
F
or collegiate basketball and football teams,
climbing the rankings is certainly a goal
worth celebrating. Such acclaim comes 
from hard work, preparation and effective
program management (i.e., coaching).

Reaching the top is one thing, but staying there and
maintaining a great, long-standing reputation is anoth-
er; it is the key to building a championship program.
Student housing management, one of the fastest-

growing worldwide niche real estate markets today, is
similar. Established “players” in this arena build on the
strategies that work best in their efforts to deliver opti-
mum results—well-served student residents, satisfied
investors (and parents), a positive company culture and
inspired onsite staff.
Campus Advantage is one such player. It began 

10 years ago as a small start-up company--originally
financed through a second home mortgage taken out 
by its CEO Mike Peter—and today is a Top 10 owner/
operator.
As of January, the Austin, Texas-based company had

more than 27,000 beds (approximately 11,000 units)
under management, and ownership interest in nearly
5,000 of those. It ranks No. 23 on the ownership chart

and No. 6 on the manager’s chart.
In 2003, Campus Advantage had just five employees

and one client. Today, it has grown to include dozens 
of clients and more than 600 employees. Its portfolio
has achieved a 96 percent occupancy rate, a 46 percent
returning resident ratio and 4.1 percent same-store 
revenue growth.
Peter says his company’s rise is part of a well-

conceived plan for growth.
“Any time you are making this level of investment in

something, there is calculated risk,” Peter says. “You are
taking chances. It’s like roulette and, sometimes, even
like Russian roulette.”
Peter is joking, for the most part. Starting out in the

industry as a resident assistant more than 25 years ago,
Peter brings a great deal of depth in experience.
Campus Advantage is fully focused on not letting 

its tremendous growth rate affect the high quality of
housing and management it provides, Peter says.
“It’s never been the goal of this company to be the

biggest in our industry,” he says. “In any business, if all
you want to do is grow, then the chance becomes greater
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Ten Years Later, Student Housing Management Company’s Growth
Puts It Among Top 10 Nationally
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Campus Advantage’s The District on Luther, Texas A&M
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that your quality and performance will suffer. That has not hap-
pened with us. For our growth, we have been selective in what
we’ve done, where we’ve done it and our timing.”
Peter says the riskiest thing about growth is “making big

leaps and bounds too early.” He explains that, “it’s much hard-
er, for example, to add 5,000 beds to a portfolio that has 8,000
beds than it is to go from 25,000 to 30,000. We plan to continue
to grow with our goal to do so by about 20 percent per year.”

Joint Ventures
Campus Advantage’s growth for 2013 will be funded by two

recent joint ventures that focus on the acquisition of existing 
purpose-built student properties. The most recent is a $75 million
second round of investments that follows Campus Advantage’s
successful completion of first-round financing in which it placed
$100 million in student housing properties. The new, second
source fund (which is yet to be named) will provide an additional
$150 million, Peter says. Combined, this means that Campus
Advantage’s Michael Orsak, Senior Vice President–Investments,
will be placing $225 million during the next few years.
“Institutional equity, such as pension funds, are looking to

enter the student housing space because of the yield spreads
between conventional apartments and student housing of approx-
imately 75 to 100 basis points, providing improved cash yields and
greater internal rate of return to their pensioners,” Orsak says.
On the development side, Orsak says Campus Advantage is

working closely with three new development/general contracting

companies that are entering the student housing space. Their
capital sources range from high-net worth individuals to private
fund equity and Asian capital. Their current markets include
properties at San Diego State University, University of Texas-
San Antonio, University of Akron and Ole Miss. 
“What is driving equity into the space is the relatively larger

development spreads for institution quality assets,” Orsak says.
“Yield on cost for these projects is between 8.0 and 8.25 with
sales cap rates between 5.75 percent and 6 percent, yielding any-
where between 200 to 250 basis points in compression.”

Investment From the Heart
Peter says today’s student housing investors are not just in it

for the money.
“Interest in international investing is growing, in part

because international student enrollment is growing in our
country,” he says. “Many foreign investors attended universities
and colleges in the United States. They know the housing
demand situation here. And some others are interested because
they currently have their own children in U.S.-located student
housing. So, they are investing, in part, with their heart and not
just with their pocketbook.”
Peter says investors are most attracted to student housing devel-

opment today because they find that the supply-and-demand fac-
tor works in the student housing industry’s favor more so than in
other real estate types. “And there is a world-wide growing
demand for the purpose-built student housing product,” he says.
During the past 10 years, Campus Advantage has developed a

strong reputation among interested investors. It has performed
more than 160 consulting engagements in nearly every state and
eight countries through its five-person consulting team. It has

Above: 4050 Lofts, University of South Florida, Tampa; and
Crimson Student Living, University of Alabama, Tuscaloosa, Ala.
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been involved in more than 60 new development projects.
Peter says Campus Advantage has been hired by both interna-

tional housing groups and state-run programs in this country to
offer advice and strategy for master planning or for the initial
stages of student housing development and management. As an
example, the company recently provided operational guidelines
and cost projections for housing and dining at a new 10,000-
student university. 
Campus Advantage has learned through its own experiences

about how to deal with accelerated growth. Peter calls it “taking
on” communities.
“This is when we take on a large portfolio and must get it up

and running in a short, efficient manner,” he says. “In one
instance, we acquired 16 properties in one fell swoop, and they
were spread over 13 or 14 markets. Another time we acquired
nine communities in seven markets.”
Peter says the best advice he would give someone who is 

interested in entering this market is to do their homework.
“Our industry is very operational-based,” he says. “You need to

find the right partners who will help you move forward. We have a
history of taking over poorly executed and busted assets. When
done right, you can turn them around and create great success. 
“It’s easy for a company that is new to this industry to go in

with a great, well thought-out development plan, but you have to
execute it from the management side, too. You have to set realistic
expectations for your investors and be engaged from day one. You
have to explain to them what the true expenses are and what real
rents they can hope to achieve. You have to realize that you are
not just marketing to college students but also to their parents.”
Campus Advantage designs its communities to be hassle-free

and value-laden, Peter says, meaning everything is included.
That is the model many student housing operators use.
“Our student residents don’t even have to find roommates, we

do that for them,” he says. “Our communities enjoy the highest
quality of amenities, social and educational programming and
the rooms are furnished. Parents pay a premium for this, so
their kids can walk into their housing on the first day not hav-
ing to carry much more than their clothes and some personal
belongings. Our goal is to exceed our resident’s expectations and
help them achieve success in college.” 

Paul R. Bergeron III is NAA’s Director of Communications. 
He can be reached at paul@naahq.org.
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“...some [investors] are interested
because they currently have their 
own children in U.S.-located student
housing. So, they are investing, in
part, with their heart and not
just with their pocketbook.”

—Mike Peter
CEO, Campus Advantage


