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IREM ED is designed to
help property and asset
managers become

Hone every skill necessary
to grow, thrive, and succeed
with our up-to-the-minute
curriculum.

GET SMARTER...
Our team of instructors are

Benefit from their
knowledge and learn from
their experience. There's
no situation in property
management they haven't
seen.
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Take courses where, when, and
how OU want.

Self -Paced. For the ultimate
in convenience.

Classroom. For the ultimate
in networking and sharing with
fellow students.
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FULL SPEED AHEAD
Recently, while boarding a flight, it occurred to me that our tradition
of credentialing and education mimics an aircraft's fuel consump-
tion as it takes off. An aircraft burns vast amounts of fuel until it

reaches its cruising altitude and enters fuel -economy mode. Similarly, many
IREM Members embarking upon their journey to the CPM designation start
off at a fever pace-putting tremendous time and energy into education,
preparation and learning-but then fall into a comfortable holding pattern
based on their learning, and cruise once that major milestone is achieved.

Cruising altitude is more efficient, but in the long run, it's not a career -
winning strategy. When it comes to your career-are you content to cruise?

As your career partner, we want to be with you every step of the way on
your ascent to the CPM designation and on the remainder of your career
journey. We're here to fuel your learning so the trajectory of your career
is up! In addition to your JPM, explore some of IREM's other career en-
hancing resources-such as whitepapers, webinars, publications, forms and
checklists, Shared Interest Groups (SICs) and more-in order to keep your
skills contemporary and leading edge.

This issue of JPM takes us out of autopilot and provides aerial views of
much less traveled airspace:

Know Your Market by exploring the other side of the world: Property
Management in a Combat Zone (p. 44) includes an insider's perspective
on being in the trenches of Forward Operating Base Shield in Baghdad,
Iraq. And while many of the property management tasks this retired
colonel encountered were similar in nature to work anywhere-budgets,
capital improvement projects, tenant complaints, security, etc.-they
came with the added bonus that some of his neighbors were seriously
dangerous, and frequently tried to kill tenants.

JOSEPH GREENBLATT
CPM (PRES!DENTh
IREM.ORG). REM 2014
PRESIDENT. IS ALSO THE
PRESIDENT AND CEO OF
SUNRISE MANAGEMENT.
AMO, IN SAN DIEGO.
WITH RESPONSIBILITY
FOR OVERSEEING THE
FIRM'S PORTFOLIO OF
MORE THAN 12.000
RESIDENTIAL UNITS, AND
ITS 350 EMPLOYEES IN
SACRAMENTO. CALIF.;
TEMPE. ARIZ.; AND
LAS VEGAS.

Being exceptional starts with hav-
ing standards: Property standards,
more specifically. How can you es-
tablish your company's standards
while also developing relevant
standards specific to a property?
What resources are available to
develop these standards? Which
outside influences can affect stan-
dards needed to achieve a property
owner's goals and objectives? The
six criteria in Developing Property
Standards to Hone Your Manage-
ment Strategy (p. 26) can help you
establish what you're aiming for so
you'll hit the mark with owners.

 Perform better on the job by un-
derstanding how others' jobs
work: As managers, we spend tens
of thousands or even hundreds of
thousands of dollars per year on
marketing and advertising to get
qualified applicants through the
door. The Art ofLeasing (p. 16) fo-
cuses on the top eight strategies for
closing a deal-focusing on struc-
turing the relationship between
leasing representatives and poten-
tial residents.

I look forward to embarking on a
New Year with you-full speed ahead! .

irem.org/jpm
I jpm' I 5
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MATCHING SPACE TO NEEDS OF FIRMS
Source: Wall Street Journal
Facebook is one of hundreds of technology and creative firms with offices in New York City that are growing rapidly.
Interestingly, many want older space and have shown little desire for the types of buildings that the Big Apple has
typically offered up-i.e., glass skyscrapers with prestigious addresses and rents above $1 per square foot. Such
preferences are now stoking a debate over what kind of office development New York sho encourage as lvlayor-
elect Bill de Blasio prepares to take office. Earlier in the month, the office space debate boileJover after Mayor Mi-
chael Bloomberg withdrew his plan to rezone the area around Grand Central Terminal to allow for new, larger office
buildings. Supporters said the space was sorely needed to ensure the city's business sector is able ________and cinain
competitive with such cities as London and Singapore.

However, some policy experts and developers are pushing de Blasio to focus on creating more affordable ce

space to reflect a shift in New York's economy away from big banks and law firms to smaller and midsize firls in
the technology and creative industries. Seth Pinsky, former president of the Economic Development Corp. who bow
works for RXR Realty, said the solution "partially lies in the traditional existing business centers, but it can't enUJy
be accommodated in those areas' De Blasio is expected to revisit Bloomberg's proposal to rezone the area around
Grand Central after he takes office. When asked about space more suited for technology companies, a spokesman for
the mayor -elect pointed to a technology policy paper his office issued this past summer. It stated de Blasio's support
of rezonings that allow for more live -work space and modern office space. City officials have numerous tools for en-
couraging development and job growth at their disposal, ranging from tax breaks to subsidies. These tools have been
used over the decades to prevent major employers from fleeing New York and to rebuild areas like Times Square.
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ADJUST YOUR
OFFICE CENTER
LIGHTING TO
SELL MORE
SPACE
Source: Officing Today
While there's a trend toward natural
light and energy -efficient bulbs in ii-

luminating interior workspaces, lighting
best practices for OffiCeS go far beyond that.
Companies want to maximize productivity in the
office, and this means ensuring workers feel alert and en-
gaged. General Electric (GE) has outlined six trends driv-
ing office lighting best practices, from dimming down
over -lit areas to saving watts to creating a more productive
mood. Experts say that over -lighting an area can cause
unnecessary eyestrain for occupants and higher energy
costs for firms. Instead, GE recommends a layered light-
ing design. The company also encourages firms to retrofit
as a more straight -forward path to savings. GE acknowl-
edges that technology, such as occupancy sensors, make it
easy to ensure lighting is only on in active areas, and thus,
saving money.

newsflash / soundbites I buzz::

SOUNDBITES

"Abilities wither under faultfinding,
blossom under encouragement."
- DONALfl .. LAIRfl

"The harder you work, the luckier
you get."

- MIKE ADENUGA

"The art of leadership is saying no,
not yes. It is very easy to
say yes."

TONY BLAIR

"Leadership is an action, not a
position."

flnNIALD MCGAN!NJflN.,

"The ultimate measure of a man is
not where he stands in moments
of comfort, but where he
stands at times of challenge and
controversy."
- MARJ N LU I HER KING, JR.

"Leaders think and talk about the
solutions. Followers think and talk
about the problems."
PPLAN TRAfl"

"As you start out in life, it is
important that you know at least
something about everything, but
as you get older it is important
that you know everything about
something."

-JOHANN RUPERT

irem.org/jpm I Jl)111 I
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CBRE Research Finds
Strong Link Between Rents,
Subway Station Proximity
Source: Commercial Observer
The latest CBRE report has determined that, on average, Manhattan
tions fetch asking rents 19 percent higher than addresses within two blocks of those busy train platforms. The prop-
erty research firm looked at the 10 busiest stations below 60th Street for its results. The 59th Street -Columbus Circle
station had the widest gap -58 percent-in asking rents between adjacent ($77.38 per square foot) and merely nearby
($48.83) office buildings. The Times Square -42nd Street hub was second, with adjacent office properties asking $92.30
per foot -48 percent more than properties within a two -block radius. CBRE is issuing these findings at a time when
major transportation projects are poised to reshape vast swaths of the Big Apple. Indeed, the 7 line is being extended
beyond Times Square to 11th Avenue and 34th Street. There is also the $8 bfflion East Side Access project and the
perpetually delayed Second Avenue Subway. Meanwhile, the World Trade Center and Fulton Center transit hubs are
expected to improve commutes for Financial District employees.

David Florio, senior managing director of brokerage services at CBRE, is especially optimistic about west Mid-
town. He states, "At the end of the day, when all of these projects are completed, you'll have a situation where Penn
Station has service from the Eighth, Seventh, Sixth, and Second Avenue lines in addition to the Broadway line, PATH,
Amtrak, New Jersey Transit, the LIRR and Metro North. When that occurs, no other submarket in Manhattan will
have that kind of transit access'

CLEANING INDUSTRY BENEFITS FROM

Source: Environmental Leader
Many facilities are now implementing a number of pro- systems can be turned off when thebuilding is not in use.
grams to help reduce the amount of energy, water, fuel, and
other natural resources that they use. While managers of-
ten turn to outside engineers and contractors to help in this
regard, they often overlook the custodial workers who clean

large and small facilities on a daily basis. Today, building
owners and managers are witnessing the next stage in the
evolution of professional cleaning. Cleaning workers are
taking more and more responsibility for helping to make
buildings more sustainable and, in so doing, reduce oper-
ating costs and improve efficiencies. Color -coding systems
can help with this. An increasing portion of the cleaning
industry-where English is often a second language-has
taken to color coding as a way to tell workers what product
or process is to be used where. Colors can also help iden-
tify which electronics, mechanicals, and other power -using

Experts say that the first step in implementing a sustain-

ability color -coding system is to identify power sources and
usage. Then, assign the colors. A red dot placed on power
sources, specific appliances, and other electrical devices
would tell cleaning professionals and building occupants
that these should be turned off at the end of the workday or
when the facility is not being used. A green dot on a power
source or electrical device would indicate the item should
be left on at all times, while a blue dot would indicate that
cleaning professionals or building users must ask facility
managers or administrators whether a power source or de-
vice should be switched off or left alone at the end of each
workday. Finally, a yellow dot would indicate that a power
source or device should be turned on or off only by build-
ing management or specific administrators.
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face-off / buzz
ONE QUESTION, TWO REM MEMBERS

"VAPING," AS E -CIGARETTE SMOKING IS CALLED, LOOKS AND FEELS LIKE THE REAL THING-
DELIVERING NICOTINE AND LETTING OUT VAPOR RATHER THAN SECOND-HAND SMOKE.
WILL YOU REGULATE THE USE OF E -CIGARETTES ON YOUR PROPERTY? WHY OR WHY NOT.

RO MERCADO
IREM STUDENT MEMBER
GRADUATE STUDENT AT
MARYLHURST UNIVERSITY
MARYLHURST, ORE.

yes
The use of e -cigarettes in rental properties elicits argu-
ments on both sides of the aisle. The Food and Drug
Administration is still pending results from ongoing
research into the effects of e -cigarette use. So far, there
have been several studies which indicate "vaping" is not
entirely safe for a person's health or those passively ex-
posed to an e -cigarettes' vapors. With these health fac-
tors in mind, property managers should consider regu-
lating the use of e -cigarettes because:

 The chemicals in the liquid used for the vapor may
contain harmful ingredients to sensitive neighbor-
ing tenants.
Flavor additives and chemicals may leave a residual
odor after prolonged use in the rental unit.

apartment fires caused by faulty e -ciga-
rette batteries increase the risk of property loss and
tenant harm.

Generally, property managers have two main reasons
for making a property tobacco free: 1) Owners want to
avoid a unit's smell affecting other tenants or its mar-
ketability; and 2) The risk of starting a fire that comes
with smoking traditional cigarettes. Property managers
should consider e -cigarettes as having the potential to
cause the same problems as regular cigarettes.

Many supporters of e -cigarettes contend that the va-
pors do not produce the acrid smell normally associated
with regular tobacco smoking. Anecdotal evidence sup-
ports that heavy use of e -cigarettes may leave a tempo-
rary smell based on the flavors added. Long-term odors
and yellowing of the walls have not been widely record-
ed in e -cigarette units. Howevei research has indicated
that the synergistic effect of e -cigarette ingredients could
be harmful, due to irritants in vapor passively escaping
into another tenant's unit.

Furthermore, due to the e -cigarette's rapidly increas-
ing demand, there have been e -cigarettes manufactured
with quality issues. Several nationwide reports connect-
ed low -quality c -cigarette devices with combusting bat-
teries that caused injuries and apartment fires. Ultimate-
ly, c -cigarettes should be regulated in rental properties
because of the negative effects on other tenants and fire
risk associated with a tenant using a faulty c -cigarette.

JUDY L. SIMON, CPM
ASSISTANT VICE PRESIDENT

CONTINENTAL REALTY
BEACH WOOD. OHIO

no
E -Cigarettes are becoming all the rage. There are many
arguments, both for and against the use of electronic cig-
arettes. The primary discussion revolves around health -
related issues. The question for property managers is
whether or not c -cigarettes present sufficient liability
for an owner that would warrant the need to implement
restrictions in commercial or residential properties. In
my opinion, there is insufficient evidence that they pres-
ent a problem for property owners-so no, I would not
recommend restricting their use within any of the build-
ings I manage.

As of right now, the government isn't even sure how to
address the increasing presence of the c -cigarette. Many
local and state legislatures are perplexed as to how to
handle the delivery of nicotine without the harmftil by-
products of tobacco consumption. It may be that there
will be legislation revising the standing laws that control
tobacco products in the public forum, but such revisions
are in the early stages of discussion. Should standing
laws be changed to include c -cigarettes, then I believe
that property managers and owners would have a better
chance of implementing restrictions as well without the
potential for backlash from tenants.

Another area of concern regarding c -cigarettes is the
potential for the battery to explode and cause potential
damage to the property. Many other electronic devic-
es-computers and cell phones-have been known to
heat up sufficiently to cause fires, but I am not aware of
any restrictions in lease documents specifically for these
devices. Most leases contain general language requiring
the tenant to use the leasehold in a safe manner and the
proper use of electronic devices would be covered in this
type of language. Moreover, quiet enjoyment language
also requires tenants to not be disruptive to the other
tenants.

Whether or not c -cigarettes are restricted as a tobacco
product is a battle just starting. Until there is more em-
pirical evidence of potential personal or property dam-
age, I don't believe restrictions make sense.I:'

irem,org/jpm I jpui 9

face-off / buzz
ONE QUESTION, TWO REM MEMBERS

"VAPING," AS E -CIGARETTE SMOKING IS CALLED, LOOKS AND FEELS LIKE THE REAL THING-
DELIVERING NICOTINE AND LETTING OUT VAPOR RATHER THAN SECOND-HAND SMOKE.
WILL YOU REGULATE THE USE OF E -CIGARETTES ON YOUR PROPERTY? WHY OR WHY NOT.

RO MERCADO
IREM STUDENT MEMBER
GRADUATE STUDENT AT
MARYLHURST UNIVERSITY
MARYLHURST, ORE.

yes
The use of e -cigarettes in rental properties elicits argu-
ments on both sides of the aisle. The Food and Drug
Administration is still pending results from ongoing
research into the effects of e -cigarette use. So far, there
have been several studies which indicate "vaping" is not
entirely safe for a person's health or those passively ex-
posed to an e -cigarettes' vapors. With these health fac-
tors in mind, property managers should consider regu-
lating the use of e -cigarettes because:

 The chemicals in the liquid used for the vapor may
contain harmful ingredients to sensitive neighbor-
ing tenants.
Flavor additives and chemicals may leave a residual
odor after prolonged use in the rental unit.

apartment fires caused by faulty e -ciga-
rette batteries increase the risk of property loss and
tenant harm.

Generally, property managers have two main reasons
for making a property tobacco free: 1) Owners want to
avoid a unit's smell affecting other tenants or its mar-
ketability; and 2) The risk of starting a fire that comes
with smoking traditional cigarettes. Property managers
should consider e -cigarettes as having the potential to
cause the same problems as regular cigarettes.

Many supporters of e -cigarettes contend that the va-
pors do not produce the acrid smell normally associated
with regular tobacco smoking. Anecdotal evidence sup-
ports that heavy use of e -cigarettes may leave a tempo-
rary smell based on the flavors added. Long-term odors
and yellowing of the walls have not been widely record-
ed in e -cigarette units. Howevei research has indicated
that the synergistic effect of e -cigarette ingredients could
be harmful, due to irritants in vapor passively escaping
into another tenant's unit.

Furthermore, due to the e -cigarette's rapidly increas-
ing demand, there have been e -cigarettes manufactured
with quality issues. Several nationwide reports connect-
ed low -quality c -cigarette devices with combusting bat-
teries that caused injuries and apartment fires. Ultimate-
ly, c -cigarettes should be regulated in rental properties
because of the negative effects on other tenants and fire
risk associated with a tenant using a faulty c -cigarette.

JUDY L. SIMON, CPM
ASSISTANT VICE PRESIDENT

CONTINENTAL REALTY
BEACH WOOD. OHIO

no
E -Cigarettes are becoming all the rage. There are many
arguments, both for and against the use of electronic cig-
arettes. The primary discussion revolves around health -
related issues. The question for property managers is
whether or not c -cigarettes present sufficient liability
for an owner that would warrant the need to implement
restrictions in commercial or residential properties. In
my opinion, there is insufficient evidence that they pres-
ent a problem for property owners-so no, I would not
recommend restricting their use within any of the build-
ings I manage.

As of right now, the government isn't even sure how to
address the increasing presence of the c -cigarette. Many
local and state legislatures are perplexed as to how to
handle the delivery of nicotine without the harmftil by-
products of tobacco consumption. It may be that there
will be legislation revising the standing laws that control
tobacco products in the public forum, but such revisions
are in the early stages of discussion. Should standing
laws be changed to include c -cigarettes, then I believe
that property managers and owners would have a better
chance of implementing restrictions as well without the
potential for backlash from tenants.

Another area of concern regarding c -cigarettes is the
potential for the battery to explode and cause potential
damage to the property. Many other electronic devic-
es-computers and cell phones-have been known to
heat up sufficiently to cause fires, but I am not aware of
any restrictions in lease documents specifically for these
devices. Most leases contain general language requiring
the tenant to use the leasehold in a safe manner and the
proper use of electronic devices would be covered in this
type of language. Moreover, quiet enjoyment language
also requires tenants to not be disruptive to the other
tenants.

Whether or not c -cigarettes are restricted as a tobacco
product is a battle just starting. Until there is more em-
pirical evidence of potential personal or property dam-
age, I don't believe restrictions make sense.I:'

irem,org/jpm I jpui 9



 DOWNLOAD ME
DICTIONARY.COM o
DICTIONARY & THESAURUS
"What's another word for. . . ?"
You'll never ask this again with
the Dictionary & Thesaurus app
for your iPad. What makes this
app special is that it works of -
fine, providing speedy access to
over two million words and defi-
nitions. The app also includes a
translator for over 30 languages.

SIMPLEMIND 0

is a Mind Mapping tool that turns
your iPad, iPhone or iPod Touch
into a brainstorming, idea -col-
lection and thought structur-
ing device. Simply drag, arrange
and edit topics on the Mind Map
page to help get your ideas mov-
ing. Automatically synchronize
your mind map with other de-
vices via your Dropbox account.

nzon 3:15 PM

DicEonary SmpieMnd. PS Express

/

ADOBE PHOTOSHOP
EXPRESS
If you tend to take most of your
photos on your iPad or iPhone,
you'll love using Adobe Photo -
shop Express in tandem with
your iCloud stream to sharpen -
up your photos. Snap photos,
edit on -the -go, use the app's
automatic fixes and filters, and
quickly and easily share them.

EDUC REATI ON S
Perfect for on-the-job training,
creating tutorials and diagram-
ming onsite products or mecha-
nisms, the Educreations white -
board turns your iPad into a
recordable whiteboard that can
broadcast your ideas anywhere.
Create an animated lesson, add
commentary to your photos
and create a video tutorial with
voice recording, realistic digital
ink, photos and text, and simple
sharing through email, Face -
book or Twitter. Currently avail-

able on iPad only.

FAST FACTS ___ __The strongest muscle ______
in the body is the

___
ADUCKSQUACK .

doesn't echo, and ______

no one knows why ' It is physically impossible
for PIGS to look up into
thesky.

TheFEMALE LION .....................................................................................GORILLAS
does ninety percent Leonardo Da Vinci 's.. J sleep as much
of the hunting. invented SCISSORS. as fourteen

hours per day.

n average, a o

allFALSE TEETH .....................................................................

have some form Human THIGH BONES are

of radioactivity. stronger than CONCRETE.

10 I jpm I Jan.Feb 2014

 DOWNLOAD ME
DICTIONARY.COM o
DICTIONARY & THESAURUS
"What's another word for. . . ?"
You'll never ask this again with
the Dictionary & Thesaurus app
for your iPad. What makes this
app special is that it works of -
fine, providing speedy access to
over two million words and defi-
nitions. The app also includes a
translator for over 30 languages.

SIMPLEMIND 0

is a Mind Mapping tool that turns
your iPad, iPhone or iPod Touch
into a brainstorming, idea -col-
lection and thought structur-
ing device. Simply drag, arrange
and edit topics on the Mind Map
page to help get your ideas mov-
ing. Automatically synchronize
your mind map with other de-
vices via your Dropbox account.

nzon 3:15 PM

DicEonary SmpieMnd. PS Express

/

ADOBE PHOTOSHOP
EXPRESS
If you tend to take most of your
photos on your iPad or iPhone,
you'll love using Adobe Photo -
shop Express in tandem with
your iCloud stream to sharpen -
up your photos. Snap photos,
edit on -the -go, use the app's
automatic fixes and filters, and
quickly and easily share them.

EDUC REATI ON S
Perfect for on-the-job training,
creating tutorials and diagram-
ming onsite products or mecha-
nisms, the Educreations white -
board turns your iPad into a
recordable whiteboard that can
broadcast your ideas anywhere.
Create an animated lesson, add
commentary to your photos
and create a video tutorial with
voice recording, realistic digital
ink, photos and text, and simple
sharing through email, Face -
book or Twitter. Currently avail-

able on iPad only.

FAST FACTS ___ __The strongest muscle ______
in the body is the

___
ADUCKSQUACK .

doesn't echo, and ______

no one knows why ' It is physically impossible
for PIGS to look up into
thesky.

TheFEMALE LION .....................................................................................GORILLAS
does ninety percent Leonardo Da Vinci 's.. J sleep as much
of the hunting. invented SCISSORS. as fourteen

hours per day.

n average, a o

allFALSE TEETH .....................................................................

have some form Human THIGH BONES are

of radioactivity. stronger than CONCRETE.

10 I jpm I Jan.Feb 2014



:.-

z
0

ci:

Ut"

Highest and Lowest Net Operating Icome (NOl) by Metro Area:
Conventional Apartments Garden Style

[Listed in Median Dollars per Square Foot ot Rentable Area]
 Highest NOI U Lowest NOl

Oakland, Ca1f.
$14.79; 10

San Francisc

$17.20; 10

Santa Barbara
$15.67: 11

l.os An

$12.46;

Orange County.
$12.29; 31

South Bend/

Oriah, Neb. Ft. Wayne. Mich.

r2; 10

$3.52; 32

'Minimum sample of It)
NOI= Net Operating Income for Garden Conventional Apartments
Minimum Sample of 10 properties
In Median Dollars per Square loot of Rentable Area
Reside garden apartments, high rise, low rise 12-24 units, and low rise 25+ units
property types are available in Metro, Regional and National reports.
l)ata from the 2013 Income/Expense Analysis: Conventional ipa rtments book

FIND MUCH MORE VALUABLE INFORMATION LIKE THIS
IN THE FULL LINE OF INCOME/EXPENSE ANALYSIS®
PRODUCTS, WHICH INCLUDES PRINT BOOKS, EBOOKS
AND CUSTOMIZABLE ONLINE LABS. LEARN MORE AT .F/

:

WWW.IREM.ORG/INCOMEEXPENSE.
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A PRACTICAL
GUIDE TO GREEN
REAL ESTATE
MANAGEMENT

AVAILABLE AT
IREMBOOKS.ORG.
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Imagine this scenario: You walk into drug-
store and buy a few things. The total cost is
$13.30, and while you're multi -tasking and
texting on your iPhone, you hand the sales
clerk $20. She gives you $1.70 in change, and
you leave, not realizing that she owed you
an extra $5. As you begin to drive away in
your car, she runs out of the store and jumps
in front of your car, saying, "I gave you the
wrong change." She hands you the $5. You'll
always remember her and that store. The clerk
built immediate trust in you, and if you're like
me, you will likely send the store manager a
testimonial of her good deed.

TRUST TRUMPS COST
Many properties are worth hundreds of mil-
lions of dollars, and people spend significant
parts of their lives in them. Yet, in recent years,
too many decisions are made based primar-
ily on lowest cost-this sometimes includes
choosing property management companies.
And this can be a real de -motivator for some,
because in managing and operating build-
ings, we don't have to look for all cost -saving
methods because we don't own the building.
We could just look to collect rent, handle allo-
cations, keep the building operating, admin-
ister the leases and keep track of the market.

TRUST IS A COMMODITY
Think building trust is a waste of time? De-
monstrable and sustainable market differenti-
ation will give you and your company a com-
petitive edge. More people will want to live
or work at your property, and they'll likely be
willing to pay a premium for a great product.

Measurable operational excellence will earn
you greater market share and help you to close
more deals.

TREAT IT LIKE YOUR OWN

As industry professionals and IREM Mem-
bers, we set the highest standard and dem-
onstrate best practices. We build more trust
with all our stakeholders when we continu-
ously look for ways to implement strategies
that make our properties more valuable and
comfortable. Exhibiting operational excel-
lence through saving energy and water, en-
couraging re -use, recycling and responsible
waste management, and establishing strategic
sourcing in our procurement practices en-
hances NOl and adds asset value. Encourag-
ing better use of resources by reducing plug
loads, turning off lights, walking the prop-
erty and talking to our tenants and residents
builds connections and trust.

Just as the sales clerk made an indelible
impression because she went out of her way
to build trust, property managers can create
more trust by raising awareness and always
striving for operational excellence. Actions
speak louder than words. We will close more
deals by practicing integrity, and treating the
real estate we manage as if it was our personal
money invested-eliciting that wow response.
This works in all the food groups-office,
multifamily, hospitality, malls, open-air shop-
ping centers, etc. Consistently demonstrating
best practices will help you close more deals
and raise your personal stock value. We're not
bankers, but we should always do our jobs
with more interest.
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IREM® SUSTAINABLE PROPERTY CHALLENGE
povert'd by

Green

A NEW IREM® SUSTAINABILITY PROGRAM!

Go green.. .and win! A revolutionary program to help commercial and residential property managers pursue
efficient buildings - from insight to action.

This program has three exciting components:

 Green Per Square Foot software allows property managers to profile their buildings, find
savings opportunities, and connect with solutions providers

 The IREM® Sustainable Property Challenge is a friendly competition: can you operate the
most efficient building?

 REM) Certified Sustainable Property (CSP) -a new certification for high-performance buildings

4

Are you looking for new opportunities for professional
growth for you and your company?

Do you have an idea from your business that you want to
share with the who's who of the real estate management
industry? Bolster your reputation. Gain experience. Get
involved!

As a speaker you will gain exposure to an audience of more
I

than 400 industry leaders from IREM's 80 U.S. Chapters
and 14 International chapters. Share your passion and

I

your knowledge by speaking at the lREM' Fall Leadership
Conference this year. We're building leaders.

REM® FALL LEADERSHIP CONFERENCE

ORLANDO, FL

OCTOBER 14-18, 2014

REM conferences offer an opportunity to network ...
and continue your professional education.
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Call it the traveler's tale. When I travel, I inevi-
tably request more pillows or extra towels-
easy, right? What I've learned is that some-
times seemingly straightforward requests can
easily go awry. If you travel, I know you're with
me on this. Simplicity often works best when
we're marketing too. I've put together five mar-
keting tactics you can put to work, right now:

GET PERSONAL
When you're finished reading this article,
try calling three people you know. Seriously:
When you're done, simply pick up the phone.
I call this the "personal ask:'

Perhaps you have an event coming up, or
need input on a project. Maybe you just want
to reconnect. Marketing is all about being
both top of mind and individual, and that can
be tough in today's world of uber-connectivi-
ty. Try this tactic and you'll gain information
and input-right in the palm of your hand.

SHOW. . .AND SELL
A new year deserves a fresh eye: Pull out your
last management proposal and give it a once-
over today. Are you telling prospective clients
all about your company, or are you showing
what you can do to make their property a suc-
cess? When you're preparing your next pitch,
think about what information to include. Peo-
ple can read charts, graphs and bios for them-
selves. Show them what you can do. . . and sell.

PUMPITUP
Now it's time to pump up the volume. Oper-
ate under the principle that every property
has something great, and make a list. Do you
have a trophy building, great location, stellar
accounting services or crackerjack engineers?

If you've got it, baby, flaunt it!

THINK BIG
I work with a local non-profit organization
that recently added an Advisory Board to ex-
pand its market and increase community rela-
tions. We had concrete goals and a few iofty
ones, and much discussion ensued prior to
our first meeting about whether to include the
grander ideas-after all, they were less finite
and even a little bit zany. What was holding us
back? Nothing, really. Except the fear that our
new alliances might not agree.

In case you're wondering, our new board
members actually brought those ideas up-
and rather quickly, too. So don't be afraid to
step out of your shoes and think big: Start by
asking where you'd like to see your company
(or yourself) in three to five years.

MAP YOUR MIND
Whether you're polishing up your next man-
agement proposal or refining your property's
target market, visual thinking tools can offer a
sure-fire path to solutions. If you need to gen-
erate new ideas quickly, try a little mind map-
ping. Collaborative applications like *Simple.
Mind+ allow you to easily gather and dem-
onstrate ideas graphically. For simpler brain-
storming, try *Educreations' whiteboard
application in which you can type, write,
draw and even share your virtual whiteboard.
What's on your mind?

Sometimes the best marketing isn't compli-
cated. Got five minutes? Decide which tactics
you'll try first.
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As managers, we spend tens i*f thousands'

__irtt1
or even hundreds of thousanc4 dollars per:

-

y*r on marketing and adversing. These:

"1w,
hard-earned funds are judiciotisly allocat-

1

ed to Internet Listing Service (LS) listings,
\%rebsjtes, mail campaigns, scial media,11
call centers, print ads and mre. As var-

_________________________________________ ied as these marketing vistas re, they alL
share the same primary toal: getting

iva1ihed applicants to call youtr visit your -
property All too often, once have en-:

,

. ticed prospects to call or visit dour site, the
ultimate goal of converting th4e prospects -
into rent -paying customers illost due to_
poor closing techniques. DeIoping and
mastering effective closing techniques is
the best way to ensure that your marketing
investment is not being wasted.

Following is how I like to structure the
relationship between the leasing represen-
tatives and our potential residents. While
this varies from individual to individual,
having a plan in place-and sticking to
it-is the route to success.
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OP CLOSING:_I

TECHNIQUES

"I CAN HELP YOU WITH THAT."
Prospects are calling you because they are interested in moving into your com-
munity. You have approximately seven seconds to make a first impression-this
interaction will give them clues into how they are going to be treated if they

choose to move into your community. While it seems simple, telling prospects
up front that you are there to help is a good first step at putting them at ease and
creates a professional -feeling environment.

"WHEN WOULD YOU BE LOOKING TO MOVE I
Take control of the conversation. Tell prospects that you do have a unit availa
meets their size and time requirements. If you do not have one available,
alternatives that may meet their needs.

"HAVE YOU EVER BEEN TO OUR
COMMUNITY BEFORE, AND ARE YOU
FAMILIAR WITH OUR COMMUNITY?"

This is generally the point in the conversation where prospects may start to
ask about pricing. Control where the conversation goes-first tell them about

all of the wonderful and unique amenities that set your property apart and
justify the rent-before revealing the price.

THE PITCH
This is where you expound upon the virtues of why moving into your community is the
logical choice for housing in your market. You can develop a leasing fact sheet to re-
cite verbatim if you wish, or create your own script. It is important that you touch
upon the amenities and services offered at the community. The personalized
services are what will set your community apart from your competition and
add real value to the base rent.

irem.org/jpm
I jprn 17
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SCHEDULING THE VISIT
Your ultimate goal is to get people to your office so you can have the community sell

itself. Your chances of closing the deal wifi dramatically increase once the prospects are
onsite. While people do rent remotely, the majority of people want to physically examine

the property before they rent. If prospects resist scheduling a visit until a later date, make
them aware that availability is limited, that this is your busiest time of the year and that
there is no guarantee that units will still be available later. Always get their phone number,
-mai1 address and other contact information so you are able to follow up with them in the

event they do not show up for the appointment.
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PRICING
In most cases, people are going to want to talk about pricing before scheduling an ai
pointment. You just want to make sure this conversation comes after you have been
able to educate them about what your community has to offer. After passionately
extolling the virtues of the community's assets and amenities, pricing may be the
point where they ultimately lose interest. If this is the case, do not feel that you
have wasted your time-this is part of the process of leasing apartments. Not every
prospect gets converted into a resident, but having a consistent approach with each
prospect will help these chances. Some people will immediately force the subject of
pricing upfront. Even if it turns out they aren't in your price point, you should still
attempt to schedule the appointment and get them onsite.

THE VISIT

r

If they have scheduled a visit, they are sufficiently interested in moving, as they have
committed their time and energy to come there. They are now vested in the process

and in the community. Always begin with the guest card of some type to capture their
information for follow up and to track people going forward. Hospitality goes very far.

Offer them a cold drink or cup of coffee, and have chocolates or small snacks available.
Make them feel like a guest would in your home. Show them the community amenities.
Bring them to your fitness area and explain how much this saves on gym member-
ships. Point out your business center and the benefits of your Wi-Fi system. Talk to
them about the advantages of having enclosed parking areas during bad weather
and the convenience of nearby public transportation.

CLOSING OUT
Ask for a deposit to hold the unit. If you don't ask for one, chances are
you're not going to get it. Explain that it is refundable up to a certain time -
frame (depending on your policies) or if their applicati
is rejected. Let them know that the unit shown may no
be available as soon as the next prospect walks in th
door and that there are several more appointments ar
scheduled for the day. Don't show or tell them about ev

erything you have available, just a limited supply to
meet the demand. Creating a sense of urgency may

g encourage them to make a commitment, fearing they
may lose the unit.
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By following a consistent routine, you can increase the likelihood
of customers renting at your communities. The next challenge

PAUL S. MARTIN, CPM (PMAR-
TINaCOMBINEDPROPERTIES.

comes after they have moved in: -Having a consistent approach to COM), IS VICE PRESIDENT OF

delivering exemplary customer service and keep them there for RESIDENTIAL REAL ESTATE
AT COMBINED PROPERTIES IN

years to come.. MALDEN, MASS.
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DEVELOPMENT PLAN
BOOT CAMP

Every New Year, health clubs take advantage
of human nature's predisposition to recognize
missed opportunities to improve health and
fitness. The clubs' marketing teams take ad-
vantage of the common, get -into -shape New
Year's resolution, and take every opportunity
to advertise and offer incentives to join. Lead-
ers are wise to look at their companies and do
the same, serving their employees as personal
development trainers in the process.

HEALTH CHECK
Just as fitness trainers evaluate clients' physi-
cal abilities, so do leaders when assessing the
knowledge, skills and abilities (KSAs) of their
staff. Meet with each employee and discuss
fitness: Where are strengths needed? Does
flexibility need to be increased? Does the staff
member have a balance across work types so
the team is stronger? Consider the needs for
the coming year of the organization, the team
and the individual's career aspirations.

FITNESS PLAN
Diverse training is needed to develop total fit-
ness. It takes varied exercises-not exclusively
lifting weights or doing cardio-to be your
personal best. A good trainer ensures a variety
of exercises, as a good leader ensures variety
in training. For real estate management, exer-
cises should include a wide range of subjects
(e.g., marketing, finance, managerial psychol-
ogy and laws). KSAs in one arena translate to
KSAs in another.

PAY ATTENTION TO
SECONDARY MUSCLES, TOO
For learning that translates into innovation
in the workplace, include development in an
unrelated area, similar to engaging secondary
muscles in order to develop primary muscles.

Knowledge or skills from other industries or
interests serve to broaden perspective and of-

ten bring ideas that would not have material-
ized otherwise. Perhaps it's a class in writing

or architecture-an idea from one could easily

translate into a business application.

ENSURE ACCOUNTABILITY
Create a schedule to help individuals meet
their goals and keep them accountable. A key

component to building KSA fitness mimics
the way a trainer builds muscle and endur-
ance: The form may not be correct the first
time, so coach to correct. The number of reps

may not be high in the beginning, but reward
the effort. And the weight lifted will increase

only as muscle is built, which takes time.

Learning sources are everywhere. Do your

research and ensure the training will be of
value. What are its learning objectives? What

is the quality of instruction? Remember that
IREM courses are updated every year and thus

taking a class in the same subject matter as the

class you took five or more years ago is very
different-you're sure to learn something new.

SUPPORT IT
It's much easier to achieve fitness goals with
someone by your side. A group of associates
following a similar training plan can work to-

gether for mutual support. And an occasional

"weigh-in" with the trainer to assess progress

can be used for encouragement as well as re-
view. Providing incentives or rewards for gain-

ing fitness and you're sure to gain even more

participation. Creating a development plan
will pay off with a healthy, fit team to create g

exceptional business wins. .
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Do Poor
Business
Practices = 4
Poor Ethics?
When you do a review of the IREM Code of

Professional Ethics, it is evident that without
good business practices, the Code is difficult
to uphold. During a recent conversation with
a fellow CPM Member, we discussed what
would be considered a poor business practice
but not an ethical violation.

Do poor business practices always equal
poor ethics?

WHAT'S THE DIFFERENCE?
IS IT JUST SEMANTICS?
I am of the mind that there is, in fact, a dif-
ference between poor business practices and
poor ethics, based on my years of participat-
ing in the Ethics Inquiry Board for IREM and
being a business owner. I have seen several
examples where poor business practices have
not always been the result of an unethical per-
son, but rather, a lack of good reasoning, lead-
ership or simply competitive one-upmanship.

Most people equate an ethical person with
possessing good morals, a willingness to put
others first, a desire to be fair and equitable,
and an allegiance to practicing trust and dis-
closure. These qualities sound a lot like how to
run a good business, right? When getting into
the nuts and bolts and the philosophical yin
and yang of the question, I did a bit of soul -
and web searching in order to better under-
stand the sometimes subtle differences.

OBVIOUS AND NOT -SO -OBVIOUS
VIOLATIONS
We have all read news reports about big
banks or investment firms paying themselves

large bonuses and purchasing other lavish
gifts without reporting to their investors and
the government-even going as far as taking
taxpayer dollars to cover their losses and ex-
penses. These are obvious examples of ethical
violations, and easily recognizable as such.

But how about not returning phone calls or
following up on requests in a timely manner?
What if you hire a relative to do a repair on
a property-is this poor ethics? Not necessar-
ily, dependent on how you went about making
the decision and the disclosures you provided.
Could you enact a company policy to have a
turnaround time on return calls and address
requests to improve your business practices?
In the second example, could you improve the
business practice by having a clear cut vendor
bidding process and written company disclo-
sure policy? The answer is yes.

These allegations have turned into ethics
complaints usually because the complainant
feels ignored or neglected, or because they
question the motivations or honor of the per-
son in question. From the standpoint of the
Code, however, these examples are not neces-

sarily poor ethics-just bad business practices.
Through all of my searching, I have come to

this final conclusion: Good business practices
equal good ethics; poor business practices do
not always equal poor ethics. The line can be
grey, so tread carefully, "know your code:' and
do your best to run your business with ethics
in mind. Good business practices will follow. .
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Refer a Member or a Student - You help IREM grow, you introduce your colleague to the premier real
estate management organization, and you can win cash.

It's easy: Simply tell your colleague to list you as a referring member on a membership application or course
registration and you will be entered for the chance to win massive rewards.

Remember: The more members and students you refer, the more chances you have to win big!

NOW GET OUT THERE AND GET REFERRING!
THERE'S A BUNDLE OF CASH WITH YOUR NAME ON IT!

> Tell Your Story!

Telling your own personal IREM story is the best way to entice colleagues or friends to join lREM or take a course.

Share what IREM has meant to your career.

> SHOW THEM WHAT THEY'LL GET
Direct them to the Member Benefits page at www.irem.org/memberbenefits so they can see for themselves the

value earned by investing in their career.

There's no problem in real estate management that an 1REM Member
hasn't come across or hasn't been involved in. There's a real network
of people that you can go to and get straight intbrmation to help you do
your job better."

- Jo/ui Gallaghe?: CPM' I Chey chase, MD
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THE SUCCESSFUL
DON'T STOP

Few, if any, personal or professional traits are
more important than the ability to persevere.
Just one look at the Forbes' World's Billionaires
list and you can immediately correlate the level
of adversity encountered to the level of success

achieved. Names like Gates, Ellison, Koch,
Buffett, Cuban, Bezos and Walton are synony-
mous with success, but they are also symbolic
of the drive, determination, resourcefulness
and stick-to-itiveness that it takes to thrive.
When confronted with adversity or distress,
these individuals found the strength within to
stand strong and fight.

Don't Knock
the Hustle
Both in business and in life,
there is no substitute for the
hard work and dedication
needed to succeed. And the
real estate business is no cx-
ception. Think about how
many times big-time devel-
opers have gotten stuck with
land they were unable to develop and were
forced to sell for a loss or file for bankrupt-
cy. Or: How some of the high -flying brokers
steadily earning six -figure commissions in
a low interest rate environment had to close
shop overnight when the market's interests
changed from speculative to the need for solid
actual numbers. What about those investors
who bought and overpaid at the peak of the
market, or had projected increases in income
that never arrived to offset the premiums they
paid? As managers, we are impacted by even
the slightest changes in our clients' businesses,
making us highly susceptible to market turbu-

lence. To the truly successful, quitting is nev-
er an option, even when it seems like logical
thing to do.

Be Realistic,
Think Positively
By maintaining a positive outlook, setting
goals and keeping your eye on the prize, you
can help ensure stability in even the most dif-
ficult of situations. Like a sailor in rough wa-
ters, confront the immediate threat but be sure
to stay focused on the horizon. Embrace your

successes, but be sure to tie
them into the bigger picture.
Ask: How will the work I ac-
complished today help me to
meet and exceed my goals?
Take pride in knowing that
you were productive and
continue to move forward in

____________ spite of what might be going
on around you. Small steps
will help you keep your bal-

ance as you forge ahead. In a business as cy-
clical as real estate, it takes staying power to
succeed. And while staying power is built on
core values, integrity, results and reputation,
it is established through perseverance. As we
begin the New Year and other "new" things-
a new market, new players and, in some in-
stances, new rules or legislations that pose
new challenges-be grateful for your accom-
plishments, connect with your inner -self and
set goals for today and tomorrow. Life is com-
plex and the successful don't stop, they take it
all in stride. With the right mindset and the
right outlook, you will, too.
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KNOW WHAT
YOU'RE AIMING
FOR OR Y©U'LL
MISS THE MARK

N
Developing Property Standards to Hone Your Management Strategy
BY HAL C©TTINGHAM, CPM, AND RICHARD MUHLEBACH, CPM

You might think you know what a property owner expects from you, as the property
manager, and from the property itself, based on assumptions you may have made about
the investment. Each property and each property owner is different; having a clear under-
standing of clients' goals and objectives is the difference between meeting-and exceed-
ing-expectations, or missing the mark.

Quite simply, ask: What are the property owner's goals and objectives for the property?
What is needed to achieve these goals and objectives?

As simple as these questions may seem, they are integral to honing your management
strategy. While you may be aware of broad short-term goals, such as maximizing the
property's cash flow and keeping the property 100 percent occupied, 100 percent of the
time-goals almost all property owners share, and which provide little guidance-more
often than not, the owners' actual goals are not explicitly stated. On the other hand, even
if owners have established long -terms goals, they might prefer not to disclose them to

: you. Other property owners may struggle with cash -flow difficulties, depressed rents, high
vacancies, deferred maintenance, partnership disputes or other pressure points which can

H change their initial goals and objectives for the property, and which might impact their
decision -making process without your knowledge.
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The first step when accepting the management of a property is to have a
discussion about expectations with the property owner. After this discus-
sion, you can have a better grasp on developing and getting approval for
the annual management plan-also known as the business plan-which de-
scribes the strategies and tactics to achieve or exceed the owner's goals and
objectives. This makes developing tactics-such as management, operations,
marketing and leasing standards-that better align with the goals and objec-
tives for the property.

PROPERTY STANDARDS
What if a property owner does not explicitly inform you of the property's
goals and objectives? Do you operate the property based on your firm's ge-
neric standards? Some property management companies have written stan-
dards while other firms are less formal and assume the company's standards
are known by the staff. An example of a maintenance standard is "to main-
tain water -tight integrity of the building's envelope:' To achieve this stan-
dard, a plan must be developed that will include inspection and maintenance
of roof, gutters, scuppers, down spouts, flashing, roof drains, proper window
sealing, painting and calking of joints and skylights, and much more. Other
standards have to do with marketing and leasing units and space, emergency
preparedness, financial reporting and every aspect of managing, operating
and marketing a property.

The question is: How can you establish your company's standards while
also developing relevant standards specific to a property? What resources
are available to develop these standards? Which outside influences can af-
fect standards needed to achieve a property owner's goals and objectives?
The following is a list of resources, regulations and market factors that will
answer these questions and must be considered and or included when devel-
oping standards for a property.

SIX CRITERIA USED TO
ESTABLISH STANDARDS
I I REGULATIONS.
What are the city county, state and federal governmental regulations that im-
pact the operations of residential and commercial properties? For instance:
How often must specific equipment be inspected and maintained? What are
the construction standards for remodeling or tenant improvements? What
are the requirements for creating and operating a recycling program? Mu-
nicipalities' landlord and tenant laws are the baseline for establishing stan-
dards and procedures that must be followed when residents and commercial
tenants are in violation of their lease. Some property owners may not be
aware of current Americans with Disabilities Act (ADA) standards, permit-
ting processes and timelines for construction, eviction notification require-

ments and scores of governmental
regulations affecting real estate.

2 SAFETY AND SECURITY.
What is required to provide a safe
environment for occupants and
visitors to the property? A property
inspection is the first step to devel-
oping a maintenance management
program and a safety and security
program for a property. Building
features, construction materials, the
age of the building, the amount of
traffic to the property and the con-
dition of the building and grounds
are some of the issues that will de-
termine the maintenance standards
for the property. A security audit
of the property will assist in deter-
mining whether security is needed,
and if so, what type. Property own-
ers seldom view their properties
with the trained eyes of a property
manager. The may overlook main-
tenance, safety and security issues
that need to be addressed. Infor-
mation gathered from a property
inspection and a security audit is
used to develop maintenance and
security standards.
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31 OWNERS' GOALS AND
OBJECTIVES.

A meeting with the property owner
is essential to understanding the
property owner's goals and ob-
jectives. Institutional owners are
knowledgeable investors and can
articulate their goals and objec-
tives, while less experienced own-
ers may not have developed specific
goals and objectives and acquired
the property for the generic goal of
increasing cash flow and value of
the property." The property owner
needs to provide the property man-
ager with specific short- and long-
term goals to facilitate your success
in achieving the property's goals
and objectives. Expect the owner
to be vague in describing its goals
and objectives and expect to lead
the conversation and review all

the components of developing the
management, operations, market-
ing and leasing plans for the prop-
erty. Start with questions such as:
How long do you intend to own the
property? Is cash flow a higher pri-
ority than long-term appreciation?
Are funds available for capital im-
provements? Is the property gener-
ating positive cash flow?

4
I

MARKET CONDITIONS.
Market conditions often influence
maintenance standards, such as

the need to remodel a property,
and also the development of the
marketing and leasing plan. Is the
property competitive and meeting
its target market expectations? The
need to be competitive will play a
key role in establishing standards
for management, operations, mar-
keting and leasing. A market sur-

vey of the competition is needed to understand the property's position in the
market and how it competes with similar properties, in order to effectively
develop standards. Review and analyze the market survey with the property
owner in order to establish rental rates, concessions (if needed), occupancy
and lease -up projections, and improvements to the property to achieve the
leasing goals. It is best to tour the neighborhood analyze the competition
with the property owner before developing the marketing and leasing plan.

51 THE MANAGEMENT AGREEMENT.
The agreement to manage a property includes several operational standards,
and will also establish the accounting and reporting standards. Management
agreements often state that the property manager will manage the property
with first class professional management standards.

61 POLICIES AND PROCEDURES.
Having a clear understanding of these will establish a baseline for how the
property management company manages its properties. These policies and
procedures include many of the basic, day-to-day activities required to man-
age properties and most of these activities are not typically discussed with
the property owner. Opening this discussion and reviewing these policies
and procedures will help establish standards to operate the property and
achieve the owner's goals and objectives.

Property standards are needed for several activities and analysis of man-
aging properties. They are needed to establish a property's operating and
capital budgets. A property's staffing requirements and maintenance specifi-
cations are determined by the standards created for the property. A property
will be managed more efficiently and cost effectively when it has well devel-
oped property standards.

Property managers are expected to know the operations of a building
better than anyone-including the property owner. By understanding the
property and, most importantly, taking the time to understand the property
owner's expectations, you can develop management, operations, marketing
and leasing standards tailor-made to a property to achieve its owner's short -

and long-term goals and objectives.

HAL COTTINGHAM, CPM, CSM (HALØRE-OPS.COM), IS A CONSULTANT
AND ICSC FACULTY MEMBER WITH OVER 35 YEARS OF EXPERIENCE

_________ MANAGING (MOSTLY RETAIL) PROPERTY AND DEVELOPING PROPERTY
STANDARDS FROM WHICH ANNUAL BUSINESS PLANS ARE DEVELOPED.

RICHARD MUHLEBACH, CPM, SCSM, RPA, CRE (RMUHLEBACHØCOM-
CASINET). PAST IREM PRESIDENT, AUTHOR AND REM INSTRUCTOR,
HAS OVER 40 YEARS OF EXPERIENCE DEVELOPING BUSINESS PLANS
FOR COMMERCIAL PROPERTIES AND OPERATING PROPERTY MANAGE-
MENT DIVISIONS AND COMPANIES. ________
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THE GREENEST
OF THE GREEN

THE BULLITT CENTER IN SEATTLE PRIDES
ITSELF ON BEING THE WORLD'S GREENEST
OFFICE BUILDING
BY Diana Mirel  PHOTOS BY Ben Benschneider

Being green is part of Seattle's DNA. In the 1980s, Seattle was nick-
named the Emerald City because of its lush evergreen forests. To-
day, the city boasts the greenest office building in the world: the
Bullitt Center. The six -story, 50,000 -square -foot center is located on

the edge of the Capitol Hill neighborhood, overlooking downtown Seattle.
Built by the Bullitt Foundation, the Center is a beacon of sustainable de-

sign. To ensure that the Center was as green as possible, the foundation set
out to achieve the Living Building Challenge certification, the most ambi-
tious green building certification program in the world. At press time, there
are only four projects in the U.S. that have achieved full certification.

"Our goal was to create a new model for high-performance green build-
ings that pushes social and environmental benefits well beyond the status
quo:' said Brad Kahn, communications director for the building. "The Living
Building Challenge tests buildings against the most painstaking performance
standards in the world. It focuses on seven performance areas including site,
water, energy, health, materials, equity and beauty Because the Living Build-
ing Challenge certification is based on actual-rather than anticipated-per-
formance, buildings must operate for at least one year before earning certi-
fication.

THE GREEN BREAKDOWN
Living Building Challenge buildings are designed to minimize their impact
on the earth. One of the biggest challenges facing the Bullitt Foundation was
designing a net -zero energy building with 100 percent onsite renewable en-
ergy generated from the latest photovoltaic technology (solar panels). Not an
easy feat in perpetually cloudy Seattle. Yet, the foundation achieved this by
utilizing 575 rooftop solar panels that span over 14,000 square feet. The pan-
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els are expected to generate 240,000

kilowatt hours per year.
All of the Bullitt Center's water

needs are provided by harvested
rainwater, and the building has an
onsite waste management system.
Further, native plant restoration, bio-
swales and pervious pavement allow
storm water runoff to be retained on -
site, which reduces pollutants.

During construction, all of the
building materials were locally
sourced, and no toxic chemicals
were used in any of the building
products. "Identifying and sourc-
ing products that were free of toxic
chemicals was probably the most
challenging part of building the
Center," said Kahn.

However, the time-consuming
task of identifying these products was
not done in vain. The foundation is
now able to use this knowledge and
share it with green building conmiu-
nity so this arduous task wifi not need
to be repeated for future projects.
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The Bullltt Center Seallic / spoll1giiL
OPPOSITE PAGE: THE BULLITT CENTER COLLECTS RAINWATER FROM THE ROOF OF THE BUILDING AND STORES IT IN A 56,000 GALLON CISTERN (BEHIND THE
PLYWOOD IN THE PHOTO). AS NEEDED, THE WATER IS ULTRA -FILTERED THROUGH CERAMIC FILTERS (THE BLUE CYLINDERS ON THE LEFT) WHICH REMOVE

BACTERIA AND VIRUSES. THEN IT IS PASSED UNDER UV LIGHT (METAL CYLINDERS UNDER THE BLUE ONES) AND THROUGH ACTIVATED CHARCOAL. FINALLY,

A SMALL BIT OF CHLORINE IS ADDED. THE CLEAN DRINKING WATER IS THEN STORED IN A 500 GALLON "DAY USE TANK" (CENTER RIGHT IN PHOTO) UNTIL
IT IS NEEDED. THE BULLITT CENTER IS AWAITING FULL REGULATORY APPROVAL TO DRINK RAINWATER, SO FOR NOW IT IS USING CITY OF SEATTLE WATER.

'[he Bullitt Center is 80 percent more efficient than the average high-rise of-
fice building in downtown Seattle. The total cost of the project was $30 million.

MANAGING A PROGRESSIVE BUILDING
While managing a cutting -edge green building like the Bullitt Center can
be extremely rewarding, there are also challenges that come with such a
revolutionary property. "There is a huge learning curve involved in manag-
ing a progressive building that is breaking new ground:' said Joshua Dasler,
LEED AP, real estate manager for CBRE. "This includes everything from the
training of building tenants on what soaps can be used with our grey water
system, to educating our vendors on what products and chemicals can be
brought into the building, to working with our janitorial staff to ensure the
filtering of mop water before it is emptied into the slop sinks."

Although CBRE has many green processes at its other domestic and inter-
national properties, the Bullitt Center's ambitious sustainable design requires
managers and engineers in the building to have advanced knowledge of sus-
tainable design.

For instance, the Center houses the world's first composting toilet system
for human waste, which is new ground for building engineers. "There aren't
many engineers that have experience with composters, [but] we are incred-
ibly lucky to have a very eager team of professionals who are excited to take
on these new challenges and be part of something truly groundbreaking,"
said Dasler.

One of the biggest rewards for the Bullitt Center's property managers is
having a unique opportunity to hone their sustainable design and operations
expertise. "That is extremely valuable:' said Dasler. "Many of the processes
that we are developing at this building can be shared and implemented in
other CBRE-managed buildings around the world."

HEALTHY WORKSPACE, HEALTHY WORKERS
At press time, 80 percent of the space in the Bullitt Center is leased. Tenants
are drawn to the large, airy offices that boast plenty of natural light, high ceil-
ings and natural wood finishes. In fact, 82 percent of the building is naturally
day -lit, and 100 percent of the building perimeter spaces can be ventilated or
cooled with operable windows.

"Access to natural daylight and fresh air are proven to improve health and
productivity:' said Kahn.

The tenants in the building are also involved in the happenings of the
building. "We have monthly building -wide meetings to discuss various green
aspects of the building to help our tenants learn more:' said Dasler. "They
want more information and really get involved, which is unique for most
office buildings. It's exciting to be part of this mix of tenants and see their
connection to the building."

PAVING THE WAY

One of the foundation's most important goals for the Bullitt Center is for it

inspire and education others in the
green building community and be-
yond. The building's unique green
systems are cutting edge examples
of energy efficiency, renewable en-
ergy and other green technologies.
The development team documented
lessons learned throughout the con-
struction of the Center in order to
share their findings.

"The Bullitt Center has changed
how people think about build-
ings around the world," said Kahn.
"We've had high-level visitors who
want to learn about the building,
including the largest developer in
China, the mayor of Copenhagen,
the president of Bulgaria and an
Environmental Protection Agency
administrator. These people are
spreading the ideas learned here
around the world."

The Bullitt Center has been an
effective way for the foundation to
spread its mission and guide others
toward sustainability. According
to the foundation, there are several
buildings now under construction
that are using lessons learned from
the Bullitt Center to create their
own sustainable building. True to
the Bullitt Foundation's mission to
promote sustainable development,
the foundation's leaders hope to see
a building surpass the Bullitt Cen-
ter in environmental performance
in the next few years. .

DIANA MIREL IS A CONTRIBUTING
WRITER FOR JPM. IF YOU HAVE
QUESTIONS REGARDING THIS ARTICLE
OR YOU ARE AN REM MEMBER
INTERESTED IN WRITING FOR JPM,
PLEASE E-MAIL MARIANA TOSCAS AT
MTOSCASØIREM.ORG.
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Recent political gridlock hasn't entirely slowed the D.C. commercial real estate market,
but it has somewhat adversely affected (easing-with more uncertainty possible in 2014

Across the country, U.S. residents and businesses have worried about the
potential impacts from the government sequestration and shutdown. But in
the nation's capital, commercial real estate is being directly impacted from
political policies, although not as harshly as one might expect, said CPM
Members in the Washington, D.C., area.

Budget cuts and an unclear future for federal spending have resulted in
increasing unemployment in the government sector and related industries,
shrinking demand for office space, according to CBRE's third quarter 2013
Washington, D.C., Office Market View.

"Workforces are decreasing and we're seeing a decrease in the necessary
size of office space:' said Wayne Tyler, CPM, senior vice president of Earthen
Enterprises in Columbia, Md. "We should be prepared that we're not going
to realize the returns we have in the past?'

LEASING RATES FALLING BELOWA VERAGE
According to August 2013 data from the U.S. Bureau of Labor Statistics, the

District of Columbia lost 13,000 jobs year over year. Federal employment
decreased by 6,100 payrolls, and the downtown unemployment rate ticked
up from 8.5 percent in May 2013 to 8.7 percent in August 2013.

Those numbers have influenced
leasing rates in the district, with
velocity falling 39 percent below
the average level of 2.745 million

square feet of leasing activity in the
third quarters of the previous three
years:' per CBRE's report.

According to Jones Lang LaSalle's
D.C. Office Insight report for the
third quarter, "below -normal levels
of tenant demand" also stemmed
from tenants adopting space reduc-
tion strategies like hoteling, tele-
commuting and open floor plans.
Further, agencies and contractors
were more likely to renew with
short-term leases instead of move
and build out new space.

"The way the D.C. office real es -
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Separation of Politics an(1 Real Estate I spotllghLS

tate cycle goes is when the rest of the country has leasing slowing down,
we're usually performing pretty well:' said Reggie Mullins, vice president at
Cassidy Turley, AMO, in Washington, D.C. "When the other office markets
start coming back, our leasing starts slowing down:'

PRIVATE SECTORS GROWING DOWNTOWN
Despite government tenants acting cautiously, private sectors like financial,
healthcare and education institutions, alongside non -profits, are growing in
downtown, according to the CBRE report. Non -profits and industry orga-
nizations added 1,200 payrolls between August 2012 and August 2013. Still,
real estate managers remain cautious.

"There is an uptick in private sector hiring relative to lay-offs and govern-
ment cut backs, but there are only so many job openings available:' Tyler
said. "In addition, the true ill-effects of the Sequestor won't become evident
until fiscal year 2014:'

The shaken confidence in the local job market is impacting more than
commercial office space. According to the Marcus and Millichap Retail Re-
search Market Report for the third quarter of 2013, companies dependent
upon government contracts are less likely to be hiring in the near future,
"hindering consumer confidence and deterring retail spending:' As a result,
many retailers are wary of opening new locations.

Conversely, 2.1 million square feet of retail space was projected for com-
pletion in 2013, doubling 2012's deliveries, according to the Marcus and Mil-
lichap report. Further, asking rents rose to $22.70 per square foot, up 1 per-
cent from the end of last year and the first positive annual growth rate since
2008, according to the same report.

MIXED -USE PROJECTS GETTING TRACTION
Completion of the Atlantic Plumbing Mixed Use project in the U Street!
North Shaw submarket of Washington, D.C. is expected to open early 2015.
The project will house 23,785 square feet of ground floor retail space and 375
designer residential units.

The redevelopment of a former Greyhound bus terminal into a mixed -
use project named Storey Park is slated to break ground in June 2014. The
project will consist of 65,000 square feet of retail, 350,000 square feet of office
space and 300 apartments.

"More mixed use developments are popping up within blocks of each oth-
er:' Tyler said. "Urban walk has been a major objective in D.C. People want
to live, work and play in the same place:'

Despite such activity, retail deliveries "remain well below the prior five-
year average of nearly 3.9 million square feet:' Also, whereas vacancy fell 10
basis points during 2012, it was anticipated to increase 10 basis points by the
end of 2013 as supply outweighed demand.

The vacancy rate for the multifamily sector was also projected to climb by
2013's end-anticipated to increase 70 basis points to 5 percent, according
to the Marcus and Millichap Apartment Research Market Report from the
2013 third quarter. The addition of nearly 5,000 rental units to the district's

apartment stock in 2013 is driving
vacancy rates.

It remains to be seen if slowed
hiring by government agencies and
affiliated contractors will decrease
the tenant pool enough to impede
the multifamily market to a greater
degree. Tyler said affordable hous-
ing is likely to be hurt more than the
conventional market, just because
of slowed payment and reduced
availability as a result of the budget
crisis.

Mullins said the conventional
multifamily market is being helped,
and is actually booming, because of
the desire of younger professionals
to live in the District because of its
urban appeal.

In all, Washington, D.C., CPMs
reported that the commercial real
estate market is proving fairly resil-
ient at this point. However, the "wait
and see" approach being taken by
government employers as a result of
Congress' indecision, means real es-
tate owners, investors and managers
will also have to wait and see how
their properties and the market will
be impacted as 2014 unfolds.

"The District is still pretty stable:'
Mullins said. "It's not as volatile as
the surrounding areas in Virginia
and Maryland. We just can't predict
what is going to happen in the fu-
ture:'

THE 2014 LEADERSHIP AND
LEGISLATIVE SUMMIT, FEATURING
CAPITOL HILL VISIT DAY. WILL BE
HELD IN WASHINGTON, DC. ON
APRIL 5-9, 2014.

KRISTIN GUNDERSON HUNT IS A
CONTRIBUTING WRITER FOR JPI. IF
YOU HAVE QUESTIONS REGARDING
THIS ARTICLE OR YOU ARE AN IREM
MEMBER INTERESTED IN WRITING
FOR JPM, PLEASE E-MAIL MARIANA
TOSCAS AT MTOSCA&a!REM.ORG.
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FROM THE BOILER ROOM TO THE BOARD ROOM: BRITE REALTY, INC.
AMO, IS FUN AND FOCUSED

 What is the strategy regarding training and devel-
opment of employees?

As founders of the company, Theresa McMenamin,
CPM, CCIM, and I believe that learning and training
occur when people interact in meaningful ways. New
team members are paired (mentored) with experienced
employees, so they understand their responsibilities
and also learn the Brite culture. We are proponents
of the collaborative approach: By boosting knowledge
sharing and encouraging a free flow of ideas, the de-
cision -making process extends to all levels of manage-
ment. As a result, team members stay focused on the
goals of the company and properties managed, and are
also motivated and equipped to become future leaders
in the company. We have an experienced group that is
excited to tap into their diversified life- and profession-
al -skill experiences. These experiences allow us to pro-
vide unparalleled services from the "Boiler Room to the
Board Room." We strive to provide a fun work environ-
ment that is both conducive to learning and sustainable.

It is our goal that individuals will want to stay and grow
with the company-and we see no reason that we can't
do this without losing focus on our client and company
goals.

How do you continually work to improve your
business plan?

As a full service real estate firm, we encounter the needs
of clients on many diversified levels. Clients can range
from those who are very savvy in the real estate arena
to property neophytes who are anxious to become par-
ticipants on a grander scale.

Property size or experience of an owner doesn't fac-
tor into our mission to provide unparalleled service.
To meet the needs of all clients, we have developed the
proprietary F -MAC (Facilities Management Account-
ability and Cost Control) System, which provides qua n-
tifiable metrics and measurable results we can put into
place to clearly demonstrate present performance and
provide strategic direction going forward. This puts us
in a better position to anticipate and institute a course
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of action to meet the goals that we have set together.
One constant factor in our evaluation and estab-

lishment of a business plan is delivery of unparalleled
service. Market conditions, labor trends, economic and
financial data, demographic trends, governmental data,
environmental conditions and other factors are con-
stantly being evaluated. By staying informed as to these
local, regional, national and even global conditions, we
are able to embrace the changing and challenging trends
and adjust the direction of the business accordingly.

Your management team brings a combined 300
years to the real estate management industry. How
have you noticed the industry changing; what has
your company done to stay ahead of the curve?

In my 30 years as a CPM Member, I cannot begin to
list all of the changes I've seen in the industry. These
changes are occurring daily, on an accelerated basis,
mostly led by technology. To that end, we have always
prioritized the implementation of technology, and will
continue to do so. Based upon our size and talent we are
able to "turn on a dime" to address the ever-changing
industry needs.

The Brite Realty talent pooi ranges from on -staff at-
torneys to construction engineers-with a great many
others in between. We all are members of various pro-
fessional organizations and pursue industry sponsored
training, education and professional certification pro-
grams so that we can stay ahead of the curve. We col-
laborate and share information and updates with other
members of our team-while also keeping our clients
informed about changes that will affect their asset-on a
regular basis. Through our open communication, we are
able to provide ongoing property evaluations which ef-
fectively position the asset-ultimately enhancing values
and services.

 Describe how you maintain your vision of custom-
er satisfaction. It can get tough - what are some tips?

Relationships are the basis of our growth and success.
We provide exemplary communication, quality service
and problem solving resources, while gathering a great
deal of knowledge about the client, their goals and objec-
tives. We see our "clients" or "customers" as "partners:'
We treat their asset as though it was our own, and I be-
lieve that this passion shows. Each property has its own

idiosyncrasies dictated by construction, age, climate,
tenant make-up and usage. Communication-regularly
speaking and meeting with the client, not just provid-
ing monthly financial reports-is essential as we develop
and maintain strategic plans in concert with their goals.

U What is the secret of building a great team?

It is very important to lead by example. This begins with
ethics, which translate to all phases of our operations,
and working diligently to communicate our goals. Our
members have a plethora of experience, both profes-
sional and in life. We encourage feedback and listen to
their ideas. Knowing that their opinion is important re-
inforces their participation in our group. The respect of
the individual, whether they are a client, vendor or as-
sociate, is imperative. This environment, experienced on
a daily basis, is essential in maintaining and building a
creative and rewarding work place.

Our vision is to provide real estate expertise to select
clients on a daily basis and to assist and implement the
right services needed in a team approach.

We are always in search of team members who have a
good work ethic and promote the values that make our
company successful. Our Best Hiring Practices include
skill assessments and other measures; however, we also
place emphasis on identifying attitudes. We can teach
and refine skills, but a positive attitude is gold. We are
looking for people who enjoy interacting with others
since we are in a "people/service" business. Our mentor-
ing, coaching and collaborative approaches ensure that
we are all working towards common goals which we
believe increases morale, motivation and ultimately, the
reduction of turnover.

As we begin our 25' year as Brite Realty, we have
team members celebrating 20+ years of service with our
company. We believe that our culture, and its constant
refinement, helps us to attract new employees while re-
taining our existing team. It may sound cliché, but we
truly believe the key to success is continually answering
the tough questions, such as: How we can do better as a
company? How we can utilize our team members' tal-
ents to their maximum potential? We believe these are
the reasons we have been growing for the past 25 years
and we look forward to continuing on this path far into
the future.
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TAKING YOUR BUSINESS GLOBAL:
THE ROLE OF LANGUAGE AND CULTURE

By Benjamin Wickham, CPM

l -or those of us who are native English speakers, we often assume that no matter where we go in the
world, folks will speak to us using English. And while this often proves to be the case, it does not
necessarily mean that this is the most effective way to communicate.

An acquaintance of mine who is a respected linguist from Australia was once speaking with lo-
cal friends on a remote Pacific island. He asked one wife and mother, "What language are you most
comfortable using?" She replied that both French and her native island dialect were equally as com-
fortable. He then asked, "Ah, yes, but when you are upset with your husband, what language do you
use?" She quickly said, "My Island dialect, of course!" It is safe to say that people are touched more
deeply, on an emotional level, when they hear their native language-their "mother tongue' so to
speak-spoken.

Language Impacts Business

If we are going to effectively do business on the global stage, we are well served to consider these im-
portant factors. Not only are there differences in market conditions and general approaches to mul-
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tifamily real estate, there are also cultural differences and business norms
that may very well be markedly different from how we are used to interacting
locally. One important key to understanding culture and interpersonal busi-
ness is language.

The difference between English and Chinese is an excellent example of
this concept. Native English speakers use a wide array of idioms in our ev-
eryday conversation, many of which may be incomprehensible to those who
speak English as a second language. For instance, when describing a simple
function, we might use the expression, "As easy as A -B -C:' However, to a na-

tive Mandarin speaker, having grown up using a language based on charac-

ters, there is nothing particularly easy about learning an alphabetic language
as English.

For the native Mandarin speaker, idioms are also a common part of ev-
eryday speech. We might refer to many of these expressions as Chinese
proverbs; however, rather than pithy sayings, these idioms are more often a
concise way to explain a complex concept. For example, the Chinese idiom
'V$ (tang2 bi4 dang4 chel) expresses the futility of challenging an op-

ponent who is infinitely stronger and more resourceful than the other. The
words literally describe an insect (a praying mantis) trying to stop a moving
vehicle with one tiny leg.

Cultural Dynamics Just as Important as Language
The importance of this kind of cultural understanding and clear commu-
nication was driven home by an experience our firm had with a residential
property in Portland, Oregon for which we provide full management ser-
vices. The property owner works extensively with refugee populations, and
had placed many Somali families in this particular apartment community.
The property was experiencing very serious issues with resident violations
of property rules and regulations. Our initial thought was that if we could
translate rules and violation notices into the Somali language, we would be
able to effectively communicate what was needed from the residents. How-
ever, we found that a great deal more was needed.

We first needed a deeper understanding of the cultural dynamics at play.
We consulted with Abdinasir, a gentleman who has worked for the local
housing authority as a service coordinator for many years and is himself a
Somali immigrant. Nasir, as he is known by friends and colleagues, is ex-
tremely well versed in the challenges facing immigrant populations, and was
able to help us understand that the majority of the Somali residents at the
property were, in fact, Somali Bantu. The native language of these families,
who come from rural areas, is actually a lesser -known dialect referred to as
Somali Maay Maay. Additionally, due to many years of war and upheaval in
Somalia, many are unable read. Therefore, a more comprehensive approach
was needed.

We worked with Nasir to create a plan that included educating our region-
al manager and site -based staff about the cultural background of the Somali
residents and discussing individual resident issues. We went a step further by
actually recruiting an assistant manager from among the Somali Communi-

BENJAMIN WITH HANI, WHO HAS HELPED
BRIDGE THE LANGUAGE AND CULTURAL GAP.

ty in Portland. After one year on the
job, Hani, the young college student
we hired, has done a tremendous
job at the property and has done a
wonderful job of bridging the lan-
guage and cultural gap we were ex-
periencing. Her efforts, along with
our more educated approach, have
resulted in a stable property and a
satisfied group of residents.

Therefore, whether you are man-
aging increasingly diverse popula-
tions in a current market, or plan-
ning business development in a

foreign market, consider getting at
least a basic understanding of the
local language or dialect as a facet of
your strategic approach. Take time
to understand the cultural dynam-
ics of both the owners and the end
users of the real estate you manage.
The time and energy spent is truly
a wise business investment that will
position your company to work
from a place of knowledge and un-
derstanding on the global scene.

BENJAMIN WICKHAM, CPM.
BENW!cKHAM@cLEAR.
NET) IS VICE PRESIDENT OF
REAL ESTATE SERVICES AT
CASCADE MANAGEMENT. INC.
IN PORTLAND, OREGON.
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On February 8 of last year, the U.S. Department of Housing and Urban De-
velopment (HUD) published a final rule reiterating the application of the
disparate impact theory to investigate claims of housing discrimination un-
der the Fair Housing Act. The theory of disparate impact is originally in Title
VIII of the Civil Rights Act of 1968, also known as the Fair Housing Act. The
new rule (24 C.F.R. 100.500) establishes a process for determining liability
under the Fair Housing Act (FHA) when a housing -related practice has a
discriminatory effect even though there may be no intent to discriminate.

The term "disparate impact" refers to policies, practices, rules or other
systems that appear to be neutral, but result in a disproportionate impact
on protected groups. The Fair Housing Act prohibits discrimination in the
terms, conditions or privileges of the sale or rental of dwellings, and in the
provision of services in connection with a sale or rental, on the basis of race,
color, religion, sex, handicap, familial status or national origin. Disparate im-
pact can pertain to several aspects of American life-employment, mortgage
lending, housing, insurance and so on.

IREM had concerns with this final rule when it was issued, as it could pos-
sibly impede on frequently used business practices in the real estate manage-
ment industry. One concern is that potential discrimination does not require
"intent:' In other words, the discrimination could be unintentional. Under
a disparate impact theory, it is not necessary to prove intent to discriminate.

Another concern is the burden of proof test under this rule. Once a charg-
ing party has made its prima facie case by establishing disparate impact,
the burden of proof then shifts to the property manager, or other real estate
practitioner, to prove that the particular practice is "necessary to achieve
one or more substantial, legitimate, nondiscriminatory interests:' Even if the
property manager or owner does so, the practice could still be found to be
a violation if it is shown that the manager's interests "could be served by
another practice that has a less discriminatory effect:' Historically, in the
U.S. the burden of proof falls on the charging party in a court case. It seems
inconsistent to shift the burden to the defendant.

Property managers and owners
may have difficulty applying good
business practices under this rule;
They might not be able to perform
criminal background checks or in-
still a minimum income require-
ment because the result may cre-
ate a disparate impact on a certain
protected group of individuals. It is
imperative that property manag-
ers and owners be able to provide
a safe living environment for other
residents of a property and not be
prevented from disallowing certain
criminals with violent background
into their properties.

Recently, a disparate impact case
went to the U.S. Supreme Court.
The Court agreed to hear argu-
ments in December 2013 on Mount
Holly Gardens Citizens in Action
versus Mount Holly. Mt. Holly
would have been an important test
to determine if the federal govern-
ment would be able to utilize statis-
tical analysis and demographics to
investigate discrimination claims.
This court case was settled out of
court in early November 2013, thus
removing the case from the U.S.
Supreme Court's calendar.

IREM adopted a legislative state-
ment of policy on disparate impact
in October 2013. The policy posi-
tion underscores IREM's commit-
ment to a housing market free from
discrimination. IREM opposes pol-
icies and practices which are known
to have a disparate impact on any
demographic group defined by

race, color, religion, national origin,
sex, handicap, familial status, sexual
orientation or gender identity

Further, IREM supports the right
to continue a policy or practice if
there is a legitimate business pur-
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New Legislation I spotiighL

pose to protect the health, safety and general welfare of the property and correcting the action to remove the

the inhabitants (such as a criminal background check or minimum income discriminatory effect unless there
requirement). Also in the policy position, IREM addresses the burden of is no other readily achievable, less
proof and states that it should be on the party alleging the violation. IREM discriminatory practice. This state -
believes that unless an IREM member or other real estate practitioner knew ment of policy can be found online
or reasonably should have known about the discriminatory effect of a policy at www.lREM.org/publicpolicy.

or practice, the only remedy for such a discriminatory practice should be

ET
r

LITTLE KNOWN COMMERCIAL
PROPERTY ENERGY EFFICIENCY TAX
CREDIT TO EXPIRE AT END OF 2013
Section 179D of the Internal Revenue Code encourages
increased energy efficiency efforts in commercial and
large multifamily properties. At the time this article went
to print, the 179D tax deduction was set to expire on De-
cember 31, 2013, unless Congress acted to extend it. The
179D deduction provides a one-time accelerated deprecia-
tion on commercial, large multifamily and agency -owned
properties. Those who qualify-including owners of en-
ergy efficient commercial or large multifamily buildings
built or retrofitted since December 31, 2005, and archi-
tects and engineers of energy efficient municipal buildings
(LEED certified for example)-would be able to save $1.80
per square foot in tax deductions.

An extension will allow this key incentive to raise large
amounts of private investment capital in these properties.
Construction and manufacturing jobs will be created due
to retrofitting projects. The deduction will also save bil-
lions of dollars in energy costs for larger properties, some -

t ing t at p agues many commercia an arger mu ti am-
ily property owners and managers.

4' p IREM joined a coalition of nearly fifty stakeholders to
urge legislators to extend this critical tax deduction, send -

0 ing a coalition letter to the Senate's Committee on Finance
leadership, and to the House's Ways and Means Commit-
tee leadership, urging the extension of this important de-

. . 4 duction. The letter also encouraged legislators to consider
the extension as a part of the tax code's possible overhaul

IP

in coming months.
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CREDIT TO EXPIRE AT END OF 2013
Section 179D of the Internal Revenue Code encourages
increased energy efficiency efforts in commercial and
large multifamily properties. At the time this article went
to print, the 179D tax deduction was set to expire on De-
cember 31, 2013, unless Congress acted to extend it. The
179D deduction provides a one-time accelerated deprecia-
tion on commercial, large multifamily and agency -owned
properties. Those who qualify-including owners of en-
ergy efficient commercial or large multifamily buildings
built or retrofitted since December 31, 2005, and archi-
tects and engineers of energy efficient municipal buildings
(LEED certified for example)-would be able to save $1.80
per square foot in tax deductions.

An extension will allow this key incentive to raise large
amounts of private investment capital in these properties.
Construction and manufacturing jobs will be created due
to retrofitting projects. The deduction will also save bil-
lions of dollars in energy costs for larger properties, some -

t ing t at p agues many commercia an arger mu ti am-
ily property owners and managers.

4' p IREM joined a coalition of nearly fifty stakeholders to
urge legislators to extend this critical tax deduction, send -

0 ing a coalition letter to the Senate's Committee on Finance
leadership, and to the House's Ways and Means Commit-
tee leadership, urging the extension of this important de-

. . 4 duction. The letter also encouraged legislators to consider
the extension as a part of the tax code's possible overhaul

IP

in coming months.
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HAND DRYERS. NO HOLES

American Dryer's new patent -pending, seamless, one-
piece stainless steel constructed Wall Guard is ADA com-
pliant-achieving the four -inch -or -less unit protrusion
guidelines without the need to recess the accompanying

dryer into the wall-thus eliminating the need to cut holes
into restroom walls. This is especially valuable when walls are
cinderblock, masonry or other difficult -to -modify surfaces.
The standalone Wall Guard is designed to sit below the dryer
and is easily installed using just the four screws provided. It
achieves ADA compliance and provides safety for users living
with disabilities because its curved lower edge assures that the

"leading edge" of the dryer -with -wall -guard unit is 26 inches
or less from the finished floor, a distance that meets ADA stan-

dards to protect people using wheelchairs or walking aids.

CONSOLIDATE YOUR KEYS

The Keyport Slide 2.0, has reinvented the conventional keychain by sim-
plifying and condensing the size of a typical keychain. The Slide holds up to
six keys or inserts, yet is roughly the size of a pack of gum. The revolution-
ary Keyport blades replace traditional keys, fit securely in the Keyport Slide,

are easily inserted and removed, and feature a one -size -fits -all
head. It's compatible with most standard keys, including
house keys, high -security keys, transponder -chipped ,,P
auto and motorcycle keys, small mail and pad- ' ,V
lock keys, and bike lock keys. It's perfect
for real estate professionals who don't
want to carry around a bulky keychain.

PROTECT AGAINST POND ING

If your current roof drain system becomes compromised, or your flat roof
drain outlets get clogged, the integrity of your roof could become com-
promised with all the extra weight. The Roof Sentinel II solar -powered
ponding pump has been engineered with smart chip technology, which
removes water continuously from roofs for days at a time. Fully portable,

inti11ina in less than 15 minutes and equipped with a propri-
10-watt solar panel with a battery backup-allowing
o pump any time of day, and in any weather, 24/7-
the pump removes stagnant water, which is a breed-

ing ground for mosquitoes, bacteria and mold. The
Roof Sentinal II protects your roof from costly re-
pairs due to leaks and sagging under high weight,
plus assists traditional drainage systems to keep up

with severe storms and remove ponding water from
low spots.

GREENING CLEANING

Ecolab's Hydris system is a dramatic
change in how cleaning gets done,
and one with a number of green ben-
efits. A single centralized dispenser
uses mineral tablets, tap water and a
patented electrolytic cell to create and
dispense three distinct cleaning solu-
tions that are effective, safe to use and
environmentally friendly. A single
Hydris unit dispenses three products:
a one-step disinfectant (Hydris prod-
ucts are registered with the EPA as
effective at killing, Norovirus, E. coli
and odor -causing bacteria on a variety
of surfaces); an all-purpose sanitizer
and glass cleaner; and a multi -surface
daily floor cleaner. The unit fits into a
typical broom closet and utilizes ad-
vanced mineral tablet technology and
water to generate the equivalent of
5,000 ready -to -use bottles of cleaner
per one case of 200 tablets. Use of the
Hydris system eliminates an average
of 770 pounds of plastic waste and
reduces freight weight by more than
99 percent, helping to conserve trans-
portation fuel consumption.
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M 0 R E A N D M 0 R E R EA L ESTATE PRO F ES S 10 N A LS are leaving their digital cameras
behind and using their Smartphones to take photos and videos. The ease and convenience of having a phone with a
built-in camera, combined with the improvements in Smartphone picture quality, make this a logical choice. How-
ever, Smartphone cameras lose detail through the zoom -in process, resulting in pixilated images. It's also difficult to
hold the device steady, resulting in blurry photos or shaky video. These devices take on those issues.

The 011oclip 4-in-i
Lens System

I $69.99
by 0/bc//p

iPhone and other Smartphones
POSITIVES: The 011ocplip is a compact lens system
that slips over the built-in camera of your iPhone 4, 4s,
or 5. The system includes wide-angle and fish-eye lenses,
and a lOx and 15x macro lens. The wide angle lens is
perfect for real estate applications since it allows the user
to take better photos and video of small interior spaces.
The 011oclip macro lenses allow the user to zoom in and
take clean, crisp photos and video without the usual
pixilation.

NEGATIVES: The 011oclip will not fit over most exter-
nal iPhone cases. The user must remove the iPhone from
its case in order to attach the 011oclip. 011oclip does sell
a Quick Flip Case that works with the 011oclip lens sys-
tem for $49.99. The other drawback is the 011oclip cov-
ers the built-in flash on the iPhone, so the user can only
take photos or video in well -lit areas.

iStabilizer Flex Mount
I
$19.95

Tripod
I
$29.95

iL by iStab/izer

iPhone and other Smartphones
The iStablizer Flex Mount and Tripod eliminates shaky
video and blurry photos by providing a stable platform
to hold your Smartphone in landscape view, perfectly
still. The flex mount easily grips Smartphones up to
2.75 inches wide and some digital cameras. For wider
phones, like the Galaxy Note 2, iStabilizer sells the XL
Mount. The iStabilizer Tripod is unique in the design of
its tripod legs, which are flexible and coated in a well -
gripping texture that allows the tripod legs to bend and
attach almost anywhere. Use the tripod as a traditional,
hands -free stand or wrap the legs around handrails, car
seats, chair backs, table edges or almost anywhere to get
the perfect shot.

MATTHEW TOWNLEY, ARM, CPM, (MATTHEWØ
TOWNLEVREALTV.COM) IS BROKER ASSOCIATE
AT TOWNLEY REALTY CO., AMO IN HOUSTON.

'S

rem.org/jpm
I

jpni. I 41

iisi1R'j4

M 0 R E A N D M 0 R E R EA L ESTATE PRO F ES S 10 N A LS are leaving their digital cameras
behind and using their Smartphones to take photos and videos. The ease and convenience of having a phone with a
built-in camera, combined with the improvements in Smartphone picture quality, make this a logical choice. How-
ever, Smartphone cameras lose detail through the zoom -in process, resulting in pixilated images. It's also difficult to
hold the device steady, resulting in blurry photos or shaky video. These devices take on those issues.

The 011oclip 4-in-i
Lens System

I $69.99
by 0/bc//p

iPhone and other Smartphones
POSITIVES: The 011ocplip is a compact lens system
that slips over the built-in camera of your iPhone 4, 4s,
or 5. The system includes wide-angle and fish-eye lenses,
and a lOx and 15x macro lens. The wide angle lens is
perfect for real estate applications since it allows the user
to take better photos and video of small interior spaces.
The 011oclip macro lenses allow the user to zoom in and
take clean, crisp photos and video without the usual
pixilation.

NEGATIVES: The 011oclip will not fit over most exter-
nal iPhone cases. The user must remove the iPhone from
its case in order to attach the 011oclip. 011oclip does sell
a Quick Flip Case that works with the 011oclip lens sys-
tem for $49.99. The other drawback is the 011oclip cov-
ers the built-in flash on the iPhone, so the user can only
take photos or video in well -lit areas.

iStabilizer Flex Mount
I
$19.95

Tripod
I
$29.95

iL by iStab/izer

iPhone and other Smartphones
The iStablizer Flex Mount and Tripod eliminates shaky
video and blurry photos by providing a stable platform
to hold your Smartphone in landscape view, perfectly
still. The flex mount easily grips Smartphones up to
2.75 inches wide and some digital cameras. For wider
phones, like the Galaxy Note 2, iStabilizer sells the XL
Mount. The iStabilizer Tripod is unique in the design of
its tripod legs, which are flexible and coated in a well -
gripping texture that allows the tripod legs to bend and
attach almost anywhere. Use the tripod as a traditional,
hands -free stand or wrap the legs around handrails, car
seats, chair backs, table edges or almost anywhere to get
the perfect shot.

MATTHEW TOWNLEY, ARM, CPM, (MATTHEWØ
TOWNLEVREALTV.COM) IS BROKER ASSOCIATE
AT TOWNLEY REALTY CO., AMO IN HOUSTON.

'S

rem.org/jpm
I

jpni. I 41



spotllght / Maintenance Matters

CRB RAMPS CROSS

We see them at pedestrian crossings at streets. Whether recessed or built-up,
your parking lot likely has curb ramps. With budgets tighter than ever, some-
times maintaining them properly is postponed and easily taken for granted,
unless you are physically disabled. Curb ramps are an important part of your
facility.

CURB RAMPS 101:

A curb ramp is a short ramp-cutting through a curb or built up to it-pro-
viding smooth transition between pedestrian sidewalks and pedestrian areas
such as parking lots or streets. There are a few basic rules for new curb ramp
components:

36 -inch wide minimum
Slip resistant or textured walking surfaces (for the visually impaired)

 Maximum ramp slope of 1:12
Side flares may not be steeper than 1:10 (the side flares can be elimi-
nated where there is no pedestrian traffic crossing the curb ramp from
side to side)

36 -inch minimum landings at the top of the curb stop
Counter slopes of adjoining gutters and road surfaces immediately ad-
jacent to the curb ramp not be steeper than 1:20
Slip -resistant walking surfaces
Built-up curb ramps located so that they do not project into vehicular
traffic lanes
Handrails are not required

If you have older curb ramps that do not comply with contemporary stan-
dards, and have steep surfaces or areas where traffic can cross from side flare,
carefully consider your options.

KEEPING CURB STOPS SAFE

If your ramp surfaces are painted, consider using paint with an abrasive in it
to provide the required slip resistance, and re -paint as necessary to maintain
the surface. For new ramps, consider coloring the concrete to eliminate the
need for painting. Repainting frequency will depend on the amount of traffic
crossing the ramp.

Since the physically disabled and elderly are more susceptible to loss of

WALKS
balance, make curb -ramp main-
tenance a winter priority. Because
of their sloped surfaces, curb stops
may collect water at the base, and
in the winter months it will freeze.
Since curb ramps descend from the
pedestrian sidewalk level to the ve-
hicular area, the pedestrian cross-
walk should be designated with a
line-painted with slip -resistant
paint and a minimum of 36 -inches
wide-and aligned with the base of
the curb ramp to avoid any confu-
sion about the designated pedes-
trian walkway. .

FOR MORE INFORMATION, GO TO THE
DEPARTMENT OF JUSTICE WEBSITE FOR
AMERICANS WITH DISABILITIES ACT AT
WWW.ADA.GOV, OR CHECK WITH STATE
AND LOCAL REQUIREMENTS.

JULIUS PEREIRA III
(JULIUSPERE!RA8
COMCAST.NET) IS THE
OWNER OF PEREIRA
CONSULTING IN CHADDS
FORD. PA.
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INCOMEIEXPENSE ANALYSIS® REPORTS
FEATURING INTERACTIVE ONLINE LABS
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Income/Expense Analysis® Reports
Help You Generate Revenue
 Demonstrate your value to owners and investors, backed by

cold, hard data

 Optimize your operating budget by trimming waste and
solving inefficiencies

 Defend that your decisions are based on indisputable facts
and analysis

 Dominate the competition with data breakdowns you can't find
anywhere else

 Benchmark and forecast your property's income and expenses
with data that's thoroughly cleansed by a team of experts

OUR DATA IMPROVES

YOUR VISION.
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Income/Expense Analysis® Reports
are available in three formats:

1. Softcover Books

2. Downloadable PDF/Excel eBooks

3. Interactive Online Labs

www.irem.org/IncomeExpense

(800) 837-0706, Ext. 4650
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or sixteen months, from July 2008 to October 2009, I was the
senior officer in charge of FOB Shield in eastern Baghdad, Iraq.
Shield (also later known as Joint Security Station Shield or JSS
Shield) is now closed and turned over to the Iraqi government, as

____________ were all the military bases in Iraq at the end of 2011. Shield was
a 50 -acre complex with a fenced and guarded perimeter of more

than 2 miles. The building square footage was never measured, but con-
servatively exceeded 5 million square feet. At the height of the Iraq War,
there were more than 580 FOBs operating like Shield in Iraq, and more
than 350 in Afghanistan, ranging from having a few hundred to 30,000

operational personnel. All required the same meticulously detailed supervi-
sion, property and facility management as Shield.

While many of the property management tasks were similar to such work
anywhere-budgets, capital improvement projects, tenant complaints, daily
tenant services, and security and emergency management challenges-these
common tasks were accentuated by the fact that some of the neighbors were

seriously dangerous, and frequent-
ly tried to kill tenants.

DANGEROUS NEIGHBORS
The advisors and trainers for the
Ministry of Interior (Mo!) as well
as the contiguous Baghdad Police
Academy, walked daily to Shield for
work. Also housed at Shield were
the primary advisors who devel-
oped the judicial capability of Iraq,
as well as a significant coalition in-
telligence capability. The 4t1 Brigade
Combat Team, 10th Mountain Divi-
sion, conducted security patrols
and emergency military responses
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from Shield. In all, during my ten-
ure at any given time, more than
2,500 coalition forces and contrac-
tors operated from Shield.

The neighborhood of Shield was
not friendly. Shield had, on occa-
sion, been the target of mortar and
rocket fire that caused coalition
casualties. To the northeast, just a
quarter mile, was Sadr City, which
harbored numerous deadly and ac-
tive insurgents for many years. Au-
tomatic gunfire, Improvised Explo-
sive Devices (IEDs) and detonating
car bombs could be heard, and of-
ten even felt, exploding nearby day
and night close to Shield.

In any given direction, we had
unique and dangerous neighbors:

NORTHEAST: The Ministries of
Oil and Ministry of Finance
SOUTH:A maximum security
Iraqi prison
SOUTHEAST: Olympic -style
Shaab Soccer Stadium
SOUTHWEST: The Ministry of
Interior

Shield was approximately 1.5

miles northwest from the old city
of Baghdad and north from the
Tigris River. Across the Tigris was
the Green Zone-the semi -secure
enclave of the coalition forces and
the location of the U.S. and other
international embassies-as well as
the seat of government of the Re-
public of Iraq. I commuted regu-
larly by both ground transport and
helicopter to the Green Zone for
meetings and work with my senior
headquarters.
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AMENITIES
Shield had its own dining facility (DFCS); medical clinic (two each: one for
service members and one for part of the contractual staff); fire department
and station; "City Hall" (Mayor's Cell); Post Exchange; laundry; billeting
management office, including permanent parties and transients; non -de-
nominational chapel; vehicle maintenance facilities; and other small shops
and services. The shops, eateries and a barbershop were run by local nation-
als who were vetted by our security services, and enjoyed the privilege of
comparatively consistent and higher earnings than could be obtained on the
outside economy We knew some of these Iraqis provided information to the
enemy, but considered the vetted personnel comparatively safe and benign.

COMMODITIES
Virtually all commodities for sustainment had to be shipped in by trucks
and sewage and trash removed. Shield consumed more than 42,000 gallons
of potable water per day or 320,000 gallons per week. Diesel fuel was con-
sumed at the rate of 56,000 gallons per week, and we burned 1,000 of MO -
GAS (gasoline) per week. Fresh water, food supplies and sewage had to be
trucked in and out of Shield daily. Noimally this was a routine process, but
intense in scope. However, if we were on lock -down for security and threat
issues, conservation of both capabilities became essential. Deliveries and
services were always a security concern and were monitored very closely for
sabotage.

The dining facility was staffed by contractors from Sri Lanka, and super-
vised by a capable and friendly American expert. The facility served more
than 3,000 meals per day of good quality to the 2,500 who lived on Shield
and many outside coalition visitors who stopped to enjoy one of the best

dining facilities in Baghdad. More
than 33,000 meals were served per
week to include those provided at
the Ugandan dining facility

At first, Shield had no ameni-
ties for soldiers except for a Post
Exchange (PX) that was run on
very limited hours by 100 percent
volunteer staff. As time went on-
and due to the tireless support of
Lieutenant General (LTG) Frank
Helmick, Commanding General
of my higher headquarters, the
Multinational Security Transition
Command -Iraq, who was a strong
advocate for taking care of the
troops-Shield acquired a small
Morale, Welfare and Recreation
facility. The MWR had a gymna-
sium, game room, phone room for
calls home, small library, internet
computers and movie theater. LTG
Helmick also facilitated the expan-
sion of the gymnasium, the instal-
lation of a Green Bean Coffee shop
and a Pizza Hut, as well as a paved,
2 -mile long, 1 -meter wide running
track that wound around the com-
plex to allow tenants to run in rela-
tive safety.

MAKING CAPITAL
IMPROVEMENTS
The process of making these capi-
tal improvements was more ardu-
ous and detailed than in civilian
property management. Approval
of the command had to be ob- ;

tamed first-often requiring mul-
tiple layers of staff coordination,
formal briefings and completion
of a prodigious number of govern-
ment required forms-before get-
ting to the commanding general
for final buy -off and authorization.
LTG Helmick in many cases pro-
vided the horsepower to expedite
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FOB SHIELD: BY THE NUMBERS

50 -AC R F
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and nighttime
temperatures not

dropping below
90 degrees Fahrenhd

$140,000,000
in Labor contracts

for both Shield
services and
the Iraq -wide

contracts for poLice
advisor contract staff

UP TO 646 -PERSON EMERGENCY DRILLS:

15 FIRE FIGHTERS,
TWO PUMPER TRUCKS,
25 MEDICAL PERSONNEL,
600 -MAN UGANDAN CONTRACTUAL

SECURITY STAFF, AND
UP TO SIX COMMAND LEADERS

600 -MAN,
HEAVILY ARME
UGAN DAN SECURITY GUARD FOR(

ONE "BIG VOICE"
(THE WARNING AND ANNOUNCEMENT SYSTEM)
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COMMONPLACE PROPERTY MANAGEMENT ISSUES

NOT SO COMMONPLACE CONDITIONS

PARKING MANAGEMENT: Parking management is difficult in

norrnat conditions. Imagine how complicated and critical parking
management was in a combat zone, where a quick reaction force
needed to be able torespond to an attack or medical emergency. In

addition to that, with more than 300 permanent vehicles and many
visitors' vehicles on the tightly packed base, providing sufficient
and safe parking, as well as maintaining the necessary emergency

access for all the military and contractual vehicles required on
Shield, was extremely difficult. Parking assignments and areas for
proper parking were established and maps provided to all tenants
and command entities. Visitor -only lots and parking permits were
issued in order to distinguish tenants from visitors. Speed limits
were aggressively enforced as well.

TENANT DISPUTES: Tud;it disputes were not frequent. but were convoluted and political. Priorities for military
by rank, and contractors by position and seniority, had to be considered and accommodated. These often required
adherence to specific regulations for each type or person and entity. Similar territorial disputes erupted due to the
extremely dense living and working conditions at Shield. Disputes and claims to space were further exacerbated
by the nature of how the accommodations were originally funded and provided. In general. accommodations were
solved without rancor.

ENVIRONMENTAL HEALTH CONCERNS: The daily

commute to the Ministry of Interior for work with our Iraqi
counterparts required passage on foot or by vehicles through
raw sewage spewed onto the streets by grossly inadequate
and broken plumbing. This was particularly a problem when
the occasional torrential rains flooded the streets and raised
the level of the sewage. I made considerable effort, and was
moderately successful over a frustrating and long period of
time, to get the Municipality of Baghdad to repair the sewers
and clean up the sewage with coalition assistance.

TECHNOLOGICAL ISSUES: Power and computer issues
were constant challenges. For the most part, the enormous and numerous generators necessary to provide power
to the complex 24/7 were maintained, but repairs were frequent, and outages did occur. Significant service and
upgrades to the power grid, street lighting, security lighting and domestic and office power demands were required.
Ground fault installation was necessary on many of the buildings, requiring scheduling of workplace adjustments
and modifications. Computer service, microwave connectivity and military communications had to be upgraded and

maintained, requiring new capital contracting and the exhaustive contractual approval processes. HVAC for all offices
and living quarters were maintained on an aggressive and systematic preventive maintenance schedule.
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this process. Once approved by the
command in scope and cost, all the
materials and more paperwork had
to be submitted to the higher com-
mand for approval and to begin
the contractual process. This took
a considerable amount of time and
patience from the time of concept
to construction.

Similarly, labor contracts were
extensive, expensive and difficult to
facilitate and manage. I was respon-
sible for more than $140,000,000 in
labor contracts for both Shield ser-
vices and the Iraq -wide contracts
for police advisor contract staff.
The budgeting, contract letting, ad-
ministering, financial management
and compliance solution process,
as well as the supervision of the
actual work by the contractors, of-
ten fell to me with only one other
part-time officer to assist with the
process.

RESOURCEFUL FUN
Other challenges and solutions
for amenities were more pleasant
for the occupants of Shield. We
had two innovative and resource-
ful "Mayors"-Army Majors with
a small staff responsible for the
maintenance of the complex, the
supervision of the living accommo-
dations and the maintenance of the
amenities of the base-who report-
ed to me. The Mayors installed Wi-
Fi, and a large (two, 4 X 8 plywood
boards painted white) movie screen
with surround sound. The area was
covered with netting to provide
shade to picnic benches and tables.
Once built, every Friday, and occa-
sionally Wednesday nights, we had
baseball or football game nights or
movies. During football season, the
dining facility would provide Buf-
falo wings, ribs, hamburgers, hot

dogs, salads and all the trimmings for our "Tailgate Parties:'
We also built and maintained picnic tables, covered areas, and designated

and safe fire pits for evening gatherings after duty hours. Yes, it can get cold
in Iraq in the winter, and a fire in a decent and relatively safe fire ring is a
good gathering place for tenant relaxation. I also pushed for quite a number
of camouflage nets to be strung up over work and living areas to provide a
more hospitable environment in a locale where daytime summer tempera-
tures can exceed 120 degrees Fahrenheit and not drop below 90 degrees at
night.

Christmas and Thanksgiving holidays were big days for the dining facility
staff that went all out to decorate with store-bought decorations, elaborate
and beautiful hand -carved food sculptures, and enormous amounts of high -

quality fresh food. During these holidays, many of the senior officers, includ-
ing general officers, attended and served the troops from the steam tables. All
things considered, the area was a heavily used and a very much appreciated
amenity.

SECURITY AND EMERGENCY MANAGEMENT
Shield had a considerable security force and capability. A contractual force,
administered by South African supervisors, trained and managed a 600 -
man, heavily armed, Ugandan force of security guards. The security force was
supplemented by millions of dollars of state-of-the-art surveillance cameras,
motion detectors, guard towers, in-depth gate guards, high -output lighting,
sequential vehicle barriers, infrared sensors and thousands of yards ofvery
high sniper screens (yes, there had been incidences of sniping at occupants of
Shield from nearby office and residential buildings). The contractual security
staff maintained and staffed the command center 24/7 in conjunction with
the Headquarters Commandant cell that maintained redundant, but essen-
tial, 24/7 communication with higher and subordinate command elements.
This office also coordinated and supervised air and ground transport to and
from Shield.
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Emergency management and security management were also significantly
challenging and critical in this combat zone. Regularly scheduled emergency
drills were coordinated> executed and evaluated. These drills involved the
Fire Department (contractual U.S. firemen, fully trained, with U.S. equip-
ment) consisting of 15 fire fighters and two pumper trucks; the 'Troop Medi-
cal Clinic (TMC) platoon, which included 20 to 25 of medical personnel
(a doctor, EMTs, registered nurses and corpsmen); the contractual staff of
Kellogg Brown and Root (KBR); the Ugandan contractual security staff, in-
cluding their Quick Reaction Force; the coalition QRF; and the leadership
of each command entity on the post (there were as many as six at one time).

The Fire Department and the TMC trained, drilled and maintained their
equipment and supplies daily. General and integrated drills for the entire
FOB-simulating building and vehicle fires, explosions in and outside the
compound, indirect and direct fire resulting in multiple casualties, person-
nel accountability and reporting, and general destruction of much of the
complex-were conducted monthly or more frequently. Significant up-
grades were also made to the warning and announcement system, referred
to as the "Big Voice:'

An inspection team from the U.S. came to Shield toward the end of my
tour to examine and run tests on our security and emergency response capa-
bilities. Responses were tested of the fire department, Troop Medical Clinic
and all security measures and guard force. The inspection team from Wash-
ington, D.C. reported that Shield had one of the highest security and readi-
ness ratings of any base in Iraq. Our frequent drills and training was evident,
necessary and successful when required.

Security and safety of personnel
at Shield was complicated by the
fact that all tenants carried weapons
and ammunition at all times. All
personnel were fully qualified with
their weapons prior to deployment.
We frequently arranged the well
attended refresher, familiarization
firing and zeroing (site correction
and adjustment) at the nearby po-
lice ranges. When departing Shield
for work, all weapons were loaded.
When returning to base, all weap-
ons were cleared according to strict
protocols and procedures at clear-
ing barrels to ensure that no errant
or negligent discharges occurred.
However, the daily loading and
clearing of thousands of weapons,
more often than we would wish,
resulted in occasional negligent
discharges. Such discharges were a
very serious and dangerous matter,
and required command discipline
measures be taken. Administration
of such discipline was often my re-
sponsibility unless the commander
of the unit of the individual respon-
sible resided at Shield.

Property and facilities manage-
ment in a combat zone is obviously
a challenging, demanding and
gratifying job with several unusual
requirements. However intense the
requirements for the job, the expe-
rience and professional training I
gained in over 25 years of work in
our industry served me well in my
"additional duty" as the respon-
sible officer for Forward Operating
Base Shield, a

-4kL'.

WILLIAM V. WENGER, CPM, RPA, U.S. ARMY COLONEL. RETIRED, (WVWENGERØYAHOO.COM) IS PAST
PRESIDENT OF THE REM GREATER LOS ANGELES CHAPTER NO. 6 AND HAS OVER 25 YEARS EXPERIENCE IN
THE COMMERCIAL PROPERTY MANAGEMENT INDUSTRY. AFTER SERVING 42 YEARS IN THE U.S. ARMY AS AN
ACTIVE DUTY AND RESERVE INFANTRY. AIRBORNE RANGER-AND VOLUNTEERING OUT OF MILITARY RETIRED_____
STATUS FOR FOUR COMBAT TOURS (TWO EACH IN IRAQ AND AFGHANISTAN) WHERE HE WAS SUPPORTED
BY BOTH CHARLES DUNN COMPANY, AMO, AND MORLIN ASSET MANAGEMENT. LP, AMO-HE NOW DEVELOPS________________
COLLEGE CURRICULUM AND TEACHES IN THE REPUBLIC OF GEORGIA.
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IHERE TO STAY

SO LET'S LEARN HOW TO PLAY NICE.
ONE MIS -TWEET COULD COST YOU

ø

CUSTOMER SERVICE
YOUR REPUTATION. WHY

WINS OUT

P.54 ____ ____
AGAINST BITING BACK.

__+$_ cf

 THINK BEFORE YOU TWEET in "Social Breakdown" [p.54].  Who,
What, Why and How the IREM____ FOUNDATION is here to help [p.55]..
CONGRATULATIONS to the new CPM Members [p.56].. Have you
registered for your courses? See COURSE LISTINGS for Jan/Feb
[p.58].  Thinking Green in icz BLAST FROM THE PAST [p.ôoj.
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NOT AN IREM MEMBER? JOIN TODAY AT IREM.ORG/JOINIREM.
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The technology was new, but the public relations fumble was textbook classic.
In May of 2009, a Chicago resident living in a Horizon Group Manage-

ment property posted a complaint to her Twitter account, which had 20
followers. She wrote to an acquaintance: "You should come anyway. Who
said sleeping in a moldy apartment is bad for you? Horizon Realty thinks
it's okay."

Horizon sued the resident in July of 2009 for $50,000, claiming defama-
tion. Legal blogger Marian Wang first reported on the suit on the Chica-
goNow website, but the news quickly jumped to the Chicago Tribune, the
Chicago Sun -Times and The New York Post. Eventually the BBC and The
Washington Post ran stories.

Don't Run, Don't Hide
By trying to suppress a tweet disseminated to 20 people, Horizon managed
to make international headlines-drawing more attention to the mold com-
plaint, and earning a reputation as a bully.

Paul Gillin, author of "Secrets of Social Media Marketing," said Horizon
should have remembered when it comes to "David and Goliath, the media
almost always sides with David."

There's no way to sue and keep it a secret, Gillin said, because as Horizon
found out, an individual can publish the information online, where it's ripe
for discovery by mainstream media. The result? Horizon comes off in the
press as an ogre harassing a powerless resident.

Reset, Regroup, Reevaluate
Horizon should have pondered whether the company would have sued if the
resident had complained to 20 people in a bar, rather than on Twitter, said
Julie Szabo, co-author of Friends with Benefits: A Social Media Marketing
Handbook.

The company should have taken a customer service approach, Szabo said,
not a legal one. If the apartment wasn't moldy, then management should
have asked her to correct her assertion. If she refused, the company could
have responded in public, preferably in a forum it controlled, such as its
website.

It's important companies react appropriately because social media gives
each and every person a megaphone which they can potentially use to air
their grievances. (Paul Gillin)

"Never underestimate the power of the individual these days:' he said,
"particularly for Twitter accounts that will elicit interesting conversation."

Remember the Golden Rule
Because social media tools are both risky as they are rewarding, property

managers should keep the golden
social media rule in mind before
send on a email, clicking post on a
Facebook message, or even tweet-
ing on Twitter:

Think before you respond. "In
the past, a resident unhappy with
maintenance might have called the
office to complain:' said Brad Ash-
ley, CPM, senior property manager
at CBRE, AMO. "Now, a resident
can post that complaint to a prop-
erty's Facebook wall, a public area
where users write comments, tell-
ing others about problems they
are experiencing." How a company
responds to negative feedback can
be equally damaging. Be tactful.
Listening to individual concerns
can work magic. The worst critics
often transform into the biggest fan
when a company honestly and di-
rectly addresses their complaints,
Giffin said.

Like them. or not, social media
tools are assuredly here to stay.
Even if the current popular tools
cease to exist, others will evolve. As
a result, business must accept new
terms. Find a way to use social me-
dia to your advantage, such as great
client testimonials, visual content,
important trends in the industry.
Most importantly, think before you
respond.
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THE IREM FOUNDATION: WHO, WHAT, WHY and HOW

The great work of the IREM Foun-
dation extends far and wide and we "I APPRECIATE the opportunity the REM Foundat
want everyone to know the Who, has afforded me so I may pursue my goal of attaining

What, Why and How of our pur-
to further REM's mission."-BERNARE)O CO

pose, so that the word can get out
and help real estate management
professionals reach their goals. WIlY DO WE EXIST? The simple answer is that we

ist to support the career and workforce development initia-
WhO ARE WE? The IREM Foun-

tives of the Institute, and to change people's lives.dation is a nonprofit, public orga-
nization, partnering with the Insti- HOW ARE PEOPLE'S LIVES CFIANGING BECAUSE OF THE
tute to advance the real estate man- WORK WE DO? IREM Foundation scholarships afford many people the
agement industry, opportunity to attend IREM courses, conferences and educational pro-

WhAT DO WE 1)0? The IREM gramming so they may continue to grow their careers in the real estate

Foundation is most known for industry, add knowledge and expertise to the companies and properties

awarding scholarships to offset
they manage and network within the real estate community of their peers.

the cost to attend IREM educa- As a result, lives and careers are enriched by these experiences and scholar -

tion courses. The Foundation also ship recipients are appreciative of the help they've been given to prosper in

financially supports initiatives de- their careers. In 2013, the Foundation working in collaboration with local
IREM Chapters awarded one hundred and thirty-eight scholarships valuedveloped by the Institute concern-
at just over $168,000. Scholarship recipients show their gratitude by givinging diversity, career and academic
back and supporting the IREM Foundation and by the giving of their timeoutreach, and the expansion of in-
to serve IREM as a volunteer leader.

dustry knowledge. As a matter of
fact, at the 2013 IREM Fall Lead- HOW CAN YOU FIELP? It's the generous support from IREM Members
ership Conference in Scottsdale, and others involved in the real estate management community that makes
Arizona, the IREM Foundation ap- our work possible. We appreciate and value all of the contributors who
proved a number of grant requests make voluntary donations to the Foundation's annual fund. Those dona-
totaling $32,300 to support IREM's tions ensure that the Foundation is able to do all of the work outlined above
academic outreach initiatives. Over and much more. Planned gifts provide the Foundation with the resources
the years, the Foundation has fund- needed to fulfill its mission well into the next decade.
ed valuable research studies, publi- Without each of our supporters, we wouldn't exist. We hope you now
cations such as Valuing a Property have a better understanding of the Foundation's purpose. We also hope you
Management Company and educa- will consider making the IREM Foundation one of your charities of choice.
tional programs benefitting real es- To learn more about the IREM Foundation, or to make a donation visit
tate managers and other real estate the website at www.iremfoundation.org.
professionals.

WAS DELIGHTED to learn that I was selected as a recipient of the Donald M. Furbush,
CPM Scholarship. I have 10 years invested in commercial real estate and look forward to another

I10. This scholarship will allow me to reach my goals of becoming a more educated professional
and bring me one step closer to earning my CPM designation. Many thanks."-WENIñ' .J. (lARK
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Novemher
Andrey M. Agrba, CPM
Michael W. Collins, CPM
Christopher M. Deutscher, CPM, ARM
Timur Faizov, CPM
James R. Floyd, CPM
Laura R. Hagan, CPM
Jonathan E. Hicks, CPM
Scott I. Kirkwood, CPM
Anton A. Komarov, CPM
Robert M. LeParque, CPM
Cheryl London, CPM
Nicole M. Loser, CPM
Stacey M. Loucks -Spivey, CPM, ARM
Jack MacGillivray, CPM
Brian J. McCarthy, CPM
Penni L. Parrish, CPM, ARM
Kevin T. Perkins, CPM
Jeffrey T. Riley, CPM
Gary D. Rust, CPM
Stephanie M. Schroeder, CPM, ACoM
Amy R. Timbers, CPM
Kelly L. Van Den Akker, CPM, ARM
Frank H. Weisener, CPM
Charles J. Yeo, CPM

11.

October
Laura Anderson, CPM
Mmdi Angulo, CPM
Laura L. Barry, CPM, ARM
Daniel C. Beckwith, CPM
Jackson A. Berry, CPM
Claude A. Cutshaw, CPM, ARM
Mary Jo Eaton, CPM
Nutan Engels, CPM
Monica M. Escobedo, CPM
Heather L. Geraci, CPM
Jeff R. Hext, CPM
April T. Hudson, CPM
Victoria Johnson, CPM
Thomas C. Joyce, CPM
Muneyoshi Kamijou, CPM
Brenda L. Kimber, CPM
Michael T. Kwiatek, CPM, ARM
Robert T. Lang, CPM

Leonard K. Li, CPM
Wayne MacDonald, CPM
Debra M. Massey, CPM
Tatsuaki J. Matsudaira, CPM
Christopher Matthews, CPM
Erin J. O'Connor, CPM, ARM
Jason R. Palermo, CPM, ARM
Sylvia Perez, CPM
Marc L. Pollack, CPM, ARM
Michele R. Schiffer, CPM
Yi Li Shiao, CPM
Barrett G. Stone, CPM
Toshihiko Tada, CPM
Trevor I. Takamori, CPM
Joseph R. Toledo, CPM
Stephanie D. Wiggins, CPM
Becky S. Yarger, CPM
Teresa M. Zingales, CPM, ARM

Congratulations to the following members who have taken their next step and received the IREM Profes-
sional Achievement Award. This award is bestowed upon IREM credentialed members who have continued
their professional development and made outstanding professional accomplishments beyond earning their
credential. Apply today at www.irem.org/professionalachievement.

MR. JOHN N. GALLAGHER, CPM
MRS. EMILY CHRISTINE GOODMAN, CPM, ARM
MR. MICHAEL A. MCCREARY, CPM

MS. M. KRISTINE MOORE, CPM
MR. STEVEN J. SAVOCA, CPM
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Tft TL
RULES OF THE ROAD:

c]:N- I1\JiJ  Advancing IREM's global brand and influence.

\V ITIIII IREIMI LEADERS
Harvesting knowledge valuable to IREM Members.

 Strengthening the IREM Chapter network.

JANUARY / FEBRUARY LEADERSHIP VISITS

I I I

January 21 - 23 February 12 -
National Multi Housing Council (NMHC) Annual ASAE - CEO Symposium

Meeting Location: Coronado, Calif.
Location: Boca Raton, Fla. Visiting Leaders: Lori Burger, CPM, President -Elect;
Visiting Leader: Joseph Greenblatt, CPM, President; Christopher Mellen, CPM, ARM, Secretary!

Russell Salzman, Executive Vice President and Treasurer; Russell Salzman, Executive Vice
CEO President and CEO

January 29 - 30
Real Estate Roundtable State of the Industry

Meeting
Location: Washington, D.C.
Visiting Leader: Russell Salzman, Executive Vice

President and CEO

February 21 - 22
Tn-State Expo New Jersey Chapter No. i, 3, 101

Location: Atlantic City, N.J.
Visiting Leaders: Christopher Mellen, CPM, ARM,

Secretary/Treasurer

AD INDEX
Advertiser Website Page

Income/Expense Analysis Reports www.irem.org/IncomeExpense 43

Investment Real Estate Publication www.irembooks.org Cover 3

IREM Course Schedule www.irem.org/education 1

REM Fall Leadership Conference www.irem.org/events 25

REM Leadership and Legislative Summit www.irem.org/LLS 21

IREM Leadership Whitepaper Series www.irembooks.org 15

REM Member Rewards www.irem.org/MemberRewards 23

REM Professional Achievement Award www.irem.org/ProfessionalAchievement Cover 2

IREM Sustainable Property Challenge www.lREMsustainability.com 13

IREM Thought Leaders www.irem.org/Ca11ForPresentations 13

I REM Webinars www.irem.org/webinars 25

National Grid www.nationalgrid.com Cover 4

Salsbury mailboxes.com 25

WaterSi gnal www.watersignai.com 58
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EM insider / COURSE LISTINGS

 JANUARY
ASM6O3 January 13-14 Pittsburgh

FIN4O2 January 14-15 Braintree, Mass.

ASM6O4 January 15-16 Pittsburgh

MKL4O5 January 15-16 Indianapotis

ETH800 January 16 St. Louis Park, Minn.

ASM6O5 January 17 Pittsburgh

HRS4O2 January 22-23 Braintree, Mass.

FIN4O2 January 23-24 Salt Lake City

FlN402 January 23-24 Kirkland. Wash.

ASM6O3 January 27-28 Milwaukee

ASM604 January 29-30 Milwaukee

MKL4O5 January 30-31 Jackson, Miss.

ASM6O5 January 31 Milwaukee

 FEBRUARY
HRS4O2 February 3-4 Chandler, Ariz.

MKL4O5 February 5-6 Chandler, Ariz.

RES2O1 February 5-12 Addison, Texas

RES2O1 February 10-15 Nashville, Tenn.

RES2O1 February 10-15 Omaha, Neb.

MNT4O2 February 11-12 Braintree, Mass.

MNT4O2 February 12-13 Indianapolis

ETH800 February 13 Braintree, Mass.

ASM6O3 February 17-18 Rocky Hill, Conn.

RES2O1 February 17-21 Boise, Idaho

ETH800 February 19 Atlantic City, N.J.

ASkI6O4 February 19-20 Rocky Hill, Conn.

MNT4O2 February 19-20 Golden Valley, Minn.

ASM6O5 February 21 Rocky Hill, Conn.

RES2O1 February 24 -March 1 Memphis, Tenn.

MNT4O2 February 25-26 Houston

ETH800 February 26 Raleigh, NC.

FlN402 February 27-28 Houston

MKL4O6 February 27-28 Kirkland, Wash.

SRMOO1 February 27 New York

ETH800 February 28 Kansas City, Mo.

FOR THE MOST UP-TO-[JAFL COURSE LISTINGS.

1&I1.W

COURSE CODES KEY
ARMEXM II ARM Certification Exam
ASM6O3 //Investment Real Estate Financing and

Valuation - Part One
ASM6O4 I/Investment Real Estate Financing and

\'aluation - Part Two
ASM6OS if Investment Real Estate Financing and

Valuation - Part Three
130M601 II Maximizing Profit: Growth Strategies for

Real Estate Managensent Companies
CPMEXM II CPM (:ertification Exam
CPMOOt Ii CPM Certification Exam Preparation

Seminar
ETH800 II Ethics for the Real Estate Manager

F1N402 I/Investment Real Estate: Financial Tools
HCPEXM // HCCP Exam
HRS4O2 // Leadership and l-luman Resource Essentials
LTC4OI // Housing Credits: Compliance Challenges

and Solutions
MKI.404 /1 Marketing and Leasing: Retail Properties
MKI.405 /1 Marketing and Leasing: Multifamily

Properties
MKL4O6 /1 Marketing and leasing: Office Bitildings
MNT4O2 II Managing the Physical Asset
MPSAXM /1 Management Plan Skills Assessment
RES2OI /1 Successful Site Management

How Can Water Put $1 0,000
Or More Back Into Your Budget?

With an average yearly savings of 14 percent,
WaterSignal is the first wireless system that

monitors water usage in real time.

With water rates rising significantly... underground
leaks, stuck valves in cooling towers, even toilets, and
catastrophic pipe bursts may be draining your utility
budget. That's why you need WaterSignall

Leak Alerts

Often you may not be aware of a leak until you
receive a shocking bill 30 to 60 days later. With our

When a leak occurs...
new (patent pending) technology, you will be imme-
diately alerted to leaks.

_______________

Conservation

As part of our service, our staff 'Mll survey your prop-
erty for actual or potential leaks and advise "Best
Practices" to save your water and dollars.

How can you manage what you don't measure?
You

Our dashboard shows property data by the hour,
receive an

instant alert
day, or month.

Save Today! Visit watersignal.com, email us at Save@watersignal.com or
call 877-704-0980.

I:ILi Wa-terSignak
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and Solutions
MKI.404 /1 Marketing and Leasing: Retail Properties
MKI.405 /1 Marketing and Leasing: Multifamily

Properties
MKL4O6 /1 Marketing and leasing: Office Bitildings
MNT4O2 II Managing the Physical Asset
MPSAXM /1 Management Plan Skills Assessment
RES2OI /1 Successful Site Management

How Can Water Put $1 0,000
Or More Back Into Your Budget?

With an average yearly savings of 14 percent,
WaterSignal is the first wireless system that

monitors water usage in real time.

With water rates rising significantly... underground
leaks, stuck valves in cooling towers, even toilets, and
catastrophic pipe bursts may be draining your utility
budget. That's why you need WaterSignall

Leak Alerts

Often you may not be aware of a leak until you
receive a shocking bill 30 to 60 days later. With our

When a leak occurs...
new (patent pending) technology, you will be imme-
diately alerted to leaks.

_______________

Conservation

As part of our service, our staff 'Mll survey your prop-
erty for actual or potential leaks and advise "Best
Practices" to save your water and dollars.

How can you manage what you don't measure?
You

Our dashboard shows property data by the hour,
receive an

instant alert
day, or month.

Save Today! Visit watersignal.com, email us at Save@watersignal.com or
call 877-704-0980.

I:ILi Wa-terSignak
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CAL POLY POMONA FOUNDATION AWARDED AN OUTSTAND-
ING PROJECT AWARD BY THE ASSOCIATION OF UNIVERSITY
REAL ESTATE OFFICIALS (AUREO)
The award was presented by AUREO at its annual conference in September
2013, hosted by Vanderbilt University, Nashville, Tennessee. Representing
the Cal Poly Pomona Foundation was its Director of Real Estate Develop-
ment, Sandra J. Vaughan -Acton, CPM.

Founded in 1983, AUREO is an organization of 160+ universities and
colleges throughout the United States and Canada that have staff dedicated
to servicing the real estate needs of their respective higher education insti-
tutions.

The Award of Excellence recognizes an institution for an innovative, cost-
effective project which has had a significant positive impact on a University
and is a model for others to follow. Cal Poly Pomona received the award in
recognition of its research and technology park: Innovation Village, a 65-

acre property on the campus of California State Polytechnic University, Po-
mona, which currently is home to 500,000 square feet of class A office, R&D
and laboratory space.

JERRY W. BUSBEE, JR., CPM,
APPOINTED VICE PRESIDENT,
ASSET MANAGEMENT AT
DEERFIELD BEACH, FLA.-
BASED KONOVER SOUTH, LLC
Deerfield Beach -based Konover
South, LLC, appointed Jerry W Bus-

bee, Jr., CPM, as vice president, asset
management. A veteran in retail real
estate management and leasing, and

formerly with CBRE, Inc. as part of the Retail Brokerage Team representing
landlords and tenants out of Ft. Lauderdale, Busbee holds a CPM designa-
tion with IREM and is an active member of ICSC and BOMA.

A recent winner of the CBRE Real Estate Manager Award (Florida), Bus-

bee also received a Four Diamond Award presented by TIAA-CREF for
consistent property management excellence. He has serviced portfolios for
leading institutional investors including INVESCO, TIAA-CREF, UBS and
Regency Centers with prime retail centers such as Weston Commons and

Regency Court. His expertise in-
cludes property management, lease
negotiations, site selection, market
knowledge, strategic marketing to
targeted end users and third -party
representation. Busbee attended
Georgia Tech and received a Bache-
lor of Science in Mathematics from
the University of Mobile.

LAWRENCE N. SAUER, CPM,
CMCA, PCAM, JOINS TEAM
AT ASSOCIATION ADVISORS,
FREEHOLD, N.J.
Larry Sauer, CPM, CMCA, PCAM,
joined Association Advisors as

their managing partner.
Sauer has over 20 years of spe-

cialized experience in the forma-
tion, consulting and managing of
community associations. Sauer

maintains the professional desig-
nations of Certified Manager of
Community Associations (CMCA)
and Professional Community As-
sociation Manager (PCAM). He
currently serves on the IREM New
Jersey Chapter of CAl Board of Di-
rectors.

Additionally, he holds the Certi-
fied Property Manager (CPM) des-
ignation from the IREM and cur-
rently is the 2013 President of New
Jersey Chapter No. 1.
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Sustainability & Energy Efficiency-
70 years ago!

r W,totiq. We tend to think that sustainable property initiatives

\Ii41 are a relatively recent phenomenon. But, the JPM was
talking about it 70 years ago. The call for energy efli-

.i\I1 11kLL.
ciency, however, wasn't a result of the concerns about
global warming. It was another little event, known as

N I III H World War II, which sparked this excerpt from the De-
-:

\ \]
cember, 1943 edition of JPM.

"The principal concern of property managers in past
years has revolved around the economical use of elec-
tric current and safety to its users. We are all familiar
with the Government's campaign to conserve on cur-
rent as a help to the war effort. This campaign is well
understood and does not here require further empha-

r sis. The importance of the electrical systems them-
selves, however, to our buildings and to those who M
gain their livelihood therein is apparent, when we

w \ :
realize that the permanent incapacity or disrepair
of even small portions of a system would make a

building virtually uninhabitable:'

Among the Energy Saving Tips Offered:

"Never burn two bulbs when one wifi do... A 100
watt bulb gives fifty per cent more light than four 25
watt bulbs for the same current consumption and

-
4y-" costs only thirty sever per cent as much. At the

necessary to have on hand. This does notJ
same time it reduces the number of bulbs

-
mean that it is wiser to always burn a large
bulb, but rather that it is better to burn one
big one than several small ones to get the

same amount of light:'.
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ELITE REAL ESTATE MANAGERS KNOW THAT TODAY'S OWNERS AND

ERS SEEK ASSET AND FINANCIAL EXPERTISE. WE ARE YOUR SOLUTION.

Today, owners have high expectations of their
real estate management professionals. A strong
knowledge of finance is an advantage that can
enhance a real estate manager's relationships
with clients and the professionals that turn to
them for their expertise.

This book provides insight into the real
estate management company and
manager'sroleinthefinancialanalysis

and asset management of a

-
property. It provides an inside

1 1 look into the details
/ of how to budget,

analyze cash flow.
forecast and

0k

In vestment Real Estate:

FINANCE&ASSET
MANAGEMENT

Fred W Prassas CPM®

Now Available at www.irembooks.d
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The more "HOME SWEET HOME" residents feel in their
apartment or condo, the more likely they are to stay. For owners
of multifamily buildings, longer tenancies can translate into
significant improvements to your bottom line because vacancy
related costs such as recwiting new tenants, cleaning and
preparing units, and losing rental income can be dramatically
reduced. Energy efficiency improvements benefit existing and
prospective tenants, too, by providing them with a more
comfortable, affordable, and pleasant living space.

To find out how to make your multifamily property
"HOME SWEET HOME" for new and existing tenants, call
1-800-594-7277. Please be sure to mention code JPM
when you call.

National Grid provides generous financial incentives and rebates
toward the cost of certain energy efficiency improvements:

 energy -efficient lighting upgrades and controls

 occupancy sensors

 hot-water saving measures: low -flow showerheads, aerators,
and pipe wrap

 programmable thermostats
 insulation and air sealing

 high -efficiency heating, water heating and cooling equipment
upgrades and controls

 ENERGY STAR® -qualified refrigerators

 other energy improvements determined on a site -specific basis.

This program is available to property owners or managers ot an apartment or condominium complex located in Massachusetts containing 5 or more units per complex that has active National Gd
residential gas and/or electric accounts. Measures are analyzed for eligibility on a project -by -project basis. Offer is subject to change or cancellation without notice. Some restrictions may apply.
Savings and energy efficiency experiences may vary. )2O1 4 National Grid.
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