg says

—

Lundberg’s dad, a
sound-bite source in
the ’70s gas crisis,
called it ‘the days of

lines and hoses.’
—

> LUNDBERG from 1F

RIC FRANCIS/The Associated Press

Trilby Lundberg — with no formal business education
— inherited the gas station survey fromher father, who

started it in the 1950s. She says media reporting on
gas prices is ‘wild-headed and often destructive.’
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   Real estate-related Web sites 
started emerging about 10 years 
ago, but it wasn’t until the past 
couple of years that they have 
become essential tools for anyone 
in the business of selling real es-
tate, said Brian Boero, chief ex-
ecutive of VREO Software Inc., 
a San Luis Obispo, Calif.-based 
company that develops Web sites 
and virtual-transaction software 
for the industry.
   “Consumers want informa-
tion online, readily (and) anony-
mously, without having to go to a 
Realtor,” Boero said.
   The numbers bear that out. Last 
year, 71 percent of home buyers 
used the Internet to search for a 
home, up from 2 percent in 1995, 
the National Association of Real-
tors reports.
   The real-estate boom of the 
past several years amplified that 
trend, making the Net a major 
sales driver. During the flipper 

frenzy, some buyers snatched 
up pre-construction deals before 
model homes were built, relying 
on Web images to make their 
decisions.
   Although the pace of sales has 
slowed dramatically, the tech-
nological tools remain relevant, 
but for a different reason, Cot-
ton said.
   Now, buyers are more guarded 
and want to examine floor plans, 
options for upgrades and the 
minutiae of a community before 
they even talk to a sales agent.
   “If I’m an (end) user, I’m go-
ing to be very cautious and want 
to know all the details,” Cotton 
said. “But there were a lot of 
flippers in the market, and flip-
pers didn’t care about the final 
product, you know, did it have 
granite?”
   In cyberspace, real-estate 
developers can offer video 
footage of their communities, 
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Inc., a San Luis Obispo,
Calif.-based company that
develops Web sites and
virtual-transaction software
for the industry. 

“Consumers want
information online, readily
(and) anonymously, without
having to go to a Realtor,”
Boero said.

The numbers bear that
out. Last year, 71 percent of
home buyers used the
Internet to search for a
home, up from 2 percent in
1995, the National
Association of Realtors
reports.

The real-estate boom of
the past several years
amplified that trend, making
the Net amajor sales driver.
During the flipper frenzy,
some buyers snatched up
pre-construction deals before
model homes were built,
relying onWeb images to
make their decisions. 

Although the pace of
sales has slowed
dramatically, the
technological tools remain
relevant, but for a different
reason, Cotton said.

Now, buyers are more
guarded and want to
examine floor plans, options
for upgrades and the
minutiae of a community
before they even talk to a
sales agent.  

“If I’m an (end) user, I’m
going to be very cautious
and want to know all the
details,” Cotton said. “But
there were a lot of flippers in
the market, and flippers
didn’t care about the final
product, you know, did it
have granite?”

In cyberspace, real-estate
developers can offer video
footage of their communities,
homeowners association
documents, architectural
renderings and inventory
numbers, for example. 

“We tell the client that
anything we can do in a
sales-office environment, we
can pretty much do on the
Internet,” Cotton said.

Building tracked online
Anything and more.
Treviso Bay sends aerial

photographs every two
weeks to the roughly 3,000
people who have registered
on the development’s Web

site, allowing them to them
track construction, said
Cheryl Deering, sales and
marketing director for the
community.

Since it’s a high-end
development (homes range
from $750,000 to $6 million),
Treviso Bay didn’t want a
too-techie sales office with
lots of buttons and gizmos,
Deering said. To maintain a
white-glove atmosphere in
the office, it opted to send
technology to buyers at their
homes.

“We are using the
technology to get the people
here,” Deering said. 

On theWeb, Cotton &
Co. also has found a way to
research its prospects as
they research their buys.

About two years ago, the
firm rolled out a new
tracking system that polls
and analyzes the preferences
of people who register with a
Web site. The technology,
called “Cotton View,” is used
for about 50 developments
across the country and has
data on tens of thousands of
people who have registered

through the developments’
Web sites, Cotton said. 

In today’s tempered
real-estate climate, the
technology plays an
important role: It’s a way to
gauge how quickly a
development should be built,
Cotton said.

That proved especially
handy when Cotton & Co.
started marketing Rum Cay
Resort Marina, a $700 million

development on an
out-island east of Great
Exuma in the Bahamas.

Because it was such an
unusual location, no
comparable market data was
available for the community,
Cotton said. So the company
has polled the roughly 2,300
people who have registered
with the site, providing the
developer with amarket
sample for the project. The

site, www.rumcay.com, asks
registrants if they own a boat
and if they would be
interested in
rental-management or
fractional-ownership
programs, for example.

In the past, when
developers came to Cotton &
Co. for advice on decisions,
including how quickly to
build, Cotton acknowledges
that he responded with
educated guesses. 

With Cotton View, his
staff can draw on data to
make a fact-based
recommendation. 

“What we have developed
is a way of quantifying
demand,” Cotton said.

Web not central early on
Also driving the

high-tech real estate trend is
the fact that more people
have high-speed Internet
connections at home.

That wasn’t the case
when Cotton founded his
firm in 1983, when he was
31.

Though he’s always

placed an emphasis on
technology — he says his
tech staff has an open
checkbook — it wasn’t until
recent years that Cotton &
Co. could deliver high-end
Web sites to people’s homes.

Chief Operating Officer
Laurie Andrews, who joined
the company in 1988, said
the firm’s marketing work
was largely
newspaper-driven in the
early days. 

TheWeb took root in the
industry in the late 1990s,
she said, but even then it
wasn’t a central part of
marketing.

“It was something you
had to have . . . but it was the
last thing to be updated, and
it was just there out of
necessity,” she said.

When that started to
change, Cotton & Co. was
well-positioned to adapt,
Andrews recalled.

“We as a company
embraced bringing on the
Web and Internet as a core
component of our business,”
she said. “We brought it in
. . . and started challenging
ourselves.”

Today, Cotton & Co. has
60 employees and operates
70 Web sites, most of them
for high-end real-estate
clients stretching from the
Carolinas to the Caribbean. 

Though theWeb
represents a large chunk of
Cotton & Co.’s work, it’s a
relatively small portion of its
budget at about 15 percent,
Andrews estimated. It still
creates glossy brochures
and magazines, for example,
but it pairs them with its
Web work. 

The firm’s growth has
pushed sales to $25 million,
and Cotton said he plans to
build an 18,000-square-foot
building on the lot next to
the firm’s 9,000-square-foot
headquarters.

Ultimately, as people
grow more comfortable with
looking for real estate online,
more of the industry will
move to theWeb, Cotton
predicted. Live auctions and
online sales are among the
possibilities.

“I think we’re just at the
very doorstep of what we will
be doing,” Cotton said.
Staff researcher Bridget Bulger
contributed to this story.
A eve_samples@pbpost.com

‘Consumers want information online, readily (and) anonymously, without having to go to a Realtor.’ 
BRIAN BOERO, chief executive of VREO Software Inc.
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Glen Nelson and other Cotton& Co. graphic artists design marketing campaigns. Chief Operating Officer Laurie Andrews says theWeb began to take
root in the industry in the late ’90s: ‘We as a company embraced bringing on the Web and Internet as a core component of our business.’

Cotton & Co.’s offices are in this 9,000-square-foot building in Stuart.
TheCEO plans to add an 18,000-square-foot building on an adjacent lot.

looking at what kinds of sta-
tions, what they offer, what
kind of volume they do, what
kind of market share a brand
has.”

Interest in the price data
could increase after this
month’s shutdown of a crucial
Alaskan pipeline by oil giant
BP.

Lundberg, however ,
doesn’t expect much impact
at the pump, even though the
shutdown means a temporary
loss of as much as 8 percent of
domestic production.

‘‘Unlikemany of the jumps
in oil prices from world head-
lines, especially from unsta-
ble areas of the world, this is a
production loss,’’ she said.
‘‘But there’s still no shortage.’’

Lundberg took over the
Camarillo, Calif.-based mar-
ket research firm in 1986 after
the death of her father, Dan.
The reporter and television
talk show host began the re-
port in the 1950s when self-
service islands at gas stations
were being invented.

It was mostly an informa-
tion service for companies.
But the figures attracted

broad public attention during
the oil crisis in the 1970s,
when short supply had mo-
torists lining up.

The fiery Dan Lundberg
became the radio sound-bite
source for a crisis that he
dubbed ‘‘the days of lines and
hoses.’’

Trilby Lundberg oversees
about 30 employees that
compile the data. She wasn’t
raised to be an oil industry
analyst but worked closely
with her father before his
death. She was brought up to
play classical piano and has
no formal business educa-
tion.

‘‘I’m without a mortar-
board on my head,’’ she said.
‘‘I’m self-made or lucky.’’

The nation’s prophet of
the pumps gave an impromp-
tu piano recital during a re-

cent interview at her 1929
Spanish-style home in Ventu-
ra County, about 70 miles
northwest of Los Angeles.

She speaks Italian, Greek
and some Spanish, smokes
Dunhill cigarettes and con-
siders herself a homebody.

One of five siblings, she
attended Hollywood High
School before her eccentric
father took the family on a
52-foot ketch for a five-year
sail around the world. He
made sure there was a piano
aboard.

Watching the oil industry
has led Lundberg to some in-
teresting conclusions.

She condemns  the
‘‘overzealous meddling’’ of
the Environmental Protection
Agency and other federal
agencies, and said govern-
ment-mandated reformula-
tion of unleaded gas and en-
gine modifications aimed at
curtailing emissions are more
to blame for gas price in-
creases than the worldwide
Organization of Petroleum
Exporting Countries.

She also criticized the
‘‘woefully ignorant’’ media
and public perception about
gas prices.

‘‘It is wild-headed and of-
ten destructive,’’ she said of
the reporting. ‘‘The explana-
tion can be boring, it can be a
little bit dry, it takes a long
time, and themajority of folks
simply do not have that time
and do not have the interest.’’

Lundberg has strong
opinions on other issues. For
instance, she calls global
warming a ‘‘bogeyman for
political opportunism.’’ Those

who promote the theory are
trying to create a power base
and ‘‘believe global warming
is a reason to hike taxes and
hike prices,’’ she said.

Lundberg balks at sug-
gestions that she is a tool of
the oil industry.

‘‘What hurts me is those
who call me an oil apologist or
self-styled consumer advo-
cate. I’m not,’’ she said. ‘‘I do
have passionate feelings

about that.’’
Bob Slaughter, president

of theNationalPetrochemical
and Refining Association,
said Lundberg is highly re-
spected in the industry.

‘‘She’s a character,’’ he
said. ‘‘She’s first there with a
national gasoline price, and I
think everybody from the
media to (Wall) Street to the
oil industry looks forward to
hearing from her.’’

EPA drives up prices more
than OPEC, Lundberg says

—

Lundberg’s dad, a
sound-bite source in
the ’70s gas crisis,
called it ‘the days of

lines and hoses.’
—

> LUNDBERG from 1F

RIC FRANCIS/The Associated Press

Trilby Lundberg — with no formal business education
— inherited the gas station survey fromher father, who

started it in the 1950s. She says media reporting on
gas prices is ‘wild-headed and often destructive.’
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Inc., a San Luis Obispo,
Calif.-based company that
develops Web sites and
virtual-transaction software
for the industry. 

“Consumers want
information online, readily
(and) anonymously, without
having to go to a Realtor,”
Boero said.

The numbers bear that
out. Last year, 71 percent of
home buyers used the
Internet to search for a
home, up from 2 percent in
1995, the National
Association of Realtors
reports.

The real-estate boom of
the past several years
amplified that trend, making
the Net amajor sales driver.
During the flipper frenzy,
some buyers snatched up
pre-construction deals before
model homes were built,
relying onWeb images to
make their decisions. 

Although the pace of
sales has slowed
dramatically, the
technological tools remain
relevant, but for a different
reason, Cotton said.

Now, buyers are more
guarded and want to
examine floor plans, options
for upgrades and the
minutiae of a community
before they even talk to a
sales agent.  

“If I’m an (end) user, I’m
going to be very cautious
and want to know all the
details,” Cotton said. “But
there were a lot of flippers in
the market, and flippers
didn’t care about the final
product, you know, did it
have granite?”

In cyberspace, real-estate
developers can offer video
footage of their communities,
homeowners association
documents, architectural
renderings and inventory
numbers, for example. 

“We tell the client that
anything we can do in a
sales-office environment, we
can pretty much do on the
Internet,” Cotton said.

Building tracked online
Anything and more.
Treviso Bay sends aerial

photographs every two
weeks to the roughly 3,000
people who have registered
on the development’s Web

site, allowing them to them
track construction, said
Cheryl Deering, sales and
marketing director for the
community.

Since it’s a high-end
development (homes range
from $750,000 to $6 million),
Treviso Bay didn’t want a
too-techie sales office with
lots of buttons and gizmos,
Deering said. To maintain a
white-glove atmosphere in
the office, it opted to send
technology to buyers at their
homes.

“We are using the
technology to get the people
here,” Deering said. 

On theWeb, Cotton &
Co. also has found a way to
research its prospects as
they research their buys.

About two years ago, the
firm rolled out a new
tracking system that polls
and analyzes the preferences
of people who register with a
Web site. The technology,
called “Cotton View,” is used
for about 50 developments
across the country and has
data on tens of thousands of
people who have registered

through the developments’
Web sites, Cotton said. 

In today’s tempered
real-estate climate, the
technology plays an
important role: It’s a way to
gauge how quickly a
development should be built,
Cotton said.

That proved especially
handy when Cotton & Co.
started marketing Rum Cay
Resort Marina, a $700 million

development on an
out-island east of Great
Exuma in the Bahamas.

Because it was such an
unusual location, no
comparable market data was
available for the community,
Cotton said. So the company
has polled the roughly 2,300
people who have registered
with the site, providing the
developer with amarket
sample for the project. The

site, www.rumcay.com, asks
registrants if they own a boat
and if they would be
interested in
rental-management or
fractional-ownership
programs, for example.

In the past, when
developers came to Cotton &
Co. for advice on decisions,
including how quickly to
build, Cotton acknowledges
that he responded with
educated guesses. 

With Cotton View, his
staff can draw on data to
make a fact-based
recommendation. 

“What we have developed
is a way of quantifying
demand,” Cotton said.

Web not central early on
Also driving the

high-tech real estate trend is
the fact that more people
have high-speed Internet
connections at home.

That wasn’t the case
when Cotton founded his
firm in 1983, when he was
31.

Though he’s always

placed an emphasis on
technology — he says his
tech staff has an open
checkbook — it wasn’t until
recent years that Cotton &
Co. could deliver high-end
Web sites to people’s homes.

Chief Operating Officer
Laurie Andrews, who joined
the company in 1988, said
the firm’s marketing work
was largely
newspaper-driven in the
early days. 

TheWeb took root in the
industry in the late 1990s,
she said, but even then it
wasn’t a central part of
marketing.

“It was something you
had to have . . . but it was the
last thing to be updated, and
it was just there out of
necessity,” she said.

When that started to
change, Cotton & Co. was
well-positioned to adapt,
Andrews recalled.

“We as a company
embraced bringing on the
Web and Internet as a core
component of our business,”
she said. “We brought it in
. . . and started challenging
ourselves.”

Today, Cotton & Co. has
60 employees and operates
70 Web sites, most of them
for high-end real-estate
clients stretching from the
Carolinas to the Caribbean. 

Though theWeb
represents a large chunk of
Cotton & Co.’s work, it’s a
relatively small portion of its
budget at about 15 percent,
Andrews estimated. It still
creates glossy brochures
and magazines, for example,
but it pairs them with its
Web work. 

The firm’s growth has
pushed sales to $25 million,
and Cotton said he plans to
build an 18,000-square-foot
building on the lot next to
the firm’s 9,000-square-foot
headquarters.

Ultimately, as people
grow more comfortable with
looking for real estate online,
more of the industry will
move to theWeb, Cotton
predicted. Live auctions and
online sales are among the
possibilities.

“I think we’re just at the
very doorstep of what we will
be doing,” Cotton said.
Staff researcher Bridget Bulger
contributed to this story.
A eve_samples@pbpost.com

‘Consumers want information online, readily (and) anonymously, without having to go to a Realtor.’ 
BRIAN BOERO, chief executive of VREO Software Inc.

Firm taps online data to calculate demand
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Glen Nelson and other Cotton& Co. graphic artists design marketing campaigns. Chief Operating Officer Laurie Andrews says theWeb began to take
root in the industry in the late ’90s: ‘We as a company embraced bringing on the Web and Internet as a core component of our business.’

Cotton & Co.’s offices are in this 9,000-square-foot building in Stuart.
TheCEO plans to add an 18,000-square-foot building on an adjacent lot.

looking at what kinds of sta-
tions, what they offer, what
kind of volume they do, what
kind of market share a brand
has.”

Interest in the price data
could increase after this
month’s shutdown of a crucial
Alaskan pipeline by oil giant
BP.

Lundberg, however ,
doesn’t expect much impact
at the pump, even though the
shutdown means a temporary
loss of as much as 8 percent of
domestic production.

‘‘Unlikemany of the jumps
in oil prices from world head-
lines, especially from unsta-
ble areas of the world, this is a
production loss,’’ she said.
‘‘But there’s still no shortage.’’

Lundberg took over the
Camarillo, Calif.-based mar-
ket research firm in 1986 after
the death of her father, Dan.
The reporter and television
talk show host began the re-
port in the 1950s when self-
service islands at gas stations
were being invented.

It was mostly an informa-
tion service for companies.
But the figures attracted

broad public attention during
the oil crisis in the 1970s,
when short supply had mo-
torists lining up.

The fiery Dan Lundberg
became the radio sound-bite
source for a crisis that he
dubbed ‘‘the days of lines and
hoses.’’

Trilby Lundberg oversees
about 30 employees that
compile the data. She wasn’t
raised to be an oil industry
analyst but worked closely
with her father before his
death. She was brought up to
play classical piano and has
no formal business educa-
tion.

‘‘I’m without a mortar-
board on my head,’’ she said.
‘‘I’m self-made or lucky.’’

The nation’s prophet of
the pumps gave an impromp-
tu piano recital during a re-

cent interview at her 1929
Spanish-style home in Ventu-
ra County, about 70 miles
northwest of Los Angeles.

She speaks Italian, Greek
and some Spanish, smokes
Dunhill cigarettes and con-
siders herself a homebody.

One of five siblings, she
attended Hollywood High
School before her eccentric
father took the family on a
52-foot ketch for a five-year
sail around the world. He
made sure there was a piano
aboard.

Watching the oil industry
has led Lundberg to some in-
teresting conclusions.

She condemns  the
‘‘overzealous meddling’’ of
the Environmental Protection
Agency and other federal
agencies, and said govern-
ment-mandated reformula-
tion of unleaded gas and en-
gine modifications aimed at
curtailing emissions are more
to blame for gas price in-
creases than the worldwide
Organization of Petroleum
Exporting Countries.

She also criticized the
‘‘woefully ignorant’’ media
and public perception about
gas prices.

‘‘It is wild-headed and of-
ten destructive,’’ she said of
the reporting. ‘‘The explana-
tion can be boring, it can be a
little bit dry, it takes a long
time, and themajority of folks
simply do not have that time
and do not have the interest.’’

Lundberg has strong
opinions on other issues. For
instance, she calls global
warming a ‘‘bogeyman for
political opportunism.’’ Those

who promote the theory are
trying to create a power base
and ‘‘believe global warming
is a reason to hike taxes and
hike prices,’’ she said.

Lundberg balks at sug-
gestions that she is a tool of
the oil industry.

‘‘What hurts me is those
who call me an oil apologist or
self-styled consumer advo-
cate. I’m not,’’ she said. ‘‘I do
have passionate feelings

about that.’’
Bob Slaughter, president

of theNationalPetrochemical
and Refining Association,
said Lundberg is highly re-
spected in the industry.

‘‘She’s a character,’’ he
said. ‘‘She’s first there with a
national gasoline price, and I
think everybody from the
media to (Wall) Street to the
oil industry looks forward to
hearing from her.’’

EPA drives up prices more
than OPEC, Lundberg says

—

Lundberg’s dad, a
sound-bite source in
the ’70s gas crisis,
called it ‘the days of

lines and hoses.’
—
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Trilby Lundberg — with no formal business education
— inherited the gas station survey fromher father, who

started it in the 1950s. She says media reporting on
gas prices is ‘wild-headed and often destructive.’
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Inc., a San Luis Obispo,
Calif.-based company that
develops Web sites and
virtual-transaction software
for the industry. 

“Consumers want
information online, readily
(and) anonymously, without
having to go to a Realtor,”
Boero said.

The numbers bear that
out. Last year, 71 percent of
home buyers used the
Internet to search for a
home, up from 2 percent in
1995, the National
Association of Realtors
reports.

The real-estate boom of
the past several years
amplified that trend, making
the Net amajor sales driver.
During the flipper frenzy,
some buyers snatched up
pre-construction deals before
model homes were built,
relying onWeb images to
make their decisions. 

Although the pace of
sales has slowed
dramatically, the
technological tools remain
relevant, but for a different
reason, Cotton said.

Now, buyers are more
guarded and want to
examine floor plans, options
for upgrades and the
minutiae of a community
before they even talk to a
sales agent.  

“If I’m an (end) user, I’m
going to be very cautious
and want to know all the
details,” Cotton said. “But
there were a lot of flippers in
the market, and flippers
didn’t care about the final
product, you know, did it
have granite?”

In cyberspace, real-estate
developers can offer video
footage of their communities,
homeowners association
documents, architectural
renderings and inventory
numbers, for example. 

“We tell the client that
anything we can do in a
sales-office environment, we
can pretty much do on the
Internet,” Cotton said.

Building tracked online
Anything and more.
Treviso Bay sends aerial

photographs every two
weeks to the roughly 3,000
people who have registered
on the development’s Web

site, allowing them to them
track construction, said
Cheryl Deering, sales and
marketing director for the
community.

Since it’s a high-end
development (homes range
from $750,000 to $6 million),
Treviso Bay didn’t want a
too-techie sales office with
lots of buttons and gizmos,
Deering said. To maintain a
white-glove atmosphere in
the office, it opted to send
technology to buyers at their
homes.

“We are using the
technology to get the people
here,” Deering said. 

On theWeb, Cotton &
Co. also has found a way to
research its prospects as
they research their buys.

About two years ago, the
firm rolled out a new
tracking system that polls
and analyzes the preferences
of people who register with a
Web site. The technology,
called “Cotton View,” is used
for about 50 developments
across the country and has
data on tens of thousands of
people who have registered

through the developments’
Web sites, Cotton said. 

In today’s tempered
real-estate climate, the
technology plays an
important role: It’s a way to
gauge how quickly a
development should be built,
Cotton said.

That proved especially
handy when Cotton & Co.
started marketing Rum Cay
Resort Marina, a $700 million

development on an
out-island east of Great
Exuma in the Bahamas.

Because it was such an
unusual location, no
comparable market data was
available for the community,
Cotton said. So the company
has polled the roughly 2,300
people who have registered
with the site, providing the
developer with amarket
sample for the project. The

site, www.rumcay.com, asks
registrants if they own a boat
and if they would be
interested in
rental-management or
fractional-ownership
programs, for example.

In the past, when
developers came to Cotton &
Co. for advice on decisions,
including how quickly to
build, Cotton acknowledges
that he responded with
educated guesses. 

With Cotton View, his
staff can draw on data to
make a fact-based
recommendation. 

“What we have developed
is a way of quantifying
demand,” Cotton said.

Web not central early on
Also driving the

high-tech real estate trend is
the fact that more people
have high-speed Internet
connections at home.

That wasn’t the case
when Cotton founded his
firm in 1983, when he was
31.

Though he’s always

placed an emphasis on
technology — he says his
tech staff has an open
checkbook — it wasn’t until
recent years that Cotton &
Co. could deliver high-end
Web sites to people’s homes.

Chief Operating Officer
Laurie Andrews, who joined
the company in 1988, said
the firm’s marketing work
was largely
newspaper-driven in the
early days. 

TheWeb took root in the
industry in the late 1990s,
she said, but even then it
wasn’t a central part of
marketing.

“It was something you
had to have . . . but it was the
last thing to be updated, and
it was just there out of
necessity,” she said.

When that started to
change, Cotton & Co. was
well-positioned to adapt,
Andrews recalled.

“We as a company
embraced bringing on the
Web and Internet as a core
component of our business,”
she said. “We brought it in
. . . and started challenging
ourselves.”

Today, Cotton & Co. has
60 employees and operates
70 Web sites, most of them
for high-end real-estate
clients stretching from the
Carolinas to the Caribbean. 

Though theWeb
represents a large chunk of
Cotton & Co.’s work, it’s a
relatively small portion of its
budget at about 15 percent,
Andrews estimated. It still
creates glossy brochures
and magazines, for example,
but it pairs them with its
Web work. 

The firm’s growth has
pushed sales to $25 million,
and Cotton said he plans to
build an 18,000-square-foot
building on the lot next to
the firm’s 9,000-square-foot
headquarters.

Ultimately, as people
grow more comfortable with
looking for real estate online,
more of the industry will
move to theWeb, Cotton
predicted. Live auctions and
online sales are among the
possibilities.

“I think we’re just at the
very doorstep of what we will
be doing,” Cotton said.
Staff researcher Bridget Bulger
contributed to this story.
A eve_samples@pbpost.com

‘Consumers want information online, readily (and) anonymously, without having to go to a Realtor.’ 
BRIAN BOERO, chief executive of VREO Software Inc.

Firm taps online data to calculate demand
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Glen Nelson and other Cotton& Co. graphic artists design marketing campaigns. Chief Operating Officer Laurie Andrews says theWeb began to take
root in the industry in the late ’90s: ‘We as a company embraced bringing on the Web and Internet as a core component of our business.’

Cotton & Co.’s offices are in this 9,000-square-foot building in Stuart.
TheCEO plans to add an 18,000-square-foot building on an adjacent lot.

looking at what kinds of sta-
tions, what they offer, what
kind of volume they do, what
kind of market share a brand
has.”

Interest in the price data
could increase after this
month’s shutdown of a crucial
Alaskan pipeline by oil giant
BP.

Lundberg, however ,
doesn’t expect much impact
at the pump, even though the
shutdown means a temporary
loss of as much as 8 percent of
domestic production.

‘‘Unlikemany of the jumps
in oil prices from world head-
lines, especially from unsta-
ble areas of the world, this is a
production loss,’’ she said.
‘‘But there’s still no shortage.’’

Lundberg took over the
Camarillo, Calif.-based mar-
ket research firm in 1986 after
the death of her father, Dan.
The reporter and television
talk show host began the re-
port in the 1950s when self-
service islands at gas stations
were being invented.

It was mostly an informa-
tion service for companies.
But the figures attracted

broad public attention during
the oil crisis in the 1970s,
when short supply had mo-
torists lining up.

The fiery Dan Lundberg
became the radio sound-bite
source for a crisis that he
dubbed ‘‘the days of lines and
hoses.’’

Trilby Lundberg oversees
about 30 employees that
compile the data. She wasn’t
raised to be an oil industry
analyst but worked closely
with her father before his
death. She was brought up to
play classical piano and has
no formal business educa-
tion.

‘‘I’m without a mortar-
board on my head,’’ she said.
‘‘I’m self-made or lucky.’’

The nation’s prophet of
the pumps gave an impromp-
tu piano recital during a re-

cent interview at her 1929
Spanish-style home in Ventu-
ra County, about 70 miles
northwest of Los Angeles.

She speaks Italian, Greek
and some Spanish, smokes
Dunhill cigarettes and con-
siders herself a homebody.

One of five siblings, she
attended Hollywood High
School before her eccentric
father took the family on a
52-foot ketch for a five-year
sail around the world. He
made sure there was a piano
aboard.

Watching the oil industry
has led Lundberg to some in-
teresting conclusions.

She condemns  the
‘‘overzealous meddling’’ of
the Environmental Protection
Agency and other federal
agencies, and said govern-
ment-mandated reformula-
tion of unleaded gas and en-
gine modifications aimed at
curtailing emissions are more
to blame for gas price in-
creases than the worldwide
Organization of Petroleum
Exporting Countries.

She also criticized the
‘‘woefully ignorant’’ media
and public perception about
gas prices.

‘‘It is wild-headed and of-
ten destructive,’’ she said of
the reporting. ‘‘The explana-
tion can be boring, it can be a
little bit dry, it takes a long
time, and themajority of folks
simply do not have that time
and do not have the interest.’’

Lundberg has strong
opinions on other issues. For
instance, she calls global
warming a ‘‘bogeyman for
political opportunism.’’ Those

who promote the theory are
trying to create a power base
and ‘‘believe global warming
is a reason to hike taxes and
hike prices,’’ she said.

Lundberg balks at sug-
gestions that she is a tool of
the oil industry.

‘‘What hurts me is those
who call me an oil apologist or
self-styled consumer advo-
cate. I’m not,’’ she said. ‘‘I do
have passionate feelings

about that.’’
Bob Slaughter, president

of theNationalPetrochemical
and Refining Association,
said Lundberg is highly re-
spected in the industry.

‘‘She’s a character,’’ he
said. ‘‘She’s first there with a
national gasoline price, and I
think everybody from the
media to (Wall) Street to the
oil industry looks forward to
hearing from her.’’

EPA drives up prices more
than OPEC, Lundberg says

—

Lundberg’s dad, a
sound-bite source in
the ’70s gas crisis,
called it ‘the days of

lines and hoses.’
—

> LUNDBERG from 1F

RIC FRANCIS/The Associated Press

Trilby Lundberg — with no formal business education
— inherited the gas station survey fromher father, who

started it in the 1950s. She says media reporting on
gas prices is ‘wild-headed and often destructive.’
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Inc., a San Luis Obispo,
Calif.-based company that
develops Web sites and
virtual-transaction software
for the industry. 

“Consumers want
information online, readily
(and) anonymously, without
having to go to a Realtor,”
Boero said.

The numbers bear that
out. Last year, 71 percent of
home buyers used the
Internet to search for a
home, up from 2 percent in
1995, the National
Association of Realtors
reports.

The real-estate boom of
the past several years
amplified that trend, making
the Net amajor sales driver.
During the flipper frenzy,
some buyers snatched up
pre-construction deals before
model homes were built,
relying onWeb images to
make their decisions. 

Although the pace of
sales has slowed
dramatically, the
technological tools remain
relevant, but for a different
reason, Cotton said.

Now, buyers are more
guarded and want to
examine floor plans, options
for upgrades and the
minutiae of a community
before they even talk to a
sales agent.  

“If I’m an (end) user, I’m
going to be very cautious
and want to know all the
details,” Cotton said. “But
there were a lot of flippers in
the market, and flippers
didn’t care about the final
product, you know, did it
have granite?”

In cyberspace, real-estate
developers can offer video
footage of their communities,
homeowners association
documents, architectural
renderings and inventory
numbers, for example. 

“We tell the client that
anything we can do in a
sales-office environment, we
can pretty much do on the
Internet,” Cotton said.

Building tracked online
Anything and more.
Treviso Bay sends aerial

photographs every two
weeks to the roughly 3,000
people who have registered
on the development’s Web

site, allowing them to them
track construction, said
Cheryl Deering, sales and
marketing director for the
community.

Since it’s a high-end
development (homes range
from $750,000 to $6 million),
Treviso Bay didn’t want a
too-techie sales office with
lots of buttons and gizmos,
Deering said. To maintain a
white-glove atmosphere in
the office, it opted to send
technology to buyers at their
homes.

“We are using the
technology to get the people
here,” Deering said. 

On theWeb, Cotton &
Co. also has found a way to
research its prospects as
they research their buys.

About two years ago, the
firm rolled out a new
tracking system that polls
and analyzes the preferences
of people who register with a
Web site. The technology,
called “Cotton View,” is used
for about 50 developments
across the country and has
data on tens of thousands of
people who have registered

through the developments’
Web sites, Cotton said. 

In today’s tempered
real-estate climate, the
technology plays an
important role: It’s a way to
gauge how quickly a
development should be built,
Cotton said.

That proved especially
handy when Cotton & Co.
started marketing Rum Cay
Resort Marina, a $700 million

development on an
out-island east of Great
Exuma in the Bahamas.

Because it was such an
unusual location, no
comparable market data was
available for the community,
Cotton said. So the company
has polled the roughly 2,300
people who have registered
with the site, providing the
developer with amarket
sample for the project. The

site, www.rumcay.com, asks
registrants if they own a boat
and if they would be
interested in
rental-management or
fractional-ownership
programs, for example.

In the past, when
developers came to Cotton &
Co. for advice on decisions,
including how quickly to
build, Cotton acknowledges
that he responded with
educated guesses. 

With Cotton View, his
staff can draw on data to
make a fact-based
recommendation. 

“What we have developed
is a way of quantifying
demand,” Cotton said.

Web not central early on
Also driving the

high-tech real estate trend is
the fact that more people
have high-speed Internet
connections at home.

That wasn’t the case
when Cotton founded his
firm in 1983, when he was
31.

Though he’s always

placed an emphasis on
technology — he says his
tech staff has an open
checkbook — it wasn’t until
recent years that Cotton &
Co. could deliver high-end
Web sites to people’s homes.

Chief Operating Officer
Laurie Andrews, who joined
the company in 1988, said
the firm’s marketing work
was largely
newspaper-driven in the
early days. 

TheWeb took root in the
industry in the late 1990s,
she said, but even then it
wasn’t a central part of
marketing.

“It was something you
had to have . . . but it was the
last thing to be updated, and
it was just there out of
necessity,” she said.

When that started to
change, Cotton & Co. was
well-positioned to adapt,
Andrews recalled.

“We as a company
embraced bringing on the
Web and Internet as a core
component of our business,”
she said. “We brought it in
. . . and started challenging
ourselves.”

Today, Cotton & Co. has
60 employees and operates
70 Web sites, most of them
for high-end real-estate
clients stretching from the
Carolinas to the Caribbean. 

Though theWeb
represents a large chunk of
Cotton & Co.’s work, it’s a
relatively small portion of its
budget at about 15 percent,
Andrews estimated. It still
creates glossy brochures
and magazines, for example,
but it pairs them with its
Web work. 

The firm’s growth has
pushed sales to $25 million,
and Cotton said he plans to
build an 18,000-square-foot
building on the lot next to
the firm’s 9,000-square-foot
headquarters.

Ultimately, as people
grow more comfortable with
looking for real estate online,
more of the industry will
move to theWeb, Cotton
predicted. Live auctions and
online sales are among the
possibilities.

“I think we’re just at the
very doorstep of what we will
be doing,” Cotton said.
Staff researcher Bridget Bulger
contributed to this story.
A eve_samples@pbpost.com

‘Consumers want information online, readily (and) anonymously, without having to go to a Realtor.’ 
BRIAN BOERO, chief executive of VREO Software Inc.
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Glen Nelson and other Cotton& Co. graphic artists design marketing campaigns. Chief Operating Officer Laurie Andrews says theWeb began to take
root in the industry in the late ’90s: ‘We as a company embraced bringing on the Web and Internet as a core component of our business.’

Cotton & Co.’s offices are in this 9,000-square-foot building in Stuart.
TheCEO plans to add an 18,000-square-foot building on an adjacent lot.

looking at what kinds of sta-
tions, what they offer, what
kind of volume they do, what
kind of market share a brand
has.”

Interest in the price data
could increase after this
month’s shutdown of a crucial
Alaskan pipeline by oil giant
BP.

Lundberg, however ,
doesn’t expect much impact
at the pump, even though the
shutdown means a temporary
loss of as much as 8 percent of
domestic production.

‘‘Unlikemany of the jumps
in oil prices from world head-
lines, especially from unsta-
ble areas of the world, this is a
production loss,’’ she said.
‘‘But there’s still no shortage.’’

Lundberg took over the
Camarillo, Calif.-based mar-
ket research firm in 1986 after
the death of her father, Dan.
The reporter and television
talk show host began the re-
port in the 1950s when self-
service islands at gas stations
were being invented.

It was mostly an informa-
tion service for companies.
But the figures attracted

broad public attention during
the oil crisis in the 1970s,
when short supply had mo-
torists lining up.

The fiery Dan Lundberg
became the radio sound-bite
source for a crisis that he
dubbed ‘‘the days of lines and
hoses.’’

Trilby Lundberg oversees
about 30 employees that
compile the data. She wasn’t
raised to be an oil industry
analyst but worked closely
with her father before his
death. She was brought up to
play classical piano and has
no formal business educa-
tion.

‘‘I’m without a mortar-
board on my head,’’ she said.
‘‘I’m self-made or lucky.’’

The nation’s prophet of
the pumps gave an impromp-
tu piano recital during a re-

cent interview at her 1929
Spanish-style home in Ventu-
ra County, about 70 miles
northwest of Los Angeles.

She speaks Italian, Greek
and some Spanish, smokes
Dunhill cigarettes and con-
siders herself a homebody.

One of five siblings, she
attended Hollywood High
School before her eccentric
father took the family on a
52-foot ketch for a five-year
sail around the world. He
made sure there was a piano
aboard.

Watching the oil industry
has led Lundberg to some in-
teresting conclusions.

She condemns  the
‘‘overzealous meddling’’ of
the Environmental Protection
Agency and other federal
agencies, and said govern-
ment-mandated reformula-
tion of unleaded gas and en-
gine modifications aimed at
curtailing emissions are more
to blame for gas price in-
creases than the worldwide
Organization of Petroleum
Exporting Countries.

She also criticized the
‘‘woefully ignorant’’ media
and public perception about
gas prices.

‘‘It is wild-headed and of-
ten destructive,’’ she said of
the reporting. ‘‘The explana-
tion can be boring, it can be a
little bit dry, it takes a long
time, and themajority of folks
simply do not have that time
and do not have the interest.’’

Lundberg has strong
opinions on other issues. For
instance, she calls global
warming a ‘‘bogeyman for
political opportunism.’’ Those

who promote the theory are
trying to create a power base
and ‘‘believe global warming
is a reason to hike taxes and
hike prices,’’ she said.

Lundberg balks at sug-
gestions that she is a tool of
the oil industry.

‘‘What hurts me is those
who call me an oil apologist or
self-styled consumer advo-
cate. I’m not,’’ she said. ‘‘I do
have passionate feelings

about that.’’
Bob Slaughter, president

of theNationalPetrochemical
and Refining Association,
said Lundberg is highly re-
spected in the industry.

‘‘She’s a character,’’ he
said. ‘‘She’s first there with a
national gasoline price, and I
think everybody from the
media to (Wall) Street to the
oil industry looks forward to
hearing from her.’’

EPA drives up prices more
than OPEC, Lundberg says

—

Lundberg’s dad, a
sound-bite source in
the ’70s gas crisis,
called it ‘the days of

lines and hoses.’
—
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Trilby Lundberg — with no formal business education
— inherited the gas station survey fromher father, who

started it in the 1950s. She says media reporting on
gas prices is ‘wild-headed and often destructive.’
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homeowners association 
documents, architectural 
renderings and inventory 
numbers, for example.
   “We tell the client that 
anything we can do in a 
sales-office environment, 
we can pretty much do on 
the Internet,” Cotton said.

Building tracked online

   Anything and more.
   Treviso Bay sends aerial 
photographs every two 
weeks to the roughly 3,000 
people who have registered 
on the development’s Web 
site, allowing them to them 
track construction, said 
Cheryl Deering, sales and 
marketing director for the 
community.
   Since it’s a high-end 
development (homes range 
from $750,000 to $6 mil-
lion), Treviso Bay didn’t 
want a too-techie sales 
office with lots of buttons 
and gizmos, Deering said. 
To maintain a white-glove 
atmosphere in the office, it 
opted to send technology to 
buyers at their homes.
   “We are using the tech-
nology to get the people 
here,” Deering said.
   On the Web, Cotton & 
Co. also has found a way 
to research its prospects as 
they research their buys.

   About two years ago, the firm 
rolled out a new tracking system 
that polls and analyzes the prefer-
ences of people who register with 
a Web site. The technology, called 
“Cotton View,” is used for about 
50 developments across the coun-
try and has data on tens of thou-
sands of people who have regis-
tered through the developments’ 
Web sites, Cotton said.
   In today’s tempered real-estate 
climate, the technology plays an 
important role: It’s a way to gauge 
how quickly a development should 
be built, Cotton said.
   That proved especially handy 
when Cotton & Co. started mar-
keting Rum Cay Resort Marina, a 
$700 million development on an 
out-island east of Great Exuma in 

the Bahamas.
   Because it was such an unusual 
location, no comparable market 
data was available for the com-
munity, Cotton said. So the com-
pany has polled the roughly 2,300 
people who have registered with 
the site, providing the developer 
with a market sample for the proj-
ect. The site, www.rumcay.com, 
asks registrants if they own a boat 
and if they would be interested in 
rental-management or fractional-
ownership programs, for example.
   In the past, when developers 
came to Cotton & Co. for ad-
vice on decisions, including how 
quickly to build, Cotton acknowl-
edges that he responded with 
educated guesses.
   With Cotton View, his staff can 
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PITCHING PROPERTY: When CEO Stephann Cotton started Cotton & Co. in 1983, much of its real-estate marketing was
brochure- and newspaper-based. Today, it specializes in multimedia, offering virtual-tour DVDs and interactive Web sites.

By EVE SAMPLES  Palm Beach Post Staff Writer

STUART—From his darkened office in a bougainvillea-shrouded building
not far from downtown, Steve North has a bird’s-eye view of the other side of
the state.
As pop-operatic music rises from his desktop speakers, he’s soaring

above hundreds of Naples rooftops, glimpsing unspoiled golf-course greens
and ducking into an imposing clubhouse.
The community is alive on North’s 19-inchMac monitor.
But it doesn’t exist. At least, not yet. 
For now, Treviso Bay, an emerging 1,200-home development in Naples, is

little more than a construction site.
“We had to create the entire illusion of the community through

animation,” North said. “What’s out there now is dirt.”

When online marketing of real estate took off,
the tech-savvy Cotton & Co. in Stuart was ready.

Working magic
with multimedia

That’s precisely what Cotton & Co., the
Stuart-based marketing firm where North is
creative director, is doing for dozens of
developments across the country: using
technology to create a sense of place, even
when there is no place to speak of. 

In the case of Treviso Bay, the firm hired
a computer animator to create a virtual tour
that was mailed on DVD to thousands of
prospective buyers early this year. Privately
held Cotton & Co. also launched an
interactiveWeb site, www.trevisobay.com,
created a shorter version of the virtual tour
for a 30-second television spot and keeps a
detailed database of people who register on
theWeb site.   

The tactics appear to have worked: The
developer, Brookfield,Wis.-based V.K.
Development, took reservations for $126
million worth of real estate during its opening
four days in February.

“They got what we were building,” Cotton
& Co.’s founder and Chief Executive Officer
Stephann Cotton said. “It would have been
very hard to do in a brochure.”

Multimedia real-estate marketing, from
virtual tours to sophisticatedWeb sites, is a
speciality for the 23-year-old company and a

growing trend across the industry, experts
say. 

Real estate-relatedWeb sites started
emerging about 10 years ago, but it wasn’t
until the past couple of years that they have
become essential tools for anyone in the
business of selling real estate, said Brian
Boero, chief executive of VREO Software

Cotton & Co.
Headquarters:
633 S.E. Fifth St., Stuart
Employees: 60
Annual sales: $25 million

Clients: 70 active
Chief executive officer
and founder:
Stephann Cotton
Founded: 1983

Services: Real estate
marketing and advertising,
Web-site development,
sales center design and
coordination

Web site:
www.cottonco.com

Source: Staff research

Courtesy Cotton & Co.

UPSCALE PROJECTS: This is one of the Web images creat-
ed to market Ravella, a gated community in Boca Raton.
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Lundberg

By JEFF WILSON
The Associated Press

CAMARILLO, Calif. — Tril-
by Lundberg, the nation’s
guru of gasoline prices, has
no idea how many miles her
new Mercedes-Benz gets per
gallon. When she has to fill
the tank, she is more con-
cerned with convenience
than price.

Yet for decades, the na-
tion has turned to the asser-
tive 57-year-old cat lover and
her twice-monthly Lundberg
Survey of gas stations to keep
track of the fluctuating price
of gasoline.

Lately, the news hasn’t
been good.

On Aug. 13, Lundberg re-
ported that the nationwide

price for self-
serve regular
hit another
record, jump-
ing to nearly
$3.03 a gal-
lon.

Lundberg
said the cost
of crude oil
isn’t the only
reason for the

skyrocketing prices. De-
mand, taxes, weather and
government regulations all
figure into the complex
equation.

Are there five oil industry
executives someplace decid-
ing the price of gas?

‘‘That would be tragic be-
cause that would wreck the
market,’’ she said. ‘‘And it
would be a comedy because it
is impossible.’’

Lundberg said oil compa-
nies have no interest in help-
ing each other and instead
want to increase their sales at
the expense of the competi-
tion.

‘‘They all have no mercy,’’
she said.

Jeff Lenard, a spokesman
for the National Association
of Convenience Stores, called
the Lundberg Survey a bell-
wether for the oil industry.

‘‘Anybody who can ex-
plain gas prices to the general
public, well, we’re a lot better
for it,’’ he said. The nation’s
112,000 convenience stores
account for 80 percent ofU.S.
gasoline sales.

The survey is based on a
biweekly price sampling of
7,000 of the nation’s 133,000
gasoline stations.

TheLundbergSurvey Inc.
does a lot more than sample
prices from gas stations. Re-
searchers collect sales vol-
ume and market share for
each brand and sell informa-
tion to petroleum companies,
wholesalers, distributors and
vehicle fleet managers.

‘‘We make our living
looking at the detail,’’ Lund-
berg said. “We are going to be

See LUNDBERG, 6F  >

Unlikely
prophet
of the
pumps
—

When gas prices spike,
people start listening to
Trilby Lundberg.
—

On the Net:
www.lundbergsurvey.com

Saving grace: Automatic 401(k) enrollment

By DAMON DARLIN
The New York Times

It is human nature to procrastinate. It
also is human nature to decide by not
deciding. Both behaviors have conspired
to leave many Americans with paltry
sums in their company retirement ac-
counts.

Employers and the financial services
industry that manages the 401(k) plans
for them have joined in the conspiracy.

‘‘We made it too complicated and
paralyzed the participants with too many
choices,’’ said James McCool, executive
vice president for corporate and retire-

ment services at Charles Schwab & Co.
The problem starts themoment a new

employee is handed a pile of documents
on company policies, health insurance
options and, oh, yes, the 401(k) plan.
(Employees probably won’t find anything
about a pension. Those are rare these
days and if their company does offer one,
the workers should not count on it.) The
bewildered employee usually is told to
decide whether to join the 401(k), and
what percentage of each paycheck should
be put into the plan and which funds the
money should go into and in what per-
centages.

‘‘What about automatic enrollment?’’
a new hiremight ask. ‘‘Can you give some
advice on the funds?’’

The typical response has been, ‘‘No.’’
Corporate lawyers contend that giving

—

A new law takes the decision
out of employees’ hands.
—

See 401(k), 7F  >

Making employees save
When enrollment in 401(k) plans is
automatic, participation rises.
401(k) enrollment of employees, by age
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White knight, wrong rumor:
Looks like The Geo Group Inc.
(NYSE: GEO, $44.06) is not
ready to breathe new life into the
long-vacant Everglades Regional
Medical Center after all. 

“We did look into that facility,
but determined it wouldn’t be
suitable for our needs,” said Pab-
lo Paez, a rumor-crushing
spokesman for the Boca Raton-
based prison operator better
known by its former name,
Wackenhut.

Speculation that Geo would
revive the property has run ram-
pant ever since its owner, Boca
Raton developer Daniel Navilio,
started sprucing up the place.
Navilio, who bought the Pahokee
hospital in 2002 for a blushingly
modest $500,000, confirmed a
sale is in the works, but empha-
sized that, “I don’t have a deal.”

Without a contract in hand,
Navilio won’t name the potential
buyer.

“I’m not sure what the party
is going to do with the whole
thing,” he said of the mysterious
interested party. Given the spe-
cifics of the buildings, though,
“The highest and best use for the
property is a hospital.”



The shorts are mounting bets
against Bluegreen Corp. (NYSE:
BXG, $11.94), the Boca-based
time-share concern.

Short interest in the compa-
ny’s stock grew by about 400,000
shares between June and July,
the most recent figures available.
Hammered by revised time-share
accounting rules, Bluegreen’s
year-over-year revenue in the
second quarter is down 13 per-
cent; earnings followed the dive
with $6.6 million, or 21 cents per
share, compared with $14.9 mil-
lion, or 48 cents per share the
previous year.

Not surprisingly, shares have
tumbled from a 52-week high of
$18.44 to as low as $11.04. But
relative to its time-share breth-
ren, those anemic figures look
downright apple-cheeked. Sunter-
ra Corp. (OTC: SNRR, $12.38) is
facing delisting. Cendant Corp.
(NYSE: CD) is trading below $2.

On a sunnier side of The
Street, Morgan Stanley initiated
coverage on uber-rivals Staples
Inc. (Nasdaq: SPLS, $22.79) and
Delray Beach’s own Office Depot
Inc. (NYSE: ODP, $36.71), giving
the analyst nod to Staples with a
“buy” rating, and assigning De-
pot an “equal weight” rating. Not
that there’s anything wrong with
that:Morgan Stanley’s Armando
M. Lopez writes that, “We view Of-
fice Depot as a turnaround story”
with more stock growth to come.



Whatever else Walton Street
Capital LLC might do with its new-
ly purchased PGA National Resort
& Spa, please: Hands off the yo-
gurt machine. After a local bro-
ker was quoted in these very
pages comparing the club restau-
rant to a Golden Corral — com-
plete with self-serve frozen yo-
gurt for dessert — a small
avalanche of frosty mail rolled
her way.

Comments ranged from,
“There would be a rebellion if ei-
ther of the machines were ever
removed,” from the club, to the
more personal “crude and snob-
bish” to “You obviously have not
lunched at many Country Clubs”
to this: “The yogurt machine is
the best part. Did you taste the
food?”

Walton has pledged more
than $25 million to refurbish the
aging resort. Note toWalton: For
that kind of cash, people will ex-
pect sprinkles.
Staff Writer Lori Becker contributed
to this column.
Pat Beall writes about commercial
real estate and retail. Contact her at
The Palm Beach Post, 2751 S.
Dixie Highway, West Palm Beach,
FL 33416-4700; (561) 820-4497;
e-mail: patricia_beall@pbpost.com.

Prison firm
not giving
hospital
2nd chance

Get the latest on local real estate from
Post writers in The Real Deal blog.
PalmBeachPost.com/realdeal

Pat Beall

Jose Lambiet is The Post’s celebrity columnist. Look for
Jose’s Page 2 every Sunday, Wednesday and Friday.

HE SEES. HE HEARS. HE TELLS.

To subscribe, call (800) 926-POST.

Inc., a San Luis Obispo,
Calif.-based company that
develops Web sites and
virtual-transaction software
for the industry. 

“Consumers want
information online, readily
(and) anonymously, without
having to go to a Realtor,”
Boero said.

The numbers bear that
out. Last year, 71 percent of
home buyers used the
Internet to search for a
home, up from 2 percent in
1995, the National
Association of Realtors
reports.

The real-estate boom of
the past several years
amplified that trend, making
the Net amajor sales driver.
During the flipper frenzy,
some buyers snatched up
pre-construction deals before
model homes were built,
relying onWeb images to
make their decisions. 

Although the pace of
sales has slowed
dramatically, the
technological tools remain
relevant, but for a different
reason, Cotton said.

Now, buyers are more
guarded and want to
examine floor plans, options
for upgrades and the
minutiae of a community
before they even talk to a
sales agent.  

“If I’m an (end) user, I’m
going to be very cautious
and want to know all the
details,” Cotton said. “But
there were a lot of flippers in
the market, and flippers
didn’t care about the final
product, you know, did it
have granite?”

In cyberspace, real-estate
developers can offer video
footage of their communities,
homeowners association
documents, architectural
renderings and inventory
numbers, for example. 

“We tell the client that
anything we can do in a
sales-office environment, we
can pretty much do on the
Internet,” Cotton said.

Building tracked online
Anything and more.
Treviso Bay sends aerial

photographs every two
weeks to the roughly 3,000
people who have registered
on the development’s Web

site, allowing them to them
track construction, said
Cheryl Deering, sales and
marketing director for the
community.

Since it’s a high-end
development (homes range
from $750,000 to $6 million),
Treviso Bay didn’t want a
too-techie sales office with
lots of buttons and gizmos,
Deering said. To maintain a
white-glove atmosphere in
the office, it opted to send
technology to buyers at their
homes.

“We are using the
technology to get the people
here,” Deering said. 

On theWeb, Cotton &
Co. also has found a way to
research its prospects as
they research their buys.

About two years ago, the
firm rolled out a new
tracking system that polls
and analyzes the preferences
of people who register with a
Web site. The technology,
called “Cotton View,” is used
for about 50 developments
across the country and has
data on tens of thousands of
people who have registered

through the developments’
Web sites, Cotton said. 

In today’s tempered
real-estate climate, the
technology plays an
important role: It’s a way to
gauge how quickly a
development should be built,
Cotton said.

That proved especially
handy when Cotton & Co.
started marketing Rum Cay
Resort Marina, a $700 million

development on an
out-island east of Great
Exuma in the Bahamas.

Because it was such an
unusual location, no
comparable market data was
available for the community,
Cotton said. So the company
has polled the roughly 2,300
people who have registered
with the site, providing the
developer with amarket
sample for the project. The

site, www.rumcay.com, asks
registrants if they own a boat
and if they would be
interested in
rental-management or
fractional-ownership
programs, for example.

In the past, when
developers came to Cotton &
Co. for advice on decisions,
including how quickly to
build, Cotton acknowledges
that he responded with
educated guesses. 

With Cotton View, his
staff can draw on data to
make a fact-based
recommendation. 

“What we have developed
is a way of quantifying
demand,” Cotton said.

Web not central early on
Also driving the

high-tech real estate trend is
the fact that more people
have high-speed Internet
connections at home.

That wasn’t the case
when Cotton founded his
firm in 1983, when he was
31.

Though he’s always

placed an emphasis on
technology — he says his
tech staff has an open
checkbook — it wasn’t until
recent years that Cotton &
Co. could deliver high-end
Web sites to people’s homes.

Chief Operating Officer
Laurie Andrews, who joined
the company in 1988, said
the firm’s marketing work
was largely
newspaper-driven in the
early days. 

TheWeb took root in the
industry in the late 1990s,
she said, but even then it
wasn’t a central part of
marketing.

“It was something you
had to have . . . but it was the
last thing to be updated, and
it was just there out of
necessity,” she said.

When that started to
change, Cotton & Co. was
well-positioned to adapt,
Andrews recalled.

“We as a company
embraced bringing on the
Web and Internet as a core
component of our business,”
she said. “We brought it in
. . . and started challenging
ourselves.”

Today, Cotton & Co. has
60 employees and operates
70 Web sites, most of them
for high-end real-estate
clients stretching from the
Carolinas to the Caribbean. 

Though theWeb
represents a large chunk of
Cotton & Co.’s work, it’s a
relatively small portion of its
budget at about 15 percent,
Andrews estimated. It still
creates glossy brochures
and magazines, for example,
but it pairs them with its
Web work. 

The firm’s growth has
pushed sales to $25 million,
and Cotton said he plans to
build an 18,000-square-foot
building on the lot next to
the firm’s 9,000-square-foot
headquarters.

Ultimately, as people
grow more comfortable with
looking for real estate online,
more of the industry will
move to theWeb, Cotton
predicted. Live auctions and
online sales are among the
possibilities.

“I think we’re just at the
very doorstep of what we will
be doing,” Cotton said.
Staff researcher Bridget Bulger
contributed to this story.
A eve_samples@pbpost.com

‘Consumers want information online, readily (and) anonymously, without having to go to a Realtor.’ 
BRIAN BOERO, chief executive of VREO Software Inc.

Firm taps online data to calculate demand
> COTTON from 1F

Staff photos by DAVID SPENCER

Glen Nelson and other Cotton& Co. graphic artists design marketing campaigns. Chief Operating Officer Laurie Andrews says theWeb began to take
root in the industry in the late ’90s: ‘We as a company embraced bringing on the Web and Internet as a core component of our business.’

Cotton & Co.’s offices are in this 9,000-square-foot building in Stuart.
TheCEO plans to add an 18,000-square-foot building on an adjacent lot.

looking at what kinds of sta-
tions, what they offer, what
kind of volume they do, what
kind of market share a brand
has.”

Interest in the price data
could increase after this
month’s shutdown of a crucial
Alaskan pipeline by oil giant
BP.

Lundberg, however ,
doesn’t expect much impact
at the pump, even though the
shutdown means a temporary
loss of as much as 8 percent of
domestic production.

‘‘Unlikemany of the jumps
in oil prices from world head-
lines, especially from unsta-
ble areas of the world, this is a
production loss,’’ she said.
‘‘But there’s still no shortage.’’

Lundberg took over the
Camarillo, Calif.-based mar-
ket research firm in 1986 after
the death of her father, Dan.
The reporter and television
talk show host began the re-
port in the 1950s when self-
service islands at gas stations
were being invented.

It was mostly an informa-
tion service for companies.
But the figures attracted

broad public attention during
the oil crisis in the 1970s,
when short supply had mo-
torists lining up.

The fiery Dan Lundberg
became the radio sound-bite
source for a crisis that he
dubbed ‘‘the days of lines and
hoses.’’

Trilby Lundberg oversees
about 30 employees that
compile the data. She wasn’t
raised to be an oil industry
analyst but worked closely
with her father before his
death. She was brought up to
play classical piano and has
no formal business educa-
tion.

‘‘I’m without a mortar-
board on my head,’’ she said.
‘‘I’m self-made or lucky.’’

The nation’s prophet of
the pumps gave an impromp-
tu piano recital during a re-

cent interview at her 1929
Spanish-style home in Ventu-
ra County, about 70 miles
northwest of Los Angeles.

She speaks Italian, Greek
and some Spanish, smokes
Dunhill cigarettes and con-
siders herself a homebody.

One of five siblings, she
attended Hollywood High
School before her eccentric
father took the family on a
52-foot ketch for a five-year
sail around the world. He
made sure there was a piano
aboard.

Watching the oil industry
has led Lundberg to some in-
teresting conclusions.

She condemns  the
‘‘overzealous meddling’’ of
the Environmental Protection
Agency and other federal
agencies, and said govern-
ment-mandated reformula-
tion of unleaded gas and en-
gine modifications aimed at
curtailing emissions are more
to blame for gas price in-
creases than the worldwide
Organization of Petroleum
Exporting Countries.

She also criticized the
‘‘woefully ignorant’’ media
and public perception about
gas prices.

‘‘It is wild-headed and of-
ten destructive,’’ she said of
the reporting. ‘‘The explana-
tion can be boring, it can be a
little bit dry, it takes a long
time, and themajority of folks
simply do not have that time
and do not have the interest.’’

Lundberg has strong
opinions on other issues. For
instance, she calls global
warming a ‘‘bogeyman for
political opportunism.’’ Those

who promote the theory are
trying to create a power base
and ‘‘believe global warming
is a reason to hike taxes and
hike prices,’’ she said.

Lundberg balks at sug-
gestions that she is a tool of
the oil industry.

‘‘What hurts me is those
who call me an oil apologist or
self-styled consumer advo-
cate. I’m not,’’ she said. ‘‘I do
have passionate feelings

about that.’’
Bob Slaughter, president

of theNationalPetrochemical
and Refining Association,
said Lundberg is highly re-
spected in the industry.

‘‘She’s a character,’’ he
said. ‘‘She’s first there with a
national gasoline price, and I
think everybody from the
media to (Wall) Street to the
oil industry looks forward to
hearing from her.’’

EPA drives up prices more
than OPEC, Lundberg says

—

Lundberg’s dad, a
sound-bite source in
the ’70s gas crisis,
called it ‘the days of

lines and hoses.’
—

> LUNDBERG from 1F

RIC FRANCIS/The Associated Press

Trilby Lundberg — with no formal business education
— inherited the gas station survey fromher father, who

started it in the 1950s. She says media reporting on
gas prices is ‘wild-headed and often destructive.’

6F THE PALM BEACH POST • MONDAY, AUGUST 28, 2006 W S C

F6 WSC FINALCYANMAGENTAYELLOWBLACK

draw on data to make a fact-
based recommendation.
   “What we have developed 
is a way of quantifying de-
mand,” Cotton said.

Web not central early on

   Also driving the high-tech 
real estate trend is the fact 
that more people have high-
speed Internet connections at 
home.
   That wasn’t the case when 
Cotton founded his firm in 
1983, when he was 31.
   Though he’s always placed 
an emphasis on technology 
- he says his tech staff has an 
open checkbook - it wasn’t 
until recent years that Cotton 
& Co. could deliver high-end 
Web sites to people’s homes.
   Chief Operating Officer 
Laurie Andrews, who joined 
the company in 1988, said 
the firm’s marketing work 
was largely newspaper-driv-
en in the early days.
   The Web took root in the 
industry in the late 1990s, 
she said, but even then it 
wasn’t a central part of mar-
keting.
   “It was something you had 
to have . . . but it was the last 
thing to be updated, and it 
was just there out of neces-
sity,” she said.
   When that started to 
change, Cotton & Co. was 

Jose Lambiet is The Post’s celebrity columnist. Look for
Jose’s Page 2 every Sunday, Wednesday and Friday.

HE SEES. HE HEARS. HE TELLS.

To subscribe, call (800) 926-POST.

Inc., a San Luis Obispo,
Calif.-based company that
develops Web sites and
virtual-transaction software
for the industry. 

“Consumers want
information online, readily
(and) anonymously, without
having to go to a Realtor,”
Boero said.

The numbers bear that
out. Last year, 71 percent of
home buyers used the
Internet to search for a
home, up from 2 percent in
1995, the National
Association of Realtors
reports.

The real-estate boom of
the past several years
amplified that trend, making
the Net amajor sales driver.
During the flipper frenzy,
some buyers snatched up
pre-construction deals before
model homes were built,
relying onWeb images to
make their decisions. 

Although the pace of
sales has slowed
dramatically, the
technological tools remain
relevant, but for a different
reason, Cotton said.

Now, buyers are more
guarded and want to
examine floor plans, options
for upgrades and the
minutiae of a community
before they even talk to a
sales agent.  

“If I’m an (end) user, I’m
going to be very cautious
and want to know all the
details,” Cotton said. “But
there were a lot of flippers in
the market, and flippers
didn’t care about the final
product, you know, did it
have granite?”

In cyberspace, real-estate
developers can offer video
footage of their communities,
homeowners association
documents, architectural
renderings and inventory
numbers, for example. 

“We tell the client that
anything we can do in a
sales-office environment, we
can pretty much do on the
Internet,” Cotton said.

Building tracked online
Anything and more.
Treviso Bay sends aerial

photographs every two
weeks to the roughly 3,000
people who have registered
on the development’s Web

site, allowing them to them
track construction, said
Cheryl Deering, sales and
marketing director for the
community.

Since it’s a high-end
development (homes range
from $750,000 to $6 million),
Treviso Bay didn’t want a
too-techie sales office with
lots of buttons and gizmos,
Deering said. To maintain a
white-glove atmosphere in
the office, it opted to send
technology to buyers at their
homes.

“We are using the
technology to get the people
here,” Deering said. 

On theWeb, Cotton &
Co. also has found a way to
research its prospects as
they research their buys.

About two years ago, the
firm rolled out a new
tracking system that polls
and analyzes the preferences
of people who register with a
Web site. The technology,
called “Cotton View,” is used
for about 50 developments
across the country and has
data on tens of thousands of
people who have registered

through the developments’
Web sites, Cotton said. 

In today’s tempered
real-estate climate, the
technology plays an
important role: It’s a way to
gauge how quickly a
development should be built,
Cotton said.

That proved especially
handy when Cotton & Co.
started marketing Rum Cay
Resort Marina, a $700 million

development on an
out-island east of Great
Exuma in the Bahamas.

Because it was such an
unusual location, no
comparable market data was
available for the community,
Cotton said. So the company
has polled the roughly 2,300
people who have registered
with the site, providing the
developer with amarket
sample for the project. The

site, www.rumcay.com, asks
registrants if they own a boat
and if they would be
interested in
rental-management or
fractional-ownership
programs, for example.

In the past, when
developers came to Cotton &
Co. for advice on decisions,
including how quickly to
build, Cotton acknowledges
that he responded with
educated guesses. 

With Cotton View, his
staff can draw on data to
make a fact-based
recommendation. 

“What we have developed
is a way of quantifying
demand,” Cotton said.

Web not central early on
Also driving the

high-tech real estate trend is
the fact that more people
have high-speed Internet
connections at home.

That wasn’t the case
when Cotton founded his
firm in 1983, when he was
31.

Though he’s always

placed an emphasis on
technology — he says his
tech staff has an open
checkbook — it wasn’t until
recent years that Cotton &
Co. could deliver high-end
Web sites to people’s homes.

Chief Operating Officer
Laurie Andrews, who joined
the company in 1988, said
the firm’s marketing work
was largely
newspaper-driven in the
early days. 

TheWeb took root in the
industry in the late 1990s,
she said, but even then it
wasn’t a central part of
marketing.

“It was something you
had to have . . . but it was the
last thing to be updated, and
it was just there out of
necessity,” she said.

When that started to
change, Cotton & Co. was
well-positioned to adapt,
Andrews recalled.

“We as a company
embraced bringing on the
Web and Internet as a core
component of our business,”
she said. “We brought it in
. . . and started challenging
ourselves.”

Today, Cotton & Co. has
60 employees and operates
70 Web sites, most of them
for high-end real-estate
clients stretching from the
Carolinas to the Caribbean. 

Though theWeb
represents a large chunk of
Cotton & Co.’s work, it’s a
relatively small portion of its
budget at about 15 percent,
Andrews estimated. It still
creates glossy brochures
and magazines, for example,
but it pairs them with its
Web work. 

The firm’s growth has
pushed sales to $25 million,
and Cotton said he plans to
build an 18,000-square-foot
building on the lot next to
the firm’s 9,000-square-foot
headquarters.

Ultimately, as people
grow more comfortable with
looking for real estate online,
more of the industry will
move to theWeb, Cotton
predicted. Live auctions and
online sales are among the
possibilities.

“I think we’re just at the
very doorstep of what we will
be doing,” Cotton said.
Staff researcher Bridget Bulger
contributed to this story.
A eve_samples@pbpost.com

‘Consumers want information online, readily (and) anonymously, without having to go to a Realtor.’ 
BRIAN BOERO, chief executive of VREO Software Inc.

Firm taps online data to calculate demand
> COTTON from 1F

Staff photos by DAVID SPENCER

Glen Nelson and other Cotton& Co. graphic artists design marketing campaigns. Chief Operating Officer Laurie Andrews says theWeb began to take
root in the industry in the late ’90s: ‘We as a company embraced bringing on the Web and Internet as a core component of our business.’

Cotton & Co.’s offices are in this 9,000-square-foot building in Stuart.
TheCEO plans to add an 18,000-square-foot building on an adjacent lot.

looking at what kinds of sta-
tions, what they offer, what
kind of volume they do, what
kind of market share a brand
has.”

Interest in the price data
could increase after this
month’s shutdown of a crucial
Alaskan pipeline by oil giant
BP.

Lundberg, however ,
doesn’t expect much impact
at the pump, even though the
shutdown means a temporary
loss of as much as 8 percent of
domestic production.

‘‘Unlikemany of the jumps
in oil prices from world head-
lines, especially from unsta-
ble areas of the world, this is a
production loss,’’ she said.
‘‘But there’s still no shortage.’’

Lundberg took over the
Camarillo, Calif.-based mar-
ket research firm in 1986 after
the death of her father, Dan.
The reporter and television
talk show host began the re-
port in the 1950s when self-
service islands at gas stations
were being invented.

It was mostly an informa-
tion service for companies.
But the figures attracted

broad public attention during
the oil crisis in the 1970s,
when short supply had mo-
torists lining up.

The fiery Dan Lundberg
became the radio sound-bite
source for a crisis that he
dubbed ‘‘the days of lines and
hoses.’’

Trilby Lundberg oversees
about 30 employees that
compile the data. She wasn’t
raised to be an oil industry
analyst but worked closely
with her father before his
death. She was brought up to
play classical piano and has
no formal business educa-
tion.

‘‘I’m without a mortar-
board on my head,’’ she said.
‘‘I’m self-made or lucky.’’

The nation’s prophet of
the pumps gave an impromp-
tu piano recital during a re-

cent interview at her 1929
Spanish-style home in Ventu-
ra County, about 70 miles
northwest of Los Angeles.

She speaks Italian, Greek
and some Spanish, smokes
Dunhill cigarettes and con-
siders herself a homebody.

One of five siblings, she
attended Hollywood High
School before her eccentric
father took the family on a
52-foot ketch for a five-year
sail around the world. He
made sure there was a piano
aboard.

Watching the oil industry
has led Lundberg to some in-
teresting conclusions.

She condemns  the
‘‘overzealous meddling’’ of
the Environmental Protection
Agency and other federal
agencies, and said govern-
ment-mandated reformula-
tion of unleaded gas and en-
gine modifications aimed at
curtailing emissions are more
to blame for gas price in-
creases than the worldwide
Organization of Petroleum
Exporting Countries.

She also criticized the
‘‘woefully ignorant’’ media
and public perception about
gas prices.

‘‘It is wild-headed and of-
ten destructive,’’ she said of
the reporting. ‘‘The explana-
tion can be boring, it can be a
little bit dry, it takes a long
time, and themajority of folks
simply do not have that time
and do not have the interest.’’

Lundberg has strong
opinions on other issues. For
instance, she calls global
warming a ‘‘bogeyman for
political opportunism.’’ Those

who promote the theory are
trying to create a power base
and ‘‘believe global warming
is a reason to hike taxes and
hike prices,’’ she said.

Lundberg balks at sug-
gestions that she is a tool of
the oil industry.

‘‘What hurts me is those
who call me an oil apologist or
self-styled consumer advo-
cate. I’m not,’’ she said. ‘‘I do
have passionate feelings

about that.’’
Bob Slaughter, president

of theNationalPetrochemical
and Refining Association,
said Lundberg is highly re-
spected in the industry.

‘‘She’s a character,’’ he
said. ‘‘She’s first there with a
national gasoline price, and I
think everybody from the
media to (Wall) Street to the
oil industry looks forward to
hearing from her.’’

EPA drives up prices more
than OPEC, Lundberg says

—

Lundberg’s dad, a
sound-bite source in
the ’70s gas crisis,
called it ‘the days of

lines and hoses.’
—

> LUNDBERG from 1F

RIC FRANCIS/The Associated Press

Trilby Lundberg — with no formal business education
— inherited the gas station survey fromher father, who

started it in the 1950s. She says media reporting on
gas prices is ‘wild-headed and often destructive.’
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well-positioned to adapt, An-
drews recalled.
   “We as a company embraced 
bringing on the Web and Inter-
net as a core component of our 
business,” she said. “We brought 
it in . . . and started challenging 
ourselves.”
   Today, Cotton & Co. has 60 
employees and operates 70 Web 
sites, most of them for high-end 
real-estate clients stretching 
from the Carolinas to the Carib-
bean.
   Though the Web represents a 
large chunk of Cotton & Co.’s 
work, it’s a relatively small 
portion of its budget at about 
15 percent, Andrews estimated. 
It still creates glossy brochures 
and magazines, for example, but 

it pairs them with its Web work.
   The firm’s growth has pushed 
sales to $25 million, and Cotton 
said he plans to build an 18,000-
square-foot building on the lot 
next to the firm’s 9,000-square-
foot headquarters.
   Ultimately, as people grow more 
comfortable with looking for real 
estate online, more of the industry 
will move to the Web, Cotton pre-
dicted. Live auctions and online 
sales are among the possibilities.
   “I think we’re just at the very 
doorstep of what we will be do-
ing,” Cotton said.

   Staff researcher Bridget Bulger con-
tributed to this story.

eve_samples@pbpost.com


