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FOREWORD

“WE DECIDED TO GO FOR IT!”
By  Richard M. Coe,  DVM,  and  Susan M. Coe, DVM
(Winners of the 1994 Veterinary Economics’® Hospital of the Year Award)

Building a new veterinary facility is a project that is as humbling as it is
exhilarating. If there were a reason to go through the process a second time, it
would certainly come a lot easier after the volumes of experience gained with the
first round.  It is nice to share in writing the many lessons learned—from finan-
cial lessons to architectural—but as with any new adventure or project, living
through it is the only true way to enlightenment! There are, however, many
pearls of wisdom we can offer that may make the process less hazardous to your
health.  

First and foremost, it is extremely important to form a qualified team
1

to
tackle the project, particularly if you’ve never attempted such an endeavor. The
players involved are your architect, accountant, banker, and construction manag-
er. You are the coach and coordinator; don’t abdicate that role to anyone!

Do you start with your dream or a budget?  Ideally these considerations
should be blended. On one hand, if you put too many constraints on yourself,
you’ll end up compromising so much that the building isn’t what you wanted it
to be. On the other hand, there is the practical side regarding numbers and what
you can reasonably afford.  Be prepared for a long-fought process. The project
will not be simply putting a drawing together, getting estimates and financing,
and constructing a building. You’ll expend a great deal of time and encounter
many, many setbacks before you even finalize the floor plan. Plus, you’ll be
practicing veterinary medicine while such struggles take place. In our case, it
took between 4 and 5 years from conception to actually seeing the construction
begin. Why so long? To name a few reasons:

1. It took many, many drawings to arrive at what we wanted.
2. We spent a great deal of time looking at other facilities to gain ideas

and insights.
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3. We talked with our staff about their needs and desires.
4. Our perspectives changed about certain designs as we saw more and

more examples in airports, malls, and physicians’ offices. 
5. We spent about 18 months saving money on a regular basis to show we

had the capacity to take on a higher mortgage payment.

Events in everyday life and practice also can become priorities and move the
project to the back burner for awhile; for example, hiring new doctors, handling
increased summertime business, and at home, taking care of a new baby.

Having a veterinary architect certainly made the project easier to accom-
plish. An architect can provide examples and guidelines that address many con-
cerns, from size of rooms, to options of materials, to heating and air-conditioning
needs. It is important to keep your desires in mind and work with the architect to
achieve those goals. We had a nontraditional design concept in mind for our
reception desk and office areas. We also wanted a treatment room incorporating
a lab and pharmacy directly adjacent to the exam rooms. We wanted this area to
be a large open room so we could see quickly where everyone was and what they
were doing. We felt that these ideas were important to the way we functioned.
We left such details as air exchanges, types of doors, and quality of materials to
the architect, which helped decrease our stress.

Financing the project was a completely new experience. Don’t hesitate to
approach several banks with the “opportunity” to finance your project. We rec-
ommend a minimum of three banks. If you have paperwork in order, it helps to
get at least two banks bidding for your business. It is critical to have an orga-
nized presentation that gives them all the information they could possibly want
to know about you and your business. If you have done your homework, such a
presentation can mean a good impression on the banker. You will have more
leverage in knowing what you can afford if at least two banks are interested in
financing your project. There are many ratios and quota-like goals the bank may
ask you to maintain while you make your payments, so you want to be certain
you are not obligating yourself to an unrealistic goal. Don’t sign anything you
don’t understand; make sure you—or at least someone you trust—understands
any document you sign.

After we had contracting bids in hand, the bank we chose was helpful in
giving some recommendations for preferred contractors. Banks have experience
in dealing with different companies, and can provide insight as to dependability.
In our case, the bank did not feel the contractor with the lowest bid was a proper
choice. Ours was a project quite a bit larger than this company had handled, and
its track record was not stable enough to warrant the risk. On our banker’s
advice, we opted for the next lowest bid, which proved to be a good decision.

THE REALITY TAKES SHAPE

The most exciting part is watching the facility become a reality. All the time
and effort finally begin to pay off. It is such a thrill to start giving tours as the
building really begins to take shape. Your involvement, alas, becomes almost a
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full-time job. We strongly recommend a leave of absence or greatly decreased
case load in order to maintain your availability to oversee the project. During
the construction phase, there are many decisions regarding internal structure that
must be addressed. Specifics of the finishing touches must be decided by you,
and these can be very time consuming. 

It also helps to poke your nose in a few places as the construction work
progresses. We discovered that the wrong grout was being used when the tile
was being installed in kennel areas. It was to be 100% epoxy grout and the sub-
contractor was using an inferior product. After getting the architect and contrac-
tor involved, we thought things were straightened out. Still, when we had occu-
pied the building for a while, we noticed the grout was getting excessively dirty
and difficult to clean. Through almost detective-like efforts, we discovered that
the grout was still not the specified quality. What a headache! We ultimately had
to have the subcontractor come in and replace the grout throughout the entire
facility after normal business hours. 

Eventually the project does get completed and you are so very proud of
what has taken place. Once the facility is completed, there are still a lot of
adjustments to make.  The transition to a new facility is not exactly easy. Your
systems of doing things have to be adapted.  New phone systems and new com-
puter systems may need to be installed and learned. There are also a lot of new
bills to pay. This may put an extreme strain on your finances, as you can’t really
budget and prepare for everything that may come your way. Soft costs may be
hard to estimate and seem to escalate like the federal debt. It took at least a year
to begin to feel that pinch start to ease after occupying the building. Everyone
also thinks you must have a lot of money to spend because you built this new
facility!

Was it worth all the time, tears, stress, strain, and frustration? Absolutely!
We are still married too!

A very special thanks to John Knapp and his wife, Maxine, and their staff
for their guidance and expertise. It was a pleasure to work with them. There was
never a time we could not get in touch with someone when we needed to ask a
question or clarify an issue related to the project. We felt very confident that the
construction issues we knew very little about were in good hands. The invest-
ment in a specialized architect proved to be a wise decision that we never
regretted. There are enough headaches and issues involved without the added
burden of dealing with someone who knows very little about your profession
and functions! Thanks for the professionalism and for making our project such a
special achievement.
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PART 1
LOCATING AND PLANNING YOUR

VETERINARY FACILITY

Planning begins while lathering up in the shower or sitting
at a traffic light. Ideas dance in your head when you visit a
colleague’s new hospital or when you realize the new X-ray
machine you’ve set your heart on just won’t fit into your
hospital. For years, we kept a file called “New Hospital.”
Each time someone came up with a suggestion, it was writ-
ten on a piece of paper and put into this file.

Collecting ideas is helpful, although it is not planning.
Planning requires determination of needs.The rapid growth
of my practice, which resulted in a cramped hospital and
too few parking spaces, determined our need and caused
us to begin planning in earnest.

Daniel C. Negola, DVM, whose North Rockville Veterinary
Hospital in Rockville, Maryland received 

Veterinary Economics’ 1983 Hospital of the Year Award 
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CHAPTER 1

DEMOGRAPHICS CAN HELP YOU FIND A SITE

Picking a good site for your practice is probably the most important decision
you will make in your veterinary career.  The retail business has made common
the theory that the three most important things in picking a site are (1) location,
(2) location, and (3) location.  What that means for veterinary practice owners is
(1) location of future clients, (2) location of future veterinary dollars, and (3)
location of pets!  If a supermarket chain begins to suffer a decrease in gross
annual receipts (GAR), management will close that particular store, find another
location, and reopen it.  We can all learn from these tough retail people about the
importance of location.

CHOOSING A SITE

There are approximately four ways to choose a location for your veterinary
practice: 

Method 1: Instinct.  Drive down the street, see a piece of land, look around,
and observe a lot of houses around the property.  You may decide that it looks
like a good marketplace, buy the land, and build a clinic.  In this approach, the
decision is based on instinct or intuition, or even knowledge of the neighborhood
and its residents.  Back in the old days, this method usually worked.  But today a
more academic approach is necessary to answer some serious questions, such as
“How many families are there in the vicinity that will become clients?”  “What
is the general income level of these households?”

Method 2: The Yellow Pages. Look in the local business directory, plot all
the existing veterinarians on a map, and then try to find a place where there are
no veterinarians.  This method is an improvement over the Instinct method, but it
relies upon a lack of veterinarians rather than actual market demand.  One key
drawback of the Yellow Pages method of finding the competition is that, for one,
you can’t be sure how many veterinarians are in each practice listed.  This
method simply leaves too many questions unanswered.  

Method 3: Purchasing a Practice. This method offers a high probability of
success, because an existing practice has already tested and established a market
demand.  If the existing practice is relatively healthy, a new owner may make it
work even better by, say, adding new services, making the waiting room more
attractive, and replanning the work areas to be more productive.  The Practice
Purchase method can be combined with the fourth method.



Method 4: Market Study. This method is the most scientific, and involves
careful demographic analysis.  A market study examines the demand for veteri-
nary services around a specific site, taking into consideration the proximity of
other practices and how many veterinarians work in each.  I will more fully
explain market study in this chapter.  I recommend that you choose a profession-
al to help you with your market study, one who understands how to collect and
interpret data, and how to calculate the market demand in terms that a
banker can understand. 

Be very careful of information that real estate people may provide you as
demographic data on your  site.  They may not know how to interpret the data.
They probably cannot evaluate how the competition affects your individual prac-
tice in terms of dollars.  They may not understand how to make a projection as
to your potential income or GAR.  Although having a mass of data is a lot better
than the Instinct method, you still will need to have a careful interpretation on
comparative market demand made by someone who is experienced in market
analysis.

A QUESTIONING BANKER

A few years ago, a young veterinarian came to me with a problem.  He had
approached his banker about a loan to build a new clinic, and his application had
been rejected.  Of course, he was quite upset, so I asked him, “What reasons did
the banker give you for denying the loan?”  The veterinarian replied that the top
reason was because he did not know what or where his market was.  He could
not prove to the banker how many clients he may have in the first, second, and
third year.  He could not estimate what his GAR would be, and thus establish his
ability to repay the loan.  I offered to go with him to speak to the banker, and try
to find out exactly what information the banker needed to make a judgment on
his loan application.  

The first thing we discovered in our interview: The banker had never loaned
money to a veterinarian.  He did not really understand the business of a veteri-
narian; he knew only that veterinarians deal with animals.  He had no idea of the
type of organization required to maintain a modern veterinary hospital; he had
no idea of the size of a building that would be required; he had no idea what a
veterinary market might be.  But his biggest question was, “Is there a market
demand, and how do you overcome the existing competition?”

WHAT NOW—AND HOW?

After this rather discouraging conference with the banker, I encouraged the
veterinarian to undertake a careful demographic, market-demand study.  To con-
vince him, I offered this anecdote:  I used to work for a company that built
regional shopping malls that contained a half-million square feet of retail space
or more.  Each mall contained 30 or 40 small retail stores in addition to a few
large retail stores (called “pullers”), such as Sears, JCPenney, or other well-
known department stores.  The success of the shopping mall depended on find-
ing tenants.  My company employed a market analyst who studied the
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demographics of the area to find out where the customers were, and calculate
their potential retail spending.  Then he would calculate the market demand for
each tenant.  The promoters of the mall attracted renters by showing them what
projected GAR were for each type of store and each size of leased space.  

This approach is the reason many shopping malls are successful.  The malls
that do not prepare a market study often fail.  And in today’s market, few
bankers will even consider financing a shopping mall unless a very careful mar-
ket-demand study, based on the demographics of the region, is made.  I doubt
that many bankers these days are willing to grant long-range financing for any
professional office, including a veterinary practice, without a demographic
market study.

FUNDAMENTALS OF MARKET ANALYSIS

I recommend choosing a site that is of “retail quality.”  Retail quality means
that a retail merchant can succeed.  A good retail site has good visibility from
the street, as well as parking that can be spotted easily from the street.
Successful gas stations or fast-food restaurants are good examples.  Whether
you’ve chosen one such site or several, you will benefit from a market analy-
sis—or multiple market analysis if necessary.  Basically, what you must look for
is the demand the market has for veterinary services.  The techniques of market
analysis I use are almost identical to those used by many leaders of the fast-food
franchise industry to find a market location.  For a small animal practice, I draw
a circle representing a 3-mile radius to analyze an urban site, by which I mean a
fairly populated city.  In suburban areas, where the population is not quite so
dense, I consider expanding the market to a 5-mile-radius circle, because subur-
ban dwellers are usually more willing to drive a little farther and for a few more
minutes to get to the veterinarian. Many times it is useful to study both the 3-
mile- and the 5-mile-radius circles.

With the help of data purchased from several of the many computer data
companies, you can find all the demographic information needed to calculate
whether the market within the study area is adequate to support a new practice.
The data will tell you how many families there are and how many people; it will
provide the information you need to calculate the number of pets in the area, and
the expected GAR.  With this type of information, you can calculate the number
of clients you will have in the first and second year.  Keep in mind that the pri-
mary piece of data to look for is the accurate number of households within the
study circle, from which you can calculate the number of pets in the area. 

THE INVISIBLE MARKET

If you look at a map of the United States, you will see that it is impossible
to find a market from this map—the actual market is invisible.  You can’t deter-
mine from the map where the houses are or how many there are.  Similarly, you
can’t find a market by driving down a street.  You can, perhaps, find a location
by driving and picking a site around which you observed, say, 200 homes being
built.  This construction is exciting and you may think, “Wow, here is a market
and I think I’ll build a clinic right here!”  But 200 homes that you can see within
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a half-mile of a site is not a market.  You need more like 2,000 homes, and you
can’t see 2,000 home from the ground, all at one time.  You need to drive per-
haps 3 miles in all directions and count the homes.  Even then, you don’t know
how many potential clients live in those homes.

So, how do you find the market demand?  Market analysts can use U.S.
Census Bureau data, which include information on each Metropolitan Statistical
Area (MSA).  There are hundreds of MSAs throughout the United States, each
of which is usually the size of a county and contains a major city.  Using the
Census Bureau data, it is fairly easy for a skilled market analyst to determine the
population, the number of households, the income, and the projected growth for
an MSA.  We can use this information, then, to analyze the suitability of a site
for a veterinary practice, as described in the following sections. 

COMP-PROX STUDY

One of the biggest concerns a banker has in considering a loan is about
existing competition.  In my work with veterinarians, my associates and I have
developed the idea of the “Comp-Prox” factor.  We figured that a practice adja-
cent to yours asserts the equivalent of 100% competition, while a practice 8
miles away asserts 0% competition.  Any competing practice between 0 and 8
miles would affect the practice in an inverse proportion to the distance.  This
basic concept provides a mathematical way of evaluating practices in the area.  

Assume that you want to build a small animal practice in an urban area, and
you’ve chosen one favorite site location, with four acceptable alternative sites.
Using a county highway map (these are accurate and usually gridded in 1-mile
increments, north-south and east-west grid lines to show the land section lines
and land section numbers in the counties and townships), draw a circle around
each site, 8 miles in radius.  You need to find out the following information
within this circle:  

• competing small animal practices within the area 
• street crossings near competing practices
• number of veterinarians in each competing practice.

This information provides an overall picture of the strength of the competi-
tion in the area.  This example illustrates a Comp-Prox study for small animal
service market,  not the large animal market.  If you wish to establish a boarding
kennel, you would want to factor into your study any practices that offer board-
ing kennel and grooming services, as well as businesses that offer boarding ser-
vices exclusively.  Don’t forget to find out how many animals each facility can
accommodate, to the maximum.

Our Comp-Prox analysis depends on a computer program that calculates the
potential of each study site in terms of market demand.  Next we calculate the
Comp-Prox factor of each site.  Table 1.1 illustrates how distance from the
potential site reduces the effect of the competition.  In the example, there are 40
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competing prac-
tices with up to
five veterinarians
each.  But
because of dis-
tance, the effect is
more equivalent
to nine practices
in actual competi-
tion.  According
to my Comp-Prox
factor calculation,
the effectiveness
of competing vet-
erinarians is
reduced from 65.5
to 16.55.  This
figure of compet-
ing veterinarians
adjusted for dis-
tance is subtracted from the actual number of competing veterinarians (Table 1.2,
Column 14), giving us what we call the Market Penetration Index (MPI).  The
MPI is a general term that indicates the quality of each site, and gives us the
basis to compare all potential sites.

Chapter 1: Demographics Can Help You Find a Site 7

Table 1.1. Comp-Prox Factor of 40 Competing Practices for a Potential 
Veterinary Practice Site

Table 1.2. Composite of Market Data for a Potential Veterinary Practice

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16

97 23,218 23,620 $61,698 $256,910 $582,140 4.32 $62,599 $56,3270 -4.66
Site G-3 28.84 339 1,068 9,594 9,719 5,248 4,164 $31,545 $131,353 $796,001 6.12 8.98 $88,642 $79,760 -2.86

Scott Boulevard 101.30% -1.42%
21,208 21,482 $52,219 $216,187 $455,400 4.55 $57,068 $50,713 -3.43

92 306 1,084 8,648 8,760 4,731 4,140 $26,844 $111,134 $673,473 6.73 7.98 $84,395 $74,997 -1.25

97 64,607 64,607 $54,610 $524,802 $1,297,350 9.98 $144,471 $129,995 1.00
Site G-5 52.32 302 2,640 23,711 23,711 12,804 9,610 $27,921 $268,321 $1,626,024 12.51 8.98 $181,072 $162,928 3.53

Scott Boulevard 100.00% -4.76%
61,650 61,680 $45,782 $409,016 $982,740 9.83 $123,150 $109,437 1.85

92 282 2,772 22,124 22,124 11,947 8,934 $23,535 $210,282 $1,274,188 12.74 7.98 $159,672 $141,892 4.76

97 37,861 37,861 $58,088 $301,767 $701,325 5.39 $71,784 $85,118 -4.38
Site H-3 24.32 448 1,296 12,654 12,654 6,833 5,195 $29,699 $154,286 $934,975 7.19 9.77 $95,699 $86,813 -2.58

Nifong Boulevard 100.00% -1.28%
35,789 35,769 $49,143 $253,088 $566,500 5.67 $64,595 $57,984 -3.11

92 407 1,312 11,508 11,508 6,213 5,150 $25,263 $130,104 $788,433 7.88 8.77 $89,901 $80,699 -0.89

97 78,159 78,159 $54,128 $656,302 $1,636,875 12.59 $167,541 $151,986 2.82
Site H-5 48.92 378 3,039 29,690 29,690 16,033 12,125 $27,674 $335,547 $2,033,416 15.64 9.77 $208,129 $188,804 5.87

Nifong Boulevard 100.00% -2.90%
73,943 73,943 $45,342 $508,561 $1,228,920 12.29 $140,128 $125,786 3.52

92 349 3,130 27,446 27,446 14,821 11,172 $23,209 $260,408 $1,578,073 12.78 8.77 $179,940 $161,522 7.01

97 26,475 44,531 $52,037 $336,419 $872,775 6.71 $77,511 $71,189 -4.55
Site I-3 47.60 302 758 8,535 14,358 7,752 6,465 $26,605 $172,001 $1,042,328 8.02 11.26 $92,569 $85,019 -3.24

New Haven Avenue 168.20% 2.98%
25,074 42,174 $43,770 $275,926 $693,440 6.93 $67,587 $61,584 -3.33

92 267 736 7,552 12,702 6,859 6,304 $24,154 $152,267 $922,737 9.23 10.26 $89,035 $81,948 -1.03

97 72,959 72,959 $52,454 $575,315 $1,480,680 11.39 $131,499 $120,773 0.13
Site I-5 72.58 350 2,444 27,518 27,518 14,860 10,968 $26,818 $294,140 $1,782,487 13.71 11.26 $158,303 $145,390 2.45

New Haven Avenue 100.00% -2.34%
69,694 69,694 $43,878 $455,541 $1,142,020 11.42 $111,308 $101,423 1.16

92 327 2,502 25,674 25,674 13,864 10,382 $22,558 $234,176 $1,419,109 14.19 10.26 $138,315 $126,031 3.93

97 20,863 26,302 $52,084 $244,586 $633,960 4.88 $55,954 $51,416 -6.45
Site J-3 35.64 294 733 8,302 10,466 5,652 4,696 $26,629 $125,050 $757,802 5.83 11.33 $66,885 $61,460 -5.50

Concord 126.07% 2.55% 19,039 24,002 $43,659 $182,582 $460,020 4.60 $44,532 $40,602 -5.73
92 281 715 7,381 9,305 5,026 4,182 $22,444 $93,861 $568,796 5.69 10.33 $55,063 $50,203 -4.64

97 59,044 59,044 $48,385 $415,869 $1,160,325 8.93 $102,412 $94,106 -2.40
Site J-5 70.92 277 1,918 21,727 21,727 11,733 8,595 $24,738 $212,623 $1,288,496 9.91 11.33 $113,724 $104,501 -1.42

Concord 100.00% -2.80%
56,808 56,808 $40,427 $325,033 $884,400 8.84 $85,615 $78,058 -1.49

92 259 `1,973 20,381 20,381 11,006 8,040 $20,782 $167,087 $1,012,549 10.13 10.33 $98,020 $89,369 -0.20
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Chart E

Market Study

Exist. Vet.
Practice DVM’s   Comp-Factor   Adjusted

V1 3 0 0
V2 1 .08 .08
V3 1 .40 .40
V4 1 .84 .84
V5 3 .83 2.49
V6 1.5 .82 1.23
V7 2 .69 1.38
V8 2 .38 .76
V9 5 .19 .95
V10 1 .26 .26
V11 2 .26 .52
V12 1 .12 .12
V13 2 .32 .64
V14 1 .39 .39
V15 1 .47 .47
V16 2 .40 .80
V17 1 .53 .53
V18 1 .69 .69
V19 2 .53 1.06
V20 1 .38 .38

Exist. Vet.
Practice DVM’s   Comp-Factor   Adjusted

V21 1 .32 .32
V22 2 .39 .78
V23 1.5 .32 .48
V24 2 .19 .38
V25 2 .02 .04
V26 2 .13 .26
V27 1 .08 .08
V28 1 .04 .04
V29 3.5 0 0
V30 1 0 0
V31 1 0 0
V32 1 0 0
V33 1 0 0
V1 1 .02 .02
V2 3 .02 .06
V3 1 .02 .02
V4 3 0 0
V5 1 0 0
V6 1 .04 .04
V7 1 .04 .04

40 65.5 .253 (avg.) 16.55TOTALS



MARKET SHAPE AND SIZE

The fundamental reason for a market
study is to determine the size of the market.
We have arbitrarily settled on the 3-mile-
radius circle to judge urban sites.  I discov-
ered early in my market study work, however,
that the arbitrary, perfect circle does not nec-
essarily represent a perfect market.  What is
the effect on the market of main highways,
rivers, lakes, roads, airports, golf courses, and
other natural land features?  What is the
effect of such features on the actual shape of
the market?  If a site is located in a heavily
populated city with maximum speed limits of
35 miles per hour, the size of the market is
going to be quite small.  On the other hand, if
the site is located near a toll road that permits
speeds up to 65 miles per hour, the market
will be stretched out in each direction quite
substantially.  As illustrated in Figure 1.1, a
site located near a river may lose one-half of
its potential area because of the natural fea-
ture of the river.  In Figure 1.2, there is a
gridwork of roads running in all directions;
the shape of the real market, which is based
on the ability of motorists to drive from their
homes to the site, is almost square.  It is
essential to understand that the shape of the
market can increase or decrease the size of
circle we need to examine in a market study.
If the shape of the market increases the mar-
ket-study area as much as 25%, then we are
entitled to add 25% to the number of families
that the site can claim as a market area.  Now
that the shape of the market demand is estab-
lished, we can calculate its area and go to the
next step—examining the demographics.

SITE POPULATION AND INCOME

We need to make a careful study of the
demographics of population and income for
each individual site.   Table 1.3 shows that the
data generated on the computer are quite com-
plicated.  By telling us the number of house-
holds in the actual market area around each
site, these fundamental data derive two very
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Figure 1.1. Effect of Natural Barriers on Site
Location. A site located near a river may lose one-
half of its potential area.

Figure 1.2. Effect of Barriers on Site Location. A
gridwork of roads running in all directions changes
the shape of the real market, which is based on the
ability of motorists to drive from their homes to the
site, making it almost square.
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Merrill, Wisconsin (4,748 sq ft)
Floor Plan
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Murietta, California (4,730 sq ft)
Floor Plan
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Newport News, Virginia (3,422 sq ft)
Site Plan
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Newport News, Virginia (3,422 sq ft)
Main Floor
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Newport News, Virginia (3,422 sq ft)
Upper Floor
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North Royalton, Ohio (3,740 sq ft)
Exterior
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North Royalton, Ohio (3,740 sq ft)
Floor Plan
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Oley, Pennsylvania (5,081 sq ft)
Exterior
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Oley, Pennsylvania (5,081 sq ft)
Site Plan
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Oley, Pennsylvania (5,081 sq ft)
Floor Plan
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Palos Hills, Illinois (7,586 sq ft)
Exterior




