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IN ROHNERT PARK, CALIF.,

WHOSE PORTFOLIO
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MILLION SQUARE FEET

OF COMMERCIAL RETAIL,

OFFICE AND INDUSTRIAL
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I'S TIME TO DO A MINI -BRAND SESSION...ON YOURSELF!

DID YOU KNOW THAT THE COST OF A
MIS -HIRE FOR A MID -LEVEL MANAGER
IS SIX TIMES THE ANNUAL SALARY?
And like any relationship, the successful ones be-
gin with knowing who you are as an individual,
as a company and as a brand. Try this: ask an
honest friend what your three best qualities are.
Are they different from the qualities you perceive
about yourself?

LET'S BE BRUTALLY HONEST: 10 Easy Steps

to Creating and Managing Your Personal Brand
(P16) stresses the importance of succinct, mea-
surable words or "Unique Selling Points (USPs)"
to use when describing your business. Do your
own mini -brand session: List as many facts
about yourself, your products and services, and
your position in the marketplace. Then take a
step backward and choose the three USPs that
best describe your brand. Are you surprised?

LET'S BE AUTHENTIC: Nobody wants a used
car salesman hovering around when making
an important purchase, or determining which
management company they'd like to partner

with. According to the same article, "If your message doesn't ring true, or it
seems as if you're trying to curry favor, people will tune it out." Stand out in
the marketplace for who you really are and the unique qualities you bring
to the table, and you-and your potential clients-will be satisfied.

LET'S DO IT RIGHT THE FIRST TIME: How much time do you spend on
hiring? More importantly, how much time do you ultimately save by hiring
someone who is a great fit for the job and for your company? When you're
low on time, energy and resources, choosing the first available hire is tempt-
ing. Don't do it! How to Improve Your Recruitment & Onboarding Process
(P26) delineates the ways in which you can attract the best candidate for the
job. Look at the position, not the person. Because when the person moves on
to the next adventure, you'll be left with a hole that will be impossible to fill.

LET'S MAKE PEOPLE WANT TO
STAY: Recruitment & Staffing Solu- \ ..
tions You Can Use Now (P42) stresses 1,
the importance of people, not products, ,

as the faces of your company. And since /
people aren't static, you must go out of
your way to either create, or clear, a path -
for your employees' future if you expect
them to stay. Take the time to provide clear and attainable career trajec-
tories for your employees, and you'll be amazed at the difference in the
productivity, success and loyalty your employees have.

irem.org/jpm I
jpm I 5
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THREE KEY
TECHNOLOGY
AMENITIES
TO REMAIN
COMPETITIVE

MULTIFAMILY EXECUTIVE,

02/13/15, DEVON, KAYLA

As the development pipeline continues
to deliver wave after wave of high -end
luxury apartments in various parts of
the country, many older communities
may find themselves in need of a tech-
nology upgrade to remain competitive.
Having, or lacking, the following could
make or break prospective tenants' de-
cisions to sign leases: connectivity, on-
line leasing and payments, and Smart

ili _____

.ofiiI

. a

home technology. Richard Holtz, CEOthe industry has been warming up to
of Infinisys Electronic Architects, said accepting online payments over the past
high-speed Internet is the most desired several years, most apartment complex -
technology -based amenity. Investing in es still do not, which will turn off many
fiber optics or placing routers through- potential and even existing tenants Un-
out ilding to provide tenants with der the age of 35. With the advent of on-
Wi-Fi signal will make residents' liv- line banking, many young people don't
ing experience better. Elaine De Lude, even possess a checkbook. Finally, new
CMO at Ross Management, said that Smart -home technologies are attracting
convenience is key for people moving the Millennial and tech -savvy renters
into her company's apartments from acrothe nation-AJw products, such
out of town in reducing stress and the as (Smart thermosta and lightbulbs,
amount of leg work. can ètprospcti residents excited

This is a1 the -case -f online pay- about a property and sign on the dotted
ments an4maintenance requests. ough line. .

VAREAS IN
YOUR FACILITY
HAT PESTS LC

rBUILDINGS, 02/19/15

W. Douglas Webb, manager of technical services at
Terminix International, said there are several places

in commercial and residential buildings that pests love.
Signs and awnings are two primary breeding grounds.

With regards to the former, birds nesting in a building's
signage often create an eyesore and give the impression of
poor building management. Their droppings can not only
corrode metals, but also degrade concrete and other materials.
They can also contain dangerous disease organisms that can
become airborne in dust as they dry out. Pumping stations
can also be problematic. Larger buildings often have one or
more pumping station that are typically found in basements or
below steel plates in floors. These create hidden homes for such
pests as cockroaches and rodents, and most are connected to
city sewers and separated only by a simple water trap. Should a

water trap malfunction occur, pest!in the sewers easily relocate
into the pumping station. They can then find open access to the
rest of the building via pipe chases in walls, floors and ceilings.

Other pest hiding places range from ductwork and cabinets
to slab joints and cracks. Rodents often construct complex
highway systems under the concrete slabs of buildings, and
any opening gives them all the invitation they need. Closets
should also be checked and kept clean and sanitary to avoid
infestations, as should drains, Finally, Webb points to receiving
docks as places that pests love, Building receiving areas that
have truck docks frequently have dock plates installed in the
floor at the dock door, which provide an adjustable ramp to
access trucks or trailers for loading and unloading. If not
properly fitted with closure devices, insects and rodents can
live in the large mechanical area or void beneath the ramp
plate.
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,

RIDING HIGH:
BICYCLE -CENTRIC PROPERTIES WIN RESIDENTS
MULTIFAMILY EXECUTiVE, 02/02/15, MCNULTY, LAURA

With an increased interest in green living and more and more people favoring urban
cores over the suburbs, it does not come as a surprise that many apartment commu-
nities are embracing bicycle -friendly amenities and initiatives at their properties.
Adding to this trend are initiatives by some cities seeking to mandate higher lev-

els of bicycle parking at multifamily buildings. But even in cities that
do not regulate increased bike parking, efforts are being made

to encourage those greener modes of transportation. Da-
vid Senden, principal at Irvine, Calif. -based KTGY

Group Inc., Architecture & Planning, said, "It's a
trend across the country that cities are making

N it easier for people to ride their bikes, with
:--- bike lanes and increased bike parking in

front of retail. If cities are going to do
that, you've got to make it easy for

I people to store the bike when they
bring it home."

To this end, apartment man-
agers must offer a solution beyond
a few bike racks or a common
storage room. Some are look-
ing at such solutions as adding
built-in gear walls in residents'
units and offering secure, com-
munity bicycle parking. One of
KTGY's buildings features run-

nels incorporated onto the side
/ of the stairways so that residents

______ __________________ can easily push their bicycle up and
down the stairs. Separately, David

Baker Architects has utilized such di-
verse solutions as visitor bike racks, bike
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S OUNDBITE S
"You can never cross the ocean
until you have the courage to
lose sight of the shore.'1
-CHRISTOPHER COLUMBUS

"I have noticed that even
people who claim everything is
predetermined and that we can

do nothing to change it, look
before they cross the road."

-STEPHEN HAWKING

"Knowledge speaks, but wisdom
listens."
-JIMI HENDRIX

"You can avoid reality, but you
cannot avoid the consequences

of avoiding reality."
-AYN RAND

"Employees are a company's
greatest asset-they're your
competitive advantage. You
want to attract and retain
the best; provide them with
encouragement, stimulus and
make them feel that they are an
integral part of the company's
mission."
-ANNE M. MULCAHY

"Be nice to people
on your way up because you

meet them on your way down."
-JIMMY DURANTE

"Victory goes to the player who
makes the next -to -last mistake."
-SAVIELLY TARTAKOWER

"When you reach the end of your
rope, tie a knot and hang on."

-FRANKLIN ROOSEVELT
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buzz / newsflash

4 THINGS YOU MUST DO
BEFORE CHOOSING A
CO -WORKING SPACE FOR
REMOTE EMPLOYEES
FORBES, 01/09/15, SHALEV, KUTY

Co -working spaces have grown in
popularity. Freelancers, entrepreneurs
and other solo workers are finding their
home away from home in such venues
as open lofts; funky, multi -story office
buildings; and even cottages that are
equipped to host dozens of workers.
Co -working spaces can be a great
option for remote employees who work
for companies dispersed across two or
more cities. Chiefly) they offer a social
environment to focus and network
without the expense of maintaining a
second office. However, not every space
is going to be an ideal fit. As a result, it
is important to do research to determine
what the best places are for employees to
feel i1ost comfortable doing their jobs.

The article offers four steps for
evaluating whether a co -working space
is right for a particular company.

' KNOW WHAT YOU ARE GETTING INTO, as working in a

/ shared space brings both benefits and downsides. While

/ most co -working spaces offer such amenities as printers,

/ telephones and meeting spaces, the level of property man-

/ agement can vary. Furthermore, co -working spaces can
be overly social, loud and just plain annoying.

2/ SCOUT THE SPACE. One of the most important questions

/ to ask during site selection is if your employees can bring

/ clients or investors to the co -working space and have ac-

/ cess to a quiet meeting room.

3/ TALK TO SOMEONE WHO WORKS THERE. Acceptable

/ complaints fall under the categories of temperature pref-

/ erences or coffee that isn't refilled on time. Unacceptable

/ complaints range from inconsistent wi-fi to spaces that

/ aren't clean.

4
/CONSIDER YOUR BUDGET. Assess your needs and plan

/ accordingly. Being realistic with your budget will help nar-
row down the spaces you have in mind.

8 jpIIl MayJun 2015

buzz / newsflash

4 THINGS YOU MUST DO
BEFORE CHOOSING A
CO -WORKING SPACE FOR
REMOTE EMPLOYEES
FORBES, 01/09/15, SHALEV, KUTY

Co -working spaces have grown in
popularity. Freelancers, entrepreneurs
and other solo workers are finding their
home away from home in such venues
as open lofts; funky, multi -story office
buildings; and even cottages that are
equipped to host dozens of workers.
Co -working spaces can be a great
option for remote employees who work
for companies dispersed across two or
more cities. Chiefly) they offer a social
environment to focus and network
without the expense of maintaining a
second office. However, not every space
is going to be an ideal fit. As a result, it
is important to do research to determine
what the best places are for employees to
feel i1ost comfortable doing their jobs.

The article offers four steps for
evaluating whether a co -working space
is right for a particular company.

' KNOW WHAT YOU ARE GETTING INTO, as working in a

/ shared space brings both benefits and downsides. While

/ most co -working spaces offer such amenities as printers,

/ telephones and meeting spaces, the level of property man-

/ agement can vary. Furthermore, co -working spaces can
be overly social, loud and just plain annoying.

2/ SCOUT THE SPACE. One of the most important questions

/ to ask during site selection is if your employees can bring

/ clients or investors to the co -working space and have ac-

/ cess to a quiet meeting room.

3/ TALK TO SOMEONE WHO WORKS THERE. Acceptable

/ complaints fall under the categories of temperature pref-

/ erences or coffee that isn't refilled on time. Unacceptable

/ complaints range from inconsistent wi-fi to spaces that

/ aren't clean.

4
/CONSIDER YOUR BUDGET. Assess your needs and plan

/ accordingly. Being realistic with your budget will help nar-
row down the spaces you have in mind.

8 jpIIl MayJun 2015



BY JOHN SALUSTRI I bUZZ

HOW TO
DEAL

WITH THE

1. PREPARE AHEAD OF TIME TO RE-
SPOND TO THE MEDIA IN A CRISIS
SITUATIOr' Create a team, put a plan
together and gather your facts so your
spokesperson can deliver your message.

2. THE SPOKESPERSON REPRESENT-
ING YOUR COMPANY SHOULD BE PRO-
FESSIONA1 in appearance and approach,
well-spoken, able to think on his or her
feet and able to communicate the Three
Cs: Care, Concern and Compassion.

3 KNOW THE FACT' what happened,
when it occurred, who was involved, if
there were any injuries, what caused the
situation, what is being done, if the situa-
tion is under control and when the prop-
erty will be returned to normal.

9 TIPS
FOR MANAGERS
COMMUNICATING WITH THE MEDIA IS A CHALLENGE -
ESPECIALLY IN TIMES OF CRISES. WHILE SOME PROPERTY

MANAGEMENT COMPANIES HAVE PUBLIC RELATIONS EXPERTISE
ALREADY ON BOARD, NOT ALL ARE PREPARED OR WILLING TO
HIRE OUTSIDE MEDIA CONSULTANTS, HERE ARE SOME TIPS
NO MATTER YOUR COMPANY'S CURRENT LEVEL OF MEDIA
EXPERTISE:

4. FOR YOUR MESSAGE To IE INCLUD-

ED IN THE STORY, DO NOT PUT OFF
TALKING WITH INQUIRING REPORT
ERS, as they generally work under tight
deadlines.

S. IF A REPORTER ASKS A QUESTION
YOU DON'T WANT TO ANSWER, GIVE i
BRIEF ANSWER AND WHAT IS CALLE

A "BRIDGING" PHRASE before circling
back to your original message.

6. IN A CRISIS SITUATION, IT IS A BEST
PRACTICE TO CONFINE THE MEDIA TO
OCATIONS OF O! VO!!P PROPERTY

where they can take pictures.

7. KNOW HOW TO WRITE A PRESS RE-

LEASE. Such a talent can serve you not
only when you want to promote a new fea-
ture of your property but also when you
want to convey your post -crisis message.

8. HAVE A LAWYER AT THE READY to
review any messages that go out, includ-
ing press releases, to ensure that your mes-

sage is clear and unassailable.

9. FINALLY, STAY CAIr: and remain in
possession of the situation. Nothing will
better communicate safety and authority.

For more information about dealing with the media,
check out the IREM White Paper on Crisis Communication at

www.irem.org/resources/publications.
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:: bUZZ

BOOMERANG
If your inbox is an endless black hole,
it can be difficult to navigate to impor-
tant e -mails when you really need them.
Luckily, this Gmail app allows you to
open your messages, archive them and
deliver them back at your specified
time-unread, starred or at the top of
your message list-just by clicking the
Boomerang button. This feature is also
great for sending e-mail reminders to
your future self. If you're a night owl or
just really love working over the week-
end, you can schedule your Saturday at
2 a.m. e-mail to send on Monday morn-
ing, instead. If your coworker hasn't re-
plied to your e-mail after a chosen pe-
riod of time, Boomerang can send you a
notification reminder to follow up with
them.
(Android, mobile web interface; Free)

FAST FACTS

If Lake Superior ever floods,
you're going to want flood
insurance. There is enough water
in Lake Superior to flood all of
North and South America to a
depth of one foot.
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IAe Gt play

A fully -furnished
replica of The

Simpsons house
existed as a prize

in a contest but
the winner opted
to take $75,000

instead.

Google
rents goats
to do
its mowing.

THESE APPS ARE
ALL FREE TO

DOWNLOAD AND ARE
DESIGNED FOR MOST
MOBILE DEVICES

AROUNDME
Whether you're away on business, run-
ning errands outside of your suburb or
vacationing in Tokyo, it can be disori-
enting to navigate to the nearest bank,
gas station, restaurant or coffee shop.
AroundMe lists all of the local informa-
tion and points you in the right direc-
tion of anywhere you need to go.
(Android, iOS, Windows Phone; Free)

FASTCUSTOMER
It's estimated that the average person
will spend 1.2 years on hold. We've
all been there-holding-waiting for
what seems like years to speak to that
cable representative, our sanity slowly
draining from overly -happy -yet -slightly-

horrifying elevator music. Please hold.

FastCustomer is a brilliant app that will
call any company for you, navigate the
system, wait on hold for you and give
you a call once the operator is (finally)
on the line. Now, how would you like to
gain that year of your life back?
(Android, iOS; Free)

In Japan, there's an earthquake -proof
house that levitates three cm off its
foundation-an air compressor is
activated, forcing air under the house
during the quake-and then is gently
placed back onto its foundation.

40,000
Americans are

injured by toilets
each year.

I ii 'H 4
I 'i r

The Keret House in
Warsaw, Poland, is

the world's skinniest
house. It was built

in a space between
two existing buildings

and is about three
feet wide.
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Sustainabte Management Matters

IREM LEADERS RECENTLY MET FOR ANNUAL
STRATEGIC PLANNING FOR THE INSTITUTE.
One of the points of discussion was the fact that sustainabil-
ity has become mainstream. Rather than a "tack -on" service,
"green" has become integrated into normal property manage-

SUSTAINABILITY METRICS ARE QUANTIFIABLE
Markets that have embraced sustainability will see it spread
to other property classes and types. The ENERGY STAR cer-
tification-a brand with 85 percent recognition among the
U.S. public-only recently became available for multifamily

ment operations. At its core, sustainability is value preservation properties, representing a significant opportunity for corn -
and enhancement, a matter of good management and another petitive differentiation. As indicated by the Ernst & Young
tool in the toolbox to meet an owner's investment goals.

As such, sustainability must be a core responsibility of
good real estate managers and their teams, requiring contin-
ual training and capacity building. Skills in resource -efficient
management must continue to develop and proliferate. Some
real estate services companies have even made sustainability a
part of their cultures, on the assumption that it demonstrates
the professionalism and responsibility that attracts and re-
tains clients.

SUSTAINABILITY IS MARKET -DRIVEN
YET UBIQUITOUS
A valid counter -argument to the idea that sustainability is
mainstream management is that each market is different, and
what applies in one location may not in another. Indeed, sus-
tainability is market -dependent. Adoption varies greatly, even
among the largest commercial real estate markets. A CBRE-
sponsored study found that among the 30 largest markets,

study, more companies will want to green their supply chains
or report their sustainability metrics, meaning an industrial
or retail tenant previously uninterested in green space may
e-mail tomorrow with a request for information on your sus-
tainahility programs for the property.

Also developing is our understanding of how sustainability
affects value. In most cases, only directly measurable benefits,
such as energy cost savings, go into financial analyses of sus-
tainability investments. "Soft" benefits, such as higher tenant
demand and retention, tend to make investors uncomfortable
when it comes to decision making.

That may soon change. Organizations such as the Rocky
Mountain Institute (RMI) and the World Green Building
Council are putting hard numbers to these benefits. A dis-
counted cash flow analysis and a presentation to a client that
includes a direct consideration of previously unquantifiable
benefits may be imminent. In fact, IREM is working on a se-
ries of online courses with RMI that will include education

SUSTAINABILITY IS NOT SOMETHING YOU
DID IN THE LATE 1990s OR EARLY 2000s.

IT IS NOT A DISCRETE AREA OF YOUR
COMPANY OPERATIONS...

only 10 percent of office space in Pittsburgh is green, com-
pared to a whopping 77 percent in Minneapolis.

But markets develop and change. Last year, the USGBC
saw big gains in LEED certifications in the South and South-
west. Ernst & Young reported a 66 percent increase in inqui-
ries over a recent 12 -month period from shareholders and
investors about sustainabil ity-related issues, telegraphing an
increase in tenant demand. Where adoption rates lag, client
education may certainly be necessary. But owner engagement
is worth the effort, and neglecting sustainability ignores a
valuable tool to meet your fiduciary duty to your clients.

on these factors, deepening the
analytical abilities of property
managers and other real estate
professionals.

Sustainability is not some-
thing you did in the late 1990s
or early 2000s. It is not a dis-

I crete area of your company
operations that you hand off to one person. Markets, tech-
nologies, regulations and demand are all dynamic, and cost -
benefit analyses can change quickly. Good real estate man-
agement is partially about being adaptable, ahead of the game
and always on the lookout for ways to get a meaningful edge
for your properties. Good management matters, and sustain -
ability is good management.

TODD FEIST (TFEISTØIREM.ORG) IS SUSTAINABILITY
PROGRAM MANAGER FOR REM HEADQUARTERS IN CHICAGO.
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nationaigrid
HERE WITH YOU. HERE FOR YOU.

Happier tenants
mean better
occupancy rates.
A no -cost assessment is the best way
to discover what energy efficiency
improvements can be made to
your multifamily building.

Call 1-800-594-7277 or visit
ngrid.com/multifamilyma
to learn more.
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Fight On! Quarterbacking
Your Marketing Strategy

SHANNON
ALTER, CPM,
(SHANNONØ
ALTERCON-

SULTING-
GROUP.COM)

IS PRESIDENT
OF ALTER

CONSULTING
GROUP IN

SANTA ANA,
CALIF.

MS. ALTER

IS ALSO THE
AUTHOR OF

STRATEGIES FOR

WORKING WITH

SMALL TENANTS,

AVAILABLE AT
IREMBOOKS.ORG.

I KNOW IT'S BARELY SUMMER-
TIME, BUT I'M ALREADY THINK-
ING ABOUT FOOTBALL. College foot-
ball, that is. As a die-hard USC Trojan fan, I'm
not above waving pom-poms and rather ardent-
iy shouting the team catchphrase, "Fight On!"
More importantly, I know I have to plan early to
get good seats. Some of you out there who prefer
(ahem) other teams are probably groaning just a
little, but stick with me on this. When we're
thinking about marketing our compa-
nies, here's how to score a touchdown.

ASSIGN A QUARTERBACK
First, think about marketing. Of-
ten, we're reminded that we need
to market only when we have

how crucial infrastructure is in football. Take a
tip from a tactical game: If you want your mar-
keting efforts to succeed, assign a quarterback.

REINFORCE CONSISTENCY
Start with the right tools. In football, the tools
are the same every time: There really is a foot-
ball (despite what fans may think when their
team is, well, a little behind); the players always

wear pads; and there's a playbook that details
possible moves. Coaches then create the

plan they need, tailoring plays to suit
the circumstances and the compe-

tition. Most importantly, there's
a consistent plan in place. The
same should hold true with our
marketing efforts.

BECAUSE EVERYONE IN GENERAL "AND NO ONE IN
PARTICULAR" WAS IN CHARGE, MARKETING WAS
DONE RANDOMLY OR WORSE YET, NOT AT ALL.

our eyes on a key recruit, or when it's crunch
time and a proposal deadline looms. It's almost
always what our companies need the most-but
most of the time, we get to it last.

In a recent survey, I found that many senior
real estate executives agreed that although they
are focused on growing their companies, a lack
of attention to marketing is an all -too -frequent
issue. In fact, these executives were reluctant
to turn over marketing efforts to another team
member. What was the result? Because every-
one in general (and no one in particular) was in
charge, marketing was done randomly or worse
yet, not at all.

Now, think about football. Someone has to
know where the ball is headed and how to get
to the finish line. Hopefully, that's the quarter-
back. Mike Carson, author of The Manager: In-
side The Minds of Football's Leaders, points out

Do use this tip back in your office: Pull out
all of your marketing messages for your compa-
ny, or your properties, over the last year. When
you're reviewing your playbook, consider con-
sistency. Are the right tools in place-each and
every time? How are you tailoring your market-
ing moves to fit your audience and outpace your
competition?

When I'm reviewing my marketing plan,
I find it helpful to get a fresh eye. Try running
your own plan by a colleague who's a little bit
outside of your own business, just to gain a
new perspective. Sometimes, it's someone who
doesn't see the same plan everyday who can give
us the best tips to go for the goal.

In marketing, as in football, it's crucial to
think about the long haul. Here's hoping that
all of you will be watching my (winning) Trojan
team this year. Fight on. .
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STEPS
TOW_AUNG
ANDMANAGINGYOUFR

PERscAL BRAND
Amazon CE( nd bonder Jeff Bezos once said,

"Your brand is wi people say about you when you are
not in the room.'! N ne can completely control what's said

about you behind you .ack, but those backroom comments can
be shaped, posit ioed aiid eltered when you know how to develop and

rnanàgeyour personal brand. i our 24/7, message -packed, multimedia world,
just passively developing your tt utation isn't enough. People's attention spans, for

one seem to have mncteasingly shri 11¼ m iking simplcr shom tcr rncsstges trump longu
inoi e thoughtful communic tions Ihe lsc ol I iubook h ittu and Lmnkedln has given pcople

ression-both positive and negative. Of course, you still
need to create a brand that is meaningful and constantly relevant, which is something of an art form in any

marketplace. If you're feeling like you have no personal brand, or that yours could use an update or a makeover,
we offer these 10 easy steps to help you develop, refine and execute your best personal brand.
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STEP

Differentiation is at the heart of a great
brand, and the difference more often than
not is Y -O -U.

The best brands, whether personal or
corporate, are usually summed up in three
words or less. Think of TBS being "Very
Funny," White Castle serving "What You
Crave," or the Terminator quipping, "I'll
be back." Short, simple and memorably de-
scribing what we marketers call the USPs,
or Unique Selling Points, of a product or a
person.

You can have everything in life you
want, if you will just help other people
get what they want.

-ZIG ZIGLAR

Human nature being what it is, people
will listen to you so long as you answer
that age-old question, What's in it for
me? Answering this simple question
tells you how you will connect to your
audience.

STEP

One way to identify your USPs is to do your own mini -
brand session. Start by listing as many facts as you can about
yourself, your services, your products and your position in
the marketplace. Don't hold back-be honest! Then, mark the
ones you consider to be "possibly unique."

Take this list of possibly unique qualities and whittle it
down to the three to five facts that are truly unique to you (be
brutally honest here).

Great brands are not all things to all people. They are the
distillation of USPs. While you may need help coming up
with a great brand tagline to summarize your USPs, you have
now identified the essence of your brand. This essence should
permeate through your actions and communications, consis-
tently and repeatedly, so that you build a name and a reputa-
tion for yourself. Sometimes we say this is when you are able
to "plant the flag" of who you are and what makes you unique.

STEP
Personal brands that don't offer anything but unrelenting self -promotion are the

same as people who just won't stop talking about themselves. How much do you
want to interact with people like that? Think about what you have to give people,
and what will keep them coming back to you. You don't have to give money or even
anything tangible. In fact, brands are an intangible asset. A welcoming smile, a
kind word or a sympathetic ear can be enough-if someone knows you for this and
begins to define you this way.

Just like it's impossible to be all things
to all people, you cannot communicate
your brand effectively in every possible
way. There are just too many ways to
connect to people: advertising, websites,
direct mail, e-mail, texting and social
media-not to mention the tried-and-
true telephone and in -person meetings.

Don't spread your brand too thin.
Even using social media means you
should choose only one or two outlets

and focus on them. Professionally, being
present on Linkedln is pretty much a re-
quirement these days, but many people
are more comfortable with the interac-
tion afforded by Facebook, Twitter-
and even Snapchat and Instagram-or
other social media outlets. In the end,
choose what works best for you (which
can be a long process of learning) and
then use these targeted channels in the
best way, given your time and budget.
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What you say, how you say it and when
you say it are critical factors to build-
ing and managing your personal brand.
Sometimes the channel you're using
may set some boundaries on the way
you communicate. Twitter, for instance,
only allows 140 characters per tweet,
and part of the point of Instagram is
posting a photo, usually with a caption.

When you communicate with oth-
ers, be helpful, be interesting and be
relevant. It goes without saying that be-
ing overly opinionated or strident about
any issue can be a big turnoff for people.
Inviting people to share or listening to
what they say can also be invaluable to
building your brand. Creating a conver-
sation is the new gold standard.

STEP

STEP
Don't wait until you need a network to build one. Networking is not something to
do only when you need a new job or promotion. It's not something you can cram,
buy or borrow the night before you need it. It must be a regular, ongoing part of
your life.

Just like friendships, the most authentic and meaningful professional relation-
ships evolve naturally over time. But as you go down this road, make sure your net-
working relationships are mutually beneficial. While you may feel you have nothing
to offer more experienced contacts, you never know what you might be able to do for
them. Simply ask any networking contact, "Is there anything I can do to help you?"
and see what happens. The best way to combat others' discomfort about asking for
help is their knowing that you're always willing to return the favor.

If you really want to stand out from the
crowd, you have to do something differ-
ent. By doing what others do, you won't
become something more than them.
This step requires courage because you
may fail and others will judge you. The
key to success is not to give up, learn
from your mistakes and repeat the pro-
cess until you become the best person
you can be. The key to a meaningful per-
sonal brand is to take strategic risks and
communicate effectively about them.

Blogging is probably the best way for in-depth, self -branding online. Writing your thoughts, sharing
your experiences and helping people with advice through your blog will help you build awareness of
your personal brand and will earn credibility and trust among your followers.

If you don't consider yourself a writer, think about taking pictures instead. It can be as easy as us-
ing your Smartphone-no technical training required. Sometimes a picture truly can be worth 1,000
words.

Starting a blog for words or for photos is so simple that you can set it up in only a few clicks, without
spending a dime. For free, easy -to -use platforms, try WordPress or Tumbir.
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STEP

Be yourself.

Everyone else is already taken.

-OSCAR WILDE

In our age of social media, consumers
expect brands to reach out and make
them feel special-but only if the inter-
action is genuine. Information is mov-
ing very fast. Most people can spot a
fake from far away.

If your message doesn't ring true, or it
seems as if you're trying to curry favor,
people will tune it out. Or worse, they
will punch holes in it, and you'll be left
picking up the pieces and trying to re-
build your brand.

JOHN BYRNE
(JOHNØ
GLENCOEMEDIA
GROUP.COM)
IS PRESIDENT
GLENCOE MEDIA
GROUP INC. IN
GLENCOE, ILL.,
AND
ANNE GALLAGHER
(ANNEJâ
ANNEGALLAGHER.
COM) IS PARTNER
AT ANNE
GALLAGHER LLC IN
CHICAGO.

STEP

Personal branding isn't a one-time deal or a box that
you can check and then move on to your next task.
It takes work, and it takes time. But it doesn't have to
take over. Small simple steps, taken over time, can
produce big results in how people perceive you.

Take social media, for example. Many experts say
you don't need to spend more than 30 minutes a day
on social media to make an impact, especially with
a variety of tools that can filter information and help
you automate some of your interactions.

As you work on building your personal brand, you
will sometimes need to adjust your approach, based
upon not only your own comfort level but also from
the feedback you're getting from others-which
leads to the last step.

STEP

Life isn't about finding yourself.
about creating yourself.

-GEORGE BERNAf

Customers or clients-not y

timately determine your branc
your name into search engines
cial media platforms to see what people
are saying about you. Take a look back
at your online and e-mail interactions
with others and with your marketplace.
Reflect on your personal interactions
with others. Are you communicating
your USPs? Better yet, are you present-
ing your USPs in a way that is effectively
building your personal brand?

If you're satisfied with your brand,
keep up the good work! If not, take a
look back at the previous steps outlined
here and think about what you can do
to keep improving and refining your
brand.
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QCan you give us a brief overview
of tvlcCaffery Interests?

ABased in Chicago, we develop
creative mixed -used projects

that blend commercial and residential
real estate throughout the US.
Since 1991, McCaffery Interests has
successfully acquired, developed,
or redeveloped outstanding assets
in major real estate markets such
as San Francisco, Minneapolis, and
Pittsburgh, among others.

QPlease tell us aboUt your
relationship with Yardi.

AWe utilize Yardi software
exclusively across our portfolio

for all of our property management
operations. We have found that
utilizing a single -vendor approach
saves us a lot of time, making us more
efficient, Best of all, we get technical
support and sales professionals
who understand our company, our
properties, and our processes.

QHow are you using RENTCaféT'
to market your communities?

AMcCaffery uses RENTCafé
to create customized, mobile -

friendly property websites that
engage prospects. Every McCaffery
community has its own personality,
and our websites allow us to be

exceedingly nimble in our marketing
and presentation to attract the right
target audience for each one.

QWhat does it take to reach
today's renters?

APeople are finding homes in a very
specific way; it's not like you find

apartments in a newspaper anymore.
With RENTCafé and Yardi Voyager,
we're able to easily create attractive
websites that include real-time unit

availability and pricing information.
And they have resident services built
right in, enabling our tenants to pay
rent, submit work orders, contact site
management, and track deliveries.

How else are you addressing
the rapidly changing world of

digital marketing?

The Internet has made the
apartment industry move more

quickly, making leasing a more
active job than it used to be. We
have to be as forward with our

£
online offerings and digital brand
as possible in order to stave off
competition. RENTCafé helps us be
as targeted as we need to be. We
are also launching initiatives that will
incorporate 3D interactive building
maps and floor plans in an effort to
drive even more leases through our
property marketing websites.

QWhat results have you seen from
your online marketing efforts?

Prospects see the great websites
we have in place and want to

live in our communities. Also, with
RENTCafé, we are able to close leases
online, from application to completed
lease agreement.

QWhat other benefits have you
found using RENTCafé?

ARENTCafé provides an integrated
solution for all our property

marketing and resident services. We
don't have to go to other vendors; it's
nice to have everything in one place.
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ARENTCafé provides an integrated
solution for all our property
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IF THERE'S ONE THING THAT ELIC-
ITS A PRIMAL, INSTINCTUAL RE-
SPONSE, IT'S FEAR. It's easy to create and
is used globally every day: media reports, politi-
cal statements and even advertising uses fear to
influence people. Fear can move people to action,
or incite horrific reactions, like no other cause.
Fear, regardless of its source, triggers the fight or
flight response: We either act quickly and with
force, or don't act at all to avoid consequences.

FEAR'S NEGATIVE FACE
A friend recently took a job, only to quit one week
later because fear in the department was oppres-
sive, placing a dark cloud over the workplace.
Employees were afraid to admit when they had
difficulties, even afraid to stop working for a few
minutes to help a new coworker. They were afraid
to say they couldn't work late or on a weekend
(in one case, even when a woman's son was com-
ing home for a two-day leave from the military).
What caused this environment? In my friend's
words, "People wanted to do a good job, but the
supervisors gave no support and only criticism.

festations: hiding bad news; not giving an un-
popular or even different opinion; hiding out
in the job (i.e., not working); doing only what
is mandatory; not taking smart risks; becoming
cynical; and, at its worse, sabotaging a compa-
ny's success. The results of fear put a business in
the dark, with grave penalties.

FEAR'S POSITIVE FACE
You can't eliminate all fear; in fact, some is
healthy. Short term, internally -produced fear can
produce energy, discipline, increased motivation
and focus. For example, fear of not meeting a
deadline can prompt more focused attention and
faster work. Fear of not passing a test can move
people to study more. Don't punish people for
their internal fears; instead, help them face those
fears and handle them with positive results.

Before business is crippled, watch for indi-
cations of fear's existence and stop it before it
causes irreparable damage.
Encourage dissenting opinions. Al low expres-
sion without criticism from anyone.
Ask that bad news be delivered before damage is

DON'T PUNISH PEOPLE FOR THEIR INTERNAL
FEARS; INSTEAD, HELP THEM FACE THOSE FEARS
AND HANDLE THEM WITH POSITIVE RESULTS.

People were too afraid to ask for changes, so they done. And be thankful you are told.
retreated to doing enough to get by."

Workplace fear is rarely that obvious, yet, even
the slightest fear can hurt business. Supervisors,
direct reports, peers and anyone in between can
use fear to motivate. People fear being criticized,
punished, ostracized, demoted and losing their
job. Fear from others may motivate for the short
term, but ultimately, that motivation does not last.

The consequences of fear take on many man i-

When someone expresses concerns or fears, en-
gage in a positive discussion about them.
When an issue arises, concentrate on analysis
and steps to move forward rather than criticism.

Guide and support people through their in-
ternal fears. Banish externally generated fear
from the workplace before it eats away at your
company's values, and its profits.
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individual practitioners for innovative and leading -edge
business practices and initiatives
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IN BETWEEN MONTHLY REPORTS
AND RETURNING CALLS, I happened
to glance across my split -monitor computer
screen at my inbox. There were several new e -
mails, but the one that stood out was the one
with the subject line reading "Letter of Resig-
nation." Admittedly, I panicked. It was not so
much that this particular employee was a top
producer, more that I was spread thin enough
in my own role and responsibilities and could
not fathom that I would now be forced to hire
and train a new manager. But let's face it: This
"busy" is the new normal in most businesses to-
day, regardless of their size or corporate struc-
ture. After speaking with the employee and
determining that there was, in fact, no saving
them, the fun began.

REAL PEOPLE, REAL ESTATE

Unlike a retail environment where onsite man-
agement plays a minimal role in operations,
onsite personnel in the real estate management
business are everything. From close rapport with

ily identifiable. Keep that in mind as you interact
with and coach your employees on a daily basis
and make sure that your open door policy is, in
fact, that.

FEED ME, SEYMOUR!

One of the best ways to keep employees motivat-
ed, engaged and aligned with company concerns
is to promote an environment of constant feed-
back, where employees are able to seek and re-
ceive feedback on performance in real time and
discover how to best improve and direct their
efforts. This not only helps the employee, but
helps the supervisor ensure that his or her subor-
dinates are empowered with the knowledge and
tools to succeed. What's more, employees are not
surprised or taken aback during a performance
review if they have been counseled on perfor-
mance year round.

Onboarding a new employee can be time con -
sliming and costly. It's one thing to have a policy
manual for reference, but when you consistently
refer your people to the manual instead of tak-

...REAL ESTATE IS AS MUCH ABOUT
RELATIONSHIPS AS IT IS ABOUT OCCUPANCY
AND INCOME/EXPENSE RATIO.

community officials that help carry the site in
times of need, to strong relationships with ten-
ants and vendors, it's no wonder that investment
real estate is as much about relationships as it is
about occupancy and income/expense ratio. For
those of us who have been at it long enough, the
relationship between a new manager and in-
creased operating expenses at the site level is eas-

ing the time to troubleshoot and problem solve,
you are failing in your role as a supervisor. Take
the time to personally address concerns, provide
feedback and be present in your role. When in
doubt, err on the side of the enthusiastic coach
as opposed to a referee. After all, wouldn't you
rather your team come to you ahead of time in-
stead of waiting until their decision is made? .
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TARA CARTER, CAM, CPM, MBA

Hiring the wrong person can have devastating ef-
fects on your bottom line, and not just in real costs. A
misfit employee will be time consuming to manage, impact
team morale and harm customer relations. So, how do you
minimize your chances of hiring the wrong person? Through
diligence in all stages of the recruitment and onboarding pro-
cess.

THE STAGES INCLUDE:

Recruitment: Ads, promotion and general word of mouth
about the availability of an open position.

Selection: Interviewing and testing.

Onboarding: The first 30-120 days of employment where you
offer training, support and communicate expectations.

Committing the appropriate amount of time to each stage
is important. If you think you don't have time to commit to
these three stages, remember how much energy you wasted on
the last employee who you had to terminate or help "self se-
lect." In fact, according to decades -long research by Dr. Brad
Smart, author of Topgrading 101: Avoid Costly Mis-hires, the
cost of a mis-hire for a mid -level manager is six times the an-

nual salary.
Here are some tips to improve your recruitment and

onboarding strategy.

STAGE 1: RECRUITMENT

The most reliable source for recruit-
ing new employees is referraLs.

Start here. Tell everyone.

rem.org/jpm I jpni I 27
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Employees and colleagues will normally avoid referring
someone who has not proven themselves to be responsible,
hard working and possessing a good attitude.
Use social media. Use your network. Do not rely solely on
your human resources department to send qualified candi-
dates.
Employers who used social media reported a 49 percent
improvement over candidates sourced through traditional
channels, according to Jobvite.
Marketing for open positions is not a one -size -fits -all ap-
proach. Recruiting a maintenance technician requires dif-
ferent marketing channels than a sales professional.
Choose recruitment mediums targeted at websites and
publications frequented by the upper echelon of the field.

STAGE 2: SELECTION
This is where most hiring managers faiL. We are so busy
(likely because there are open positions creating additional
workload) that we don't truly scrutinize résumés for longevity
in positions and inconsistencies in work history.

Use a candidate's résumé to create specific questions geared
toward that candidate.
Even better, have scripted questions for commonly recruit-
ed positions then add to it. For example, question sets for
leasing/sales, management/leadership and maintenance!
technical positions will help create standardized interview
experiences and avoid the halo/horn effect with a candidate
who is charismatic.

Use the phrase, "tell me more" more often to allow
the candidate to offer additional explanation about
ambiguous answers.

4 Listen more than you speak. We have two ears
and one mouth. Remember this 2:1 ratio to

control the amount of speaking you
do. In other words, listen twice as

, 4,
much as you talk in order to

' to reveal themselves.

O1,?7s

A round-robin interview,
or search committee, in-
creases the likelihood of success.
Your colleagues bring a different van-
tage point or perspective and may observe
something in the interview you missed. Even
five minutes spent with various members of your of-
fice will provide insight into strengths and weaknesses.
Most importantly, watch for red flags. Candidates should
show up early, do their research, be prepared with specific
questions and follow-up. If it doesn't feel right, don't do it.

STAGE 3: ONBOARDING

This is often the most overlooked opportunity. Hiring
managers think the employee comes to the position with ex-
perience and should be able to jump right in. Training alone
is not sufficient. The success of a new employee is your job.

Arrange a mentor/buddy for the new employee to go to for
day-to-day questions.
Provide a "who's who," including a staff directory and orga-
nizational chart.
Walk new hires around and introduce them to the team. A
personal introduction goes a long way in helping the new
employee understand how departments interact with each
other.
Communicate expectations clearly and check -in often.
Schedule progress meetings on their start date for 30, 60
and 90 days in the future to discuss their progress, areas for
opportunity and offer support.

OTHER IMPORTANT STRATEGIES TO SUCCESSFUL
HIRING AND RETENTION

Here are several other activities to consider to improve the
likelihood of hiring the right fit for your team:

Pre -employment assignment: Top notch job seekers will be
willing to go the extra mile to prove their skill and desire for
the open position. Here are some of the small projects or as-
signments I like to ask a job seeker before considering them
for a position:

Shopping comps
Preparing a short market survey
Performing a website review (review your company website
and offer feedback for improvement)

Preparing a 30 -day action plan
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These assignments will give you the opportu-
nity to assess the candidate's communica-
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tion skills, adherence
to deadlines, quality of
work and business etiquette. IMany would-be candidates have
been eliminated in this stage, saving
time and expense in hiring the wrong ii
for the position.

References: Candidates will generally p:
of people who they are sure will provide ft
My preference is to speak to their last thre
If this information hasn't already been pr

A FAVORITE INTERVIEW QUESTION
name of your current supervisor? If I

here] today, and asked him or her to de
words, what three words would he or

This will usually reveal telling informat
viewee's current relationship with theii
their body language here for clues.

Pre -employment Tests: There are a variety of tests available
in the marketplace to discern a candidate's emotional intel-
ligence (El), personality type and character. These tests are
helpful as an interview aid but should only be looked at as
supplementary to the overall decision process. Over 80 per-
cent of Fortune 500 companies in the U.S. use psychomet-
ric testing (personality and aptitude tests) to profile job ap-
plicants. But only 27 percent of all hiring managers use such
evaluations, according to Psychometric Success, a web based
personality test company. Emotional Intelligence is gaining
popularity in the prescreening of new employees. Because
of the importance of teamwork, ability to interact effectively
with coworkers, and appropriately deal with stress and un-
controllable situations, emotional intelligence can be a pre-
dictor of on-the-job success.

Exit Interviews: Another important element in ensuring you
hire and retain "A" players is conducting an exit interview.

Often, new hires are not the problem and there are
systemic problems that cause the best employees

to leave. Most companies do not conduct
exit interviews but these are important

to identify areas for improvement
and to ensure employees have

Sample questions include:
- What caused you to start a job search?

What did you feel you needed to do your job effec-
tively that you did not have?
What could I do to improve as a manager?
Is there one thing you would recommend we do today to
improve the efficiency or effectiveness of our department?
What does the new company offer that encouraged you to
accept their offer?

In an exit interview you must create an environment where
the employee can share openly and honestly. A face-to-face
meeting is often effective but sometimes a post -employment
confidential survey is a better medium to solicit honest feed-
back and affords more time for consideration.

This list is by no means exhaustive but should be a good
start in ensuring necessary steps are taken to identify, vet and
welcome a new employee to your team. .
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Is there one thing you would recommend we do today to
improve the efficiency or effectiveness of our department?
What does the new company offer that encouraged you to
accept their offer?

In an exit interview you must create an environment where
the employee can share openly and honestly. A face-to-face
meeting is often effective but sometimes a post -employment
confidential survey is a better medium to solicit honest feed-
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This list is by no means exhaustive but should be a good
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TARA CARTER, CAM, CPM, MBA,
(TCARTERLUXEAPARTMENTLIFE.COM)
OWNS LUXE RESIDENTIAL SERVICES, AN
ASSET MANAGEMENT AND CONSULTING
COMPANY THAT SPECIALIZES IN
LEADERSHIP DEVELOPMENT. LOCATED IN
RICHMOND, VA.
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Silicon Valley Blazes Trail for Creative
Office Spaces
The office market in El Segundo, Calif., was once dominated by the aerospace in-
dustry. The cavernous, industrial buildings housed some of the most innovative
inventions and technologies that modernized space engineering. Today, the El Se-
gundo neighborhood-located on the Santa Monica Bay-is once again home to
innovative design; this time, in the form of creative office spaces defining a new
generation of workspaces.

Nowhere is this more evident than within 2101 El Segundo. The more than
114,000 -square -foot, five -story contemporary office building blends technology
and innovative design to create dynamic work spaces. At the same time, its wide
range of beach -inspired amenities allow tenants to enjoy a coastal lifestyle at work.

INNOVATION AND RENOVATION
The property was originally built in 1979 and most recently served as home to Ray-
theon, a defense contractor and industrial corporation. After Raytheon vacated

building in 2013, Bixby Land Company
took over the property.

With experience in developing cre-
ative office buildings in Silicon Valley,
Bixby decided to bring a new office style
to El Segundo. The $25 million renova-
tion took about eight months, and the
first tenants moved into the building in
May 2014.

"The goal of the renovation was to
transform a tired aerospace engineering
building into a workplace that would at-
tract the growing number of office ten-
ants seeking creative, non-traditional
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work environments," said Heath Clark,
CPM, ACoM, Property Manager at Bix-
by Land Company.

The building's modern indoor/out-
door lobby provides a dramatic entrance
into the building by opening up to a large
outdoor with patio seating and a fire pit.

The amenities also set the property
apart from traditional office buildings.
For instance, the dog -friendly building
embraces its coastal surroundings by of-
fering beach cruisers for tenants to use
to ride to the beach, onsite showers, EV
charging stations and an onsite dog run.
The building also has chalkboard walls,
a big -screen television with a bar, ping
pong tables and a shuffleboard table.
Meanwhile, the tenant suites have ex-
posed concrete floors and open ceilings.

CREATIVE OFFICE SPACES
2101 El Segundo is not the first creative
office building that Bixby has tackled.
In fact, the company worked on creative
office buildings in Silicon Valley, where
there was heavy demand by tech compa-
nies for this office style. "We had a type
of test market there, and it was a big hit,"
said Clark. "Here in the South Bay area,
there weren't [many) creative spaces."

As the area has become an emerging
market for technology, media and enter-
tainment companies, Bixby recognized
an opportunity. "The Santa Monica area
has become a type of mini Silicon Val-
ley," Clark said. "It is starting to have
many creative -type tenants."

Since this property opened last year,
a number of other creative office spaces
are currently in development.

"The building is changing the neigh-
borhood by attracting more creative of-
fice tenants (which tend to be the ten-
ants that are growing) and helping to
diversify the mix of users in the El Se-
gundo market," said Clark.

DYNAMIC TENANT MIX
At press time, the building was 52 per-

cent leased, with leases out to take it to 89 percent. It currently has 11 office tenants
and one restaurant tenant.

When companies are interested in leasing space, Bixby works with them and
their architects on the build out. The design phase starts during lease negotiations
and is finalized by the time the lease is signed.

Tenants seeking non-traditional office space have been drawn to the building.
Today, the building's tenants range from gaming companies and marketing firms
to engineering firms and wealth managers.

"It's a very unique tenant mix, not the typical Class A suit -and -tie office tenants,"
Clark said. "The building definitely has a casual, friendly vibe that you feel as soon
as you walk in the lobby."

nnr, nvs

With this new style of building also comes new management challenges. One of the
biggest challenges, not surprisingly, is the dogs. "Since the building is dog friendly,
a lot of tenants bring their dogs to work, and this can cause some disruptions in the
building from barking to accidents," said Clark. "We have spent a great deal of time
educating the tenants and strictly enforcing the rules as they pertain to the dogs."

Despite the challenges, the dog -friendly policy complements the building's over-
all vision to make tenants feel at home in their workplace.

"A lot of these companies like their employees to bring their dogs to work be-
cause then they spend more time in the building-which, ultimately, translates into
getting more work done," Clark said. "And, employees really like bringing their
dogs to work with them."

OPEN, YET SAFE
Another management challenge is keeping the building safe, while maintaining its
open, inviting vibe. "We understand this is a very unique and exciting building

> CONTINUED ON P61
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THE "RINGMASTER": AN
EXCLUSIVE INTERVIEW
WITH K. DAVID MElT, CPM,
GRI, WITH OCULUS REALTY, - - _____
LLC,AMO.

Describe your "bottom- with their names and our logo embroidered on their shirts. Our commitment to

up" approach to staffing.
training all of our staff is demonstrated by our recent roll -out of Oculus University,
an entire newly developed learning management system that provides training and

develops opportunities for everyone in the company to be constant learners and
A / At Oculus, we realize that our most grow proressionally.
important assets are our people, and the
most important members of the team
are those who "touch" the customers .

most frequently. Our leasing team is
Describe a challenging situation that your company

typically the customers' first interaction has faced and how you've grown from that point.
with their new homes. They constantly
provide market feedback and drive our A Early on, we had a major client who provided a large portion of our business,

revenue. Once these customers become but this client wanted us to manage his property in a way that did not align with our

residents, our service teams are the values. So we made the difficult decision to separate from this client. Even though

"face" of the ownership and manage- this break hurt us financially, it reinforced our corporate culture and our brand. We

ment. We make sure that these techni- have a model of how we operate, and either clients buy into it or they don't. Some-

cians are highly trained, carry business times it's not about the business you get, but more about the business you don't get.

cards and wear neat, clean uniforms
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You view yourself as a "ringmaster." Describe an
average day at Oculus.

A / Our mission is to create value for our stakeholders as a residential apartment
management company. Any given day might include helping a client with taxes and
insurance, reviewing ongoing renovation projects, paying many of the thousands
of bills we handle each month, taking care of residents' maintenance issues, dealing
with our vendors, and working in the regulatory arena with building inspectors,
tenant association representatives, non-profit organizations and others. Staying on
top of all of the action without micro -managing any one part of it is why I think of
myself as a ringmaster.

How have you noticed the industry changing; what
has your company done to stay ahead of the curve?

A Our industry was slow to embrace new technology; as recently as 10 years ago,
some managers were still using rent ledger cards. One of the best things about being
a relatively new company, launched in 2010, is that we did not have any "legacy" sys-
tems to hold us back. We've embraced technology in order to manage a large num-
ber of boutique properties without having full-time staff at each building. Everyone
on our staff has iOS devices with customized apps. We are always looking for new
online resources such as Updater, a software package that helps new and departing
residents automate their change -of -address process.

ihe tax reform law of 1986 catalyzed a sea change in our industry. Prior to that,
rental property owners could write off "passive loss" against income, thus realizing
financial benefits even if they were losing money. Under that model, the resident
manager personified property management, like the character Stanley Roper in the
TV show "Three's Company." But with the tax code changes, owners had to make
money by driving revenue and reducing costs. Taking lessons from the hospitality
and high -end retail industries, the property management industry has reached new
heights of professionalism.

Describe how you main-
tain your vision of cus-
tomer satisfaction.

A We combine a high level of train-
ing and delivery of service with efficient,
well -executed, technology -based pro -
cesses. As well -trained as your people
might be, you need the systems and pro-
cesses in place to ensure that you deliver
uniform experiences across all of your
properties. Paraphrasing Jim Collins in
his book, Good to Great, it's about hav-
ing the right people on the right bus and
in the right seats.

What is your vision as a
company?

A We are an operator of boutique
properties in urban locations, special-
izing in properties that have 50 to 150
units. Our clients are high net worth
individuals and family offices; we don't
seek to work with institutional owners.
Our vision is to remain a boutique firm,
although we hope to grow from our cur-
rent portfolio of about 40 communities
and 1,500 units to somewhere between
3,000 and 4,000 units.

How is Oculus using
OCULUS social media?

t6l REALTY, LLC
I A We don't use social media as a sales

tool, but rather as a way to help create
community. Our Facebook page for
each community, for example, has a lot
of information about what's going on in
the neighborhood such as events, farm-
ers' markets, bars and restaurants, etc.
Social media helps us with resident re-
tention. But we're not trying to sell to
residents; rather, we want to provide a
resource and help them feel at home. .
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spoUigIu/ GLOBAL PRACTICES _______

Nigeria's Housing Industry Growth
to Spur Economic Diversity

Nigeria is a fast-growing, developing
nation and has the highest population
growth of all countries in Africa. it is also
the largest economy on the continent and the 13th largest oil
producing nation in the world. In the most recent census, Ni-
geria's population was a little over 170 million-approximately
one fifth of the total population of Africa. Lagos, with a popu-
lation of 21 million, is the largest city in Africa. According to
the United Nations, the population of Nigeria will reach 440
million by 2050-and over 900 million by 2100-making it the
third most populous country in the world.

HOUSING SHORTAGE IN NIGERIA
According to the Nigeria Federal Ministry of Lands, Housing
and Urban Development (FMLHUD), "The housing sector
has been a major contributor to the economies of many devel-
oped and developing nations, [...] contributing between 30-

70 percent of the GDP in developed countries like the USA,
UK and Canada. Based on these notable contributions, the
lands, housing and urban development subsectors are critical
tools for transforming the economy of fast growing countries
like Nigeria."

However, until now, the delivery of adequate and affordable
housing in Nigeria has not met desired expectations, resulting
in inadequate housing stock and a national deficit range of be-
tween 17-23 million housing units. In fact, in 2013, the entire

housing sector contributed just eight percent to the GDP.
The housing shortage is most apparent in urban areas,

where construction hasn't kept up with the influx of new
residents from rural Nigeria and abroad. Statistics given by
the FMLHUD show the percentage of Nigerians living in
major cities increased from 15 percent in 1950 to 50 percent
in 2010-with a projection of 60 percent by 2025. The cost of
standard housing in large cities has risen to exorbitant levels,
and those who come from rural areas often settle in shanty
towns at the edge of the city. These areas are dilapidated and
lack basic amenities, resulting in unsafe and slum -like condi-
tions for residents.

The scenario is equally bad in rural areas, where the prob-
lems are primarily that of inadequate infrastructural facilities
like roads, Sewage, water and power supply utilities, basic social
amenities and unsafe housing that lacks structural soundness.

THE ROLE OF PROPERTY MANAGEMENT
As the housing sector continues to be a challenge, it is too
early to establish proper standards of property management.
That said, some professionals are making headway. Mostly,
property management falls under the purview of the Nigerian
Institution of Estate Surveyors and Valuers (NIESV). NIESV
is a non-profit professional organization founded in 1969 by a

group of qualified Chartered Surveyors-returnees and mem-
bers of Royal Institute of Chartered Surveyors (RICS) based
in London-to cater to the interest of the land economy in
Nigeria.

In 1975, the government granted official status to the pro-
fession through the creation of the Estate Surveyors and Valu-
ers Registration Board of Nigeria (ESVARBON). This board
regulates the practice of estate surveying and the valuation
profession. As stakeholders in housing, they jointly make rec-
ommendations to the government. The core competence areas
of their practice are real estate brokerage, property and facili-
ties management, valuation of interest in properties, valuation
of plant and machinery, feasibility and viability appraisal of
planned real estate developments and others.

One of the biggest challenges of NIESV and ESVARBON is
combatting rampant housing fraud and distancing themselves
from scammers-a regular aspect of life in Nigeria. Scams usu-
ally revolve around renting or selling land or property that is
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not for sale. To discourage con men who use forged documents,
buildings and land parcels may even be painted to declare "This
House Is Not For Sale." Prospective buyers may be told to "be-
ware 4l9ers"-Nigeria's code for fraud.

MAKING OVER NIGERIA'S HOUSING SECTOR

The transformation of Nigeria's housing sector is largely reliant
on two large-scale development programs: The National Finan-
cial System Strategy (FSS 2020) and the National Transformation
Agenda.

FSS 2020 is the blueprint set forth by the government of Nige-
ria to transform Nigeria's financial sector as it matures into one

of the top 20 largest economies in the world by 2020. The vision

of the FSS 2020 is "by 2020, to be the safest and most diversified
financial system among emerging markets, supporting the real
economy."

A key goal of FSS 2020 is to create a mortgage market that pro-

vides access to housing finance to Nigerians in all social classes in
urban centers for the purpose of owning their own houses. Mort-
gages have historically been hard to procure, with interest rates

ranging between 15-25 percent-much too high for the average
home buyer. The ambitious goals of the mortgage sector vision

laid out by P55 2020 are to increase mortgage availability to Nige-
rian citizens from the present level of less than one percent to 30
percent; make capital market products available for the finance
of the mortgage sector, including mortgage -backed securities,
from the initial level of zero percent to 20 percent; and grow the
contribution of mortgage finance to 15 percent of the GDP from
the initial level of less than one percent; all by the 2020 deadline.

The National Transformation Agenda, the large-scale devel-
opment program launched in 2011, put forth the goal to deliver

one million new homes annually to Nigerians over the next five
years. In order to succeed, FMLHUD put together a Road Map
of strategic goals meant to stimulate the private housing sectors
as well as government housing. These include creating an infor-
mation management system, establishing and enforcing build-
ing standards, making land available for housing development,
providing standardized training to engineers, architects and
builders, focusing on planned development, and transforming
FMLHUD into an organization better able to promote research
and development.

A BOLD VISION FOR THE FUTURE

Looking forward, with Nigeria experiencing an explosion in
population and economic growth, the delay of development of
its housing sector puts it on the verge of crisis. However, with
development projects focusing on its underperforming mortgage
sector, ambitious building goals and efforts to reduce corruption,
Nigeria is paving the way for its housing sector to diversify the
economy and contribute real numbers to the GDP.

The true measure of success is for all Nigerians to have a place
to call home. As more become owners, and take pride in their
properties, further widespread acceptance and development of
property management standards will not be far behind..

JOEL KELLY IFEMELUNMA, CPM
CANDIDATE, (KELLY! FEMELUNMAØ YAHOO.
COM) IS WITH KELLY IFEMELUNMA &
COMPANY IN ENUGU, NIGERIA.
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A BOLD VISION FOR THE FUTURE

Looking forward, with Nigeria experiencing an explosion in
population and economic growth, the delay of development of
its housing sector puts it on the verge of crisis. However, with
development projects focusing on its underperforming mortgage

sector, ambitious building goals and efforts to reduce corruption,
Nigeria is paving the way for its housing sector to diversify the
economy and contribute real numbers to the GDP.

The true measure of success is for all Nigerians to have a place
to call home. As more become owners, and take pride in their
properties, further widespread acceptance and development of
property management standards will not be far behind..

JOEL KELLY IFEMELUNMA, CPM
CANDIDATE, (KELLY! FEMELUNMAØ YAHOO.
COM) IS WITH KELLY IFEMELUNMA &
COMPANY IN ENUGU, NIGERIA.
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Hundreds of IREM Members Influence
Critical Policy Issues on Capitol Hill
ON WEDNESDAY, APRIL 15, MORE THAN 200 IREM MEMBERS TOOK TO WASHINGTON FOR
THE IREM CAPITOL HILL VISIT DAY.

This marks the 18th year IREM has traveled to our nation's
capital to lobby on issues important to the real estate man-
agement industry. The IREM Capitol Hill Visit Day is held in
conjunction with the IREM Leadership and Legislative Sum-
mit, April 11-15.

An orientation and federal issues briefing kicked off the
event on April 14. The following day, April 15, hundreds of
IREM Members traveled to Capitol Hill to hold face-to-face
meetings with U.S. Senators, U.S. Representatives and their
staff. During this exciting and educational event, members
discussed critical policy issues and legislation important to
the real estate management industry.

ISSUES LOBBIED ON CAPITOL HILL INCLUDED:

DATA SECURITY AND PRIVACY
Real estate management firms constantly collect and retain
sensitive data from clients, prospective clients and employ-
ees. Recently, lawmakers have been considering creating new,
more stringent rules around data breach standards.

Public concern about the confidentiality of personal medi-
cal, financial and consumer data has put pressure on policy
makers to increase regulation on the uses of this information.
With the recent data breaches of Target, Home Depot and
other large companies, a number of privacy and data security
bills are expected to be introduced in Congress.

IREM has two main concerns with expected legislation:
First, regarding bills that contain specific provisions and
mechanisms that trigger notifying the consumer of a security
breach, IREM is concerned with ensuring the reasonableness
of the trigger mechanism and notification process. Second,
the costs of compliance can be overly burdensome.

IREM ENCOURAGED CONGRESS TO
APPROVE LEGISLATION WHICH IS NOT
OVERLY ONEROUS ON PROPERTY OWN-
ERS AND MANAGERS OR THEIR CLI-
ENTS.

SECTION 8 REFORM
IREM Members own and manage housing projects that par-
ticipate in federally -assisted housing programs, such as the
Section 8 project -based program and the Housing Choice
Voucher program. The federal government has reduced fund-
ing for these programs dramatically in the last several years.
The majority of federal housing programs are appropriated,
which results in funding changes each year despite the con-
tracts of many programs being long-term. These funding is-
sues put many of these programs in jeopardy and discourage
private sector participation.

IREM supports a national housing objective of affording
every American the opportunity to live in safe, decent and
sanitary housing, which can best be served by means of a
healthy housing market for all economic levels.

For low- and moderate -income rental occupants, IREM
believes they are best managed by the private sector and fur-
ther recognize that private enterprise sponsorship is crucial to
the successful operation of any federally assisted multifamily
housing program. IREM Members urged Congress to support
these programs by providing adequate funding for all exist-
ing government contracts, preservation of all existing afford-
able housing stock, and ensuring our most vulnerable citizens
have access to safe, affordable, decent housing.
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MARKETPLACE FAIRNESS ACT
Many consumers who purchase goods online believe they
are exempt from sales tax if the seller does not add it in with
the purchase. However, under current law, online buyers are
generally subject to an equivalent use tax to their home state
even when the seller does not collect sales tax on a purchase.
Consumers who live in states with a sales tax are legally obli-
gated to report and pay sales or use tax on all purchases made
online, although the majority of them are unaware of this ob-
ligation, and very few comply. Conversely, brick -and -mortar
retailers are required by law to collect the tax on behalf of the
state. This puts stores at a tremendous disadvantage because
many online retailers are not obligated to collect sales tax.

Brick -and -mortar stores have a stronger impact on our
economy than Internet retailers. According to a 2011 study
from the University of Tennessee, each $1 million of new re-
tail sales in traditional brick -and -mortar establishments adds
3.61 jobs, while Amazon creates 0.88 jobs in the same scenar-
io. One out of every 11 U.S. jobs is shopping center -related.

IREM supports consistent state/local sales/use taxes for
economically equivalent transactions in the state or local-
ity in which the goods are delivered. State/local sales/use tax
consequences should be consistent for economically equiva-
lent transactions. IREM supports a level playing field for local
in-store retailers and remote merchants (including Internet
merchants). IREM believes that local and state governments
should enforce existing taxes, rather than create new taxes.
IREM firmly opposes any new programs that would impose
taxes on the cost of such services, such as fees and other costs
associated with the purchase and ownership of real estate.

INTERNAL REVENUE CODE SECTION 1031-
LIKE-KIND EXCHANGES
Commercial real estate's contribution to the nation's economy
is enormous. The total value of America's commercial real
estate is approximately $5.26 trillion. Real estate activity ac-
counts for nearly one -quarter of taxes collected at all levels of
government and is one of the leading employers in the nation.
Simply put, real estate assets and investment drive gains in
economic productivity.

Under Section 1031 of the Internal Revenue Code, "Like -
kind exchanges" allow property owners to defer taxes on gains
realized from the sale of "like -kind" real property until a fu-
ture date. The like -kind exchange technique is fundamental
and vital to the real estate investment sector. Like -kind ex-
changes allow people to sell-who otherwise would not-due
to the tax implications, letting development go forward. They
not only stimulate real estate transactions, but also encour-
age U.S. businesses to reinvest in their domestic operations.
When properties are bought and sold, jobs and tax revenue
are created.

Opponents of this provision accuse it of being a "loophole,"
but it is not at all that. Taxes are still paid, whether upon the
sale of the replacement property, incrementally through in-
creased taxes from forgone depreciation or by inclusion in a
decedent's taxable estate.

IREM BELIEVES THAT IT IS IN OUR NA-
TION'S BEST INTEREST FOR CONGRESS
TO ENCOURAGE REAL ESTATE IN VEST-
MENT IN THE U.S. BY CREATING A TAX
SYSTEM THAT RECOGNIZES INFLATION
AND A TAX DIFFERENTIAL IN THE CAL-
CULATION OF CAPITAL GAINS FROM
REAL ESTATE, while stimulating economic investment
and consequently leveling the playing field for those who
choose to invest in commercial real estate. IREM Members
encouraged Members of Congress to retain this tax tool in its
current form.

The 2015 IREM Capitol Hill Visit Day was a great success!
Members of Congress and their staff were actively engaged in
the meetings, asking questions and requesting more informa-
tion on the issues brought forth. IREM government affairs
staff will continue to monitor these issues as they unfold in
2015.
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BLOSSOM SMART WATERING CONTROLLER
A typical sprinkler system can waste up to 50 percent of irrigation water, not to
mention rack up your water bill, leaving you cringing as your sprinklers overwater
your grass in the pouring rain. With Blossom Smart Watering Controller, you can
conserve water and money-up to 30 percent of your water bill! Blossom acts as a
meteorologist, automatically self -programming based on real-time weather data.
Each watering zone can be programmed based on the layout and vegetation of your
property. After an extremely easy setup, you can monitor and control your yard's
watering plan with the touch of your Smartphone. Since Blossom connects with
Powerline, the system uses electrical outlets to connect and communicate, whether
it's in Wi-Fi range or not.

Available at http://myblossom.com; $199.

WEMO WATER
WeMo is a single sensor that detects the entire water signature pattern of your house's plumbing, helping
you monitor your water usage and efficiency. It collects data for each separate fixture identified in your
home-whether it's a toilet, dishwasher or sprinkler system-and calculates the amount of water each
uses, when and how long you use it. This is an ideal product for residential property managers since leaks
or other problems will be detected before they get too serious. Though this product is not yet available for
purchase, look out for it towards the end of 2015.
Find out more at www.be(kin.com/us/F7C042-Belkin/p/P-F7C042.

NIGHT GUARD RODENT -PROOF DOCK LEVELER SEALS
If you manage a property with dock levelers, you know that when unused and unprotected,
their open gaps can be an open door for unwanted rodents. Night Guard Dock Leveler Seals
are a fast and easy solution to provide an impenetrable barrier to pests. Simply place the
Night Guard seals on both sides of the leveler when it's not in use. When you are using the
dock leveler, the wall -mounted storage brackets make the seals easy to remove in seconds.

More information is avaiLable at www.getxcluder.com; $160.

IOTA GPS TRACKER
Iota is a Smart, rechargeable, personal tracker that pairs with an app to keep
track of the things that matter most. This isn't your ordinary GPS tracker-
it's equipped with motion and temperature sensors, a built-in speaker and
long range radio technology, so you can get creative with how you use it.
For example, you can attach an Iota to your mailbox door, using the mo-
tion sensor to notify you once your mail has arrived. Use the sound sensor
to track down lost keys in your house or use the GPS tracker to locate your
pet-even set a pet perimeter through your app. The batteries are recharge-
able and there are no monthly fees required.
Preorder now at www.iotera.com; $79 home base, $59 per Iota.
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JUICER $10
I will admit, I don't usually jump be-
hind many crowd -sourcing campaigns,
but this one-if it gets pulled off-I can
put some money on. How many times
have you experienced your mobile de-
vice on the last 10 percent of its bat-
tery with no outlet/power cord in sight?
Do you feel vulnerable, out of control,
maybe even scared a little? What if you
miss that all-important text, or that su-
per vital Instagram photo op, or what if
you can't share your thoughts with your
whole Twitterverse in real-time-all
due to poor battery performance that
can't handle the daily demands of your
cyber lifestyle? Have flO fear: Just take

SCOUT AND IFTTT $120

out your keys. There, nestled between your house key and your office desk key, is

Juicer. Now, bumming a power source is as easy as asking friends for a mint or stick
of gum. The Juicer is a simple, double -headed micro USB cable that can transfer
power from one mobile device to the other. Although the campaign is focusing on
Android devices at this point, look for the Juicer to accommodate the iOS market in
the future. Transfer can be between phones, tablets or any combination of the two.

Find out more at www.indiegogo.com/projects/the-juicer-phone-to-phone-
charging-cable.

Scout has been around for a little while, and it's a super
affordable DIY security system that starts at $120. Gone
are the days of the old bulky security systems that cost
thousands and need to be professionally installed. You can
connect Scout to your existing Wi-Fi, (or a built-in $10!
month 3G system), stick it on the doors or windows and
create alarm zones via the app. Now you can even cus-
tomize it more via IFTTT. If you're not familiar, IFTTT
(If This Then That) is a free web -based service that acts
like a simplified middle -man between internet connected
devices and services. Now every time someone opens your
front door, Scout can communicate with IFTTT, which in
turn can log a timestamp into a GoogleDoc, send an alert
to your phone or laptop screen, even take a photo of the
intruder with a Wi-Fi camera and put it into your Dropbox
account. You can even deactivate motion alarm controls
when your Rumba is doing its thing. Welcome to your
Smart -connected home!
For more information, go to www.scoutalarm.com

and https://ifttt.Com/SCOUtalarm.

WINDOWS 10 SECURITY
Passwords are so "last century." We have a gazillion of
them and let's face it: Most people are pretty lax with mak-
ing them ironclad. Between using birthdays and names of
our kids/pets as passwords, they are not the most secure
way for us to protect ourselves. When Microsoft pulls the
trigger on its newest operating system, chances are you
won't be logging into it the usual way. Microsoft has just
adopted the latest version of FIDO (Fast Identification
Online), which is the newest standard from a consortium
of tech companies adopted in December of 2014. The new
standard enables biometric and retinal specifications for
future hardware. This means you will just have to look at,
or swipe, devices to open them.
For development updates, go to https://insider.win-

dows.com.

ALEX LEVIN (ALEVINØIREM.ORG) IS DIRECTOR OF IT

FOR REM HEADQUARTERS IN CHICAGO.
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Do You Know What's Behind Door No. 2?

TAKE STEPS TO PREVENT STAIR ACCIDENTS
A famous Philadelphia chef was at a friend's house for the
first time and opened the door to a darkened room-what he
thought was a bathroom. The unlocked door actually led to
the stairs to the basement, which was adjacent to the bath-
room door. As a result of the fall, he broke both heels and
spent the next three months in a wheelchair.

Recently, a women opened a door to what she believed
was a bathroom and stepped in the darkened room to turn
the light on. She instead fell into the basement. The result?
A $228,000 lawsuit. In a similar incident: After asking to use
the men's room and being directed to its location, an older
man at a senior center opened the door and stepped into the
darkened space to reach for the light switch. He fell into the
basement and was injured.

STAIR ACCIDENTS ARE SEVERE AND UNNECESSARY
The injuries resulting from such falls range from minor

sprains, fractures and head injuries-to death. The resulting
injuries are especially critical for older adults. These occur-
rences are not limited to residential facilities, and have been
documented in literature as far back as the 1800s. Guidelines
for Stair Safety identifies people who are unfamiliar with a
building's layout may proceed through a door, only to find
themselves falling down an unexpected flight of stairs. An
Analysis of the Behavior of Stair Users recommends avoiding
a layout where someone entering a door may be subjected to
an immediate and unexpected hazard, such as an unexpected
stair. Safety and Security in Building Design notes that door-
ways opposite the head of a stairway are best avoided and
specifically states, "Where doorways are close to the head of
a stairway, users cannot be adequately cued to prevent them
from coming upon the stairway unexpectedly."

Take the steps to ensure the safety of your tenants. A lock
and a sign on doors to limited access areas are inexpensive
compared to the costs associated with an injury and potential
lawsuit.
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STAIR ACCIDENTS ARE SEVERE AND UNNECESSARY
The injuries resulting from such falls range from minor

sprains, fractures and head injuries-to death. The resulting
injuries are especially critical for older adults. These occur-
rences are not limited to residential facilities, and have been
documented in literature as far back as the 1800s. Guidelines
for Stair Safety identifies people who are unfamiliar with a
building's layout may proceed through a door, only to find
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Analysis of the Behavior of Stair Users recommends avoiding
a layout where someone entering a door may be subjected to
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stair. Safety and Security in Building Design notes that door-
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Take the steps to ensure the safety of your tenants. A lock
and a sign on doors to limited access areas are inexpensive
compared to the costs associated with an injury and potential
lawsuit.
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P1 kM V 1(N DIi aIiiIIrn[::

QUESTIONS TO ASK
TO HELP PREVENT
STAIR ACCIDENTS
Does the direction of the door swing

________ have an effect on a person's expecta-
tions? Interior doors typicalty swing
into rooms and onto a level landings.

Basement doors typically swing out
away from the stair. What happens
when the door swings the wrong way?

Are doors to limited access, non-pub-
lic spaces (like basements) locked-or
at a minimum, marked with signage to
avoid confusion?

In situations where a door swings
onto the stairs, have you considered
a motion sensor to activate the tight
to illuminate the area before a person
steps in?

Does your building have any doors
opening into rooms located next to
doors opening onto stairs descending
to another level?

Where there are multiple doors with
one leading to a stair, which door
would people, who are unfamiliar with
the facility, choose?

JULIUSPEREIRAIII
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HG
It's been a Monday. You haven't even had your coffee yet and you just
want to put your head in your hands. On your way into the office, one of
your managers located in another city called to say she just fired her assistant-over
the phone. As you turn on your computer, you hear two of your top managers in
the midst of a verbal tussle. Immediately, you see an e-mail from your accounting
manager regarding a missed deadline. And before you have a chance to pick up that
coffee cup, your best customer is on the phone with-you guessed it-a problem.

Whew. You're weary already.

You're beginning to feel more than a little panicked. Your com-
pany is finally to the point where your business is expanding and you
are beginning to attract more (and better) customers. You know that
having a great team is paramount. How do you do it?

Here's the news: it all starts with hiring. The outcomes and results

your company has-from business strategies to client development
to financial performance-all of these begin with how and who you

hire, and whether you can retain them. People, not products, are the
face of your company. The ability to put the right people in the right place, at the
right time, is crucial to the success of any exceptional company.

'V

.org/jpm
I jpm I 43

HG
It's been a Monday. You haven't even had your coffee yet and you just
want to put your head in your hands. On your way into the office, one of
your managers located in another city called to say she just fired her assistant-over
the phone. As you turn on your computer, you hear two of your top managers in
the midst of a verbal tussle. Immediately, you see an e-mail from your accounting
manager regarding a missed deadline. And before you have a chance to pick up that
coffee cup, your best customer is on the phone with-you guessed it-a problem.

Whew. You're weary already.

You're beginning to feel more than a little panicked. Your com-
pany is finally to the point where your business is expanding and you
are beginning to attract more (and better) customers. You know that
having a great team is paramount. How do you do it?

Here's the news: it all starts with hiring. The outcomes and results

your company has-from business strategies to client development
to financial performance-all of these begin with how and who you

hire, and whether you can retain them. People, not products, are the
face of your company. The ability to put the right people in the right place, at the
right time, is crucial to the success of any exceptional company.

'V

.org/jpm
I jpm I 43



( TAKE THE TIME Diane, for example, has had a really good assistant property manager for the
TO REASSESS > last few years. Enthusiastic and eager to learn, the assistant manager could be
How much time do you spend on hir- counted on to pitch in on almost any assignment and was fast at learning her way
ing? More importantly, how much time around property financial reports. When the assistant decided to make the leap
do you ultimately save by hiring some- to a competitor to take a position as a property manager, Diane was left trying to
one who is a great fit for the job and for fill the vacant slot in her team. What did she want? She wanted the great assistant
your company? Now, take a step back she'd had before, of course. Before filling the job, she had a little bit of homework
and reassess your current hiring and to do first.

,

HOW MUCH TIME DO YOU SPEND ON HIRING?
Muift IMPOKIANILY,
HOW MUCH TIME DO YOU ULTIMATELY SAVE
BY HIRING SOMEONE WHO IS A GREAT FIT FOR THE
JOB AND FOR YOUR COMPANY?

staffing process. Not only will this allow

you to hire the best talent, but you'll be
able to reconsider any non -performers
or dead wood at the same time. Often,
when we are busy and our companies
are going through changes (either hir-
ing up or scaling back), jobs tend to
morph. People in a job sometimes take
on greater (or different) responsibilities.

As a result, when we're trying to fill an
open job, we may tend to look at the per-

son, rather than the position, we want
to fill.

When you're looking to hire, here are a few questions you should answer before
beginning the process:

 What is the best way to determine what staff I need?
 How can I attract the best candidates for the job?
 How can I assess them well through the interview process?
 What is the best way to make hiring decisions?
 How can I improve my hiring and staffing skills?
 What do I need to know about hiring different generations?

(GET YOUR DUCKS IN A ROW>
Since it seems that budgets are always right around the corner, you'll want to get
ahead of the game when it comes to staff planning. During your annual planning
or budget process, it's helpful to revisit all of your job analyses and job descriptions.

CONTINUED ON PAGE 46
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HOW CAN I BE SURE A CANDIDATE
WILL FIT INTO MY COMPANY'S CULTURE?
If you want to foster a culture of encouragement in your WHAT CAN I ASK? DOS & DON'TS
organization, it pays to take notice of your company's Have you ever been conducting an interview and been
current culture. Your job as a hiring manager is to choose unsure of what you can or can't ask a prospective can -
employees who will fit easily into, and grow with, your didate? There are a lot of tips out there for interviewees,
company's culture. but it's helpful to have some tips for interviewers, too. It's

easy to make a misstep and unintentionally ask an inter -
What should you Look for? viewee something you shouldn't. Of course, you'll want
When you're considering which attributes will work best, additional guidance from your Human Resources depart -

consider these qualities: ment. For additional resources, visit Society for Human
LIKABILITY-will customers and employees like working Resource Management at www.shrm.org.
with this person? Will people trust them?

LEARNABILITY-does the candidate exhibit a willingness
to learn from others? Can they successfully pass their
knowledge onto others on their team?

LEADERSHIP-is this person an emerging leader you can
bring into the fold? What is their leadership potential?

TOPIC

Attendance!
reliability

Citizenship!
national origin

Credit record

Language

Education

DO ASK

What hours/days can you work?

Are you legally eligible for employment
in the U.S.?

None

What is the reason some of these questions may be
considered unacceptable? For example, an interviewer
asking what year a candidate graduated from college may
be trying to figure out their age without asking directly. Or,

a hiring manager who asks how many children an inter-
view has may be trying to make up their own mind about
whether that person will be on time due to potential child
care issues. Either way, such questions could be construed
as discriminatory and are best left out of the interview.

What languages do you speak & write fluently
(if job requires this)?

Do you have a high school diploma!
university or college degree (if relevant to job
performance)?

DON'T ASK

How many children do you have?

Where are your parents from?
Or: What is your maiden name?

Do you own your own home?

What is your native language?

What year did you graduate from high school
(or college)?

TO READ MORE ABOUT RECRUITMENT AND STAFFING, OR BROWSE ANY OF IREM'S OTHER WHITE
PAPERS, VISIT WWW.IREM.ORG/RESOURCES/LEADERSHIP-COMPETENCIES-GUIDE
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BUILDING
PRODUCT IS
NOT ABOUT
HAVING A
LARGE TEAM
TO MANAGE.
IT IS ABOUT

HAVING A
SMALL TEAM
WITH THE RIGHT
PEOPLE ON IT."

-FRED WILSON.

NEW YORK CITY -BASED

VENTURE CAPITALIST

AND BLOGGER
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CONTINUED FROM PAGE 44

Don't have them? Now's the time to put them in place.

First, it pays to get all of your ducks in a row. In Diane's case, because the position

had changed over time and she didn't have an up-to-date job description, it was
difficult for her to imagine this vacant position without the assistant in it. In order
to assemble an A+ team, it's essential to focus on what the job requires first, rather
than the person who is actually in the position. Start out on the right track with a
job analysis and a job description. Why? A solid job analysis has two purposes:

1. PREPARING ONE AT THE GET -GO WILL GIVE YOU A CLEAR PICTURE OF

WHAT THE POSITION REQUIRES-BOTH IN TERMS OF JOB DUTIES AND IN

KNOWLEDGE. Once you have this, you will be better able to attract a high -quality

pool of applicants because you have accurately and adequately described the posi-
tion. Your goal is to give a realistic preview of the expectations for the job.

2. SINCE THE INFORMATION YOU COLLECT FOR YOUR JOB ANALYSIS WILL

ROLL RIGHT INTO THE JOB DESCRIPTION ITSELF, you will be able to make

sure that the information you include in the job description is job -related.

The job description is the tool you'll use to summarize everything you've col-
lected in the job analysis. Typically, this will describe job duties, responsibilities and

requirements, as well as the minimum qualifications you'll set for the job, and any
physical requirements. And a sound job description does double duty; it will give

current staff clear guidelines and will offer potential employees a comprehensive

picture about the job.

(PLAN FOR SUCCESSION)
What will you do if that stellar new manager you recently aced from your biggest
competitor just as suddenly departs? It's a fact: in today's constantly changing busi-
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IT'S A FACT:
IN TODAY'S CONSTANTLY

CHANGING BUSINESS
CLIMATE, THE NEED

FOR LEADERSHIP
STRENGTH AND A SOLID

c
S CCESSION PLAN

IS NO LONGER
OPTIONAL;

IT'S CRITICAL."

ness climate, the need for leadership strength and a solid succession plan is no lon-
ger optional; it's critical. Companies prepared with a leadership continuity plan are
the most likely to succeed. If you've been putting it off, your annual planning ses-
sion is an excellent time to rethink your approach. Your goal here is to make your
succession planning intentional-putting your best talent together is a good start-

ing point.

<LOOK FOR DIFFERENCES IN MOTIVATION>
It's true that different generations are motivated differently. Diane, the Baby Boom-

er manager, for example, prefers in -person communication-she likes to talk with
her employees in person or on the phone. Potential Gen Y (Millennial) employees,
on the other hand, are at ease communicating primarily through e-mail and text.
As an employer, you may need to focus on tailoring your approach with Millennials,

for example, as the way they learn is different from other generations.

How can you engage young professionals from the get -go? Think about how you
can offer the opportunity to learn through mentorship. Besides the obvious benefits

of more experienced professionals guiding newer managers, mentorship can be a
two-way street. Encouraging a rising star with a few years' experience to mentor
a newbie right out of college is a great way to offer leadership development right

within your ranks.
When we're looking toward our company's future, we all want exceptional Mil-

lennials to choose our company as the place they most want to work. Here's the
secret: think about what's important to them. If you're thinking money, you're not
entirely wrong, but more importantly, take time to consider what really matters to
them. Flexible working hours or the ability to take time to give back in your com-
munity can go a long way.

QUESTION TYPE:
CHARACTERSTCS
BEHAVIORAL: This is where you'll
ask candidates to describe how
they behaved in certain work situ-
ations. If you are interviewing an
administrative assistant or tenant
coordinator, for example, you might
ask: "Tell me about a time when
you had to deal with a tenant com-
plaint." Or, "Tell me about a time
when you received an emergency
call from a tenant."

JOB KNOWLEDGE: Here, you'll
want to assess if the candidate
has the necessary knowledge to
perform the job. When you're inter-
viewing for a maintenance tech or
engineer, you might ask, "What is
the procedure for changing the fil-
ter on a ventilation duct?" If you're
interviewing a property manager,
you may want to ask, "How do you
prepare your annual budget?"

WORKER REQUIREMENT: Because
every business is unique, you'll
want to gauge the candidate's will-
ingness to perform under certain
job conditions, If you're interview-
ing for an apartment resident or
leasing manage, you may want to
ask the following: "Weekends are
an extremely busy time for our
business. What are your feelings
about working on weekends?"

TO LEARN MORE ABOUT THE MILLENNIAL GENERATION, READ HERE COME THE MILLENNIALS
IN THE J/F 2015 ISSUE OF JPM®.
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MARKETING 1
& LEASING

> Provide service
and assist with the

leasing process,
including guidance

with fair housing

> Attract and
retain tenants

> Negotiate leases
and collect

rents/security deposits
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WHAT IT
TAKES TO
ATTP ifT

BY JOSEPH DOBRIAN

I

ILLUSTRATIONS BY PAUL LUKAS
RETAIN &
DEVELOP
GREAT MINDS

]1LL HAVE TROUBLE FINDING

TALENTED BUILDING MANAGERS,
BUT IT MAY BE GETTING EASIER TO
ATTR DEVELOP & RETAIN THEM.

Institutes of higher learning are making
management courses more accessible,

and management companies seem
to be increasing their efforts
to help their employees grow
professionally.

Meanwhile, individuals who have
gone into property management simply
for the sake of having a job are finding that
management opens doors to other pos-
sibilities, and gives them entry to various

exciting and remunerative careers in real

restate,Management company executives tend to agree
that the most effective way to attract the best managers is

to show the prospective employee that an entry-level job is
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just the first step on a rewarding
path. And with unemployment still rel-
atively high, now might be a good time
to recruit.

Lee B. Farris, CPM, president of
Fairmont Realty Group in Phoenix,
explained that for a boutique man-
agement company such as his, it's

harder to grow talent in-house than
it would be for a larger firm.

"The hardest part of attracting
talent, if you're a small company, is
that you have to hire for a position,"

he said. "There's little opportunity to
bring in someone new and train them

from scratch, the way a CBRE could do.
I need to hire people who already have
a basic understanding, then teach them
how I do my business. Our motto is,
'If I have to do your job, I don't need
you."

Farris said most property man-
agers "sort of fall into this business."
He was one of very few people who
went to college with the intention
of becoming a property manager.

"I got a degree in finance on
a Friday night," he recalled, "and

MAINTENANCE & RISK MANAGEMENT
> Keep vanous systems, from plumbing to

electrical to heating, in working order

> Hire landscaping crews or collect bids for
repair work

> Complete or basic repair jobs and/or
manage/supervise maintenance staff

went to work for Gerald Hines on Mon-
day morning. Today I teach at the Ari-
zona School of Real Estate, but I hardly
know anybody who went to school to do
this. You can expect your salary to start
in the $30-35,000 range, and if you're
lucky and work hard you can get up to
$150,000 if you own your company, and
if you have some really big clients. But
it's not easy to start a company from
scratch now."

CREATING OR CLEARING
THE PATH

At Newmark Grubb ACRES, in Salt
Lake City, W. Brent Shaw, vice president

and broker, said the greatest challenge
lies not in finding talented people-al-
though that's tough enough-but in
keeping them. One mistake his compa-
ny made early on, he admitted, was not
providing clear enough career paths for
employees.

"We draw talent from Brigham Young
University's Facility and Property Man-
agement program, and we're focusing
more on setting up programs our em-

ployees can relate to, such as
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just the first step on a rewarding
path. And with unemployment still rel-
atively high, now might be a good time
to recruit.

Lee B. Farris, CPM, president of
Fairmont Realty Group in Phoenix,
explained that for a boutique man-
agement company such as his, it's

harder to grow talent in-house than
it would be for a larger firm.

"The hardest part of attracting
talent, if you're a small company, is
that you have to hire for a position,"

he said. "There's little opportunity to
bring in someone new and train them

from scratch, the way a CBRE could do.
I need to hire people who already have
a basic understanding, then teach them
how I do my business. Our motto is,
'If I have to do your job, I don't need
you."

Farris said most property man-
agers "sort of fall into this business."
He was one of very few people who
went to college with the intention
of becoming a property manager.

"I got a degree in finance on
a Friday night," he recalled, "and

MAINTENANCE & RISK MANAGEMENT
> Keep vanous systems, from plumbing to

electrical to heating, in working order

> Hire landscaping crews or collect bids for
repair work

> Complete or basic repair jobs and/or
manage/supervise maintenance staff

went to work for Gerald Hines on Mon-
day morning. Today I teach at the Ari-
zona School of Real Estate, but I hardly
know anybody who went to school to do
this. You can expect your salary to start
in the $30-35,000 range, and if you're
lucky and work hard you can get up to
$150,000 if you own your company, and
if you have some really big clients. But
it's not easy to start a company from
scratch now."

CREATING OR CLEARING
THE PATH

At Newmark Grubb ACRES, in Salt
Lake City, W. Brent Shaw, vice president

and broker, said the greatest challenge
lies not in finding talented people-al-
though that's tough enough-but in
keeping them. One mistake his compa-
ny made early on, he admitted, was not
providing clear enough career paths for
employees.

"We draw talent from Brigham Young
University's Facility and Property Man-
agement program, and we're focusing
more on setting up programs our em-

ployees can relate to, such as

50 jpflr MayJun 2015



helping them earn a CPM
designation as classes are made available
locally. We have a good IREM Chapter
here that rotates those classes so that a
manager can complete the course work
over a few years."

Shaw said he typically hires a new-
comer as an assistant manager who'll
start at ground level, helping a manager
with the "grunt work" and working up to
being a full-fledged property manager.

"With the experience you gain as a
manager, you can start your own real
estate investment portfolio, or look at
other kinds of jobs in the industry, like
brokerage," he said.

PASSION AND INGENUITY
TRUMPS EXPERIENCE
Shaw said his company focuses on office,

and handles some industrial and retail,
but avoids multifamily. Louisville, Ky.-
k i TThfT) ,,., tb1

FINANCE
> Review all property rnaagernent

financial reports on individual
assets

> Define a budget and describe its
purposes

> Describe ways to forecast income
and expenses

on multifamily. There, Amy Bickel, vice
president of human resources, said the
company attracts new talent largely by
building a strong community presence.

"We involve ourselves in the commu-
nities we serve," she said, "and people are
attracted by the reputation of our found-
er, Deborah Chariton, in the industry.
We prefer that our property managers
come in with the CPM [designation], but
if they don't have it it's not a deal-break-
er-if they have the experience."

Bickel said PMR is glad to take a
chance on an applicant who has no real
estate experience, but they'll generally
start out in customer service or leas-
ing. Then, as they gain experience, they
can take any of several career directions
while staying with PMR.

"We try to promote from within," she
said. "We have lots of strong managers
who serve as mentors to newer people.
We have employees who started in leas-
ing and have stuck with it because it's
their passion; some move into property
management or supervisory roles. We
have an accountant who started in leas-
ing just to get her foot in the door, but
she wanted all along to work in our ac-
counting department."

In initial interviews, Bickel siad, PMR
looks for outgoing people who can come
up with ready and sensible answers to
theoretical situations.

"We foster a family -type atmo-
sphere, with an open-door policy, a

very rich benefit package and a signifi-
cant amount of paid time off," she said.

ery competitive,
here most corn-

:ake pride in our
ci employees, and
nmunity involve -

Jeff Gold-
stone, president

of Philadelphia -
based Herbert
Yentis & Co.
Realtors, said
that it's easier
to find and
retain manag-
ers in a down
economy. The

property man-
ement business
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isn't much affected by economic con-
ditions, since buildings still need to be
run-but more talented people are out
of work.

"There's definitely a learning curve,"
he said, "but we have a lot of backup
in our office: people who've been here
30 years and more. I can take someone
with a good head on his shoulders and
train him to be a good property man-
ager. If they lack knowledge in one area
or another, we have people to educate
them."

HIRING FROM WITHIN

Goldstone said he retains employees by
giving them a piece of the management
fees collected, and to earn extra money
from leasing; he also offers a profit-shar-
ing plan.

"People tend to flow in and out of sales
or leasing as the market fluctuates,"
he said. "Management, though, is a

steady vehicle. You don't make as much
in management as you do in sales, but
you'll do better when the market con-
tracts. It can be a disaster, if you're used
to making $1 million a year in sales and
all of a sudden you're making $40,000."

Goldstone said he looks for a calm
demeanor and a positive attitude in pro-
spective managers. The management
personality is different from the sales
personality, although sometimes a sales-
person can become a good manager.

"When you're a manager, people don't
call you to give you good news," he
pointed out. "They only call with prob-
lems, and you have to have patience to
say, 'We can take care of that.' You have
to be a self-starter, have patience, be able
to plow through some boring stuff."

J
ASSET MANAGER
> Oversee property managers and Leasing

J agents

> Lead financial analysis, market studies and
I industry standard reporting

Q)
> Evaluate industry innovations, trends and

I changes and recommend new ideas

> Negotiate service level agreements, licensing
agreements and assigning compliance levels

"It's difficult to find talent, so we've
gone more to developing it in-house, cre-
ating junior positions and trainees," said
Frank A. Socci Jr., CPM, director of prop-

erty management at NA! Long Island
(Melville, N.Y.). "Property management
isn't ordinarily something you major in,
in college. People tend to get into this
business by accident. It's a nightmare,
trying to find good people. We have more
senior people in supervisory positions
now, and we're reducing their workload
and giving them supervision of the ju-
nior positions we're trying to create."

Recruiting property managers, said
Socci, is just a matter of going out and
finding them, mainly by visiting col-
leges and making the company known,
but also by recruiting people who've
fallen through the cracks of other in-
dustries, such as construction. Among
college students, he looks for those who
are studying the financial end of real es-
tate but might be more interested in the
bricks and mortar.

"When we train new people, we tell
them they're not going to know all the
answers right away, but we show them
where to find the answers," he said.

Long-term, it may become easier to
find entry-level property managers who
were planning all along to get into the

business. A few colle
es and universities o
fer dedicated progran
in facilities manage
ment. Kevin Mule.

construction facili

ties management cc
ordinator at Brigha
Young Universi
(Provo, Utah), said
School of Technol
there offers two progi
in facility and properl
agement: one focusin
dential and the other
cial real estate. They ii

operations, maintenance, feasibility and
financial analysis.

"Our program has been in place for
about 40 years, and I'm guessing there
are only about 30 or 40 such programs
nationwide," Miller said. "We've seen in-
creased interest in property management
in the past 10 years, and our main demo-
graphic is ordinarily young undergradu-
ates, rather than older students who have
spent some time in the business."

Phil Hammond, director of gradu-
ate programs at Boston's Wentworth
Institute of Technology, said that Wen-
tworth offers a bachelor's degree in proj-
ect management and master's degrees
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in facilities ment, maybe working for a college, hos-
management pita! or development firm. They need to

and construction management. know about leases, efficiency, energy,
"We try to help lower -level workers sustainability, finance and human re-

move up the !adder, and manage peop!e sources management.
who wi!! move into their previous jobs," "These programs are sti!l fairly rare,
he explained. "Usua!!y our students but we offer degrees on!ine, so if you're
have several years of experience and working in Tacoma you can stil! get a
their only limitation to growth is the degree from Wentworth. The ability
lack of a degree. We have architectural to get these degrees online will be very
students who see greater opportunities good for the industry, especially as the
in project and construction manage- business becomes more international."

JOE DOBRIAN IS A CONTRIBUTING WRITER FOR JPM®. 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&âIREM.ORG.

HUMAN
RESOURCES

> Identify effective
hiring practices

> Handle
discipLinary
action legally

> Manage
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turnover
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I\ 'S e n 10 r lvi 0 fl e nt BY JOHN SALUSTRI. CONTRIBUTING WRITER FOR JPM®

In a recent IREM blog, we reported that ingly, she has definite thoughts on the subject. As
A there are actually companies that appre- a self -described borderline Baby Boomer/Gen-

ciate, rather than devalue, the experience Xer, Morgan said she has seen life from both sides,
that comes with age. The blog also enumer- and she believes that in the Austin IREM Chapter,

www.irem.org/ ated a number of ways to keep the more seasoned "We've done an incredible job over the past five
resources! professionals in your organization engaged. In years of diversifying to make the Chapter more

irem-blog/irem- many respects, it's countercultural thinking, es- youthful without pushing older managers out.
bLogs-blog/2015/ pecially if the culture is as youth -oriented as ours. "In fact, it is imperative that we have that Se-

02/does-old- Kimberly Morgan, CPM, is the IREM Diver- nior leadership," she continued. "Our more Se -

mean -out sity Advisory Board chairperson, so not surpris- nior members are absolutely key to the success of
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our chapter and our industry as a whole because
they are the ones with all the knowledge."

CUTTING SALARIES CUTS QUALITY
Despite the rationale of many employers to hire
youth for their growth potential and lower sala-
ries, Morgan has seen none of that in her mar-
ket. "The reason why, I think, is because of the
market we are in," she said. "Austin is growing.
We are always in the top 10 percent of every
growth chart there is. So we are always looking
for people to come in and manage our buildings.
We are not at a place where we can say, 'Out with
the old and in with the new,' to keep salaries low.
We are still short and looking for people with at
least three to five years of experience to manage
those buildings. If you contacted someone whose
market is not growing, you will probably get a
different answer."

But there's something more. Morgan said it's
Austin's small-town mentality, even though it
is as large as it is. She cited one local company
whose "senior director of property management
has been in the industry for 25 or 30 years. She
is not goilig anywhere and she makes sure she
hires the best people. She believes in that experi-
ence when she hires and the necessity of having
someone who knows what they are doing rather
than just keeping operating expenses low." That
money spent, Morgan added, ultimately saves
money.

DIVERSIFYING THE GENERATIONAL MIX
Each group-Boomers and Millen nials-have
their reputations, the former charged with being
too set in their ways and the latter disloyal, ready
to jump jobs in two or three years for the next
opportunity. Morgan said yes to the first, no to
the second, with qualifiers for both.

While Boomers can be set in their ways, that
is largely a function of the company they work
for and the youthful mindset they bring to the
task at hand. In terms of the Millennial lack of
loyalty, "If you're in the tech industry, yeah," she
said. "But if you're in management and they are
truly being challenged and there is upward mo-
bility, they will stay and they will be loyal. I've

WE ARE NOT AT A PLACE WHERE
WE CAN SAY, ' OUT WITH THE OLD
AND IN WITH THE NEW' TO KEEP
SALARIES LOW.
seen it. The reason why people have that percep-
tion is because Millennials want to see that mo-
bility. But who doesn't?"

She also reported a special collaboration that
takes place in organizations that mingle older
talent with new, and she said she herself has been
the recipient of such interaction. Her building,
300 West Sixth, is "60 percent tech" with the rest
more traditional space holders, such as attorneys
and accounting firms. "1 am having the dilemma
aof 'how to keep my tenants engaged equally' as
we speak." I recently went to my manager and
said I need another admin because I am not tech -
savvy enough to know how to use all the latest
social networks and computer programs. I need
someone who can engage a little more than I
can."

MULTI -GENERATIONAL WORKPLACE
A WIN -WIN

Thus, while older professionals can teach up-
and-comers best practices in property manage-
ment, younger members of the team expose their
seniors to new methods of interaction and en-
gagement.

For the record, Morgan has five people on her
team, one admin and the rest engineers span-
ning ages 26 to 62. Aged right in the middle of
that range is Morgan herself. Does she feel re-
sentment from the more senior members about
reporting to someone 20 years their junior?

To that, there is an emphatic no. "They under-
stand my role," she explained. "But I have that
old soul and I give everyone their due respect.
We're all equals in my mind. We are extremely
collaborative."

They have to be, she concluded, "to make it all
work."

KIMBERLY MORGAN,
CPM, (KMORGAN@
PKYCOM) IS THE IREM
DIVERSITY ADVISORY
BOARD CHAIRPERSON.
SHE IS ALSO SENIOR
PROPERTY MANAGER
AT 300 WEST SIXTH ST.
IN AUSTIN. TEXAS FOR
PARKWAY PROPERTIES.
IN ADDITION, SHE IS
ALSO PAST PRESIDENT
OF REM'S AUSTIN
CHAPTER.
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old soul and I give everyone their due respect.
We're all equals in my mind. We are extremely
collaborative."

They have to be, she concluded, "to make it all
work."

KIMBERLY MORGAN,
CPM, (KMORGAN@
PKYCOM) IS THE IREM
DIVERSITY ADVISORY
BOARD CHAIRPERSON.
SHE IS ALSO SENIOR
PROPERTY MANAGER
AT 300 WEST SIXTH ST.
IN AUSTIN. TEXAS FOR
PARKWAY PROPERTIES.
IN ADDITION, SHE IS
ALSO PAST PRESIDENT
OF REM'S AUSTIN
CHAPTER.
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IREM insider / FOUNDATION NEWS

IREM
FOUNDATION
HIGHLIGHTS

SINCE WE BEGAN

Since its incorporation as a not -for-profit organization in
February 1977, the IREM Foundation has some solid achievements un-
der its belt. Our joint mission with IREM to attract, develop and retain in-
dividuals for careers in real estate management drives our efforts to increase
the Foundation's capacity and reach.

It is the recognition of our achievements and success that enable us to
build and rise to even higher heights. From time to time, we look back to see
what has been achieved and use that as a basis for charting our way forward.

Allow us to share with you an historic look at some of the highlights of
your Foundation:

1990 Published Before Disaster Strikes

1991 Collegiate minority scholarship created
and named for George M. Brooker. CPM in
1993 / Managing the Future produced with

Arthur Andersen

r1982 Louise L. and Y.T. Lum Award first presented
to Edward N. Kelley. CPM

1983 Lloyd 0. Hanford Distinguished Faculty Award
first presented to Lloyd 0. Hanford . Jr.. CPM /
Produced Real Estate Management Office Study fReceivedour

largest major gift to
date from Barbara

and Joseph T. Aveni.
CPM

2OlOFundedthelREM
1

_________________ Job Analysis Study -

2000 Managed
I

partially funded by

IREM's Minority
the Barbara and

Outreach
Joseph T. Aveni Fund

Scholarship
(updated in 2014)

Program

Approved a
a grant for REALTOR

, University to provide
jy scholarship funding

______________________ towards a Master in
Real Estate degree

Supported the ReStart
ram Funded (through 2003)
larship endowment at Virginia
technic Institute and State
ersity, Blacksburg. Va.

I

2005 Organized Hurricane Katrina
initiative

2008 Funded the development of an
Intern guide and revision of the Careers in
Real Estate Management booklet / Became
a sponsor of the REM 75th Anniversary
Veterans Initiative / Launched Chapter
Restricted Fund program

Additionally, we have generously funded many scholarships, helping people attend IREM courses required to
earn an IREM credential. Our investment in IREM's career and academic outreach initiatives geared toward exposing college
students and members of underrepresented population groups to the "IREM Experience" remains priceless.
As the philanthropic arm of IREM, the IREM Foundation builds relationships and partnerships inspiring charitable giving by
individuals and organizations. This support enables us to be a financially sustainable organization that strengthens our sym-
biotic relationship with IREM.

TO LEARN MORE ABOUT THE FOUNDATION AND

SUPPORT OUR EFFORTS, VISIT THE WEBSITE AT WWWIREMFOUNDAT!ON.ORG.
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FEBRUARY MARCH
Anne Angel, CPM Obadiah J. Arthur, CPM Harold L. Lawson, CPM

Adam P. Bernhardt, CPM Reza Ayel, CPM John G. Linscott, CPM

Thomas H. Bessler, CPM Laura Billberry, CPM Eddie Lisboa, CPM

Katie J. Betts, CPM ARM Annie -Laurie Bushman, CPM Gwendolyn Louchouarn, CPM

John Cacaj, CPM, ARM Tosha R. Clay, CPM Jake Lundgren, CPM

Maria C. Correa, CPM Caroline T. Connor, CPM Rachna Morgado, CPM

Leigh F. Cristobal, CPM Naoto Daimaru, CPM Joseph T. Moscariello, CPM, ARM

Sean M. Davis, CPM, ACOM Pamela Darke, CPM Yulia I. Neupokoeva, CPM

Stacy Davis -Wynn, CPM Jason A. Dolloph, CPM Masatoshi Ono, CPM

Mark A. Decker, CPM Theresa L. Ebner, CPM Edward B. Partridge, CPM

Nancy L. Edwards, CPM Thomas Evan, CPM Jannette Perry, CPM, ARM

Heide Foley, CPM Yukio Fukagawa, CPM Sean J. Plotkin, CPM

Alejandro Garcia, CPM Sonia Garcia, CPM Elias Porras, CPM

Neal Hamilton, CPM Tina M. Granger, CPM Aaron 0. Ross, CPM

Kris A. Harris, CPM Angela L. Hall, CPM Daniel Saldana, CPM

Jessica Hinze, CPM Timothy F. Hamann, CPM Katrina J. Sauer, CPM

Nadine F. Huff, CPM Lara S. Hammje, CPM 'iasuyuki R. Shimada, CPM

Tonya M. Johnson, CPM Ryo Harada, CPM Shin Sogabe, CPM

Marlys F. Jordan, CPM, ARM Junichi Hasegawa, CPM Michael J. Tatro, CPM, ARM

Mahnaz Khazen, CPM Aleisha L. Hicks, CPM Michael J. Terkalas, CPM

Justin W. Larson, CPM Mami Hori, CPM Hideaki Tsuchiya, CPM

Tracey L. Martin, CPM, ARM Mitsuhiro Isono, CPM Keisuke Usui, CPM

Ashley A. Monahan, CPM Jarom H. Johnson, CPM Lyndsay M. Walbran, CPM

Rebecca M. Monroe, CPM Benjamin M. Jordan, CPM George P. Waters, CPM

Jacobo Ortiz Blanes, CPM Tomoya Katahira, CPM Nicole N. Weber, CPM, ARM

Michael A. Plesnitzer, CPM Chiaki Kawaguchi, CPM Choni Y. Wilcox, CPM

Bradley S. Randall, CPM Michael E. Keaveney, CPM Carlye C. Wosmansky, CPM

Molly R. Santiago, CPM Megan M. Kruger -Dugan, CPM Brian S. Zakrzewski, CPM, ARM

Tina R. Tipton, CPM

VA

UI'1 IUDIIYAIHDII
FEBRUARY MARCH
Anne Angel, CPM Obadiah J. Arthur, CPM Harold L. Lawson, CPM

Adam P. Bernhardt, CPM Reza Ayel, CPM John G. Linscott, CPM

Thomas H. Bessler, CPM Laura Billberry, CPM Eddie Lisboa, CPM

Katie J. Betts, CPM ARM Annie -Laurie Bushman, CPM Gwendolyn Louchouarn, CPM

John Cacaj, CPM, ARM Tosha R. Clay, CPM Jake Lundgren, CPM

Maria C. Correa, CPM Caroline T. Connor, CPM Rachna Morgado, CPM

Leigh F. Cristobal, CPM Naoto Daimaru, CPM Joseph T. Moscariello, CPM, ARM

Sean M. Davis, CPM, ACOM Pamela Darke, CPM Yulia I. Neupokoeva, CPM

Stacy Davis -Wynn, CPM Jason A. Dolloph, CPM Masatoshi Ono, CPM

Mark A. Decker, CPM Theresa L. Ebner, CPM Edward B. Partridge, CPM

Nancy L. Edwards, CPM Thomas Evan, CPM Jannette Perry, CPM, ARM

Heide Foley, CPM Yukio Fukagawa, CPM Sean J. Plotkin, CPM

Alejandro Garcia, CPM Sonia Garcia, CPM Elias Porras, CPM

Neal Hamilton, CPM Tina M. Granger, CPM Aaron 0. Ross, CPM

Kris A. Harris, CPM Angela L. Hall, CPM Daniel Saldana, CPM

Jessica Hinze, CPM Timothy F. Hamann, CPM Katrina J. Sauer, CPM

Nadine F. Huff, CPM Lara S. Hammje, CPM 'iasuyuki R. Shimada, CPM

Tonya M. Johnson, CPM Ryo Harada, CPM Shin Sogabe, CPM

Marlys F. Jordan, CPM, ARM Junichi Hasegawa, CPM Michael J. Tatro, CPM, ARM

Mahnaz Khazen, CPM Aleisha L. Hicks, CPM Michael J. Terkalas, CPM

Justin W. Larson, CPM Mami Hori, CPM Hideaki Tsuchiya, CPM

Tracey L. Martin, CPM, ARM Mitsuhiro Isono, CPM Keisuke Usui, CPM

Ashley A. Monahan, CPM Jarom H. Johnson, CPM Lyndsay M. Walbran, CPM

Rebecca M. Monroe, CPM Benjamin M. Jordan, CPM George P. Waters, CPM

Jacobo Ortiz Blanes, CPM Tomoya Katahira, CPM Nicole N. Weber, CPM, ARM

Michael A. Plesnitzer, CPM Chiaki Kawaguchi, CPM Choni Y. Wilcox, CPM

Bradley S. Randall, CPM Michael E. Keaveney, CPM Carlye C. Wosmansky, CPM

Molly R. Santiago, CPM Megan M. Kruger -Dugan, CPM Brian S. Zakrzewski, CPM, ARM

Tina R. Tipton, CPM



IREM insider I ON TITE ROAD MAY/JIJ.NE2015 LEADERSHIP VISITS

_______________________________________
- 'l -

______ ; - .

______ I r

'is.

S..- -
: ,IPl\

_ I' _iIfjio
'

'-5- t,)

/

.5-I \
\

'-5 I

.

/it' II I
MAY 11 - 17
NAR Mid -Year Conference

LOCAl ION: Washington
VISITING LEADERS; All Officers; Russell

C. Salzman, CAE, IOM, RCE, CEO!

Executive Vice President

MAY 15
Metro Washington Chapter No. 8, N.

Va. Chapter No. 77, West Central Md.
Chapter No. 92
LOCATION; Washington

VISITING LEADERS; Lori Burger, CFM,

President; Russell C. Salzman, CAE, IOM
RCE, CEO/Executive Vice President;

Lynn Disbrow, Chief Operating Officer.
Membership & Marketing Services

MAY 18 - 20
ICSC RECon Conference
LOCATION: Las Vegas

VISITING LEADERS: Christopher Mellen,

CPM, ARM, President -Elect; Russell C.
Salzman, CAE, IOM, RCE, CEO/Executive
Vice President

MAY 20
Rhode Island Chapter No. 88 Awards
LOCATION: Providence, RI.

VISITING LEADER: Lori Burger, CPM,

President

MAY 22 - 31
IREM Japan Int'l Program & Annual
Meeting

LOCATION: Tokyo

VISITING LEADERS; Lori Burger, CPM,

JUNE 16
Wichita Chapter No. 65
LOCATION; Wichita, Kan.

VISITING LEADER: Michael Lanning, CPM,

Secretary/Treasurer

President; Russell C. Salzman, CAE, IOM, JUNE 19
RCE, CEO/Executive Vice President

MAY 26 - 28
REIC Annual Conference
LOCATION; Vancouver

VISITING LEADERS: Christopher Mellen,

CPM, ARM, President -Elect; Nancye Kirk,
Chief Strategy Officer/Vice President,
Global Services

MAY 28
Orange County Chapter No. 91
Conference
LOCATION: Orange County, Calif.

VISITING LEADER: Michael Lanning, CPM,

Secretary/Tre surer

JUNE 10
Northern Virginia No. 77
LOCATION; McLean, Va.

VISITING LEADER; Lynn Disbrow, Chief

Operating Officer. Membership &
Marketing Services

For a comprehensive calendar of chapter visits,
go to www.irem.org/caiendar.

Denver Chapter No. 17
LOCATION; Denver

VISITING LEADER; Don Wilkerson, CPM,

Senior Vice President

JUNE 24 - 27
NAREE

LOCATION; Miami

VISITING LEADER; Lou Burger. CPM,

President

JUNE 24 - 27
NAA Education & Expo
LOCATION: Las Vegas

VISITING LEADERS: Christopher Mellen,

CPM, ARM. President -Elect; Russell C.
Salzman, CAE, IOM, RCE, CEO/Executive
Vice President

JUNE 28 - 30
BOMA Int'l Conference
LOCATION: Los Angeles

VISITING LEADERS; MichacI Lanning,
CPM, Secretary/Treasurer; Russell C.
Salzman, CAE, IOM, RCE, CEO/Executive

Vice President
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CONTINUED FROM P 31

/ FAMOUS PROPERTIES

that attracts a lot of visitors, however, we
need to make sure our tenants can take
advantage of the amenities, as well,"
Clark said.

That said, the building didn't want
traditional, intimidating security guards
in uniforms with badges and patches. In-
stead, the building refers to its security
professionals as security concierges. They
are dressed in khakis and black polo
shirts with the building's logo. Along
with manning the lobby and ensuring
the safety of the building, the full-time
security concierges direct people to their
destinations, help people check out the
beach cruisers and enforce the dog policy
rules when necessary.

NEW OPPORTUNITIES TO GROW
Getting a chance to manage such a dy-
namic property appealed to Clark pro-
fessionally. "The reason I took this job
was for the creative office space experi-
ence," he said. "I have done traditional
office space for years, and I wanted a
new challenge."

In his time at 2101 El Segundo, Clark
has gained valuable experience within
the creative office market. "I've had to
find vendors who could repair the beach
cruisers when necessary or repair the
fire pit," he said. 'Those weren't on my
vendor lists [from past office experi-
ence]. I've learned about maintaining
chalkboard paint and shuffle board
tables. And all of this adds to the experi-
ence of managing this type of property."

Clark anticipates that this experience
will prove useful as creative office spaces
gain traction across the country. "Five
years from now, I think [creative office
buildings] could be more of the norm,"
he said..

DIANA MIREL IS A CONTRIBUTING WRITER
FOR JPtvI. IF YOU HAVE QUESTIONS
REGARDING THIS ARTICLE OR YOU ARE
AN IREM MEMBER INTERESTED IN WRITING
FOR JPM, PLEASE E-MAIL MARIANA
TOSCAS AT MTOSCAS(ã1REM.ORG.

AD INDEX
ADVERTISER WEBSITE PAGE

Appfolio www.appfo1io.com 15

Away With Geese www.awaywithgeese.com/jpm 15

Field Guide for Practical www.irembooks.org 25

Apartment Management

REM REME Awards www.irem.org/REME 23

IREM Fall www.irem.org/events
Leadership Conference

IREM Industry Partners www.irem.org 54

National Grid nqrid.com/multifamilyma 13

Rent Manager rentmanager.com Cover 2

Salsbury Industries rnailboxes.com 15

WaveBrake rubbermaidcommercial.com Cover 3

Yardi Systems, Inc. www.yardi.com/rentcafe 21

Yardi Systems, Inc. www.yardi.com/procuretopay Cover 4

Disciplinary action was taken against a member as a result of a hearing held by the
IREM Ethics Hearing and Discipline Board in October 2014. The discipline imposed
requires publication of this IREM Member's ethical violations in JPM and success-
ful completion of Ethics for the Real Estate Manager (ETH800) by December 1, 2015.
Should the Member not successfully complete Ethics for the Real Estate Manager by
this date, the individual's membership and CPM designation with REM will be termi-
nated.

The Member was disciplined for violating the REM Code of Professional Ethics, Ar-
ticle 1 (Loyalty to Client, Firm, and/or Employer) and Article 7 (Conflict of Interest).

irem.org/jpm jptn 61
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IREM insider / COURSE LISTINGS

M /\\y Marketing and Leasing: May 11-12 Oakbrook, Ill.
Multifamily Properties (MKL4O5)

Ethics for the Real Estate May 1 Kansas City, Mo
Manager (ETH800)

Investment Real Estate May 13-14 Orange County,
Financing and Valuation - Calif.

Investment Real Estate May 1 Braintree, Mass. Part 2 (ASM604)
Financing and Valuation

-Part 3 (ASM6O5)
Investment Real Estate May 13-14 San Antonio
Financing and Valuation -

ARM Certification Exam May 2 Los Angeles Part 2 (ASM6O4)
(ARMEXM) Investment Real Estate: May 13-14 Chandler. Ariz.
Investment Real Estate May 4-5 Memphis. Tenn. Financial Tools (FIN4O2)
Financing and Valuation

-Part 1 (ASM6O3)
Investment Real Estate: May 13-14 Cherry Hill. N.J.
Financial Tools (F1N402)

Management Plan Skills May 4-7 Hoover. Ala.
Assessment (MPSAXM)

Investment Real Estate: May 13-14 New York
Financial Tools (F1N402)

Management Plan Skills May 4-7 Denver
Assessment (MPSAXM)

Leadership and Human May 13-14 Oakbrook, III.
Resource Essentials (HRS4O2)

Management Plan Skills May 4-7 Houston
Assessment (MPSAXM)

Leadership and Human May 14-15 Pittsburgh, Pa.
Resource Essentials (HRS4O2)

Marketing and Leasing: May 4-5 San Diego
Multifamily Properties (MKL4O5)

CPM Certification Exam May 15 Bloomington. Minn.
(CPMEXM)

Marketing and Leasing:
Office Buildings (MKL4O6)

May 4-5 San Diego
CPM Certification Exam May 15 Braintree, Mass.
(CPMEXM)

Managing the Physical Asset May 5-6 Jacksonville, Fla.
CPM Certification Exam May 15 Oldsmar, Fla.

(MNT4O2) (CPMEXM)
Marketing and Leasing:
Office Buildings (MKL4O6)

May 5-6 Portland. Ore.
Investment Real Estate May 15 Orange County,
Financing and Valuation - Calif.

Investment Real Estate May 6-7 Memphis, Tenn. Part 3 (ASM6O5)
Financing and Valuation

-Part 2 (ASM6O4)
Investment Real Estate May 15 San Antonio
Financing and Valuation -

Leadership and Human May 6-7 San Diego Part 3 (ASM605)
Resource Essentials (HRS4O2) Investment Real Estate: May 18-19 Austin, Texas
Ethics for the Real Estate May 7 Portland, Ore. Financial Tools (FIN4O2)
Manager (ETH800) Management Plan Skills May 18-21 Los Angeles
Leadership and Human May 7-8 Jacksonville, Fla. Assessment (MPSAXM)
Resource Essentials (HRS4O2) Marketing and Leasing: May 18-19 Las Vegas

CPM Certification Exam May 8 Hoover, Ala. Multifamily Properties (MKL4O5)
(CPMEXM) Marketing and Leasing: May 18-19 Washington
CPM Certification Exam May 8 Denver Multifamily Properties (MKL405)
(CPMEXM)

Marketing and Leasing: May 18-19 Washington
CPM Certification Exam May 8 Houston Office Buildings (MKL4O6)
(CPMEXM) Leadership and Human May 20-21 Las Vegas
Investment Real Estate May 8 Memphis, Tenn. Resource Essentials (HRS402)
Financing and Valuation

-Part 3 (ASM6O5) Leadership and Human May 20-21 Washington
Resource Essentials (HRS402)

Investment Real Estate May 11-12 Orange County,
Financing and Valuation - Calif. Leadership and Human May 21-22 Livonia, Mich.
Part 1 (ASM6O3) Resource Essentials (HRS4O2)
Investment Real Estate May 11-12 San Antonio CPM Certification Exam May 22 Los Angeles
Financing and Valuation

- (CPMEXM)
Part 1 (ASM6O3)

Management Plan Skills May 11-14 Bloomington, Minn. IREM ALSO OFFERS COURSESAssessment (MPSAXM)

Management Plan Skills May 11-14 Braintree, Mass. INTERNATIONALLY IN CANADA,
Assessment (MPSAXM) BULGARIA, BRAZIL, JAPAN, RUSSIA,
Management Plan Skills May 11-14 Oldsmar, Fla.
Assessment (MPSAXM) POLAND AND S. KOREA. TO FIND THE
Managing the Physical Asset May 11-12 Chandler, Ariz. SCHEDULE FOR THESE COURSES, VISIT
(MNT4O2)

WWW. IREM. ORG/E VENTSCHEDULE. CFM.
Managing the Physical Asset May 11-12 New York
(MNT4O2)

62 j[ilhI May.Jun 2015

IREM insider / COURSE LISTINGS

M /\\y Marketing and Leasing: May 11-12 Oakbrook, Ill.
Multifamily Properties (MKL4O5)

Ethics for the Real Estate May 1 Kansas City, Mo
Manager (ETH800)

Investment Real Estate May 13-14 Orange County,
Financing and Valuation - Calif.

Investment Real Estate May 1 Braintree, Mass. Part 2 (ASM604)
Financing and Valuation

-Part 3 (ASM6O5)
Investment Real Estate May 13-14 San Antonio
Financing and Valuation -

ARM Certification Exam May 2 Los Angeles Part 2 (ASM6O4)
(ARMEXM) Investment Real Estate: May 13-14 Chandler. Ariz.
Investment Real Estate May 4-5 Memphis. Tenn. Financial Tools (FIN4O2)
Financing and Valuation

-Part 1 (ASM6O3)
Investment Real Estate: May 13-14 Cherry Hill. N.J.
Financial Tools (F1N402)

Management Plan Skills May 4-7 Hoover. Ala.
Assessment (MPSAXM)

Investment Real Estate: May 13-14 New York
Financial Tools (F1N402)

Management Plan Skills May 4-7 Denver
Assessment (MPSAXM)

Leadership and Human May 13-14 Oakbrook, III.
Resource Essentials (HRS4O2)

Management Plan Skills May 4-7 Houston
Assessment (MPSAXM)

Leadership and Human May 14-15 Pittsburgh, Pa.
Resource Essentials (HRS4O2)

Marketing and Leasing: May 4-5 San Diego
Multifamily Properties (MKL4O5)

CPM Certification Exam May 15 Bloomington. Minn.
(CPMEXM)

Marketing and Leasing:
Office Buildings (MKL4O6)

May 4-5 San Diego
CPM Certification Exam May 15 Braintree, Mass.
(CPMEXM)

Managing the Physical Asset May 5-6 Jacksonville, Fla.
CPM Certification Exam May 15 Oldsmar, Fla.

(MNT4O2) (CPMEXM)
Marketing and Leasing:
Office Buildings (MKL4O6)

May 5-6 Portland. Ore.
Investment Real Estate May 15 Orange County,
Financing and Valuation - Calif.

Investment Real Estate May 6-7 Memphis, Tenn. Part 3 (ASM6O5)
Financing and Valuation

-Part 2 (ASM6O4)
Investment Real Estate May 15 San Antonio
Financing and Valuation -

Leadership and Human May 6-7 San Diego Part 3 (ASM605)
Resource Essentials (HRS4O2) Investment Real Estate: May 18-19 Austin, Texas
Ethics for the Real Estate May 7 Portland, Ore. Financial Tools (FIN4O2)
Manager (ETH800) Management Plan Skills May 18-21 Los Angeles
Leadership and Human May 7-8 Jacksonville, Fla. Assessment (MPSAXM)
Resource Essentials (HRS4O2) Marketing and Leasing: May 18-19 Las Vegas

CPM Certification Exam May 8 Hoover, Ala. Multifamily Properties (MKL4O5)
(CPMEXM) Marketing and Leasing: May 18-19 Washington
CPM Certification Exam May 8 Denver Multifamily Properties (MKL405)
(CPMEXM) Marketing and Leasing: May 18-19 Washington
CPM Certification Exam May 8 Houston Office Buildings (MKL4O6)
(CPMEXM) Leadership and Human May 20-21 Las Vegas
Investment Real Estate May 8 Memphis, Tenn. Resource Essentials (HRS402)
Financing and Valuation

-Part 3 (ASM6O5) Leadership and Human May 20-21 Washington
Resource Essentials (HRS402)

Investment Real Estate May 11-12 Orange County,
Financing and Valuation - Calif. Leadership and Human May 21-22 Livonia, Mich.
Part 1 (ASM6O3) Resource Essentials (HRS4O2)
Investment Real Estate May 11-12 San Antonio CPM Certification Exam May 22 Los Angeles
Financing and Valuation

- (CPMEXM)
Part 1 (ASM6O3)

Management Plan Skills May 11-14 Bloomington, Minn. IREM ALSO OFFERS COURSESAssessment (MPSAXM)

Management Plan Skills May 11-14 Braintree, Mass. INTERNATIONALLY IN CANADA,
Assessment (MPSAXM) BULGARIA, BRAZIL, JAPAN, RUSSIA,
Management Plan Skills May 11-14 Oldsmar, Fla.
Assessment (MPSAXM) POLAND AND S. KOREA. TO FIND THE
Managing the Physical Asset May 11-12 Chandler, Ariz. SCHEDULE FOR THESE COURSES, VISIT
(MNT4O2)

WWW. IREM. ORG/E VENTSCHEDULE. CFM.
Managing the Physical Asset May 11-12 New York
(MNT4O2)
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Managing the Physical June 1-2
Asset (MNT4O2)

Managing the Physical June 1-2
Asset (MNT4O2)

Managing the Physical June 1-2
Asset (MNT402)

Ethics for the Real Estate June 3
Manager (ETH800)

Investment Real Estate: June 3-4
Financial Toots (FIN4O2)

Investment Real Estate: June 3-4
Financial Tools (F1N402)

Investment Real Estate: June 3-4
Financial Tools (F1N402)

Ethics for the Real Estate June 5
Manager (ETH800)

Ethics for the Real Estate June 8
Manager (ETH800)

Investment Real Estate June 8-9
Financing and Valuation -
Part 1 (ASM6O3)

Investment Real Estate June 8-9
Financing and Valuation -
Part 1 (ASM6O3)

Investment Real Estate June 8-9
Financing and Valuation -
Part 1 (ASMÔO3)

Ethics for the Real Estate June 9
Manager (ETHBOO)

Managing Residential June 9-12
Properties (RES2O1)

Marketing and Leasing: June 9-10
Office Buildings (MKL4O6)

Ethics for the Real Estate June 10
Manager (ETH800)

Ethics for the Real Estate June 10
Manager (ETH800)

Investment Real Estate June 10-11
Financing and Valuation -
Part 2 (ASM6O4)

Investment Real Estate June 10-11
Financing and Valuation -
Part 2 (ASM 604)

Investment Real Estate June 10-11
Financing and Valuation -
Part 2 (ASM6O4)

Ethics for the Real Estate June 11
Manager (ETH 800)

Leadership and Human June 11-12
Resource Essentials (HRS4O2)

Leadership and Human June 11-12
Resource Essentials (HRS4O2)

Ethics for the Real Estate June 12
Manager (ETH800)

Ethics for the Real Estate June 12
Manager (ETH800)

Investment Real Estate June 12
Financing and Valuation -
Part 3 (ASM6O5)

COT IRSE LISTINGS / IREM insider

Investment Real Estate June 12 Kirkland, Wash.
Financing and Valuation -

Fairfax, Va. Part 3 (ASM6O5)

Investment Real Estate June 12 New York
Kansas City, Mo. Financing and Valuation -

Part 3 (ASM6O5)

San Diego Managing Residential June 12-25 Livonia, Mich.
Properties (RES2O1)

Jacksonville, Fla. ARM Certification Exam June 13 Wichita, Kan.
(ARMEXM)

Fairfax, Va. Managing Residential June 13-20 Cleveland
Properties (RES2O1)

Kansas City. Mo. Managing Residential June 15-18 Wallingford,
Properties (RES2O1) Conn.

San Diego Ethics for the Real Estate June 18 Greensboro, NC.
Manager (ETH800)

Fairfax, Va. Investment Real Estate: June 18-19 Pittsburgh, Pa.
Financial Tools (FIN4O2)

Wichita, Kan. ARM Certification Exam June 19 Wallingford,
(ARMEXM) Conn.

Austin, Texas ARM Certification Exam June 21 Cleveland
(ARMEXM)

Investment Real Estate June 22-23 Addison, Texas
Kirkland, Wash. Financing and Valuation -

Part 1 (ASM6O3)

Investment Real Estate June 22-23 San Francisco
New York Financing and Valuation -

Part 1 (ASM6O3)

Investment Real Estate June 24-25 Addison, Texas
Wallingford, Financing and Valuation -
Conn. Part 2 (ASM6O4)

Wichita, Kan. Investment Real Estate June 24-25 San Francisco
Financing and Valuation -

Orange County, Part 2 (ASM6O4)
Calif. Accredited Commercial June 26 Addison, Texas
Ft. Lauderdale, Manager Certification
Fla. Examination (CMLEXMX)

Los Angeles ARM Certification Exam June 26 Livonia, Mich.
(ARMEXM)

Austin, Texas Investment Real Estate June 26 Addison, Texas
Financing and Valuation -
Part 3 (ASM6O5)

Kirkland, Wash. Investment Real Estate June 26 San Francisco
Financing and Valuation -
Part 3 (ASM6O5)

New York

Livonia, Mich.

Orange County,
Calif.

St. Louis, Mo.

Cleveland

Houston

Austin. Texas
For the most up-to-date course listings,

please visit www.irem.org/education.
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Investment Real Estate June 12 New York
Kansas City, Mo. Financing and Valuation -

Part 3 (ASM6O5)

San Diego Managing Residential June 12-25 Livonia, Mich.
Properties (RES2O1)

Jacksonville, Fla. ARM Certification Exam June 13 Wichita, Kan.
(ARMEXM)

Fairfax, Va. Managing Residential June 13-20 Cleveland
Properties (RES2O1)

Kansas City. Mo. Managing Residential June 15-18 Wallingford,
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Manager (ETH800)

Fairfax, Va. Investment Real Estate: June 18-19 Pittsburgh, Pa.
Financial Tools (FIN4O2)

Wichita, Kan. ARM Certification Exam June 19 Wallingford,
(ARMEXM) Conn.

Austin, Texas ARM Certification Exam June 21 Cleveland
(ARMEXM)

Investment Real Estate June 22-23 Addison, Texas
Kirkland, Wash. Financing and Valuation -

Part 1 (ASM6O3)

Investment Real Estate June 22-23 San Francisco
New York Financing and Valuation -

Part 1 (ASM6O3)

Investment Real Estate June 24-25 Addison, Texas
Wallingford, Financing and Valuation -
Conn. Part 2 (ASM6O4)

Wichita, Kan. Investment Real Estate June 24-25 San Francisco
Financing and Valuation -

Orange County, Part 2 (ASM6O4)
Calif. Accredited Commercial June 26 Addison, Texas
Ft. Lauderdale, Manager Certification
Fla. Examination (CMLEXMX)

Los Angeles ARM Certification Exam June 26 Livonia, Mich.
(ARMEXM)

Austin, Texas Investment Real Estate June 26 Addison, Texas
Financing and Valuation -
Part 3 (ASM6O5)

Kirkland, Wash. Investment Real Estate June 26 San Francisco
Financing and Valuation -
Part 3 (ASM6O5)

New York

Livonia, Mich.

Orange County,
Calif.

St. Louis, Mo.

Cleveland

Houston

Austin. Texas
For the most up-to-date course listings,

please visit www.irem.org/education.
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A N C H 0 RAG F ALASKA WEATH ERS
DROP IN OIL PRICES

From a slew of new restaurants and outlet malls to a na-
tional beauty products retailer and an indoor artisan mar-
ket, commercial real estate remains in high demand in
Anchorage. The vacancy rate for retail space continues to
decline. Major influencers in 2015 will be the new Alaska
marijuana business, two proposed outlet malls and several
more national retailers that are eyeing expansion in An-
chorage.

Laura Cantrell, CPM

Managing Broker, Wiley Brooks Company, Inc.

Anchorage

04 2013 04 2014 % CHANGE VACANCY RAT
ASKING RENT ASKING RENT ASKING RENT 04 2014

$1,099 $1,122 2.1% 2.5%

$26.15 $25.85 -1.1% 10.0%

$19.86 $19.77 -0.5% 7.8%

SEATTLE SEATTLE THRIVES

ON TECH SECTOR

"The Seattle technology sector continues to put increased
demand on commercial office space with leader Amazon.
com working on three phases totaling over 1.7 million
square feet. Alibaba and Apple entered the Puget Sound
technology hub in 2015 adding to other existing house-
hold brand names like Microsoft, Google, Tableau, Zillow
and Facebook."

Phil(ip Combs, CPM

Chief Operations Officer, Stephen C. Grey & Associates LLC
Seattle

04 2013 04 2014 % CHANGE VACANCY RATE
ASKING RENT ASKING RENT ASKING RENT 04 2014

$1,199 $1,270 5.9% 4.6%

$30.18 $31.31 3.7% 12.5%

$23.36 $23.61 1.1% 8%

BETH MATTSON-TEIG IS A CONTRIBUTING WRITER FOR JPM'. IF YOU
HAVE QUESTIONS REGARDING THIS ARTICLE OR YOU ARE AN IREM
MEMBER INTERESTED IN WRITING FOR JPM, PLEASE E-MAIL MARl-
ANA TOSCAS AT MTQSCASIREM.ORG.
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Wavebrake's reduced splashing aflows for a faster, more efficient cleanup than other mopping systems.

4O
REDUCTION IN

SPLASHING
MOLDED-IN BAFFLES
REDUCE SPLASHING

WAVE BRAKE

cC 2015 BY RUBBERMAIL) COMMERCIAL PRODUCTS LIC 8900 NORTHPOINTE EXECUTIVE DRIVE. HUNTERSVILLE NC 28078
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huge time saver. You can gi

or quotes, including pricin

igh Yardi Marketplace.

HAW
it, Arcadia Management Group, Inc.
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YARDI Procure to PayTM
Simplify processes, cut costs and gain access to over one million

products from leading suppliers with our end -to -end online

procurement, vendor management and invoice processing platform.

YARDI To learn more, call 800.866.1144
or visit www.yardi.com/procuretopay.
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