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Managing industrial parks is a multi-billion euro business with special importance
to the asset intensive chemical and pharmaceutical industry. Site managers face
many challenges, one of them being attracting new investments to the site. This article describes how site managers may create and implement an effective and efficient site marketing strategy by defining the relevant target group, specifying the
adequate value proposition and using the most promising communication channels. The authors illustrate their recommendations with their site marketing experience from one of the most suc cessful industrial parks in Europe, the Industriepark
Höchst.

1 Introduction: Marketing specifics of
industrial parks

ize learning processes between companies on site
and the relevant external stakeholders (e.g. academia, policy makers).
Service operators argue that outsourcing site
operation activities to a specialized site operator,
allows companies in the chemical and pharmaceutical industry to focus on their core competencies
of developing, producing and selling goods. Furthermore, it creates cost and risk synergies in shared
infrastructure assets and provides a sufficient mass
for holding expert knowledge available at the site.
Operationally, industrial park operators highlight
the potential for reducing customers’ costs, increasing their speed and flexibility and improving the
quality of services.
And the leverage site operators are working on
is significant to their customers in the chemical
and pharmaceutical industry: Analysis shows that
costs of infrastructure and services outlined above
are between 10-15% of the revenues of chemical
companies (with core costs in the field of energy,
waste management, logistics and facility management) and around 5% of pharmaceutical sales
(Wildemann, 2016).
In the following, the term marketing will be
used to characterize (a) the general challenge of
creating and managing business to business relationships between the industrial park operator and
his potential customers and (b) to characterize the
tasks of the respective department within the industrial park operator company.
Industrial park operators face specific market-

Industrial parks can be found worldwide. In Germany, the chemical industry has 37 (VCI, 2012) industrial parks. Industrial parks are clusters of research,
production/manufacturing and service activities
of several companies that share one physical location (see for instance, Wildemann 2016, or Suntrop
2016). From the outside an industrial park is seen
as “one entity”. One can distinguish between so
called major-user parks that are operated and often
owned by the largest tenant at the site. The most
prominent example in Germany is the BASF Ludwigshafen site. Sometimes, several large tenants
provide services to each other and the minor users
at the site, as is the case at CHEMIEPARK.LINZ. On
the other hand, there are multi-user parks that are
owned and operated by a professional service company that does not have chemical production assets
at the site, as is the case with Infraserv Höchst, the
owner and operator of the Industriepark Höchst in
Frankfurt.
Site service companies at industrial parks offer
a range of different services (see Hofmann/Michel
2016). The site service company may organize the
management of the facilities, the treatment of
waste water, the grids and pipelines for all companies on site, as well as heating and cooling, warehousing, logistics or health and safety services (see
figure 1). In addition, the site company may provide recruitment and training activities and organJournal of Business Chemistry 2017, 14 (2)
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Figure 1 Site services at industrial parks (source: VCI Sector Group of Chemical Parks, 2013).
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service offered within the park. Changes in quality and costs will directly affect the producer’s profit situation. Another important aspect is the path
dependency of industrial park development. Some
industrial parks exist for more than 150 years; different production activities have been built over
the years, hazardous goods have been produced,
the land has been used in different ways over time.
All these aspects have to be taken into account
when an industrial park tries to attract new investments. So marketing of industrial parks is interesting from a broad range of marketing perspectives,
encompassing business-to-business marketing,
service marketing, information economics, principal agent theory and path dependency theory to
name but a few (Hutt/Speh 2003).

ing challenges. They act on business-to-business
markets and offer their services to customers in
the chemical and pharmaceutical industry. The
demand for services in industrial parks ultimately
depends upon the development of the consumer
markets where chemical and pharmaceutical products are used. If consumers or regulation, for example, decide against plastic bags in Europe, the corresponding production will decrease and there will
be lower demand for the related industrial services. For the chemical industry customer, a buying
center structure is typical, with multiple persons
on the customer side having influence on the buying decision. The decision making process on the
customer side is highly formalized and professionalized in terms of methods and tools used for selecting the right production site. The services offered
are highly individualized and cannot be stored
(Peters et al. (2013), Homburg (2017), Zeithaml et
al., 1985). Some of the services may only be offered
within an industrial park (e.g. site security, firefighting), some others may be offered to external locations as well (e.g. facility services, consulting). Typically, long-term relationships between industrial
parks and their (potential) clients can be observed;
personal interaction prevails over mass media marketing.
When an industrial park attracts a new client
to its location and the client builds his production
facility in the industrial park, a significant lock-in
effect occurs after the investment in the park, due
to the capital-intensive production assets. Furthermore, the producer is in some cases bound to the
Journal of Business Chemistry 2017, 14 (2)
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2 Case study: Site Marketing at Infraserv
Höchst
The Infraserv Höchst Group developed from
Hoechst AG in 1997 and is the operator of the industrial park in Frankfurt Höchst. In 2016, it had a
turnover of approximately 1 billion Euros and 2,500
employees organized in eight business segments,
including energy and waste management, site services, logistics and real estate, as well as education
and training specialist Provadis GmbH.
This highly diversified portfolio with at first
glance seemingly unrelated services under one roof
does, however, add superior value to clients. How
so? Rather than just focussing on steady site operation, Infraserv Höchst puts its focus on partner30
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Figure 2 Life cycle of an industrial park (source: own representation).
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sustainable solutions for the site as a whole. The
site management company may also help with all
legal and regulatory requirements that need to be
fulfilled for creating new factories and may find a
flexible solution for the infrastructure as well, based
on their experience and reputation gathered from
multiple projects with many clients in the past.
The growth phase is characterized by market
penetration. The volume and/or the quality of the
products offered are seen as key success factors.
Therefore, the marketing and sales departments
lead on this, with production keeping pace as much
as possible. Site operators must be able to offer
flexible capacity adjustments while relieving the
core business activities. During the maturity phase
customers are confronted with intensified competition. Thus, availability and costs of products shift
into focus. Infraserv Höchst, for instance, provides
the ability for continuous improvement and standardization as well as the exploitation of synergies
across secondary processes. In order to remain competitive in the consolidation phase customers focus
on cash flow, margin, finance and controlling. The
site service provider’s value proposition consists of
developing multi-user concepts after M&A activities, initiating cost reduction processes and adapting the service portfolio to changing needs. The last
phase is described as the termination/exit phase.
For customers, present value of their business is of
utmost interest. Accordingly, services like disman-

ing with clients to dynamically develop their sites.
Every client business and every client site undergoes one or even several cycles over time. One way
to describe this site development is to differentiate between launch, growth, maturity, consolidation and termination/exit phases, as depicted in
figure 2. Obviously, however, businesses and sites
have different lifespans, investment cycles, profitrisk-profiles and so on. From our understanding,
one key to successful site development is to align
both aspects – the needs of the chemical and pharmaceutical company in a specific phase of the product life cycle on the one hand, and the site parameters on the other hand - in the most effective and
sustainable way.
For example, in the launch phase a product transitions from the development/approval stage into
the production phase. In pharmaceuticals, for
instance, when new active ingredients are involved
the clock tends to be ticking as patent protections
are limited and pharmaceutical companies try to
sell the patent protected drug as long as possible
in order to generate profit. Speed in scale up of production activities is therefore of the essence for
companies in the pharmaceutical industry. But suboptimal sizing of production facilities or lack of flexibility of infrastructure assets, for example, may
prove to be costly in the future. Site partners like
Infraserv Höchst can play a vital role in making the
launch fast, successful and finding flexible and thus
Journal of Business Chemistry 2017, 14 (2)

31

© Journal of Business Chemistry

Andreas Konert and Harald Kaiser

tling, restructuring and conversion, in addition to
sale and shutdown, are in high demand. All in all,
in the course of the lifecycle the site operator must
be able to respond to the varying customer needs
and must offer an integrated solution to enable
clients to adapt to their changing business needs,
not just at Frankfurt-Höchst, but nationwide at
other client sites and parks.
One gauge for the success and long-term performance of a site operator is the amount of investments attracted to the site it is managing. In the
case of the Industriepark Höchst with more than
90 chemical, pharmaceutical and services companies and approximately 22,000 employees on
around 460 acres, this number totals 7 billion Euros
of investments since the year 2000, representing
an average of more than 400 million Euros per year.
Each investment strengthens the site´s base
and points to a promising future, attracting further investments in turn. Investments are in fact
very hard to come by, however. Many sites therefore invest strongly in site marketing activities. But
what strategies can the marketing department use
in order to attract investments? Chapter 3 will give
some methodological background on finding out
“where to play”. Chapter 4 will go into more detail
on customers’ decision making processes and ”how
to win” from a marketing perspective. Chapter 5
will look at the buying centre in more detail and
offer some guidance on “where to put your money”
in the most cost-effective way.

try predicts only 1.5% growth per year until 2030
(VCI, 2016). Compared to Asia with a predicted annual growth rate of 4.5%, we can consider the German and European chemical industry to be at a
mature stage (VCI, 2016). Given this macroeconomic environment, attracting new investments to
existing industrial parks in Germany must be understood to be a very difficult task.
Marketing managers at industrial parks should
be aware that overcoming general investment barriers for the chemical industry in Germany is hardly possible. To put it simply, most investments in
industrial parks stem from existing customers,
expanding, overhauling or replacing their existing
production assets, as well as subsequent investments by the site operating company. Following a
recent study from German Trade and Invest, on
average there are 6 new large production facilities
built in the chemical industry per year out of which
only 1-3 are relevant for industrial parks (GTAI, 2014).
So site operators are correct in putting a major
focus on this most important segment and in closely following and accommodating the development
of their existing key accounts. Infraserv Höchst, for
example strives to achieve close links between management, key account management, sales and operations and the various levels of the client organization to best anticipate and support all developments in order to facilitate growth. Marketing has
an important but supporting role focused on activities advancing customer satisfaction, loyalty and
promotion.
Beyond that, Infraserv and the business development agency of the region FrankfurtRheinMain
carry out a value chain analysis together with customers at the site in order to further develop the
production network at Höchst, to identify blind
spots or gaps which can be filled by new additions

3 Where to play: Selecting the most promising target segments
Since 2010 the chemical industry has been growing in Germany and Europe at a rate of 2.5 % per
year. The German association for the chemical indus-

Figure 3 Investment in Industriepark Höchst since 2000: approx. €7 billion (source: own representation).
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tion. This profit function includes the dimensions
“profit per square meter”, “revenue per square
meter” and “growth potential over the next five
years”. The different dimensions were weighted by
board room members and applied to the 36 market segment profiles. Eight market segments were
excluded from further analysis as they did not signify adequate profit potential.

to the value chain. One example of this logic is
shown by one company investing into a small plant
to capture the surplus CO2 from the production
process of another company at the site, as is the
case with Westfalen AG and Celanese Corporation
at Frankfurt-Höchst.
In order to develop an effective strategy for
attracting new customers to existing industrial
parks, industrial parks need to combine their knowledge about company’s external developments
(investment probability by industry segments; decision criteria for selecting industrial parks; knowledge about buying center structures on the site of
the customer) with the knowledge about internal
conditions (knowledge about available land; knowledge about goals for attracting new investments;
knowledge about one’s own company profit function). Infraserv Höchst developed a five step
approach for attracting new customers to the Industriepark Höchst – this approach can be individually adapted for use in other industrial parks too:

Step 3: Estimate the probability of an investment in Europe
In order to further narrow down the list of potentially relevant market segments, the probability of
an investment by a company – belonging to one
of the prioritized production profiles – was analyzed in a multi-method, multi-source approach.
While the basic work was done in 2010, the results
are frequently updated to readjust the site marketing activities. This approach screens publicly
available data sources such as ebsco.com, chemie.de,
chemanager-online.de. In addition a semi-standardized questionnaire was used for expert interviews to evaluate the probability of investment in
production facilities in Europe. As a result, new production activity and growth is predicted in innovative fields such as pharmaceuticals, specialty chemicals, biotechnology (medical and industrial uses)
and green technology (with renewable energy). The
following table summarizes Germany’s competitive position and lists the strongest competitors.
As a result investments seemed likely to result
from around 17 out of the initial 36 industry segments analyzed.

Step 1: Define target segments
Firstly, Infraserv Höchst has identified 7 potential target segments with 36 sub-segments in total.
Examples of these segments include pharmaceuticals (the production of active ingredients), specialty chemicals (e.g. construction chemicals, fragrances, food additives, pigments) and other process
industries.
These potentially attractive market segments
have been profiled according to their patterns of
consumption of services offered by Infraserv Höchst.
Eight profiles with a specific need structure in the
fields of production, energy, waste management,
logistics, safety, space (square meter) have been
identified. These encompass, for example, volume
oriented specialty chemistry with a continuous production system, a high energy demand and need
for waste management, logistics, safety and space.
Another example consists of research based drug
producers using batch production, with a high
demand for logistics service and medium need for
energy, safety and space. Production profiles of
smaller research based entities with lower production activities and logistics companies with largespace requirements but little need for energy or
waste management services have also been profiled. All market segments have been matched to
a specific production type.

Step 4: Identify relative competitive strength
Finally, the competitive position of Industriepark
Höchst was analyzed from a customer perspective
(concept of competitive advantage, see von der
Gathen/Simon, 2002). Therefore, in-depth interviews were conducted with existing customers (site
managers) in order to better understand
a)
b)

The results of the interviews were integrated
into a matrix of competitive advantages. Each decision criterion was depicted according to its relative
importance (as evaluated by all respondents in a
specific market segment) and according to the
industrial park’s relative performance (as compared
with the strongest competitor evaluated in a spe-

Step 2: Determine profit potential/customer
lifetime value
The market segment profiles have been evaluated on the basis of Infraserv Höchst’s profit funcJournal of Business Chemistry 2017, 14 (2)

the importance of different criteria when
selecting a production site and
the perceived performance of the indus
trial park compared with that of the next
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performing” in this area from the customer perspective.

cific segment). Consequently, the industrial park’s
competitive advantages (above average importance of a criterion and better performance than
competitors), competitive disadvantages (above
average importance but performance lower than
competitors), fields of overperformance (low importance of the criterion but performance beyond competitors) and the levels of consistency (low importance with low performance) were identified.
The analysis showed that the industrial park’s
competitive position varied significantly depending on the market segment studied.
For example, respondents in segment A – high
quality, research intensive development and production of active ingredients for pharmaceuticals
– highlighted relevant competitive advantages in
the field of fast and reliable construction of new
facilities, and access to high quality personnel and
research collaborations in the neighborhood as
relevant competitive advantages of the Industriepark Höchst compared with all other production sites analyzed. These characteristics supported the company’s goal of ensuring a short time to
market for patent protected new drugs produced
at Industriepark Höchst. Competitive weaknesses
such as, for example, the higher tax burden compared with low cost production sites abroad, were
not seen as very significant. The direct proximity
to end consumer market was not seen as an important characteristic, the park was seen to be “over-

Step 5: A focused marketing strategy
As a result of this four step approach, 12 market segments have been identified as most important for active site marketing activities. The list of
these target segments is updated yearly. It goes
without saying that new customer insights are
then worked into the industrial park’s value analysis and marketing and sales materials. In order to
develop a precise value proposition, a matrix of
competitive advantages is very helpful: Those
aspects identified on a segment basis as competitive advantages (thus receiving high relative importance scores and representing a stronger performance compared with the strongest competitors)
form the basis for the value proposition. These
aspects are used in the individual sales pitch and
can be adapted to specific customer requirements.

4 How to win: Finding the right marketing strategy
For the selected target segments, a detailed customer acquisition strategy was developed. For each
segment, the market specifics were identified and
answers to the following questions were found:

Figure 4 Competitive assessment of chemical industry regions (source: own representation).
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high

Figure 5 Matrix of competitive position (source: own representation).

Competitive
Disadvantage
Higher Tax Burden

▀

Competitive
Advantage
Fast and Reliable Cobstruction of
New Facilities
Access to High Qualified Personnel
Access to Research Collaborations

▀

Relative Importance

▀

▀

▀

„Overperforming“
Direct Proximility to End
Consumer Market

low

▀

„Konsistent“
Higher Labor Costs than
Sites abroad

low

Performance

tial evaluation of the potential sites and the creation of a short list of up to 10 sites that will be
evaluated in more depth. Most of these activities
will be conducted undetected and with an air of
great secrecy, involving only few people within the
client organization below board level and maybe
a handful of external partners. This is done with
good reason, as adding capacity is a competitive
maneuver in any market and may be subject to
counter-measures by competitors. Also, listed companies may want to pay close attention to timing
their announcements just right so that they can
avoid the need to react to market rumors with adhoc notices.
So by now we have prioritized market segments
and have a solid understanding of the general decision making process. But how can the industrial
park be positioned best in the sphere of the buying center and its influencers without spending
enormous amounts of money? First off, industrial
parks have to realize that the target segments will
share some similarities but will probably be quite
different in the detail. Chemical companies, for
example, organize the site selection process in various ways. Typically a formal team is installed for
screening and selecting potential production sites.
This team consists of experts in the field of production planning, controlling, research & development and purchasing and is often formally structured as a project within the company. This team
defines the site selection criteria, searches for the

1) Who are the main players in the relevant
market arena?
2) What are the phases of the customer deci
sion process?
3) How can the industrial park influence the
different actors in the buying center?
In order to answer these questions, internal
workshops were held with Infraserv Höchst sales
managers, key account managers and relevant market partners. The decision process and the role of
different actors were analyzed through semi-structured interviews. On this basis, a segment-specific marketing strategy was developed.
The decision making process of the potential
customer was taken as a starting point, i.e. the
chemical or pharmaceutical company looking for
a new production site. Even though the chemical
or pharmaceutical company may have experience
in selecting production sites, this is typically an
extensive and highly formalized decision process
(Robinson/Faris/Wind, 1967).
The site selection process can be structured into
seven phases. From the customer’s point of view,
the process starts with the perceived need for a
new production site (phase 1). Then the relevant
criteria for searching and evaluating potential sites
are defined and operationalized by the customer
(phase 2) before the customer actively invests time
and money in searching and defining a long list of
potential sites (phase 3). Phase 3 ends with an iniJournal of Business Chemistry 2017, 14 (2)
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industry associations and business development
agencies. Relevant information sources for chemical companies in the site selection process include
international databases summarizing the technical characteristics of industrial parks (homepages
e.g. VCI, ECSPP), industry associations conventions,
industry publications and personal networks and
experiences of the actors involved. The confidential nature of the site selection process on the customer side rules out any direct marketing and sales
approaches geared at lead generation. Imagine an
outbound marketing campaign centered upon calling up companies asking them for upcoming investment projects. Chances of not talking to the right
person are high and even if you were, he or she
would not want to let you know or even talk to you.
Chances of not making a good impression this way
are also very high. Regarding these first phases, the
main marketing task is to make as much information as possible publicly available and position the
industrial park in the relevant networks so as to be
in the relevant position to enable the potential
client to make an informed decision. Chapter 5 will
provide more details on this.

relevant information (stages 1-3 in the above mentioned site selection process) and proposes a short
list of potential locations for the new production
site. While all relevant competencies are represented in this team, the final decision on the short list
is made by the chemical company’s board and the
head of the production units. After this decision a
core team with experts from the production and
purchasing departments is put together to gather in-depth information, make on-site visits and
start the negotiations with potential production
sites. Again, the final decision is made by the board.
Sometimes, the process is steered by a company’s “site selection and benchmarking department”.
Thus, while the board of the chemical company
may be characterized as the key promoter of the
site selection decision, the team also consists of
expert promoters and they are coordinated by the
site selection department as expert and process
promoters (Webster/Wind, 1972; Backhaus/Voeth
2014). Important influencers in the process are plant
manufacturers that, together with the chemical
company, develop the new production facility and
share their expertise with different industrial sites
worldwide. Further important influencers include

Figure 6 Phases of site selection process (source: own representation)
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site.

Marketing objective: Survive the down selection and lead the short list of the potential industrial sites.

5 Where to put your money: defining an
efficient communication mix

The other phases are no longer characterized
by marketing activities but mostly driven by sales
and top management. The customer makes the
first move in phase 4 with the call for proposals.
Here the customer lists his needs and describes his
requirements in a technical manner. This is also
usually the first time he or his consultants will speak
with the industrial park directly. This will always
be a lengthy and time consuming process that will
go back and forth, but reaching a more detailed
level each time. This process helps the client evaluate the different proposals and reduces the number of names on the list. This process should be
used to build up trust and establish viable relationships with the potential customer. The goal of the
industrial park in this phase is to be a good host,
give open and honest answers to all potential client
questions and ask the right questions in return.
Ultimately, the potential client’s needs are highly
specific and often the potential client will not continue to the later stages because their project does
not fit the site. Nevertheless, the industrial park
wants to leave a good impression in case the potential client ever comes back or is asked about his
experiences with the industrial park.

Even though the most important decision makers for site selection are the chemical company’s
board and the head of the production department,
a broad variety of actors need to be influenced using
marketing measures to increase an industrial park’s
success in acquiring new potential production activities for its site. Four directions for any marketing
communications mix can be defined according to
the marketing activity goals (push vs pull marketing) and the character of the communication activity (direct vs. indirect customer communication).
If the industrial park focuses on a direct communication line with the (potential) customer, the
activities may be defined as:
A) customer push-marketing activities (e.g.
newsletters; trade fairs; activities of sales
representatives) which are designed to
promote the industrial park’s services directly to the customers’ buying center or as
B) customer pull marketing activities that
address a customer need, highlight the industrial park’s benefits indirectly (e.g. by using
case studies) and thereby create a pull for the
industrial park’s services.

Marketing objective: Establish a relationship
with clients’ key personnel based on openness and
commitment regardless of the outcome.

Another important way to promote an industrial park’s service is to work with intermediaries
such as the agency Invest in Germany, chambers
of commerce or business development agencies.
Depending on the character of a specific activity,
the activities may be characterized as:

In phase 5, the customer starts negotiations
directly with an even shorter list of industrial sites.
In phase 6, a letter of intent is signed and all technical and economic parameters are clarified. In
phase 7, the production facility is finally built and
production eventually starts. These final stages are
exclusively driven by top management, sales and
finance. However, the number of employees involved
directly or indirectly on the client side will grow
during these stages. A good marketer will make
sure that client information needs are met in a consistent manner and all information promotes the
site in the best possible way. This is a complex
process as it may range from between 18 months
and five or more years for major projects. A consultative selling approach is used by Höchst industrial park during this process, with the aim of continuously adapting to the potentially changing specifications of customer demand (Moncrief, Marshall
and Lassak, 2006).

c) push marketing activities which focus on
influencing intermediaries directly with the
goal of using the intermediary as an ambassador for the industrial park’s services.
d) pull-marketing activities for intermediaries.
Typical activities here focus on supporting
the intermediary in creating demand for the
industrial park’s services. For this goal, industrial parks may support industry studies, create joint internet sites or become involved in
joint activities.
Infraserv Höchst uses all four options in its communications mix. The “Site Excellence Newsletter”
may be understood as a push-oriented medium
aimed directly at potential clients. It is a regular
push medium to engage with the site marketing
network and (potential) clients about current park
developments and best-in-class service examples.

Marketing objective: Monitor and manage closely content and image of your company and your
Journal of Business Chemistry 2017, 14 (2)
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In addition, a range of other push-oriented activities focusing on the indirect client are also used.
Infraserv participates in and hosts regular networking events with site marketing partners, such as
on-site business breakfasts or invitations to trade
fairs and events. A pull-oriented approach is illustrated through the presentation of content on the
website and via other relevant channels. Here all
relevant information that is showcased is highlighted in such a way which supports screening
processes and builds brand preference. Pull-oriented communication activities aimed at indirect clients
are also used. Infraserv makes sure that all relevant
multipliers have access to the relevant information conveyed via the various relevant network partner media channels based on standardized templates.

agent theory and path dependency theory have all
been helpful in developing the marketing strategy and implementing it effectively.
As the chemical and pharmaceutical industry
faces more and more pressure from competitors
outside Germany and Europe, site service companies have to position themselves in the best possible manner to be shortlisted by relevant customers. Growth opportunities exist not only externally through acquiring new customers, but also
internally through offering extended or better services to already existing customers. The past has
shown that it is very difficult to realize large site
settlements by companies. Therefore, focusing on
gaining “smaller” investments from existing customers might be the better option.
Marketing of industrial parks is a challenging
endeavor, facing a high level of market and technical complexity. Insights from a variety marketing perspectives can be applied to support practical decisions in this context.
1. Marketing of industrial parks means that
industrial services are to be sold. These services
have a high impact on a client’s profit position and
are subject to extensive decision making process-

6 Summary and Outlook
This paper has presented the marketing insights
of a site service operator. The established concepts
in the field of business-to-business marketing, service marketing, personal selling as well as the underlying theories of information economics, principal

Figure 7 Effective marketing communication mix (source: own representation).
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es. Insights from service and business to business
marketing have proven to be very helpful to better understand the marketing situation. The market size for industrial park is determined by the
general market development for chemical and pharmaceutical companies in a specific segment. These
general market developments on the customer side
determine local investments in research&development and production facilities. Marketing of an
industrial park thus cannot easily broaden the market for industrial site services. However, in this given
and externally determined market having a precise picture of what market segments fit best to a
specific site and have the highest probability to
invest is the prerequisite for focusing site marketing activities. The Infraserv Höchst approach has
proven valuable for identifying the most attractive
target segments and can be adapted to further
sites.
2. Understanding and managing the customers’ buying center is crucial for professional site
marketing: As selecting and building a new site is
a highly complex, costly and risky decision, several departments are involved on the side of the customer. The industrial site operator, thus, has to collaborate with different departments with specific
roles (technical experts, decision maker, influencers)
and decision criteria. In the early phases of the decision making processes, the marketing department
has to make sure that the industrial park is in the
relevant set of decision makers in the chemical and
pharmaceutical industry. When the direct interaction begins, the steering role lies with the site marketing departments and the general marketing
department takes a supporting role of securing
consistent messages to the potential client. The
applied selling approach can be characterized as
consultative selling where the industrial park adapts
to the demand of the individual customer.
3. A variety of communication measures can
be used for creating awareness and preference for
a specific industrial park. With regard to the identification of the adequate marketing mix, industrial parks have to decide about the right mix of pushor pull marketing activities in order to achieve their
communication goals. This depends largely on the
targeted market segments. In this context, findings on social media marketing in the business to
business context have proven to be helpful for
developing a viable marketing mix. But estimating
the return on marketing remains difficult.
The concept of the industrial parks is a multibillion business around the globe. Experiences of
successful site marketing are shared across the different locations and help to further refine the positioning of the industrial parks. This fascinating task
desires further attention from theory and practice.
Journal of Business Chemistry 2017, 14 (2)
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