
Underhill, is a troubling issue, because as much as

it facilitates, it also confuses. Underhill opines that
the future of the Net for retailers is that it will
become an integrated part of the shopping experi-
ence. "Just as I can use my store to drive traffic to the
Net, I can use the Net to drive traffic to my stores,"
says Underhill.T'The bottom line according to
Underhill is that "we will always have, stores."'n

One thing that malls and community/power cen-
ters are sellin6i is the environnrent. Shopping cen-
ters are seeking to make the experience more fun
and attractive. If customers perceive that shopping
is an enjoyable experience, they will want to return
again and again. The local mall or community cen-
ter needs to be seen by thc customer as an entertain-
ment environment.

Other associations that the retail real estate compa-
nies are trying to create in the consumer's mind are
convenience, dependability, innovation, commu-
nitv-mindedness, good management, safety, selec-
tion, and value, among others. The thought is that if
these companies can create a link in the customer's
psyche between these factors and their shopping
cc.nter, this will breed loyalty to the shopping center
or, on a global scale, the shopping center company
generally.

The goal of shopping center branding is to get
consumers to invest themselves in the company
and its shopping experience. According to Cregorv,
if all othc.r things are equal, corporate branding can
be the tiebreaker that motivates people to buy the
corporation's products or services and recommend
them to others.' In a chapter called, "Establishing
the Key Messa5;e," Cregory,'8 indicates that quality
is still the key branding message for many compa-
nies.

Ries and Ries} indicate that the brand is not just the
name on the package or service. It is the product or
service itself. What is delivered is the most impor-
tant aspect of the branding process.

What shopping center companies are branding is
their ability to consistently deliver a high-quality
shopping experience. If they fail to do that, alI they
haveis theircompany name on a shopping centeror
mall.

In a study on the correlation between consumer
emotion and buying behavior, Babin and Darden&'
found that in-store mood influences customer sat-
isfaction. Negative shopping moods affect patron

Shoppittg centel coffipanies Toant to

establish thernselaes as the brand in the

mind of the coflsumer. They are attefipting
to tap into the psychological core of the

coflsufiier zuith criteria that the coflsurner

ualues in a shopping center or expericnce.

Shopping centet cornpanies are ffioking

promises to the corsumer,

satisfaction to a greater extent than positive moods.
This is important from a shopping center company
branding perspective, because these companies need
to create an environment that influences customer
mood in a positive way and, more importantly,
eliminates stimuli that would lead to a negative
mood on the part of the custom!'r.

SOME EXAMPLES OF
SHOPPING CENTER BRANDING
Shopping center companies are taking different
approaches to branding, but most are striving for
name recognition and association of that name with
a quality shopping experience. Connection or asso-

ciation to the particular shopping cent!'r company
through branding is one significant lvay that loy-
alty of the consumer is achieved.

In an article entitled, "More Than a Name," Cftnirr

Sturrr Agd' states that although it sounds like a

simple concept, branding by real estate developers
signals a turning point in the industry. According to
this article, developers are relying on intuitive vi-
sions and fundamental convictions to create loyal
followings among retailers and consumers.

Chain Stttre Age"z states that the origins of branding
in retail development trace to the rise of "name-
brand outlets" in the early 1980s. Tanger Factory
Outlet Centers led the way lvith branded develop-
ments that included merchants like Nike, Liz
Claiborne,Tommy Hilfiger, and Reebok. Four vears
ago, Tanger extended the branding concept beyond
the use of a common name to include consistency in
advertising and communications. Carrie johnson-
Warren, vice president of marketing for Tanger,
states, "Consumers want simplicitv; branding makes
it so much easier to package our information in
advertising to shoppers across the country and on
the Internet."33

Simon Property Group is the world's largest retail
landlord, controlling over seven percent ofall of the
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ownsizing, rightsizing, spinoffs, layoffs and buyouts have
been the buzzwords of the 1990s. For the real estate profession
they mean reduced office space requirements. As corporations

endeavor to make themselves more competitive, making their head-
quarters leaner is one of the first goals. ln an age of buyouts, corpora-
tions sn allow corporations. This happens even to those once thought to
be too large to disappear; witness Chrysle,r, McDonnell Douglas, and
Scott Paper. The result - corporate headquarters with a vacancv sign
out front.

Although former headquarters are often architecturally attractive, (built
with high quality materials and svstems, in desirable neighborhoods
and located amidst beautifully landscaped grounds), they can prove to
be very difficult to market. The're are many reasons for this difficulty and
recognizing them can help bring the real estate counselor closer to
developing a solution. Following is a look at these problems and some
possible solutions.

LOCATION
Although headquarters used to be downtown in major cities, they now
can be' located anywhere. Beginning in the 1970s supposedly reliable
economic studies proved that the best locations were within .15 

minutes
of the then-chairman's home or golf club. The problem with these
locations is that often only the chairman and the president can live withh
a comlortable commuting distance. This is a significant problem for compa-
nies with a conscience. Unfortunately, until there is an easy way to pick
up and move corporate headquarters, it is an insurmountable problem.
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purposeful, marketing-oriented communications
platform across all business units, product and
service brands, media, and .-rudiences. The sum is
more than the whole of the parts.a

Shopping center companics want to e,stablish
themselves as the brand in the mind of the con-
sumer. They are attempting to tap into the psy-
chological corc. of the consumer with critcria that
the consumer values in a shopping center or ex-
perience. Shopping center companies are making
promises to the consumer. According kr Cregory,"
a brand is not an icon, a slogan, or a mission state-
ment. "ltisa promise-a promise your company can
keep."+ He savs what a brand communicates is the
subtext - "You can believe in our company and our
products.""

Williamson" indicates that name brand marketing
means more than iust a sigrl on the door. Ht'cites
executives at Simon and Westfie,ldi' that state that
a shopping center brand has to equal more than a
sum of its retailers. Simon is seeking the "power of
being able to aggregate nationally.""'

According to Managemt'nt Horizons, Pricewater-
houseCoopers' retail consulting group, department
store purchases have declined, while traffic at dis-
coultt department stores such as Targc.t, Wal-Mart,
and Kmart, and off-price retailers such as M.-rrshall's,
TJ Maxx, and Ross Dress For Less have made siz-
able gains."' The shift away from mall-based shop-
ping, particularly at department stores, is even more
pronounced when ltnking at male shoppers, ac-
cording to Schneiderman,n: again citing Manage-
ment Horizons.

One issue for consideration is that shopping center
companies do not have a product. They are some-
what marketing tr service, but in reality, it is not
exactlv a sen,ice eithe'r. Shopping center companies
are selling what Randazzo refers to as perception.nl

Turley and Moore state that the maiority of inter-
est in branding has been focuscd on physical forms
or goods, rather than services. The intangibility
factor associated with scrvices has led to the opin-
ion that branding and image creation may be even
more critical for services.o' *

Onkvisit ;rnd Shawn: state that a commodity is an
undifferentiated product and a product is a value-
added, differentiated commodity. They state that
the distinction is not superficial and has significant
managerial implications for service marketers.

Onkvisit and Shan* indicate that whenever pos-
sible, a service provider should attempt to become
a "power brander" by possessing four characteris-
tics:

.1. 
The company brand is distinctive.

2. The company brand is relevant.
3. The company brand has a tangible quality.
4. The company's most important services are

branded and linked.

Even though shopping centers are physical entities,
rvhat the shopping centers are branding is intan-
gible. The characteristics of a brand name such as
"Simon," "Tanger," or "Mills" revolve more around
the norr-physical qualities of the given shopping
e,xperie,nce than they do ar<lund the aspects of the
physical plant of the, shopping center. Zeithaml,
['arasurman, and Berryn'identifred four unique fea-
tures of services: 

.l 
). intangibility; 2). inseparability

of procluction and consumption; 3). heterogeneity;
and 4). perishability. All of these apply to what is
being offered by shopping center companies as a
product/st'rvice,rntl is what thesc companies nre
attempting to brand.

De Chernatony and Rileyroindicate that part of
what is being sold with a service is the overall
stature and imagery of the organization and con-
sumers tend to perceive all services offered by a

company as components of a single brand. They
indicatc that the extent clf intangible elements in thc
functional benefit may affect the way the service
brand is operationalized.Tr

The lnternet is threatening the very existence of
shopping centers. The'bits and bytes of the cybermall
are replacing the bricks and sticks of the regional
mall. Consumers are turning to the Net as a simpler
wav to shop. The,re is a fear among mall companies
that the local mall or power center could quickly
become a catalog showroom as buyers survey the
merchandise and then get online k) get the best
price and buy. In fact, one mall, The St. Louis
Galleria, went so far as to prohibit its tenants from
displayin6; any advertising containing references to
Web sites,t2 but one week later, it revoked the
prohibition.

Paco Unclerhill, author of Wh-y Wc Buy: Tht Sciotcc
of Shopping,Tl contains significant observations
about how customers act and wha t motivates them,
indicates that the Internet is a valuable tool, but
it will not replace the "bricks and mortar" of the
local shopping center.;r Technology, according tcr

This problem is a real one. United Parcel Service
(UPS) moved from Greenwich, Connecticut, to At-
lanta, Georgia, in large part, to escape the high
residential costs of southwestem Connecticut, A
comfortable house in suburban Atlanta, then cost-
ing $200,000, u,ould cost $600,0t)0 kr duplicate ckrse
to Creenwich.

In marketing to sell the former UPS space, Delm-
horst & Sheehan, Inc., had kr see.k small companies,
tvpically with a greater proportion of highly paid
executives. The space was simply not appropriate
for large cle'rical operations, as few of their employ-
ees could trfford to live in close proximity.

Housing costs are not the only problem u'ith subur-
ban headquarters. The cost of commuting is an-
other concern. A well-paid executive can easily
have a car to drive to work. Lower compensated
employees often cannot afford a second car and
mass transit service to remote headquarters sites is
frequently not available.

To remedy a situation such as this, a van between
the former headquarters and the nearest mass tran-
sit depot is a viable solution. Sometimes, the krcal
municipality or a "transit tlistrict" will operate a

van service. Other times, the owncr of the property
or its maior tenant may operate it. New tenants will
want assurance that this service h'ill continue to be
provided in the future. It cannot be'a short-term
service,.

stzE
There are certain features about corporate head-
quartcrs that may be detrimental to their reletting.
For instance, a small- or even medium-sized tenant
may not want to be the "small fish in a big pond." If
the balance of the property is occupied by a much
lar8er tenant, the smaller tenant may not find the
property to its liking. New entrances can overcome
this. At Nyala Farms in Westport, Connecticut, (the
former headquarters of Stauffer Chemical Com-
pany), a new lobby was constructed between two of
the former headquarters' buildings. This gave sev-
eral small tenants the opportunity to access their
space in a location separate from the main entrance.
It u'as designed to include, tu,o elevators, planters,
and a graceful staircase to the basement garage and
the two floors above.

DESIGN
Corporate headquarters are often designed with
no alternative use in mind. The companies for
which they are being constructed cannot, or do not,

conceive that the building will e'ver be anything
other than its glorious corporate headquarters.

This Iack offarsightedness results in buildings which
are not easilv subdivided or converted to multi-
tenancv. Thev may have very large lobbies, suitable
for the grandeur of a corporate headquarters but
considered a waste of space by a subsequent user.
These lobbies are apt to be designed to serve only
one tenant and are awkward when trying to lead
f isitors to more than one tenant's space following
subdivision. Elevators may be poorly positioned
for a multi-tenant building as well.

Most headquarters were designe'd to have large.
executive offices and not a lot of open work space.
If the new forccs in the, marketplace are, employee
intensive, these large offices are detrimental to the
marketing effort. Health Maintenance Organiza-
tions (HMOs), for instance, would prefer a building
with large, rectangular, open spaces, whereas a

former headquarters probably has many offices,
often configured in a manner that provides a maxi-
mum of window space, but not necessarily a neat
clean, rectangular interior.

TENANT IMPROVEMENTS
There may be executive wings that are improved to
such an extent that they exceed the needs of any
new prospective tenant and must be removed in
spite of their high initial cost. A number of years
ago, the American Cancer Society, r.r,hich took over
a major paper company's headquarters, explained
away the sumptuous appointments by placing a

plaque in the reception area thanking the paper
company for "donating" the improvements to the
new tenant.

Opulence is another possiblv unattractive featur.'.
AT&T, for example, had nume'rous marble fire-
places in its old headquarters at 165 Broadu,ay in
lower Manhattan that required removal. Certain
inrprov(,ments to the former Nestles headquarters
in Purchase, New York, were deemed to be exces-
sive even for IBM, its new occupant. This problem
is not restricted to large corporations. Somt real
estate entrepreneurs treat themselves to large of-
fices. When one maror NL'w York dc'veloper failed,
hc had great difficulty finding a new tenant for his
space as the size of those offices exceeded the de-
sires of all but the most egotistical new tenants. The
space went unrented for a long time.

The Craybar Electric Company, in its midtown
Manhattan office building, had a lavatory in each
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vice president's office. This luxury is now uncom- It is often extrenelv difficult to find a

nezo tenant that zoill require exactly the

arrTount of office space existing in thc

nczuly aacated building. Some require

,nore, sotne less. The ones needing morc

must look elsezuhere. Those requiring less

cal use the buililing, but must hnae the

right to lease surplus space to others.

Sometimes convincing the neighbors that the num-
berofcars coming k) the property daily, rather than
number of tc'nants, is the real problem and multi-
tenancy will he granted subject to a restriction on
number of cars ;rllowed on the property.

NEW LOBBIES AND SIGNAGE
Thc name on the building can create a problem.
American Airlines will certainly never lease space,

in a building called "The Pan Am Building." Chang-
ing the name to a neutral one is perhaps the first
action to be taken in convL'rtinB a corporate head-
quarters to a multi-tenant builciing.

This may become a very touchy subject. The
downsized company will think highly of itsclf and
believe that its namL, on the entrance \a'ill attract
ne$, tenants. This can bc untrue for several reasons.

Another reason is the- aura that might be attached to
the former occupant if it failed. This mav not be a

company with which new tenants will want their
name associated. They want their new space, what-
c-ver it is called, to convey thc imprc-ssion of success.

Competitive reasons may .1pply b more than just
the building name. We encountered a cafeteria
operator who would not relocate to our client's
building unless it were granted the cafeteria opera-
tion there. The prospective new tenant felt it would
be an insult to its business if their employees had to
eat every day in a cafeteria run by one of its competi-
tors.

6. Continuity - High visibility for the long term
7. Credibility - Message must match reality.lr

The aim of branding is to create a marketing asset
that has power in the marketplace; to achieve brand
equity. According to Kotk,r and Armstrong,{ brand
equity is the value of a brand, based on the extent to
which it has high lovalty among consumers, name
awareness, perceived quality, strong associations
with other brands, and worth as intangible or intel-
Iectual propertv.

MarconiF agrees with that definition and indicates
that establishing that value begins with creating
awareness. There are two ways to do this, according
to Marconi: quickly or slowly. The slolr. process,
argues Marconi, is more Iikely to achieve lasting
results and is done through test marketing, sam-
pling, advertising, sponsorships, promotions, pub-
Iic relations, event or cause participation, and en-
dorsements. The quick way to achieve awareness is
to do all of the above, but faster. According to
Marconi, this occurs through hype.

Docters{i indicates that brand equity produces the
highest return when customers Iack specific infor-
mation for evaluating a purchase; do not have clear
standards for evaluating the information thev dcr

have; either cannot or will not seek out more infor-
mation;oriustdo nothave thetime to do so. Hesays
that, "brand plays an especially powerful role' in
markets charactt'rized by a high degree of uncer-
tainty or mystery. [n such markets, sheer belief or
trust on the part of consumers can outwcigh nearly
all other considerations."rt

WHAT ARE SHOPPING CENTER
COMPANIES SEEKING TO ESTABLISH IN
THE CONSUMER'S MIND?
ln mall branding, shopping ccnter companies are
trying to establish themselves in the mind of the
consumer as the purveyor of THE mall or power
center experience. The theory is that if the shopping
center company can become the customer's brand,
it will become the shopping locale of choice for that
consumer. The ultimate goal of shopping center
branding is that the mall company name takes on a

life of its txvn in the consumer's mind.

Chain Stort, Agt,aB in its "State of the Industry" issue,
states, "Most any retailer bday can duplicate any
other's store design, product mix, advertising, pro-
motions, pricing, or customer-service strate8y.
However, what's not easily replicated is the unique
rcnrbintttiort of these and other attributes which

ln mall branding, shopping center

companies are trying to establish
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become compelling enough in the minds of target
customers to create an almost cult-like following
enjoyed by such chains as Nie'man-Marcus,
Abercrombie & Fitch, Home Depot, Whole Foods
Market, trnd FAO Schwartz."

The reality is that shopping centercompanies would
like to do the very same thing through branding.
They want to create a "cult-like following" to their
ce'nters. If that can occur, shopping center compa-
nies will have accomplished, through branding,
something that they might not have otherwise
achieved : customer loyalty.

Chtin Store Agea' goes on to state that "branding has
a dramatic effect on retail performance, which is

why creating powerful brand appeal is paramount
in today's overstored environment.

Tedlow'r) states, "Most American malls will prob-
ably be branded within the next three years. A name
brand offers value to be created and captured."sl

John Konnarski, senior vice president of the Inter-
national Council ofShopping Centers, says, "Ameri-
can consumers are more brand-oriented than ever.
You have to differentiate yourself. And consumers
use the mall as a point of reference as to where they
shop. They used to say, '['m going to Bloomingdale's
or Macy's. Now they reference the mall. Branding
has a strong potential to become a rt'al success for
malI developers."5?

A corporation has values, beliefs, rituals. aspira-
tions, a personality, a reputation - a brand.ir
According to Gregory, corporate branding is a

A headquarters may have a raised floor computer
room that is too large for any new tenant. This
installation, although costly, will have little value to
a new, smaller tenant. It will have to be removed
and the space rebuilt.

Many of the most active lessees of office space today
are in the financial service industries. Some want to
have trading rooms with large floor plates and
ceiling heights of 20' or higher. These, again, are not
features usually found in corporate headquarters.
They may, in fact, not be found an)..where, necessi-
tating new construction- We' know of one corporate
headquarte.rs where a commodity trading firm re-
moved much of the second floor of a former corpo-
rate headquarters, including the boarclroom, in or-
der to create a two-story trading room- Alas, after
only five years, the commodity firm sublet the
space. The new subtenant uses part of the tradilrg
floor as a basketball court!

lt is often extremely difficult to find a ncw tenant
that will require exactly the amount of office space
existing in the neu,ly vacated building. Some re-
quire more, some less. The ones needing more must
look elsewhere. Those requiring less can use the
building, but must have the right to lease surplus
space to others.

But, obtaining a change in zoning is seldom easy.
Residents who opposed the original corporate zon-
ing will vigorously fight the new rezoning efforts.
We have seen instances where nearby residents
;lmost had veto power over changes in zoning rrr
conversion to multi-tenancy.
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ZONING
Many corporate headquarters were dt'veloped
in locations where speculative office buildings
werc not truly welcome. For one reason or an-
other, local officials enacted zoning which per-
mitted the particular corporate headquarters to
be built. The property would initially be envi-
sioned as one without heavy traffic, a beautiful
building, on beautiful grounds, with few people.
Neither the townspeople nor the corporation
could ever imagine the company not being there.
Hence, in return for rezoning the property, it
was agreed that there would never be more than
one tenant on it. This can be an immense prob-
lem once the company is bought out or merges
and moves.

For one, the new prospects think highly of them-
selves and may not find it attractive to be located in
the "Brand-X Corporation Headquarters." This is
particularly true in suburban office buildings. In
major cities, a pre,stigious tenant may find it attrac-
tive to be in the AT&T Building or the Ceneral
Motors Building, but outside the cities, this willing-
ness disappears.



BUILDINC A BRAND TODAY
It used to take years to build a brand. A company
like Proctor & Gamblc. or General Electric would
make quality products and over time, consumers
would come to associate that quality with the com-
pany name. When they went to stores, these con-
sumers *,ould look for and purchase the given
products because certain companies nrade them.
The company itself became a brand name and the
products they made became brands as well.
Marconiri says that marketers spent years creating
brand identification and recognition and building
brand Ioyalty.

Today, society has instant everything. Faxes and
Fcd-Ex'ing of packages are the norm instead of the
exception. Microwave ovens cook, in minutes, foods
that used to take hours. Computers now do, in
seconds, computations and tasks that used to take
hours or even days.

The same is true with branding. The efforts of
systematic brand building have been overshad-
owed by instant brand building in the twentieth
century. Technology and technologists with their
"laserlike vision" have created a world of instant
branding.$

According kr Marconi,r; the power of instant brand-
ing reached neu, heights in the 1980s when Apple
Computers and Nike spent virtually their entire
advertising budget to run one-nlinute commer-
cials during the Super Bowl. Randazzo" inclicates
that to build a brand is to create a mythologv. The
key to building a strong, enduring brand mythol-
ogv is advertising. Advertising provides a po$,er-
ful vehicle to create an appropdate perceptual in-
ventory of imagerv, associations, and feeling for a

brand.

Ries and Riesr"state, "Marketing is branding.
The tr.r,o concepts are so inextricably linked that
it is impossible to separate them. Furthermore,
since everythin6; a companv does can contribute
to the brand building process, marketing is not
a function that can be, considered in isolation.
Marketing is what a company is in business to
do. "10

In her book, War1t Spctd Branding: Tfu Intpact Ltl

Trchnttlogy on Branding, Winklera' states that
brand building in the technology world has
grown up with an entirely different set of as-
sumptions stemming from the very nature of
innovation. Winkler says that the need for speed

has changed how the business environments, pro-
cesses, and consumers perceive products, services,
and their respective roles.

According to Winkler, there are six myths of brand-
ing that until recently were held as immutable.
They are as follows:

Myth 1. A brand is built over a long time . Commu-
nication technologies and computers have created
a branding environment that can be me'asured in
nanoseconds.

Myth 2. A brand is preciselv craft€'d for a tightlv
defined targct. A brand musl be more t'xpansive,
according to Winkler, because of a more compli-
cated group of stakeholder relationships and a more
splintered society.

MyfL 3. Advertising is the major creator of a brand.
Technchype creates more of a "buzz" about a
product or service, in a shorte-r period of time, than
any traditional advertising medium.

Myth 4. Brand the product. Today, says Winkler,
thc idca behind the product or sen,ice, is rvhat
companies netd to brand rathe,r than the product or
service itself.

Myth 5. The brand needs a manager. With so many
factors out of a traditional brand manager's con-
trol, if there is a person charged with brand over-
sight, that pcrson could better be called a brand
"Shepherd," rather than a managL'r, according to
Winkler.

Mtrth 6. The brand is a marketing concept. Brands
have financial significance and are larp;er assets
than can be simply thought ofor hanclled as market-
ing commodities.

Gregory': indicates that there are seven generally
accepted essential characteristics of any successful
corporate branding program:

Assuming that the new tenants coming into the
former headquarters are of a moderate size, and,
perhaps, using the space for their own headquar-
ters, they will want identity. Hou, this is handled
depends upon how many other tenants come into
the complex. If only trvo or three, their names can
probably be prominently displayed at the main
tntrance. If more, then the names should onlv be on
the individual buildings, or if there are many new
tenants, then onlv on the individual floors.

The problem of signagc' should bc addressed early
on. The redeveloper cannot give prominent signage
kr the first few tenants and then trv to withhold it
from others later on. The signage policy must be
u,ell thought-out ahead of time.

ELEVATORS
In some former headquartcrs, elevators may have
kr be installed in ne*, krcations. When the building
was in use as a single-tenant structure, the elt:vators
may not have bee.n near thc entrance. With multi-
tenant use, elevators will need to be at or very near
the entrance. Construction of nt'rv elevators is a
very expensive undertaking and the need to do so
must be confronted early in the financial analvsis.

Freight Elettators - Lo.rding docks, freight el-
evators, mailrooms, and other service facilities may
be located at one end ofa corporate headquarters. It
may s!.rve well kr keep these less attractive func-
tions remote from a chairman's office, but n hen thc
building is convc'rted to multi-tenant use, there is a

need for these operations to be ckrse b the building
core where many tenants can easilv access them.

We know of one five-building former corporate
headquarters, which had freight docks in only two
of the buildings. Their abse'nce in the other three
buildings, when noticed by prospective tenants,
was a negative.

NEW CAFETERIA(S)
A former corporate headquarters probably had one
large cafeteria in a central location. Whe.n the'build-
ing is converted to multi-tenant use, eithc'r this
cafeteria must be operated by the de'veloper or
demolished and replaced r.r'ith se veral snuller eat-
ing facilities. Furthermore, subsidization of cafete-
ria costs among several tenants may be difficult.
Company policies regarding subsidization vr,ill varv.

FITNESS CENTERS
The demand for fitness centers cannot be underes-
timated. The need for a neu' fitne'ss center is very

similar to the situation with the cafeteria. If the
former owncr/tenant has one, it may be opened up
to all new tenants if its location is accessible. At the
former Stauffer Chemical headquarters, two maior
tenants have their own fitness centcrs and theowner
has built a third for the balance of the tenants. It
appears to be very underutilized but its construc-
tion was necessarv to attract smaller tenants to the
complex.

Electricity should also be served separately kr indi
vidual tenants. Whereas the original corporation
probably had one meter, thr. multi-tenant building
will need one for each tenant. Er.erv tenant thinks it
uses little electricity, ccrtainly less than the tenant
next door. They, therefore, u,ant their ort'n nleters
so that thev do not feel thcy are paying for their
neighbor's extravagant use of electricity. This can
usually be accomplished on a build ing-by-building
or floor-by-floor basis, but ner,r' master panels and
meters are expensive and need kr be built into the
cost estimates of the conversion.

NEW BUILDINC MANAGEMENT TEAM
When the project was a corporatL. headquarters,
managing it rvas probably simple, but performed
by a diverse group. The fin;rnce department paid
all the bills; the general services department ar-
ranged the servicc contracts; and there was prob-
ably one on-site handyman n,ho did all sorts of
ocld jobs, including picking up tht, mail at thc post
office.

Now, as a multi-tenant building, an entity must be
set up to carrv out all of these functions. It might be
Iocated remote from the site but the new tenants
need to have someone nearby to call uporr u'ho can
rcspond promptly to minor repair needs. If the
complex is large, a highly qualified project manager
will be neede'd on site, all of the time.

It is important to budget for a management team
that can be freestanding. It n,ill no longe'r have the
support staff of the large corporation, which previ-
ously occupied the building.
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SEPARATE BUILDING SYSTEMS
Not all tenants N,ork the same hours and varving
amounts of electronic equipment can emit varying
amounts of heat. Office tenants likt, and rrr,td to have'
control of their own he.ating, ventilating, and air-
conditioning svstcms. This can br',r,erv difficult kr
provide in a complex that was built for tr singk, user
but it nteds to be done. Engineerinl; cost estimates
should be obtained early in the process.

1. Simplicity - Try not to be all things to all people;
focus on the important.

2. Uniqueness - Set yourself apart from the
crow d.

3. Appropriateness - Bring attention to the quali-
ties that further corporate objectives, not just
the company.

4. Relevance - Hit home with target audiences.
5. Foresight - Create a positive impression before

negative opinions can be formed.



A former corporate headquarters can be success-

fully converted to a multi-tcnant building, but the
problems must be foreseen and dealt with early in
the conversion process.

OVERCOMING THE "SINGLE-TENANT"
PERCEPTION IN THE MARKETPLACE
When a corporatt' headquarters has been knorvn for
its single tenancy for a long timc, it is difficult t<r

entice nerv tenants there. This is hard to overcomL'
and is done best by n,ide publicity of individual
l!'asing transactions. "Tombstone" ads and neu's
articles should be used to disseminate thc announce-
ments of nel\, t('nants. Afte'r several of these, the
project will lose its perception as a single-tenant
building, but getting those first tenants to make the
initial announcements is not easv.

Efforts should be made to get real estate brokers intcr

the building, Ieading them on tours that emphasize
the positive features, therefore overcoming the
single-tenant perception. How brokers describe a

building to their customers is very important in
arousing the interest of prospective tcnants. The
brokers must bc convincecl of the viabilitv of the
property as a multi-tenant one.

Corporate headquarters arc. usually built to last;
they have quality design and quality construction.
In this era of buyouts and downsizing, they can bt'
successfully convertecl to multi-tenant properties,
but only if the numerous potential problems are
recog;nized and addrcssed t'arlv in the Process.R,

"Golden Ratio" applies, i.e., that 80 percent of sales

come from 20 percent of customers.It would appear
that Chair Storc Age is advocating that shopping
center companit's tap into the core of "best custom-
ers."

Even though relationship marketing has been criti-
cized in certain circles, the csscncc of the concept is

inherent in the branding process. Branding is an
attempt by a marketer to form a bond or lasting
relationship between that certain company, prod-
uct or service and the consumer.

Fox indicates that a number of companies art. begin-
ning to experiment with corporate branding and
the motives behind the'campaigns vary w'ide'ly, but
all are symptomatic of a newfound enthusiasm for
corporate chest beating.t" Fox also states that be-
cause of external forces acting on companics from
all st'ctors, the increasing difficulty of carving out a

competitive edge and the cost of supPorting single
brands, corporate branding is a sensible marketing
option.

Cebrzynskir" states that of all the techniques avail-
able to marketers, branding is the' most powerful.
He says branding is intended to be a long-term
commitment to building and nurturing a loyal cus-
tomer. According to Cebrzynski, branding is ofte'n
.rn emotional appeal, speaking to horv consumers
want to feel about themselves.

Marconi'?o states that price witl.r quality equals value
and value is rt,hy people choose one brand over
another. That, he says, and that "feel good" quality.
Image, according to Marconi, is a major factor in the
buying decision and sometimes it has to do with not
only the image to which one aspires, but to one that
is sort of a "creed.":r

Lindquistrr quotes Martincaurl talking about store
image, "lt is the way in rvhich the store is defined in
the shopper's mind, partly by its functional quali-
ties and partly by an aura of psychological at-
tributes. " Lindquist also states that the brand im-
age consists of everything people associate rvith the
brand. He says that the word "skrre" could easily be

substituted for the word "brand." It could be fur-
ther argut'd, in the context of this manuscript, that
"shopping center" could also be substituted for the
word "brand" to capsulize the efforts of shopping
center companies to brand themselves.

Nilson:r states that the rolL'of a brand is to trigger a
set of 'stored' r'alues in the minds of customers.

Murphy:i indicates that brands are important to
brand owne'rs at two different levcls. Brands serve
to focus consumc'r Ioyalties and they deve'lop as

assets, which ensure future demand and cash
flows. The brand, Murphy says, also serves to caP-

ture the promotional investment which has been
placed behind it; benefits that can accrue even years

later.

According to Upshaw,rn brands have becomc "the
atomic core of our consumer-driven capitalistic
economv." He goes on to say that, "A brand is an
assortment of expectations established by the seller
that, once fulfilled, forms a covenatrt with the
buyer."27 Upshaw states, "Creating and sustaining
trust h'ithin a franchise requires the matching of
what is expected with actual performance. A formi-
dable brand identity is the end product of that

Process."2rr

Brands are part of a strategy aimed at differentiat-
ing supplv.r" According kr Kapferer, companies
seek to better fulfill the expectations of specific

Broups of customers. He says that the comPany
wants to leave its mark on a Siven field and its
imprint on a product.

Kapferer also states that "the spirit of a brand can
only be inferred through its product and its adver-
tising. The content of a brand grows out of the
cumulative memory of these acts, provided they are
governed by a unifying idea or guideline."l' Hc
says that the brand tells why products exist, where
they come from and where they are going. By

creating satisfaction and loyalty, the brand enters
into a virtual contract binding it to the market. ln
exchange, the brand earns an automaticallv fa-
vorable opinion of any new products it intro-
d uces. tl

Dr. Richard Tedlow, professor at Harvard Business
School an,.l a branding researcht-r, explains brand-
ing as a "promise of reliability."'r He says, "brand-
ing is in some sense a promise and brand equity,
brand value, comes frcm the' keeping of that prom-
ise. Generally speaking, branding is about reassur-
ance, about consistencv, about loYalty, ,rbout rePur-
chase behavior."" Tedlow is creating a case study
based upon the Westfield branding efforts.!
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Brands are developed to tap into the customers'
ability to rt'tain impressions and link them to a

visual or oral expression. According to Nilson,
brands are built out of key values. Thesc'values are

tangible benefits and intangible character.




