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Needs of Today’s Office 
Consumer

Programming 
Making work interesting04.

With a major demographic transition underway in today’s work force, corporate users are faced with 
an ever changing work force, thus creating the need for owners and operators of the office 
environment to shift they way they deliver and think about office portfolios.

Food 
Truck to Kitchen01.

Amenities 
Making Practical fun

05.Fitness 
Better Together

02.

Experience 
Hospitality Approach 

06.Coworking 
Need for Flexibility

03.



The Experience Economy
Extending the office beyond 4 walls

Personnel 
Intentional hiring practice of 

targeting managers from 
hospitality.

Office 
Viewing our own offices as the 

optimal opportunity to sell.

5 senses 
Using scent, sounds, and other 

senses to create positive 
experience.

Training 
Being very intentional about studying 
best practices on service side of the 

business.

Support 
Use of technology to better leverage 
resources and time to deliver better 

service.

No longer is just 
managing the property 
and letting the customer 
come as needed good 
enough… this becomes 
the 4 Seasons 
experience.
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Coworking, Team 
Rooms, etc

Term

More “flexibility” 

Shorter terms, Cancel early

webex

INFORMATION

INTERACTION

How companies produce “work” is the principal disruptor:

The Internet

“Coworking”

Trends change the way the 
entire industry works.

Trends flatten out with 
only minor impact 

Trends reverse and 
everything goes back 
to business as usual.

?



Attributes of the pre-internet, Office 1.0 business space (1940 to 1995):

Intermediaries                                                         
Owned the “information” 
Project managed “deals”

A “footnote” 
Limited use 
Transitional

Core customers = capital markets 
“Forward-valuation” 
Experience commoditized

Traditional Supply-side

3rd Party Supply-side

Work produced “inside” 
Only practical option 
Lengthy commitment OK

Demand-side



Attributes of cloud-enabled, transitional Office 2.0 business space (1995 to 2015):

Limited impact 
“Business as usual” 
Lost information monopoly 
Perpetuate convention

Intermediaries                                                         

3rd Party supply-side (OaaS)
3rd parties drove innovation 
Players piled in 
“Land grab” 
Operating businesses-not asset managers 
“Customer centric” processes/systems 
Products the customer wants 
Disintermediators

“Asset centric” processes/systems 
Increasing capital intensity 
Sat on sidelines

Traditional Supply-sideDemand-side
“Work” and “place” dis-correlated 
300 SFPE to 200 SFPE 
Generational change  
“Freelance economy” 
Sharing economy 
Human capital metrics 



3rd Party supply-side (OaaS)
Land grab shifts to partnerships 
Barriers to “unsponsored” installations 
Asset ownership 
Next-gen service intermediaries

Attributes of a disrupted vertical industry; Office 3.0 not about “real estate”, but “workplace infrastructure products and services” (2015 to 2030-and beyond):

Reduced value of “dealmaking” 
Fee compression 
Expansion into OaaS operation 

Traditional Supply-side

Demand-side

Intermediaries                                                         

Primacy of Human Capital Mgmt 
100 SFPE 
Structural use of OaaS 
Reduced CRE capital intensity 
Shortened planning horizons 
Eroding primacy of “term” occupancy

Oversupplied conventional environment 
Focus on end-user traction 
Elements of hospitality and multi-family 
Re-engineered supply-chains 
Shorter leases = less predictable cash flows 
Re-engineered valuation models



Office 3.0 warrants doing things differently:

Traditional Supply-side
o Add “customer-facing” systems 
o Need strategy for OaaS products 
o Look to hospitality and multi-family 
o Less space, for shorter periods 
o Apply sharing economy principles 
o Streamline customer acquisition 
o Re-engineer for higher churn 
o Strategic customer programs 
o Buy, build or partner to execute 

Intermediaries                                                         
o Help demand-side take less space, for shortened periods 
o Help the various parties create solution-sets not “deals” 
o Help supply-side transition to the next-gen model  
o Upgrade strategic capabilities 

3rd Party supply-side (OaaS)
o Develop services delivery platform 
o “Owner as customer” is growth market 
o Occupier workplace environment management is growth market 
o Customer-facing real estate services is growth market 
o Lever customer-facing competencies as asset principals
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