
Prac tic ing appraisal intt ola e s

creatirg a professional product,
usuallv in the form of a $,ritten
conclusion of value. The fact that
third parties ivill rely on this prod-
uct makes it important that the
people' performing the' appraisal
are qualified practitioners. Simply
working torvards that conclusion
or lhirrkinpi about it is not practic-
i ng appraisal.There is no good rea-
son why appraisal should be
trt'ated so clifferently from other
occupations or professions. Ap-
praisal licensing laws are based
on where property is krcated rather
than where sen,ices are' provided.
lt was a mistake from the outset,
produced by a rapidly formed but
conscientious group attempting to
satisfy bankers and politicians who
were covering up their own tracks
in the Federal S.rvings and Loan
Insurance Corporation fiasco. What
was done, was done in haste, but
wrth presuntbly good int€.ntions.
Perhaps appraisal was confused
with broke-raBe-a transactional
business where there is an actual
transfcr of interest in the inanimatt'
object. After all, real estate is real
estate, and if brokers neecl to be

licensed where the property is lo-
cated, nhy not appraisers? In bro-
kerage, rights and assets are ex-
changcd and the definition of the
real property is usually changed.
Also, brokerage is a function of
bcal law and regulation. It has a

prescribed and legally sanctioned
methodology. Its practice is not
primarily based on rt'asoning and
opinion, but on selling property
and administerin6; a formal pro-
cess, whicl, varies by state.

Does it make sense that a sur-
geon licensed to practice medicine
in Florida, performs an operatitrn
on a resident of New Jersey, while
the patient is in Miami, and there is
no requirement that the dockrr hold
a New Jersey license? Yesl Does it
make sense that if when the patient
returns to Nert lersev he suffers

rcpercussions from a forgotten
sponge, but cannot bring a com-
plaint before the Neu' Jersey li-
censing authority? Again, yes!
Why? Simply because even though
the subiect is a resident of New
jtrsey, the servict received and thc
rr.sultant harm had its direct cause
in Florida. What does society value
more- realproperty that happens
to sit in New Jersey, or the human
being that reside's in New Jersey
with an errant sponge left by a

Florida doctor? If the patient calls
the doctor in Miami and asks about
the pain, is the doctor prevented
from thinking about or talking
about the symptoms because the
subject is located in another state?

Of course notl lf the real issue be-
hind all this provincialism in li-
censing is state by state liability
larvs, or limitations, then it is a

matter for the clie.nt or patient to
considt'rwhen traveling away from
htrme, or when rctaining a profes-
sional. lt just is not practical k)
stretch the meaning of "practice"
so thin, as has appraisal liccnsing
laws, so as to make it impractical-
if r.rot impossibk-for good and
honor.rble peoplc to run a busi-
ness. It also, in many cases, pre-
\.ents the public from getting thc
best sr'rvice avnilable. lt restrains
trade.

Cunent licensirg goes zuell be-
qond ulrcre the practice is cotr-
ducted or u'hert, the service's are
contracted. Borrowing the theme
from the prior section, is it right
that an appr.riser in lenn>ylvania
is asked by a client in Newlersev to
appraise a property in Delawart'
and the license in question is Dela-
ware? It is not the property in Dela-
$,are that is receiving the service,
but the client in New Jersey that
chose to do business in Pennsvlva-
nia- How about the lawyer pre-
senting a case in New Jersey for a

New Jersey corporation which
owns that property in Delaware?

There is no requirement that this
lawyer be admitted to the Dela-
ware Bar, because the asset in ques-
tion is ltrated there. lf valuing prop-
erty located in Dt'laware ra'as sub-
ject to a law that said, "regardless
of what effect it may have on mar-
ket value, the appraiser must use
only that methodology prescribed
by local authorities and the ap-
praiser must call the result market
v.rlue" than licensing on the basis
of propertv location would be jus-
tified. Of c()urse any such hypo-
thetical law would not only be
silly; it would producc rrrisft ndirr.q

rrs lrlls--an u nprofe'ssiona I practicr'.
It is another example of regulation
gone amuck.

Someone can be criminally
prosecuted for thinkirtg nhout ulttc,
while looking at a property in a

state \^,here they do not hold an
appraisal liceltse. How about the
place where the appraiser entered
into an agreement with the client?
Hon' about focusing on rvhere the
appraiser accepted the client's
money with the understanding that
compctent rvork is expected and,
by la'n,, required? The concept of
policing a profession is related to
the belief that government has a

rolein protecting the pr"rblic against
incompetent orunscrupulous prac-
tice. Dependingon whereone looks
they will find various definitions
which all relate to a professional's
busincss as the practice and not to
a thing which iust happens to sit
somewhere other than where the
appraiser domiciles a practice.

REAL PROPERTY DOES NOT
KNOW WHICH STATE IT IS IN

It does not havt'anv awareness
t'f jurisdictirrnal hound.rries. Nci-
ther d()es fin.rnce rrr cc()nonlics -
two disciplines that relate directly
to the appraisal Fr()ce5s. Thcsc dis-
ciplines are not k'Bislated, cxcePt
in despotic societies. Lau,or regu-
lation cannot manipulate' the truth.
Value isvalueand that's $'hat most

lty Mork C. Gantbill
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SHoppING CErurEn BnINDING:

DoEs rr MAxE SrNSE?

TNTRoDUCTION
I A ,un.he. was asked the name of his ranch. He replied, "lt's the

I n scoErc HTIKLMNOPORSTUVWXYZ Ranch." He was then asked
how many head of cattle he had and he said, "Not many." "Why not,"
the rancher was asked. The rancher said, "Because most of them do not
survive the branding."

Branding is a complcx topic in the world of marketing. Many marketing
theorists and researchers hold that branding correctly done can be the
key to the success of a company, product or service. While some

companies should utilize branding, it is not always a practical solution
in every case and does not lend itself to every application. Many
companies that try to hrand either themselves or their products or
services do not do it correctly and, as a result, do not survivt' the process.

This manuscript will focus on the efforts of retail real estate comPanies

to brand themselves. The process of branding will be t'xplored; why real
estate companies feel compelled to brand; and how real estate comPa-

nies brand themselves.

WHAT IS A BRAND?
A brand is a name, term, sign, symbol, or design or a combination of
these intended to identify the products or services of one seller or group
of sellers and to differentiate them from those of competitors.r A brand
is a seller's promise to consistently deliver a specific set of features,
benefits and services to buyers.l

The art of naming a brand, i.e., a company, the products they manufac-
ture, or the services they provide, is called semonemics. This is a word
derived from the Greek - sarron (identifier) and sorlritt (to assign).
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Branding is the creation of a connection of that
nnme t() the company, product, or sen ice.

Charmassonr indicates that, "A name is a goodwill
ambassador, a herald, a promise, the first thing that
a consumer hears about a firm or its product. That
first contact often determincs the consumer's atti-
tude toward the firm or product that the name
identifies." {

According to Profe'ssor John Philip Joncs of Syra-
cuse University, a brand is a product that provides
functional benefits plus added elements that some
consunlers value enough to buy.'The differenct,
between a name and a brand is that whilt' a name is
an identifying designation, the brand name adds
to that a sense of definition and personality.,'

Murphyr states that a brand is the product or ser-
vice of a particular supplier, which is differentiated
by its name and presentation. He says that a brand
is a complex thing. Not onlv is it the actual product,
but it is also the unique property of a specific owner
and developed over time so as to embrace a set of
values, both tangible and intangible, which mean-
ingfully and appropriatelv differentiate products
which are otherwise very similar.

THE PSYCHOLOGY OF BRANDING
A brand exists in psychological space, in the
consumer's mind, according to Randazzo.8 He in-
dicates that a brand is dvnamic and mallcable.
Randazzo says that advertising is the vehicle. that
allorvs access to the consumer's mind, wherein a
perceptual brand space is established. A brand
takes on an almost mvthical qualitv in the mind of
the consumer, whe're the brand serves to engage the
verv psyche of the indir.idual.

Cregory' states that corporate image is comprised
of "familiarity" - how wellrelevant audiences know
the company - and "favorability" - how n'ell audi-
ences regard the company in terms ofspecific quali-
tative attributes. ln the end, according b Gregory,
the brand is the reputation and the reputation is the
brand. Quoting Charles Brymer, CEO of Interbrand
Scheter, Gregory posits that, "A product becomes a
brand only w,hen it stands for a host of tangible,
intangible, and psychological factors. A key point to
remember is that the manufacturer does not create
brands. They exist only in the eye of the beholder;
the customer."rt'

Cardnerrr indicates that marketers do not have the
power to build a brand. The actual creation of a

A brantl is a name, tenn, sigtt, symbol,

or design or a cornbifiation of these

intcnded to identify the proilucts or
seraices of one seller or group of sellerc

and to differentiate them frot, those of
competitors. A brand is a seller's profiise

to cotrsistently deliaer a specific set of

features, benefits and seruices to buyers.

brand and brand identity is done in the minds of
each individual consumer.

The primary function of a brand is to identify and
distinguish a firm from other firms or the firm's
products or services from those of competitors.
Psychologists call the impression left by a name an
"engram."t: This is the impact the name has on the
mind independent of the designated person or ob-
ject. DavidsonB states that a brand is a constantly
changing mental inventory inside the customer's
mind. Every facet of the marketing mix influences
its image.

Ries and Riesr{ state, "We believe in the process of
branding. Marketing is building a brand in the
mind of the prospect. If vou can build a powerful
brand, you will have a powerful marketing pro-
gram. If you can't, then all the advertising, fancv
packaging, sales promotion, and public relations in
the u,orld rvon't htlp vou achieve vour objective.
Today, most products and services are bought, not
sold. And, branding greatly facilitates this process.
Branding "pre-sells" the product or service to the
user. Branding is simply a more efficient u,av to sell
things."t' Ries and Ries indicate that a brand name
is nothing more than a u,ord in the mind, albeit a

spccial kind of word.

WHY BRAND?
Branding has a dramatic effect on retail perfor-
mance, according to Chain Store Agc, a news maga-
zinc for retail executives, compilcd by Arthur
Andersen.r6 Creating a powerful brand appeal is
paramount in today's overstored environment.rt
The successful retailer of the future will focus its
brand building activities, both in-store and exter-
nallv, on a select group of core tarS;et shoppers who
appreciate and value thc. brand's attributes. C/rnll
Sfo/, Asc states that these "best customers" become
the true basis of future growth. It has been a long-
held belief in retail circlos that Pareto's so-called

CRE PERSPECTIVE
Jusr TurNxrNG ABour rr rs
Ilrrcal
br1 AntLtld S. l?,s/r, CRi-

Licensing of appraisers in most states has bt'en
around for a decade or more. It was inevitable. [n
view of the 1980's rash ofdeveloper insolvency and
financial institution failures, appraisers were bound
to be caught in the line of fire. It is at least a small
miracle that those, whose value opinions can change
the course of millions of lives, were ever allon'ed to
t : facto police themselves. There are few profes-
sional appraisers who now have difficulty rvith the
licensing of their industry. The issue is the admin-
istration of such licensing. AIso of critical impor-
tance, is where does one draw the line betwcen
appraising and consulting or counseling? This is an
issue which all CREs will bt. [acing in coming years.
This is whv it is important for us to understand
what is happening to our professional cousins who
appraise real property for a Iiving. Normally, li-
censing is designed to protect the public while
distinguishing those who have earned the privilege
of being recognized as able to perform the required
functions. This has not happened in the appraisal
profcssion.

THE PURPOSE OF APPRAISAL IS
TO FIND VALUE

The appraisal process is consistent. The tools
available to practitioners are limited and do not
differ geographically. Through a well-defined and
rather rigid process, certain approaches and tech-
niques are chosen bv the appraiser to arrive at a
conclusion of value. The available choices are the
same worldwide, and most certainly cxist in all 50
states, as well as the federal district and the territo-
ries. It is not a matter of local or even fe.deral law or
regulation as to whether the income approach, or the
sales comparison, or cost approaches are proper for
finding market value-it is a matter of economics. It
is a function ofthe tvpe ofproperty being valued and
the type of data available for such valuation. An
income producing property in Montana will likc.lv
be very different from one in New York, or another
in New Mexico, but that has nothing to do with the
methodologies a vailahle to the appraiscr in carryin6i
out the valuation assignment. The real question is

whether the appraiser is competent to serve the
client in a particular locatit-rn and for a particular
type of property. Local licensing requirements rely
on adhcrence to the Uniform Standards of Profes-
sional Appraisal Practice (USPAP) competency pro-
visions and the states have no means, or apparent
desire, to individuallv police or even test for local
market knowledge or specific property-type famil-
iarity. USPAP requires the appraiser to come forth
and express any competency shortfalls that may
exist for any given assignment. Whether the ap-
praiser is the holder of one license, or 50, the samc
requirement exists.

REAL PROPERTY IS NOT INTELLIGENT
It does not order appraisals or use the conclu-

sions. Appraiser incompetence or negligence does
not victimize the property, regardless of which state,
it is in. However, careless or incompetent appraising
can harm humans. Requiring the appraiser to be'

licensed in the state in rvhich the property is located
does not prevent victimization in the form of finan-
cial loss or emotional distress. Is it a good idea kr
license professionals where they practice? Of course
it is! Appraisers should be licensed wherever they
domicile a practice. For example, attorneys are li-
censed wherever they practice. Laws differ, as do
standards. Lawyers are licensed where they domi-
cile a practice, or where they file or appear to present
cases. They nee'd not be licenscd in states whe're they
observt, do research, or rvhere assets or liabilities in
claims or defcnses are simply located.

Barbers, beauticians, and medical doctors are
also licensed in the locale in which they practice'.
Practice for them involves actuaI pt'rsonal and physi-
cal contact with their customers. However, the fact
that an MD licensed in the state of Utah proffers an
opinion based on an x-ray examination done in
Arizona, has no bearing on whethcr the patient is
properly protected by licensing laws. Such a sce-
nario is perfectly legal .rnd there is no requirement
that the doctor in question be licensed in Arizona. If
vou take this example and supplant the doctor with
an appraiser and the x-ray with a site visit, the,n tht'
appraiser rrray &t, subject to criminal penalty. Why? lt
is be,cause the appraiser is looking at an inanimat!'
obiect \^,hich is affixed to the earth in another state?
lusl thitking nbout f/rc zrnlric of this property is illegal.
Yes, this results from knee-jerking by those who do
not understand the'proft'ssion and its practice, exac-
erbated by those that do, but are either not thinking
or are afraid to speak up.
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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.!

5.1 Rrlr Esr.qrE lssuls, Spri,lg 2000 Celeltratirg 25 Yurs ol Puhlishing Exccllctrt: 1976 - 2000 t5

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.



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.



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

themselzte s in the mind of the

coflsto?ref as the puroeyor ol THE

mall or poul,?r center experience.

The theory is that if the

shopping certter cornpany can

become the customer's brand, it zuill

become the shopping locale of choice

for that consumer. The ultiffiate goal

of shopping center branding is that
the nall cofipany nane takes on a

life of its ozotr in the consurfler's rnifld.

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.



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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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.

50 Rtll Esrnrr lssuEs, Sptirg 2000 Celcbrathg 25 Years ol Publishitrg Exct:llercc: 1976 - 2000 19

CoNvERTTNG ConpoRATE

HnapeuARTERS To
MuTu-TENANT BUILDINGS



retail space in the world and with over 180 million
square feet of gross leaseable area. Beginning in
1995, Simon invested millions of dollars to deter-
mine what customers were seeking in shopping
centers. The results of that study led Simon to tht-
conclusion that it needed to establish itself in the
consumer's mind as thc customer's shopping cen-
ter.e

It has streamlined its name to "Simon" and is spe.nd-
ing $23 million on a multimedia campaign artrund
tht' phrascs, "Simon, simply the best shopping there
is" and "Simply Simon." Each center owned by Simon
has the "Simon" namL. as its preface. Words like
"convenience," "selection," "value," and "entertain-
ment" rlere chosen to convev Simon's branding pro-
gram core message. Simon's aim is to have the name
"Simon" associated with clean, safe, quality shop-
ping environments with the retailers that custom-
ers want to shop. The ultimate goal, accordin€i k)
Simon CEO, David Simon, is for "Simon" to become
the Microsoft of the shopping centcr industry.

In May 1997, Colonial Properties Trust, a shopping
center company based in Birmingham, decided to
unite its 40 shopping centers throughout the south-
east under a single brand. Prior to this, each center
in the Colonial portfolio was relatively automr-
mous with its own image and management objec-
tives.r- Colonial determined that each of its centers
would include the name "Colonial" with a clesigna-
tion of "mall," "promenadt/ for community or
power centers, or "shoppes" for neighborhood cen-
ters and the'name of the market: for example, Colt>
nial Promenade Montgomery. Colonial indicates
that sales at its centers rose following implementa-
tion of the branding campaign. In onc case, sales
increased almost 30 percent.s

Colonial won the 1999 Maxi Award from the Inter-
national Council of Shopping Centers Fall Manage-
ment and Marketing Conference.sT The award was
given for Colonial's branding campaign, which
was a multimedia effort themed around the meta-
morphosis of a butterfly, to communicate the
changes taking place at each of Colonial's proper-
ties.

John Moss, a Colonial senior vice president, states,
"The brand helps you set a standard - you can't
hide from people knowing lvho owns the property,
so you have to make sure that standards are set."s

The Mills Corporation has been extremely success-
ful in branding efforts for its shopping centers.

Mills has used name branding to associate the
company with a certain shopping experience at its
huge venues. Each Mills has 200 or more stores in an
average of 1.5 million square feet of gross leaseable
area and often includes five or six times as many
anchor stores as most regional malls. Coupling the
Mills name with the location of the Mills project
(examples: Sawgrass Mills, Potomac Mills, etc.) has
led to "destination shopping," according to the
Mills corporate profile on the Wcb.n'

Mills' advertising talks about a "shoppertainment
environment" and leads n,ith the slogan "Building
a Brand." The catch phrase of the Mills adverlising
program is "Jump on the Brandwagon. Thc Power
of The Mills." Mills stated position is that branding
for it is not a fad. It is the "cornerstone of our
corporate culture and has been for'14 years."q'

The Mills Corporation is creating a new brand for
urban areas called "Blocks." The Block at Orange in
California opened in November 1998 and combines
a pedestrian walk and Main Street clesign with
nightclubs, restaurants, and cafes along with coffee
shops, book and music stores, and fashion bou-
tiques. The, next "Block" will be in midbwn At-
lanta.

According to C/rnin Store Agc,'1 The Block at Orange
dedicates 70 percent of its square footage to Sreat
dining and e,ntertainment and 30 percent to upscale
shopping. This differs from even the traditional
Mills projects that contain 70 percent value retailing
and 30 percent entertainment.

Jerrv Engen, vice president and development direc-
tor for Mills, states, "We're the Lucent Technologies
of retail: our track record empowL;rs us to recruit
and create storebrands within ourprojects.""r Engen
credits the Mills succe'ss to location and branding.
He goes on to sav, "Our projects are the number one
tourist attraction in every state we,'re in e'xcept for
FIorida, where we take second place behind Disney
World.""3

Cavlor'{ quotes Mark Rivers, scnior vice presidt'nt
of national accounts for Mills, who states, "We have
been using branding as one of the foundations for
the way n,e do business. Ours is not really a brand-
ing campaign; ours is more of a branding culture."

Australian shopping center group, Westfield Cor-
poration, claims that it was the first shopping center
compilny to brand itself in the 1960s. ln Australia,
all Westfield malls carry the corporate name and are

CONCLUSIONS
In the last four vears, sincc'NSF's survev, littL'has
changed to alter the landscape betwee'n user de-
mand and the relationship to the available supply.
A more recent survey of 660 resc'arch performing
institutions in 1998 by NSF (published in mid-
November 'l999) reported that 64 percent ofbiologi-
cal science firms outside of medical schools have
inadequate space. A material increase over the 50
pcrcent reported in the 1996 survey. According to
this more recent sun r'y, l3 million square feet of
newly constructed space is required b fulfill the
needs of both the physical and biological scicncc
industries. In total, all sectors of the S&F market
demands 41 million scluare fe'et of space by institu-
tions and private firms to carry out thcir scientific
mandates.

These are very expensive buildings to construct,
requiring substantial .imounts of venturc capital.
NSF's more recent survey reports that 6l percent of
funding for neh, construction comes from thc pri-
vate sector, while fedt'ral, state, and local funding
provide tho balance. The pressure on pharmaceuti-
cal companies to lower the costs of drugs and the 

.l 
1-

year patent horizon for new drugs are contributing
factors which impact the efficient use of capital.
More' specialized builcling design is necessary to
accommodate more specific procedures, which in-
directly effects thc. pace of obsolescence. However,
the present rt ave of consoliclations in the industry
should provide the efficiencies needed to advance
research and devtlopment funding.

Despite' the apparent pcnt-up demand for more
modern facilities, the, presence of waiting ust'rs
(tenants and owners) is not a given. Market analvsts
n.rust have the market knowledge regarding local
concentrations (research activities) and related link-
ages to Universities and native industries that can
exploit a relationship with a biomedical firm.

Adaptive reuse of existing facilities for second gtn-
eration users is generally verv poor. Seldom does
another bio-firm, even requiring the identical BSL
type facility, equate th€' same dollar value to the
facility as the vacating first user. Consequently,
interior layout of administration and scientific of-
fices, isolated bio-hazard arcas, and research rooms
are typically gutted and replaced by a new layout

designed by the second or the third generation
users. Technological advances in the industry are
also contributing factors as to how older space is
vic'n'ed by subsc'quent facilitv users.*.,
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the Boston-Washington corridor. The Bav Area of
San Francisco, on the other hand, has such a large
critical mass that new and expanding lab and bio-
tech firms can arise from within its market.



institution, as well as deans and other adminis-
trators.

Regarding the adequacv of research space, reports
of inadecluate research space varied across field
and institution typc. The percentage of institutions
indicating that thc amount of available S&E rc-
search space n,as inadequatc rangcd from 30 pt'r-
cent for mathematics to 66 percent for the medical
sciences in medical schools. Over half of all institu-
tions also reported inadequate amounts of space in
engineering (57 percent); medical sciences outside
of medical schools (57 pcrcent); physical sciences
(54 percent); biological scicnces outside of mcdical
schools (53 percent); and agricultural sciences (52

percent). Nearlv half of the institutions reported
inaclequate amounts of space in five additional
fields: social sciences (47 percent); biological sci-
ences in medical schools (46 percent); r'arth, atmo-
spheric, and ocean sciences (,16 percent); computer
scienccs (44 percent); and psychology (.14 percent).

The top 100 institutions surveved were most likelv
to indicate inadequate research space in the biologi-
cal sciences outside of medical schools, with 6l
percent reporting this to be the case. Three other
fields were reported to have inadetluate research
space bv over half of the top 100 institutions: physi-
cal sciences (56 percent), social scicnces (55 per-
cent), and engineering (52 percent).

Medical science space !1,as most likely to bc re-
ported as inaclequatc bv the other d()ctorate-grant-
ing universities, both outside medical schools (65

percent) and within (69 percent). [n fact, the per-
centages of those institutions, indicating medical
science space to be inadequate, were much higher
than for the k)p-'l00 institutions.

Two fields, the biological sciences outside of medi-
cal schools (52 percc.nt) and the phvsical sciences
(51 percent), were listed by over half of the
nondoctorate-granting institutions as having inad-
equate S&E research space.

Regarding the condition of S&E rcsearch space, an
overall 37 percent of the S&E research space at thc
surveycd research-performing institutions was
rated as suitable for use in the most scicntifically
sophisticatcd rest'arch. Forty-four percent of the
institutions reported that tht'ir S&E space rvas effec-
tive for most levels of research in thc field. Hou-
ever, the' institutions classified 18 percent of their
S&E research space as requiring either major re-
pair/renovation or replacement. There was gc'neral

The pressure on pharrnaceutical companies
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research fifltl deoelopt tctrt funding,

consistr.ncy among the different types of institu-
tions regarding the amount of S&E re'search space
in this condition, u'ith 19 percent of thc S&E re-
search space at the top 100 dockrrate-grantinB insti-
tutions, 17 percent of the research space at other
doctorate-granting institutions, and l8 percent of
the research space at nondoctorate-granting insti-
tutions requiring major repair/renovation or re-
placement.

Such similarities across institution types mask Iarge
differences in actual amounts of space. The 18 per-
ccnt of space rated as ne€.ding maior repair,/renova-
tion at the top 100 universities, for instance, actually
reprcsents'17.6 million NASF, whereas the 18 per-
cent of spacc ratecl in the same category at
nondoctorate-granting institutions represents only
1.,l million NASF. ln total, the nation's research-
performing institutions reporte.d that 24.5 million
NASF of research space required major repair/
renovation or replacement.

ln conclusion, thc 1996 NSF survev reveals aging
facilities that are increasinp;ly inadequate to serve
thc needs of research across all sciences, resulting in
a pent-up denrand for additional space to accom-
modate industry grou'th. Nt'w England is second
behind the Bay Arca in the' conc(.ntration of biotech
companies. The concentration of medical scie'nces

stretches from Stamford, Connecticut, to B()st()n,
Massachusetts. Demand for lab space can be ex-
pected to arise from outside the market area and
perhaps even these states. The large cities in the
Nen, England and Mid-Atlantic regions of the U.S.
are most likely to produce the well-capitalized in-
cubator firms searching for lab facilities throughout

known as "shopping tou'ns."u' Westfield has hired
an advertising firm to create the Westfield brand in
the U.S., where Cuneo states, mallsare traditionally
marketed individually.

Frank Lorvy, Sr., Westfield's founder, says that
branding is something that Westfield has been do-
ing for manv vears, even before it knew it had a

brand.'n Lowv tells about the time he was on the
street in Australia and ovcrheard someonc say,
"Let's go kr Westfield," instead of, "let's go to a

particular storc." That, he says, led him to under-
stand that he had a brand.

Randall Smith, Westfie ld's executive vice President
of marketing, states, "Ovcr three years, we devel-
oped a customer-service program that means the
Westfield Shoppington,n stands for something:
qualitv retail, exceptional customer sen'ice, and
community involvement."ot

The O'Connor Croup and New England Devekrp-
ment mergcd in 1996 and formed WellsPark
Group.'" A committee u'as formed to create a uni-
fied image for the company and its projects. Wells
Park's aim was to convev a central theme through
its advertising and standardization of its malls the
mall is the medium for all messagcs. Quoting
Adriennt' Davis-Brody, senior vice president of
marketing for WellsPark Croup, "WellsPark's goal
is to manage the shopper's visit from the moment
she pulls inkr the parking lot until she pulls out to
leave. Custnmers will be 'managed' into the stores
so that thc optimal experience will be achieved."'"

Prime Outlets, the u'orld's Iargest owner of factory
outlet malls, began a branding campaign for its 5l
outlet malls in September 

.l99tl. 
Prime has spent $12

to $.15 million kr brand its portfolio.ru) Prime indi-
cates that it would have spent $3 million dollars on
its regular advertising campaign. David Phillips,
executive vice president of Primc' Retail Baltimore,
states that Prime rv.lnts to make a 15 to 20 Percent
IRII. That being the case, Prime needs to genr'rate

$1.8 million more in NOI to cover thost'costs.

Holly Lazer, Prime's sponsorship managcr, states
that branding has become a key component in the
retail sector in setting shopping ce.nters apart.r"r She

indicates that Prime wanted to create "one uniform
product and one uniform experience for the shop-
per."to:

CO-BRANDING
One area nhere shopping center comPanies are
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working hardest in their branding efforts is in co-
branding. According to Kotler and Armstrong,r"l
co-branding is the practict'of using the established
brand names of two different companies on the
same product. In practical application, however,
co-branding goes even farther. Co-branding has
expanded to include syne'rgistic relationships be'
tlvren companies through stratcgic alliances and
marketing partnerships.

Bussr"' ind icates that companies need to dare to
work with other brands. As an example, Buss citcs
big food companies that have discovered that co-
branding can vield remarkable synergics rl'hile not
diluting their on'n brands. "Co-branding brings
two brands to8ether to share costs and command
consumer attention that neither brand could get
alone." Banking has uscd co-branding to great ad-
vantage, especially in the marketing of credit cards.

Shopping center companies have taken ..r different
tact with regard to cr>branding. They arL' using the
relationships with other branded products to

iumpstart their own branding campaigns. In what
could be best described as a "riding thc coattails"
mentality, shopping center comPanies are linking
with other established brands to accelcrate their
brand recognition efforts.

Simon has affinity relationships with Pepsi, Visa,
and AT&T, u,here products are featurcd promi-
nently in Simon shopping venues and aclvertising.
These products, on the other hand, access Simon's
2.3 bitlion shopper visits, u,hich serves as a ve-
hicle for their continued growth. According to
Lauchenauer,r"'these relationships enable Simon
to deliver discounts to customers and customers to
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the retailers. One of the goals is for Simon to make
its malls prime promotional real c,state for non-
retail marketers.ron

Ceneral Growth Properties is using a web site called
Mallibu.com as its branding vehicle. It advertises
Mallibu.com as the industry's first full interactive,
"true" mall rveb site. Ceneral Crowth recentlv con-
ducted a back-to-school promotion and swcepstakes
with Pepsi-Cola, Virgin Rtcords, Phillips,
TWEC.com, and Playhear.com aimed at creating
awart'ness of the Mallibu.com web site and driving
traffic to its malls.

DOES MALL BRANDING MAKE SENSE?
Foxr')t savs that in thc current marketing climate,
when such a premium is placed on accountability,
it is surprising that corporate branding is receiving
such prominence. Compared rr,ith product-rclated
initiativcs, it is extremelv difficult to measure the
impact of brancling and justify its expense', accord-
ing to Fox.

Ct'brzynski"'o posits that brand campaigns do not
alwavs w.ork, usuallv because the positioning con-
veyed is confusing. Hal Ritchie, principal of the
Ritchie Branded Resource Croup, believes that mass
merchants have approached branding in an incor-
rect mannerby not knowing whatpart ofthe market
to go after - some'or all.r'"

Change for thc sake of change is a pretty rvorthless
idea, according to Marconi.rr(' Hc'savs that busi-
nesses should not do something without a reason.

In an article in Slrolrpirrg Ct,ntl,rs Todiy magazine,
Hazelr asks the question, "Is Branding Working?"
Hazel quotes Stephen Moore, an Oxford, Marv-
land-based marketing consultant who has served
in senior marketing posts with retail real estate
companies, The Rousr. Company and Horizon Prop-
erties. Moore says, "lt's a mistake for neophyte
packagers to think you can put a name. on a package
and it becomes a brand."ru Hazel says that the
answer to the question of whether branding is
working for retail real estate companies depends on
whom you ask: shoppers or Wall Strc.et analysts.

Cardncrr states that "branding" is a grammat!
cally suspcct term. Branding, according to Cardner,
has been "the hot topic in professional circles, the
most popular class in graduate marketing programs,
the most hyped concept in the field of marketing,
and the most misapplied tool marketers have at
their disposal."

Doctercrra indicates that brands are not always worth
the time and attention they are getting. [n fact, he
says, tlrerc are times when companies should invest
heavily in a brand and there are other times tvhen
they should refrain from heavy investment. The
trick is knon ing l,r'hich course to take.

Accorcling to D()cters, there are so many diffcrent
definitions of brand equity that many brand man-
agers think of it in fuzzy terms and therefore adopt
general or "shotgun" measures for branding. This
is a mistake, he savs. Brands have specific uses and
businesses should invest in branding only with
specific aims in mind. This is the "rifle" approach.

Docters s..r ys that branding plays an especially pow-
erful role in markets characterized by a high degree
of uncertainty or mystery. In such markets, sheer
belief or trust on the part of consumers can out-
weigh ncarly all other considerations.

This raises the question of whether there is uncer-
tainty or mystery in shopping centers. If one venue
has a certain retailer and one does not, the customer
u'ill go to the shopping ccntcr that has the de'sired
retailer. Branding does not play a part in that analy-
sis, but rather the customer's need or want to shop
wherc'their preferred retailers are located.

Docters goes on to say that, based upon experiences
in various markets, brand ing is most effective when
applied with precision to specific customer deci-
sions; the aforementioned "rifle" approach. Using
this approach, Docters has fornrulated three rules
for branding:

1. Brand is a function of audience, product, price,
and message, not your company.

2. Target the decisions, if you can.
3. Be selective in spending on brand.

Docters states that "brand is most powerful when
tailored to the decisions your customers make - a
rifle approach. [n particular, a brand is a tool for
swaying customers and potential customers *,ho
cannot or will not fully investigate all aspects of
their purchase decision.

Whether shopping center companies are branding
a product or service, Murphyrti indicates that 19 out
of every 20 new brands fail and frequently the
reasons for this failure cannot be determined. He
states that failure of a brand can often be traced to
the fact that the new products or sen,ices are
insufficientlv differentiated, of the wrong quality,

transferring new ideas emanating from basic re-
search housed in a university to the corporate ra,orld
provide a vital link in the sequence of events lead-
ing to innovation and eventual patents-

At least half of the surveyed institutions indi-
cated inadequate amounts of science and engi-
neering (S&E) research space in the biological
sciences outside of medical schools, the physical
sciences, cngineering, the agricultural sciences,
and the medical sciences, both within and out-
side medical schtnls.

Eighteen percent of all S&E research space \vas
considered to require ma,or renovation or rr-
placement. This portion of space amounts to 24.5
million net assignable square feet (NASF).

fiscal years; to $3.0 billion in 1992-1993 fiscal
years; to 92.t1 billion in 1994-1995 fiscal years.

In 1996, tl8 percent of the research-performing
institu tions had laboratory animalfacilities. Most
of the 12.2 million NASF of animal research
space (93 percent) was containcd in doctorate-
granting universities. lnstitutions with anirnal
research space reported that roughlv 10.0 rnil-
lion NASF (82 percent) met government regula-
tions designed to ensure the safekeeping and
proper use of animals in research. Another l.2
million NASF (10 percent) needetl limited re-
pair/renovation to meet regulations, and l.'l
million NASF (9 pcrcent) required major repair/
renovation. Only 6 percent of the rescarch-per-
forming institutions r.t,ith animal research facili-
tits were scheduled to construct animal facilities
in fiscal years 1996-1997.

Information focused solely on the amount of S&E
research space and its growth or decline over time
is insufficient for understanding whether there is
enough space to conduct any form of research, and
r'r,hether the condition of that space is suitable for
conducting particularly sophisticated research.
Assessments of both the quantity and quality of
existing research space made by rcspondents to the
NSF "1996 Survey of Scientific and Engineering
Research Facilities at Colleges and Universities" are
examined belon,. The sun ey focused on the folkx,-
ing questions:

Adequacy -Respondents were asked to rate thc.
adequacy of the amount of research space in c.ach
field at their institution ("adequate" indicated thc.
space \l'as sufficient t() support all current S&E
program commitments in the field; "inadequate"
indicated the space u'as not sufficient or was non-
existent, but needed).

Cotrdition - For each field, respondents indi-
cated the condition of rese.rrch space by reporting
the percentage of space falling into one of the fol-
lowing categories: "suitable for use in the most
scientifically competitive research in the field"; "ef-
fective for most levels of research in the field, but
may need limited repair/renovation"; "requires
maior renovation or replacement to be used effec-
tively"; or "not applicable or no research space in
this field."

Responses to the survey were based upon the srib-

fs.f iz,r' assessments of a varicty of different indi-
viduals, including the survey coordinator at thc

Since.l988, the amount of research space requir-
ing repair/renovation or replacement in many
of the S&E fields has increased. [n the agricul-
tural sciences, the amount increase'd from 3.6
million NASF in 198[J to 5.3 million NASF in
1996; in the biological sciences outside of medi-
cal schools, the amount increased from 2.4 mil-
lion NASF in'1988 to 3.4 million in 1996; engi-
neering space in this condition gre,w,from 2.2
million to 4.0 million NASF.

The construction of S&E research spact bv research-
performing colleges ancl universitits has declincd
from projects valucd at $3.4 billion in 1990-1991
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THE DEMAND FOR NEW LABORATORY
FACILITIES
The National Science Foundation (NSF) is the larg-
r'st source of grants for the exploration of science,
medicine, physics, engineering, and agriculture. As
a consequcnce of its major funding role, NSF con-
ducts biennial surveys in which it collects data on
issues related to science and engineering (S&E)
research facilities in the nation's colleges and uni-
versities. One objective of the surveys is to insurc
that NSF grants provide the highest returns for its
stated mission of adr,ancing science and technol-
ogy. An equally important obiective is to determine
the adequacy of pre'sently configured laboratory
space (age, condition, and quality of labs) and thc
additional space needed to accommodatc science's
changing technologies. The latest (1996) NSF "Sur-
vey of Scientific and Engineering Research Facili-
ties at Colleges and Universities" was mailed to a

sample of314 institutions representing 560 research-
performing colle'ges and universities. The. survev
found that:



by BDM Intemational, Inc., in McLean to perfect
a method for transmitting huge florvs of data
between computermicroprocessors more rapidly
by using light signals instead of wires.

Rensselaer Polytechnic Institute - Located iust
outside Albany, New York, in East Creenbush
To*,nship is a proiect with more' than 825,000
square feet in place ou,ned by the Rensselaer
Polytechnic lnstitute and is a university-related
park for technology ioint-ventures between in-
dustry and education. The primary objective of
the venture is to develop interactions bet*,een
tenant companies and the University in order to
enrich the t'ducational environment of the Uni-
versitv and assist the companies in staying on the
leading edge of their technologies. The Park has

over 50 tenants (and in excess of 2,000 employe'es)
with a diversitv of research technologies includ-
ing electronics, physics, biomedicine, and soft-
ware. Of the 20 buildings in the Park, 12 art'
University-owned, multi-tenant facilities and
eight are singlc-purpose, tenant-owned facilities.
It is the policy of the University that Iand sites are
available only for lease. The. Park is located roughly
five nriles south of the Universitv campus.

The list continues with such examples as the
Princeton Forestall Center in Princeton, New Jer-
sey, and Research Triangle Park in Raleigh-Durham,
North Carolina. Additional industry/academic re-
lationships include MetaMorphix, Inc., of Balti-
more, which is developing protein-based prtducts
created though genetics research at Johns Hopkins

Table 3

University. The products can be used to repair
human tissue, combat neuromuscular disorders,
and dramatically increase muscle mass in livestock.
Hughes Ne.twork Svstems, a Montgomery County
company, is collaborating with researchers at the
University of Maryland to develop complex voice
and data transmission te'chnokrgit's that draw si-
multaneously on satellite, fiber-optic and cable sys-
tems. Throughout tht' Midwest and western U.S.,

there are about 20 additional examples of ventures
between industry and acadt'mia. Proximity to the
schools and laboratories does not appear to be a

significant issue.

New England is second to the San Francisco Bay
area with regard to concentration of biotechnology
companies. Most of the New England firms are
found along I-95 in Connecticut and in the Boston/
Cambridge area of Massachusetts. Tlblt'3 compares
the concentrations of biotechnology companies by
location in the United States.

The biotech and pharmaceutical comparries seek-

ing relationships with universities place a high
priority on local labor skills and availability, labor
costs, transportation systcms, reputation of the aca-

demic institution, anci costs of living. Biotech and
pharmaceutical companies rank competing uni-
versities according to number of degree Programs
for its employec-s, number of faculty consultants in
its field of endeavor, access to laboratories, and
facultv research activity. Other intangible goals
for the private sector include the academic linkage
for the transfer of tcchnologv. The mechanisms for

incorrt'ctly priced, inadequatelv supported, inad-
equately distributed or in some other way not aP-

pealing to the consumcr. Thc producer of a new
brand mustbeprcpared to investheavily in the new
brand even though the chances of success are small.

In a chapter called "Branding the Corporation,"
Mottram statos that, 'the kev challenge for compa-
nies at the end of the twentieth century will be

realizing the potential of their corporate brands. In
today's markets, companie's increasingly comPete
on the basis of intangiblc factors and the reputation
of the corporation itself is often the most valuable
and most misunderstood intangible of all."r'"

Contrary to the popular marketing mantra that a

famous name is all an entity needs, Mottram states
that, "Companies are realizing that Possessing a

well-known name such as Shell, Visa, or CBS does
not, in itself, signify a strong corporate brand. Find-
ing techniques for branding tht'corporation effec-
tively is norv more imp()rtant than ever."

Mottram states that companies that ftrus on their
corporate brands will lead their marktts and be the
creators of new categories and opportunitit's. "ln
tomorro$/s competitive markets, only the bravest
or most foolish should overltnk the potential of
their corporate brand."

Hartru posits that, "Brands are financial assets,

every bit as much as plant machinery and stock.
Indeed, brands are arguably the most valuable as-
sets of all in that, in theory, they do rT ot have a finite
life and therefore will not depreciate."

DOES THE CUSTOMER CARE?
A corollary question to whether mall branding
makes sense is the issue of w'hether the customer
cares about the brand of the mall or shopping
venuc.. Ccbrzvnskirrs says that branding is a power-
ful tool, but it is also the current darling of markct-
ers. He calls it the latest marketing "rage."

Martinezrru quotes AIf Nucifora, of the strateBic
consulting firm, Nucifora Consulting Croup, n'ho
states, "Mv qucstion is: Does the consumer care?
My visceral response is that it really doesn't seem to
make a lot ofsense, certainly not from the consumer
perspective. I would doubt that a customer is going
to care whether or not the local mall is owned and
managed bv a certain companv."

Rohlanderrr" says that as consumers cultivate dis-
cernment, the need to havc'a brand strategy is

Muryhy itrdicates that 1.9 out of ez:ery 20
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increasing. Branding, he indicate's is about creating
an image in the eyt' and mind of the' customer.

Arnold, Handelman, and Tigertrrr found that con-
sumers patronize stores that are casi(]r to 8o to and
offer lower prices. They found that the' impact of
symbolic actions of retailers such as communitv
involvenre'nt, attractive displays and other ameni-
ties can influence store choice in a positive way in
the customers' minds. Since consumc'r patronage is
measured by store choice, the rt'tailers that make
extra efforts will capture the customers. Shopping
centers that have these retailers will be the ones to
u'hich the consumers will gravitate, w}rich lends
credence to the position that it is the stores, not the
center that contains the stores, that is the determi-
nant of where customers will shop. Shopping cen-
ter branding may enhirnce this effect if shopping
center companies avail themselves of thc co-brand-
ing effect of using these retailers as attractors.

Central place theorv states that consumers patron-
ize the nearest shopping venuc, however, they alstr
tend to make disproportionately morc trips to larger
centers, rvhich gives retailers at lar6;er centers a

competitive advantage.'r: Agglomeration rt'search
shows that centers with more anchors, tvhich by
nece'ssity are the larger centers, are better locations
for smaller stores because of increased traffic.rr'

Larger centers are attractive to most customers.
Retailers at larger ccntcrs have a competitive ad-
vantage and the larger shopping centers that can

provide space for these retailers have a competitive

BIOTECHNOLOGY INDUSTRY CONCENTRATIONS

Source: U.S. Deporh ent of Comnercc's U.S. lndustry and Trade Outlook 1998

and Thortte Consultotlts. ltlc.

Region
Number

of Companies Percent

San Fransicso Bay Area 192 2lt.tl

New England

Mid-Atlantic

172

17.1I t.l

San Diego I ()2 I 5.-3

New York Itfr 12.9

National Firm Total 666 100.0
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advantage as well. If shopping center companies
can imprint upon the mind of the consumer that
they are the place n here consumers can find u,hat
thev are looking for, this branding should result in
increased customer trips and locating of desirtd
retailers in their shopping venues.

This position is confirmed by Huff :r and his basic
gravitational model rvhich shon,s that the drawing
pow,er exercisecl on a consumer in an arta is directly
proportional to the size of the retail center and
inversely proportional to the customer's distance or
travel time b the shopping center.'r' According to
Nevin and Houston,rrn a large center means greater
utility for the consumer since it has a larger product
assortment, but distance represents a dis-utility to
the consumer.

In their stutly, Nevin and Houston added a retail
image componcnt to the Huff gravitational model.
Thev found that the assortment of preferred retail-
ers has a strong influtnce on the consumer's level
attraction to a shopping center. Nevin and Houston
also found that a "special stort/ variable is highly
predictive of drawing power. According to Nevin
and Houston, consumers are'dr.rx'n to a particular
center because of the existence of a special store that
appeals to them.

Finn and L()uviererri confirm that tlre nature of the
retailers at a center impacts patronage. In a study of
anchor store contribution to shopping center im-
age, thev found that 70 to 90 percent of the. r,ariance
in collective pe'rceptions of shopping centers could
bc accountcd for by store mix and the preseuce'of
particular major and discount department stores.
Discour.rt dt'partment stores had a consistently nega-
tive impact on such favorable ccnter perceptions as
high qualitv, r,',ide selection, good service, and lat-
est fashions. [n fact, Finn and Louviere found that
the number ofdiscount department stores accounted
for the Hre.rtest pr(,p()rti()n oI image varianct'.

While branding of a shopping center name has
become a major initiative with these companies, the
retailers that are available for customers to shop at
thesc venues is of critical importance. Therc is an
assumption as set forth above that the branding
effort of the shopping center companies mav make
their venue's more attractive for the retaile'rs desired
hv the consumers. It would appear, howevcr, that
there is a catch-22 working here, in that, shopping
centt'r conrpanies need the retailL'rs to attract the
custoners, but need the customers to attract thc.
retailers. The branding effort mav enhance this

h order for braruling to be a zoorthzohile

errdeaoor for a giaen shopping center

cornpany, it needs to bing something to the

parfu that is better than or different from
Tuhat eaery other shopping centet coffipany

is doing. Tlrcre has to be a special quality
ot special q alities that one shopping

ceflter coffipany has that another

does not. With those qualities cornes

a profiise fron the shopping center

corrlpany to consistently deliuer them

to the consumer.

three-n av attraction, but only as long as the shop-
ping centtr companies can make good on their
promises to both the customers and the retailers.

Taher, Leigh, and Frenchrrs found that customers
need kr be dclighted be,yond their expectations to
make them recommend a store. Customer delight
can be delivered through service augmentation,
n hich is the responsibilitv of everybody in the retail
operation. According to Taher, et.al., patronage
loyalty is developed on both past, unexpected de-
lightful experiences and future expectations.

Tht, analog here is that shopping center contpanics
must cleliver not or.rly the stores that provide the
"dclightful" experience, but also must provide ..r

delightful experience for the whole shopping trip. If
customers associate their delightful shopping rvith
thc nanre. of the shopping center companv provid-
ing it, then branding would be of some merit. Oth-
erwise, the branding effort may be for naught.

De Chern.rtony and Rileyrrq talk about the "r,irtu-
ous circlc of service branding." They state, "One
might think in tcrms of a virtuous circlt', wherein a

strong "companv as brand" identitv permeates all
services provided by the organization and differen-
tiates them from the competition, by providing a

relevant focus to both consumers and emplovees.
This can be achieved using internal marketing to
motiYate the employees, stimulate them to offer a
better servicc, and to delight customers. In turn, this
delight makes the service company more differen-
tiatecl from competitors and more relevant to con-
sumers. Favorable rvortl-of-mouth thc'n spreads,
reinforcing an image in consumers' minds consis-
tent \^,ith the caring idcntitv the company wants to

a fcw examples where universities have cngaged in
ioint-ventures with the private sector for mutual
advancement.

Unittersity of Connecticut at Storrs - Pfize'r Phar-
maceutical Companv recentlv executed an agree-
ment with the University of Connccticut at Storrs
b build and lcase back a 52,000-square-foot bio-
medical building costing about $19 million or
$365 per foot. Pfizer, currently located in Groton,
Connecticut, outgrew its space and had no expan-
sion room. UCONN offered to lease the land to
the drug companv and enter into a salt-le'aseback
on the building in exchange for the right to oc-
cupy about 20 percentofthe total building's space.
Pfizer was expected to link its needs for biomedi-
cal testing with UCONN's science and medical
schools to advance its drug manufacturing busi-
ness. In this situation, Pfizer is forced to separate
its divisions from its prinrary headquarters in
Croton.

Unfortunately, the local community recently
rejected the proposal. Pfize-r is now back in the
market looking for another expansion site near a

major university.

Massachusetts ltrstitutc of Technology - ln 1983,
the Massachusetts Institute of Technology se-
lected Forest Citv Enterprises, a national publiclv-
traded real ostate company headcluartered in
Cleveland, Ohio, b devekrp its 27-acre parcel
directly acl jacent to the MIT campus in East Cam-
bridge, Massachuse,tts. Univtrsitv Park at MIT,
Boston's onlv corporate park affiliated with a

ma jor university, is a three-building campus of
retro-fitted, turn-of-the-century, multi-story
manufacturing krfts btaling 350,000 square feet
of space. The first building opened in December
1987, contains just over 100,000 scluare feet of
rentable floor area in five stories, and is leased by
ARIAD Pharmaceutical, N EMAPharm, [)FN, Inc.,
and SensAble.Technokrgies. The second f ive-story
building opened in March I989 and contains over
121,600 square feet; its major tenants include
OraVax, Proscript, Censzvme Tissuc Repair,
Acusphere, Etex Corp, and OnLine Environs. The
third five-storv building of 126,700 square feet
was finished in.l990 and isoccupied by Alkermes,
Cenzyeme Tissue Repair, Ascent Technology, and
others. A fourth multi-story building of 75,000
square feet opened in the fall of 1998.

Tht MIT Park offers state-of-the-art, fl..xible,
and first-class space' accommodating firms of all

sizes from start-ups to maior corporations. Spe-
cial features include fiber optic telephone ca-
bling, clean rooms, redundant electrical service,
and upgraded HVAC and floor loading capaci-
ties. The mission statement for the Park is to
link its related d€'partments to national phar-
maceutical and molecular bioscience firms for
the advancement of both MIT and the national
firms who seek access to the MIT's academic
pool of skilled researchcrs. The Park also has
surplus land on which a 212-room indepen-
dent lrotel and conference cente,r opened in late
1998. Although the Park and campus are close,
an auto or shuttle bus is required between the
two locations.

George Mason Uniztersity - Prince William
County, located in the Northern Virginia portion
of Washington's metropolitan region, recently
entered into a public-privatt, development pro-
gram rvith nearbv George Mason Universitv. The
countv, long knor.n as a bedroom community,
recentlv set aside a 1,200-acre campus to entice
the private sector and academia to a ioint-venture
in achieving common goals. As a result of this
effort, the first of three buildings opened in Spring
.1997. 

Building One consists of 
.100,000 

square feet
of classrooms, administrative space, and state-of-
the-art wet labs. The building, as well as 45,000
square feet oflaboratory and office space at George
Mason University, is occupied by American Type
Culturc- Collection (ATCC), the rvorld's largest
and most diverse archive of biological materials.
Building One's base costs u,c're $1t10 per foot, and
ATCC added another $200 per foot in special fit-
up. In addition to its bio-archives, it also is a
p.ltent repository of microbiological products and
processes.

Building Tu,o opened in mid-1998 with about
.100,000 

square feet of laboratories and class-
rooms, housir.rg ATCC's research and education
programs. GMU's nerv Mole.cular Biosciences
and Technology Institute (MBTI). MBTI has cre-
ated a joint-r,enture with ATCC to further ad-
vance two new technologies: 1). high-through-
put signal conditioning and base-calling in real
timt', and 2). patte,rn recognition software to ana-
lyzc data from gel-bascd automated DNA se-
quencing instrumentation. The Universitv has
e.stablished 10 nt'w teaching positions to work
with ATCC in the fields of cellular and molecular
biosciences and bioinformatics. The campus is 20
minutes drive time from GMU. Ceorgt, Mason
researchers are hc'lping a group of companies led
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products caused by E-coli and Salmonella bacteria
will spur growth of this segment. Biotech-derived
diagnostics are also being used to detect pesticide
resitlues in crops, drug residues in food animals,
and environmental pollutants.

Biotechnological techniques also are revitaliz-
ing the enzyme industry by providing more eco-
nomical methods of changing chemical structures
to enhance performance. Before genetic engineer-
ing, enzymes added to laundry detergents to re-
move stains and brighten colors could not be pro-
duced economically. According to some industry
observers, most industrial enzymes will be pro-
duced by genetic engineering n'ithin the next de-
cade.

Industrial biotechnology activity focuses, to a
large extent, on researcl.r and the. discovery of bio-
logical information useful to the development of
new products. According to L.l.S. lrulustry atrLl Tmtlt
Orrtiro,t 1998, most biotech companies are unprofit-
able and rely instcad on income from equity invest-
ments, public offerings, and rese,arch and develop-
ment contracts. The U.S. biotechnology enterprise
is research-intensive, spending roughly 10 times
more on rc'search than other U.S. industries. New
information about the genetic origin and pathwav
of diseases is being uncovered at a remarkable rate,
and drug companies, both U.S. and foreign, have
increased accluisitions and alliances with U.S.
biotech companies to gain a foothold in the latest
generation of technologies and to access genetic
information to develop nerv products. Many of the
strategic alliances occurring in the 1995-1996 period
between biotechnology companies and established
firms were in the emerging areas of genomics and
gene therapy.

U.S. INDUSTRY GROWTH PROIECTIONS FOR
THE NEXT FIVE YEARS
Although trade data on biotech-derivc'd products
are unavailable, the U.S.-based biotechnology in-
dustry contributes to a positive trade balance. Most
top-selling biotech products on the market are de-
veloped by U.S. companies and are being produced
domestically for export or licensed for production
abroad. Biotech companies also receive patent roy-
alties and contract research and development pay-
ments. The major foreign markets for U.S. biotech
products closely parallel those of the pharmaceuti-
cal industry, e.g., the European Union, Japan, and
Canada. The positive export earnings trend should
continue at least for the next five years as the U.S.
private and public sectors still account for the

Frture grozoth rates will depend on

the leael of research and deaelopnent,

regulatory approaal of new products,

demonstr at i on of price I perf ormanc e

adoantages, afld consurner acceptaflce.

Me dic al b io te chnolo gy rel) eflue s are

expected to increase by at least

10 percent annually oaer

the next fiae years.

preponderant share of worldwide research dollars
and numbers of biotech products in development.
However, export growth of genetically modified
crops will hinge on timely approval by foreign
regulatory authorities and acceptance by consum-
ers.

Future growth rates will depend on the Ievel of
re'search and clevelopment, regulatory approval of
new products, demonstration of price/ performance
advantages, and consumer acceptance. According
to U.S. InLlustry tnd Tradt Ort/ook 1998, medical
biotechnology revenues are expected to increase by
at least l0 percentannually over the next five years,
given an increase in the number of biotech-derived
medicines in advanced stages of development and
bc.cause ofprogress in FDA regulatory reform which
is leading to quicker approval of new medicines.
Sales are expected to climb at nearly 20 percent
annually over the next five years. Overall sales for
the biotech sector are expected to reach Sl2 billion
bv 1998.rnd 518 billion bv 2002.

INDUSTRY LINKAGES WITH
MEDICAL SCHOOLS
The relationships between Colleges of Medicine
and the need for nearby laboratories is evident from
prior historical relationships. Most campus land
areas have very limited available sites to provide
the spact'for ntu'lab buildings. Funding and deliv-
erv systems necessary to satisfv growth opportuni-
ties in the biomedical testing industry is better
suited b the private sector as opposed to the inex-
perienced constructing staffing in the college envi-
ronment. A college usually links its research effort
to contract research grants from several domestic
pharmaceutical companies with testing activities
occurring not only on campus, but on the- critical
mass (available sites) to expand the connection
betn een academia and private industry. Below are

project, completinS the virtuous circle of service
branding."'a)

According to Stephen Moore, it makes no sense to
brand a regional shopping cente'r for the shopper.rrl
Moore says, "What they're (shopping centcr com-
panies, supplied) doing is not branding; it's closer
to institutional advertising."rrr Moore goes on to
say that the analogy of successful branding of other
companies, products, and services may not work
with shopping centers. "Think about when the
choice of where to shop is made-When we're
home 30 minutes from the mall. It's about conve-
nience."'r3

Ziccardi and Moinr! ask the question "ls a Great
Name Enough to Make a Successful Brand?" The
answer, they claim, is that there is a Iong list of
products and stores that stand for nothing in the
minds of customers. Unfortun.rtely, according to
Ziccardi and Moin, the people behind these prod-
ucts or running these stores do not know it. They
s.'ry that consumers are not fooled and, eventuallv,
these products and even the stores disappear.

Mottramrs states that, "The most important factor
that shapes the corporate brands of tomorrow will
be the increasing sophistication of consumers. When
it comes to consumption, the public is increasingly
media-advertising-design-brand- literate and, af-
ter more than 50 years of the consumer society, has
lost its naivete. It seems unlikely, therefore, that
companies will ever be able to 'dazzle' the consum-
ers with empty promises again. This has funda-
mental implications for all brands, not least for
corporate brands."

CONCLUSION
In order for branding to be a worthwhile endeavor
for a given shopping center company, it nec'ds to
bring something to the party that is better than or
different from what every other shopping center
company is doing. There has to be a special quality
or special qualities that one shopping center com-
pany has that another does not. With those cluali-
ties comes a promise from the shopping center
company to consistently deliver them to the con-
sumer.

Shopping centercompanies must create in the minds
of their customers an engram, where the name of
the shopping center companv is independent of the
designate.d shopping venue. As with We'stfield (su-
pra), the consumer's mindset as they think about a
shopping trip needs to be such that they want to go

to branded mall instead ofjust a generalized idt'a ttr

trek to the local shopping venue.

lf it can be done correctly, brandirrg can be a pow-
erful tool in the shopping center marketing "tool
box." lf donc incorrectlv, all the shopping center
company will have accomplished is to slap its name
onto its centers with no discernable end result.
Branding can enablc a shopping center companv to
tap into a set of stored values and create a covenant
relationship with the customer.

Shopping center companies need to realize that the
branding process can occur verv quickly in the
current age of "hype marketing." Brand e'quity can
result in the necessary awareness, perceived qual-
ity, and strong associations that shopping center
cclmpanies want to creilte in their customers.

It is up to the shopping center companies to deliver
the goods. They not only need to markc't thenrselves
to consumers. Shopping center companies must
market their centers to the desired retail('rs. It is a
territorial imperative that the shopping centcr ven-
ues contain the retailers that customers want to
shop. A shopping centc,r company can creirte all the
brand ecluity it desires, but if a customer wants to
shop at Old Navy, TJ Maxx, Abercrombie & Fitch,
etc. and the given center does not have that Particu-
lar retailer, the customers will go where those retail-
ers are located.

Central place and ag5;lomeration theories are im-
portant in this context. The largcr and more proxi-
mate' the center, th(' stronger likelihood that cus-
tome'rs will shop there. Delighting the customer
once they make the iourney to the center is the
essence of whether branding in a given instance
will be e,ffective.

lf shopping center companies can deliver the shop-
ping center experience in an entertaining and inter-
esting environment with the kind of retailers that
customers want to shop in a convcnient venue, then
branding mav be a worthwhile endeavor. If not, the
shopping center company will likt'lv stand for noth-
ing in the mind of the consumer and they will not
survive the branding.*,,
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THE SEVEN MAJOR APPLICATIONS OF BIOTECHNOLOGY

Health Care
. Pharmaceutical

Therapeutic drugs
Vaccines

r Diagnostics
Monoclonal antibody-based tests
Cenetic probes and DNA amplification
Agents to improve in vivo diagnostic imaging

. Gene therapy

. Tissue replacement

. Veterinary disease diagnostics, therapeutics, and vaccines

' Animal and plant "factories" to produce pharmaceuticals and chemicals

Agriculture
I New plant varieties for new or improved foods
. Safer pest control
. Plant disease diagnostics
. Improved livestock for food production
. Veterinary disease diagnostics, therapeutics, and vaccines
. Animal and plant "factories" to produce pharmaceuticals and chemicals

Food Processing
. Microbial starter cultures, enzymes, and vitamins
' Food contamination test kits

Marine Biotechnology
. Novel pharmaceuticals, chL.micals, and biomilterials

Industrial Processes
. Organic chemicals
. Mineral recoverv
r Bioelectronics
r Waste stream reduction
. Environmentalclean-up

' Energy production
(bioremediation)

New Understanding of Biological Systems
. Understanding human disease
. Deciphering the human genome
. Setluencing genomes of microorganisms and plants

Laboratory Instrumentation and Techniques to Support Life Sciences Research,
Development, and Manufacturing
. Nuclt'ic acid amplification technology
. Combinatorial chemistry

Soura: Arlapl*l frorl Biotechnology, Mdtt 1995, CalilLvnio Tradt, and Commcrct Agtnry
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used for in vitro (test tube) or in vivo (administered
in thL" body) testing.

ln vitro diagnostic substances are used for diagnos-
tic tests that are pcrformed in containers or instru-
ments and are used for identifying and measuring
normal or abnormal constituents of body fluids or
tissues. In vivo diagnostic substances are taken
internally to enhance the images of targetcd body
organs or functions during a diagnostic imaging
procedure suclr.rs nr.rgnetic rcs()nance imaging or
computed tomography. Diagnostic substances are
used for the earlv detection of disease, to distin-
guish betrveen diseases, or to monitor a present
condition or level of therapy.

Domestic Trcnds
According to the above-mentioned LI.S. /rrrlrrs-

try nnd Trnde Out loo,t 1998, the d iagnostic substances
industry is considered a mature industry in devel-
oped economies and one dependent on an increase
in the patient population and the introduction of
innovative products to spur gror^,th. Health care
cost-containment, consolidation among producers
and users, and advances in molecular biology are
among the forces reshaping the diagnostics indus-
try into the next decade. Sinc€'the earlv 1990s, cost-
containment programs to reduce health care expen-
ditures in the U.S. and major foreign markets have
placed diagnostic tests under greater scrutiny as an
area for potential savings. Thc spread of managed
car€' organizations and consolidation h,ithin the
ranks of hospitals and clinical laboratories, by far
the largest end-users of diagnostic substances, have
pressured suppliers to reduce prices. In this cost-
cutting environment, there is a trend ton'ard in-
creasing the automation of testing equipment to
handle more tests with faster turnaround times.

Nonetheless, an increase in demand for cliag-
nostic tests and U.S. produce,rs' international com-
petitiveness have resulted in healthy gains for the
industry over the last several years, The U.S. sup-
plier industry is diverse, comprising more than 500
companies involved in developing nen, diagnostic
tests, although only a handful dominate the U.S.
market- Likewise, about l5 companies, mainly U.S.
and European, account for 75 percent of the world-
wide sales of diagnostic substances. Most of the top
foreign companies operate in the United States and
have invested in or acquired U.S. firms.

BIOTECHNOLOGY
Biotechnology is defined [y r,;rrious U.S. govem-
ment publications as a set of e'nabling technologies

Domestic Trenils
More than 1,300 enterprises in the United States,

ranging from start-ups to multinationals, are in-
volved in industrial biotechnology, employing well
over 100,000 people. Sales ofproductsmade through
biotechnological means by U.S.-based firms, virtu-
ally nonexistent in 1982, rvere estimated at $9.7
billion in .1996 and 910.8 billion in 1997, an 11

percent increase over '1996, accordinB to Consulting
Resources of Lexingkrn, Massachusetts. Covern-
ments usuallv gather data concerning industries
based orr the product or service produced, not on
the method of manufacturing. Consequently, sales
of products made through biotechnology have not
been collc.cted as a separate industry, but have been
encompassed within traditional industry catego-
ries.

The greatest comnrercial impact of biotechnol-
ogy is in the discovery and production of new
pharmaceuticals, sa fer vaccines, and faster and more
reliable diagnostic tests. By 1996, 16 different drugs,
one vaccine, several in vivo diagnostic imaging
agents,and hundreds ofin vivo diagnostic tests had
reached the market, generating about $8.9 billion in
1996. Estimates of the exact number of biotech-
derived medicines under development vary, but
the upward trend is unmistakable. A 1996 survey
by PhRMA found that 284 biotech medicines were
in development, an l1 percent increase over.l995,
*'ith the largest increases occurring in gene therapy
and vaccines.

Tablc 2 lists the seven major applications of
biotechnology.

Biotechnology plays a vital role in the develop-
ment of tests to diagnose elusive food pathogens.
A 1996 federal regulation designed to reduce the
incidence of food poisoning in meat and poultry
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that use organisms or their cellular, subcellular, or
molecular components to make products or to
modify plants, animals, and microorganisms to
carry desired traits. Advances in molecular biology
in the last 25 years have led to the development of
recombinant DNA or genetic engineering, mono-
clonal antibodies, gent' therapy, DNA amplifica-
tion, genomics, and other technologies that have
become workaday tools in life sciences research.
These techniques provide scientists with the means
to uncover the genetic codes of organisms, find new
substances of potential industrial value, and modify
the genetic makeup of organisms with far greater
precision and speed than previously possible.




