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From the Editors’ Desk

Keeping Employees Well Is More 
Than Just Good Business

IN BETWEEN THE LINES

W
e spend approximately one-third of our lives 
at work. So creating an environment that keeps us healthy and 
productive makes sense from both a business and a personal perspec-
tive. Today’s employees are looking for more from a job than just a 
paycheck. They want to work for companies that care about people, 
the community and the environment. 

In this, our wellness issue of Knowledge Leader, we showcase companies that are designing the 
future of the workplace. From The Regus Group, which has created and introduced flexible 
workspace centers in 105 countries and counting, to Ariad’s culture, driven by the well-being of 
its employees, organizations are fostering healthy and inspiring work environments. 

To find out what businesses are doing to make wellness a reality for their firms, we surveyed 
more than 200 of our clients. For a remarkable 85 percent of respondents, wellness ranks toward 
the top of all company priorities. In “Wellness Works,” Keith Perske, Colliers’ executive manag-
ing director of workplace innovation, explores what companies are doing to promote wellness 
and how doing so is impacting their businesses and their bottom lines. 

For our Follow the Leader article, we spoke to Atlantic Health Systems’ manager of employee 
wellness programs, Cristin Cooney. She provides sound tips on how to create an effective work-
place wellness program that benefits both employees and employers. 

Wellness programs can also be greatly enhanced by the quality of the building that the busi-
ness occupies. In Outlook 20/20, we look at the importance of office amenities and the environ-
ments owners are creating to attract top tenants. 

Inextricably tied to employee well-being is sustainability. Our CSR article shines the spotlight 
on Grosvenor, one of the world’s oldest property firms. It traces its commitment to sustainability 
to its founding. In addition, in Behind the Scenes, EverSource explains how even existing build-
ings can become more sustainable through retro-commissioning. 

We hope you enjoy reading this issue of Knowledge Leader as much as we have enjoyed high-
lighting these exceptional businesses and initiatives. If you would like to learn more about how 
to create a productive and healthy work environment, please give us a call. 

David Bowden 
Chief Executive Officer | Canada
Colliers International 

David Bowden

Craig Robinson 
President | USA
Colliers International 
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Spotlight THE PEOPLE, PLACES AND EVENTS SHAPING THE INDUSTRY

Expanding Capabilities to 
Enhance Client Service
Augmenting existing services with best-in-class companies.

ACQUISITIONS

colliers international continues to solidify its 
place as a global leader in commercial real estate services with the 
recent acquisitions of Strategic Business Solutions (SBS), CASE 
Commercial Real Estate Partners LLC, Pointe Group Advisors and 
IDB Real Estate Management (IDB). The transactions further the 
company’s evolution as a top-tier brand in key markets and service 
areas around the world. With these moves, Colliers builds upon its 
already broad array of capabilities through a strategy that, accord-
ing to Chairman & CEO Jay Hennick, balances “strong internal 
growth augmented by strategic acquisitions.” Colliers continues to 
regularly review acquisition opportunities, of which these recent 
additions are only a sample.

In partnering with Connecticut-based SBS, Colliers bolsters its 

project management and sustainability services. For two decades, 
SBS has provided project management services; technical and 
financial analysis; advocacy and oversight of new construction; 
renovations and retrofits; and tenant and leasehold improvement 
projects. SBS is also a national leader in energy and sustainable 
services, providing energy sustainability management, commis-
sioning and retro-commissioning to ensure buildings are efficient 
and environmentally friendly. It currently provides energy and 
sustainability services to more than 10 million gross square feet 
of Leadership in Energy and Environmental Design (LEED®) 
registered space, and manages in excess of $1.5 billion worth of 
projects. The acquisition adds 70 professionals with expertise in 
healthcare, education, financial services, industrial and logistics, 
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Making Your Space Work

colliers is staying at the lead-
ing edge of business through its Strategy 
& Innovation Practice, which is helping 
businesses look beyond traditional port-
folio management and focus on location 
and workplace design. The group, led by 
executive managing director and expert on 
global business alignment Chris Zlocki, is 
enabling occupier clients to realize their 
revenue and operation performance po-
tential by doubling down on analysis and 
technology.

Two professionals are cementing Colliers 
as a leader in this rapidly evolving field 
of occupier services. Dr. Martha O’Mara 
joined Colliers in February from Corpo-
rate Portfolio Analytics, where, in her role 
as cofounder and managing director, she 
established herself as an authority on the 
integration of corporate real estate plan-
ning with strategic business planning. She is 
also author of Strategy and Place, the field’s 
definitive source for aligning organization 
and strategic objectives with long-term cor-
porate real estate portfolio planning. Now 
as executive managing director, head of 

consulting, 
O’Mara 
provides 
industry-
leading 
advisory 
services in 
manage-
ment 
consulting, 
portfolio 
optimi-
zation 
and location strategy. She helps businesses 
determine the right size, place and location 
for their portfolios. 

In addition to finding choice locations, 
Colliers is helping businesses use the 
workplace as a competitive advantage. 
Spearheading thought leadership in this 
regard is new executive managing director 
of workplace innovation Keith Perske, a 
heavyweight in the field of workplace strat-
egy and design. Prior to joining Colliers, 
he designed and deployed a set of work-
place principles for Johnson & Johnson’s 

global 
portfolio 
of more 
than 60 
million 
square 
feet across 
more than 
900 office 
locations. 

With 
Perske’s 
insights, 

Colliers clients are learning that opti-
mized spaces add value: Creative work-
place solutions attract and retain talent, 
improve corporate culture, increase pro-
ductivity overall and encourage individual 
wellness. 

The Colliers 360 analytics platform 
complements Colliers’ Strategy & Innova-
tion Services. It allows clients to find sav-
ings in their portfolios, track projects more 
seamlessly and gain access to real-time data 
about their corporate real estate and facili-
ties management performance. KL

OVERVIEW

DR. MARTHA O’MARA,  
EXECUTIVE MANAGING DIRECTOR,  

HEAD OF CONSULTING

KEITH PERSKE,  
EXECUTIVE MANAGING DIRECTOR  

OF WORKPLACE INNOVATION

Creating value for companies and workers.

hospitality and more.
The purchase of Dallas-based CASE 

grows Colliers’ north Texas operations to 
182 professionals, 79 of them advisors, 
and amplifies services in key sectors such 
as medical office, corporate solutions, 
retail, self-storage, investment sales, 
healthcare, corporate relocations and law 
firm services.

Miami-based Pointe Group Advisors 
enhances Colliers’ growing presence in 
South Florida and expands its property 
management services in the region. The 
acquisition brings 70 veteran profes-
sionals from four offices along with a 
property management portfolio of 9 
million square feet of office, industrial, multifamily and retail space 
throughout Florida. Colliers’ South Florida operations now total 
nearly 100 professionals from Vero Beach to Key West.

“The acquisitions of SBS, CASE 
and Pointe Group Advisors not only 
strengthen our operations but expand 
and enhance our business nationally,” 
said U.S. President Craig Robinson. “The 
additions of these experienced, deep and 
enterprising teams ensure our clients are 
continually delivered a robust set of tools 
and comprehensive services to address 
their business needs.”

IDB, a leading firm in Belgium, expands 
Colliers’ existing asset and property 
management businesses in Europe. “The 
Benelux region remains an important 
market,” noted Chris McLernon, CEO 
of Colliers EMEA. “Strengthening our 

capability and service offerings, particularly in asset and property 
management, is essential to delivering customized services seamlessly 
to clients throughout Europe and the rest of the world.” KL

“The additions of these 
experienced, deep and  

enterprising teams  
ensure our clients are 
continually delivered a 
robust set of tools and 

comprehensive services 
to address their  
business needs.”

— CRAIG ROBINSON, PRESIDENT | USA 
COLLIERS INTERNATIONAL 
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Executive Insight

National Director, Healthcare Services | USA
Colliers International 

VISION

How did you get started in  
commercial real estate?

As an undergraduate, I studied to be a 
dietitian. But I realized that to be a dieti-
tian in Wisconsin meant spending my life 
telling dairy farmers that they had to drink 
skim milk. So I shifted gears and got an 
MBA with a concentration in healthcare 
administration because I had interned in 
a hospital environment. My husband then 
got a job in Davidson, North Carolina. I 
interviewed for a clinical position at a hos-
pital there. “We have this real estate job,” I 
was told. “It’s easier to teach someone real 
estate than to teach someone healthcare. 
So, we want you to learn how to do real 
estate.” That was 1988, and I have done 
healthcare real estate from the client side 
for 25 years.

Was it always your plan to stay  
in commercial real estate?

I thought I would stay in the healthcare 
sector and do the real estate gig for a while, 
then venture into more traditional hospital 
administration. I discovered I really liked 
the corporate perspective of being able 
to work not just in a single hospital but 
across a whole system. I was very fortu-
nate to join Carolinas HealthCare System 
(CHS) at a time of tremendous growth 
with a really vibrant leadership team. The 
corporate function became a dynamic 
opportunity to learn and do things within 
the organization that I wouldn’t have been 
able to do if I were in a traditional role of 
being limited to a single hospital. 

How did you end up at Colliers?
After 25 years, I wanted to see some 

different perspectives. And so I went to 
work as a consultant. Colliers was one 

of my clients. I worked on the steering 
committee that was doing an evaluation 
of the healthcare real estate sector within 
the company. I interviewed with Craig 
Robinson. He shared his vision of Colliers 
being client-focused: If we serve the client, 
then the client wins. If the client wins, we 
will ultimately succeed as a company. That 
resonated with me, having been the client. 
It’s an exciting opportunity to be on the 
other side and to think what a client might 
think and help Colliers focus its healthcare 
services and build out a platform with that 
very client-centric focus. That’s what I’m 
trying to do.

What advice would you give  
to young professionals?

Don’t specialize too early in your career, 
because it is so important to have a well-
rounded skill set from whatever career 
path you choose. Also, make a decision; 
you can always change it. Spending too 
much time looking for the perfect solution 
is career-limiting and immensely frustrat-
ing. Make a decision the best you can. You 
can always improve and fix it. And then 
you make progress.

Who are your biggest influences?
My mother is a huge role model. She 

was the first person in her family to 
graduate from high school and raised 
seven children, all with a tremendously 
grounded approach to life. She is gener-
ous and strong-willed. My younger sister 
had cerebral palsy. I watched my mother 
be a powerful advocate for her. How my 
mother treated her has had an enormous 
influence on my family: We have all gone 
on to service-oriented roles as a result 
of her caring for someone and making 

us really want to contribute. One of my 
other sisters is a public defender, another 
in physical therapy, and yet another who 
works in an operating room. We all give 
back. My mom and my sister are the two 
strongest forces who shaped who I became.

What motivates you most about 
healthcare-related real estate?

In healthcare, whether it’s a lease transac-
tion or a property management project, 
all of us contribute to the most important 
thing the sector does: We help save lives. 
We, as providers of service, have to sit 
back and think, “What is the impact of 
what I’m doing and if I do it well? And 
what happens if I don’t?” All sectors of real 
estate are important: We do things in a 
physical space. But the healthcare service 
that’s being delivered in this specific real 
estate space is particularly compelling to 
me. Anyone who has ever had a loved one 
in a hospital can relate to this. KL

As national director of healthcare services in 
the U.S., mary beth kuzmanovich 
heads up national business development and 
relationship management with healthcare 
industry clients for Colliers International. 
She has more than 25 years of experience in 
healthcare real estate strategy and opera-
tions, including her previous role serving as 
vice president in the Facilities Management 
Group at Carolinas HealthCare System.
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Mary Beth Kuzmanovich

By Bret Federigan
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To attract and retain the 
best and brightest talent in today’s 
commercial real estate market, 

building owners and tenants are focusing 
more on amenities than ever before. As 
a guest blogger for Convene—an owner/
operator of meeting centers—Thomas 
Vecchione, principal of the international 
architecture firm Gensler, writes: “Office 
spaces that engage employees by creat-
ing unique experiences create value and 

function as a strategic business asset 
rather than just a workspace.” (“Creating 
Value Through Placemaking,” November 
3, 2014.)

In the past, approximately 3 percent of 
portfolio space was committed to features 
like gyms and on-site dining. Today, own-
ers should expect to allocate approximately 
10 percent, and those who are trying to 
attract highly sought-after tenants should 
look to reserve 12 percent or more.

First Impressions Matter
Just a few years ago, recession-era inves-

tors were focused on keeping costs down, 
operating efficiently and delivering low 
bottom lines to potential tenants. An 
uncertain economy steered companies 
toward frugality. Now, however, builder-
grade materials and construction methods 
that favored cost savings have given way 
to differentiation through quality. The first 
things visitors see and touch can dramati-
cally shape their opinions of an asset. An 
attractive property anchored by an open, 
inviting lobby with lots of glass and a 
bright color palette stands out before one 

Outlook 20/20 HOT TOPICS MAKING HEADLINES TODAY

By Andrew Steele and Phil Stafford

Amenities Are Hot Commodities
Feature-rich office assets grow in popularity.

ADDED VALUE

Take a Break. The employee 
lounge at 440 South Lasalle 
Street in Chicago.
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even sets foot inside. Moreover, developing 
a brand and logo for the building gives it 
an identity—something that visitors take 
with them and remember later—which is 
currency in today’s marketplace. 

Upping the Amenity Ante
A standard set of spaces defined many 

office buildings from the previous real 
estate cycle: basement gym, bicycle rack, 
parking garage, high-speed Internet and 
maybe a rooftop deck. Now, these are just 
starting points. Incentivized by an array 
of market forces to take less space and 
provide greater benefits to employees, ten-
ants are expecting more from the buildings 
they choose. Usable shared resources are 
big-ticket items. Fully equipped, profes-
sionally staffed fitness centers are quickly 
supplanting spare-corner weight rooms. 
Buildings and tenants frequently partner 
with fitness vendors and health insurance 
companies to subsidize membership rates. 
When fitness centers are combined with 
secure, weather-protected, bicycle-locking 
facilities, easy-access showers and rentable 
lockers, building users are presented with 
healthy lifestyle solutions without having 
to leave the office. 

Designing Microcommunities
The technology industry jump-started 

the idea of developing exciting in- 
office experiences and placemaking 
more than 10 years ago. Since then, 
the concept has been adopted by the 
creative industry and is quickly becom-
ing mainstream. In areas that emphasize 
the live-work-play lifestyle, tenants often 
collaborate to develop a bustling ecosys-
tem. Many retailers provide discounts 
to office users, helping to create more 
complete communities. Private tenant 
lounges offer inviting areas to decompress 
or hold meetings outside of the office 
environment. Complimentary Wi-Fi, 
casual seating, gardens and televisions or 
gaming are all becoming popular. These 
spaces complement modular building 
conference facilities, which may be easily 
booked through an online system or con-
cierge. Add in healthy-eating options and 
cafés offering coffee or smoothies, and the 

main ingredients for a successful modern 
office are in place. 

Standing Apart From the Competition
An amenity package can make a  

statement that differentiates a building 
from the competition. Tenants are  
looking not only for spaces that impress 
them; after the shine has worn off, the 
day-to-day experience can significantly 
influence their decisions. If security is a 
concern, the tenant journey should begin 
with fast, high-caliber turnstiles that ease 
congestion and create a tactile sense of 
quality. 

Next, high-speed elevators that arrive 
promptly are constant reminders to ten-
ants that their needs are taken seriously. 
Elevator cabs that match lobby décor 
are a hallmark of thoughtful design. In 
addition, high-rise buildings are ideal for 
destination dispatch systems, smooth-
ing the ingress and egress process. While 
Captivate Network–style screens help 
pass the ride between floors, a cellular-
distributed antenna system is a welcome 
addition to anyone attempting to travel to 
and from the office without interrupting 
a business call because of a loss of signal. 
Freeing tenants from the virtual tether of a 
communication tower is not necessarily a 
mission-critical objective, but it is exactly 
the type of memorable detail that a highly 
mobile workforce appreciates.

Cost Is a Factor
Owners should be aware that building 

improvements come with several costs. 
Renovations are not cheap. An eight-figure 
budget for a complete lobby and amenity 
overhaul in an A- or B-class office tower 
would not be unrealistic. In addition, 
capital expenditure projects increase value 
on annual tax assessments. 

It is also becoming standard practice 
to devote an entire floor—normally the 
same level as the management office—
to amenities. These amenity plates cut 
into revenue-generating suites; however, 
benefits come in the form of increased 
rents, higher-quality tenants, improved 
tenant retention and higher listing prices, 
both in the leasing and investment sales 
markets.

A comprehensive amenity package can 
create premium value if executed in a way 
that is meaningful to the target demo-
graphic. Investors should also be mindful 
of traditional real estate canon: Location 
matters, public transit is the only way to 
travel for large portions of the workforce 
and one size does not fit all. 

As the workforce places more value on 
choice in working environments, invest-
ment in a unique amenity set can make 
the difference between an energetic, 
productive campus and unused vacancies. 
Forward-looking owners cannot afford not 
to consider these options. KL

Grab a Bite. 440 South LaSalle Street’s employee cafeteria.
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Cities to Know QUICK FACTS AND FIGURES

Knowledgeable 
workforce

71%

55%

Most livable city12

Copenhagen has the greatest concentration of highly quali-
fied labor in Northern Europe 

Source: Copenhagen.com

of its 21,000 hotel rooms hold an 
eco-certification—the highest percentage 

of any capital city 
Source: Copenhagen CVB

of all Copenhageners commute by bicycle 
Source: Copenhagen CVB

according to Monocle’s 2013 Quality of Life Survey 
Source: Copenhagen CVB

Michelin-starred restaurants 
in the city 

Source: Copenhagen CVB

Copenhagen
Knowledge Leader shines a spotlight on the capital city  
of the happiest country in the world. By Teresa Kenney

The capital of denmark—the happiest country in the world, according to the World Happiness Report 2013—Copenhagen 
received the World Smart City award in 2014 for its efforts to create a greener city, higher quality of life and a healthy business  
climate. Here are just a few more reasons why Copenhagen is a smart place to live, work and visit. For commercial real estate  

information, contact Jeppe Schønfeld, CEO, Colliers International, Denmark, at jeppe.schoenfeld@colliers.com or +45 58 58 38 01.

1.9 million
population of Copenhagen 

Source: Copenhagen CVB



Fall 2015      C O L L I E R S  I N T E R N AT I O N A L       11

86%

Largest

No. 1

of the workforce speaks English 
Source: Copenhagen CVB

cargo airport in Northern Europe 
Source: Copenhagen Capacity

(Denmark) business-friendly 
climate in Europe, according to 
the World Bank Group’s report, 

“Doing Business 2015”

Second-oldest
amusement park in the world,

Tivoli Gardens, is located in Copenhagen
(the oldest, Bakken, is 10km North)

2025
the year by which Copenhagen is 
working to become CO2-neutral 

(Source: Copenhagen CVB)

134
global flight connections 

Source: Copenhagen Capacity
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Creating Legacies
Grosvenor’s commitment to sustainability spans centuries.
By Niki Stojnic

W hether it’s a nearly 
100-year-old Leadership in 
Energy and Environmental 

Design (LEED) Gold-certified building 
in the heart of San Francisco, a mixed-use 
development on the Washington, D.C., 
riverfront across from Nationals Park base-
ball stadium or a green-roofed Vancouver, 
British Columbia, residential building, 
Grosvenor knows a thing or two about 
creating iconic properties.

Perhaps it takes one to know one—the 
300-year-old, privately owned property 
development and investment group is an 
icon itself, with roots that reach to London 

beginning in 1677, when the Grosvenor 
family took on 500 acres of swampland, 
pasture and orchards. In the 1950s, the 
family took its successful estate manage-
ment business abroad. 

Back then, “sustainability” wasn’t a con-
cept in the way we know it today. But Tom 
Ohlson, senior vice president and general 
manager of the Grosvenor Americas’ San 
Francisco office, says, “It has always been 
part of our company in terms of how we 
approach properties. It might not have been 
called ‘sustainability,’ but there has always 
been sensitivity to the issue, concern for the 
land, a far-reaching outlook on our proper-

ties. Sustainability is sort of a buzzword, but 
it’s really embedded in our thinking.”

These days, that means landscaping with 
indigenous plants in Chicago, imple-
menting a water-wise irrigation system in 
Vancouver, bringing a bike-share program 
to a Calgary residential building—and 
beginning to include LED lighting in all 
of the above. Properties such as San Fran-
cisco’s 251 Post Street, a 1908 six-story 
post-earthquake building that Grosvenor 
brought up to LEED Gold standard in 
2012, is emblematic of the company’s 
ideals, which prioritize choosing urban 
properties and locations that blend 

CSR CORPORATE SOCIAL RESPONSIBILITY

The Rise. Located in Vancouver, British Columbia, 
Grosvenor’s The Rise features sustainable design ele-
ments, such as a green roof and low-flow water fixtures.



Fall 2015      C O L L I E R S  I N T E R N AT I O N A L       13

history with strong growth and sharp 
environmental awareness. “We are  
always thinking about how we fit into 
the ethos of a city. We understand the 
importance of living and being in cities,” 
says Ohlson.

He recalls making 251 Post Street 
LEED compliant—including reducing 
water use by 30 percent and installing 
a 200-square-foot vegetated roof over 
the mezzanine floor—with Colliers 
International’s Cecile Taylor, who was as 
enthusiastic about working through the 
LEED details as Ohlson. Taylor went on 
to get her own LEED accreditation for 
future work. Ohlson says that it’s a good 
example of Colliers’ 
shared understand-
ing of Grosvenor’s 
values.

However, what 
works in San Fran-
cisco may not be sustainable in Hong 
Kong, and the company uses its global 
reach to share knowledge across conti-
nents and teams in order to stay nimble 
and on top of the best green development 
ideas around the world.

“With an international platform, we can 
share best practices,” says Ohlson. “We 
hear about these different activities [and 
that] becomes a common sense thing: 
‘Oh, we should look at that for our other 
properties.’”

But locations also have unique needs 
that don’t translate as well. In London, 
for example, Ohlson says the company is 
studying the possibility of using geother-
mal heat (transferred from the ground). 
Meanwhile, “Here in California, we’re in 
a major drought, so we’re looking at drip 
lines and water restricters.”

Mitigating resource scarcity, such as 

California’s limited water, has become a 
big priority for the company, and Ohlson 
sees that as a continuing challenge in 
developing future residential and commer-

cial buildings. He notes, “People are saying 
that water is the new oil,” something that 
will generate creative solutions for years 
to come. Grosvenor keeps tabs on utility 
usage throughout its properties to monitor 
energy consumption, with a goal of lower-
ing it where possible.

One thing is certain: This company, 
steeped in history, takes a forward-looking 
approach to development and property 
stewardship, which serves its many com-
munities well. “We’re over 300 years old,” 
says Ohlson, “and we certainly expect to 
be around 300 years from now.” KL

Historic. Grosvenor 
renovated its buildings 

at 185 and 251 Post 
Street. 

“We are always thinking about  
how we fit into the ethos of a city.  
We understand the importance  
of living and being in cities.”
— TOM OHLSON, SENIOR VICE PRESIDENT AND GENERAL MANAGER, 
GROSVENOR AMERICAS’ SAN FRANCISCO OFFICE
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Track Stars
How the Internet of Things is improving the workplace.
By Paul Booth
Director of Marketing Technology | Colliers International

U nderstanding the data of  
a business problem, then measuring 
the impact of course corrections 

through metrics is nothing new. Market-
ers and researchers have been assessing 
performance, identifying leading indicators 
of change, searching for insights, and then 
testing, honing and growing healthy en-
terprises for years. What is new in the past 
decade is the art of applying this Moneyball 
strategy to other parts of our lives. Whether 
it’s Major League Baseball roster moves, the 
efficiency of our buildings or the health of 
our people and teams, big data and the sci-
ence behind it are impacting everything.

Tracking Health and Wellness
As with most innovation, new technol-

ogy is driving rapid change. The low-cost 
availability of smart devices and connected 
sensors that are linked to near limitless 
cloud-based data storage and powerful 
number-crunching computers is accelerat-
ing the rapid adoption of the quantified 
self movement. Quantified self embraces 
the idea that we can improve individual 
health and wellness by measuring and 
monitoring our everyday activity. 

Fitness-related wearable technology 
is pervasive, along with the hope of 
improving individual health. Many of us 

are strapping on Fitbits, Fuel bands and 
Apple Watches to track daily physical 
activity levels, caloric intake, sleep quality 
and the like. The goals are incremental—
eight hours of sleep a night or 10,000 
steps a day—but the long-term benefits 
are undeniable: According to the Na-
tional Institutes of Health, lack of sleep 
increases the risk of obesity, heart disease 
and infections. And the American Heart 
Association says walking the equivalent of 
30 minutes per day is the simplest posi-
tive change you can make to effectively 
improve heart health. 

While many monitor activity alone or 

Trending WHAT’S NEW FOR BUSINESS

Track Star. Pivotal Living Band 
is a Bluetooth-enabled, daily-
activity tracking wristband.
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among friends through social media, some 
companies are seeing the team value of 
this movement to enhance personal and 
professional productivity. Colliers Inter-
national set out to measure the activity 
of its entire workplace in Seattle to drive 
employee wellness, enlisting its employees 
in a walking challenge: 10,000 steps a 
day, every day for two months. Colliers 
partnered with Pivotal Corporation, a 
local startup that produces a low-cost, 
Bluetooth-enabled, daily-activity tracking 
wristband called the Pivotal Living Band. 
Aside from providing the most affordable 
fitness tracker with a screen, Pivotal is also 
uniquely focused on enterprises, targeting 
workplaces and teams. 

With Colliers covering the costs of the 
initial setup, teams were organized among 
three different Puget Sound-area offices 
and a wide spectrum of fitness levels and 
abilities. The quantified self quickly be-
came the quantified company. Individuals 
and teams tracked their progress within 
the Pivotal Living app, and weekly report-
ing that aggregated team data was shared 
across the organization.

The results of the two-month walking 
challenge astounded everyone. Colliers’ 
employees had recorded nearly 28 million 
steps overall. That amounted to roughly 98 
percent of the goal of 10,000 steps a day 
per employee. The winning team averaged 
nearly 12,000 steps each day per person, 
and, most encouragingly, the office saw a 
gradual increase overall in steps per day for 
all employees as the challenge progressed. 
The changes that individuals were making 
to their lifestyles were becoming routine. 
The walking challenge provided clear 
benefits to both the individual participants 
and to the company as a whole.

 
Tracking Business

But tracking activity doesn’t need to stop 
with health and welfare. There are impactful 
applications to benefit the individual wearer 
to be found in all industries and in every 
space in which we interact. The challenge 
will be to balance utility with privacy. 

Some companies are beginning to tackle 
this challenge, although it’s clear that 
getting the right balance between privacy 

and data requires a mix of 
restraint and respect. One no-
table example in recent years is 
Nordstrom, which used smart-
phones’ unique Wi-Fi identifi-
ers to track customer move-
ments within its stores. The 
data measured which depart-
ments were most popular in 
traffic volume and time spent. 
Even though Nordstrom kept 
the data anonymous—and even 
though shoppers online have 
every action routinely tracked 
by Web retailers—this attempt 
at quantifying physical retail 
consumer behavior resulted in 
a substantial backlash, leading 
to the program’s demise. At 
the end of the day, at least for 

Nordstrom customers, the connection 
between the data that was being gathered 
and the benefit to them as consumers 
wasn’t clear.

In the future, any company successful 
in taking the next step beyond quantify-
ing daily activity for health and wellness 
purposes needs to ensure the end user 
understands the value of the data gather-
ing. The benefit from this information 
is potentially huge—in the workplace 
and elsewhere. Employers will be able to 
provide real answers to such questions 
as: How is office design really driving 
productivity? Are common areas, meet-
ing rooms and coworking spaces being 
utilized effectively? How do work pat-
terns shift over the course of the day or 
workweek?

That we’ll have the technological capa-
bilities to learn more about our evolving 
workplace environments is beyond doubt. 
Lower-cost technology such as Bluetooth 
beacons is already helping us to measure 
and analyze these patterns. But what we 
do with that data, how we leverage data to 
improve our workplaces, stores and public 
spaces, and how we evolve and sustain 
programs that benefit organizations and 
individuals at scale, will be the benchmark 
for successful companies of the future. KL

paul booth  leads the digital marketing 
team at Colliers International, where he’s 
responsible for strategic direction and tactical 
execution across all digital assets globally. He’s 
worked in the digital space for more than 15 
years, spanning client and agency roles. 

The results of the two-month walking 
challenge astounded everyone.  
Colliers’ employees had recorded  
nearly 28 million steps overall.  
That amounted to roughly 98 percent 
of the goal of 10,000 steps a day per 
employee.
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More digital money,  
more problems.

With banking increasingly be-
ing conducted in the cyberdomain, finan-
cial executives need to ensure best practices 
in cybersecurity, starting in the C-suite.   

Former FBI director Robert Mueller has 
said, “There are only two types of compa-

nies: those who have been hacked and those 
that will be.” But cybercrime has become so 
prevalent that Dick Lake, director of global 
security at the Gates Foundation and a 
retired major general in the Marines, clarifies 
that the two types of companies are more 
likely to be: those that have been hacked, and 
those that don’t know they’ve been hacked. 

The financial industry continues to be a 
prime target for cybercrime, with possible 
financial, political and legal implications, 
as well as impact on banks’ reputations. 
To complicate the problem, as even more 
devices are connected to the Internet and 
as customers demand more ease of use 
and flexibility in their banking, the access 
points and opportunities for cybercrime are 
proportionally increasing. 

The answer to the cybersecurity problem 
starts with heightened attention and aware-
ness from the C-suite, says Lake. He cites 
a study by the Intelligence and National 
Security Alliance that looked at cybersecu-

Technology WHAT DOES THE FUTURE HOLD?

Cybersecurity and the C-Suite
Is your company doing everything it can  
to protect itself against hackers?
By Conrad Andersen
Executive Managing Director, Strategy & Innovation
Colliers International
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rity across a variety of industries. It found 
that, in spite of the wide variety of cyberse-
curity approaches and regardless of where 
cybersecurity was on the organizational 
chart, the consistent trend was insufficient 
C-suite visibility. “Executives also owe it 
to their shareholders to take a responsible 
look,” says Lake, “and recognize that there 
may be some cost to protect their informa-
tion and that they need to be prepared to 
respond when a breach occurs.” 

In “Cybersecurity 101,” a resource guide 
by the Conference of State Bank Supervi-
sors, this push for executive attention is 
echoed: “The practice of ‘safe’ cyberhygiene 

can no longer be the responsibility of solely 
the IT department. Bank CEOs should put 
in place training to educate, motivate and 
incentivize all employees to be vigilant and 
in a constant state of preparedness when it 
comes to cybersecurity.” It’s sound advice 
for all businesses, financial and otherwise. 

The NIST
In light of imminent and increasing 

cyberattacks, executives should lead the 
way to ensure their banks are using best 
practices in cybersecurity. A benchmark 
for cybersecurity practices is the National 
Institute of Standards and Technology 
(NIST) Cybersecurity Framework, which 
is presented as key guidance in “Cyber-
security 101.” The five functions of the 
NIST framework are: identify, protect, 
detect, respond and recover. 

Identify
The first cybersecurity task is to identify 

risk. Assessing those risks involves identify-
ing key business assets and information 
about where they are stored, who has ac-
cess to them (including third parties) and 

how they are accessed. The most valuable, 
sensitive assets should be thought of as 
the company’s “crown jewels,” with other 
kinds of information classified below them 
at various levels of importance. 

Protect
Once a company’s cyberassets and their 

vulnerabilities are identified, the next task 
is to protect those assets. Lake explains 
that many organizations, after classifying 
assets by levels of importance, use a triage 
system to provide appropriate levels of 
security. Protection for a bank includes 
such protocols as customer authentication, 

access controls, and secure configuration 
for hardware and software systems. 

Detect
Once a company has a thorough un-

derstanding of assets and risks, and has 
placed appropriate protection in place, 
the next function is to ensure that quick 
detection occurs when there has been a 
breach. There is a wide range of estimates 
regarding how long it takes to detect a 
cybersecurity breach, but some are as high 
as 270 days. Lake says that with detection, 
as in medicine, there is a “golden hour,” 
where quick awareness and response make 
a significant difference. For cybersecurity, 
this is most likely 24 hours, and “Cyber-
security 101” includes a helpful “First 24 
Hours Checklist.” 

Respond
When an incident occurs and is detected, 

it’s essential that organizations or firms 
have a rehearsed incident response plan, 
which should include a procedure for 
collecting and reporting data, and internal 
and external communication plans. 

According to Lake, this is where many or-
ganizations have difficulty, but a response 
plan is key to containing the problem and 
limiting the damage. 

Recover
Finally, once an incident has been 

responded to, an organization must restore 
normal operations. According to “Cyber-
security 101,” a recovery plan may include 
recovering infrastructure, restoring data 
or reconnecting service. Primary goals for 
this function are to restore confidence and 
to determine what improvements can be 
made to prevent a similar attack in the 
future.  

Legal Implications
Additionally, executives should be aware 

of the potential legal liability associated 
with cybersecurity breaches. In the legal 
review, “Private Data Security Breach 
Litigation in the United States,” Douglas 
Meal and David Cohen survey a number 
of data security cases from recent years. 
They conclude that companies that suffer 
data security breaches should be prepared 
to face claims from a variety of private 
litigants. Most courts have not ruled in 
favor of those cases, as a data breach does 
not necessarily mean that the company has 
violated its legal duties. Additionally, most 
harm from a data breach is intangible or 
speculative. 

However, in cases where stolen 
payment-card data led to fraudulent 
charges, companies could face litigation 
by cardholders, the banks and credit 
unions that issued the cards, and insurers 
who reimbursed the financial institutions 
for their losses. Meal and Cohen advise 
watching for further developments as this 
area of law develops. 

For cyberattacks in the financial sector, it 
is less about if than when. A robust strat-
egy to identify, protect, detect, respond 
and recover needs to begin with executive 
guidance and oversight. And the com-
panies that will fare the best when these 
attacks occur are the ones in which leader-
ship makes it a priority and keeps it in 
view, rather than delegating it exclusively 
to an IT department. KL

For cyberattacks in the financial sector, 
it is less about if than when. A robust 
strategy to identify, protect, detect, re-
spond and recover needs to begin with 
executive guidance and oversight.
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Follow the Leader PROFILE IN LEADERSHIP

Working Well Together
Creating an effective workplace wellness program 
can benefit both employees and employers.
By Teresa Kenney

W orkplace wellness, it 
appears, is good for business. 
According to Aflac’s 2014 

Workforces Report, among companies 
with wellness programs, 59 percent of 
large companies (500-plus employees) and 
54 percent of midsize companies (100 
to 499 employees) say that those pro-
grams directly impact their profitability. 
Moreover, The Institute for HealthCare 
Consumerism reports that companies that 
implemented effective wellness programs 
realized, on average: 
•  28 percent reduction in sick days
•  26 percent reduction in health costs
•  30 percent reduction in workers’ com-

pensation and disability management 
claims

•  $5.93 to $1 savings-to-cost ratio.
Cristin Cooney, manager of the employ-

ee wellness program for Atlantic Health 
System, one of the largest nonprofit 
healthcare systems in New Jersey, says 
that workplace wellness is integral to the 
success of any business: “Employees can 
only perform at their best when they are 
well. Our health behaviors are influenced 
not only by our individual choices, but 
also by the culture and the environment 
in which we live and work. So when an 
organization encourages and supports 
wellness, it helps the employee to feel and 

be their best. That’s good not just for the 
employees and their families, but also for 
the company, because a more engaged 
employee will be more productive and 
effective.” 

Cooney has a background in community 
health and design, with a Master of Educa-
tion in health promotion and Master of 
Science in nutrition. She is also a certified 
health and wellness coach. She and her 
team of six are responsible for implement-
ing wellness programs for approximately 
14,000 employees across five hospitals and 
multiple ancillary facilities in northern 
New Jersey and Pennsylvania. Some of 
the challenges they face include creating a 

Taking Steps. Workplace wellness 
can be as simple as encouraging 
employees to take the stairs.



Fall 2015      C O L L I E R S  I N T E R N AT I O N A L       19

cohesive program for a diverse employee 
base among multiple work environments 
and shifts. 

“You really need to have an eye on the 
big picture all the way down to the needs 
of the employee. When we design our 
programs, we try to look at what’s going 
to have an impact on our overall outcomes 
and goals but yet is also going to work for 
each individual employee,” she explains. 

Here are some of Cooney’s suggestions 
for creating an effective workplace wellness 
program: 

Know Your Audience 
When designing a program, consider the 

company’s unique culture and employee 
needs. “Start with an assessment of the 
culture, environment and the needs of the 
workplace. We use engagement and well-
being surveys, which ask employees ques-
tions about their work-life balance and the 
level of support they feel that they receive 
at work. It gives us a fuller picture of the 
employees’ lives than if we just looked at 
data,” she says. 

Create Clear Goals 
Cooney says it’s important to identify 

clear goals so that you are able to track 
and report outcomes: “I liken it to us-
ing Google maps to map out a route to 
somewhere you’ve never been before. You 
have to know where you’re starting from 
and have a good sense of where you want 
to go. Then you have to follow all of the 
steps in between—just like those you’d get 
in the directions from Google maps. You 
might want to jump ahead and get to the 
end result, but if you miss the small steps, 
the small changes, somewhere down the 
line that is going to backfire on you.” 

Involve Senior Leadership  
and Employees

Cooney also recommends garnering strong 
support from management and involving 
employees in the program design: “We 
have a wellness champion network made 
up of employees who represent our diverse 
departments. Employees who are part of the 
network are the voice for their departments; 
they inform us of their peers’ needs.” 

They also help promote the program in 
their day-to-day interactions with their 
colleagues. “Sometimes just having a con-
versation with someone who is passionate 
about a subject gives the other person a 
little spark of energy. There is a ripple ef-
fect. A good wellness team is visible among 
the employees,” she explains. 

Consistency Is Important 
Make sure that other programs and/or 

services within your organization reflect 
your commitment to wellness. For ex-
ample, if you only offer unhealthy foods in 
your vending machines or on-site cafeteria, 
you are diluting your wellness message. 

Create Engaging Programming 
“Wellness can be portrayed as depriving, 

which is unfortunate. You want it to be 
engaging and fun and social. You want its 
inclusion into the lives of employees to be 
as seamless as possible,” Cooney notes.

Communication Is Key 
Having a strong communication plan is 

imperative. “Your employees need to know 
what is offered, and they need to know 
how to sign up and what the deadlines 
are,” she says.

Cooney is adamant that wellness 
programs do not have to be expensive or 
complicated. “If wellness is really paid 
attention to, people are engaged because it 
becomes part of their daily lives at work. 
For example: We have a courtesy policy 
that if a patient is being transported in an 
elevator, the staff steps out to allow the 
patient some privacy. We use that policy 
to encourage employees to use the stairs. 
We redid the stairwells so that they are 
brightly colored with pictures and quotes 
on the walls, and some stairwells have 
music piped in. It sends the message that, 
while it’s nice to join a walking program or 
a gym, you can add fitness to your day by 
simply taking the stairs,” says Cooney.

Colliers International has been incorporat-
ing wellness into its offices as well. Executive 
Vice President Bill Condon has been partici-
pating in a walking competition among the 
Seattle, Bellevue and corporate HQ offices. 
“We all received fitness bands from Pivotal 

Living and did a five-week competition. I 
noticed participating teams walking together 
during lunch breaks,” he recounts. “We 
think it is a great way to have fun together 
while enjoying a friendly competition.”

In addition, approximately 20 Col-
liers employees participated in Seattle’s 
2015 Rock 'n' Roll marathon and half 
marathon. Condon, a fitness enthusiast 
and marathoner, came in second in the 
marathon. 

“Everyone who participated increased 
their activity. If you commit to something 
and are part of a team competition, you 
want to do more. It’s been a fun and 
healthy way to compete,” he notes. 

This past summer, Colliers Interna-
tional | Canada implemented a monthlong 
wellness program for the first time in its 
Vancouver, British Columbia, offices. The 
program included a combination of out-
side expert education and fitness activities. 
Educational presentations covered subjects 
as diverse as juicing and work-life balance. 
In addition, Colliers partnered with two 
fitness bootcamp programs, subsidizing 
the costs for employees. 

“On three days, we had masseuses come 
in for chair massages, and we also had lunch 
walking sessions during which employees 
took a 30-minute walk hosted by a different 
person each day,” explains Keri Fraser, direc-
tor of People Services | North America.

The company also coordinated a 30-day 
challenge, with teams of five earning 
points for a variety of healthy-living chal-
lenges. At the end of the month, the top 
teams received a session with a naturopath 
and fitness consultant. 

Although the program is new to Col-
liers, Fraser says feedback was positive and 
initial results were promising. “We had 
15 teams for the 30-day challenge, which 
illustrates how much interest we had. 
It brought people together and created 
a great way for them to collaborate. It’s 
very cost-effective and can have a massive 
impact for us and our clients by bring-
ing people together. The main reason 
we started to do this is that we are very 
dedicated to employee engagement. We 
want Colliers to be a great place to work,” 
says Fraser. KL
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Tenant and investor focus  
on wellness in buildings is inex-
tricably linked to the greening of 

commercial real estate, particularly in 
institution-owned and -managed properties. 
This focus is helping to reshape the built 
environment. Though activists began ad-
vocating for more environmentally friendly 
building construction and operation at least 
a generation ago, sustainability has started 
to emerge as a more mainstream property 
issue in the past decade. Certainly the desire 
to minimize the environmental impacts of 
buildings is the most significant driver of 
sustainability, but indoor environmental 
quality and its impact on tenants have taken 
on increasing visibility, as well. 

The public and nonprofit sectors led the 
way in commissioning many of the early 
green buildings in the United States, moti-
vated primarily by external environmental 
concerns.  Corporate owners-users were 
the next major group of building owners 
to sign on to the green building trend. 
Their concerns were varied but generally 
more business-driven, including both 
direct factors, such as reducing operating 
costs or managing risk, and more indirect 
issues, such as positively influencing public 
opinion of the company and its products.

By 2008, the vast majority of major 
corporations had already adopted specific 
environmental initiatives. Many of the 
initiatives initially focused on energy 

efficiency, as surging energy prices and 
improving technology made more of these 
improvements cost-effective, whether 
for new construction or increasingly for 
retrofitting existing buildings. But over 
time, facility managers starting hearing 
from human resource directors and other 
corporate executives concerned with issues 
more central to core business operations: 
absenteeism, job satisfaction and worker 
productivity. Building design plays a role 
in all of these, and in turn all are highly 
correlated with efforts to promote health 
and wellness in the workplace through 
greener buildings. 

With labor costs being such a large pro-
portion of a firm’s overall operating costs, 
even small productivity gains can yield 
attractive financial returns. Thus, enlight-
ened tenants should be motivated to pay a 
premium for space yielding tangible pro-
ductivity gains, regardless of their energy-
saving and other environmental benefits. 
In fact, the most recent versions of Leader-
ship in Energy and Environmental Design 
(LEED) certifications include more focus 
on the effects building components have 
on human health and the environment, 
primarily through what the U.S. Green 
Building Council (USGBC) calls “indoor 
environmental quality”:

Green buildings with good indoor envi-
ronmental quality protect the health and 
comfort of building occupants. High-qual-
ity indoor environments also enhance pro-
ductivity, decrease absenteeism, improve 
the building’s value and reduce liability for 
building designers and owners.

While the benefits of greener buildings 
were becoming more widely accepted, 
a significant barrier remained to mov-
ing to more sustainable construction and 
operation. Most commercial buildings are 
owned by non-occupying investors, and 
therein lies the problem: misalignment be-
tween owner costs and tenant benefits for 
investor owners. Many of the benefits of 
green buildings, at least for now, accrue to 
the user of the property. And absent spe-
cial agreements, tenants typically do not 
compensate landlords for the full value of 
these benefits, if at all. Since government 
agencies and major corporations own a 

Healthy Design
Wellness and sustainability are growing  
movements in workplace design.
By Andrew Nelson

Economy Matters INSIGHTS AND IMPACTS

Andrew Nelson
Chief Economist | USA 
Colliers International
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greater share of their facilities as compared 
with other types of tenants, these sectors 
have been better positioned to internalize 
the benefits from green buildings. Thus, in 
the earliest years of LEED, these owner-
occupants accounted for virtually all of 
the green building ownership, with private 
(non-occupying) developers holding just 3 
percent of the stock. Within half a decade, 
that developer share of new green building 
certifications jumped to more than 25 
percent and has been increasing ever since. 
As a result, we’ve seen an explosion in the 
number of renter-occupied green build-
ings.

One reason for this jump is that the 
industry figured out a way to better align 
the costs and benefits of more sustainable 
buildings through the concept of “green 
leases,” in which the key green features of 
the building and its operation are quanti-
fied in advance and the responsibilities for 
each party are outlined. For example, the 
owner might agree to build out to a certain 
enhanced level of sustainability in return 
for a higher rent, while the tenants agree 
to submeter (and thus reduce) their utility 
usage. These green leases are now widely 
used throughout the industry in the U.S. 
and globally.

More importantly, building owners have 
been motivated to construct and operate 
greener, healthier buildings. This move is 
being driven by a combination of both 
“carrot and stick” forces. The “sticks” are 
the more straightforward: Many munici-
palities mandate minimum levels of sus-
tainability and/or energy efficiency, either 
as a condition for permits or to qualify for 
additional or expedited approvals. Other 
markets require owners to submit public 
reports on these issues. 

But even without these regulations, de-
velopers have been moving forward toward 
greener construction due to market forces. 
Foremost among these is demand from 
tenants, which in turn is based on the 
same factors that motivate corporate and 
government owners-occupants, including 
lower operating costs, reduced absentee-
ism and greater productivity gains. Firms 
are also concerned with their reputation 
among current and prospective employees. 

Younger workers in particular, and espe-
cially highly valued creative and knowl-
edge workers, frequently consider a firm’s 
record on social issues when making their 
employment choices. Beyond demonstrat-
ing environmental commitment, greener 
workplaces are also viewed as proof that 
the company cares about the health and 
satisfaction of its employees.

Finally, developers and building manag-
ers face sustainability demands from their 
capital providers, especially institutional 
investors like pension funds, which seek to 
own or support greener building port-
folios. In some markets, tenant demand 
for green buildings translates into a rent 
premium, particularly when there are few 
available in the local market. But in many 
larger markets, tenant demand has forced a 
redefinition of Class A buildings: Sustain-
able buildings are now the standard while 
conventional buildings lease at a discount. 
Accordingly, investors seek to “green-
proof” their portfolios to reduce their 
risks of holding obsolete buildings that are 

more expensive to operate and less desired 
by tenants. Greener buildings also enjoy a 
“halo effect,” as many investors seek more 
sustainable investments.

All of these factors have led to a greening 
of America’s building stock and sub-
sequently healthier spaces for tenants. 
According to the USGBC, LEED-certified 
space now accounts for more than 5 
percent of all commercial office buildings 
in the 30 largest U.S markets, represent-
ing more than a fifth of all office space in 
these markets, with a total of some 750 
million square feet of space. And that’s 
just the office space—schools, apartment 
buildings, retail centers and other types 
of structures add billions more square feet 
of certified space. In all, some 3 billion 
square feet of space in more than 23,000 
buildings is certified in the U.S. alone. The 
USGBC estimates that more than 4.3 mil-
lion people live or work in LEED-certified 
buildings. 

Pretty impressive for a program that took 
root only 15 years ago. Well done. KL

INSIGHTS AND IMPACTS

Green buildings with good indoor  
environmental quality protect the  
health and comfort of building occupants.
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  ACCOMM  ODATING 
             SPA  CE

THE REGUS GROUP’S  
FLEXIBLE WORKSPACE  

WORKS FOR COMPANIES  
OF ALL SIZES. 

BY CHERYL REID-SIMONS

PHOTOGRAPHS BY GIULIANO CORREIA

GLOBAL EXPANSION



K N OW L E D G E - L E A D E R . C O M Fall 2015      C O L L I E R S  I N T E R N AT I O N A L       23

  ACCOMM  ODATING 
             SPA  CE

Strategist.  
Rick Bertasi,  
managing director  
for group network  
development,  
The Regus Group.
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Fresh off opening its first business center in Iraq, Rick Bertasi, 
Regus’ managing director for group network development, says 
Regus has more locations than all of its largest competitors put 
together. “In fact, we’ll add more locations this year than our larg-
est competitors combined have in total. But even then, there are 
few barriers to entry and many, many small competitors.” Far from 
feeling complacent about being No. 1, however, the company’s 
global expansion is still ramping up. “We have not yet set our 
targets for next year, but I would expect to continue to increase 
the rate at which we add new locations,” Bertasi says. Last year, the 
firm added 452 locations. “This spring we committed to visibility 
to 500, and I expect we’ll set a goal higher than that for next year.”

To help realize its ambi-
tious growth strategies, 
Regus recently announced 
partnerships with four lead-
ing property service com-
panies, including Colliers 
International. The unique 
collaboration has Colliers 
working alongside DTZ, 
CBRE and Jones Lang 
LaSalle to create and launch 
strategies to achieve Regus’ 
goals. Each company has 
responsibility for specific 
markets, but they will also 
collaborate on a global scale 
on Regus’ behalf.

“The first criteria in select-
ing a commercial real estate 
partner was the potential 
firm’s scale and coverage. 
The second was the quality 
of service and the ability for us to obtain a multi-country solution 
in one place,” Bertasi explains. “We have been working with Col-
liers in Canada, and they’ve done a great job. Their proven success 
was a deciding factor in choosing them,” adds Michael Berretta, 
vice president, North American network development. “Colliers 
Canada has been a great partner for Regus, and this relationship 
expands on that success.”

“Collaboration is deeply ingrained in Colliers’ culture,” says 
Kathy Ehrmann, Colliers’ head of account management, corporate 
solutions, for the Americas. “Colliers is proud to be part of this 

unprecedented global expansion effort led by Regus’ clear vision 
and Rick’s strong leadership. It’s driven through dynamic and very 
positive partnerships, not only with Regus but also with other 
service providers who are delivering in other markets yet focused 
on the same global goals. It’s energizing, complex and interesting 
work.”

Benefits to Tenants
So what is Regus selling that fuels such growth and brings rivals 

to the same table? In a word: flexibility.
Founded in 1989, Regus offers clients the space they need, 

when and where they need it, without tying them down to 
lengthy leases. For startups 
and small to midsize com-
panies, Regus offers an ex-
tremely cost-effective way 
to establish an office. For 
larger companies, Regus 
is the go-to for help with 
entry into new markets 
with minimal investment. 
“With office space for big 
corporations, because of 
the long-term nature of 
leases, the hardest part is 
getting the volume right,” 
Bertasi says. “In my prior 
job running the global cor-
porate real estate function 
for Deutsche Bank, with 
my peers we would always 
agree this was the hardest 
challenge. Yet with Regus, 
you can change the volume 

and the term quickly.” Think of it as the office equivalent of a 
hotel, with a variety of amenity, length-of-stay, location and cost 
options. “We have everything from five-star to budget,” Bertasi 
says.

The company is also cashing in on the trend toward businesses’ 
allowing their employees to work wherever they are most produc-
tive and happy. “A lot of companies are giving people the ability 
to choose their location,” explains Bertasi. That’s important not 
just for retention, but for recruiting. If you aren’t tied to a specific 
city or location, you can conduct a nationwide talent search that 

GLOBAL EXPANSION

No one can ever accuse The Regus Group of lacking a clear vision.  
The flexible workspace powerhouse already dominates the  
sector worldwide, with business centers in 105 countries 
around the globe and expansion goals that seemingly stop  
just shy of the International Space Station.

Workspace. Regus has versatile space to fit every company’s needs.
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doesn’t force prospective 
employees to relocate. 
“You can carry your office 
on a tablet,” he says. “You 
can pull your files off of 
the cloud from anywhere, 
so the frictional challenge 
from remote workspace is 
almost eliminated.”

Add to that millennials’ 
expectations about work-
place environment, and 
it’s clear why Regus has 
such growth potential. In 
fact, to stay ahead of the 
trend, the company has 
reviewed targeted indus-
try research with younger 
workers. “If you talk 
to young professionals today, what they want is to walk to work; 
they want to live in cities where there’s a lot going on, and they 
want a private space. The reason they all work in big, open space is 
because it’s cheaper, not because they prefer it,” he explains.

For that matter, seasoned, established workers have some of the 
same concerns. “If you said to me now, ‘You have to go sit at the 
same desk all day, every day and fight traffic for an hour to two 
every day just to get to and from work,’ I wouldn’t be happy,” 
Bertasi says. “Employees’ job satisfaction and productivity go up 
simply by giving them flexibility about when, how and where 
they work.”

And while some people relish the idea of working from home, 
the reality doesn’t always meet the expectation. Bertasi recounts a 
colleague from his prior firm who told him he used Regus space 
because being at home was just too distracting. “He told me, ‘I 
need to go somewhere for the purpose of working.’ He knows 
what makes him successful and helps him to focus and be produc-
tive,” Bertasi says. “It’s unique to each person.”

Bertasi himself uses Regus’ spaces even when he could be work-
ing from home. “I’m talking to you today from a Regus office 2 
miles from my house because it’s easier for me to be productive 
here. I don’t work here every day, but I come frequently, and our 
BusinessWorld membership allows people to have that level of flex-
ibility. It gives me a setting where I don’t get distracted and where I 
can conduct meetings.” 

Turns out, Bertasi isn’t the only one in the family who likes him 
to actually go into an office. “My wife has said, ‘I love you, but go 
to work,’” he admits. “She says, ‘When you are in the house, I find 
myself walking around on tiptoes trying not to make any noise.’” 
Bertasi pauses then jokes, “I kind of thought she liked having me 
around.” With the sheer number of Regus spaces available, Bertasi 
says he can be in three or four different offices all within a 20-min-
ute drive from home. “The access and distribution of the network 
are fantastic.”

Benefits to Landlords 
Savvy landlords are 

also taking advantage of 
the trend toward flexible 
space. “The growth of 
that mobile market of 
workers continues to scale 
and accelerate,” Bertasi 
says. “If you only have 
conventional leased space 
in your building, your 
building is at a disadvan-
tage.” Oftentimes, smaller 
companies looking to ex-
pand out of Regus space 
will lease from the land-
lord in the same building. 
“Leasing full-time in the 
same building is typically 

the short-term tenants’ first choice,” Bertasi says. So by working 
with Regus, “The landlord gets incubation. Ultimately by putting 
a business center in, a property owner is able to attract a broader 
set of users—from big companies to little companies,” he says. 
“It gives the lessor a broader user base to market to, and if this 
sector continues to grow, it future-proofs the building and keeps it 
relevant.” Adds Nigel Barnes, vice president of development, Asia 
Pacific, “We are in large office buildings where 20 percent of the 
whole property are firms who started from and grew out of the 
Regus business center in the building.”

As it does with clients, Regus offers landlords flexibility. “We 
have multiple commercial models,” Bertasi says. “In some cases we 
rent on a purely conventional basis, but increasingly we partner 
with landlords who achieve higher returns than conventional leas-
ing strategies and benefit from growth in this sector.” 

Some landlords have attempted to open their own office-hotel 
business centers only to find they can’t do it as efficiently as Regus.  
“Landlords can take advantage of our brand to market the center 
and our scale to lower the cost to run the center,” Bertasi says. 
“We’re able to fill the center faster and keep it full.”

He cites a center in the Middle East as an example. “We took 
it over after two years when it was 55 percent full,” he says. “We 
filled it within two and a half months. People come to Regus 
looking for flexible space in the same way they choose Marriott 
or Hilton over a less recognizable hotel, and with over 2,500 
sales staff, we have a scale advantage that is hard for a landlord to 
replicate.”

And like any great hotel, the people who walk through the lobby 
can be a diverse and interesting cross-section of life. “It’s always 
fascinating when I walk around our offices to see who the tenants 
are,” Bertasi notes. “They come from the biggest companies in the 
world, to startups and everything in between. It can range from 
one person in a room to 15. Whatever they need, wherever they 
need it, we can generally accommodate, and that’s pretty cool.” KL

Flexibility. Regus’ flagship business center at 747 Third Avenue in New York City offers an open 
coworking space for professionals to work and network.
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Colliers International survey reveals prevailing  
attitudes toward workplace wellness programs.

HOW DOES YOUR 
WORKPLACE  

MAKE YOU FEEL?
BY KEITH  PERSKE

PHOTOGRAPH BY  DEAN  BERTONCELJ

EMPLOYEE WELLNESS

T
ODAY’S WORKPLACE IS MORE than just an accumula-
tion of cubes and offices, interrupted by a scattering of 
conference rooms. It is a dynamic network of places—a 
combination of the physical and the cultural. It is a rich 
stage for behaviors and connections. The modern work-
place is a tool for business and a touchstone for culture. 

The place where we spend a third of our lives deserves the atten-
tion of anthropologists, human resource professionals, technolo-
gists, social scientists, journey mappers and storytellers. We need to 
embrace this larger concept of the workplace and let it expand our 
thinking so we can focus on the true value of the workplace, that 
of elevating the employee experience to make it the most engaging 
and productive it can be.

Wellness is a significant part of this more liberated view of the 
workplace. In the past five years, wellness has become a key topic 

in workplace conversations in real estate and human resources 
(HR). In an effort to learn more about the practical actions 
companies are taking to make wellness a part of today’s workplace, 
Colliers surveyed more than 200 of our clients in the summer of 
2015. We asked them to tell us about the priorities they were set-
ting and the actions they were taking to make wellness a reality at 
their companies. We were curious about four things:
1. Motivations: What is driving the focus on wellness?
2.  Lifestyle programs: How is the company actively helping em-

ployees assess and improve their health?
3. Workplace: What physical changes to the workplace are being 
made to promote wellness? 
4. Measurement: Is the company experiencing tangible benefits 
from its wellness programs? And how is it measuring and reporting 
the impact?
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Employees Driving Wellness Programs
We first wanted to know if wellness was even a priority at the 

companies surveyed, and the companies replied with a resounding 
and collective yes. Eighty-five percent of our respondents said well-
ness ranked toward the top of all initiatives in the company.

When we asked why, respondents said the primary driver was 
employee demand. This tracks with other research that shows a 
company focus on wellness is valued by employees and aids in talent 
recruitment and retention. In fact, the 2012 Principal Financial 
Well-Being Index revealed that 45 percent of employees said they 
would stay with their current employer if they sponsored a wellness 
program, up from 40 percent in 2011. Companies that are listen-
ing, and responding, to their employees will see greater retention.

Ask and You Shall Receive
Since most of the respondents said wellness was a top priority and 

their employees are demanding it, we asked what actions they are 
taking to address this.  We wanted to know specifically about two 
areas:
1. Lifestyle, disease assessment and management
2. Workplace design elements that encouraged well-being

We asked about the types of screenings, checkups and health man-
agement programs being offered by employers. Fitness incentives, in 
the form of on-site fitness centers or employer-subsidized member-
ships to health clubs, were the top resource offered by employees, 

with smoking-cessation programs 
coming in second. 

Of programs focused on em-
powering employees to develop 
healthy lifestyle habits, nutrition 
and weight-loss management are 
the third-most-common employer 
initiative. The Society for Human 
Resource Management’s (SHRM) 
2015 annual Employee Benefits 
Survey showed that providing 
preventive healthcare programs 

that helped employees remain healthy and save money was the No. 
1 way to attract and retain talent. The survey found that preventive-
care programs will not only reduce employee health costs but will 
also result in higher employee morale and fewer sick days.

Let There Be Light!
One of the most important perspectives we were seeking through 

our survey is how wellness concepts are being incorporated into 
workplace designs. So we asked if their workplaces actively incor-
porated one or more of 14 design features known to contribute to 
wellness. Access to natural light rose to the top. Many studies have 
shown that this is a strong contributor to well-being. For too long, 
workplaces have been constructed with offices lining the perimeter, 
shutting off sunlight to interior inhabitants. This survey finding in-
dicates a conscious and welcome break from that trend. The use of 
glass for interior partitions also ranked highly. This aids in allowing 
natural light deeper into the workspace.

I S  WELLNESS  A  PR IORITY?

WHY  WELLNESS  IS  A  PR IORITY 
(ON  A  SCALE  OF  1–5 )

WHAT  TYPES  OF  PROGRAMS ARE  OFFERED?

Rank from 1 to 5

1-Top Priority

5-Not a Priority

Employees  
Demand It

Nutrition & Weight Loss

Smoking Cessation

Fitness

Alcohol and/or Drug Abuse

Stress Management

Heart Screening or Heart 
Disease Awareness

Diabetes

Depression

Cancer

Chronic Lung Disorders

Check-Ups Only Screenings

To Compete 
With Peers

Reduction in 
Healthcare 
Costs

Employee 
Productivity

Recruitment 
& Retention

0      0.50    1.00    1.50    2.00   2.50    3.00    3.50   4.00

20% 40% 60% 80% 100%0%

0        5      10     15     20     25     30     35

By the Numbers
SURVEY RESULTS

EMPLOYEE WELLNESS

FOR THIS SURVEY,  
WE DEFINED WELLNESS AS:
·  Disease assessment and 

management (heart disease, 
diabetes, etc.)

·  Lifestyle management (stress, 
substance abuse, etc.)

·  Well-being (mental and 
emotional health)

Management Programs
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Having tall ceilings in workspaces was another design feature 
frequently cited. University of Minnesota researchers conducted 
experiments on the impact of high versus low ceilings and con-
cluded that high ceilings helped people feel freer and more creative 
and better able to deal with abstractions. These are all attributes 
that contribute to innovation.

In the middle of the rankings fell designs that encourage move-
ment. This is understandable as the idea that movement—any move-
ment—is beneficial to health and mental acuity is just now being 
supported by data. A 2014 study by Stanford University researchers 
Marily Oppezzo and Daniel Schwartz (“Give Your Ideas Some Legs: 
The Positive Effect of Walking on Creative Thinking”) found that 
when people were enabled and encouraged to walk, even within the 
office, their levels of creativity rose. Studies have shown that walking 

also helps improve attention and short-term recall. All these measured 
benefits led to feelings of well-being and improved health. 

Not surprisingly, treadmill desks ranked low as a design feature. 
These desks enjoyed media attention a few years ago, but after 
experimenting with them, many companies found that very few 
employees actually used the desks. Their benefits do not appear to 
justify their expense, and our survey findings support this.

Do wellness programs benefit the bottom line?
Finally, we asked if companies are experiencing measurable benefits 

from their wellness programs and if they are reporting those ben-
efits. There are many ways to measure the effectiveness of wellness 
programs, including employee attraction and retention, employee 
satisfaction and reduced sick days. We focused on reductions in 
healthcare costs, which have been reported to be influenced by 
wellness programs. According to a 2010 Harvard Business Review 
article by Leonard L. Berry, Ann M. Mirabito and Williams B. Baun 
(“What’s the Hard Return on Employee Wellness Programs”), John-
son & Johnson estimated it saved $250 million in healthcare bills 
over a 10-year period thanks to its wellness initiatives.

Nearly 60 percent of our survey respondents told us that they 
were indeed seeing reductions in company healthcare costs. How-
ever, when asked if they captured and reported these savings, more 
than 90 percent said they did not. 

Our survey found both progress and challenges relating to 
making wellness a key ingredient of successful workplaces. As we 
collectively meet the challenge of how to make our workplaces the 
most engaging and productive places possible, we need to continue 
to share ideas, solutions and metrics. KL

HOW OTHER  PROGRAMS STACKED UP

WELLNESS  BY  DES IGN
Percent of respondents who reported their workplace incorporated 
the following design features that contribute to employee wellness:

DO YOU  CAPTURE  AND 
REPORT  THESE  HEALTH -

CARE  COSTS?

DO YOU SEE ACTUAL  
REDUCTIONS IN HEALTHCARE 

COSTS RESULTING FROM  
YOUR WELLNESS  

PROGRAMS?

It’s promising that companies are  
incorporating natural light access,  
tall ceilings and interior glass walls  
into their standards, but it will take  

the ongoing, widespread refreshing of  
the workplace to make these a reality  

for many workers.

  Prior to flu season, do you make flu shots available in the office  
for employees?  74% (Yes)

 Do you have a regular wellness assessment of employees?  52% (Yes)

 Do you provide subsidies for gym or health club memberships?  52% (Yes)

  Do you have a formal program to provide healthy food options  
in your cafeteria(s)?  48% (Yes)

  Do you have an in-house health coaching program to actively  
support the health and fitness goals of employees?  48% (Yes)

 Do you have a fitness center on-site at your large locations?  45% (Yes)

  Do you subsidize or otherwise support employee use of wearable 
self-tracking devices such as Fitbit as part of their health or fitness 
regimen?  26% (Yes)

  Access to natural light (daylighting)  100%

  Ergonomics  100%

  Restorative spaces (quiet rooms/areas)  78%

  White noise (active noise reduction)  78%

  Tall ceilings  67%

  Interior walls made of glass  67%

  Access to healthy food options  67%

  Indoor air quality standard  56%

  Encouragement of walking through design (attractive stairs between 
conference rooms, etc.)  56%

  Sit/stand desks  56%

  Anti-microbial surface protection or special cleaning standards  44%

  Multispectrum lighting (or circadian lighting controls)  33%

  Greenery (plants in the workplace)  22%

  Treadmill desks  11%

9%
YES

91% NO
59% YES41% NO
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New Leadership. Drew Coles, CEO, InnVest
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SMART
INNVEST-

ING

INDUSTRY OUTLOOK

CANADA’S LARGEST 
HOTEL OWNER 

FOCUSES ON 
BEST IN CLASS.

BY ALEXA STANARD

PHOTOGRAPHS BY JOSH FEE
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 “As we’re growing, we’re going to be selective; we’re going to be 
disciplined,” explains Drew Coles, InnVest’s chief executive officer. 
“We’re looking for best-in-class assets. 

“That’s easy to say, but it’s difficult to define what ‘best in class’ 
means,” he adds. “They exist in some of the smallest markets, 
along with big cities like Toronto and Calgary. If it’s at the top of 
its ladder in average daily rate [ADR] production—or if we believe 
our system can get it there—then it’s a target for us.” 

New Leadership
Coles joined InnVest in January and was tasked with forming a 

new asset management team, finishing the internalization of the 
company’s management and building its infrastructure. His arrival 
was part of a series of changes sparked by an advocate shareholder 
who pushed for changes to the company’s corporate governance. 
A new, independent, 10-member board of trustees was recruited, 
which includes a new chairman, Edward Pitoniak. Pitoniak is the 
former president and CEO of leading hotel owner Canadian Hotel 
Income Properties (CHIP) REIT, and his leadership at InnVest, 
Coles says, “gives us great credibility across the industry and in 
Canada.”

Indeed, during Pitoniak’s tenure with CHIP REIT, the com-
pany’s return for investors was the best performance of any hotel 
REIT in Canada. In 2007, he led CHIP REIT through a $1.2 bil-
lion sale to the British Columbia Investment Management Corpo-
ration (bcIMC). He then went on to serve as president and CEO 
of the newly formed bcIMC Hospitality Group, where he oversaw 
Delta Hotels and Resorts and SilverBirch Hotels & Resorts.

“I think our [leadership] changes are shaping the company into 
a more strategic view on not just the asset class itself, but in how 
we want to build our balance sheet and our distributable income, 
and how we want to exercise a best-in-class governance practice,” 
Coles says. 

Coles himself has an impressive résume, bringing with him 20 
years of experience in the industry, most recently five years with 
Oxford Properties Group, where he was vice president for hotels. 
He was responsible for the investment performance of Oxford’s 
luxury hotel portfolio and for optimizing the portfolio’s asset mix. 
He has also held positions with Delta Hotels, bcIMC, Fairmont 

Raffles Hotels International, General Electric Capital and Choice 
Hotels International, and he is a board member of the Tourism 
Industry Association of Canada.

 “We have very good knowledge of all markets in Canada,” 
he notes. “We’re not developers; we buy existing properties. So 
chances are, between our experts and our time in Canada, we’re 
covering coast to coast; we know all the markets in Canada, we 
know the hotels and we know who owns them. The coverage we 
have gives us a leg up.”

As part of its restructuring, InnVest moved its headquarters and 
23 corporate employees to downtown Toronto in June. 

InnVest’s current portfolio runs the gamut from limited-service, 
full-service and luxury hotels including Fairmont, Hyatt, Hilton 
and Delta/Marriott. The company’s hotels are managed by five ho-
tel management companies: Westmont Hospitality Management 
Canada Limited, Delta Hotels Limited/Marriott, Fairmont Hotels 
and Resorts, Hilton Canada Co. and Hyatt Hotels Corp. InnVest 
also owns a 50 percent interest in Choice Hotels Canada Inc., one 
of the country’s largest hotel franchisors.  

Coles says that, as it grows, InnVest looks for quality hotels like 
Courtyard Marriott or Hilton Garden Inn in the suburban or 
tertiary markets, or hotels like Fairmont in major city centers.

“All of that has to be backed by our long-term belief in the mar-
ket,” he notes.

State of the Industry
Although the Canadian hospitality market has experienced its 

share of gyrations since InnVest was founded, it’s more stable than 
that of its neighbor to the south.

“If you look at the Canadian landscape and then the U.S. 
landscape, you can pick off individual markets and say there are 
similarities—compare Seattle to Vancouver or Boston to Toron-
to—but by and large, the industry in the United States is very dif-
ferent than the Canadian industry,” Coles says. “Canada is much 
less volatile on a relative basis than the United States. Part of that 
speaks to the consolidation you can have in the Canadian market.” 

“Demand has outpaced supply for the last several years, and it looks 
like that trend will continue for 2016 and 2017. So, we expect to see 
national occupancy rates in the mid-60s [percentile],” says George 

INDUSTRY OUTLOOK

The largest hotel owner in Canada is about to get even larger, 
thanks to a reenergized leadership team and strategy. Formed 
in 2002, InnVest Real Estate Investment Trust holds 111 hotels 
across the country. The Trust is in the process of completing a 
three-year strategic plan that has included selling more than 20 

hotels and refocusing on its core portfolio, which is well-diversified by geog-
raphy and asset class, as well as by brand and manager. The Trust has already 
acquired three hotels in 2015 and plans to sell a few more non-core hotels.



Fall 2015      C O L L I E R S  I N T E R N AT I O N A L       33

Kosziwka, InnVest’s chief financial officer. “It’s also the 150th an-
niversary of Canada in 2017, which should help to create demand. 
And we don’t see much more of a dip going into 2018, beyond 
coming off a year with a number of onetime events. We think we’re 
in a very good spot in terms of national occupancy and growth, and, 
ultimately, profitability for the foreseeable future.” 

Part of that optimism stems from growing fragmentation in 
Canada’s hotel ownership, as several large pension funds that held 
hotel investments have shed them recently.  

“We really think there’s going to be some consolidation over 
the next period of time and think we’re well-positioned to be that 
consolidator,” Kosziwka says. “We won’t be interested in every-
thing that comes on the market. But we’ll get a chance to look at 
everything. When there’s an asset we want, we’ll bid on it, and we 
think we’re in a very good position.” 

The Partnership with Colliers 
As InnVest moves forward with its strategic goals, its partnership 

with Colliers is proving highly valuable. 
“Colliers really was the first true dedicated hotel brokerage in 

Canada,” Coles says. “Canada, even though it’s fairly large in terms 
of industry and assets, is also relatively small. So a brokerage like 
Colliers that has coast-to-coast coverage gets a fair bit of visibility. 
Colliers certainly knows all the markets.” 

InnVest has sold more than $250 million in hotels in its history, 
Kosziwka notes, and Colliers has been the broker on the majority 
of these deals, as well as assisting some off-market private deals, 
including the recent acquisition of a Courtyard by Marriott.

“Given where our scale is now and our history and overall 
financial strength, we believe that we have a significant competitive 
advantage in the acquisition market,” Coles explains. “It allows us 
to be disciplined and a bit choosy. It does make the phone ring off 
the hook with off-market opportunities. In fact, two recent acqui-
sitions were both off-market transactions. 

“The relationship with Colliers is an important one for us,” he 
adds. “They understand our acquisition strategy and have been 
very proactive out in the market. Hotels are a specific animal. 
If you’re going to be successful on the brokerage side, you really 
need to wrap your arms around the class. In Canada, Colliers has 
figured that out.” KL

INNVEST’S CURRENT PORTFOLIO RUNS THE GAMUT FROM  
LIMITED - SERVICE,  FULL - SERVICE AND LUXURY HOTELS  

INCLUDING FAIRMONT, HYATT,  HILTON  
AND DELTA/MARRIOTT.

Leading the Way. George Kosziwka 
(left), InnVest’s chief financial officer, 
and Coles.
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listings A SELECTION OF COLLIERS INTERNATIONAL 
AVAILABLE PROPERTIES

FOR LEASE

FOR LEASE

FOR SALE OR LEASE

FOR LEASE

FOR LEASE

FOR LEASE

Innovation Park 
Lake County    

Investment & Owner/ 
User Opportunity

Southland Park I 
and II

Large Distribution 
Centre

Make this building 
your own

600 N US Highway 45
Libertyville, Illinois

2812 East 38th Street
Anderson, Indiana

10201 Southport Road SW
Calgary, Alberta

666 St-Martin Blvd West 
Laval, Québec

200 Laurier Avenue West
Ottawa, Ontario 

•  1,000,000 SF single tenant campus being 
converted to multi-tenant, world-class HQs

•  Amenities include bowling alleys, yoga studio, 
fitness center and state-of-the-art conference 
center

•  Largest floor plates in the market ranging 
from 80,000 and 160,000 SF

•  Excellent Owner/User or Value-Add  
Investment Opportunity 

•  Located on 47 acres, with an additional  
22 acres available

•  333,000 SF consisting of a 314,000 SF Ware-
house/14,400 SF Office/4,200 SF Mezzanine

•  Includes 6 dock doors and 5 drive-in doors
•  Parking spaces for 900
•  Convenient access to interstates

•  Located off Macleod Trail with easy access to 
Southland Drive and Anderson Road 

•  Surrounded by amenities such as Southcentre Mall, 
Second Cup, Moxie’s and many other food and  
retail services

•  Direct access from the site to the Southland  
LRT Station

•  +/- 186,000 SF available
•  22’ clear height
•  35 shipping doors
•  Subdivisible
•  Up to 8,000 SF of office space available  

in the adjacent office tower

•  9, 000-SF floors surrounded by natural light 
from picturesque windows

•  Large windows afford animated views of the 
terrace, street & sunny skies to the south

•  Exterior signage possibilities available to 
almost any size of business

STEVE KLING 
+1 847 698 8256  
steve.kling@colliers.com

JASON SIMON
+1 847 698 8531
jason.simon@colliers.com

W. DUSTIN LOOPER
+1 317 663 6557 
dustin.looper@colliers.com

TOM NICKOLS
+1 317 663 6083
thomas.nickols@colliers.com

CHRIS LAW
+1 403 571 8769
chris.law@colliers.com

JEAN-MARC DUBÉ
+1 514 764 2829
marc.dube@colliers.com 

PAUL BENNETT
+1 613 683 2212
paul.bennett@colliers.com

DOUG TILLEY
+1 613 683 2213
doug.tilley@colliers.com

SCOTT PLOMGREN
+1 404 877 9293
scott.plomgren@colliers.com

SEAN BOSWELL
+1 404 877 9268
sean.boswell@colliers.com

DARREN ROSS
+1 404 877 9279
darren.ross@colliers.com

www.collierscanada.com/17166

www.unionstationbusinesscenter.com

625 Shannon Way
Union City, Georgia 30291

•  Up to 987,840 SF
•  Minimum 36’ clear height 
•  182 dock doors with BTS dock equipment
•  4 drive-in doors 
•  56’x 52’ column spacing with 60’ staging bays 
•  Clerestory windows
•  255 trailer spaces (expandable to 388)
•  233 auto spaces (expandable to 356)
•  ESFR fire suppression system
•  LEED Certified 

Union Station 
Business Center
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FOR LEASE

FOR LEASE

FOR SALE

FOR LEASE

FOR LEASE

Prologis 
International Park 
of Commerce

Majestic Brookwood 
Business Park 

LEED Gold  
Forest Centre

Brand New 
Construction 

350 Fifth Avenue
Pittsburgh, PA

188 S. Mountain House Parkway
Tracy, CA

Highway 26 and Brookwood Parkway Interchange
Hillsboro, Oregon

1061 Central Avenue
Prince Albert, Saskatchewan 

9 West Drive 
Brampton, Ontario

• 73-acre planned business park 
• Industrial, Office and Build-to-Suit opportunities
•  Current tenants include ViaWest data center 

and TopGolf entertainment
•  Located in Oregon’s premier high-tech  

submarket home to Intel, Genentech,  
SolarWorld, FEI Co., Acumed and Epson

•  Enterprise Zone with Potential Tax Exemptions 
for 3-5 years

•  Best-in-class office building located in the 
heart of Saskatchewan’s third largest city

•  Cash flow security – 97% leased to a di-
verse mix of high-quality covenant tenants

•  NOI projected $636,000 (2015)
•  115,014 SF building on 2.41 acres

•  Building completion late 2015 
•  Approximately 454,000 SF on 20.7 acres
•  Precast construction, 36’ clear
•  Divisible unit options
•  Excellent shipping: 64 TL / 4 DI with trailer parking
•  Conveniently located near CN/CP intermodals 

with CN rail available
•  Owned and developed by Anatolia Capital Corp.

MICHAEL GOLDSTEIN, SIOR 
+1 209 475 5106  
michael.goldstein@colliers.com  

GREGORY O’LEARY, SIOR  
+1 209 475 5108  
g.oleary@colliers.com 

GREIG LAGOMARSINO, SIOR
+1 510 433 5809  
greig.lago@colliers.com 

MARK MCCLUNG   
+1 503 499 0066 
mark.mcclung@colliers.com

MIKE THOMAS   
+1 503 499 0059 
mike.thomas@colliers.com 

LOTHAR JOSEPHS
+1 306 664 1203
lothar.josephs@colliers.com

LISA MATLOCK 
+1 306 664 1248
lisa.matlock@colliers.com

JOHN POWELL 
+1 416 791 7235
john.powell@colliers.com

www.PrologisIPC.com 

www.majesticbrookwood.com

FOR LEASE

•  1,001,378 SF state-of-the-art facility
•  Designed and built to LEED standards
•  Prominent corner location
•  40’ minimum interior ceiling clearance
•  ESFR fire suppression system
•  Cross-dock loading capability
•  (180) 9’x10’ dock high positions
•  185’ truck court 

700 Palladium Drive 
700 Palladium Drive
Ottawa, Ontario 

•  Class A office space located in Kanata, 
Ottawa 

•  Join the existing cluster of high-tech 
companies that have chosen to locate in the 
Silicon Valley North (Kanata)

•  Exterior signage opportunity for anchor 
tenant (penthouse)

PAUL BENNETT 
+1 613 683 2212 
paul.bennett@colliers.com 

DOUG TILLEY
+1 613 683 2213
doug.tilley@colliers.com

350 Fifth Avenue

•  Signature headquarters building in the center  
of Pittsburgh’s CBD

•  29-story, Class A new construction office building
•  479,000 +/- SF
•  LEED certified
•  92% efficiency factor
•  450 car parking garage
•  2 panoramic roof decks
•  Being developed by Oxford Development of 

Pittsburgh

PAUL HORAN 
paul.horan@colliers.com

EDWARD LAWRENCE
ed.lawrence@colliers.com
+1 412 321 4200

www.350fifthpittsburgh.com www.collierscanada.com/16601

www.collierscanada.com/11563
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listings A SELECTION OF COLLIERS INTERNATIONAL 
AVAILABLE PROPERTIES

FOR LEASE

FOR LEASE

FOR LEASE

FOR SALE

FOR SALE

FOR SALE

Bear Creek Corporate 
Center, Building B 

Pyramid Building

Crosstown Centre 
at Don Mills –  
Office Condos

King Portland 
Centre – 250,000 SF 
Office Space

17425 NE Union Hill Road
Redmond, Washington

4200 60th Street SE
Grand Rapids, Michigan

Crosstown Centre at Don Mills
Toronto, Ontario

602-620 King Street West
Toronto, Ontario

5340 & 5390 192 Street
Surrey, British Columbia

•  Approximately 100,000 SF for lease
•  Opportunity for 20,000+ SF and larger users
•  Full interior “white box” upgrade underway
•  Leading facility for specialized needs
•  Heavy power and HVAC for high-occupant 

density
•  Parking ratio: 3.0 stalls per 1,000 RSF

•  660,000 SF iconic pyramid office building
•  Close proximity to Gerald R. Ford International 

Airport, M-6/I-96 and M-6/US-131 interchanges
•  Five floors above grade
•  15,000 SF tier III data center
•  45,000 SF of exterior decks
•  Prime location

•  900 to 22,000 SF suites available
•  $390 per square foot 
•  Price includes build-out by seller of up to $50 PSF 

(floors two – seven)
•  Three parking spots per 1,000 square feet 

purchased
•  Minutes to TTC, Future LRT and highways 401 & 404

•  Excellent location, minutes from Langley City 
and easily accessible from Campbell Heights 
via 192nd Street

•  Active Southern Railway of BC rail spur of 
approximately 300 feet

•  Fully serviced to municipal standards
•  Multiple access/egress points
•  Flexible zoning; 16.85 acres total

BRET JORDAN 
+1 425 453 3131  
bret.jordan@colliers.com

MIKE SCHRECK
+1 425 453 3120
mike.schreck@colliers.com

TOM DEBOER 
+1 616 988 5807
tom.deboer@colliers.com

TIM BRISTOW
+1 416 643 3408
tim.bristow@colliers.com

MATTHEW JOHNSON
+1 416 643 3754
matthew.johnson@colliers.com

TIM BRISTOW
+1 416 643 3408
tim.bristow@colliers.com

TOBY TOBIASON
+1 416 643 3459
toby.tobiason@colliers.com

MALCOLM EARLE 
+1 604 661 0895 
malcolm.earle@colliers.com

CHRIS MORRISON 
+1 604 661 0875
chris.morrison@colliers.com 

CenterPoint  
Crossdock Building
45 Sonny Perdue Drive
Savannah, Georgia

• +/- 315,810 SF crossdock warehouse (divisible)
• 4 miles to Georgia Ports Authority main gate
• Under Construction - Ready Jan. 2016
• 30 dock doors (potential for 61)
• 113 trailer parks (potential for 193)
• 110 car parks
• Class A tilt-wall construction
• 32’ clear height
• ESFR sprinkler system

JOHN NEELY 
+1 912 662 8008
john.neely@colliers.com

www.colliers.com/savannah

www.bearcreekcorporatecenter.com

•  New Class A Development over 250,000 SF
•  13 floors with 20,000 to 23,000 SF floor plates
•  Private, outdoor terraces on 6th and 12th 

floors
•  Targeting LEED Platinum
•  Secure underground parking, bike storage, 

showers and lockers, 24/7 building security

The Largest Heavy 
Industrial Zoned Site 
in Metro Vancouver
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FOR LEASE

FOR SALE OR LEASE

FOR SALE OR LEASE

FOR LEASE

FOR LEASE

Wells Fargo Tower

Willow Lake Business 
Park – Bldg 10

Three Contiguous 
Flex Properties

Overlook at 
Great Notch

420 20th Street North
Birmingham, Alabama

4049 Willow Lake Blvd.
Memphis, Tennessee

330/320 Oser Avenue & 100 Davids Drive
Hauppauge, New York

150 Clove Road
Little Falls, New Jersey

•  217,743 total SF building
•  100% office
•  26’ clear height
•  ESFR sprinkler system
•  Back-up generator
•  7/1000 Parking
•  Full-service cafeteria
•  Tranquil park-like setting including a 6-acre 

pond, jogging trail, & picnic areas

·  Total Campus Size: +/- 193,614 
    330 Oser Avenue: +/- 108,000 SF 

320 Oser Avenue: +/- 20,114 SF 
100 Davids Drive: +/- 65,500 SF

•  Well maintained grounds
•  On sewers
•  Abundant parking
•  Close proximity to LIE and Motor Parkway

•  234,403 SF Available
•  Various units ranging in size from 2,500 to 

165,000 RSF
•  Lobby and Common Areas
•  Fitness Center
•  Conference Facility
•  Cafeteria

JOHN HENNESSY
+1 205 949 5982
john.hennessy@colliers.com

BRAD KORNEGAY   
+1 901 312 5751
brad.kornegay@colliers.com

TIM MASHBURN   
+1 901 312 5771
tim.mashburn@colliers.com

STEVEN D’ORAZIO 
+1 516 284 3431
steven.dorazio@colliers.com

JASON MAIETTA
+1 516 284 3410
jason.maietta@colliers.com

RICHARD MIRLISS
+1 973 299 3077
richard.mirliss@colliers.com

RICHARD J. MADISON 
+1 973.299.3021 
richard.madison@colliers.com

www.colliers.com/alabama

www.colliers.com/memphis

FOR LEASE

•  34 story Class A office building total-
ing 514,893 SF in the heart of downtown 
Birmingham

•  Current availabilities ranging from 2,000 SF 
up to 50,000 SF of contiguous space

•  Easy access to Interstate 65 and Interstate 20
•  On-site management and 24/7 security
•  Enjoy spectacular views from the tallest 

building in the city

Jennifer Park- 
Warehouse
530-555 E Pamalyn 
Las Vegas, Nevada 

•  Just west of I-15 Freeway
•  Ample Parking
•  Concrete Block Construction
•  Skylights
•  Power 3 Phase (120/208Volt)
•  Metal Halide and Fluorescent Lighting

DEAN WILLMORE SIOR 
+1 702 836 3763
dean.willmore@ colliers.com

ELAINE ELLIOTT
+1 702 836 3774
elaine.elliott@colliers.com

•  Ten (10) Class A buildings in campus style setting
•  Newly-constructed move-in ready spec suites
•  A diverse retail component
•  A full service FedEx, and a contemporary drive-

thru Starbucks with expanded indoor/outdoor 
seating

•  A complimentary 24/7 tenant fitness center
RYAN MARTIN,  
TABER THILL, PATTI DILLON
+1 702 735 5700
amanda.palmer@colliers.com

www.thehclasvegas.com www.colliers.com/en-us/longisland

3753 – 3993 Howard Hughes Parkway
Las Vegas, Nevada

The HC | Hughes 
Center
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Behind the Scenes PROFILES IN SUCCESS

Retro Pioneer 
Eversource is leading the way  
in sustainability for existing buildings.

TODAY, ENERGY EFFICIENCY IS on the 
mind of anyone breaking ground on a new 
building. Public awareness of sustain-
ability concerns, pressure from city 
governments and, of course, the need to 
control operating costs are all driving a 
demand for more efficient buildings, so 
much so that a commissioning process 
is becoming increasingly common among 
construction managers and property 
owners. Commissioning is a formal, stan-
dards-based process to ensure that the 
finished building will meet the customer’s 
sustainability and efficiency goals, and it 
serves as quality control across related 
systems in every phase, from design to 
completion. 

But what about buildings that are com-
plete? Fortunately, this same discipline 
can be applied through a technique 
called retro-commissioning or RCx. New 
England’s Eversource Energy is pioneer-
ing the field in some unique ways. 

Unlike many federal and state RCx 
programs focused on capital components 
of an asset, Eversource optimizes the 
existing building’s management systems 
to realize significant savings for its energy 
customers. “The existing building auto-
mation system and everything it controls 
is covered under [RCx],” explains John 
Scricca, Eversource’s energy efficiency 
program manager in Connecticut. 

Eversource engages commercial 
and municipal clients in a three-phase 
process of survey investigation and 
implementation that not only helps them 
identify energy-saving opportunities but 
also educates them in how their buildings 
perform and establishes systems that 
preserve optimized functionality.

“We spend more time on the behind-the-
scenes energy management strategy,” says 
Dave McIntosh, senior energy engineer with 
Eversource. “The capital stuff’s easy. But 

with [energy-management 
systems] we try to help 
you understand what your 
building is doing. That’s 
a key part of the relation-
ship and a value-add that 
doesn’t really come out in 
the numbers.”

Although the numbers 
are significant in their 
own right. For example, 
Eversource has worked 
with the Hartford Public 
Schools since 2007 and 
helped the district capture 
5 to 25 percent savings in 
kilowatt-hours (kWh) in 15 
school buildings—more 
than 5 million kWh saved 
each year. “That annual 
savings alone is probably just over a mil-
lion dollars … and that’s year after year,” 
Scricca estimates. 

The RCx project team also includes 
a third-party provider, accredited in the 
discipline. One such provider with which 
Eversource has worked extensively is 
Strategic Building Solutions, which joined 
Colliers International’s project manage-
ment professionals in Connecticut earlier 
this year and is currently integrating its 
services with Colliers. 

The RCx provider surveys the build-
ing’s system to identify energy savings 
opportunities, along with estimates of the 
amount of savings and the cost to imple-
ment. Eversource reviews these with the 
customer, and if the project is feasible, 
conducts a more detailed investigation 
phase that may take several months. 

According to McIntosh, this investiga-
tion goes beyond the equipment specs, 
delving into how the building’s systems 
are actually working. “For example, vari-
able air volume boxes have been chronic 

issues in many buildings. In a lot of 
cases, they aren’t well understood. In the 
investigation stage, we can show them 
that it’s not the equipment itself but poor 
operation that’s causing so many hot 
and cold comfort calls. It’s the difference 
between the capital or expense mind-set, 
and the RCx mind-set.” 

An important principle in implementing 
these projects is persistent strategy. In 
preparing the client to “take the keys,” 
Eversource and Colliers create automated 
checkpoints, identifications and alarms to 
let the customer know when the system is 
going awry. And the customer’s technical 
team must be educated in how to monitor 
and respond on an ongoing basis. 

The goal is a dynamic and responsive 
solution. “We encourage tinkering, but 
you have to understand how to put it 
back the way it was,” McIntosh explains. 
“You need a team like the Colliers team 
and the talent behind it to be able to sim-
plify it for a customer and empower them 
to identify any anomalies.” KL

GREEN STRATEGIES

By Aaron Finkelstein
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Fit for 
Success
Ariad’s culture is  
centered around  
employees’ well-being.

MICHAEL BECKERMAN ran his first 
marathon at age 12, and since then, he 
hasn’t stopped moving forward. What 
began as a competitive undertaking 
evolved into a physical discipline and “an 
opportunity for escape and reflection—joy 
at the end of the day.”

“As I gathered experience over the 
years, I recognized wellness was not 
just about physical well-being; there’s an 
altruistic and spiritual element to it. By 
spiritual, I mean being grounded, living in 
the moment, being appropriately reflec-
tive and deliberate in action. Wellness, to 
me, is being well-balanced: intellectually, 
emotionally and physically. Through well-
ness, you bring a certain level of energy, 
presence and confidence that helps you 
succeed personally and professionally,” 
he explains. 

Beckerman’s view has contributed to 
the success of the company he leads. 
President of Ariad Communications, a 
Toronto-based strategic agency special-
izing in serving clients’ deep content 
and digital and activation capabilities, 
Beckerman is the firm’s “star quarter-
back,” leading his team onto the list of 
Canada’s best places to work, now five 
years running. 

If you ask Beckerman the secret to 
repeatedly winning this distinction, 
he would explain it’s no secret all: It’s 
Ariad’s culture, one he says is not owned 
solely by him but also by Ariad’s 115 
employees. While it rests on the leader-
ship to help define the firm’s values, 
the onus, he says, is on its people to 
“deliver against these values and shape 
the culture and organization they want to 
work with.” 

For Beckerman, a good employee is 
one who is “empathetic, enabling and 
inspiring to colleagues.” These attributes 
are important to Beckerman because 
people spend half their waking hours at 
work. “You need to enjoy your job and the 
people you work with,” he notes.

As part of its culture, the company 
emphasizes philanthropy. To celebrate 
the company’s 25th anniversary, manage-
ment gave 10 employee teams $2,500 
each, along with criteria for selecting a 
charitable organization to receive the 
funding. The initiative resulted in other-
wise obscure nonprofits receiving much-
needed donations, with Ariad employees 
enthusiastically becoming volunteers and 
board members in the process.  

It’s also a culture that fosters wellness. 
A masseuse comes in to alleviate stress 
during busy times. Fresh fruits are avail-
able to everyone on Mondays to encour-
age healthy eating. Beverages are served 
on Friday afternoons to toast the past 
week. Employees can also take advantage 
of a discounted group gym membership. 

“Wellness has always been part of 
Ariad’s culture,” Beckerman explains. 
“The agency world, like many industries, 
at times can be stressful. We try to 
encourage colleagues to find the right 
tools and perspective that work for them 
to manage the high and lows of this 
creative, thrilling and at times challenging 
business.” 

Ariad’s efforts to promote wellness 
in the office have paid off. The firm’s 
employee retention rate is above the 

industry benchmark. It attracts top talent 
who value the company’s commitment to 
a balanced lifestyle and giving back. 

In particular, the Ariad culture draws 
millennials. “Philanthropy is a big part of 
millennials’ values,” Beckerman explains. 
“When we interview them, their second or 
third question is about our footprint and 
philanthropy. Compensation is important, 
but an organization’s values determine 
the right fit for them.”

This trend won’t shift anytime soon, 
predicts Beckerman, citing millennials’ 
“heightened sense of work-life balance” 
as a positive influence in the workplace. 

Beckerman likewise recognizes technol-
ogy’s role in wellness and a balanced 
workplace. “Technology allows for work-
place flexibility,” he explains. “If employ-
ees need to leave early to play Ultimate 
Frisbee, for example, that’s OK, because 
I know they’ll make their commitments 
to their clients by logging in afterward or 
working remotely.”

Beckerman is also excited that technol-
ogy is putting fitness at the forefront of 
people’s minds—and literally at their 
fingertips—thanks to gadgets like Fitbit, 
which more and more employees are 
using to track their workouts and monitor 
their progress.

A company with wellness in its DNA and 
the integration of technology into work-life 
balance add up to a happy, healthy and 
engaged workforce.

“The benefits unequivocally outweigh 
the costs,” Beckerman says. “It’s good 
for business.” KL

VALUES

By Michelle Santos 
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From the President & COO

Will the Rise of Megacities 
Be Our Finest Hour?

IN FOCUS

R
apid urbanization appears to be our 
future collective reality. Stepping up to address 
this demographic change provides the real estate 
industry with a unique opportunity to demon-
strate leadership and help transform the world in 
a positive way.

Our World Is Becoming More Urban
According to the United Nations, more than half the world’s 

population already lives in cities. Compare that to 1950, when just 
30 percent of the world’s population was urban, and you see just 
how dramatic the transformation has already been. Today’s urban 
residents generate more than 80 percent of the global gross do-

mestic product (GDP), 
and the top 30 most 
populous cities in the 
world have a combined 
GDP of a staggering 
$11.8 trillion. In fact, 
the aggregate GDP of 
today’s top 10 megaci-
ties exceeds that of every 
country in the world 
except the United States 
and China. New York 
City and Tokyo alone 
would be their own G20 
nations (19 countries 
with the world’s largest 

economies, plus the European Union) based on their GDPs. As 
economic engines, megacities dwarf all other contributors. 

It is predicted that cities will grow by 2.5 billion people by 2050, 
and aggregation in megacities—urban areas that are home to more 
than 10 million inhabitants—is expected to accelerate. Currently, 
there are 28 megacities in the world—including Tokyo-Yokohama, 
Jakarta, Delhi, Manila and New York—compared to just 10 in 
1990. By 2030, the world is projected to have 41 megacities. 

Let’s Transform Our Cities for Good
It’s helpful to view the rise of megacities through the lens of the 

rebirth of the city state. Cities like New York and London have more 
in common with Shanghai and Dubai than Albany and Liverpool 
because the world’s great cities are where policies live and die. That 
is, what occurs in one megacity on one continent holds lessons for 
megacities everywhere. Viewed in this context, megacities serve both 

as research and 
development 
laboratories for 
global solutions 
and as mecha-
nisms for quick 
adoption of urbanization strategies that actually work. This paradigm 
potentially leads to higher qualities of life for a majority of the world’s 
citizens when compared to the change driven by the nation-state 
model. Think Silicon Valley versus the United Nations. 

A Call to Action for the Real Estate Industry
As an industry, we need to recognize this opportunity and, most 

importantly, provide leadership to address questions that all mega-
cities will face, such as:
•  How do we temper income inequality and minimize poverty and 

unemployment while still allowing businesses and local econo-
mies to thrive?

•  What sustainable initiatives and/or global policies will enable 
developers to build to meet demand in a way that doesn’t harm 
the environment?

•  What infrastructures will allow city governments to deliver 
needed services more effectively and efficiently? How can mobil-
ity be successfully addressed?

•  What role can technology play in keeping people and resources 
more closely connected? How will the Internet of Things lead to 
smarter cities and smarter real estate?
These are some of the big questions that will require creative, 

inspired solutions. The stakes couldn’t be any higher: Not tackling 
these questions over the coming few years would mean losing the 
chance to advance the interests of everyone everywhere, allowing 
the trend of rising megacities to determine our destinies rather 
than industry leaders helping to create a better future. 

The real estate industry has a crucial role to play because we see 
firsthand how the growth and development of cities impact our 
clients and communities. Our collective understanding of the 
built environment gives us the opportunity to provide leadership 
through this important change. We have the obligation to meet 
this challenge, find and create value, and help reimagine and shape 
a brighter future for tomorrow. KL

Vice Chairman of the Real Estate Council of the World Economic Fo-
rum and a Delphi Fellow of Big Think, Dylan Taylor has a unique 
perspective on the factors influencing global business and the future of 
urbanization. Sign up on insights.colliers.com to follow his blog.
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Dylan Taylor 
President & COO
Colliers International 

Megacities serve 
both as research 
and development 
laboratories for 
global solutions and 
as mechanisms for 
quick adoption  
of urbanization 
strategies that  
actually work.
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