
in this issue:

The need for a state Goods Movement Action Plan (GMAP) 

actually evolved from information presented at the 2006 

Southern California International Trade Conference (SCITC) 

last fall. SCITC was presented by the Valley International 

Trade Association (VITA), a strategic partner of the Economic 

Alliance of the San Fernando Valley. 

 

According to Barry Sedlik, former acting secretary,

California Business, Transportation and Housing Agency 

(BTH), “It was at the International Trade Conference that 

the need for putting together a state plan fi rst surfaced.”  

Sedlik was the conference’s morning moderator.  

 

At the conference, a panel on goods movement featured 

Alan McCorkle, senior vice president, Maersk; Steve Arnold, 

regional sales manager, FedEx; Mike Doucette, director of 

planning, Los Angeles World Airports; and David Mathewson, 

director of planning and environmental affairs, Port of Los 

Angeles. They discussed the importance of goods movement 

infrastructure as a vital component of California’s economy.

 

“Governor Schwarzenegger is dedicated to improving 

our transportation infrastructure to support the demands 

on our primary corridors for moving goods and creating 

jobs,” said Sedlik.

On January 11, 2007, Governor Schwarzenegger 

launched the GMAP as part of his newly released Strategic 

Growth Plan. The GMAP was developed by BTH and the 

California Environmental Protection Agency (Cal/EPA) to 

keep California globally competitive through a systematic 

approach to goods movement that is also sensitive to 

the industry’s environmental impact. The plan outlines a 

comprehensive strategy to address the economic and 

environmental issues associated with moving goods via 

the state’s highways, railways and ports. 

The GMAP will guide allocation of $3.1 billion of the $19.9 

billion approved by voters in the Highway Safety, Traffi c 

Reduction, Air Quality and Port Security Bond Act of 2006 

(Proposition 1B). The GMAP addresses the various layers 

of the goods movement system focusing on the state’s 

four key transportation corridors—Los Angeles/Inland 

Empire, Bay Area, San Diego border region and the San 

Joaquin Valley. The plan was developed to promote 

economic growth, encourage the creation of new high-

paying jobs, and address environmental challenges.

summer 2007 

Local Trade Conference Impacts State’s
Goods Movement Action Plan (GMAP)

continued on page 11

PerspectivesREAL ESTATE

C o r e n e t  G l o b a l  S o u t h e r n  C a l i f o r n i a  C h a p t e r

by Barry Sedlik, former acting secretary, California Business, Transportation and Housing Agency (BTH)
and Bruce Ackerman, president & CEO, Economic Alliance of the San Fernando Valley

Message from the President & Chair2
Irvine in San Diego County?

Debunking The Bottom Line on
Commercial Construction Costs

Sponsors & Corporate
Learning Partners

Be Your Own Brew!

3

4

6

Real Estate Perspectives
Newsletter Team

CRE Projects Change More Than The 
Buildings

8

9
10

11 Local Trade Conference Impacts
State’s (GMAP) (continued)

Offi cers & Board of Directors

12 2007 Charity Gala/REmmy Awards

New Members

Real Estate Gala Benefi ts
Habitat for Humanity



Message from the President & Chair

2

As your newly elected President and Chair, we look 
forward to building upon the solid foundation of the 
2006–2007 Board and exceeding our four main goals for 
the upcoming year:

 1. Continue to provide learning programs for best
  practices and career advancement 
 2. Engage our current and prospective members
 3. Develop the Emerging Leader Program
 4. Provide an enhanced value proposition
  to our sponsors through quality networking and
  communications activities

Our leadership team, the Board of Directors, has 
been expanded  to 19 members  to provide better 
representation of our many interests. We have members 
on the Board to further develop our learning program 
(Alice Wilson and Barbara Stein), increase membership 
(Todd Anderson), develop our mentorship/Emerging 
Leader programs (Craig Zund and Charlotte Min-Harris), 
and coordinate communication with our members and 
sponsors (Melinda Hall-Wood).

Our chapter strives to recognize exceptional leadership 
in corporate real estate. The REmmy Awards (the 
inaugural chapter gala in December), will honor 
the achievements of members who have displayed 
innovation in corporate real estate. Frances Pawlak is 
aggressively working on fi nalizing all the details for the 
gala, which will also honor the chapter’s chosen charity, 
Junior Achievement, by donating net proceeds to the 
organization.

We now have a chapter administrator who is tasked 
with supporting our committees and assisting existing 
and future members in uncovering the many benefi ts 
of membership and exposing opportunities for chapter 
involvement. 

Another goal for 2007 is to further develop our four 
regions to better address specifi c interests. Our four 
regional advisory committees will work on developing 
”targeted” events and programs to introduce new 
prospects to the organization and bring a balanced 
membership base to our chapter. Some upcoming 
regional activities will include the annual Inland Empire 
California Speedway event in the fall and Orange 
County’s  Chat Noir membership event.

New educational programs are planned for 2007. 
Future programs include Mergers and Acquisitions in 
August and Advanced Lease Analysis in September, 
presented in both Los Angeles and Orange Counties. 
Courses are developed as a result of direct feedback 
from our membership and we encourage you to make 
suggestions if you have an idea for a program.

As always, our mission as a nonprofi t organization is to 
provide our membership with quality education, technical 
research and a peer to peer environment for learning 
and networking. The sponsorship program remains a key 
element of our continued success. With the generous 
support of our sponsors, our chapter continues to 
provide its members with valuable programs, events 
and initiatives to further raise the level of excellence in 
our profession. As always, approximately 50% of net 
sponsorship funds go directly into funding programs 
with the balance providing opportunities for educational 
scholarships, membership growth, local charitable 
contributions and the administrative needs of the chapter. 

Our annual sponsorship program is led this year by 
Jennifer Dryden of Northern Trust. If your organization 
would like to enhance your visibility with key decision 
makers, please consider joining our efforts as we build 
an even stronger chapter.

Finally, we  would like to welcome our new board 
members and acknowledge returning volunteers for 
2007/08: Jerry Porter (Cresa Partners), VP-Los Angeles; 
Campbell Hawkins (SCE), VP-Inland Empire; Dan 
Isenberg (Kaiser Permanente), VP-Orange County; and 
one of our newest members, Jason Anderson, who will 
be representing in San Diego. In addition, Patti Sagers 
will be working on the chapter’s Ambassador Program 
and Ted Heisler will be coordinating the San Diego 
Spring Summit’s community reinvestment activities.

We thank all members for supporting CoreNet Global 
and would like to offer an invitation to all non-members 
to JOIN IN!

Mary Jane Olhasso, President

and Alan E. DeFrancis, Chairperson

Mary Jane Olhasso

Alan E. DeFrancis
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Southern Californians know that the City of Irvine is located in Orange County but lately, San 

Diego’s news has been full of references to Irvine—The Irvine Company. First, it was the 

announcement that the fi rm had acquired a prime piece of downtown property for construction 

of a major new building. 

While details are scarce, construction could start as early as mid-2008. The company is in the 

planning and architectural design phase for a 34-story, 680,000-square-foot marble offi ce 

tower. The downtown development site, located at the northeast corner of Broadway and Pacifi c 

Highway, was acquired from Nat Bosa, one of San Diego’s largest condo developers.

Less than a month later, The Irvine Company announced that it has agreed to purchase the 

San Diego portfolio of properties recently acquired by an affi liate of The Blackstone Group from 

Equity Offi ce Properties in a high profi le deal with heated competition. The portfolio includes 

17 offi ce buildings and totals 2.1 million square feet. The buildings are primarily located in the 

University Towne Center (UTC) area of La Jolla, including The Plaza at La Jolla Village, which is 

considered to be one of the premier offi ce complexes in UTC. The buildings are 89% occupied.

“We believe in San Diego’s economic future,” said Val Wheeler, president of The Irvine Company 

Offi ce Properties, in a statement made when the deal was announced. “This is another long-

term investment by our company in a thriving area where we have built and owned offi ce 

properties for more than 25 years.”

Irvine in San Diego County?
by Andrea Moser

The Irvine Company’s Symphony Towers, 

or 750 B Street, offers shoreline views and 

is located near Petco Park, Horton Plaza 

and the San Diego Convention Center.

PLATINUM SPONSORS



Events Calendar
JULY 25, 6:00PM-8:30PM
“GREEN” Buildings
with Len Pilon, Director of Global
Real Estate for Herman Miller
633 West 5th St., Suite 300
Los Angeles 
For more information, contact:
Anthony Jenkinson, 800.686.6583 

JULY 26, 6:00PM-8:30PM
“GREEN” Buildings
with Len Pilon, Director of Global
Real Estate for Herman Miller
G/M Business Interiors,
110 “A” St., Suite 104, San Diego
For more information, contact:
Anthony Jenkinson, 800.686.6583 

AUGUST 8, 10:00AM-NOON
Strategic Partnering for Mergers 
& Aquisitions
with Randall Smith, VP Global Real 
Estate & Facilities, Oracle
Marriott Resort & Spa,
900 Newport Center Drive,
Newport Beach 

AUGUST 31, NOON-4:00PM
California Speedway
Networking Event
California Speedway
9300 Cherry Ave., Fontana

SEPTEMBER 26, 8:00AM-NOON
Advanced Lease Analysis
with Steven Marcussen, Executive 
Director, Cushman & Wakefi eld; 
Lorain LoSquadro, Sr. Program 
Manager, IBM Corporation; David 
Thomas, Principal, LBA Realty; 
David W. Wensley, Partner, Allen 
Matkins Leck Gamble Mallory & 
Natsis, LLP
Orange County location TBD 

DECEMBER 6, 6:00PM
CoreNet Charity Gala &
REmmy Awards
Warner Bros. Studios,
4000 Warner Blvd., Burbank

TO LIST AN EVENT IN
THE PERSPECTIVES CALENDAR,
PLEASE CONTACT: ROB KIRNER,
rob.kirner@staubach.com
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Should we build now or wait? These days, that’s 
a question corporate real estate executives 
and developers of commercial properties, are 
asking themselves frequently. Some delay 
construction, believing the cost of building 
commercial product will fall as the residential 
market cools. Others contend that the forces 
keeping commercial property development high 
remain unchanged. During a recent interview, 
Snyder Langston’s president, John Rochford, and 
senior vice president and chief estimator, Steve 
Nelson, debunked some myths about commercial 
development costs.

Myth 1: As the residential market loses steam, the 
overall cost of construction is coming down.

Reality: Residential construction and commercial 
construction operate differently and respond to 
dissimilar cost pressures. The overall cost of 
commercial construction is continuing to rise.

While it’s true that the cost of lumber—the 
primary building material used in Southern 
California’s residential sector—is falling, 
commercial construction gains few benefi ts. 
The primary drivers of current commercial 
construction are the cost of cement and other 
building materials, such as steel, glass, curtain 
wall and rebar. “In 2004 and 2005, we saw the 
cost of concrete almost double. Parking garages 
are almost two and one-half times more costly 
than they were three years ago because of higher 
concrete and labor costs,” says Steve Nelson.

“Prices are unlikely to fall,” adds John 
Rochford, “because California’s newly passed 
ballot initiatives will fund vast infrastructure 
investments in the very materials that are used 
in commercial construction. Developers also 
pay a premium for construction equipment. 
It’s a global environment now. If you have a 
crane that’s idling in a plant in Irwindale, you’re 
going to send it overseas. In fact, one-third 
of the world’s construction cranes are now in 
Dubai. People are comfortable doing business 
overseas and moving equipment around to 
different states and cities.” 

The ability to follow the work also keeps the 
labor costs of commercial construction high. In 
recessions during the 1980s and 1990s, skilled 
trades people moved to areas where the work 
was consistently good, such as Las Vegas. They 
haven’t moved back, leading to a shortage of 
skilled labor in Southern California.

Myth 2: Labor costs of commercial construction 

are sliding as trades people shift their focus from 

residential to commercial construction.

Reality: Commercial construction uses a 

different labor pool than residential—and this 

pool is diminishing.

Labor and construction costs are related in 
both commercial and residential building, but a 
surplus of labor in the residential market doesn’t 
mean that greater numbers of workers might be 
available to the commercial sector. Nelson says, 
“Residential contractors don’t get involved in 
the commercial market—it has different building 
codes, procedures and standards of quality. A 
plumber who works on tract housing would not 
work on a 10-story offi ce building.” 

What are the factors that create high labor 
costs for commercial construction? Another 
leading contributor is the shortage of skilled 
trades people in the Southern California 
marketplace. For example, many of the top trades 
people are booked for 2007 and will have jobs for 
2008 fi lled in by the fi rst or second quarter of 2007, 
making it diffi cult and expensive to secure the best 
subcontractors for a project. 

Rochford also points to the effect the pool 
of less skilled people has on construction 
costs: “Subcontractors have problems fi nding 
highly skilled workers. This situation drives up 
construction costs, because subcontractors 
don’t know how many times they will have 
to rework something or how productive 
their people are going to be.” Nelson adds, 
“Companies were able to have pretty aggressive 
schedules on projects because their people 
were experienced. The newer people are 

by Jo-E Immel

Debunking The Bottom Line on
Commercial Construction Costs
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still developing their skills, and their work is more 
methodical.” Nelson opines that the labor shortage is a 
“looming crisis” that may get worse before it gets better.    

Myth 3: The commercial market is overbuilt. 
The slowdown in residential construction will 
be followed by a slowdown in commercial 
construction that will  cause prices to fall.

Reality: The commercial market is strong and will 
remain on the upswing.

It’s true that the cost of commercial construction 
is starting to level off, but developers waiting for 
falling prices may never see them. The commercial 
real estate market is strong. For the fi rst time in 15 
years, the offi ce vacancy rate for Los Angeles has 
dropped below 10%. At the same time, the Inland 
Empire boasts one of the lowest offi ce vacancy 
rates in the country—below 8%. 

A market forecast from USC’s Lusk Center for 
Real Estate reports that capital fl ows are chasing 
diminishing amounts of offi ce and industrial space 
throughout Southern California. Developers are 
willing to commit their dollars to build new space in 
Los Angeles and Orange counties, as well as the 
Inland Empire—a hot market for new industrial space 
driven by warehousing of cargo moving through the 
burgeoning twin ports of Los Angeles and Long Beach.

Nelson says, “Markets are changing and maturing, 
creating opportunities for projects in areas that 
were considered ‘too far away’ to be suitable 
for commercial construction as little as 10 years 
ago. Snyder Langston is building two Class A offi ce 
buildings in the Inland Empire and expects to do more. 
Professionals are living and working in this region.” 

Finally, the Southern California Council of Governments 
(SCAG) estimates that an additional six million people 
will live in Southern California by 2020. These people 
will have to live and work somewhere. Southern 
California has tremendous barriers to entry, and 
the real estate and construction industries are 
addressing these challenges now. 

Myth 4: The smart developer goes to the spot 
market for materials to get the lowest prices.

Reality: The smart developer plays the counter-
intuitive card in project development. The general 
contractor and subcontractors are in place; materials 
have been ordered and are ready to go when building 
permits are approved--saving time and money.

“A project’s pre-construction phase has always 
been important, but only now are people realizing 

its value and potential,” Rochford says. “The better 
prices will come from getting your subcontractors 
on board early and securing your materials and 
manpower at prices that are as competitive as you 
can get them. If you wait until you have to go to the 
spot market, I think you’re going to pay a premium.”

Nelson adds, “Buying your labor and materials, 
and securing your subcontractors early on will 
enhance your schedule. If you hit the spot market, 
you’re going to delay construction start-up. It’s 
going to take seven months for materials to get 
to your job site. If you procure everything early, 
you’re going to save time.”

In a perfect world, the developer assembles 
his team fi rst. The consultants and the general 
contractor do the research and due diligence. 
The general contractor engages the key 
subcontractors off the market and on the job. 
When permits are approved, the best people 
and the best pricing have been secured and 
construction can begin immediately. Then the 
general contractor and key subcontractors 
manage the budget together. 

“California has felt the bite of infl ation a little more 
than some other parts of the country.  Moreover, the 
quality and caliber of construction has risen—our 
clients are more sophisticated and are asking for 
the best systems, products and trades people 
available—which has a direct impact on building 
costs,” Rochford says.  “To that end, Snyder Langston 
employees utilize budget management techniques 
that provide for escalation contingencies and 
value engineering.” 

UCLA’s Anderson School of Business recently 
forecast that nonresidential construction is well 
positioned to cushion the fall of the housing 
market. The report is projecting a 10% percent 
increase in nonresidential construction for the 
next several quarters. Some analysts believe that 
nonresidential construction is already softening 
the blow, according to numbers recently 
released by the U.S. Department of Commerce. 

The overall assessment by the experts at 
Snyder Langston is that by implementing 
a strategic approach, planning carefully 
and managing the budget, developers and 
corporate real estate executives can hold 
the line on costs even in today’s commercial 
construction market.

Snyder Langston, a leading 

Orange County-based 

construction and real estate 

fi rm, has built an impressive 

array of buildings in its 50 

years. The company has 

constructed offi ce parks, 

offi ce buildings and industrial 

space as well as retail 

shopping centers, cultural 

institution’s and local and 

national government buildings. 

Their primary market is 

Southern California but their 

high-end structures are found 

across the United States.

Los Angeles Air Force Base, Space & Missile 
Systems Center System Acquisition Management 
and Support Facilities (SAMS) in El Segundo, CA.

Photo courtesy of Tom Bonner Photography
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In the Florentine Lounge of the Jonathan 

Town Club, in the heart of L.A.’s business 

district, CoreNet sponsors and supporters 

gathered to raise money for Habitat for 

Humanity/Greater Los Angeles last winter. 

Sponsors and guests included corporate 

real estate executives representing fi rms 

from all the regions that comprise CoreNet’s 

Southern California Chapter, including San 

Diego, Inland Empire, Orange County and 

Los Angeles. 

Thanks to the commitment and dedication 

you and other supporters continuously show 

to improve the communities in which we 

live and work, the event was a tremendous 

success. Your active participation and 

community involvement enhances positive 

growth in Los Angeles and played a key role 

in making the Real Estate Gala for Charity a 

win-win event!

Our Southern California Chapter is proud 

to report that we raised $20,000 for a very 

active, deserving charity. These proceeds 

are going to Habitat’s Santa Monica Project 

and Build Day. This much anticipated 

construction project encompasses fi ve town 

homes for fi ve families right in the heart of 

beautiful Santa Monica. This day will be yet 

another opportunity for the chapter to give 

back to the community by donating “sweat 

equity” to the Santa Monica project. The 

actual date will be announced in the near 

future. To participate in Build Day, please 

contact Kathleen Neary at 310.709.8673.

To view photos of the Real Estate 

Gala for Charity evening, visit http://

corenetrealestategala.photorefl ect.com. 

You’ll see how the casino theme and 

elegance of the ballroom set the context for 

everyone being a winner. Thank you all, once 

again, for your generosity and dedication. 

The result was a huge success!

Enjoying the evening! Left to right: (Unidentifi ed guest), Dan 
McBrearty of Walt Disney, Heather Goyan and Chon Kantikovit, 
both from Grubb & Ellis.

Jennifer Dryden (l), vice president of Northern Trust, Grand Prize 
Drawing Sponsor, awards a $3,500 travel voucher to the winner, 
Elizabeth Dee (r).

by Elizabeth Taylor

Alexandra Aiken, Exterior Exchange Services, LLC
Peter Becronis, Kaiser Permanente
Joe Bevan, The Staubach Company
Matt Bohn, Quality Development
Mia Buchignani, HOK
Douglas Campbell, Arden Realty Inc.
David Chang, CB Richard Ellis
Darren Cline, Colliers International
Margot DeRamirez, O M Workspace
Andrew Ewald, Grubb & Ellis BRE Commercial
Lou Galiand, Alfa Tech Cambridge Group
Paul Genis, Amgen, Inc.
Gary Gerson, The Irvine Company
Emily Golembiewski, HOK
David Goodman, The Clorox Company
Claudia Hanson, Bricsnet
Tricia Harden, Gensler
Crystal Hoffman, BOE Alliance- Corporate Headquarters
Anthony Jenkinson, GM Business Interiors
Charlotte Jensen, OneSource Building Sus.
Jess Johannsen, Kastle Systems
Dawn Kazoleas, Mitsubishi Motors North America, Inc.
Meredith Kovach
John Luna, Property Condition Assessments, LLC
Mitchell Lundquist, The Staubach Company
Deborah  Luscomb, Herbalife International
Graham MacDonald, Cushman & Wakefi eld, Inc.
James Malone, Jones Lang LaSalle
Seth Martindale, CB Richard Ellis
Kinden Mitchell, Cushman & Wakefi eld, Inc.
Brian Ogden, Workplace Resource
Kelly Olson, DMJMH+N
Anthony Pagan, Avery Dennison Corporation
Gregory Peterson, BH Properties, LLC
Oliver Pilco
Robbie Robinson, Turner Construction
Allison Schneider, CB Richard Ellis
Michael Scimo, Trammell Crow Company
Gary Semler, Herbalife International
Anacleto Soriano, Linc Facility Services
Scott Steuber, Cushman & Wakefi eld, Inc.
Andrew Taylor, Trammell Crow Company
Nichole Todd, Gensler
James Walker, Jones Lang LaSalle
Carl Wesely, Wesely Thomas Enterprises, Inc.
John Wilson, Indy Mac Bank
John Wolf, Quality Development 

Welcome New Members

Attention New Members: Please be sure to meet
with your assigned Ambassador and share your
goals in joining CoreNet, so that introductions can
be made and goals achieved. For assistance, please 
contact VP of Ambassador Program Patti Sagers at
psagers@tandus.com .
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Habitat for Humanity

The Gala Special Events Committee gathers for a laugh in the 
Florentine Ballroom before the gala begins. Left to right: Brian 
Denton, Jim Walker, Robert Kirner, Kathleen Neary, Alison Benaderet, 
Jeff Richards, Marci Lofton, Elisabeth Taylor, Max Maxwell.

Everyone enjoys the games! Left to right: Lang Cottrell of LNR, Alan 
Aufhammer of Staubach and Bill Boyd of Grubb & Ellis.

Gary Conrad (l) of Howard Building Corporation was the title sponsor 
of the event, pictured here with Southern California CoreNet Chapter 
chairperson Debra Okamoto and president Dennis Potts.

Debra Okamoto (l), Dennis Potts and Kathleen Neary (c), of CoreNet 
Southern California present a $20,000 check to Habitat for Humanity’s 
president, Dave Neary, and VP of Construction, Kimball Diamond (r).

Michael Wiener of Gensler, sponsor of the gala’s live jazz band, 
converses with guests of the evening, including Maria Eppler, who 
fl ew from Knoll Chicago to attend! Left to right: Maria Eppler, Martin 
Klein, Michael Wiener, Bruce Mormon. 

Committee members Marci Lofton (l) of Johnson Fain, and Alison 
Benaderet (r) of Clune Construction, the evening’s Martini Bar & 
Lounge Sponsor, enjoy the evening they worked so hard to create. 
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PerspectivesREAL ESTATE CRE Projects
Change More Than The Buildings
Corporate real estate executives do not always 

think of themselves as change agents, but that 

is exactly what they are. Almost by defi nition, 

the very purpose of the CRE function is to 

create and manage change. Lease actions 

that change offi ce locations, building new 

facilities, relocating operational units, business 

expansions and contractions all place stress 

on organizations at multiple levels. It may be 

“business as usual” to you, but for your internal 

and external customers it is everything but 

normal. Work priorities are shifted, old routines 

are changed, and personal lives are affected, 

sometimes in very signifi cant ways. Regardless 

of the reason for these changes, everyone 

knows who is leading the charge on the project. 

They may be reluctant to call the CEO and 

express their views, but your number is there 

just waiting to be pushed. 

Several years ago I participated in a large 

development project, moving a long-established 

non-profi t to a new campus. Its history had 

been one of excellence in its fi eld, inattention 

to “unimportant” infrastructure areas, and 

several failed attempts to move to a new facility. 

Soon after joining the staff the opportunity to 

attempt another development and relocation 

project presented itself. From the outset it 

was obvious that this time it would work. The 

opportunities were nearly without limit. Aside 

from the design, construction and relocation 

project, large initiatives to upgrade technical 

infrastructure and skill sets were required, all 

of which were embedded in the culture of the 

organization—a culture which would undergo 

its own transformation. In short, change, and a 

lot of it.

When you’re tasked to lead a large CRE 

project, there are big questions to be 

answered. How will you be effective at leading 

this project? How will you develop broad-based 

participation and cooperation? How will teams 

be organized? Who do you need to encourage? 

Who needs skill support? Who is at risk? Who 

are the most important stakeholders? Who 

are the most important infl uencers? These 

questions and a host of others will likely begin 

to swarm around inside your head the instant 

you hear the “go” decision. Some of the most 

important questions, however, will be ones you 

ask of yourself.

Am I willing to be the fi rst one changed? 

One of the more interesting and sometimes 

challenging aspects of being a change agent 

is that you will be the fi rst to be changed. You 

will be bought into the project and committed 

to seeing it through before most others 

are engaged or possibly even aware of a 

coming change. That fact alone means your 

relationships will change, at least in the short 

term. The project may mean a different role for 

you, represent a diffi cult risk/reward scenario, 

or present any number of other challenges 

for you personally and professionally. Getting 

others involved and “bought in” quickly is 

important to developing momentum and 

minimizing any chance of isolation. How 

you lead from the front and help others to 

understand, accept and internalize the project 

and its goals will speak volumes to the team 

around you and help reinforce your credibility. 

Who will I lose by implementing this 

change? Possibly one of the toughest 

questions you’ll have to answer is how the 

change will affect others you depend upon. 

In large projects, especially those involving 

relocations, it’s not unusual to lose up to 

25% of key leadership staff. The project may 

position the organization for substantial and 

rapid growth, but it almost certainly will come 

by Ken Burkhalter, CFM
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at the cost of losing some talent. And the talent 

game is the number one game in business. As 

a leader of either the organization or the project 

you can count on unplanned staff changes 

occurring, often at the seemingly worse 

possible time. Therefore, one of your highest 

priorities must be a candid evaluation of the 

project team and key staff during the project’s 

earliest stages. Upon refl ection, you may 

realize some won’t be able to be successful 

in the project or the changed post-project 

environment. You may be able to predict who 

will have diffi culties in making required shifts, 

but are important to retain. In either case, 

you have the opportunity to approach them 

honestly and share your thoughts, beginning a 

dialogue and process that can help them make 

the best decisions and protect you against 

unwanted surprises. 

Will I be around after the change is made?  

Not a small or unlikely question. Just as others 

will fi nd a changed operating environment 

after the project completion, so will you. If 

you’ve been focused on leading a multi-year 

project, you may have been uninvolved or on 

the periphery as the organization continues 

to fl ex. When the time comes to turn your 

attention back to your original job, will it still 

be there?  If it is, will you be positioned to 

join step as you meld yourself back into the 

day-to-day life of the organization? Thinking 

about this early on provides the opportunity 

to put safeguards in place; not thinking about 

it until too late opens the door to unpleasant 

surprises. Given the chance, it’s likely you’ll be 

able to negotiate protections for yourself and 

turn your engagement as project leader into a 

greater win, both for you and the company. But 

it doesn’t happen by accident. An honest and 

transparent dialogue with corporate leadership 

is in order. You should walk away from the end 

of those discussions with agreement on the 

project charter and goals, your lines of authority 

and accountability, and your role after the 

project is complete. Some of these will certainly 

change over the course of time, but being a 

partner in their formation and acceptance gives 

you a seat at the table when changes do occur, 

allowing you to infl uence the outcome.

In the end, the project I mentioned earlier was a 

success. We were able to keep the leadership 

team together through intentional process and 

consistent communication while honoring and 

assisting those who had played an important 

role but needed to make transitions. The new 

physical plant with its enhanced capabilities 

and appeal became the springboard for 

rapid growth, development of important new 

partnerships, and the formation and launch of 

several new programs. 

We set out to build a new campus for the 

organization. In reality what we affected was 

a dramatic makeover of the institution, its 

culture and its reach. That’s often the case in 

large CRE projects, regardless of the business 

of the organization. Development projects 

simply have a way of testing and challenging, 

often leading to change in areas that hadn’t 

been considered a part of the project when 

the process began. Inevitably, they’re a part 

of the outcome. Those who understand this 

avoid the pitfalls of unplanned effects of the 

project process while allowing themselves to be 

strategic and intentional when taking advantage 

of opportunities.

Careful consideration should be given when 

you’re asked to lead a large change initiative. 

Before accepting the charter, think about the 

360 degree future. Plainly speaking, you need 

to ask yourself:  Am I willing to pay the price this 

change will require?  Leading is always diffi cult 

and change is often threatening. Leading 

positive change, however, can be one of the 

most important, empowering and dynamic 

things you will ever do.

Ken Burkhalter, CFM is Deputy Director of 

Facilities Services at The RAND Corporation 

in Santa Monica. His specialty is the planning 

and implementation of large capital projects 

and operational management of service 

organizations. 
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Be Your Own Brew!
by Jessica Spaulding-Thompson

Over a decade ago, before Starbucks jazzed up the world of 

caffeinated beverages with Euro-latte lingo and comfy retreats, 

could you imagine standing in line to pay $5 for a morning pick-me-

up? “The people who line up for Starbucks, aren’t just there for the 

coffee,” writes CEO Howard Shultz. “It’s the romance of the coffee 

experience, the feeling of warmth and community people get in 

Starbucks stores.” With one of the most distinctive brands of recent 

years, the now ubiquitous coffee chain has woven itself into the 

fabric of our lives.

Making an impact in today’s real estate marketplace is really 

no different from creating distinction in the world of tall lattes. 

Considering the avalanche of media that overwhelms us, it’s easy 

to see why it’s the powerful brand energy that stands out and gets 

noticed. “A great brand raises the bar,” writes Naomi Klein in her 2000 

book, No Logo. “It adds a greater sense of purpose to the experience, 

whether it’s the challenge to do your best in sports and fi tness or the 

affi rmation that the cup of coffee you’re drinking really matters.”

Since the dawn of brands in the 19th century, fortunes have been 

made through effective positioning. Think Marlboro, BMW, Nike, 

Coke, Microsoft and Campbell soup. Whether you embrace these 

brands or not, all have unmistakable identities that translate into 

emotional connections with customers and profi tability for the 

corporations behind them.

For today’s real estate fi rms, effective marketing and public 

relations is as essential as it is for corporations proffering consumer 

products. With information more accessible than ever, the fl ow of 

data has escalated to almost instantaneous delivery. Audiences are 

overloaded, making market differentiation increasingly challenging. 

In this competitive arena, doing the deal on the golf course is not 

enough. The need to develop a unique value proposition and bring it 

to market is critical for your bottom line.    

Developing a Unique Promise                                                                 

Whether your product or service involves coffee, cars or real estate, 

the process of developing a brand is the same. In all cases, it 

involves defi ning who you are and how your reputation is perceived. 

To do that, ask yourself: What is our big idea? What do we do for 

people and why should they care? If your brand has a competitive 

advantage, identify it! Let it become the “secret weapon” that 

motivates customers to choose you over your competition.  

Creating market differentiation will require defi ning your vision. 

Where do you want to go and what do you want to accomplish? 

Who are your customers and what are their needs and desires? In 

real estate, it may surprise you that your audience includes not only 

brokers, tenants and fi nancial partners, but also city offi cials, media 

and members of communities—both residential and business. 

Like a mission statement, your answers will defi ne your fi rm’s purpose. 

Synthesized into a strong brand, they will connect your business 

to customers, stakeholders and the industry. Most signifi cantly, 

relevant brand positioning will unite team members under a common 

vision—unity that will contribute to market leadership.

Once you’ve arrived at how you stand apart, the next challenge is 

delivering your message in a compelling, consistent manner. This 

can involve developing a distinctive logo, tag line, design scheme 

and defendable message platform. Taken together, these elements 

will deliver a unique promise to customers—an integrated manifesto 

you own, to which your strongest competition can only aspire.

Branding Belongs in Your Strategy                                            

Used effectively, your platform will be broadcast in websites, 

advertising, newsletters, brochures, press releases and speeches. 

In media relations, it will build awareness, enhance leadership, 

change perception and infl uence opinion. Check out whether your 

brand is truly unique with this simple test: Replace your company’s 

name in any marketing piece with a competitor’s. Would you change 

the copy? If not, you’ve failed to develop a value proposition that 

truly sets you apart.

By cutting through marketplace clutter, powerful branding converts 

demand into sustained profi tability. It defi nes a compelling purpose 

that resonates with customers. It builds image and reputation, 

driving shareholder value and increasing investor confi dence. It 

impacts employee morale, recruitment and retention. In sum, a great 

brand becomes your public persona and connects you with clients, 

both practically and emotionally. Without one, a corporation can 

become a faceless entity undermined by lack of commitment to a 

big idea. Can you afford to be part of such a scenario?

Jessica Spaulding-Thompson is president of Amies Communications, 

a Southern California-based full-service marketing communications 

fi rm that excels at defi ning and delivering client distinction.
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According to Bruce Ackerman, president and CEO of the Economic Alliance of 

the San Fernando Valley, “The GMAP identifi es solutions among the state’s goods 

movement corridors to reduce congestion and accommodate the expansion 

of trade between California and the rest of the world. It is an investment that will 

assure California’s position as a leading player in the global economy. We are very 

pleased that our regional trade conference had such a dramatic impact on our 

state’s future planning.” 

The Economic Alliance of the San Fernando Valley is a strategic private-public 

collaborative made up of businesses, government, education and community 

organizations serving the San Fernando Valley region and its fi ve cities:  Burbank, 

Calabasas, Glendale, Los Angeles and San Fernando. The Valley

International Trade Association (VITA), is a non-profi t membership-supported 

trade association and a strategic partner of the Economic Alliance, which is the 

only resource, referral and educational organization for international business in 

the greater San Fernando Valley.

Local Trade Conference Impacts 
State’s Goods Movement Action 
Plan (GMAP)
Continued from page 1

Bruce Ackerman, President & CEO
Economic Alliance of the San Fernando Valley



F I R S T  A N N U A L

Mark your calendar NOW and SAVE THE DATE for the 2007 Chari ty Gala/REmmy Awards

   AT THE GLAMOROUS
WARNER BROS.
 S T U D I O  L O T
   IN BURBANK

This fi rst annual event will recognize 
leadership excellence in the practice of 
corporate real estate. Dress in your best 
cocktail attire and step onto CoreNet’s 
red carpet—The Road to Real Estate 
Stardom—for what is sure to become a 
signature event!

Sponsorships are available! For information, contact Lanie Geldert at 949.417.6487  

DECEMBER 6th
THURSDAY

6:00 PM

This is your chance to shine at a
“must attend” gala that will draw VIPs 
from throughout Southern California’s 
real estate community.

All proceeds will benefit Junior Achievement, the 
Southern California chapter’s chosen charity.


