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For rent: Office w/gr8 views, lots of ligh , green amenities

Commercial landlords are taking their cues from condo developers when it comes to branding their buildings

SHELLEY WHITE

here was a time when suffi-
cient square footage, a floor
lan and the right price was

enough to secure a great tenant.
But the way commercial build-
ings are being marketed is chang-
ing dramatically. Today, it’s all
about the employee.

“How’s the staff going to eel
working here? What's the quality
of the light like? Where is my
staff gomng to go for theirwo -
outs? Where’s the nearest park-
ing lot? Where’s the « earest
green space?” said ' avid Allison,
author of Branding Buildings Bet-
ter and co-founder of the Vancou-
ver marketing Braun/Allison

c
* on works  rimarily in

residential and recreational real
estate, where  uality of life and
amenities have been a focus for
20 years. But in recent years
Braun/Allison has started work-
ing on commercial rojects and
applying marketing methods
from the residential world.

“The idea is, there’s a lot of
good, smart thinking that’s been
going on for a couple of decades
now. Why are we reinventing the
wheel? Let’s use it”

For landlords the goal ~ “a
building people don’t want to
leave. They renew their lease,
‘they're willing to pay a little bit
extra. When the eases expire,
there’s a waiting list in the best of
alt “ble worlds because
you've got the cool building.”

One of Braun/Allison’s projects,
Sun Tower in Vancouver is a her-
itage building that’s beingire-
branded as Creative Commons.

e building’s website roclaims,
“This is not office space, this is
creative spac  ” and emphasizes

e buil - " g’s architecture, its on-
site fitness centr the neighbour-
hood’s cuisine and
entertainment options.

“What we're trying to do is tell
people this is a particularly awe-
some building in a great location,
and if you consider yourselves to
be creative thinkers - whether
it's a creative law firm, - - otogra-

her or government agency -
then this is going to be a creative
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‘Our marketing is 100% more focused on lifestyle and employees, and what it will be like to work there,’
said Paul Langer, senior vice-president at DTZ Barnicke. KEVIN VAN PAASSEN/THE GLOB AND MAIL

It's much more expensive to
have to continually replace
qualified loyees than to
worry if you have to pay an
extra$5a n rent.

Paul Langer
Senior ‘ce-presiden DTZ Barnicke

good decision.”

Em loyees are also a driving
factor behind the incorporation
of environmentally sustainable
features into new buildings, said
Mark Fieder, resident and -
aging director for Avison Young’s
Ontario division.

“You will never see a new
building built in Toronto that is
not in some way LEED certifi -
said Mr. Fieder. “It’s a branding

Landlords have been making
substantial investments in older
buildings * Toronto’s downtown
finan * districtasth attempt
tou - de  eir properties o
compete in this new green land-
scape, .Fieder said.

But:newer buildings with all
the bells an - whistles still] e
faster. “We've seen evidence of i
' e marketplace. The Telus
Tower ~ full, the RBC Centre is
full, 18 or Streetis oversub-
scribed and “t’s not even finished
yet”

In Toronto, ' e companies that
want young, creative talent are
overwhelmingly focused on get-
ting into the T us/RBC neigh-
bourhood. “A great example 15
your two major accounting
KMPG and PricewaterhouseCoo-
pers, have both gone to brand
new LEED-certified buildings
down ” said Mr. Fieder.

a landlord can’t provide com-
fort and amenities “they are go-

health clubs and shopping either

within the building or near |,

said Mr. Langer, who has been
easing office buildings on

of landlords for 30 years.

“It's much moreexp « ~ eto
have to continually replace quali-
fied employees than to worry if
you have to pay an extra $5a
square foot in ren " said Mr.
Langer.

He points to one of his com-

any’s - rojects, the Milestone
Corporate Centre *« Vaughan,
Ont., as an example of “what’s
new and what’s coming” in office
space. The package promoting
this LEED-certified building

green features such as wa-
ter-efficient landscaping, low-
VOC-emissions building maten-
als and a “living wall” - esigne
to help take contaminants out of
the air.

“Our marketing is 1000 more
focus : on lifestyle and em-
ployees, and what it will be like

Social networking we : sites
can help you successfully mar-
ket your commercial property,
says ‘avi- Allison, co- -under
of the eting firm Braun/
Allison Inc. an: author of
Branding Buildings Better. But
only if you do it ‘ght. Here are
eeti: from Mr. Allison:

Be helpful

LinkedIn and Facebook can be
valuable ways o arket your
s:-¢ butonlyifyouare® -

erested "+ a ing

‘th potential tenants, . Al-

lisen said. You should share
genuinely interesting informa-
tion, no just sales pitches.
“Say, for example, you have
building that : eeds medical

rofessionals as enants,” he
sai: “You could tart a Fac
book :age where you aggre-
ga and share info about best

racticesin medi - office in-
terio design.” You'd :  help-
ing medi ofessionals who
are also likely * . the market
for office s - ace.

Stop Twitter abuse

tter ° the channel most
abusedby er = estate in-
dustry, Mr. Allison said. “Man
people are using it as a -lace
to bleat on . - out what they
are selling, a use To
pickup e analogy I used
earlier, a Twitter feed for med-
ical - rofessionals could be
used to send out messages
when new informationis p: -
ed on the Facebook :age
about interior design trends”
You could also follow «: edical
professionals an: chat with
th .. about their interests or
post links to articles of inter-
est in blogs.

Energize your events

“No one is oing o come to
your free tour of the availa le
space fo lease in XYZ ower -
yawn. But lots 0 ' our follow-
ers may showup 'ra :ee

hub for Vancouver,” said Mr. Alli- issue - clients want to see their ing to be put in second or third to work there,” Mr. Langer said. ay seminar on « edi
son. suppliers are doing the right place when tenants are consider- “If we can all find ways to help office interior design - to re-
“It's not just about aname and  things within the environmental  ing options,” said Paul Langer, our consumers have better lives use the analogy one more
a logo, it's about establishing o side of the business. And human  senior vice-president and manag- | we're ughing,” said Mr. Allison. time - an: chances are those
brand. It’s a great example of resources is drivingi I'd say er of DTZ Barnicke’s office in the | “That's the shift we need to make  who showup "' bevery
how you can take a commercial ~ more than anything, because this northeast Greater Toronto Area. * the real estate community, re- qualifi - leads for the space
buildingand esom of the is what employées want” Ample natural light and superi- | gardless of the sector you're you have to lease.”
rules for residential and tell great “If you want to attract thebest  or air quality are at the top of working in.”
stories and help people under- talen you have to get on board employees’ wish lists, as well as Shelley White
stand why [relocating here] is a with these concepts. estaurants, healthy fast food, ecial to The Globe and Mail
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