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The office business center industry:
An industry that needs to clarify the message!

The office business center in-
dustry needs to project its “real
persona” Is it a service business,
hence the name “serviced offices,”
the term used in the UK., where the
incidence of office business centers
exceeds that of the U.S by a wide
margin, and elsewhere outside of
the U.S.7 Or is it simply an adjunct
of the commercial real estate busi-
ness? Just the terminology found
in use throughout the industry is
confusing: Office business center,

executive suite, serviced office,
managed office...What is it?
Notknowing canonly confuse the
potential client as well as the com-
mercial real estate broker who may
be conducting a search for an office
environment suitable for his client.
How can one make an informed
decision about office environment
in which to carry out a business?
How cananindustry or anindividual
company market itselfby continuing
touse amultiplicity ofterms to com-
municate with its potential clients?
Thave been involved in the industry
for over 20 years and continue to be
amazed at what I believe to be our
collective inability to market our
companies in a clear and consistent
manner. Attend any industry associa-
tion meeting and you will hear some
ofthose present use the words: client,
contract,contractterm, and monthly

charges. Others will use the terms:
tenant, lease, lease term, and rent.
Well, what is it?

If we are confused as evidenced
by our imprecise terminology, what
about our potential clients and the
commercial real estate brokers who
often represent those potential cli-
ents? Such confusion can certainly
cause the broker to dismiss the office
business center option as a potential
solution for the client and forgo the
referral fee of generally 10% of the
office contract value. Incidentally,
there are eight business center loca~
tions in Westchester County offering
approximately 500 or so individual
offices. The referral fees/commis-
sions thatcould have been earned by
the brokerage community had they
beeninvolved insay halfofthe office
contract transactions would amount
1o $300,000 to $400,000.

One might say, “Why does it mat-
ter?” Well, all industries mustmarket
themselves and I would venture to
guess thatmostindustry associations
existforjustthatpurpose, to establish
asetofbasic standards and to market
the industry’s member companies.
Themissionmustbe tocommunijcate
a clear and concise message: “This
is what the members of our industry
do and this is the basic standards to
which the members subscribe.” The
potential client/customer deservesto
know just what companies within
a given industry are providing to
their customers. We have all heard
the term, “industry standard” those
standards exist to provide the client
with the assurance thata certainlevel
of service is assured.

How should we characterize our
industry and how do we differ from
the alternative of traditional space

offered by the commmercial real estate
industry? The hospitality industry
model] comes to mind as I believe
we are much closer to that industry
given the range of services that we
provide our clients. It is the physi-
cal environment that one sees first,
whether it is hotel, restaurant or an
office business center. Itisthe quality
of service deliveredandreceived that
leaves the lasting impression—good
or bad!

Traditional commercial space is
a valid choice in many instances; a
choice dependant upon the business
model of the potential client and,
obviously the number of worksta-
tions needed. Yet, there are many
instances where the fully furnished,
equipped and staffed, i.e. serviced
office environment is the appropri-
ate choice. This is particularly true
where a business’s administrative
load does not require a full time staff
member. That first employee is a big
Jjump: payrolls, insurance, etc. Why
take that step if the administrative
functions can be outsourced.

We at The Private Office, Inc.
provide telephone and scheduling
for one of our clients thus freeing
him from the necessity of having
an employee. We are in the process
of setting up a system to do the
billing for another client. Office
business centers are truly an “out-
source resource” designed to let the
client(s) focus full time ontheir“core
competency.”

Today, many serviced offices
have moved beyond the business
of providing the “office, phone and
furniture.” The IT side of the busi-
ness is the new and rapidly growing
dimension. High-speed Internet ac-
cess is, of course, the norm but the
technology requirements of today’s
businesses are becoming more
complex by the day. Data security,
storage, back-up, data transmission,
and remote access are some of the
concerns facing industry clients to-
day. Clients are facing any number
of government mandated compli-
ance standards.

‘We, at The Private Office, are con-
tinually addressing the IT needs of
our clients. Weaddress a full range of
issues. A major company may have
one or more employees in our center
requiring us to coordinate with their
IT department to assure that their
employee is fully supported. A small
business client with two or three
associates in our center requires a
secure network for their staffand the
ability to use the center’s resources
as well. These types of issues are
fast becoming the norm and are now
one of important functions that dif-
ferentiate an office business center
from the traditional commercial
office space alternative.

George Russell is the president
of The Private Office, Inc., Bye
Brook, N.Y.






