
How is our industry evolving?

It’s evolving in several ways. First, data is providing 
companies with key metrics and insights about 
comparable organizations’ projects, enabling them 
to make smarter decisions.  Second, organizations 
are laser-focused on the end product and less 
interested in the development process.

Third, the industry has become even more 
complicated. There are more parties at the table. 
Projects typically used to involve only a handful of 
representatives for the building owner and tenant, 
along with the architect, engineer and general 
contractor. Nowadays, it often also includes 
workplace specialists, move consultants, branding 
consultants and several different technology 
consultants. Coupled with the fact that everyone 
needs to move at an exponentially growing 
speed.  It means that everyone involved needs to 
be transparent, open, collaborative and adept at 
working in large teams. JLL’s role is elevated from 
client advocate to driving the process forward and 
ensuring coordination amongst a large number of 
constituents.

How is JLL responding to these changes?

Today, we are more aptly described as a data 
company in the real estate business. We’re using 
data to benefit clients. Data is a differentiating 
competitive advantage. Parsing thousands of 
project data provides clients with comparable 
density, amenities, costs, etc. It provides a 
roadmap. For instance, we recently analyzed nearly 
900 similarly styled projects, and determined 
that a client was spending twice the amount they 

should expect with their design team. We helped 
both the owner and architect to rethink their 
approach and refine their scope and save several 
million dollars. Without the tools and data we 
have, this exercise would have taken weeks, if not 
months, or may never have been done.

We’re experiencing wholesale migration back 
to urban centers. How are suburban campuses 
evolving?

There are plenty of instances where corporate 
campuses are migrating to the city, such as 
Motorola and Google in Chicago. But corporate 
campuses are still being developed in the suburbs.  
The fundamental driver for location is access to 
talent. Organizations are moving closer to the city 
to access talent, but it’s not complete urbanization, 
epitomized by the rapidly expanding Dallas-Fort 
Worth area where we are involved in Toyota’s 
North American headquarters and JPMC’s regional 
facility. Whether urban or suburban, developers 
are building mixed-used communities with retail, 
residential and hospitality to provide people with a 
lifestyle and community.

How do you guide clients to think about 
accomplishing their sustainability goals?

Sustainability is a topic in every project.  Often, it 
is driven by a client’s corporate culture. Everyone 
wants to meet the minimum standards, to do the 
right things. Today, LEED is like an airbag in a car. 
Every car has to have it and every building should 
have it. However, not everyone is convinced of the 
incremental gain from going from silver to gold or 
gold to platinum. Companies want to know the ROI 

Todd Burns 

President & International Director, 

Project Development Services, JLL

View From
the Top

4  CONNECTIONS

Todd Burns of JLL Talks  
About Commercial Project Management  
and Development Trends



5/ View From the Top: Todd Burns of JLL Talks About Commercial Project Management and Development Trends

of their investment, and it’s hard to make the case 
or often quantify the ROI other than on energy 
reduction. Building owners are interested in any 
design amenity to attract tenants or those that 
deliver energy efficiency.

Is health and employee’s well-being a key driver 
in clients’ requirements?

Health and well-being is on the front burner for all 
of our clients. There are plenty of examples where 
clients have integrated health-club facilities, yoga 
studios and locker rooms so that employees can 
bike to work and so on. In fact, it’s really better 
described as supporting the employee’s lifestyle. 
We’ve even done facilities where employees can 
drop off their car to be serviced and pick it up at 
the end of the day.

In what ways can clients use data to 
make buildings smarter?

With the right data, we can determine 
how buildings and spaces will be used 
in a given week. Examples include: Hone 
in on the demand-number of seats per 
week and occupancy around conference 
facilities, and you can impact the energy 
required for the space, the staffing of 
facilities like food service, security and 
a whole host of other items. There’s 
tremendous power applying this data to 
the building’s services.

How are budgets changing?

The budget for technology is ten times what it 
was a decade ago. Clients are connecting devices, 
enabling desktop communications, AV and 
smart boards in conference rooms. Everything to 
support connectivity, collaboration and improved 
experience. All the concession menu boards in the 
Atlanta Braves stadium are now all electronic and 
interconnected so that they can flash key moments 
from the game. The technology budget seems to 
be increasing, while in some cases the budgets for 
architectural finishes, furniture and casements are 
flat or even slightly declining.

How does JLL’s Synergy program help your 
clients?

When a client calls, they’re often already behind 
the eight ball and need immediate help. We have 

close to 60 different providers of key services and 
materials in our program. Organizations like Syska 
Hennessy, because they’re part of Synergy, enable 
us to quickly assemble a strong team with whom 
we are familiar and who understands our process, 
what clients are expecting, and know how to do 
it at the appropriate market price. Essentially the 
program enables us to put the right team together 
faster than traditional methods.

What are the most typical items overlooked in 
the design and construction process?

There are a lot of things that seem to get missed or 
overlooked in projects, ranging from coat closets 
to storage facilities, to specialized printing spaces, 
even to ordering garbage cans for workstations. It 
all seems to stem from the speed at which we have 

to deliver projects. As you can imagine, we can all 
design the greatest-looking spaces, but if the space 
doesn’t work functionally then there’s no way to 
stop the complaints.

What is the one piece of advice you would share 
with a client?

Be open to new ideas and give yourself time. 
Clients, in general, don’t fully appreciate how 
complex it really is to put a good space together. 
They underestimate the amount of time it takes 
to put good design docs together that support 
their business needs and culture. One of our most 
important roles is to help clients approach the 
project with a realistic schedule. Clients have the 
opportunity to design their space once every 10 
to 20 years — we’re doing it 20,000 times a year 
across the U.S. So I would encourage them to listen 
to the advice of their consultants. 


