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A White Paper on the Need to Create a Property Brand to Increase Value. Product marketers
have long known that every product has a consumer-perceived image. When the image is both
managed and positive to the objectives of the product it is a “brand”. Likewise, every piece of
commercial real estate has an image. Only a few have a brand. Creating a brand maximizes
income, velocity of transactions and value.
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Product marketers have long known that every product has a consumer-perceived image. That
image is good, bad or indifferent and is compared to other products in the same category. Product
marketers also know that the image can be left to the marketplace to create or it can be managed.
When the image is both managed and positive to the objectives of the product it is a “brand”.
Likewise, every piece of income producing real estate has an image. Only a few have a brand. And
that is a problem for today’s owners wanting to maximize income, velocity of transactions and
value.

The Leading Reason a Brand is Important
Brands command better pricing as compared to the generic. Here is why.
Without a differentiating factor the consumer will make their choice based on commodity pricing. A
case in point is that drivers will pass one gas station for another if the price is 1/10 of a penny less
because the consumer perceives no difference in the gasoline sold by each.
The Value Margin TM is the range where negotiation occurs in marketing and sales. It is positioned
between the psychological extremes of “Cost” and “Price”. The figure below is a graphic
representation.
Consumers, by nature, use the term ‘cost’ when
referencing buying something. For example, “This
car/ appliance/ house/ apartment “cost” me $X; or
“That is the “cost” of doing business”. This use of the
word “cost” reflects that they are giving up something
of significant value to obtain whatever they are
purchasing.
Conversely, the seller has established a “Price”. The
price is what the seller wants to obtain or gain by
parting with something of value.
The use of the words cost and price is more than semantics. The psychological concept behind these
words speak to the consumer’s belief they are parting with something of value whereas the seller is
gaining something of value. It places the two at opposite ends of the value spectrum. The space
between the two ends are what I call the Value Margin. Either the buyer or the seller commands the
Value Margin.
The more the buyer perceives a lack of value, the more the buyer will discount the price. The
converse is also true.

Creating, marketing and then selling a brand works to the seller’s advantage because it
automatically moves the seller’s product away from the commodity end of the scale, narrowing the
Value Margin toward the price end of the spectrum. The same is true when selling , renting or
leasing real estate. Yet few developers, landlords or their agents actively create and manage distinct
brands for their properties. The notable exceptions being medical office buildings, due to their
merchandising; and hospitality properties, with branding that occurs primarily because of the
brands of the different management companies rather than the property itself.
Here are some other reasons creating a property brand, marketing it and using it as a strategic
selling point is important.
1. Having a brand focuses all management and sales activities on the core objective for the
investment. For example, Volvo’s brand is safety so each product and model year is
designed around and expands their commitment to safety.
2. A brand differentiates the property from the general marketplace. It makes the selling story
easier to tell and more memorable for the marketplace. If the agent can’t describe the
unique value proposition of the property, then how is the prospect going to compare it to
other options? It will be commoditized.
3. A successful brand creates its own media and attention. People are drawn to the brands
they desire so the property and/ or the landlord’s brand ‘pre-sells’ the property to the
prospect.
4. A good brand identifies a market. This again simplifies selling or leasing. It identifies the
prospect market and customer, which adds velocity to the selling process.
5. The first to brand creates a perception of leadership. It places the competition on the
defensive, as their product will be compared to the leader.

UVB
The term Unique Selling Proposition (USP) was coined in the 1940s and is still taught in marketing
schools today. The definition of a USP states that marketing campaigns should make unique
propositions to customers that convince them to switch brands.
The issue with USP, as practiced by many marketers and sales agents, is that the proposition was
focused on the product’s features in order to differentiate it in the customer’s mind. More recently,
marketers and sales people have been advised to use the features to sell the benefits of the feature.
To illustrate the point let’s use the consumer automotive product, Volvo. A Volvo vehicle has many
safety features, the benefit of which reduced personal risk in an accident.
However, we believe this still is not a deep enough connection to a brand that will enhance income
and returns. For that, we believe that the marketing and sales message needs a clear and Unique
Value Benefit (UVB). The difference being a connection between the feature’s benefit and the value
it holds to the end consumer. Said differently, it is the benefit of the benefit. Returning to the Volvo
example, a UVB of the benefit of reduced personal risk is the peace of mind of the safety of loved
ones on the road.

In short, the more the marketer moves from feature, to benefit to the Unique Value Benefit the
stronger the brand.
We believe that the UVB is particularly important when marketing and selling (renting or leasing)
real estate. One of the reasons we state this is because virtually no real estate developer or owner is
marketing and selling to a clear Unique Value Benefit. This means that those who do stand out from
the competition.
Here are three other reasons:
1. It further narrows the Value Margin in favor of the developer or owner. The graphic below
illustrates the point.

2. It deepens the connection to the end consumer/lessee aiding in transaction velocity.
3. It simplifies the marketing message and adds clarity.
Creating a strong real estate brand, on a property by property basis and for the company as a
whole, is one of the best ways to create value.
Peter D. Morris is an acknowledged real estate expert and certified marketing director. He has
unique perspective gained from multiple roles in real estate including sales, leasing, asset
management, acquisition, development and property/facilities management as well as being the
Chief Operating Officer of a publicly traded real estate company. He has a depth of knowledge in
most real estate asset classes including multi-unit residential, mixed-use, retail, office, industrial
and hospitality. Peter has worked with top companies such as Cadillac Fairview, Brookfield
Properties, Marathon Realty, Grosvenor Americas and Colliers International. He also brings a global
perspective having worked in 8 different countries.
Greenstead Consulting Group is an international commercial real estate strategic consultancy firm
boosting real estate owners’ value and returns - propelling their success.

One of our areas of practice is assisting real estate owners and developers
create and execute on a brand strategy for their assets. Contact us today.
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