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INTRODUCTION 
TO BE SUCCESSFUL, YOU’LL NEED FINELY TUNED SKILLS 
 
 

TECHNICAL 
• GET FAMILIAR WITH THE ‘TECHNICAL’ SIDE OF OUR BUSINESS 

 
 

ACTION 
• BRINGING VALUE TO OUR CLIENTS 

 
 

SUCCESS 
• STRATEGIES USED BY OUR TOP PRODUCERS TO HELP ACHIEVE LONG-TERM GOALS  

ANOTHER WAY TO THINK OF IT WOULD BE: 
 
 

KNOWLEDGE 
• THE TECHNICAL BACKGROUND INFORMATION NEEDED IN CRE SERVICES 

 
 

SKILLS 
• COMPRISE ACTUAL ACTIVITIES OF YOUR PROFESSION 

 
 

PLANNING 
• CONTRIBUTORS TO SUPERIOR JOB PERFORMANCE 

 

 
 



Broker Success Training 

 

2017 Capacity Commercial Group 3 

 

 

BROKER SUCCESS TRAINING 
COURSE OBJECTIVES AND GOALS 
 

This training has been specifically designed to move you quickly into a high level of technical 
competency and client service as well as income produc�on at Capacity Commercial Group. Regardless 
of your real estate sales background or experience, you will find Broker Success Training requires the 
same a�tudes as the business itself:  

1. Self-discipline 
2. Commitment to client and company 
3. Self-mo�vated execu�on, and 
4. Long-term outlook 

 

Upon comple�on of the Broker Success Training, you will 
 

1. Have a clear understanding of what your career entails from the standpoint of  
a. Company expecta�ons 
b. Itemized job responsibili�es 
c. Behaviors and a�tudes, and 
d. Your own business plan 

2. Be familiar with company process, policies and procedures affec�ng your as set forth in CCGs 
Policy and Procedures 

3. Be familiar with office and desk opera�ons including organiza�on of staff personnel, company 
support facili�es (copiers, telephones, mail, intranet, etc.), a personal file system, and the 
general method of your office's Business opera�ons. 

4. Have minimum proficiency-level understanding of  

o Product knowledge 
o Transac�on types (sales, leases, build-to-suits, etc.) 
o Lis�ng, tenant and commission agreements 
o Transac�on contracts and agreements 
o Leases, sub-leases, offers, purchase agreements 
o Referral policies and agreements 
o Registra�on leters 
o Ethical expecta�ons of the company 
o Escrow procedures (where appropriate) 
o Legal responsibili�es 
o Finance and valua�on fundamentals 
o Investment fundamentals 
o Pro-formas 

5. Have a basic understanding of the commercial real estate services market (al l special�es), how 
to research and maintain data on the market using the company's internal informa�on 
systems. 

6. Have analyzed and begun to define your area of specializa�on including its geographical 
boundaries and the types of proper�es (size, types, price range) you will specialize in. 
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7. Have received a basic condi�oning to the a�tudes, traits, philosophies, and work paterns of 
successful CCG professionals. 

8. Understand the importance and rudiments of goa l-se�ng, business planning, and �me 
management as integrated components of successful job performance. 

9. Have an understanding and familiarity with your key tasks of a career in real estate services 
including prospec�ng, canvassing, qualifying, servicing, and selling owners, users, or investors. 

10. Understand the importance and benefits of cross-selling Capacity Commercial Group services 
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SECTION 1 
Overview of Commercial Real Estate Services & Specialty Areas 
 
 

OBJECTIVES 
 

1. Visualize the "working arena" of the commercial real estate professional. 

2. Understand the importance of area coverage and market knowledge as the keys to what the 
professional has to offer clients. 

3. Grasp the concept of specializa�on - why it exists and how the business is broken down into 
specializa�on areas and levels. 

 
As a transac�on services professional, you are literally at the hub of all the ac�on that takes place in 
the commercial real estate market.  Your role, by defini�on, means that you are the central catalyst to 
the real estate informa�on and transac�ons, which in many cases would not have taken place at all 
were it not for your efforts. 

 

Of all the par�es involved in this business - owners, tenant s, developers, investors, and transac�on 
services professionals - it is perhaps we, more than anyone else, who know or must know what's going 
on in the market. 

 

Just as financial ins�tu�ons hold the money in our economic system, we as a commercial real estate 
services firm hold or should hold all of the informa�on obtain able about our market.  No single owner, 
user, developer, or investor has at hi s or her disposal as many pieces of the puzzle as we do.  That is 
why they look to us for market knowledge. Their trust in our being able to provide insight into this 
valuable information is what typically starts a long-term relationship.  More on rela�onships later, 
but they are paramount to your success. 

 

The backbone of our business is obtaining, recording, 
analyzing, and providing market informa�on and 
knowledge to our clients. 
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The successful professionals in our Company know what's going on in their market areas and they 
make things happen as a result.  On one hand, we work with owners by providing informa�on, 
knowledge and advice on compe��ve buildings, absorp�on studies, market values and trends, and 
profiles of space users who would most likely use their type of property. 
 
At the same �me, we also represent and service the needs of the space users and investors.  A par�al 
list of our services in this area includes analyzing needs, showing suitable lis�ngs, developing, and 
nego�a�ng proposals, and providing exper�se on lease and purchase decisions. 
 
The BROKER SUCCESS TRAINING program has been developed for the exclusive benefit of you, the 
newly hired professional of Capacity Commercial Group.  This program is in keeping with our 
philosophy that a commitment to high-quality training fosters superior and consistent client service 
and performance from professionals in the field. 
 
In maintaining our leadership role in the industry, we have undertaken considerable �me and expense 
to produce what is probably the most innova�ve and effec�ve ini�al training program available in our 
business.  You, the new Capacity Commercial Group professional, are the beneficiary of this training 
commitment. 
 
There is one addi�onal element, however, that is necessary for this program to work - your 
commitment.  As you will discover in this business, success awaits only those who are willing to put 
forth their best efforts and a lot of hard work.  This program, like the business itself, is no different.  
What you put into your training effort, like your job itself, is the best reflec�on of what you are going to 
get out of it.  We know this program covers the fundamentals of the business.  We also know this 
program contains ideas and experiences of our many manager s and transac�on services professionals 
which have led to the Company's success.  The only link needed now is your commitment and diligence 
to succeed with us as our front-line representa�ve.  If we have that commitment, you are well 
prepared to begin the BROKER SUCCESS TRAINING program, and a successful career. 
 
As you work through this material you should no�ce that FOUNDATIONS FOR SUCCESS also has a 
"flow" to its content.  The flow is consistent with the business and follows the natural process of: 

1. Finding Business 
2. Obtaining Business 
3. Fulfilling Business 

You will be exposed to the technical knowledge, job skills, a�tudes and planning processes needed in 
each step along the way. 
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Logis�cs of Our Office 
 
Now is the �me to have our Office Manager answer any ques�ons you may have about the func�oning 
of the office. These ques�ons could be as simple as "How do I get in the office on Saturday?" to "How 
do I make mul�ple copies on the copy machine?"  We expect you to at least have two or three 
ques�ons that probably start with 

• Who do I talk to ... 
• How do I ... 

 

Sec�on 1 Assignment 
 
Exercise 1: Read all of Sec�on 2 and Focus on "Performance Model" 
 
Exercise 2: Get an appointment with a senior professional in your office for a 20-30 minute discussion 
about their success (breakfast or a�er hours usually works best). Ask the following ques�ons and take 
good notes. The answers you get will be unbelievably valuable to your future. 

1. What areas of knowledge are most cri�cal to succeeding? 
 
 
 
 

2. What job related skills were most cri�cal to your success? 
 
 
 
 

3. What overall a�tudes contributed the most to your success? 
 
 
 
 

4. How have clients' needs and expecta�ons changed since you started in the business? 
 
 
 
 

5. If you were my coach, what three ac�ons would you tell me to take in the first six months to 
increase my chances of success? 
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Exercise 3: You've reviewed the performance model about what it takes to do your job, and you've met 
with and had the benefit of hearing how someone else who succeeded did it.  In this exercise you will 
begin to think about your own program for succeeding, and how you'll do it in light of your individual 
characteris�cs. Answer the ques�ons about how you plan to be successful. 

Write your answers in the space provided. 

1. What is going to cause me to be successful? 
 
 
 
 

2. What could cause me not to succeed? 
 
 
 
 

3. What knowledge do I need to develop to succeed? 
 
 
 
 

4. What skills do I need to concentrate on to succeed? 
 
 
 
 

5. What a�tudes do I need to develop to succeed? 
 
 
 
 

6. What ac�ons must be part of my business plan for the next 12 months? 
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SECTION 2 
Capacity Commercial Group Philosophy, Performance Model 
 
 

OBJECTIVES 
 

1. To understand the central thrust of Capacity Commercial Group’s working philosophy as an 
informa�on and commercial real estate services company. 

2. To understand the Company's professional image. 
 

3. To understand the value the Company brings to clients. 

 
In the orienta�on sec�on you were introduced to the company's history, growth, and structure.  In this 
sec�on you will be introduced to the fundamentals of Capacity Commercial Group’s philosophy and the 
concept of teamwork. 
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Purposes and Goals 
 
Capacity Commercial Group has two central purposes or func�ons:  

1. To provide commercial real estate services. 
2. To provide informa�on. 

 

The informa�on we obtain, manage, analyze, and provide to clients is current, accurate, and 
comprehensive informa�on about people, property, and trends in each market.  The services we 
provide include assis�ng in the marke�ng, sale, lease, or exchange of office, industrial, retail, 
investment, and undeveloped land, as well as management services and mortgage services. 
The Company's goals are twofold: 

1. To render the highest quality of consistent client service na�onwide.  
2. To maintain the highest level of produc�vity. 

 

These two goals should comprise the opera�ng framework for all Capacity Commercial Group 
professionals, managers, and employees. High quality consistent real estate service dis�nguishes the 
Company from less conscien�ous compe�tors and establishes the Company's reputa�on in the market. 

 
Ul�mately, quality of service to the client is how we become leaders in our business. We must 
constantly add value to our rela�onships. 
 

Principal Broker’s Comments 
 
Comments from the Partners of Capacity Commercial Group give us further insight into the company 
philosophy: 

• Con�nuous learning and training are standard and expected for all personnel within Capacity 
Commercial Group. 

• A culture of superior service and employee reten�on is a common goal. 
• Capacity Commercial Group is a sustainable environment providing the best support and 

services to all associates. 
• Our philosophy is "Client-Company-Me," in that order. 
• Capacity Commercial Group is an interdependent (real estate services) company. 
• Capacity Commercial Group creates revenue through new business lines. 
• Capacity Commercial Group chooses clients through strategic marke�ng. 
• Capacity Commercial Group will strive to be in markets where we can be in the top three 

service providers. 
• Interna�onal alliances are important to our success. 
• All marke�ng emphasizes our en�re menu of services. 
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When you work with Capacity Commercial Group you represent many people.  You represent your 
colleagues, your office, you r division, other divisions, other offices, your manager, the Company as a 
whole, and not the least, yourself.  As you are the Company's contact with the market and clients, you, 
more than anyone else, portray the image of Capacity Commercial Group.  What people see and think 
about you found their opinion of the office and Capacity Commercial Group as a whole.  1f you 
represent yourself well, everyone looks good.   If you represent yourself poorly, everyone looks bad. 
 
The first thing people will no�ce about you when you represent the Company is your image: your 
dress, you r appearance, your cleanliness, and so forth.  Then they start developing opinions; opinions 
about how smart you may be, how professional you may be, how successful you are, etc.  What may be 
more important is that it does not mater whether people's opinions are right or wrong! They will form 
opinions, o�en based solely on your image, which will play a major part in their deciding whether or 
not to do business with you and Capacity Commercial Group.  If someone else has a beter image, they 
will get your business. 
 
It is important to address your image and shape it properly, so you can best represent the Company 
and maximize your success. 
 
Capacity Commercial Group is a key asset to the real estate team of our clients.  As such we provide 
our clients with: 

• A na�onwide and global presence 
 

• Powerful research capabili�es 
 

• Strong understanding of local markets 
 

• Specialized service groups of top producing professionals 
 

• A proven process that manages resources 
 

• Professional delivery of . . . Results! 
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Benefits of Capacity Commercial Group Value to Client 

1. 1. 

2. 2. 

3. 3. 

4. 4. 

5. 5. 

6. 6. 

7. 7. 

8. 8. 

9. 9. 

10. 10. 

 

List specifically what you believe are  
Capacity Commercial Group’s top ten  
benefits that bring value to clients? 
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Visualizing Your Job 
 
The best way to begin this discussion is to tell you what it takes to be successful as a transac�on 
services professional in commercial/investment real estate.  We as a Company know what this is. There 
is one thing to keep in mind: 
 

We can tell you about the keys to success in many ways and many times over.  We can give 
you models, formulas, tips, reminders, secrets, and success stories for weeks on end.  We like 
to teach and talk about success, because success is fun and a tremendous source of pride and 
confidence for us at Capacity Commercial Group.   
 

But here's the critical point: 
 

Success is Learned and Requires Action 
 
When you hear or study success, that doesn't mean you're successful.  The difference between hearing 
and reading about success and being successful is as wide as the Grand Canyon. The key to being 
successful begins with hearing and reading but con�nues into following what was said or read un�l the 
success paterns become integrated into your behavior. 
 

 
Success in this context is achieving what you set out to do in the first place.  If your idea was to simply 
be a commercial real estate professional, success is when you become one. 
 
If your idea was to be the best service provider in your market and make a lot of money, too, success is 
when people respect you, concede you are the best, have long term business rela�onships and you 
have met your financial goa ls. The later idea is close to how the Company defines success:  being a 
knowledgeable, ethical, high-producing transac�on services professional. 
 
Someone who is a leader in the community and marketplace. The person who people refer business to 
first. The person who consistently delivers for the client and always renders the best in quality of 
service. That is the type of person the Company feels is successful.  That is who we want you to be. 
 

 

Keep in mind as you go through this and other sec�ons that the 
material is presented so that you will put it to work in actual 
prac�ce. That is how you will learn "success." That is how you 
will benefit from our knowledge of success. 
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Performance Model 
 
What does success take? It takes hard work, self-discipline, planning, commitment, and client 
rela�onships. An addi�on to the one-line traits are the many success formulas that can be set up to 
complement an individual's characteris�cs. 
 
Specific ways or techniques to achieve success are not what we are a�er at this point.  What we want 
to focus on are the overall components that must be present to ensure your highest probability at 
success. 
  
Below is a diagram of the essen�al elements that the professional must have to ensure the likelihood 
of success.  Spend a few minutes studying this model. 
 
As the model suggests, a high standard of performance results from four things: know ledge, skill, 
a�tudes and then ac�on that is both planned and evaluated!  I f you are well-coached in your 
knowledge of the business, if you have the right a�tudes, and you develop skill and planning abili�es, 
then you can expect to succeed. 

Knowledge Attitude Skills Action 

Market Excellence Personal planning Goals 

Client needs Self-development Time management Plans 

Company Teamwork Selling Execution 

Self Integrity Prospecting Evaluation 

 Client-centered Analyzing  

 Commitment   
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Successful Traits and Characteristics 
 
Here are strengths which characterize individuals who are already successful in Capacity Commercial 
Group as observed by managers and peers. 
 

Asser�veness & Enthusiasm  
• Inspire confidence in client’s strong ego drive 
• Willing to work long hours Desire for high income 
• Enthusias�c a�tude  
• Asser�ve 
• Self-mo�vator  
• Self-confident 
• High level of persistence, for�tude, and tenacity (they don't give up easily!) 

 

Intellectual Ability 
• Willing and able to con�nuously learn new ideas, approaches, etc.  
• Crea�ve and imagina�ve 
• Ability to conceptualize 

 

Interpersonal Skills 
• Service oriented Leader 
• High energy and posi�ve a�tude  
• Empathe�c 
• Neat professional appearance Win/win a�tude 
• Not easily discouraged 

 

Responsibility and Maturity 
• Professional pride in self and Company  
• High level of integrity and self-esteem  
• Loyal to Company 
• Capacity for heavy workload 
• Keeps agreements, follows through (does what they say they are going to do!)  
• Commited to comple�ng goals, solu�on-oriented  
• Decision maker 
• Emo�onally stable 
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One study went on to conclude: 

It's no surprise that professionals who add value to the client's real estate needs are paid handsomely 
for their role. 
 
In another interes�ng survey of clients, it was discovered clients con�nually made reference to the 
following traits about their favored service providers: 

• Emphasis on client's profitability 
• Extraordinary sales skills 
• Excep�onal people sensi�vity 
• Leadership quali�es (team effort) 
• Ability to recognize opportunity 
• High industry profile 
• Crea�ve in problem solving 
• Extraordinary real estate exper�se 
• High energy level 
• High degree of personal discipline 

 

 
 
 
 
 
 
 
 

The climate of Commercial real estate is one of professionalism, rela�onships, and results orienta�on. 

Both the Results and Inspira�onal Leader profiles characterize highly ac�ve, results-oriented individuals 

who are concerned with ge�ng the job done and accomplishing their goals. These individuals are 

forceful and direct and come across as extremely professional in all that they do. They are excellent 

problem solvers. Using their quick intellect and logical nature to come up with solu�ons to problems.  

They have the ability to solve any problem and inspire confidence in their customers. Their ability to 

make quick decisions and to always keep the end goal in sight helps them move through a myriad of 

obstacles when working on large transac�ons. They like big challenges that can test their abili�es. 
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Notice how closely the clients' comments parallel what our managers saw as Successful Traits and 
Characteristics of their top professionals. 

• The $5 vs. $ 100 per hour rule 
• Ac�vely par�cipate as part of a larger team 
• Categorize and priori�ze my focus 
• Learn everything about something 
• Implement  a  computer data base for prospects 
• Sec the owners, tenants and buyers of property in my territory regularly 
• Focus on rela�onships with people who own or control real estate 
• Think rela�onship instead of transac�on 
• Live and die by the "Contact I 0 clients a day" rule 
• Get my name on real estate signs 
• Mix  "Training in the Trenches" with  classroom  work 
• Create my commercial real estate image 
• Specifically allocate my �me 
• Control the right inventory.   Isolate trends within the rea l estate cycle! 
• Do what other salespeople do not  like to do 
• Become a "prac�cing" student of sales skills 
• Avoid the "BIG DEAL" chase 
• Create value-added plans for prospects/clients 
• Memorize and u�lize Capacity Commercial Group’s other services 
• Atend  advanced training every year 
• Become an expert through experience and training 
• Render a high degree of service to our valued clientele. 
• Be a professional . . . no ques�ons asked 
• Become an absolute expert "with a pin" (designa�on) 
• Expand exper�se through  ongoing educa�on 
• Give to community and industry 
• Understand behavior of people as well as bricks and mortar 

Just as we have been able to iden�fy traits of success we also have isolated reasons many people fail in 
the business. 

Discuss this checklist of  
strategies from a top producer. 



Broker Success Training 

 

2017 Capacity Commercial Group 18 

 

 

 
  
Self-Discipline 
 
Don't know (or want to know) how to find business (prospec�ng) 
 

• Lack of �me management 
• Inability to relate annual goals to daily ac�vi�es 
• Being controlled by "uncontrollable events" 
• Lack of self-discipline 
• Inflexible a�tudes/habits 
• Failure to iden�fy what business they are truly in 
• Failure to plan 
• Failure to learn and stay current 
• Working on unmarketable proper�es and people 
• Not being able to say “no” 
• Failure to make daily ac�on lists 

WARNING:  READ AND AVOID!! 
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More Reasons Salespeople Fail 
 
Selling Skills 
 

• "Paralysis of analysis" (always over-analyze, never close) 
• Poor follow-up 
• Lack of ini�a�ve and crea�vity 
• Reac�ve not proac�ve 
• Lack of follow-through skills a�er taking lis�ngs 
• Lack of follow-up 
• Lack of qualifying skills 
• Lack of understanding of sales process 
• Lack of mo�va�on 
• Inflexible a�tudes/habits 
• Failure to adopt new techniques, skills, a�tudes 
• Failure to contact owners of property regularly 
• Working on unmarketable proper�es 
• Tolerance of incompetence 

 

Client Rela�onships 

 

• Thinking short-term instead of long- term 
• Reac�ve not proac�ve 
• Inability to cam client loyalty 
• Failure to dis�nguish between clients and prospects 
• Selling the transact ion, not the rela�onship 
• Not leveraging Capacity Commercial Group’s other real estate services 
• Being commission - not service-driven 
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Sec�on 2 Assignment 
 
Your success in the business will depend on your ability to SELL You will have to sell your ideas . . .your 
concepts. . . yourself, and, of course, the company. 
 
To get an overview of your day-to-day ac�vity, read and digest the following material in the manual 
designed for your specialty. Study the material and mark up your book with your thoughts. 
 
Be prepared to start the next session with a quiz from this reading assignment  
(Hint: working the exercises or focusing on points to remember will be a tremendous help!) 
 

Industrial: 
Successful Industrial Real Estate Brokerage 
Read pages 53-67 
 
Office: 
Successful Leasing & Selling of Office Property 
Read pages 123-171 
 
Retail: 
Successful Leasing & Selling of Retail Property 
Read pages 97-112 
 
Investment: 
Selling Income Property Successfully 
Read pages 1-21 
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SECTION 3 
Market Knowledge  
As promised, this session starts with a quiz regarding your reading assignment in Module 2. I f you 
"never got to the assignment" for whatever reason, recognize that successful professionals find the 
�me to do what they said they were going to do! 
 
We’ll elaborate on bow closely what you studied matches what happens in your market.  (The quiz is 
closed book by the way) 
 

 
OBJECTIVES 
 

1. To understand what sta�s�cs and indexes are comprised in economic and demographic 
studies. 

2. To gain insight on how economic and demographic studies affect the market area. 

3. To know how to access demographic informa�on. 

 
Economic surveys and demographic studies influence the decision-making process of owners, 
developers, tenants, and investors regardless of the size or type of commercial/investment property 
concerned.  In tum, since economics and demographics affect transac�ons in a given territory, you 
should understand what the elements of these studies are, how they characterize a market area and 
how they affect decision-making. 
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Here is a checklist of variables/elements that many �mes are in economic/demographic surveys. 

1. Popula�on by age, income, na�onality 
2. Household/per capita income 
3. Employment - total employed , type of jobs 
4. Retail sales - volume by type 
5. New construc�on - by type, footage 
6. Building permits 
7. Interest rates 
8. Cost of living-to-income ra�o, disposable income 
9. Infla�on 
10. Major construc�on planned - buildings 
11. Transporta�on capacity, new construc�on access 
12. U�li�es (water, sewer, electrical) capaci�es, plans 
13. Zoning, zone changes, annexa�ons 
14. Municipal/industrial development plans, revenue bonds 
15. Absorp�on/vacancy rates by type, by size 
16. Retail, wholesale outlets - number, type, and size 
17. Traffic paterns and volume by material 
18. Land use regula�ons or changes 
19. Industrial output, growth industries by volume/type 
20. General areas of growth, satura�on, or decline 
21. Housing costs, prices, apprecia�on rates,  units  sales 
22. Improved, unimproved  l and prices per foot by type 
23. Types of land use 
24. Rental values per unit apartment or square foot cost by property type 
25. Asses cd valua�on by property type 
26. Capitaliza�on rates by type of property 
27. Cash-on-cash rates by type 
28. Commercial/investment real estate sale transac�ons - number, type 

 

Not men�oned, however, are a few addi�onal aspects of a good analysis. One is that the above data 
must reflect current quan��es, historical quan��es, and the resul�ng change factor. The factor of 
change in economic surveys from period-to-period discloses what is really happening in the market.   
For example, a statement that says the popula�on of an area of San Jose has approached 500,000 is 
meaningless. Only when you know that the prior year was, say 450,000, do you have meaningful data. 
The popula�on increased at a rate of 11%. 
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The Change Factor 
 
Iden�fying the change factor is the first requirement of a good economic study.  You should also have a 
rough idea what is average change, below- average change and above-average change.  Take the San 
Jose data as an example.  I s an annual popula�on change of 11% low, average, or high for a city of that 
size? 1% falls into the "boom" category.  What about an unemployment decline of 10% to 9%? Is that 
significant? What if retail sales jump 8% in a year? Is that good, or just average? The point is, you have 
to eventually  know  the difference between  a significant  sta�s�cal change and an  insignificant 
change among the major data categories such as  popula�on, employment, absorp�on, and  
commercial  output. 
 

Correla�ng the Numbers 
 
A final skill to acquire when analyzing market sta�s�cs is to be able to correlate the numbers into many 
categories to comprise an economic survey.  These are all interdependent and cannot be viewed in 
isola�on. If, for example, the popula�on of a market is growing at an 8% annual increase, and sales are 
up, you have what appears to be a strong retail market.  But what if retail construc�on has outpaced 
popula�on growth and the municipal sewer usage is at 95% of capacity?  Are you going to recommend 
that more retail space is warranted by the developer?  Maybe, maybe not.  It all depends on how well 
you've correlated all the data into an overall interpreta�on. 
 
To summarize, a thorough economic understanding of your market can be obtained by quan�fying 
those items shown in the foregoing list of data and by iden�fying the factor of change to reveal trends. 
Once the various trends are iden�fied, correla�on analysis must be done to obtain the market's overall 
economic condi�on. 
 

Economic Condi�ons 
 
The effect of a market's economic condi�on typically flows through to real estate ac�vity. By and large, 
if businesses are experiencing higher profitability, rea l estate ac�vity is up. Office tenants begin to have 
more money for the next move, industrial operators expand beyond their exis�ng facili�es, and office 
and industrial users start looking for expansion opportuni�es into new markets.  When the markets 
turn down, office and industrial users tend to sit where they are.  Localized demand for specific 
products or services, however, will influence office and industrial users above and beyond an area's 
macro-economic condi�ons, or popula�on changes. You should, therefore, be on the lookout for 
increased volume or ac�vity of area products or services that users in your area produce, provide, or 
need. 
 
 



Broker Success Training 

 

2017 Capacity Commercial Group 24 

 

 

Real estate investment paterns may directly respond to ups and downs in a market or may not.  If 
apartment vacancies are zero, property prices may go up and owners may want to exploit the peaks of 
their capitalized rental income by selling. On the other hand, they may want to enjoy the higher cash 
flow stream. They may want to sell for completely unrelated personal reasons.  Office buildings owners 
in low vacancy periods may or may not want to sell.  The income and demand is high, so why not hold 
the property and reap the profits?  On the other hand, they may move since low vacancies and high 
demand might persuade an investor to offer a higher capitalized value.  Sales of industrial property 
may or may not accord to economic condi�ons in the market. (I f an industrial user supplies local 
business, an economic downturn could cause the opera�on to go on the market in a mater of 
months.) However, many industrial opera�ons supply regional or na�onal demand, and they may even 
want to expand during a local economic downturn. Moreover, the salability of industrial property 
depends largely on poten�al usage of the land or the usage of the exis�ng facility as much as local 
economic condi�ons. 

 

Retail Sensi�vity 

Far more than any other user or non-user, retail opera�ons rely on economic and demographic 
condi�ons of a market area.  Transac�on services professionals in the retail division, therefore, take 
economic surveys and demographic sta�s�cs quite seriously.   Retailers, as opposed to other users, 
depend on area satura�on since their money comes from the local market.  They look closely at 
regional and localized trend s.  I f the popula�on and household income levels are increasing, retailers 
look to expand. I f the trends are down, retailers shrink or even sell off.  As opposed to office, industrial, 
or investment proper�es, retail users are inextricably �ed to the geography and what is happening 
within a given radius of the retail locality. 
 
That is why you hear the phrase "loca�on, loca�on, loca�on."  A retail user looks for how many dollars 
can be generated per square foot of floor space. That dollar figure is principally calculated by local 
economic condi�ons which define overall demand. Overall demand is then divided by the number of 
compe�tors in the area to determine the feasibility of the site. 
 
In addi�on to relying on economic and demographic studies, retailers use ''rules of thumb" in 
interpre�ng data.  Transac�on services professionals in the retail division should get to know these 
rules of thumb by the type and size of the retail user given a piece of property. 
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Sec�on 3 Assignment 
 
Come to agreement with your manager as to what actually comprises "your market" and then answer 
the following ques�ons. Ge�ng this informa�on could take some �me. We suggest you divide up this 
list and work in teams to collect the informa�on, then share your findings. The next (Module 4) ac�vity 
assumes you have collected and know this informa�on!  
 

1. Popula�on by age, income, na�onality?  
2. Household/per capita income? 
3. Employment -Total employed? Type of jobs?  
4. Retail sales - Volume by type? (choose two or three)  
5. Major new construc�on underway? 
6. Number of building permits?  
7. Interest rates for commercial loans? 
8. Disposable income? 
9. Infla�on rate last year? 
10. Major construc�on planned? 
11. Transporta�on capacity? 
12. U�li�es (water, sewer, electrical) capaci�es, plans to expand? 
13. Zoning, zone changes, annexa�ons? 
14. Municipal/industrial development plans? 
15. Absorp�on/vacancy rates by type by size? 
16. Traffic paterns and volume? 
17. Land use regula�ons, changes? 
18. Industrial output growth industries by type? 
19. General areas of growth - satura�on or decline? (iden�fy one of each) 
20. Housing costs, prices, apprecia�on rates, units sales? 
21. Area's largest employers? 

The Internet is a good source of informa�on for much of what's listed above. Be inquisi�ve!  Here are 
some addi�onal sources that will help you: 

• Governmental agencies 
o Housing authori�es 
o Local planning agency 
o Economic or Industrial Development Commission 
o Tax Assessor's office 
o Town Clerk's office 
o Planning and Zoning Commission 
o Town Engineer's office (Public Works Department) 

 
• Regional sources 

o Regional planning agencies 
o Economic councils of government 
o Regional councils of government 
o Boards of Realtors 
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• State sources 
o State Labor Department Regional Offices 
o Department of Commerce (economic development) 
o Department of Community Affairs (planning and housing) 
o Department of Environmental Protec�on (land use) 
o Department of Health (vital sta�s�cs) 
o Department of Transporta�on (commuta�on and transporta�on) 
o Department of Labor (employment , income and wages) 
o State library (depository of government publica�ons) 
o Banking commission 
o Real Estate Commission - Colleges and Universi�es 
o Center for Real Estate and Urban Economic Studies 
o College of Agriculture and Natural Resources 
o Ins�tute of Water Resources 
o Office of State Planning 

 
• Private sources 

o Business and industry associa�ons 
o Financial  ins�tu�ons/associa�ons 
o Associa�on of Realtors® 
o Professional socie�es and organiza�ons 
o Consumer groups 

 
• Published data sources 

o U.S. Census data 
o Income 
o Popula�on 
o Employment 
o Sta�s�cal Abstract  (demographic informa�on) 
o Federal Reserve Bulle�n (income and economic data) 
o Sales Management - Survey of Buying Power 
o Dollars and Cents of Shopping Centers 
o Census of Manufacturing 
o Census of Agriculture 
o Significant na�onal economic data 
o Various trade and professional organiza�on yearbooks 
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SECTION 4 
Territories:  A Strategic Approach 
 
 

OBJECTIVES:   
YOUR TERRITORY: A STRATEGIC APPROACH TO THE 
BUSINESS 
 

1. To understand the policy and prac�ce of non-exclusive te1Titories or niches. 

2. To understand the territories in terms of area coverage responsibili�es. 
 

3. To understand the working defini�on of a territory with a group of specific proper�es and 
principals. 

 
It has been said that commercial real estate is a simple business. The business is made up of people 
and property. 
 
People are: 

• Clients looking for space 
• Clients not looking for space 
• Investors looking to buy 
• Investors not looking to buy 
• Owners looking to sell or lease their space 
• Owners not looking to sell or lease their space 

 

The high percentage of people are NOT currently si�ng around wai�ng for you to call them about real 
estate, so regular, consistent, ongoing contact is essen�al. 

Properties are: 

• Vacant looking for users 
• Occupied with users 
• For sale or lease 
• Not for sale or lease 

 
 
 
 
You need to be inconstant con tact in you r arena to make sure you can provide rea l estate services 
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when necessary.  Many �mes it will be your contact that creates ac�vity.  At any point in �me you are 
finding, obtaining or fulfilling business for your clients.  That's why territories and niches are so 
important. 
 

Approach 

Why then do so many people struggle ge�ng started in Commercial Real 

Estate?  It has to do with many factors, the first of which is approach. Capacity Commercial Group 
avoids an opportunis�c approach to the business.  We work a strategic plan and that means: 

• Defining a "territory" or "niche" 
• Learning everything about the proper�es in your territory 
• Learning everything about the people in your territory who either own or use real estate 

Simple right?  Yes, except you cannot possibly service the en�re universe as a territory so that's why 
your manager made the territory assignment.   "Shrinking your universe enables you to know 
everything about your territory.  You become the expert.  Hard to believe, but it won't be long before 
you can drive or walk past any building in your territory and run down the owner's informa�on, 
tenants, dimensions and anything a prospect wants or need s to know .  You will be an informa�on 
machine!" 
 
 

Territories within Capacity Commercial Group  

Your territory is generally a non-exclusive geographical area within which your primary efforts and 
responsibili�es are carried out, including the responsibility for area coverage.  As presented in earlier 
sec�ons, the Company subscribes to the concept of area coverage, which is developing a thorough 
knowledge of real estate ac�vi�es, needs, and principals in a defined area on an ongoing basis, and 
sharing this informa�on with other Capacity Commercial Group professionals in their division.  
Capacity Commercial Group professionals are encouraged not to pursue ac�vi�es or transac�ons 
outside of their office's marketplace. 
 
Excep�ons or varia�ons of the area coverage concept may or may not apply to investment division 
transac�on services professionals since transac�ons may not be accorded the same geographical 
restric�ons among investment transac�on services professionals in a given office.  Since "user" division 
professionals should be tracking poten�al sales transac�ons themselves, other rules may apply for how 
investment division territories are formally defined. 
 
The area coverage concept may apply to the investment division with respect to some property types, 
however, and transac�on services professionals in the investment division should discuss local area 
coverage policy or prac�ce with their managers. 
 
 
 
 
 

Non-Exclusive Territory  

The second important facet of territory defini�on is the concept of nonexclusively.   While on the 
knowledge side of the ledger transac�on services professionals are required to track property, owners, 
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and tenants; on the brokerage side of your job you do not have an exclusive franchise to a te1Titory, 
nor does anyone else.  What this means is that, if you uncover or develop an opportunity outside of 
your "area coverage territory" it  is in  the client's best interest for you to team up with the territory 
expert to best serve the clients' needs.  If one of your associates generates an opportunity in your 
territory, it is again incumbent upon them to bring an area (or niche) expert (you?!) in to insure the 
highest value to the client. 

There are numerous reasons for adop�ng this prac�ce of non-exclusive territories. One reason is that 
such openness maximizes the Company's prospects for servicing clients in the market, instead of the 
compe��on. Secondly, it keeps people from ge�ng lax or from building "litle empires."  No one 
should have a piece of the ac�on merely because "it's my territory."  The "ac�on" you generate results 
from earning it, and the concept of non-exclusivity keeps that philosophy in place.  On the other hand, 
you are encouraged to limit your focus to your primary territory.   Interac�ons between territories 
should take place in the spirit of teamwork and coopera�on. 
 

Territory Assignments 

The third component of territory defini�on aside from non-exclusivity and area coverage is your 
manager's territory assignment.  If your manager assigns you a geographical territory or a territory 
niche defined as a type or size of property (or any other defini�on) that is your formally defined 
territory.  Typically, however, your manager's territory assignment will be limited to a genera l 
geographical area and product type. 
 
Make sure you and your manager have fully discussed your choice of a product type and a territory.  
This is not the �me to be bashful.  Your career depends on your ability to establish a dominance in this 
area.  Another side benefit of the territory approach is that it enables you to compete with veteran 
professionals who may know a litle about a lot, as opposed to you who knows a lot about a specific 
territory. 
 
There are a number of questions for you to consider: 

• Is there enough of a par�cular product type in this territory for me? (or will there be soon?) 
• What is the ac�vity (absorp�on, construc�on, etc.) level in this area? 
• What previous employment experience might I apply to a par�cular product type? 
• Do I have family, friends, business or social contacts that make a par�cular product or territory 

more effec�ve for me? 
• Do I fill a gap in our coverage (as an office) by taking on a certain territory? 
• Can I enhance our success in a territory already being worked by another associate? 
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Ge�ng Started 
Although your territory will depend on the product type and the structure of your office there are a 
number of steps that everyone needs to take to get started. 

1. Encircle your territory in red on a map 
 

2. Get a list from your manager and research department of the lis�ngs in your territory 
 

3. Drive and/or walk every street in your territory 
 
• Iden�fy proper�es of major users or owners 
• Iden�fy land zoned for your product type 
• Iden�fy status of new projects 
• Make note of every building that has signage (for Lease/Sale) 

 
4. Using the office's database prepare a vacancy, absorp�on and/or sales report for your niche. 

(Sec your Research Director for help here if necessary.) 
 

5. Using the offices' database and your primary informa�on (from field) answer the following: 
 
• Building prices and prices per square foot by property type? 
• Building rents? 
• Construc�on costs by type of construc�on, per square foot? 
• Recent transac�on s comparable prices, costs, rents? 
• New developments underway, by footage, loca�on? 
• New developments planned, by footage and loca�on? 
• Total exis�ng footage of office/industrial space? 
• Total available footage? 
• Total available footage listed by Capacity Commercial Group? 
• Verify with your manager that your territory is manageable based on experience in the 

office 
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Territory Guidelines for you to establish with your manager: 
(Fill in the blanks) 

 

Industrial Office Retail Investment 
Minimum Size 
 
 
_______________ 
 

Minimum Size 
 
 
_______________ 
 

Minimum Size 
 
 
_______________ 
 

Minimum Size 
 
 
_______________ 
 

 
Square Feet 
 
 
_______________ 
 

 
Square Feet 
 
 
_______________ 
 

 
Square Feet 
 
 
_______________ 
 

 
Square Feet 
 
 
_______________ 
 

 
# of Tenants 
 
 
_______________ 
 
 

 
# of Tenants 
 
 
_______________ 
 
 

 
# of Tenants 
 
 
_______________ 
 
 

 
# of Tenants 
 
 
_______________ 
 
 

    

There are no hard and fast rules as to the number of people or proper�es in your territory BUT . . . Less 
is beter.  The more business done with fewer people the beter.  Let's face it.  Even with a computerized 
contact system you simply cannot be in front of that many people.  Most top producers start with 350-
400 contacts in their territory and 150-250 proper�es. Discuss this at length with your manager. You'll 
probably never track more than about 600-700 proper�es and clients. 
 
Your territory coverage also tracks market values, economic fluctua�ons, new developments, recent 
transac�ons, etc.  I n short, ongoing area coverage analysis entails overall market analysis applied to 
your formal territory.  In addi�on, as stated previously, since area coverage requires owner/tenant 
contact, it is done constantly with prospec�ng, lis�ng, and selling. 
 
The procedure for conduc�ng an area coverage analysis is rela�vely simple: 

1. Get a printout of the master record on the proper�es you are going to call. 
2. Contact the owner or tenant and update the data.  (See the system for data forms/documents 

to use.) 
3. Through tenants, owners, spheres of influence, and other informa�on sources, update your 

market data. 
4. Create files on new owners that come into the territory. 
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Finding Owner & Tenant Informa�on 

There are numerous ways to find the owners and tenant informa�on for your territory.  Many are right 
here in the office.  Some, but not all are: 

• Costar 
• Title Companies 
• Capacity Commercial Group department's database 
• Office CD ROM 
• Comparable sales books or database 
• Directories:  i.e., Dunn & Bradstreet, S&P's, Contacts Influen�al, numerous CD-ROM  products  
• Reverse directories 
• Aerial maps 
• Exis�ng property books by other transac�on services professionals 
• Local county or municipali�es offices. 
• Be inquisi�ve and ask! You'll be surprised how much informa�on is already collected from 

other sources about your territory's People and Property. 
• You also may have in your market third party data providers. 
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Sec�on 4 Assignment 1 
 
Choose three owners and/or tenants and update data for Capacity Commercial Group database. Before 
the call make sure you write specifics as to what you are going to say to collect or verify the data. DO 
NOT make more than three calls for now. 
 
Bring your experience to class next �me and we'll discuss 
  
"If I had to do it over again . . . . I would" . . . 
 
 

Sec�on 4 Assignment 2 
 
Industrial 
"Successful Industrial Real Estate Brokerage" 
 
Office  
"Successful Leasing & Selling of Office Property" five to prepare for next week. 
 
Retail  
 
"Successful Leasing & Selling of Retail Property" 
 
Investment  
"Selling Income Property Successfully" 
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Here's a checklist for you as a "self-test" about your knowledge of your territory. Can you stand in front 
of a group of business people and confidently explain or answer the following? If not, dig deeper! 

• Map: Preliminary Review of Area 

• Internal Data and Reports on Area 

• List of key organiza�ons and key contacts in area?  

• Major highways and roads? 

• Public transporta�on and rail facili�es? 

• What other professionals are also working the area? 

•  Major concentra�ons of office buildings? 

• Major concentra�ons of retail ac�vity? 

• Major concentra�ons of industrial buildings? 

• Type of tenants, by profession or SIC? (Predominant tenants in en�re area and clusters  
within area) 

• General age and condi�on of buildings? 

• Rental rates? 

• Poli�cs in area? 

• Availability of white and blue collar labor? 

• Image, status of area, area's appeal? 

• Compe��ve professional's rela�ve strength? 

• Shopping centers, hotels, restaurants, entertainment? 

• Proximity and driving �me/miles to airport? 

• Redevelopment agencies? 

• Busiest intersec�on in your territory? 

• Single most valuable privately owned real estate? 

• Number of developers in your specialty & territory? 

• Largest developer in your specialty & territory? 

• Most ac�ve developer in your specialty & territory? 



Broker Success Training 

 

2017 Capacity Commercial Group 35 

 

 

• Biggest sale of your specialty in your territory last year: 
________________________  Considera�on $____________________ 

• In your territory, what is the largest  
Office Building ________________________ Size ______________________________ 

• Retail Mall Size ________________________ Size ______________________________ 

• Apartment Complex _____________________ Size _____________________________ 

• Industrial Facility ________________________ Size _____________________________ 

• Number of people in your territory ________________________  
Median Age ________________________ 
Median Income _____________________ 

• Amount of office space in your territory ________________________SF 
Vacancy Rate ________________________% or ________________________ SF 
Average Rental Terms __________________________________________________ 

• Amount of retail space in your territory ________________________ SF  
Vacancy Rate ________________________% or ________________________ SF 
Average Rental Terms __________________________________________________ 

• Number of hotel rooms in your territory ________________________ 
Average Rates ________________________ 
Number of hotel rooms planned in your territory ________________________ 

• State Representa�ve(s) for your territory 
_____________________________________________________________________________
_____________________________________________________________________________
_____________________________________________________________________________ 

• U.S. Congress Representa�ve 
_____________________________________________________________________________
_____________________________________________________________________________
_____________________________________________________________________________ 
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SECTION 5 
The Real Estate Cycle 
 
 

OBJECTIVES: THE REAL ESTATE CYCLE 
The rela�onship between real estate demand and supply is complex and imperfect.  As demand 
increases, supply responds by catching up.  Product enters the pipeline, but the outcome of the 
pipeline may be an excess of supply.  Meanwhile, prices are rising or falling, vacancy rates increase or 
decrease, absorp�on slows or speeds up.  Each of these trends can be tracked and related to each 
other, but overall, they form a supply-demand cycle.  The cri�cal aspect of understanding the cycle is 
recognizing where your market is on the cycle in order to iden�fy either threats or opportuni�es. 

 
Remember, no marketplace is ever in a "Textbook" supply and demand cycle.  Some understanding is 
certainly beter than being blindsided, though. 
 
Given a situa�on in which vacancies are rela�vely low and demand is strong in rela�on to supply, rents 
or prices start to rise.  This situa�on encourages new construc�on and accelerates ongoing 
construc�on, as developers want to take advantage of the higher unit prices the market appears to 
support. 

How the Cycle Works 
 
However, the frenzy to exploit the situa�on and the compe��on among developers typically leads to 
an oversupply.  This results in high vacancies, price compe��on driving down rents and prices, and a 
slowdown in construc�on when unit prices get to a level where it is no longer feasible to build and/or 
hold out over the lengthening absorp�on period.  A period of absorp�on of exis�ng supply follows, 
un�l low vacancies develop, and the cycle begins again.  The diagram on the next page summarizes this 
cycle. 
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The Real Estate Cycle 
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1. Where on the real estate cycle did the housing market appear to be three years ago? 

2. What signs were there 4 or 5 years ago that the cycle was entering this stage?  

3. What contradictory signs were there? 

4. Where does the housing market appear to be this year? 

5. What seems to be going on with job growth? 

6. Where on the real estate cycle did the office market appear to be four years ago? 

7. What signs were there prior to that �me that the cycle was entering this stage? 

8. What contradictory signs were there? 

9. Where does the office market appear to be this year? 

10. Where on the real estate cycle did the industrial market appear four years ago? 

11. What signs were there prior to that �me that the cycle was entering this stage?  

12. What contradictory signs were there?  

13. Where does the industrial market appear to be this year? 
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Sec�on 5 Assignment 
 
What are the prices of product in your market?  Study recent sales figures. Where do you think prices 
will move over the next two or three years? 

How many transac�ons occurred last year in your specialty? What is the trend this year?  What about 
two or three years from now?  

From our records or from published sources, what are vacancy and absorp�on rates in your territory?   
What trends do you see over two or three years? 

Supply and demand: Is your market overbuilt in your specialty?  How long will it take for supply to be 
exhausted?  How much new product do you expect to see coming on the market in the next two or 
three years?  How much demand do you foresee? 

What is the current rate of infla�on? Will it be higher or lower two or three years from now? Es�mate 
an average rate of infla�on for the two or three year period.  

What are current interest rates? Will they be higher or lower two or three years from now? Es�mate an 
average interest rate over the two or three year period.  
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Compe��on: Who are the compe�tors with the greatest market share? What is your share now? Is your 
share increasing or decreasing? 

Make three copies of Real Estate Cycle model. Have two senior professionals mark (with dates) where 
they think we are in the cycle. Make your marks with dates. 

Compare your assessment of the real estate cycle to theirs! How will this influence your focus on 
property and/or people in your territory? 
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SECTION 6 
Capacity Commercial Group Computer Systems 
 
 

USING CAPACITY COMMERCIAL GROUP COMPUTERS 
 
We have already studied how market knowledge is a cri�cal component for becoming a successful 
professional.   It helps to establish credibility with your clients and helps you stay abreast of new 
market dynamics and trends.  Today's corporate clients will con�nue to look for specific market 
exper�se in areas where they own or need property.  Comprehensive market knowledge will be the 
main component separa�ng you from your compe��on. Fortunately, Capacity Commercial Group’s 
technology helps us track the inordinate amount of market data. 

 
OBJECTIVES:  
 
Market knowledge begins with basic building informa�on. As previously stated, you will soon become 
familiar with a specific area which you will refer to as your territory. Once iden�fied, building-by-
building informa�on will help you become familiar with specific dynamics within your "territory."   
Researching building specifics will make you the expert in that area.  Basic building research begins 
with knowledge of exis�ng property informa�on systems established in your office. 

1. To become familiar with the computerized informa�on systems for storing market data. 
2. To know when each record should be u�lized in the process of developing market awareness. 
3. To understand how to use these records and what informa�on they provide to come up with 

market sta�s�cs. 

In a previous sec�on we defined the Company's services as twofold:  

1. Providing market info1111a� on, and 
2. Providing commercial real estate services. 

Each office is commited to providing market informa�on so professionals can become local market 
experts. As a professional, you can access informa�on through the company's in-house database or 
through a secondary out-source service which provides updated informa�on on your local market. 
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Use the computer and the database the company provides.  When properly used, the database 
programs that you are about to learn will not only ensure quality service to the client but will also save 
you �me and help you earn more commissions. 

The Research Services department can assist you by loca�ng the required database to fulfill your 
needs. 

• Some offices may use secondary vendor ownership databases (i.e., TRW, Redi, or Metroscan) 
while some may refer to the in-house Capacity Commercial Group system for informa�on 
pertaining to "Property" level data. 
 

• "Lis�ng" informa�on can be obtained from either local outside vendors or the in-house system. 
 

• "Comparable" informa�on is usually housed in a proprietary Capacity Commercial Group 
system. 

The most important ingredient to the success of our computer systems, however, is you, the user.  I t is 
the responsibility of each professional to ac�vely par�cipate in upda�ng and maintaining all aspects of 
the company database. By contribu�ng to the system you help to build genera�ons of historical ac�vity 
data which helps us become beter market experts and helps research do beter market analysis. 

Computer Capabili�es:  Following is a chart of capabili�es of our various so�ware systems.  Take a 
moment to review the chart. 
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Property Informa�on  
As you can deduct from the chart, the computerized informa�on systems not only serve to provide 
market awareness, they also have numerous applica�ons in the selling and lis�ng processes. These 
applica�ons will be presented in subsequent sec�ons covering those task areas. In our present content 
of market informa�on systems, there are three key elements to be concerned with: property, lis�ng, 
and comparable data. Each office has the ability to locate inforn1a�on on each clement. 

 
Lis�ng & Comparable Informa�on 

Every iden�fied building in the marketplace and its physical characteris�cs is in this database.  The 
property record maintains more or less constant data on proper�es in the market area, including 
loca�on, size, type, ownership, etc.  The property record is the "parent" record for the space available 
and comparable records.  There must be a record on a property in order to have a space available, or 
comparables record.  The total of every building's square footage provides base inventory figure, 
which, in turn, is one component in calcula�ng vacancy rates.  (See defini�ons) 

Every building in the marketplace that is being marketed for lease or sale is in this database. Total 
available square footage for these buildings provides vacant available square feet, plus enables us to 
accurately calculate vacancy rates. 

All completed lease and sale transac�ons in the market end up in the database. We usually exclude 
investment sales. The comparables record maintains the details on completed purchase and lease 
transac�ons. Total of all leased or sold square footage provides an accurate measurement of gross 
ac�vity in our marketplace. 

Referring to the Capacity Commercial Group Systems chart, the three records provide the property, 
lis�ng and comparable survey data for your office, industrial and retail divisions under the broad 
func�on of "research." In addi�on, the available space or property lis�ng - whether printed out in 
compiled or detail form - summarizes client needs. This enables you to match client requirements with 
available proper�es using the power of database technology. 

Professionals in the Investment Division u�lize property records, space available, and comparables data 
entered in their own database system. The investment inventory system contains industrial, office, 
retail, and mul�- family proper�es.  Capacity Commercial Group' exclusive investment lis�ngs are 
distributed throughout our na�onal network of offices.  Thus, you can assure an investment property 
owner that you can provide widespread marke�ng of their property through our computerized 
inventory system. 
 

Maintaining and Using Data 

Use and maintenance of the computer database is similar to using any other kind of file; what you 
record in the file as input is what you will get printed back out at a later date. If you make it a habit to 
input good data, then what you get back later is an accurate printout. 

The two steps of inpu�ng data and analyzing/using output are a constant cycle that should always be 
kept in balance whether the data is brand new or merely updates.  Brokers are required to ac�vely 
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par�cipate in the verifica�on of data on all levels outlined by research. In fact you'll no�ce on the 
informa�on cycle everything begins with your informa�on. 

On the next page is a more detailed flow chart on maintaining and using the property, space available, 
and comparable records.  As you can see from the chart, the flow begins with the client or prospect or 
other market informa�on source.  Such data obtained from these sources is organized, compiled, and 
summarized on the appropriate computer worksheet for data entry.  The database coordinator enters 
the data, which you should review for accuracy before final entry. 

The chart men�on s new data and updated data. This is only to emphasize that upda�ng data is a 
dis�nct and ongoing process for aging lis�ngs, area coverage, and new transac�on s.  Note for recent 
transac�ons that care must be taken to record the new facts about a property, a tenant, and the 
market values. 

As the graph depicts, obtaining and entering data is only half of the "informa�on cycle."  The other half 
is pu�ng the data to use.  Such usage is two-fold; your own analysis of data, which is done internally, 
and subsequent presenta�on of your conclusions to the client.  Whenever new contact with the client 
occurs, the cycle begins again since you will be ge�ng more data. 

The following example illustrates the informa�on cycle.  You are talking to an owner about the 
marketplace and current prices for buildings. 

Suddenly, the owner says she'd sell her property if she could get $500,000 for it, plus she would list it 
with you exclusively.  You record this informa�on in your notes, along with facts about the property.  
You tell the owner you'll analyze her situa�on further and set a �me to get back together. 

Back at the office, your notes are barely readable, so you summarize and clean them up. When you call 
up the prope1ty record you see in the "remarks" sec�on that the owner is not considering a sale. Old 
data! Now to analyze the situa�on. You call up the comparables file to assess whether $500,000 is a 
marketable price for that par�cular property.  A�er a period of further research you decide that i t is 
overpriced. But you would just rather offer proof than tell her this.  You want to show her a list of 
comparables.  You have the comps printed out and set your own next mee�ng.  You have completed 
one cycle in the "informa�on cycle."  The next cycle would be similar.  When you meet the owner, show 
her your data and record the new informa�on - her reac�on s and decisions.  Let's assume you get the 
li s�ng. You record the necessary data, go back to the office, clean it up, and have a new lis�ng entered. 

A�er the lis�ng data is in, you're back to using data; this �me the data in the computer on poten�al 
investors. And the cycle repeats itself. 
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At this point you are prepared to learn the database programs available in your office and how to work 
with them on the computer. You should focus on learning to operate the following programs, 
depending on your specialty: 

• Office, Retail, and Industrial Space Available Comps  
• Investment Comparables Investment Analysis Pro-forma  

Before si�ng down at the computer, you should obtain for each of the programs listed above a copy of 

• The User Manual 
• The program's worksheet 
• Sample of each kind of printout available from program 

Study each of these worksheets and sample printouts so you are familiar with the specific data each 
program can provide. 

Meet with the research staff person in your office who is in charge of database training.  Following 
their instruc�ons, learn how the computer operates - forms, data input, search, printouts, etc. on each 
of the programs assigned. 
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Sec�on 5 Assignment 
 

1. Obtain the worksheets for your respec�ve division, concentra�ng on the "space available." 

2. Ask the database coordinator for a new lis�ng. Take the informa�on from the broker mailing 
set-up sheet or other mul�ple lis�ng system if these are available in your office for your 
division. Fill out the "space worksheet," taking note to enter the property address as carefully 
as possible, because this is how the database program will file the space. If there is an error 
here, the computer could enter the property more than one �me. 

3. Have the database coordinator enter the record into the computer. The database coordinator 
enters all the informa�on into the system. To get experience with the records, prac�ce filling 
out some other records or look over records filled out by other transac�on services 
professionals. 

4. Ask the database coordinator for the instruc�on manual for the "search program." This will 
outline the steps necessary to complete a search of one of the databases. 

5. Search the available database , looking for the following items: 

• Geography - either city, zip code, or map loca�on 

• Price-lease rate, or sales price 

• Size - square footage available 
 

6. Bring your completed searches to BROKER SUCCESS TRAINING next week.  
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SECTION 7 
Relationship Building 
 
 

BUILDING RELATIONSHIPS THAT LEAD TO BUSINESS 
 

If you are convinced that our business is made up of finding, obtaining and fulfilling business (servicing 
clients), then this next sec�on is paramount to your success at Capacity Commercial Group. In fact, did 
you no�ce in Sec�on Two the number of reasons for failure that men�oned lack of prospec�ng and 
lack of rela�onship crea�on?  It's no secret that prospec�ng leads to client rela�onships and 
rela�onships lead to business. 
 
Most successful Capacity Commercial Group professionals think in terms of being in posi�on to "find 
the need . . . fill the need."  Graphically, think of the following as your business ac�vity. 
 
To be successful you must keep a balance at all �mes.  Even veteran s con�nuously prospect in one 
form or another. 
 
Although every specialty has its nuances in prospec�ng, there are basics that we know work for 
everyone.  Although some people call this ac�vity "cold calling," we do not.  If you have done your 
territory research you already know something about the property or the client. You are building 
rela�onships and prospec�ng for needs that will generate fees in the future and that is a far cry from a 
cold call. 
 
The difference between "cold calling" and “Prospec�ng” is demonstrated in the following story. 

Tuesday morning at I 0:15 a.m. a well-dressed young man stopped in unannounced and caught me on 
the way to pick up a document I had just sent from my computer to the printer.  "Hello," he said. "I'm 
John Mayor from SYX Cellular phone Service.  Do you need any cellular phone help?"  My response 
was, of course, no, and he hightailed it out of the office, thanking me on the way out.  That's a cold call!  
Cold call . . . Cold response. 
 
Coincidentally, Wednesday morning another unannounced visitor stopped to see me but this �me the 
approach was quite different. "Excuse me, Nikki," (guess he spied my assistant's nameplate) "I'm Fred 
Smith of ABC Cellular and I'm here to make sure Jerry Anderson's cellular service is not interrupted by 
the new area code change.  May I see Mr. Anderson, please?  I'll only take a moment of his �me." 
 
Nikki usually is a prety good "blocker" but she didn't want to hear me rant and rave about cellular 
phone service being cut off, so she let him in. 
 
"Mr. Anderson, I'm Fred Smith of ABC Cellular.  I 'm calling on busy people like yourself today to make 
sure you are aware of the area code change.  We find 70% of our customers have not reprogrammed 
their phones for the change, which cuts off the first of the month.  I can reprogram the area code into 
your cell phone in seconds if it's handy." 
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Suddenly I find myself talking about cellular service:  cutoff dates, costs per minute, voicemail 
capabili�es, new plans available.   In five minutes Fred had collected more informa�on on my phone 
service than I knew existed. 
 
As I walked Fred to the door with my new programmed area code phone I realized he was prospec�ng 
and it was working.  He had been with me less than five minutes and I was se�ng up a mee�ng with 
him next week to review my service to see if his company could save me money.  Fred was "finding" 
business and next week I was in his "obtaining" business circle and well on my way to a rela�onship. 
 
Whether you are using the telephone, or walking door-to-door, rela�onship building starts, many ways, 
with prospec�ng similar to Fred's call. 

1. You must establish something of value or a reason to be there. This is the founda�on of all 
rela�onships. You must bring value to the client before you can expect them to trust you with 
discussion about their possible u�liza�on of your real estate services. You must convince the 
"screener" that you can help the decision maker.  (Remember: the recep�onist's job is to get 
you to the right person, the secretary's job is to "block" for that right person!) 

2. You need some infom1a�on about the prospect or their real estate that you previously 
collected. 

3. You must ask as many ques�ons as possible and listen carefully for real estate services 
opportuni�es. 

4. Prospec�ng is not selling.  I t is the first step to crea�ng a rela�onship and is in essence part of 
the "discovery" process which leads to a rela�onship which then and only then , leads to 
business. 

 

I t's only a mater of �me before rea l estate services are needed.  Just like Anderson's story of not 
thinking daily about cellular service, clients don't usually think about real estate daily.  When a need for 
rea l estate services arises, you must either be present or on the prospect’s mind.  Look at repe��ve 
contacts as your investment in the rela�onship. 
 
The driving force behind targeted prospec�ng is building rela�onship s with your niche clients so you 
are in a posi�on to discover and uncover needs for real estate services.  Our clients all have needs: 

• Need to know market condi�ons 
• Need to expand . . . Need to downsize . . . sell or buy 
• Need for an income stream 
• Need to relocate . . . Need to renew 
• Need to renego�ate 
• Need to close up shop 

 
Ninety percent of this prospec�ng and discovery can be grouped into two primary "niche" categories. 

• Geographic within your territory (further defined by product type and/or size) 
• Industries within your territory 
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If you are an investment specialist, geographic and size/type will be your niche categories. I t's not 
unreasonable to be able to make 15 calls per day with one of the following approaches: 
 
There are a number of ways to prospect, each somewhat different. 

• Unannounced visit 
• Leter and follow-up visit 
• Appointment by telephone 
• Referral by mutual contact 

O�en we hear the ques�on: which method should I spend the most �me on? Your preference will 
somewhat be up to you but all should be a part of your usual schedule in the early stages of your 
career and require strong communica�on skills. Some �ps for the unannounced visit: 

• Don't expect to "find a deal" this way.  It is a great way to establish a face-to-face rela�onship 
and gather informa�on. 

• Review your data to make sure you know the tenant or owner's name, square footage, length 
of lease, etc. 

• Remember that Babe Ruth struck out twice as o�en as he hit home runs.  Don't worry about 
being rejected.  It's a major part of the game and not a personal reflec�on on you. 

• Take something of value to the prospect, a recent ar�cle from the newspaper about something 
that affects the prospect. Market data, sale comps, financing opportuni�es, ar�cle on lease vs. 
own, types of ownership or structure. Have a reason to be there. 

• Think in terms of solving a problem (or poten�al problem) or helping your prospect i n some 
way (or else your a�tude will defeat you from the start). 

• Time your visits at �mes of the day when prospects have a good chance of seeing you. 
Obviously 8:30 a.m. for office tenants or 12:00 noon for the restaurant tenant doesn't make 
any sense.  Don't be afraid to stop by before 8:00 a.m. or a�er 5:00 pm.  You’ll be surprised at 
the number of decision makers available. 

 
One of the secretary's func�ons is to protect the decision maker from the "�me wasters." Be sure you 
are not familiar, patronizing or arrogant to the secretary. 
 
Be friendly, direct and sincere.  Treat the secretary and recep�onist as a decision maker with respect 
and ask them for help. 
 
Make them your ally.  This is a true test of your selling skills.  Tell the secretary who you are, that you 
represent Capacity Commercial Group and how a few minutes with the decision maker may benefit the 
company.  It all boils down to convincing the secretary that you and your informa�on will benefit their 
boss. 
 
The vast majority of business people will not treat the secretary with any respect.  Remember the 
secretary is a conduit lo the decision maker.  They can stop you cold or they can open the door wide.  
Treat them well and stand out above the crowd. 
 
Don't just sit there wai�ng.  Review your prospec�ve client’s data or beter yet, look for things in the 
lobby you can incorporate into your presenta�on.  Plaques, awards, ar�cles, newsleters all are sources 
of informa�on. Don't forget to glance at the magazine address label. Many �mes decision makers are 
iden�fied by a simple magazine label. 
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Remember, this is not a sales call. It is a call to share informa�on, begin to build a long rela�onship, and 
look for upcoming needs. The extent of your selling should be to gel another appointment. 
 
If you get in front of a decision maker, don't be so excited you ignore "rain check" signs.   If the 
prospect is signing documents or answering phone calls, politely ask for a "rain check" to return at a 
beter �me. 

If your goal is 15 face-to-face calls per day and each averages 7-10 minutes, you will be opera�ng at the 
core of our business for approximately ten hours per week. As your produc�on grows it will become 
increasingly more challenging to spend this much �me prospec�ng face-to-face.  It's what you need to 
do now. 

Make sure as you stay in constant contact with your prospec�ve clients, your return visits bring new 
informa�on, new purpose, or new ques�ons to them. 

Interes�ngly enough, a recent survey showed 48% of salespeople quit calling on a prospec�ve client 
a�er one call!  Another 20% make two calls before qui�ng and an addi�onal 12% bite the dust a�er 
three calls.  The remaining 20% make five ongoing calls or more, always offering something useful and 
different on each call.  I t's no surprise these people become the top performers.  Test yourself:  Did the 
prospect learn anything valuable as a result of my visit? Did they benefit in any way? If not, change 
your approach now. 
 
A well writen, personalized follow up leter referencing your visit is essen�al. If you do not intend 
writen follow up, why make the call? I n our view, the follow up is as important as the call itself! It 
serves as a permanent record of your visit. The following will offer you examples of well writen follow 
up leters. 

Sample follow up letter 
 
Dear -------; 
 

I enjoyed the chance to spend a few minutes with you last Tuesday morning. I was fascinated by your 
company's dominance of the laminated table business (or whatever business). 
 
As promised I have updated your informa�on to reflect the changes you men�oned and I will send you 
our quarterly newsleter (vacancy report, sales report, or whatever).   I will con�nue to keep you 
updated on changes in the market that can affect your company’s goa ls and to make sure your real 
estate ques�on s are answered. 
 
In the mean�me, if you or any of your business associates need real estate services, please call me to 
inves�gate how Capacity Commercial Group can further reduce your cost of occupancy (help you build 
your real estate por�olio or whatever).  
 
Sincerely yours, 
 
<Signature line> 



Broker Success Training 

 

2017 Capacity Commercial Group 52 

 

 

Sample follow up letter when no contact is made 

 

Dear -------; 
 
I stopped by your office on Tuesday to see you.  Unfortunately, you were not available so we did not 
get a chance to speak.  Your assistant, ___________ , was kind enough to take the ______________ 
report I brought for you. 
 
The purpose of my visit was twofold:   

1. To update the informa�on on your space for an upcoming market report Capacity Commercial 
Group is publishing, and  

2. To verify that you would like to receive periodic informa�on from Capacity Commercial Group 
on market condi�ons that can affect your long-term and short-term goals. 

If you would like to update your space informa�on call me at (503)______________.  I t will take less 
than three minutes.  If not, I understand and we will go to press the first of April without your space in 
the survey.  
 
Sincerely,  
 
<Signature line> 

 

 

• Maintain high ac�vity level.  This is your number 1 priority your first years in business.  If you 
find you go a day without some type of prospec�ng, re-think your priori�es. 

• Target prospects to avoid was�ng �me. 
• It's best to follow a call quota that's achievable over the longer term. But start higher for the 

first 24 months of your career. 
• Focus on gathering informa�on and feel fortunate if you uncover specific or current needs of a 

prospect. 
• Don't assume anything. 
• Use a good contact management so�ware program. 
• Don't overdo your ini�al contact with prospects by describing Capacity Commercial Group, the 

survey you're doing, and who you are. Get to the point quickly. 
• Remember, the real purpose of surveys is to ascertain what the client's long-term plans are. 

You can talk to more prospec�ve clients on the phone than you can walking door-to-door.  But 
you don't "live" for someone un�l you've met them face-to-face, so diligently split your �me 
between both ac�vi�es. 

• Users are easy to find; owners are more challenging.  Thus, user call quotas will ini�ally be 
much higher than investment call quotas. 

• The best buyers are owners, especially owners who are selling. 
• Develop your own style and fine-tune what works for you. 
• You can't "wear out" a territory.  If you get a "no", re-contact whenever you have something of 

value. (Re-contact should be made at least every 120 days. This is where your contact 
management so�ware helps.) 
 

• Don't call on developers on your own un�l you have a specific agenda to discuss. 
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• Know specifically what you want to ask a prospect before you walk in the door or call them on 
the phone.  It is also helpful to have a writen list of ques�ons to ask the prospect. 

• A good call not only uncovers needs you can service personally, but a myriad or other poten�al 
needs as well.   This is where your knowledge of the services we offer pays off. Maybe the 
services needed are property or facility management, corporate services, or even consul�ng. 
Make sure you think beyond the transac�on mentality and think about HOW the Capacity 
Commercial Group’s menu of services can best serve y our prospect /client. This is how 
rela�onships are built. You earn them. 

• If you don't have a track record, sell the prospect on the benefits of Capacity Commercial 
Group. In fact, eve n if you do have a track record, sell the benefits of Capacity Commercial 
Group. 

• One way to cover your territory is to begin with a small radius and expand your coverage in 
larger concentric circles outward. 

• There are two types of transac�on services professionals; those who act and those who react.  
Those who act, atack the market and get the business. Those who react are lucky to get any 
business. 

• There is no iden�fiable formula for guaranteed success in prospec�ng. I t is a skill that requires 
the development of your own style over �me. 

• Avoid gimmicks.  Just tell the prospect who you are, what you do, and why you are there.  
Long-term rela�onships are built on trust - not tricks. 

• Some of your best work will be done before 9:00 a.m. and a�er 5:00 p.m. when support staff 
are gone and energe�c decision makers are more accessible. 

• Commercial brokerage has been called a cruel business because many owners and tenants 
make transac�ons when they need to and with whomever happens to be there at the right 
�me.  Therefore, don't count on loyalty and memory. When this happens, recognize that 
without a rela�onship, you are "out of sight out of mind". Simple, ongoing constant contact 
offering valuable informa�on or consulta�on is the key to building rela�onships. 

• If you have a choice between a leter, a phone call, and a face-to-face, choose face-to-face 
every �me.  But use all methods consistently. 

 

 

This process is geared to doing exactly what a visit does for you which is, of course, to get you face-to-
face with a decision maker. This approach is more targeted, however. Let's say you have elected to 
target CPA firms in your territory and your search iden�fies twenty-five firms. 

• First you dra� a standard leter focusing on, say, money; the changing nature of rental (or 
sales) rates suggests a botom line impact; or an investment opportunity has come to your 
aten�on. 

• Confirm names (and spelling) and dispatch leters at a rate of five or six per day so you can 
follow up properly. 

• Your objec�ve is s�ll a face-to-face mee�ng so your follow up phone call is only to request 15-
20 minutes to deliver a recent market condi�on report or other service.  Be prepared with your 
rental (or sales) comparables! 

Leter wri�ng and telephone technique is so important, 
next week's en�re session will focus on these 

communica�on skills. 
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• Don't discuss too much at this point. Use your phone call only to get an appointment. 1f you 
tell them everything on the phone, they have no need to meet you! 

• If you are invited to stop in for a 15 minute visit you have made the first step toward a client 
rela�onship. 

• Your purpose of going to the mee�ng is to prospect and qualify for a need.  Qualifying and 
probing ques�ons will be covered in depth i n our first "Obtaining Business" module (Sec�on 
9). 

• We'll address powerful telephone techniques to get appointments in Module 8.  
Communica�on skills, both verbal and writen, are cri�cal to your success. 

You can naturally cover a lot more territory using a telephone than you can making unannounced visits.  
The skill set changes, however, because now you are faced with ge�ng through blockers without your 
visible smiling face, plus more �mes than not you'll be faced with one-way conversa�on technology 
called "voicemail." 
 
Your main objec�ve is dialogue which leads to listening not talking. Listening leads to rela�onships 
which leads to commissions. Voicemail makes it more difficult to get the chain of events underway. 
 
If you are lucky enough to talk to a decision maker you immediately move to the "probing ques�on" 
mode.  If you are put into voicemail you need to know exactly what to say and how to say it.  In essence, 
your message is similar to your leter for a call back.  You have far less �me, though.  So rehearse before 
you make your calls. 

Lengthy messages from "salespeople" are a "quick delete" for many decision makers. 
 
You'll need to tweak interest and offer a reason to return your call.   Most of the �me the most we can 
hope for is pem1ission to forward something of value to the prospect.  We'll work with voicemail as well 
in Sec�on 9. 
 
A litle used but very effec�ve strategy used by a few transact ion services professionals is to always ask 
others to open doors for you.  Most salespeople only ask sa�sfied clients for leters of recommenda�on 
and referrals. An extension of this approach is to ask any user or investor you come in con tact with for 
names of others that might need real estate informa�on. 
 
The approach is what some call "so� selling" and typically is started with ques�ons such as: 

• Would you mind helping me?  (The leading ques�on) 
• What other businesses/investors could use this informa�on? 
• Which of your compe�tors should I talk to? 

o Which ones are expanding? 
o Which ones are downsizing? 

• May I use your name? 
• I wanted to make a special point to ask you . . . 

 

 

You get the idea.  Don't ever simply walk away from a prospect without trying to expand the reach of 
your prospec�ng and consequently, your rela�onships. 
 
Long-term prospec�ng leads to rela�onships which leads to mul�ple opportuni�es to service real estate 
needs. The goal and challenge is to get prospects and clients to automa�cally think about you and 
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Capacity Commercial Group when it comes to rea l estate.  The following strategies are required for a 
unified and sustained effort to communicate a message of con�nuing commitment. 

 

Work hard for your client 
 
Wining, dining and schmoozing is fun but hardly makes a Jong-term rela�onship.  What makes a 
rela�onship is showing that you'll work harder for your client than they will work for themselves. 
 
Be the source of new ideas 
 
Every prospect or client is looking for ways to cut costs, increase produc�vity and income, and do a 
beter job.  Posi�on yourself as this produc�vity-oriented resource. This translates into bringing more 
value to the table in your rela�onships. 
 
Demonstrate that you have exper�se 
 
If you spend more than a minute or two on small talk (some�mes more accurately described as 
schmoozing), you're ac�ng like so many other "salespeople." A beter way is to make sure clients value 
you for what you know and not just for what you say you'll do (or sell). 

An�cipate the client's needs 
 
When you're in a posi�on to help a client consider what's coming down the road (and how to respond 
or adapt to it) you're sending the message that you're here for the long haul and not just today's 
transac�on.  Be a valuable ally by assis�ng with a plan for mee�ng future needs. 
 
Build trust 
 
Trust and the capacity to build and keep trust become essen�al in building a rela�onship. A cardinal rule 
is to "always do what you say you are going to do." 
 
Display the right image 
 
If you want to be known as the best, then make sure everything you do reinforces a quality feeling. 
Talking about quality rings hollow if your proposals, materials, and brochures send a mediocre message. 
 
Get to know the prospect or client's business 
 
Don't assume you know what the prospect needs if you don't take the �me to learn the prospects' 
business. This means more than being able to "ta l k the language."  What's required is grasping the 
issues facing a company, knowing the industry, and recognizing the problems the prospect or client 
faces. 
 
Demonstrate that you're constantly learning 

This is a key component at Capacity Commercial Group and in sealing the rela�onship. For clients to 
remain comfortable with you over �me, you must demonstrate that you are part of a learning 
organiza�on that is con�nually becoming more knowledgeable, sophis�cated, and competent. 
Remaining the same is deadly. 
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Take responsibility 
 
The goal is to develop long-term rela�onships.  If something is broken, fix it.  If it's wrong, make it right. 
If informa�on is needed, deliver it.  And do it quickly.  Don't make a big deal out of the possibility of 
someone taking advantage of you. 
 
Communicate clearly 
 
Maintaining a clear understanding with clients is more important than ever.  Don't rely only on faxes or 
e-mail messages, regardless of whether you're sending or receiving them.  Many are poorly writen and 
as a result can cause confusion and misinterpreta�on.   Spend �me making sure your messages are 
accurate and understandable.  See the client face-to-face as o�en as warranted. 
 
Become part of the client's business 
 
The goal at Capacity Commercial Group is to be considered a member of the client's team. Whether 
they call it a strategic alliance or partnering doesn't mater. Our objec�ve is to create a seamless 
rela�onship between us and the client. 
 

Keep an eye out for new trends 
 
Those professionals who are savvy enough to iden�fy what may become new trends are in demand.  
Leading-edge thinking is what sets you apart from the compe��on.  Clients want the people they do 
business with to have their fingers on the pulse of their industry.  Read, listen, and put the pieces 
together.  Then pass along your ideas. 
 
Listen 
 
Let the client do the talking and you'll discover exactly what they need. Only when you have an accurate 
picture of the client's issues and concerns can you tailor a presenta�on and marke�ng strategy to meet 
specific needs.  
 
Prac�ce paranoia 
 
The chief execu�ve of a Fortune 500 company suggests that his success is the direct result of his 
paranoia.  It keeps him engaged, listening, and asking ques�ons.  He's constantly on edge, and his 
antennae are always working.  If you take this approach, nothing will get by you and there will be no 
surprises.  You'll pick up on the cri�cally important nuances within your rela�onship. 
 
 

If you can't help the client, say so 
 
The proof of professional ism is the ability to say no.  Although we provide an extensive array of 
services, there's no way Capacity Commercial Group can do everything, and no client expects it. Clients 
want solid, realis�c, trustworthy solu�ons and although our service menu is significant, know when to 
say "not this �me!" 
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Sec�on 7 Assignment 
 
EXERCISE 1 
 
Write the following three leters and deliver them to your manager at least 48 hours before your next 
Broker Success Training session. 

Leter #1: 
A follow up leter to a prospect that was unable to see you on an unannounced visit. 

Leter #2: 
A follow up leter to a prospect that you talked to on the telephone. 

Leter #3: 
A follow up leter to a prospect that you were unable to talk to on the telephone. 
 
These prospect leters should be with someone with whom you do not have an ongoing rela�onship. If 
no such prospect exists, get with your manager and go prospec�ng! 

EXERCISE 2 
 
Think about a voicemail message that you can leave on a prospect's voicemail system that will en�ce 
them to call you back.  
 
Do this: call your voicemail and leave the message to yourself.  Do it un�l you get it right since next 
session we are going to play it back for all to hear on the speaker phone. 

• Make your message specific to your specialty 
• Make your message specific to finding a need 
• Make your call succinct, interes�ng, and en�cing 
• This is not a call to sell or lease space! 

All we are listening for is a message that will mo�vate a prospect to return the call so we can schedule 
an appointment to "ask ques�ons and listen carefully for needs." 
 
EXERCISE 3 
 
Bring three or four leters you have sent out recently. The purpose of the leter doesn't mater. 

 
EXERCISE 4 
 
Read Module Eight thoroughly and expect your manager to have a few ques�ons for you to test your 
understanding of general rules of strong communica�on skills. Study carefully the sec�ons on writen, 
telephone and verbal communica�on. 
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SECTION 8  

Communication Skills: Written, Telephone, Verbal 
 
 

OBJECTIVE: TO IMPROVE BUSINESS COMMUNICATION 
SKILLS PARAMOUNT TO SUCCESS IN THE SALES ARENA. 
 

The skills needed by a top performer in Capacity Commercial Group o�en focus on the ability to 
communicate effec�vely in wri�ng, over the telephone and in person.   There is a myriad of outside in 
forma�on available to help you in this area but we have gleaned our thoughts to rein force your 
communica�on effec�veness. Real estate service delivery depends on strong communica�on skills, so 
con�nuously strengthen yours! 

 

The following letter was received by a prospective tenant, fortunately not from our company. We have 
deliberately left all misspellings and grammatical errors. Read it and thin k about the "impression" this 
letter must have made on the client. 

As I understand it, a major concern of yours was having to locate their facility on two floors 
which are not con�gious. I would like to make it clear that due to upcoming expansions and 
reloca�ons within the exis�ng building and also Phase II that the possibility does exist that I can 
offer the north wing on the second floor as an alterna�ve to the ground floor which was 
originally proposed to sa�sfy their requirement.  This would effec�vely present the XYZ 
Company with approximately 30,000 con�gious square feet on floors two and three. 
 
l feel that structurally fits the requirement extremely well.  In addi�on to the en�re third floor 
being available to them, our staircases are designed in such a way that they could be u�lized as 
an atrac�ve alterna�ve to the elevator to a tenant that requires two con�gious floors.  They are 
not only centrally located in each wing but are also well lit and carpeted.  I must also point out 
that our parking ra�o exceeds five per one thousand which is well above comparable area 
projects. 

In our last conversa�on, you men�oned that you company had required that you solicit 
proposals to lease from only four buildings which we unfortunatley are not one.  We would very 
much like the opportunity to meet with the representa�ves of and yourselves in the event that 
the situa�on changes to discuss this opportunity in greater detail. As you can tell our 
professional approach gives you the best of both worlds. Will call you as soon as possible. 

Wow!  One has to wonder if the prospec�ve tenant even finished reading the leter, would you? What is 
your impression?  Would you do business with the leter writer?  Probably not. 
 
Let's review communica�on skills star�ng with strong leter wri�ng. 
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1. Is your leter CORRECT? Be sure the informa�on conveyed in your message is correct.  Check 
the accuracy of all names, dates, facts, and figures. Watch your punctua�on, capitaliza�on, and 
grammar. Be sure every word is spelled correctly.  "Spellcheck" will not catch everything. 

2. Is your leter CLEAR? Every statement should be easy to understand, and impossible to 
misunderstand. Avoid long, involved sentences. Steer clear of flowery language. Simplicity and 
directness of expression are the best guarantees of clearness in a business leter. 

3. Is your leter CONCISE?  Needless words are a serious handicap. They waste �me and 
discourage the reader's interest. Watch out for empty phrases and irrelevant details. Make 
every word contribute something to the meaning of your leter. 

4. Is your leter COURTEOUS?  Whatever the purpose of your message, be sure it contains no trace 
of rudeness or ill temper.  The tone of your leter is just as important as its language. Treat your 
reader as you would want to be treated if you were reading the leter. 

5. Is your leter CONSTRUCTIVE?  I t should be writen from the reader's point of view, with 
emphasis on points that are favorable to them.  Avoid any evidence of selfish mo�ves. Eliminate 
nega�ve words and stress benefits to the reader. 

6. Is your leter CONVERSATIONAL?  An easy, inform al style of wri�ng gives a leter the human 
touch.  Avoid trite expressions.  Use your own words and let them reflect your personality.  
Write as naturally as you would talk to your reader.  Be friendly. 

7. Is your leter CONSIDERATE? Be sure it contains no sugges�on of a cri�cal or superior a�tude 
toward the reader. Be tac�ul. Try to be helpful in any way possible. Coopera�on always helps to 
win the reader's confidence and good will. 

 

Decide on the topic of your leter. Is it to: 

• Gain the aten�on of a poten�al client? 
• Explain the aspects of a transac�on (leter of transmital)? 
• Answer an inquiry? 
• Make an appointment? 

 

ls the leter appropriate? 

• Our industry requires constant and writen confirma�on, but... 
• Is another form of communica�on more appropriate - i.e., telephone, fax, e-mail, face-to-face, 

memo, or a combina�on? 
• Is the content redundant? 
• Is the informa�on available elsewhere? 

 

Mental a�tude 

• If you have to write due to a nega�ve situa�on, wait un�l you are in a POSITIVE STATE OF 
MIND. Otherwise you may include biased facts or you may suppress key facts. Put yourself in a 
neutral or good mood before wri�ng leters. 
 

Ge�ng your thoughts on paper 

• In a phrase, write down the topic of your leter on a sheet of paper. 
• Brainstorm all the points you want to cover. 
• Arrange your point s in logical sequence, from the reader's viewpoint. 
• Group your ideas into headings and subheadings. 



Broker Success Training 

 

2017 Capacity Commercial Group 60 

 

 

 

Evalua�ng the reader 

• Prior knowledge 
• Of you and Capacity Commercial Group 
• Of the topic of the leter 

 

Evalua�ng the reader 

• Prior knowledge 
• Of you and Capacity Commercial Group 
• Of the topic of the leter 

 

"lndividualize" leters 

• Individualize "mass" mailings as much as possible 
• Avoid  using the same leter with  no/litle revision or add a personal, handwriten note on a 

standard leter 
 
 

Talk in Your Leter 

• Effec�ve sales leters use the same language that you use in a conversa�on or over the 
telephone 

o Be conversa�onal and friendly 
o Be posi�ve 
o Avoid trite business phrases 
o Avoid wordiness 
o Use forceful, vivid language that is easy to understand 

 

Unity of Purpose 

Sales leters must cover one and only one subject.  Concentrate on developing one coherent subject 
that places appropriate emphasis on sub-ideas of the subject. 

• A profusion of topics confuses, in�midates and alienates your reader 
• The reader won't know how to respond 

 

Paragraphs 

• A paragraph is a set of sentences developing either one topic or a specific part of a larger topic 
o A paragraph may consist of one sentence - isolated statements emphasize key ideas. 
o A leter may consist of one paragraph. 
o Keep paragraphs short (I -5 lines). 

 

• A topic sentence explains the subject of the paragraph. 
o The best topic sentences for sales leters are short and simple. 
o Ordinarily they are the first sentence of a paragraph. 
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o Use the topic sentences as a guide to keep you from introducing irrelevant material 
and to build paragraph unity. 
 

• Most leters are read or scanned in 45 seconds. During this �me you must: 
o Atract aten�on 
o Create interest 
o Convince the reader 
o Mo�vate the reader to ac�on 

 

Openings 

This is your opportunity to ATTRACT THE ATTENTION of the reader and CREATE INTEREST.  I f the 
opening fails, the en�re leter may fail - Remember as with people in person, first impressions do 
count! 

• The opening must show a genuine interest in the reader.  Make your leter reader-oriented by 
considering: 

o YOU - the most important word; refer to by name. 
o WE - the second most impo11ant word. 
o I - rarely used. (Count the number of �mes you use "I" and see how many you can 

rephrase into "we" or "you.") 
 

• The opening ordinarily includes: 
o A STATEMENT OF PURPOSE which is clear and concise. 
o Brief data to SUPPORT YOUR PURPOSE. 

 
• Specific techniques for STATING THE PURPOSE in the opening sentence: 

o "YOU" statement - gets the reader in the picture immediately. 
o Summary statement - refers to the issue which promptec' leter. 
o A factual statement of interest to the reader - i.e. a sta�s�c or quote. 
o A ques�on - (o�en includes the word "YOU") 
o A courteous request. 

 

Body of the Leter 

Posi�oning informa�on effec�vely in the body is crucial in a sales leter. 

• The most important informa�on to the reader belongs in the first paragraph of the body. 
• Arrange your remaining ideas (paragraphs) in descending order of importance. 
• Use BRIDGES to link your sentences and paragraphs.  Leters to sell are characterized by the 

skill of revealing ideas smoothly, clearly and strategically.  Do this by: 
o Using linking phrases. 
o Repea�ng key nouns throughout the leter - especially at the beginning and end of 

paragraphs. 
o Using transi�onal paragraphs. 

 

Closings 

• This is your final chance to s�mulate the reader to ac�on. The most important informa�on to 
the reader belongs in the first paragraph of the body. 
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o Sales leters must close strongly - a friendly close is not enough. Request the ac�on you 
want your reader to take in the close. 

o Restate the subject of the leter. 
o Select a complimentary close that matches the tone of your leter. 

 

Length of paragraphs 

• Very long paragraphs look uninteres�ng and complicated and probably won't get read. Keep all 
paragraphs short (5 lines or less). 

• Important paragraphs can be longer than the rest. 
• Opening, closing and transi�onal paragraphs are always shorter than the rest. 

 

Punctua�on 

• Exclama�on points, used sparingly, add emphasis. Overused they are monotonous! 
• The Dash - draws aten�on. 
• Underlining, italicizing or bolding stresses a word or phrase. 
• Capitaliza�on - adds emphasis but AVOID OVERUSE. 

 

The following addi�onal �ps are offered for those leters that are going out to people who don't know 
you at all. 

• Be sure the person's name to whom you are wri�ng appears above the company name in the 
inside address, and make sure you have confirmed the spelling! 

• Your saluta�on is very important.  Never say, "Dear John Doe," but "Dear Mr. Doc." (Check your 
contact manager's defaults.) 

• Do your homework before wri�ng the leter. Call first to find out to whom you should direct 
the leter. Don't ask the recipient to do your homework for you by asking them to forward your 
leter if it should have been directed to someone else. 

• If you have any type of connec�on with the company, put it to use!  Use ac�ve reference to 
introduce informa�on about what your company has done in the past with whomever the 
connec�on is.  For instance, start with "As Dick Jones in your Phoenix office may have told you, 
we marketed an office building for him last April, sold and closed it within 90 days." 

• Strive to close the gap between you and the recipient by emphasizing the no�on of working 
with you in a partnership as such. Don't use "distant" phrases, such as, "From the enclosed 
informa�on you will note . . ." If you have enclosed informa�on, explain what it is, why it is 
important that they read it, and iden�fy the benefits. 

• Colloquialisms help bridge the "cold name" gap.  Don't be afraid to use them; aren't for "are 
not," there's for "there is," etc. 

• The phrase, "Give us a call . . ." is too "corporate."  Use "Give me a call . . ." to personalize the 
correspondence. 
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You're planning to send out a sales leter to a group of prospects and you want results.  You have the 
copy for such a leter before you and are wondering whether it's any good or not. Well, here's a way to 
find out. Analyze it with the help of this check list. Be honest and you'll quickly highlight weaknesses in 
the leter if any exist. 

1. ____does or ____does not follow the basic sales leter formula: 
Interest, Desire, Convic�on, Ac�on. 

2. Opening is   __excellent   __good   __uninteres�ng   __weak   __complicated. 
3. __Benefits from Capacity Commercial Group service brought in effec�vely. 
4. __Doesn't men�on benefits - fails to create desire. 
5. __Does a complete selling job  __Doesn't sell enough - lacks convic�on. 
6. __Smooth reading - well constructed 
7. __Doesn't fit together - lacks con�nuity 
8. __Closing paragraph strong weak 
9. __Closing paragraph contains a call for ac�on. 
10. __Too much "we - our - us"__Wordy and involved.  
11. __Lacks sincerity 
12. __Too many stereotyped words and expressions. 

 

Another important �p:  have a partner or support staff person take a look at your leter and have them 
go through this checklist.  

A recent book atempts to catalog the principal findings about human behavior. A�er many decades of 
contact with people who receive business leters, we'd like to offer our own list of human traits.  I t's 
not scien�fic, but maybe it's just as useful. 
 

1. People are stubborn.  They have a "thing" about the way their name is spelled. They think their 
way is the right way. 

2. People are proud. They want to be addressed by their �tles - like Mr., Ms., Miss, Mrs., 
President, Vice President, Chief Financial Officer 

3. People are spoiled. They expect leters to be answered promptly. 
4. People are impossibly op�mis�c. They expect you always to be grateful for their business and 

to say so in many different ways 
5. People are pessimis�c. When a leter begins, "We regret to inform you," they suspect you have 

something unpleasant to tell them. 
6. People are snobs. They keep a record of your dangling par�ciples and mismatched subject s 

and verbs.  And they hold them against you! 
7. People are fussy. They expect leters to be clear and explicit and to answer ques�ons they 

didn't even ask. 
8. People are selfish. If you explain Capacity Commercial Group's policy, they want to know what 

they get out of it. 
9. People are human. That's why they react badly to impersonal - "unhuman" - leters. ln some 

ways, "l" and "you" impress them as the noblest words in the vocabulary. 
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Telephone 
What a powerful tool!  Sit at your desk, in your car or with cellular phone in hand and with a touch of a 
keypad talk to prac�cally anyone in the world.  The telephone revolu�onized the way business is done 
and yet as a communica�on tool it only u�lizes two of the five human senses . . . speech and hearing. 
As a transac�on services professional you should be doing more listening than speaking. Since we have 
used a telephone all our lives we think we are expert telephone communicators. That is not necessarily 
the case. Heed the following telephone advice and improve your sales skills when all you have to 
depend on for communica�on is your voice. 

 

Telephone Tips 
To the prospect who has not yet met you, the all-important first contact is the sound of your voice and 
this creates the image of "you" in your prospect's mind. "I didn't like the way they sounded" can 
influence the prospect's decision to see you. 

• Put your best voice forward. You are the voice of "you."  You are the voice of Capacity 
Commercial Group. You are the voice of YOUR PROSPECT'S FUTURE. 

• Be pleasant and warm. Put a "smile" in your voice. Prac�ce with a mirror in front of you.  
Record your conversa�on to see if they can "hear" you smile. 

• Be natural and sincere.  Talk in an easy, conversa�onal manner and use words that are 
comfortable to you. 

• Be enthusiastic and expressive. How you say something can be as important as what you say. 
Emphasize key words.  Pause for effect. Vary your tone. If your voice is a dull monotone, so are 
you. 

• Slow down and speak clearly. S-L-0-W  D-0-W-N! 
• In telephone appointment making, your voice is the most important selling tool you have.   

Learn to use it well.   There are no "born" speakers.   "Voice vigor" is learned by prac�ce . . . 
prac�ce . . . and more prac�ce . . . through effort, effort, and s�ll more effort. 

• Use good manners (i.e. "Thank you," "You're welcome," etc.) 
• Maintain the right mental attitude.  If you're in an unpleasant mood, change it or don't call!  A 

sour disposi�on is magnified by telephone.  Every �me you speak, your mind is on parade. 
• Plan your call. Have everything ready - agenda, pencil, paper, calendar, tape recorder, contact 

manager screen, etc. 
• Talk with confidence.  You are a real estate professional with one of the finest real estate 

companies in the world. 
• Learn to listen.  Be an ac�ve listener.  You must listen "past" words to gain an understanding of 

why prospects say what they do.  Project yourself into your prospect's mind.  See the situa�on 
through their eyes, and sell the benefit of the appointment. 

• Sell the appointment only.  Concentrate on the main idea – appointment making has only one 
objec�ve, and everything you say should be directed toward this sole purpose. I f a prospect 
gets all the informa�on they think they need over the phone . . . why do they need a face-to-
face mee�ng with you? 

• Keep it short and sweet.  When you've confirmed the appointment - SHUT U P.  Say goodbye 
and hang up . . . . gently. 

• Tape-record your calls (your side only), for cri�que and self-analysis, for the things you did 
right when you got the appointment, for the things you did wrong when you did not get the 
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appointment. Every "pro" con�nually perfects their technique. (Amazing how few are willing to 
use this extremely powerful technique.) 

 

Be Ready to Leave a Message 
There is no 100 percent sure-fire way to reach people who insist on hiding behind voice mail or message 
machines, but here are a few things you can do to increase your chances. 
 
Some transac�on services professionals leave messages on voice mail of prospects and some don't.  
Leaving a message can have an upside, but there are a few things to consider. 
 
First.. be ready to leave a succinct message.  Know exactly what you're going to say.  Leaving a strong, 
ar�culate message will create a posi�ve impression, and may get a return call (but don't count on it). 
Even Roger Staubach (a real estate prac��oner) complains people don't return his calls and HE won the 
Heisman Trophy!  A weak, bumbling message, however, will create a nega�ve impression and is 
guaranteed to set you back a step. 
 
Second, leaving a strong message can help to "warm up" the prospect once you make voice contact.  
The down side of leaving a message with a prospect (someone with whom you have litle or no 
rela�onship) is that you now have to wait several days before calling again.  You don't want to appear 
pushy, so you need to leave them �me to return your call, even though you know the prospect · unlikely 
to call you. Add the phase "l wanted to make a special point to call you about such and such opportunity 
or change taking place..." to your message.  No one likes to return blind messages that are sales calls. 
 
You could say in your message that you will be calling back.  That way it's OK for you to call back sooner. 
 

Get to a Human … FAST! 
If the prospect's voice mail directs you to an assistant, talk to that assistant right away.  If you're not 
sure there is an assistant, call the main number and ask.   If there's no assistant talk with the 
recep�onist. 
 
The first thing you want to find out from the assistant is if your prospect really is a prospect. Are they 
the right contact for you? With that determined, you want to know if they usually pick up the phone 
when they are in, or are you likely to keep ge�ng voicemail? 
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More Telephone Do’s and Don’ts 
If your prospect usually picks up the phone when they are in the office, then you need to call a few 
�mes to reach them.  I f not, then your first job is to establish a rela�onship with this assistant (or 
recep�onist) and your first sale is ge�ng that person to help you reach your prospect. 

1. Don't open up with, "How are you today?"  This screams "cold ca ll from a salesperson." 
2. Don't start out schmoozing or turning on the charm. 
3. Iden�fy yourself in a professional manner. Give your name and Capacity Commercial Group' 

name.  It's more professional and shows that you are not a�er anything except legi�mate 
business. 

4. Be prepared to discuss benefits in a genuine manner.  Don't get into lengthy descrip�ons of the 
opportunity.  Get immediately to benefits and results. Keep it brief, don't waste �me with your 
en�re presenta�on. 

5. Don't just send informa�on on the request of the gatekeeper. Say that in order to send the right 
informa�on you have to learn just a litle about the organiza�on and that a brief conversa�on 
with the boss will help that happen. I f the screener insists that informa�on be sent first, then 
ask permission to ask the screener a few ques�ons. This makes the screener feel important; 
(and they are!) someone whose opinion and observa�ons you value.  Some�mes you can get 
informa�on that your prospect wouldn't reveal.  You might say something like this, "I'd be 
happy to send some informa�on, but to make sure I send the right material, may I ask you a 
couple of quick ques�ons?"  No one ever says "No."  

6. Don't let an opportunity go by without learning something.  If your prospect isn't in, but you do 
reach a real person, ask ques�ons. 

7. Treat the gatekeeper with the same professionalism, honesty, good humor and sincerity you 
would your prospec�ve client. 

8. Don't "broadcast" a call on a speaker phone. This is considered rude and condescending.  Ask 
permission if you need to use the speaker for some reason. 

9. Ask to make a telephone appointment with your prospect.  If the gatekeeper likes you and sees 
a benefit in allowing you through, they will help you. It is amazing how many salespeople do 
one of two things when they reach the gatekeeper. Either they become arrogant and 
demanding, which usually backfires, or they turn wimpy and allow the recep�onist or assistant 
to say "No." If you are going to hear a "No," at least have it be from a person who can also say 
"Yes." There are situa�ons where you will have several conversa�ons with a gatekeeper before 
you are able to earn enough trust and become a business friend.  It takes a litle more �me and 
persistence, but it's the way to long-term success with that client. 

10. Call before or a�er business hours to reach decision makers.  Most voice mail systems have a list 
of extension numbers that can be accessed.  Be pa�ent and crea�ve. You might just be 
surprised when a decision maker answers their direct extension. 

Telephone Technology 
Obviously, you won't always be able to get in touch with your party when calling One-way 
communica�on using the technology of answering machines and voice mail is a large part of our 
telephone communica�on skill set. Again some �ps are in order. 
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A Voicemail Story 
You either love it or hate it.  You either use it or hide behind it. So, what gives? 

Is this technology a help or hindrance to our real estate business?  

THE BOTTOM LINE: Used properly, voice mail will increase your produc�on, but for many of you, it is 
driving clients and prospects to your compe�tors!  Let me explain.  I had a consul�ng assignment 
recently with a large firm. We didn't work on sales training, investment analysis, or even presenta�on 
skills. We spent the en�re day training par�cipants how to use the voice mail system. And I don't mean 
pushing the butons. Their structure is such that every out of town property has an assigned manager 
that interacts with the owner, as well as an accoun�ng support person.  It seems the owner needed an 
answer pronto for his banker regarding a monthly statement. While in the property manager's field 
office, call a�er call was made to the home office. Every call was answered the same way; "You have 
reached the desk of Linda Smith. I'm either on the phone or away from my desk. Leave a number and I'll 
call you back." BEEP! The owner le� message a�er message con�nually receiving the same gree�ng. 

 

Two days later the owner of the building was so furious that he stormed into the President of the firm's 
office and screamed for 12 minutes about his inability to get the informa�on he needed.  The President 
did what you would do.   He said, "Come on.  We'll go to Linda's office right now and get this 
straightened out. 

You are a very important client to us and this is totally unacceptable." Walking into Linda's office 
intending to impress the client with the firm's ability to react and solve problems, the President 
screamed, "Where's Linda?"  The reply was meek and to the point.  "She's on vaca�on all week, why?" 
 
Here's the sad part of the story.  The building owner decided that this was the last straw in what had 
been a difficult rela�onship.  (What office building property manager (when the building is 30% vacant) 
doesn't have a strained rela�onship?) "l am canceling my contract with you and when you get your s--- 
together, let's talk."  The account, by the way, carried an average annual fee of $42,000.  Two days a�er 
this happened, I was brought in to help.  WOW!  Talk about a comedy of errors - except no one was 
laughing. 

Here are a few VOICEMAIL thoughts for you: 

• Avoid lengthy instruc�ons for the caller at al I costs. 
• Avoid asking callers to push # I for this and #2 for that. 
• Callers hate trying to find out your ext. #, no mater how easy you think your system is. 
• Use voice mail to leave one way communica�on, not just to say "Call me back."  I t's es�mated 

60% of our calls are simply informa�on awareness and require only one way communica�on. 
• If you have an operator, have them send the caller to your voice mail.  Don't ask the caller to go 

to the operator as a default.  This way, the operator can give the caller the op�on of using voice 
mail technology or not. 

• Leave a persona l message on your voicemail, not a computer rendi�on of your name! You . . . 
not a secretary, should record your message. 

• Change your message at least once a day.  Yes, two messages per day.  Tell your callers you are 
showing a building un�l 2:00 p.m., doing an opinion of value, consul�ng on a tax reduc�on, or 
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whatever.  I have adopted this technique and many �mes get business from the very subtle 
pitch that I 'm a busy person providing value added services for someone else at the moment. 

• Tell your callers what �me you intend to return and when you can return their call. 
• Talk naturally with bounce and enthusiasm in your voice.  You are dependent on that call for 

your livelihood. Treat it as the most important call of your career. 
• Change your password regularly.   I know of an agent who le� a company but con�nued to call 

into their system at night to "surf' through his new compe�tor's saved messages.  Think about 
all the confiden�al informa�on and leads on your voice mail that your compe�tors would love 
to know! 

• Your business ac�vity should not be an open book to your compe�tors. 
• Plan what you'll say before you call. Professional with strong communica�on skills don't start 

messages with "Uhh, uhh , uhh . . ." 
• Talk about results, not space.  People can object to and resist being "pitched hardware."  Results 

are what they care about, and the reason they'll speak with you. 
• Make it brief.  Think of how annoyed you get when a voice-mail message rambles on and on. 

 

Verbal 
The following informa�on is gleaned from the wri�ngs a George Walther a communica�ons consultant. 

 

 

Choosing Posi�ve Ac�on Phrases 
• Never, ever say, "You have my number."  Think of how and where people pick up their 

messages:  in airports, their cars, anywhere.  Don't have such a high opinion of yourself that you 
think they're carrying your number around with them. 

• Have an objec�ve.  Clearly state who's to do what as a result of the message. Whether you'll call 
them, they should call you, or if either of you need to have something prepared for the next 
contact. I t needs to be absolutely clear. 

• Imagine you're on stage!  Prospects form an image of you based on the way you sound.  Sit up 
straight, or stand.  Take a deep breath.  Leave each message as if it is the most important one 
you'll ever record.  It just might be! 

• Most people speak much too fast and sound as if they are leaving I00 voice- mails per day.  
Others leave too much of a message so there is no reason to call back. Try to make it sound as if 
this is the only voice- mail message you are leaving, and you really want them to call me back. 

• If you get caught up in a round of telephone tag, add this line:  "I appreciate your effort to reach 
me.  Hopefully we will be successful on the next atempt." 

 

What you say and how you say it also has a tremendous effect on people. Work hard to speak in 
posi�ves. There are numerous �tles at any bookstore that can help you in this area of communica�on. 
 
There are two great reasons for speaking in posi�ves:  First, people understan1 what you have to say 
more readily when it's stated posi�vely.  In fact, Johns Hopkin s psychologist Dr. Herbert Clark 
quan�ta�vely demonstrated that, on average, a person understands posi�vely worded statements one 
third more quickly than those with nega�ve phrases. 
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The second, more powerful reason, is that posi�ve, ac�ve words and statements form exactly the kind 
of "gets things done" image that does help get things done. To be perceived as a person who has 
definite answers, knows where you're going, and has authority, speak that way!  Cleanse your 
vocabulary. 
 
PURGE words and phrases like: 

"I can't" Negative!  Sure, you can't show the property un�l Friday. Say, "I can schedule the showing for 
Friday." The facts are exactly the same, except that the statement is more readily understood, and 
you're seen as eager to help instead of obstruct. 
 
"I'll try"  When you say "I 'II try ," you're saying one of two things: 

1. I really want to accomplish this and will give it my best, but I 'm not going to promise anything!  
Or, 

2. I really don't want to do what you're asking and probably won't.  But I'll pacify you now by 
leading you to think that I may give it some effort. 

If the former is true, say it. lt will come across much more honestly and forthrightly and ins�ll more 
confidence in your listener than "I'll try." 
 
If the later is true, you're s�ll much beter off saying what you mean. "No, I won't thoroughly read the 
request for proposal this evening. What I will do is scan the table of contents and start thinking about 
it. I will commit to a complete review by next Wednesday."  And if the truth is that you do intend to 
accomplish a specific objec�ve, speak posi�vely. Let your language convey your confidence that you'll 
achieve your objec�ves. 
 
If something's impossible, you probably know it already. You and the person you're talking with are 
both beter off if you avoid wishy-washy, hedging words. I f it can't be done, say so now, during the call. 

 

"Have to" This sounds like a burden. "I'll have to check with James" just doesn't compare well with "I'll 
be glad to check with my manager. 

 

"I'll be honest with you ... " As opposed to how you've been up un�l now?! This phrase seems to 
indicate that you're usually not honest, but in this par�cular instance you'll make an excep�on. To a 
lesser extent, the commonly used word, "frankly" has the same effect. Have you been less than frank 
un�l now? If you want the listener to know you're being honest say "The truth is . . . " 

 

"Can I ask you a question?"  You already have!  If the ques�on is important enough to raise, you don't 
need permission to ask it.  If there's doubt in your mind, save the ques�on for later when it's your turn 
to clarify. 
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"I'll have to ask someone about that."  Who are you?  No one?  Rather than saying, "I have no idea 
about that; I'll have to ask someone," say, "My exper�se is in retail and your ques�on concerns office. 
I'll contact our office specialist and get the answer for you." 

 

"Hang on a minute while l get something to write with." You shouldn't even pick up the phone unless 
you've got pen and paper ready. This phrase clearly says, "I didn't have the minimal foresight to 
prepare for our conversa�on.  My work space isn't orderly enough for me to reach out and find a 
pencil, so waste a precious moment while I rummage around looking for one." 
 
"Can you spell your name for me?"  What an insult!  Are you implying that I may not yet have nailed 
down the correct spelling of my own name?   The direct answer to this literal ques�on would be, "Yes, I 
believe I can."   Say precisely what you mean:   "Please spell that for me." 
 
"I'm really not too sure." Of course you're sure.  You're sure that you don't know.  Say, "I don't have 
that informa�on now.  I'll get a definite answer and can you back with verifica�on." 
 
"I'd hate to ..." Rather than taking the nega�ve approach and saying you'd hate to give a wrong 
answer, put the shoe on your other foot:  "I want to be sure you get an accurate answer."  You're going 
to track down reliable infonna� on in either case.  Do it posi�vely! 
 
"I was going to say ..." Have you ever heard someone say, "I was gonna say, but I won't?" Of course 
not! We say what we were going to say anyway, so why not just say it? That prefatory "I was gonna say" 
is just a qualifier. You sound as if you're unsure of your statement's validity and want to precede it with 
a qualifier. This devalues your thought. 
 
These words have high emo�onal impact. Use them as much as possible in conversa�on when 
appropriate. 

 

Admired Affec�onate Ambi�on Sociable 

Bargain Beauty Civic Pride Status 

Control Courtesy Credibility S�mula�on 

Discovery Disinherit Taxa�on Stylish 

Durable Easy Economical Successful 

Effec�ve Efficient Enormous Sympathy 

Excel Expressive Financial Tasteful 

Free Fun Genuine Tested 

Growth Guaranteed Health Thinking 

Helpful Home Hospitality Time-Saving 

Hun�ng Independent Love Up-To-Date 

Low-Cost Modern Money Value 

Mother Necessary New Worry-Free 

Patrio�sm Personality Popular You 
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Progress Proven Quality Youth 

Reputa�on Results Safe Recommended 

 

 

Most people would readily agree that we sound the way we feel.  What few people realize, even though 
it has been proven by some prominent academicians, is that we don't just sound like we feel, we also 
think the way we sound. 
 
Benjamin Whorf studied language and behavior under Yale’s Professor Edward Sapir in the early 
twen�eth century.   They mostly studied American Indian languages, the Hopi tongue in par�cular.  They 
discovered that language structures actually condi�on the way people think. The organiza�on of the 
universe as embodied in the language a person or culture uses may act as the determining factor in 
shaping habits of percep�on and thought. 
 
What in the world does the Hopi language have to do with us today as a Capacity Commercial Group 
professional?  Plenty!  The Whorfian Hypothesis is complex and far- reaching and has important cultural 
implica�ons.   
 
But on a strictly personal level the impact is clear: You think, behave, and believe the way you speak.  
If you say,  

 

"I'll try to call you sometime later.  If we could chat some more, would that be okay?" you might 
as well give up sales! Talk like that and it's clear that you don't really expect the conversation to 
take place, and you act accordingly. 

 

To ensure the conversation does take place, say, 

 

"I will reach you later ·in the week and we'll talk further.   Is two-thirty Thursday convenient, or is 
first thing Friday better  for you?" 

 

The same goes for prospects who say, "I'll get back to you."  Pull out your appointment book and 
schedule the "get back to you" date now! 

 

Speak with the expecta�on of success and you will propel yourself toward success. 
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Sec�on 8 Assignment 
 
EXERCISE 1 
 

Now that we have reviewed your leters in class, rewrite the three leters that you wrote for Module 7. 
Improve the leters with the sugges�ons from this module and our conversa�ons. Compare the two side 
by side and ask your manager or another transac�on services professional to cri�que your leters. Ask 
them to answer the following ques�ons. 

1. What are three strong points of the leter? 
 

2. What are three sugges�ons that were made? 
 
 

EXERCISE 2 
 
Tape record your side of a prospec�ng call.  Play it back and note improvements that are needed. 
 
Tape record a second prospec�ng call. Play it back and note your improvements. 
 
Tape record your side of a third prospec�ng call and play it back to your manager or your partner.  Point 
out your improvements. 

 
 

EXERCISE 3 
 
Become conscious of your writen, telephone and verbal skills. Implement at least six ideas from this 
module. Report to your manager and peers what ideas you have implemented. 
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SECTION 9 
Qualifying to Increase Profitability & Prosperity 
 
 

OBJECTIVES 
 

1. To understand how to qualify prospects in the discovery process of obtaining business. 

2. To refine ques�oning technique to develop client rela�onships. 

3. To temper the excitement we some�mes feel when we get a mee�ng with a prospec�ve client 
with the ability and mo�va�ons of the client. 
 

Qualifying is the ongoing process of learning about the person with whom you are dealing and their 
poten�al need for services that Capacity Commercial Group offers. 
 

 

Your prospec�ng ac�vi�es bring you into contact with the prospect, but then you have to ascertain that 
the prospect is someone with whom you can do business. At the same �me, you need to gather as 
much informa�on as possible about the prospect's situa�on so that you can prepare for the 
presenta�on step in the selling process.  You also need to lay the groundwork for the friendly 
rela�onship which will make your future business with that person possible.  Qualifying may begin 
during a telephone call to get an appointment or during a personal call.  It then con�nues during your 
mee�ngs, and carries on through the en�re representa�on process. 
 
Here are some guidelines and helpful hints that will make the qualifying process easier for you. 

The Commercial Investment Real Estate Ins�tute uses a powerful qualifying to be in their CCIM classes 
called NUMERAL. 
 

 

 

 

NUMERAL is an acronym to remind you to ask "discovery" ques�ons when you are talking with a new 
prospec�ve client. 
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N. Stands for needs 
U. Reminds you to ask about urgency 
M. Stands for mo�va�on or lack thereof 
E. Stands for expecta�ons of the prospect 
R. Ques�ons usually refer to the resource s of the client, typically money  
A. Stands for authority, in other word s, the decision maker's 
L. Reminds you to ask ques�ons about the loyalty of the prospect.  This one is always the most 

difficult to discover. 
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ues�ons can be asked over the telephone, in person, in a formal or informal se�ng. There's no 
par�cular order, but a quick mental check of N UMERAL will help you determine if you have discovered 
as much as possible about the prospect and their real estate needs at that par�cular moment. 
 
No�ce how many of the ques�ons cannot be answered with a "yes" or a "no." These are called open 
ended ques�ons. Open ended ques�ons clarify meaning and establish understanding. They o�en start 
with Who? Where? What? Why? When? How? There's nothing wrong with a dosed end ques�on 
(answered with a yes or no) now and then. Good transac�on services professionals ask great ques�ons 
and then listen carefully for problems they can solve.   Informa�on is power in the real estate service 
business. 
 
The following ques�ons represent discovery type ques�ons that uncover needs, urgency, mo�va�on, 
expecta�ons, resources, authority or loyalty.  Label each one with an N, U, M, E, R, A or L and give a 
brief overview of the sin1a�on where it might be used.  They are not in any par�cular order and some 
obviously lead to another ques�on. You'll also no�ce some obvious orienta�on to product type. 

Example:  What are your goals in marketing this project?   M, E 
Telephone or in person talking to a developer 

1. What has been your past experience with real estate services professionals? E,L 
2. What has been you r experience with Capacity Commercial Group Company? E,L,M 
3. What other firms are you interviewing? M,A,L 
4. Is the firm's size/local presence important to you and your project?  M,E,N 
5. How do you feel about lis�ngs in close proximity to each other? M ,E 
6. Would you tell me a litle about your business? (Lines of business, goals, niche, etc.) 
7. What other projects are you currently working on? 
8. What are your leasing/sales expecta�ons? What are your pre-leasing expecta�ons? 
9. What service fees have you budgeted for the project?  How are they structured? 
10. What's the term of the exclusive? 
11. Have you established a marke�ng budget for the project?  What does it include 

(brochures, open houses, etc)?  
12. Who will the professional be working with on a day-to-day bas is? What is their role in the 

transac�on approval process? 
13. How o�en would you like to meet with the marke�ng team? 
14. Have you completed your marke�ng team (including legal, lender, architect, property 

management, space planner, general contractor and tenant improvement contractor)? 
15. Who will be present at the presenta�on? 
16. Do you have a joint venture partner? Will they be present at the presenta�on? 
17. How much �me will we have to make a presenta�on? 
18. When will you be making the decision? 
19. What is the decision making process? 
20. Who exactly will you meet with to get this type of decision approved? 2 1. Hopefully, you 

have help making this type of difficult decision? 
21. What do you think the others will say regarding this proposal? 
22. How is your decision making process structured? 
23. Tell me about your decision making process. 
24. ls it possible that I atend the mee�ng to help you sell this idea up the line?  
25. What materials can I provide to help you present the concept? 
26. Are decisions in your company made in a centralized or decentralized manner? 
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27. Who else other than yourself will be signing the lease? 
28. Describe your deal loca�on. 
29. What size site do you need? 
30. In what size center do you prefer to locate? 
31. What configura�on works well for your use? 
32. What type of ingress and egress is important to you?  
33. Who are "good neighbors" for you? 
34. How will a pad site fit into your strategy? 
35. Can you describe for me the deal customer profile so we can target the demographics? 
36. Describe the ideal loca�on for your opera�on without regard to budget? 
37. Tell me about your more successful loca�ons? 
38. What do you like about your exis�ng loca�on? 
39. What don't you like about your exis�ng loca�on? 
40. If you could put your exis�ng space on a truck and move it to the deal loca�on, where 

would you take it? 
41.  What is the transac�on configura�on of your space? 
42. How much space do you need to operate efficiently? 
43. Specifically, what is the problem with your exis�ng space? 
44. How do you see your needs changing in the next two years? 
45. What space advantages do you an�cipate from a move at this �me? 
46. Will you sketch your deal floorplan for me? 
47. What is the "outside" date for moving out of your space? 
48. What is the �metable for your decision? 
49. What does the �ming look like for your move? 
50. How soon do you need to be in your new space and fully opera�onal? 
51. Assume for a moment it takes 120 days to find new space for your firm. How much lead 

�me do we need for your decision-making process? 
52. What's the problem with your exis�ng space? 
53. What do you like about your exis�ng space? 
54. How much of your capital do you intend to use for this move? 
55. What is happening within your company or firm to mo�vate you to look for space now? 
56. Why do you seem to act as if you need space immediately? 
57. If there is no rush to move forward now, what are the mo�va�ng factors that are driving 

the decision? 
58. How long have you owned the property? 
59. How did you come to own the property? 
60. How has the property performed for you since you have owned it? 
61. What are the strengths of the property? 
62. What are the weaknesses of the property? 
63. Why are you moving? 
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64. How do you intend to capitalize the expansion? 
65. What is the source of your capital for the move? 
66. How much do you think this en�re expansion will cost?  Let's take a good hard look at the 

numbers. We certainly don't want any surprises! 
67. Tell me about the terms and condi�ons of your current lease? 
68. How is your current lease payment structured? 
69. When did you last look at the market for space?  
70. What brokers have you worked with in the past?  
71. Let's review your budget for the move. 
72. How have you worked with brokers in the past? 
73. Where is your deal loca�on in a center? 
74. How many employees do you have in your space? 
75. What type of building works best for your opera�on? 
76. What is the op�mal bay width and bay depth for your business? 
77. Please describe your full product line? 
78. What anchor tenants do you like to be near? 
79. Do you have any special requirements such as HVAC, electrical or plumbing? What other 

requirements do you have? 
80. This is our standard signage . . . . Anything else you need?  
81. What type of delivery door do you need? 
82. If you could change anything about your space layout, what would you change? 
83. What are the projected sales from this site? 
84. How does this compare to your best store?  Your worst store? 
85. What is your rent budget for this store?  Base rent?  Percentage rent? 
86. Who will execute the lease?  What is the lease execu�on process at your company? 
87. What is the financial strength of the signing en�ty? 
88. How do you hand le "exclusive" or "radius" clauses in your leases? 
89. How long has the property been for lease? 
90. What brokerage services have you u�lized?  Which firm? 
91. What were your desired terms and condi�ons of the lease? 
92. What was your asking price for the rent? 
93. How did you arrive at that rental range? 
94. Why do you think the space has not leased? 
95. What categories of tenants have you targeted? 
96. From a tenant's point of view, what are the strengths of the space? The weaknesses? 
97. What exis�ng tenants have a dispropor�onate share of parking? 
98. What offers have come forward?  What happened to them? 
99. What problems have you had with tenants in the past? 
100. Who will be making the final selec�on of hiring a broker? 
101. When will this decision be made? 
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Sec�on 9 Assignment 
 
Now that you have had a chance to prac�ce some powerful probing ques�ons pick a few of your 
favorites and start to use them. Write down at least two for each leter of NUMERAL that you plan to 
use in the discovery process. Use some of them over this next week and report the results to the group! 
 
Read through Module Ten and be prepared for next week's session. 
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SECTION 10 
Presenting Proposals to Obtain Listings 
 
 

OBJECTIVES 
 

1. Learn to effec�vely prepare for the lis�ng presenta�on. 

2. Review the most effec�ve procedure for making major lis�ng presenta�ons. 

3. Save �me and ensure consistency by using a consistent format. 

 

The most cri�cal key to a successful presenta�on is prepara�on. The first step in this prepara�on is 
developing a thorough understanding of the needs of our clients. This can be accomplished in a client 
interview.  This interview, which is conducted prior to your presenta�on, is generally 15 to 30 minutes 
in length. Among the cri�cal items you'll want to obtain informa�on on are: (Refer to Sec�on 9 for 
addi�onal ideas.) 

Prepara�on 

• Who will  be in  the "audience" 
• The client's wants 
• The client's concerns 
• How the client perceives the project 
• How the client perceives the market 
• The client's feelings about Capacity Commercial Group (prior experiences either good or bad) 

and about any individual members of the lis�ng team 
• Background on all the individuals who will be atending the mee�ng and any par�cular 

concerns/ques�ons each  individual  might have 
• The client's other projects 
• The client's past experience with Capacity Commercial Group 
• Who (both companies and individuals) are you compe�ng against? What order will each 

company be presen�ng in? 
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If we are one among several companies to present, you may have input in the order in which you speak.  
There are two schools of thought on this. One school of thought says that you should be the first to 
present.  That way you set a precedent and standard for your compe�tors to live up to. The other camp 
feels that you should be the final speaker in order to have the most las�ng impact and not have your 
presenta�on diluted by others following you. Ask your managers their thoughts on this issue. 

Remember that one key to a successful presenta�on is gearing your material to the client's background 
and level of sophis�ca�on.  You are there to convince the client that you and your team are an excellent 
extension of their company.  

Prepara�on 

Brainstorm with your team referring to the client interview that was conducted.  Pick major needs that 
you uncovered in your client interview and focus on them. Develop key points that will support these 
needs. 

Typical key points might include: 

• Compe�ng projects 
• The number of transac�ons your group has done (experience with this type of property or 

asset) 
• The "Process Management" approach 
• The team concept 
• Capacity Commercial Group’s commitment toward the marke�ng 
• Commission  rate 
• Time commitment 
• Radius clause 
• Length and terms of lis�ng 
• References 
• Your working rela�onship with your compe�tors 
• The feasibility of on-site marke�ng 
• Frequency of mee�ngs with client, control book 
• Pre-leasing or selling expecta�ons (under construc�on projects) 
• Exclusions 
• Marke�ng budgets 
• Market knowledge 
• Other available Capacity Commercial Group resources 
• Strengths/weaknesses  of Iis�ng team 

Remember to phrase your points as benefit statements.  Include the need, the benefit you have to 
meet the need, detaiIs of the benefit, and the conclusion.  Also, detem1in c who will address each 
point in order to u�lize each person's strengths. 
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Visual Aids 

Visual aids are a necessary asset to your presenta�on.  They can be used to illustrate a point and 
support your verbal in forma�on. One word of cau�on, however.   Do not become so enamored with 
your visual aids that you lose contact with the client.  Visual aid   are an enhancement to your 
presenta�on, not the focus of it. In other words, your arc the star, a visual aid is a bit player. 

Some effec�ve visual aids arc boards, flip charts and computer presenta�ons.  Be crea�ve.  Bring 
"unexpected" aids to your presenta�on as well.  Let's review the most effec�ve way to use each of 
these. 

When using flip charts keep the following �ps in mind:  

1. Make your flip chart customized for this client. 
2. Use as large a flip chart as is comfortable.  Make sure it's firmly anchored to the easel. 
3. Use a new pad for each presenta�on. 
4. For beter visibility use at least two colors of pens. Stay away from colors that can be difficult 

to read, such as yellow. Use blue, black, dark green, and red instead. 
5. When letering a flip chart, make the leters one-to-two inches high. Pre-print legibly.  Have 

someone else review the charts to make sure they can read them. 
6. Double-check the spelling and punctua�on on each chart. 
7. Avoid "cutesy" art. 
8. The first page of the flip chart should be the building design or client's logo, along with the 

Capacity Commercial Group logo.  Also, include the clients' names. 
9. Include a blank page between each writen page, so they don't "bleed" over into each other. 

Many of the same �ps given above for flip charts also hold true for boards. An addi�onal capability that 
boards have is more professional quality. 
 
You can use Microso� PowerPoint to develop artwork. The material you develop is blown up and 
mounted on boards. Aerials and other photograph s are easily included in a board presenta�on. Also, 
certain generic boards can be reused as long as they remain in "pris�ne” condi�on.  Generally, flip 
charts should not be reused, although some pages are generic and are applicable for several 
presenta�ons. 
 
You can make photographs or copies of boards and flip charts and give them to the clients as a take-
home package. 
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Computer Driven Presenta�ons 

The power of technology can make all of us beter presenters, but there are a few general rules to 
follow. Even when using Capacity Commercial Group's presenta�ons as a base for your customized 
PowerPoint material, you need to remember the following. 
 
Do not exceed 20 slides in your presenta�on (Interact ion with your client is impera�ve) 

• Blue or light green backgrounds put people in a more accep�ng mood 
• Yellow and white leters show up the best 
• Short succinct bullets with powerful  graphics, but NOT cartoons 
• Use numerous photos of proper�es 
• No more than 6 lines per page, no more than 6 words per line 
• Make sure you have hard copy backup (You will eventually "crash" someday!) 
• Leave a full color copy of all slides with your client a�er the presenta�on 
• Don't permit the computer to "overshadow" your message 

Making the Presenta�on 

Remember that the Capacity Commercial Group team is more powerful than an individual transac�on 
services professional.  Take advantage of our team. For major presenta�ons you will be presen�ng as 
part of a group. Each person's role is as follows: 

1. The team leader should serve as the master of ceremonies.  This team leader is generally the 
individual responsible for the lis�ng opportunity. They should greet the clients and thank them 
for the opportunity to speak with them. Then give a brief overview of what will be covered.  They 
might also pass out an agenda at this �me. They should then introduce the district (or sales) 
manager. 

2. The manager is responsible for discussing Capacity Commercial Group, both on a local level and 
on a na�onal level (if applicable). They should be prepared to get into such specifics as the 
number of leases completed by the office, the square footage handled by the office, the 
structure of the divisions, the handling of referrals, etc. 

3. On some presenta�ons a representa�ve from the office's public rela�ons department may be 
included. Their purpose is to briefly describe the types of support services that they provide that 
wiII make the Capacity Commercial Group team more effec�ve i n marke�ng the client's property. 

4. Other presenta�ons may include a representa�ve from your research department. They should 
be prepared to provide data on relevant market trends, influen�al outside forces, windows of 
opportunity, and historical comparables. 

5. Each transac�on services professional who is on the team should have a speaking role in the 
presenta�on.  During your prac�ce sessions you will have decided who will cover each sec�on, 
so that the transi�ons are smooth. 

6. The team leader should close out the presenta�on with a brief summary and a solicita�on of 
ques�ons. This should include "Did we miss any areas of concern or interest to you?" and "What 
ques�ons do you have about our ability to successfully complete the marke�ng assignment to 
your expecta�ons?" 
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The Mee�ng Room Layout  

These ques�ons should be followed by a request for the client's commitment. Make sure that all 
team members address the clients by name throughout the presenta�on.  This will keep them more 
involved. Also, be sure to make eye contact with each of the clients. 

It is important to have informa�on on the site where you will be mee�ng. The ideal and first request 
is to meet in our own Capacity Commercial Group office, since it is easiest to control the mee�ng 
condi�ons there.  However, this is not always possible. lf you will be mee�ng off site (in the client's 
office), be sure to determine the following items ahead of �me: 

• How large is the room you will be presen�ng in? 
• Is it private and without distrac�ons? 
• If you will be using audio-visual or computer equipment, are there enough electrical outlet 

and are they located in the right place? (Always bring an extension cord and power strip with 
you.) 

• Will you be bringing your own equipment or using theirs? 
• ls all equipment compa�ble? (A major issue with computers!) 
• How do you control the ligh�ng? 
• What is the sea�ng arrangement? (You want to .scat the clients so that they face the least 

distrac�ons.) 
• Arrive early to set up your equipment and test it. Have back up ready. 

Even if you are mee�ng in your own office, don't overlook the following items: 

• ls the conference room reserved for the length of �me you'll need it? 
• ls the conference room  clean, �dy and professional  looking? Test everything. 
• Has the recep�onist been told who will be arriving, so they are prepared to greet them? 
• Has the recep�onist been told to hold all calls? 
• Are coffee, tea, fruit, etc. and any special refreshments the client may like ready and 

available? 
• Is the audio-visual equipment you’ll be using in good working order and reserved?   (Do you 

need an extension cord, new bulb, etc.?) 
• Have placecards been writen and put in proper loca�ons? 

Handling Ques�ons 

Be prepared to handle ques�ons as they come up.  If you defer all ques�ons to the end, the clients 
will be distracted and may not pay full aten�on to your remarks.  An�cipate the difficult ques�ons. 
The group should rehearse all possible ques�ons in the prac�ce sessions.  This will not only help 
your confidence, but enable you to be beter prepared with support materials that you may need. 
 
If you are asked a ques�on that is not straigh�orward, rephrase it to make sure you understand it 
correctly.  If the ques�on covers a number of areas, focus on each topic and address it individually.  
Do this as succinctly as possible. 
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What can you do if you sense that relevant ques�ons are going unasked? One method of handling 
this is to have the team ready to ask key ques�ons that, for whatever reason, have not come up.  
This makes you look prepared, open, and thorough. 

The Compe��on 

As a professional, it is never in your best interest to denigrate or belitle your compe��on.  However, 
it is important to have a thorough understanding of their strengths and weaknesses.  For example, 
if your compe��on has an obvious weakness, you should be sure to stress your strength in that area 
during your presenta�on. 

Delivery Skills 

In your prac�ce sessions, be sure to rehearse transi�oning phrases. These are useful both when 
moving from one key point to another and when moving from one speaker to another.  Examples of 
transi�oning phrases include: 

"As we discussed . . ."  

"One area that you indicated was important to you was . . ."  

"Now, Jane will review . . ." 

"Another important issue to look at . . ."  

"The next point we need to discuss is . . ." 

The manner in which you present material greatly affects the way in which it is received. The 
following pointers will help you in your delivery: 

1. Your client(s) will only be as confident as you are. Maintain a posi�ve a�tude. 
2. Maintain eye contact 
3. Remove keys/coins from your pocket. The jingling can be distrac�ng. 
4. Assume a comfortable body posi�on. 
5. Do not lean on charts, desks, tables, or podiums. 
6. Smile. 
7. Maintain a relaxed, businesslike pitch, tone, and rate to your voice. Do not speak too 

quickly. 
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8. Have an agenda. Here is an example of one that has worked. Make sure you a k the client 
"What else do we need to cover? 
 

o Introduc�on to Capacity Commercial Group (your office) 
o Three Reasons Why We Are Right for the Assignment 
o The Marketplace 
o Our Marke�ng Plan Strategy and Ideas 
o Valua�on of the Property 
o Our Rela�onship 
o Conclusion 

The close should always be done by the team captain. An excellent closing tool is the execu�ve 
summary. It can be used to summarize the benefits that were discussed and should be based on 
the client interview. Then remember, ASK FOR THE ORDER. Be sure to use posi�ve language in your 
close. DON'T HESITATE. 

Closing 

Your professionalism should not end when you walk out the door a�er making your presenta�on.  
Send a thank you leter from all the team members to the client. Do it that day. 

Have the team leader or manager call the client back within 48 hours a�er the presenta�on. A good 
opening for this call is "I wanted to get back in touch and see if any ques�ons or comments might 
have come to mind since we had a chance to meet.  What other informa�on can we give you?" 
Keep contac�ng the client, once a week if needed. 

If you don't get the assignment, have your manager find out why.  (This is usually more than ge�ng 
the "courtesy response."  Some�mes you must dig a litle to find out the real reason behind the 
decision.) Also, send a leter thanking the client for the opportunity to make a presenta�on, and 
assuring them that you will cooperate in working with the firm chosen. And you are looking forward 
to the next opportunity. 

The System 

Capacity Commercial Group uses a standardized template system as a standard for our lis�ng 
proposals, presen�ng has become much easier and more consistent for all brokers. We now have a 
base from which to build our presenta�ons and yet s�ll customize to meet the needs of the client. 
Your assignment this week begins with inves�ga�ng and learning the system for seller 
representa�on assignments. 
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Sec�on 10 Assignment 

The system has many document worksheets that will help you prepare a presenta�on to get a lis�ng. 
Get copies of all the documents available to you, review them and tag the ones you believe will be 
the most helpful in ge�ng an assignment to represent a seller or owner. Bring these sheets to next 
week's mee�ng. 

Print out the proposal from the Seller Representa�on Module that will help you to convince an 
owner of property to hire Capacity Commercial Group and you for an assignment. 

What areas of the generic proposal will you be customizing in your presenta�ons? 

To get ready for Session 11: 

1. Print out a complete Tenant Rep proposal from the system that will help you to convince 
a prospect to hire Capacity Commercial Group and you for a Tenant Representa�on 
assignment. 

2. Print out and bring the following tenant rep documents with you to next week's mee�ng. 
Obviously, bring the documents that most pertain to your specialty. 
• Management of the Real Estate Plan 
• Project Objec�ves 
• Project Tasks 
• Property Search Criteria 
• Tenant List Checklist 
• Read through Module Eleven and be prepared for next week's session. 

 

 

 

 

 

 

 

 

 



Broker Success Training 

 

2017 Capacity Commercial Group 87 

 

 

 

SECTION 11 
Client Representation 
 
 

OBJECTIVES 
1. Become familiar with the Capacity Commercial Group Process and Accountability System. 

2. Learn to effec�vely prepare for tenant or buyer representa�on presenta�ons. 

3. Explore the Capacity Commercial Group system as a basis for tenant or buyer rep proposals. 

 
Representa�on for the Space User 
 
As you are well aware, our industry is dynamic and constantly evolving. The primary driver of this 
evolu�on is our clients. Client needs and expecta�ons have a direct impact on what we, as a service 
provider, must do in order to build on our rela�onships and to generate new business. 
 
As our clients grow more sophis�cated, so do their demands on us for providing a clear, process-
oriented approach to solving their real estate needs. 
 
While our compe��on is just beginning to understand this, Capacity Commercial Group already has 
responded aggressively by developing a client-oriented Process & Accountability System. 
 
This approach will help you present a strategy to our clients that dis�nguishes us from the same old 
story that our compe�tors tell: "My company is the best. I have loads of experience. Here is a list of my 
deals. We have market data and all sorts of research, etc. -so trust me, I know what I'm doing." 
 
To help you implement this new approach, we have developed a so�ware-based system that allows you 
to organize and provide this process to our clients. The system is called Capacity Commercial Group. 
This system is a comprehensive so�ware tool that also includes a financial analysis program. 
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The simple "capabili�es proposal" is a thing of the past. The system helps you outpace the compe��on 
by helping you outline and present a complete process to the client. 
 
It helps you convey to the client not only what you do, but a step-by-step account of how you will do it. 
This program was purchased and enhanced by Capacity Commercial Group in direct response to the 
needs and demands of our exis�ng and prospec�ve clients. 
 
The Capacity Commercial Group message is: "We approach every assignment through a system of 
process and accountability to help you, the client, make the best possible real estate decisions. The 
process begins with a full understanding of your needs and follows a standardized step by step 
approach that includes con�nuous repor�ng and analysis right through to the conclusion of the 
assignment. The result is a superior decision making process. The benefits to you are... you acquire the 
most appropriate space at the lowest price (or: "you sell your building at the best price to a qualified 
buyer in the shortest period of time": -or: "all options are presented and analyzed and the best solution 
is implemented for your build-to-suit need" -etc.) 
 

Why Client Representa�on 
The client representa�on process centers on a basic business strategy that many �mes needs to be 
reinforced with the prospec�ve client. Strategies and concerns to be discussed include: 

• A client normally only relocates every five to ten years or readjusts the size of their opera�on 
when necessary. As an ac�ve professional in the market you are constantly in the marketplace 
fully aware of proper�es that might fill the need. 

•  Just as other professionals are used for legal, tax and �tle concerns in real estate, a 
knowledgeable transac�on services professional adds significant value to the en�re process. 

• Being in the market constantly you know the compe��ve transac�ons being made in the 
marketplace. 

• Finding space is serious business and can be bewildering with obstacles such as space plans, 
working drawings, concessions, building standards, CAM charges, escala�ons and op�ons. 

• To convince a client that you bring value to the "table" you must actually have a process and 
present it in a logical fashion. 

• An exclusive agreement serves as a clearing house once the marketplace is aware that the client 
is looking for space. An exclusive representa�on agreement protects the client from being 
deluged with proposals and informa�on without the professional advice of a knowledgeable 
service provider on their side. 
 

Make Sure you Constantly Reinforce 
As you reflect on client representa�on proposals also remember to think about the following. 

1. Prospec�ve clients must be assured and convinced they will see the en�re market and not miss 
any opportuni�es. 

2. Clients need to be assured and convinced we can find them the best possible solu�on to their 
need without paying more than necessary. 

3. Clients need to be assured and convinced that they are affilia�ng with a professional who is 
competent in nego�a�on and thoroughly understands the process. 
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Just as we discussed previously, the most cri�cal key to a successful presenta�on is prepara�on and 
rehearsal.  The first step in prepara�on is developing a thorough understanding of the needs of your 
clients. Fortunately the documents in the system make it easy to collate this informa�on. See the next 
page for an example of a search criteria sheet. 
 
Refer to Module 10 for addi�onal presenta�on ideas but remember: 

• Who will be in the audience (What are they looking for? And what is their background?) 
• The client's wants 
• The client's concerns 
• How knowledgeable the client is about the representa�on concept 
• How the client perceives the market 
• The client's feelings about Capacity Commercial Group 
• Background on all the individuals who will be making the decision and any · par�cular 

concerns/ques�ons each individual might have 
• The client's other needs 
• The client's past experience with Capacity Commercial Group 

 

Let's look at some of the pieces of the system that help you discuss and implement this strategy. (We 
will use a tenant representa�on proposal for this overview.) 
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Search Criteria Example 
PROPERTY SEARCH CRITERIA:  INDUSTRIAL 

Project Name:_________________________________ Date: __________________________ 
 

 

LOCATION DATA 
Loca�on: ______________________________  City/Suburb: ______________________________ 

County: _______________________________  State: ______________________________ 

 
BOUNDARIES 

North: ______________________________  East: _______________________________ 

South: ______________________________  West: ______________________________ 

Other loca�on requirements: _______________________________________________________ 

 
BOUNDARIES 

North: ______________________________  East: _______________________________ 

South: ______________________________  West: ______________________________ 

Other loca�on requirements: _______________________________________________________ 
 

 

SITE DATA 
SITE IMAGE     

Industrial or Business Park Se�ng: _____________________________________________________ 

Street or Freeway Exposure/Visibility: __________________________________________________ 

Quality of Surrounding Development / Buildings: _________________________________________ 

Other Site Image Requirements: ________________________________________________________ 

 
ZONING / USE 

Proposed use of Property: ____________________________________________________________ 

Required Zoning: ____________________________________________________________________ 

SIZE OF LAND PARCEL 

Site Size: _____________ Base Site: _____________Addi�onal Site for Expansion: _____________ 

Total Site Size: ______________________________________________________________________ 

Op�mum Site Dimensions: ____________________________________________________________ 
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PARKING REQUIREMENTS   

Employee:________________________________ Customer: _______________________________ 

Handicap Requirements: ____________________ Truck Parking: ____________________________ 

Maneuver Area: ____________________________________________________________________ 

Outside (Screened/Unscreened) Storage Requirement: ___________________________________ 

___________________________________________________________________________________ 

Other Requirements: ________________________________________________________________ 

 
PROPERTY ACCESS 

Importance of Highway Access: ________________________________________________________ 

Maximum Distance to Major Freeway: _____________________To Airport: ___________________ 

Maximum Distance to Signalized Intersec�on: ____________________________________________ 

Maximum Distance to Public Transporta�on: _____________________________________________ 

Required Access to Personnel Support Proper�es: ________________________________________ 

Other Access Requirements: __________________________________________________________ 

 
RAIL SERVICE 

Required Rail versus Non-Rail Property: _________________________________________________ 

Required Railroad Company: __________________________________________________________ 

Required Ownership of Rail Track: ______________________________________________________ 

Other Rail Requirements: _____________________________________________________________ 
 

 

BUILDING DATA 
Building Image: ___________________________________________________________________ 

Newer Construc�on: _______________________________ Older: ____________________________ 

Street Exposure: _________________________________ Sign Exposure: _______________________ 

Building Materials: ___________________________________________________________________ 

Quality of Surrounding Buildings: _______________________________________________________ 

Other Building Image Requirements: ____________________________________________________ 

 
BUILDING SIZE 

Total Area (Square Feet): _____________________________________________________________ 

 Minimum Size: ________________________________________________________________ 

 Maximum Size: ________________________________________________________________ 
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Size Breakdown (SF Only): ____________________________________________________________ 

 Office: _______________________________________________________________________ 

 Computer Room: ______________________________________________________________ 

 Showroom: ___________________________________________________________________ 

 Produc�on: ___________________________________________________________________ 

Warehouse: __________________________________________________________________ 

 Other Types of Space: __________________________________________________________ 

 Total: ________________________________________________________________________ 

Expansion Areas: ____________________________________________________________________ 

Required Building Dimensions: ________________________________________________________ 

Single versus Mul�ple Floors: _________________________________________________________ 

 
CEILING HEIGHT 

Office: ___________ Showroom: ___________ Produc�on: ___________ Warehouse: ___________ 

Other Areas: _______________________________________________________________________ 

 
AIR CONDITIONING REQUIRMENTS 

Office: _________________________ Capacity: ___________________________________________ 

Showroom: _____________________ Capacity: ___________________________________________ 

Warehouse: _____________________ Capacity: ___________________________________________ 

Other Areas: ____________________  Capacity:___________________________________________ 

 
HEATING REQUIREMENTS 

Office: _________________________ Capacity: ___________________________________________ 

Showroom: _____________________ Capacity: ___________________________________________ 

Warehouse: _____________________ Capacity: ___________________________________________ 

Other Areas: ____________________  Capacity:___________________________________________ 

 
VENTILATION REQUIREMENTS 

Office: _________________________ Capacity: ___________________________________________ 

Showroom: _____________________ Capacity: ___________________________________________ 

Warehouse: _____________________ Capacity: ___________________________________________ 

Other Areas: ____________________  Capacity:___________________________________________ 
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LIGHTING REQUIREMENTS 

Office: _________________________ Capacity: ___________________________________________ 

Showroom: _____________________ Capacity: ___________________________________________ 

Warehouse: _____________________ Capacity: ___________________________________________ 

Other Areas: ____________________  Capacity:___________________________________________ 

 
FLOOR DRAINS 

Office: _____________________________________________________________________________ 

Warehouse: ________________________________________________________________________ 

Inflammable Trap: ___________________________________________________________________ 

 

FIRE PROTECTION 

Wet or Dry Sprinkler System: __________________________________________________________ 

In-Rack Sprinkler System: _____________________________________________________________ 

Office: _____________________________________________________________________________ 

Produc�on: ________________________________________________________________________ 

Warehouse: ________________________________________________________________________ 

Other Areas: _______________________________________________________________________ 

Storage of Flammable Products: _______________________________________________________ 

Other Hazardous Ac�vi�es: ___________________________________________________________ 

 
FLOOR LOAD/FLOOR CONSTRUCTION 

Produc�on Area:____________________________________________________________________ 

Warehouse Area: ____________________________________________________________________ 

Other Areas: _______________________________________________________________________ 

Special Equipment Areas: _____________________________________________________________ 

 
COLUMN SPACING 

Electricity: _________________________________________________________________________ 

Total Amps Required: __________________________________________________________ 

Volts Required: ____________208V: ____________240V: ____________440V: ____________ 

Number of Phases: ____________________________________________________________ 

Gas Size: ___________________________________________________________________________ 

Capacity: __________________________________________________________________________ 

Sanitary Sewer Size: _________________________________________________________________ 
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Capacity: __________________________________________________________________________ 

Water Size: ________________________________________________________________________ 

Capacity: __________________________________________________________________________ 

Telephone/Communica�on: __________________________________________________________ 

Voice: _____________________________________________________________________________ 

Data: ______________________________________________________________________________ 

Special Communica�ons: _____________________________________________________________ 

Number of Required U�lity Provider: ___________________________________________________ 
 

LOADING 

Dock 

 Loca�on: _____________________________________________________________________ 

Number and Size of Doors: ______________________________________________________ 

Dolly Pads: ___________________________________________________________________ 

Other Requirements: ___________________________________________________________ 

Drive-In 

 Loca�on: _____________________________________________________________________ 

Number and Size of Doors: ______________________________________________________ 

Dolly Pads: ___________________________________________________________________ 

Other Requirements: ___________________________________________________________ 

Dock Pla�orm 

 Loca�on: _____________________________________________________________________ 

Covered / Non-Covered: ________________________________________________________ 

Dimensions: __________________________________________________________________ 
 

STORAGE REQUIREMENTS 

Material Stored: _____________________________________________________________________ 

Racking System: ____________________________Height: __________________________________ 

 

SPECIAL EQUIPMENT 

Water Lines: ________________________________________________________________________ 

Air Lines: ___________________________________________________________________________ 

Cranes: ____________________________________________________________________________ 

 Size (tons) and Make: __________________________________________________________ 

 Hook Height: __________________________Bridge Span: ____________________________ 
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Security System: ____________________________________________________________________ 

Other: _____________________________________________________________________________ 

 
ENVIRONMENTAL 

A�tude Regarding Contaminated Building / Site: _________________________________________ 
 

 
ECONOMIC DATA 

Base Lease Rate: ____________________________________________________________________ 

Office: _____________________________________________________________________________ 

Produc�on: ________________________________________________________________________ 

Warehouse: ________________________________________________________________________ 

Total: ______________________________________________________________________________ 

Taxes: _____________________________________________________________________________ 

Opera�ng Expenses: _________________________________________________________________ 

Free Rent: __________________________________________________________________________ 

Moving Allowance: __________________________________________________________________ 

Tenant Improvements: _______________________________________________________________ 

Other: _____________________________________________________________________________ 

 

 

 

 

 

 

 

 

 

Process flow chart in our adopted format 
TENANT REPRESENTATION 

Review of Client Data 

Management of Real Estate Plan 

 

Defini�on of Requirements Selec�on of Appropriate Property 
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Survey of Market Nego�a�on of Lease 

Selec�on of Most Qualified Proper�es Construc�on Improvements 

Solicita�on of Proposals Planning and Implementa�on 

Analysis of Proposal Responses Disposi�on of Exis�ng Real Estate 

  

 

The table of contents of our typical client rep proposal includes the following: 

• Execu�ve Summary 
• Management of Real Estate Plan 
• Defini�on of Requirements 
• Survey of Market 
• Selec�on of Most Qualified Proper�es 
• Solicita�on of Proposals 
• Analysis of Proposal Responses 
• Selec�on of Appropriate Property  
• Nego�a�on of Lease  
• Construc�on of Improvements 
• Planning and Implementa�on of Move 
• Disposi�on of Exis�ng Real Estate 
• Compensa�on 
• Introduc�on to Capacity Commercial Group Company 
• Reference List  

 

Discuss the Proposal & Documents You Printed & Brought 
with You 

1. When in the presenta�on would you direct the prospect's aten�on to the Management of the 
Real Estate Plan? ( document) 

2. How would you discuss the Project Tasks worksheet with the prospect? 

3. How and when would you use the Client List Checklist? 

 
Whether your presenta�on is a lis�ng or client representa�on assignment possibility, the powerful 
presenta�on techniques in Sec�on 10 s�ll hold true. Remember: 
 

An excellent closing tool is the execu�ve summary. It can be used to summarize the benefits that 
were discussed and should be based on the client interview. Then remember, ASK FOR THE 
ORDER. Be sure to use posi�ve language in your close. DON'T HESITATE. 
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Your professionalism should not end when you walk out the door a�er making your presenta�on.  Send 
a thank you leter to the client. Do it the day of the mee�ng. (In fact, make it the first thing you do a�er 
you leave the presenta�on.) 
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Sec�on 11 Assignment 
 
The system has many more document worksheets that will help you prepare a presenta�on to win the 
representa�on assignment. Go to your library and make a copy of the documents in the Tenant or Buyer 
Representa�on Sec�on. 
 
If you didn't do it last week, print out a proposal from the system that will help you to convince a tenant 
or buyer to hire Capacity Commercial Group and you for an assignment. What areas of the template 
proposal will you be customizing in your presenta�ons? 
 
Find a copy of a representa�on agreement that you can use to secure an assignment. Ask your manager 
for a copy of an agreement that has worked in the past. 
 
To get ready for next week:  Next week's session is a heavy one so read through Sec�on 12 and be 
prepared with your ques�ons for the session. 
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SECTION 12 
Listing Agreements, Registrations and Commission Agreements 
 
 

OBJECTIVES 
 

1. To become familiar with the full range of the Company's lis�ng agreements. 
 

2. To understand the concept of "levels of control" and how levels of control determine the 
professional’s ac�vi�es and earnings. 
 

3. To understand how writen lis�ng agreements protect the interests of the professional and the 
Company. 
 

 

Survey of Lis�ng Agreements 

The lis�ng agreements discussed in this sec�on comprise the legal basis for how you and the Company 
are compensated for your service.  Without these agreements neither you nor the Company would have 
a legal claim to any income.  (That should suffice to explain the importance of writen agreements!) 
 
Shown below in graphic form is the inventory of client representa�on agreements, followed by a brief 
statement of how they differ from each other.  The agreements are listed above the party with whom 
the agreement is made. (See the writen expecta�ons that follow.) 
 

 



Broker Success Training 

 

2017 Capacity Commercial Group 100 

 

 

(1), (2) The sought-a�er "exclusive" in transac�on s involving a sale, (3), (4), (8) and/or lease or 
sublease.   In these agreements, the Company gets paid for its efforts whether i t is the procuring (10), 
(11), party of the tenant/buyer/seller/lessor or not. 
 
(5) Exclusive agency establishes the same rela�onship as an exclusive, except that the owner also 
retains the right to sell or lease. If the owner succeeds in doing so and the transac�on services 
professional was not the procuring cause, the transac�on services professional does not get paid. 
 
(7), (8) Non-exclusives, or "opens," signify that any party can be the procuring cause for a sale or lease 
including other brokers .and the owner himself. Excep�ng the owner, only the procuring party gets paid 
on an open. 
 
(9) A Commission Agreement is a rela�vely simple agreement which en�tles the transac�on services 
professional to a commission in the event they procure a buyer or tenant for a given property. Usually 
this agreement is executed when a transac�on services professional has a likely prospect for a given 
lis�ng. 
 
(12) The Schedule of Commissions is atached as an addendum to all client representa�on  agreements. 

Legal Documents 

All client representa�on agreements are legal documents comprising a significant eviden�ary basis for 
any legal ac�on against either endorsing party. In addi�on, these agreements establish agency 
rela�onships between you and the client which involve specific responsibili�es that you must bear 
according to law. ln that context you should: 

1. Understand the explicit provisions of the agreement. 

2. Understand the implicit responsibili�es you and the Company assume when signing the 
agreements. 

3. Make sure all such agreements are prepared accurately. 

 

On a prac�cal level there are two key things to remember about your representa�on agreements: 

1. They establish your protec�on for ge�ng paid 

2. They determine the degree to which you control the client. 
 

It may seem obvious that one would have a signed agreement with every client one works with.  
Unfortunately, this is not the case. Time and �me again, anxious and eager transac�on services 
professionals expend their �me and efforts finding a tenant, buyer, or seller, without a writen 
agreement, only to discover that once the party was found, the client "forgot" about the promise to 
pay the commission, or suddenly "couldn't afford it."   

 

You gambled your �me and now we both lose.  Therefore, etch this in the cornerstone of your business 
philosophy: 
 

PROTECT YOUR COMMISSION WITH A SIGNED AGREEMENT. 
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And remember, do not waste your �me working without one, "on spec." Know for any client what 
you're ge�ng paid for, how much you've agreed to get (including splits), and when you are to get it. 
View a commission agreement as an employment agreement. Without it, you have NOT been hi red for 
the assignment! 
 
Now, let's assume you'll avoid the pi�all of no agreement.  Your objec�ve now becomes to gain the 
maxi mum amount of legal control of your assignment as possible.  This means to get the exclusive. 
 
In some cases, however, it is more profitable to have an exclusive with the property user.  One such 
case occurs when the market has become overbuilt and tenants pick and choose proper�es.  In this 
case, tenant control will be more likely to generate income than owner control. In other cases, legal 
representa�on of large tenant/users can prove highly profitable as they represent a lot of money to 
owners and possible repeat business. Thirdly, in the Retail Division, tenant control can be as important 
as owner control since the targeted client is the large, mul�-site user.  Imagine represen�ng a single 
shopping center owner versus represen�ng McDonald’s for the en�re state! 
 
Thus, owner control is largely your top priority, but not en�rely without major excep�ons. 
 

Exclusions 
 
The second best level of control is the exclusive agency agreement where you've conceded the 
commission if the owner procures the tenant or buyer before you do.  Here, at least, you are paid the 
lis�ng por�on if you or another transac�on services professional procures the tenant or buyer. 
 
ln either lis�ng cited above, the client o�en has likely prospects in mind that they feel may want to 
lease or buy the property.  1f these prospects do in fact buy or lease, the client will want to exclude you 
from the commission.   Some exclusions are a common prac�ce.   But they also reduce your level of 
control. For that reason you should always get an expira�on date on exclusions, a�er which such 
par�es do not preclude you ge�ng a commission should they decide to lease or buy your listed 
property. 
 
The third level of control below exclusive agency is the non-exclusive authoriza�on to sell or lease, or 
the open.  Open lis�ngs carry virtually no control at all, so whoever closes the transac�on gets paid.  A 
few guidelines then, rela�ve to opens: 

 

1. Do not look for tenants or buyers on opens to any significant degree. 
2. If you have a likely prospect for a property, get a commission agreement signed in advance of 

disclosing your client if you haven't obtained a non-exclusive lis�ng. 
3. Register your prospects immediately a�er a showing with the owner. 
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Registra�on Defined 

Registra�on is the act of serving no�ce to an owner or land lord that you have shown a given prospect 
the listed property on a given date. This no�ce helps to establish your claim to a commission should 
you be the procuring cause of the owner/landlord making a transac�on with your prospect. Your claim 
must also, of course, be established by a writen commission agreement or non-exclusive lis�ng 
agreement. 
 
Registra�on of prospects is done whenever there may be ambiguity as to the procuring cause of a 
transac�on - which is the case with less-than-exclusive levels of control.  It is important to note, 
however, that registra�on of a prospect does not in itself en�tle you to a commission without 
excep�on. 
 
There are innumerable cases where a broker registered a client, but didn't get the commission when 
the client finally closed the transac�on with the owner. How could this happen? I t happens because 
the broker was not deemed to be the procuring cause to the transac�on. 
 

Procuring Cause 

The concept of procuring cause dictates whether or not a broker has a defensible claim to a 
commission.  Paraphrasing the law of most state, procuring cause is, by defini�on, the cause origina�ng 
a series of events that, without a break in their con�nuity, results in the completed transac�on. In 
other words, the broker must set in mo�on a chain of events that cause the buyer/lessee and the 
seller/lessor to come to tem1s. Looking further at applica�ons of this concept, we find that merely 
being the first person to contact the eventual buyer does not in itself sa�sfy the procuring cause 
requirement.   Once the broker has introduced buyer and seller, however, the seller's efforts to exclude 
the broker from nego�a�ons will not be grounds for denying commission payment.  If the seller and 
buyer agree to delay execu�on of the purchase agreement un�l a�er the lis�ng period has expired 
with the intent of defea�ng the broker's claim  to being the procuring cause, each  may be liable; the 
seller under the lis�ng agreement, and the buyer in tort. 
 
A broker/agent may not be the procuring cause, even though they exhibit the property to the buyer, if 
the eventual buyer is already aware of the property's availability, and the broker/agent is not 
instrumental in closing the sale. If there is a good faith break in the con�nuity of the nego�a�ons that 
prevents the person from showing that the buyer and seller came to terms as a proximate of their 
efforts, the broker/agent would not be the procuring cause. 
 
The best evidence of procuring cause, although not conclusive, is being the one who obtains a writen 
offer from the prospec�ve buyer/tenant.  By obtaining a writen offer, you demonstrate control over 
the prospect.  With a writen offer in your possession, you are in an excellent posi�on to nego�ate a 
commission with the owner or lis�ng agent.  A broker/agent who shows the property but fails to obtain 
a writen offer will not normally be recognized as the "procuring cause." 
 
If the lis�ng agreement provides that the commission will be paid only on comple�on of the sale, the 
fact that the broker/agent is the procuring cause of an acceptable buyer is not sufficient to en�tle them 
to compensa�on.  Unless there is such a condi�on in the lis�ng agreement, however, the conclusion of 
a sale is not necessary.  The broker/agent is considered the procuring cause, and en�tled to  

compensa�on, if they bring the par�es together so that they can enter into a contract whether or not 
the sale occurs. 
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If a broker/agent has an exclusive right to sell lis�ng, a sale to any party, even to one procured by the 
seller, en�tles the broker/agent to compensa�on.  In an exclusive agency lis�ng, the broker/agent must 
prove that someone other than the seller was the procuring cause of this sale.  Under an open lis�ng 
agreement, broker/agent must prove that they alone, and no other party including the seller or any 
other broker, brought buyer and seller together. 
 
Thus, being the procuring cause is par�cularly important for a broker/agent under an open lis�ng or 
comparable situa�on in which several brokers/agents may be showing the property and a prospec�ve 
buyer may be contacted by other broker/agents.  I f more than one broker/agent has contributed to 
comple�ng the sale, the person seeking the commission must prove that their ac�vi�es were the 
predominant cause in bringing about the transac�on. 
 
When procuring cause may be an issue, as in an open or exclusive agency lis�ng, the broker/agent 
should meet with their manager and discuss no�fying the seller, in wri�ng, of the names of prospec�ve 
buyers whom they contacted. 
 
Under an open (or general) lis�ng, broker/agent must be the procuring cause of a buyer who is ready, 
willing and able to purchase the property on the terms of the lis�ng.  An owner can employ a number 
of brokers/agents to sell the same property under open lis�ng agreements, and the first broker/agent 
to procure a buyer earns the commission. 
 
As the legal passages indicate, the broker/agent may or may not have a claim to a commission whether 
they register the prospect or not.  However, registra�on remains a common prac�ce to establish as a 
writen no�ce that the broker/agent has shown a prospect the listed property at a given �me. 
 
Client registra�on usually consists of an exchange of business cards between owner and prospect and a 
follow-up leter to the owner/developer re-capping any mee�ng between the principal par�es. Done 
correctly, the registra�on leter is discreet and contains the names of the par�es, the mee�ng date, 
and any commentary you want to add to generate the momentum of a transac�on. The registra�on 
leter should not s�ck out like "Hey, I'm registering my client by this leter as of the above date." 
Rather, a good registra�on leter is a selling statement as well as a measure of protec�on.  Following is 
a good example of a registra�on leter. 
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Date  
 
Name (spelled correctly!)  
Title  
Complete Address 

RE: Clients name and property name 

Dear Owner: 

I am pleased that you were able to meet with my client, the Tenant Company, last Thursday regarding 
your Specific Building in Oakland. As I surmised, he con finned that you r property was a very 
appropriate possibility for his office needs.   We will be mee�ng next week a�er his Execu�ve 
Commitee mee�ng, a�er which I’ll be in touch with you. 
 
Un�l then, thanks again for your �me. Sincerely, 
 
<signature line> 

 

 

 

 

 

When you mail such a leter you should always keep a copy of it in your client files.  J f it is lost, your 
registra�on may be also.  In the event a lis�ng agreement expires or is terminated, a fom1al registra�on 
leter should be sent to the owner iden�fying the prospec�ve purchasers/tenants to which the property 
has been submited and/or with which nego�a�ons have been commenced. 
 
Capacity Commercial Group’s standard form for exclusive lis�ng agreements requires that such formal 
registra�on leter be sent to the owner within 30 days a�er the expira�on/termina�on of the lis�ng 
agreement in order to protect our commission posi�on if a transac�on with a registered prospect is 
consummated within six months a�er the expira�on/termina�on of the lis�ng agreement. 
 
If a prospect is not registered or if the formal registra�on leter is not sent within such 30 day period, 
our commission posi�on may be lost. 
 
The commercial/investment brokerage business is intensely compe��ve - a characteris�c of our free-
market system as a whole.  This has the net effect of allowing the best companies to rise to the top, and 
the less quality companies to take a second place.  But our business is also based on compe��ve 
coopera�on, a sharing of the pie as it were, because in many cases transac�ons don't happen without a 
measure of teamwork.  
 
Inter-company coopera�on on a transac�on is called professional coopera�on, or more commonly, co-
brokerage.   When transac�ons are co-brokered, one brokerage company has procured a principal party 

(tenant/buyer/ landlord/seller) and the other brokerage company procured the other principal party. 
As a result of this coopera�on, the commission on the transac�on is shared, or split. 
 
ln actual prac�ce, co-brokerage is a common occurrence.  In tum, the industry, as well as the Company 
have established ethical standards and policies respec�vely, to govern the prac�ce of co-brokerage and 
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commission splits.  In addi�on, the Company, has carefully prepared a "Professional Coopera�on 
Agreement" which specifically sets forth the terms and condi�ons under which co-brokered 
transac�ons are to take place.  You will examine this agreement, as well as the Company policies, in 
upcoming assignments. 
 
Like co-brokerage, a referral is an act of teamwork and coopera�on, but in this case, between and 
among employees and professionals of the Company.   As men�oned in previous sec�ons, a referral is a 
lead given to a specialist by a member of the Company who does not have the degree of exper�se (or 
the official capacity) to render first quality service to such prospect. 
 
Company philosophy encourages referrals as perhaps the single best expression of teamwork there is.   
Further, our encouragement of referrals is not limited to service professionals but includes every 
employee of the Company.   Having everyone alert for prospec�ve transac�ons puts us one step ahead 
of our compe�tors. 
 
To s�mulate referrals, the Company has a detailed policy and compensa�on plan for individuals who 
refer a prospect that results in a subsequent transac�on.  This plan, Company's referral policies and 
commission schedules will be discussed in detail by your manager. 
 
Up to this point we have iden�fied the major components of how we are compensated in the 
transac�on services group; the "gross" commission per the Schedule of Commissions, the "splits" of 
the gross commission if a transac�on is co-brokered, and a further share of this amount to a referring 
party if such is the case. 
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Review Ques�ons 

 
Instructions:   On a separate piece of paper answer the self-test ques�ons below. Then check your 
answers against what you have covered in this sec�on. 
 
Review the material covering any ques�ons and discuss with more senior sales associates if you have 
difficulty. 

1. Levels of control are also defined by how long control can be maintained. What is a sa�sfactory 
lis�ng term in months?  A good tenant representa�on term? 

2. You've executed a 5-year net lease. What is the total commission if the annual rent is a non-
escala�ng $75,000? (Refer to the schedule of commissions.) 

3. When are commissions payable on sales/exchanges?  Leases? 
4. When do you u�lize the commission agreement? 
5. You've obtained an exclusive with four exclusions. What should you remember to do? 
6. Under what form(s) of agreement can the owner sell or lease the property without paying you? 
7. Why is the owner control of paramount importance? 
8. Is a verbal commitment to pay a commission enforceable in your state? 
9. A small office owner gives you an open. What do you do to lease the space? 
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Sec�on 12 Assignment 
Reading 

1. Read and take notes on the following division manual modules (read only sec�ons pertaining 
to lis�ng agreements). 
 
Industrial: Industrial Forms 
Retail:  Forms and Legal Documents 
Office:  Legal Aspects  

 
When reading take note of: 

1. The rela�ve exclusivity of the agreement (control level). 
2. The agreement's term (# days). 
3. The explicit responsibili�es set forth. 
4. Obtain the most current copy of each agreement for your specialty from office files. 

 
Reading 
 
The following reading assignments cover the Company's policies for co-brokerage, referrals, and 
commissions. As you complete these assignments look for and remember the basic policy and 
underlying philosophy. Review only the most basic of the various payment structures.  You will not be 
expected to remember the many specific commission or referral payment structures. 

1. Co-brokerage:  Read the Policy and Procedures Manual. Obtain a copy of and study the 
"Professional Coopera�on Agreement." 

2. Referrals: Read the Policy and Procedures Manual. Obtain and read the referral form. 
3. Commissions:  Read the Policy and Procedures Manual. 

 
When you have finished the reading assignments, complete the self-test quiz. 

1. True or false:  The Professional Coopera�on Agreement must have signatures of both you and 
the coopera�ng broker. 

2. True or false:  The co-broker's prospec�ve principals must be listed in the agreement. 
3. What is the term of the Professional Coopera�on Agreement? 
4. Can Capacity Commercial Group sell or lease the subject property to unregistered par�es 

without incurring an obliga�on to the Professional with whom we have a Professional 
Coopera�on Agreement? 

5. Why should the Company cooperate with outside brokers? 
6. What is the standard referral func�on percentage? 
7. What is the overriding intent of the Company's referral program? 
8. If you receive a referral, you are strongly urged to make progress reports to the referring party. 

Why? 
9. What is the basic commission split between lis�ng and selling the lis�ng? 
10. From #9, what is your commission split if you listed a property that yielded a $30,000 

commission? What is your commission if you listed and sold a property that yielded a $30,000 
gross commission? 

11. What is a transac�on services professional's "commission bracket"? 
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SECTION 13 
Cross Selling Capacity Commercial Group Services 
 
 

OBJECTIVES 
 
To understand scope of services and dis�nc�on of Corporate Services, Ins�tu�onal Services and 
Property Management Services. 
 

 

Member of a Larger Team 

As part of a larger team you represent Capacity Commercial Group on a daily basis in the marketplace.  
We also have specified groups designed and structured to maintain clients' overall sa�sfac�on with the 
services rendered by the Company.  Three groups currently providing specific services are: 

• Corporate Services 
• Ins�tu�onal  Services 
• Capacity Commercial Group Management Services, Inc. 

The following explana�on by Capacity Commercial Group Corporate and Ins�tu�onal Services gives us 
a good overview: 
 
Since the essence of both Corporate Services and Ins�tu�onal Services is a focus on the overall client 
rela�onship, there are many similari�es in their respec�ve structure and opera�on.  Both are 
rela�onship oriented and are staffed by professionals whose primary objec�ve is to maintain the 
clients' overall sa�sfac�on while maximizing Capacity Commercial Group revenues by delivering as 
many services as needed by the client. 
 
All references to Corporate Services include the current Retail Services organiza�on.  Retail oriented 
corpora�ons require the same rela�onship orienta�on as other corporate clients, while requiring 
specialized services including support with site selec�on. 

Corporate Services 

Corporate America controls three trillion dollars’ worth of real estate.  It uses this real estate to 
accomplish its core business ac�vi�es. Real estate asset management is not its core business. If it could 
accomplish its objec�ves without using real estate, it would. 
 
Since real estate management is a non-core ac�vity, corpora�ons try to keep their in-house staff as 
small as possible and hire outside service firms to carry out most of their real estate ac�vi�es.   
 
Real estate service providers such as Capacity Commercial Group have formed corporate services 
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teams to pursue this business in response to demands by their corporate clients for a single-point-of-
contact rela�onship.  Since the vast majority of the services provided to corpora�ons have been leasing 
and disposi�on services, these rela�onships have been typically referred to as "na�onal accounts" and 
have been headed by experienced professionals. 
 
This focus has also been emphasized by the corpora�ons who entered into contracts with service 
providers for the provision of such services on a discounted fee basis. The objec�ve was cost reduc�on 
first and performance consistency second. This was useful to the corporate rea l estate depa1tments as 
the reduced fees (o�en shown as income through fee sharing) helped jus�fy their existence. 

While this approach worked fairly well for a while, the world of corporate real estate has moved on.  
Corpora�ons have discovered that the real estate they control is a key element of the infrastructure 
that supports their business. It is both an asset and a business resource. Corporate real estate is not 
just facili�es management, construc�on and transac�ons, but rather a highly sophis�cated form of 
asset management, and like the other primary business resources, its use must be aligned to the firm's 
overall business strategy. 
 

Clarifying the Role of Corporate Services 
 
Corporate Services is a Capacity Commercial Group opera�ng unit focused exclusively on strategic, 
financial and transac�on needs of major and rapidly growing corporate clients.  These services include 
the following: 

• Strategic Planning 
• Corporate Asset and Por�olio Management 
• Por�olio Re-Alignment 
• Transac�on Management - Acquisi�on & Disposi�on 
• Real Property Data Abstrac�ng and Administra�on 
• Lease Audits (desk audits) 
• Consolida�on and  Business Unit Analysis 
• Balance Sheet and P/L Impact Analysis 
• Financial Services 
• Project/Construc�on Management 
• Systems Consul�ng 
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Why is Capacity Commercial Group Commited to this 
Capability? 
 

Corporate America con�nues to look to a select number of real estate companies to become an 
extension of their real estate departments providing a full scope of services and capabili�es.  This 
Corporate Services' func�on has survived the test of �me and is now a mainstream approach to 
expanding a client's services to its internal customers, without an increase in staffing or overhead.  
Once established, these rela�onships supersede those in local markets, ini�ally are contracted for 2-3 
years and succeed based on a team structure, company support, and the overall quality of our service 
and performance.  Cri�cally important, these types of long-term business rela�onships create high 
volumes of stable and consistent revenue for the company.  Consequently, CSG is commited to 
genera�ng large amounts of fees that are predominately exported to local offices. 

 

Who is Corporate Services and how is it Structured? 

The President of Corporate and Ins�tu�onal Services directs both Corporate Services and Ins�tu�onal 
Services.  Corporate Services is managed by Managing Directors in the east and west. Both arc 
responsible for the overall performance of Corporate Services in their respec�ve regions, along with 
staffing, business development, local office interface, account management success, and overall 
company profitability in this service line. 
 
Teams comprised of Directors, Associate Directors, Financial Analysts, Consultants and Administra�on 
support will hand le the account management.  The en�re team above is exclusively focused on 
corporate clients.  Their compensa�on is salary plus bonus based.  Directors will be the Account 
Managers and primary point of contact for our clients.  They are accountable for the revenue and 
success of each respec�ve account. Directors are "senders" only and do not func�on as local Capacity 
Commercial Group professionals. 
 

What is the Status of Capacity Commercial Group 
Professionals Now Having "Corporate Services" in Their Title? 

The "Corporate Services" and "Director" designa�on previously used by individual professionals will no 
longer be used on any �tles, business cards, leterhead or proposals.  Only salaried, Corporate Services 
personnel will carry this designa�on. 
 

Who is Responsible for Na�onal Pricing and Contracts? 
 
All business development, client rela�onship building, and proposal prepara�on for exis�ng and 
prospec�ve Strategic Corporate Clients is directed out of the Corporate Services' Managing Directors, 
Directors and staff. Final pricing approval is by the President of Corporate and Ins�tu�onal Services or 
the Managing Directors for the Eastern and Western Opera�ons. Contract development, nego�a�on 
and closure is handled as a team with Directors, Capacity Commercial Group legal, and either a 
Managing Director or President. 
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Capacity Commercial Group Internal Revenue Alloca�on 
Philosophy: 
 
The philosophy of Corporate Services in the distribu�on of revenue is much different than CSG in the 
past, and vastly different than all other compe�tors.  The accountability of Corporate Services is to the 
senior management of the company and is based upon the total gross revenues created for Capacity 
Commercial Group (and affiliates).  Corporate Services' par�cipa�on schedules are designed for the 
company to recoup some of the overall program costs. Our focus is genera�ng and maximizing revenue 
to Capacity Commercial Group and distribu�ng it to the field. 

This is only now possible because of the company's commitment to underwrite the Corporate Services' 
budget, thus maintaining the greatest financial incen�ve in the field to maximize the quality of work. 

 

Which are the Target Companies for Corporate Services? 

 

Our target clients are the Fortune 250 Companies, the "gazelle" growth companies, and the top 50 
retailers who are not within the Fortune 250. This group is iden�fied as Strategic Corporate Clients, and 
arc corpora�ons with a centralized (or regional) approach to real estate, desiring a company-to-
company rela�onship, occupying numerous loca�ons, having a na�onal (or interna�onal) scope an 
interest in entering into a strategic partnership. 
 
Select Corporate Clients are companies which do not have either the volume or velocity of projects to 
jus�fy the expense of the resources required to support Strategic Corporate Clients. These will also 
include firms that would normally be considered Strategic Corporate Clients except are being managed 
by a local Capacity Commercial Group professional.  Addi�ons to the list of Select Clients will be by 
means of a nomina�on form. 

Corporate Account Managers (CAM) are local professionals (either CCG or affiliates) who manage one 
or more Select Corporate Clients, who are compensated solely by commission, and who also perform 
tradi�onal local brokerage services.  CAM’s can par�cipate in na�onal programs produced by CSG, are 
eligible to atend training programs and can u�lize Corporate Services resources on behalf of their 
Select Corporate Clients. 

Mul�ple Transac�on Clients are companies u�lizing G&E (or affiliate) professionals to handle a series of 
transac�on assignments across mul�ple markets.  The companies typically occupy fewer loca�ons over 
a more limited geographical area with less of a focus on a rela�onship with Capacity Commercial 
Group. They may be divisions of larger organiza�ons. Their clients require no special repor�ng and will 
have access to Corporate Services resources on an "as available" basis. Requests for Corporate Services 
assistance should come through the District Manager. 
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Who has Access to Corporate Services Tools, such as AIM? 
 
Corporate Services will con�nue, with the assistance of other company resources, to develop account 
management and presenta�on tools to enhance our ability to service business.  The Account 
Informa�on Management system ("AI M") is used for two reasons:  (a) as a tool to manage client 
transac�ons and projects, and (b) as a tool to report to Capacity Commercial Group Corporate the 
financial projec�ons & results for each account. Access to AIM, for example, is primarily reserved for 
Corporate Services' Strategic Corporate Clients.  Select Corporate Clients will have access to this "cool 
through either Corporate Services' involvement in the account, or by the individual professional 
handling the account trained in AIM , and providing monthly reports to corporate in the same manner 
as all of Corporate  Services. 
 

What is the Compensa�on for Ini�a�ng Business for or 
Working with Corporate Services 

Our goal in seeking new business is to present the Capacity Commercial Group team with the highest 
probability of winning the business. Corporate Services was established to pursue, support, manage, 
and maintain company-to-company rela�onships with major corporate clients. Corporate Services was 
not established to be a primary support and business development vehicle to assist local professionals i 
n winning new account business. Below we have outlined the basic parameters of compensa�on for 
new and exis�ng accounts. 

• The general approach is for Corporate Services to retain 25% of all fees exported on behalf of 
clients to Capacity Commercial Group and professionals.  The 75% would remain in the field 
with local professionals/offices assis�ng in the project.   In certain circumstances this fee share 
may be increased up to 50% to pay for special support provided by Corporate Services, 
however, we do not an�cipate this occurring very o�en.  These fees are intended to fund a 
por�on of CS expenses and not to generate a profit. 

• No fees or referrals shall be paid to local professionals for companies on the Strategic 
Corporate Client list, unless otherwise agreed to in wri�ng by Corporate Services.  

• Referrals from local professionals to Corporate Services for companies not designated Strategic 
Corporate Clients shall be 10% of the gross G&E commissions for the ini�al year, 5% for year 
two, along with being the designated professional of choice for local assignments within their 
area of exper�se. Corporate Services requires that these "referrals" be defined as a strong 
rela�onship in place with decision makers, and an important factor in the decision by the client 
to choose Capacity Commercial Group. The inten�on is to reward local professionals for 
genera�ng business but also to recognize that the ongoing rela�onship a�er the first wave of 
transac�ons is highly dependent upon the level of service provided by Corporate Services and 
the Account Manager. 

• When assistance is required from Corporate Services in securing and/or managing a Select 
Corporate Client, a fee split will be agreed upon in advance with the District Manager and local 
professional that reflects the rela�ve short and long term contribu�on of the par�es, and the 
loca�on and requirements of the client. 

• The referral amount for lease administra�on shall be I0% of the first year’s gross proceeds a�er 
Capacity Commercial Group’s direct costs. 

 

What is the Direc�on / or Future Strategic Alliances? 
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Corporate Services is in the process of reviewing poten�al strategic alliances on both a na�onal and 
regional basis for legal, accoun�ng, architectural, financial, move management and other func�ons to 
create valued added services to our clients and to you in your efforts. As these are developed we will 
be no�fying you. 
 

How can Corporate Services Assist You in Your Efforts? 
 
You can call any of our offices and Directors and they will be ab le to answer any ques�ons that you 
may have.  One of our goals is to increase drama�cally the communica�on to you defining our efforts, 
and you will see more informa�on in the near future. 
 
Ins�tu�ons that have invested in rea l estate have many of the same requirements of their service 
providers as corpora�ons, but have fundamentally a different view of property.  Real estate asset 
management is a core business for them.  They have invested in real estate not to use it, but to make 
money from it while preserving capital.  Ins�tu�ons typically have more in-house exper�se than do 
corpora�ons.  They o�en perform acquisi�on, por�olio management, and asset management 
internally, and some�mes perform disposi�on, property management and leasing internally as well. 

 
 
Depending on the philosophy of the ins�tu�on, and whether it was established as a real estate owner 
ini�ally, or only found itself in that posi�on due to foreclosure, it hires outside service providers to 
deliver many of the required services.  Like corpora�ons, however, ins�tu�ons want to have a single 
point of contact with a service provider, and want to work with firms that offer a wide range of 
services.  These services include: 

• Disposi�ons 
• property management 
• asset management 
• program management (construc�on oversight) 
• leasing 
• mortgage brokerage 
• valua�on 
• acquisi�on advice 
• asset reposi�oning 
• customized research 
• construc�on loan servicing 

 

This list of services is similar to the list of services required by corpora�ons. The Ins�tu�onal Services 
Group at Capacity Commercial Group provides the interface to our key ins�tu�onal clients in a manner 
that meets their needs. 
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ISG Directors 
 
ISG carries the primary responsibility for enhancing our rela�onship with our key exis�ng clients and 
for developing in-depth rela�onships with addi�onal major organiza�ons.  We provide the Directors for 
those key accounts, and we develop the capability to provide the value-added services demanded by 
them. 
 
Our presenta�ons are of the highest quality.  We set the standard in the industry for selling and 
providing ins�tu�onal real estate services. 
 
The ISG Director operates in a manner similar to the CS Director. They are the focal point for the en�re 
Capacity Commercial Group rela�onship with the ins�tu�onal clients. They are experts in the value of 
investment property and have experience with asset management and leasing. Directors are 
responsible for the overall sa�sfac�on of the client with all Capacity Commercial Group Services. 
 
The Director is responsible for marke�ng all Capacity Commercial Group Services to the client. This 
includes disposi�ons, property management, leasing, mortgage brokerage, valua�on and all consul�ng 
projects. Projects and transac�ons are not "referred" to other parts of the Capacity Commercial Group 
organiza�on.  Referral implies a handing off of control and accountability. This is not an acceptable 
method of opera�on in the world of ins�tu�onal real estate. The client wants to make one phone call 
and understand everything that is happening on various projects. Instead, others within Capacity 
Commercial Group, such as transac�on services professionals, Capacity Commercial Group 
Management Services, Inc. and affiliates, are "engaged" on projects, but the Director remains involved 
to assure conformance with the client's standards, to assure that Capacity Commercial Group quality 
standards are met, and to answer to the client. 

To perform in this role, the Director has experience comparable to the CS Director, but focus on 
ins�tu�onal property ownership. Directors carry the �tle Director, Ins�tu�onal Services Group. 
 
Each Director handles only five to seven clients; fewer for major clients. 
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Management of ISG Clients 
 
ISG clients assigned to Directors are known as Strategic Ins�tu�onal Clients. These ins�tu�ons typically 
have a sufficient por�olio of real estate that can provide a meaningful return on the investment we 
make in them. They typically have a na�onal scope. Evidence of this level of interest is reflected by the 
level of our highest contact within the organiza�on, and their interest in and ability to enter into a 
mutually beneficial rela�onship. 
 
Currently, there is an iden�fied list of ISG clients. Your manager has this targeted list. Each of these 
clients is studied to learn more about their organiza�on, their sa�sfac�on with Capacity Commercial 
Group, their poten�al to generate addi�onal revenues from a full service marke�ng effort, and their 
ability and interest in developing a partnership rela�onship. The final selec�on of Strategic Ins�tu�onal 
Clients is made by the President of C&IS, the managing director of ISG, and the Presidents of 
Commercial Brokerage. As clients are selected for the Strategic Ins�tu�onal Client program, they are 
assigned a Director from the ISG organiza�on. This list changes over �me as we evaluate our success 
with the various clients and determine the volume of business we are achieving. Clients are constantly 
added or removed based upon this review process. 
 
When the Directors iden�fy projects that require the assistance of a local professional, they no�fy the 
relevant District Manager or GEA (Capacity Commercial Group Affiliate) Principal who nominates a 
professional for the project.  If the Director (and client, if required) approves the professional, they are 
engaged on the project. For all disposi�ons concluded on behalf of Strategic Ins�tu�onal Clients, 
whether or not the transac�on was referred by an ISG Director, 10% of the fee accrues to ISG from 
Capacity Commercial Group transac�on services professionals. Affiliates do not pay the 10% fee, but 
pay standard referral fees as outlined in the Affiliate Referral Policy. These fees are used to pay the cost 
of running the ISG opera�on and to provide a pool of funds from which the local professional can 
occasionally be paid for work which results in no fee or litle fee, but which is deemed cri�cal to the 
client by the Director. For non-transac�onal projects, the Director and the District Manager or GEA 
Principle agree up front on a payment to the professional from the overall project fee. 
 
In order to provide the na�onal exposure required to properly market major investment proper�es, 
those local investment specialists who qualify to work on major ISG disposi�on projects are designated 
members of the Na�onal Ins�tu�onal Sales Team. Local professionals included on this team have 
educated themselves in real estate finance techniques and demonstrated the ability to provide the 
excellence in execu�on required by Strategic Ins�tu�onal Clients. A specific set of qualifica�ons have 
been established for this designa�on. 
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Management Services 
 
Capacity Commercial Group Management Services, Inc. began opera�ons in 1992 as AXIOM, an 
independently operated joint venture between Capacity Commercial Group and IBM. The company was 
formed through joining the Facili�es Management Organiza�on that had been serving IBM in mul�ple 
loca�ons, with Capacity Commercial Group Na�onal Property Management Division. In early 1996, 
Axiom became wholly owned by Capacity Commercial Group, and in mid-1997, the name was changed 
to Capacity Commercial Group Management Services, Inc. 

 

Services Provided 
 

Capacity Commercial Group Management Services, Inc. offers clients the full range of real estate 
management services, including facili�es management, business services and the management of 
investment proper�es for owners and asset managers. 
 
Capacity Commercial Group Management Services, lnc.'s combina�on of these areas of exper�se gives 
us a unique place in the U.S. market.  Our primary exper�se includes specialty prac�ce groups in office, 
retail, industrial, health care, hospitality, raw land and investment proper�es. Services for these 
prac�ce groups include: 

• Commercial Brokerage 
• Lease Audit 
• Appraisal and Consul�ng 
• Asset Services 
• Financial Services 
• Mortgage Brokerage 

 

Facili�es Management for companies providing the following services: 

• Administra�ve Support 
• Construc�on  Coordina�on 
• Facili�es Engineering 
• Maintenance and Opera�ons 
• Security 
• Financial Repor�ng/ Budge�ng/ Procurement 
• Environmental Safety and Industrial Hygiene 
• Computer Aided Facili�es Management (CA FM) Business Services: 
• Mailroom Opera�ons 
• Reprographics 
• Audiovisual Technical Support 
• Photography  Services 
• Graphics & Forms Design 
• Key Operator Support 
• Shipping and Receiving 

 
Business Services: 
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• Mailroom Opera�ons 
• Reprographics 
• Audiovisual Technical Support 
• Photography  Services 
• Graphics & Forms Design 
• Key Operator Support 
• Shipping and Receiving 

 

Investment Property Management for the major owners/asset managers in the U.S. providing the 
following services: 

• Building Opera�ons and Maintenance 
• Financial Repor�ng 
• Tenant Services 
• General Service and Contract Administra�on 
• Lease Administra�on and Management 
• Product Marke�ng and Leasing 

 

As an example of our success, Capacity Commercial Group Management Services, Inc. facilitated IBM's 
Marke�ng and Services Division in reducing its costs by 45% for approximately 10 million square feet of 
proper�es! 
 
Capacity Commercial Group Management Services, Inc. similarly lowered opera�ng costs for Lexis-
Nexis' data intensive headquarters in Ohio by almost $1M in the first year, and cut opera�ng costs for 
Nortel's McLean, VA, headquarters by 16% in the first two years. 
 
How much money Capacity Commercial Group Management Services, Inc. can save clients depends 
significantly on the client's history and flexibility in mee�ng new challenges. 
 
This reflects a complex but important point: Capacity Commercial Group Management Services, Inc. 
saves corpora�ons money through its human resources flexibility, systems exper�se and economies of 
scale. 
 
Remember, these Divisions give our team the ability to provide real estate services far beyond leasing 
and sales.  I f you encounter prospects that could u�lize any services men�oned here immediately 
contact your manager to assemble a team with management services to best serve the needs of the 
prospect through Capacity Commercial Group. 
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Sec�on 13 Assignment 
 
By using your inquisi�ve mind, inves�ga�ve skills and knowledge of Grubb & Ellis answer the following 
ques�ons. 

1. What corpora�ons in your market work with Corporate Services? 

2. Name three Ins�tu�onal clients of the Ins�tu�onal Services Group? (no geographic  
boundaries) 

3. Who is currently in charge of Corporate Services? 

4. Name two Corporate and two Ins�tu�onal Directors involved with these divisions. 

5. Many Grubb & Ellis Management Services, Inc. benefits to clients can be measured. From the 
following list of services, choose three that can be measured. 

• Lower opera�ng costs 

• Easy outsourcing 

• Reduce staff 

• Tighten security 

• More efficient facili�es services 

• More detailed repor�ng 
 

6. Collect brochures that explain what services Corporate Services, Ins�tu�onal Services and 
Grubb & Ellis Management Services, Inc. provide for clients of Grubb & Ellis. 
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SECTION 14 
Legal, Ethical & Environmental Issues 
 
 

OBJECTIVES 
 

1. To gain a basic understanding of the broker’s responsibility to seller/landlords, tenant/buyers, 
and other brokers. 

2. To review Company policies regarding various legal issues. 

3. To review environmental issues cri�cal to the lease and sale of proper�es. 
 

 

Introduc�on 

In this sec�on we will discuss several legal issues that affect our profession. These issues will be 
categorized and presented as follows: 

1. Principal legal responsibili�es that you have with buyers, tenants, sellers and l and lords. 

2. Legal issues that the Company has specific policies on, as detailed in the Policy and Procedures 
Manual. 

3. Other important  legal  concepts that  you should  be familiar with  as defined in The language 
of Real Estate by John Reilly. 

As you know, when a broker (Grubb & Ell is) takes a lis�ng it becomes responsible to the owner. 
Fiduciary obliga�ons include good faith, fair dealing, sk ill, diligence, and full disclosure of material 
facts. 
 

Responsibili�es 

The agency or fiduciary rela�onship as it operates in the field of real estate means that the agency (and 
its broker) must act toward the principal in the highest good faith. This duty precludes the agent from 
taking a posi�on adverse to that of the principal unless the principal consents.  It also legally obligates 
the agent to disclose to the principal all facts within its knowledge which are material to the 
transac�on. The legal community defines material fact as, "had the principal known the fact prior to 
signing the agreement would it s�ll have gone forward with the transact ion?" 

When the acts of an agent have been ques�oned by the principal a�er a fiduciary rela�onship has 
been established, the burden is on the agent and broker to prove that they acted in good faith and 
made full disclosure. 
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Legal, Ethical and Environmental Issues 

The agent also has a fiduciary duty to use reasonable care and will be held to a high degree of skill and 
diligence. 
 
Real estate licensees have two rules of law that affect them.  One relates to their licensing - that is, the 
disciplinary proceedings that can be brought pursuant to real estate law.  The second refers to rules 
rela�ng to the obliga�ons to their principal.  They are separate and dis�nct.  On a par�cular mater, 
disciplinary ac�on may be taken even though the principal did not file suit, and the reverse is likewise 
true. 
 

Du�es to Sellers 

How are these rules applied? First, consider the duty to disclose.  I f the licensee is the buyer, there is, 
of course, an obliga�on to disclose that fact.  I f they are an indirect buyer, for example, if they use a 
company that they own, and through that company buy real estate, that fact must be disclosed.  If a 
close rela�ve is the purchaser, the same rule applies. 
 
Now what if the agent/broker knows of factors that will affect the future value? Brokers/agents have an 
obliga�on to keep current on all zoning laws and proposed changes. Suppose you learn that there is a 
good possibility that a property will be rezoned in the foreseeable future.  You have an obliga�on to 
disclose that fact.  Even if you personally do not know that a property will be rezoned, since you should 
have known, and therefore should have disclosed that fact, you could be held liable to the buyer for 
non-disclosure. 
 
Ignorance is not a defense lo a claim for failing to disclose a fact which you could have learned 
through diligent inquiry. 
 
Suppose there is an exchange contemplated and you discover that the other party to the exchange 
(whom you do not represent) does not own the exchange property, but only has an op�on on it.  You 
must disclose that fact to your principal as well. 
 
Suppose you obtain a lis�ng for $ 100,000 and you procure a buyer for $125,000.  Then you purchase 
the property and pick up a quick $25,000. Can you do so without full disclosure of these facts, the 
amount of your profit, and the writen consent of the seller?  Obviously not.  Legions of cases show 
that it is important for an agent buying for his own account and reselling for a profit to disclose these 
facts to the seller. 

The broker also has a duty to use skill, care and diligence.  This means that if an agent doesn't show the 
property, and doesn't adver�se it (just takes the lis�ng and sits on it), the agent may have liability 
beyond the owner revoking the lis�ng. 
 
The broker's liability if he violates fiduciary obliga�ons would be actual damages of the principal, 
including lost profits that the owner would have realized had the agent diligently carried out his work.  
The broker may be required to indemnify his principal seller.  I f the buyer sues the seller and obtains a 
money judgment against the seller, then the seller can seek indemnity from the agent if the basic fault 
was that of the agent.  The Department of Real Estate can also bring disciplinary ac�on which could 
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result, at its worst, in criminal ac�on, otherwise in revoca�on, suspension or proba�on of an agent's 
license. 
 
 

Prevent Legal Problems 

Coping with these types of problems is difficult, but there are some guidelines we can suggest.  First, 
remember your precarious legal posi�on at all �mes. Second, and most important, act with the utmost 
good faith at all �mes, dealing with everyone with the highest degree of care and acknowledging that 
you are a fiduciary to each principal with whom you deal.  Third, try to spell out the rights and 
obliga�ons of the par�es ini�ally and to set the basis for decision in the event something goes awry. 

1. Always make WRITTEN DISCLOSURES.  Use cover leters when confirming conversa�ons or 
transmi�ng informa�on and documents. 

2. Keep a log of contacts either on your computer or a simple spiral binder with buyers, sellers 
and others. Record and date all informa�on obtained from them. 

3. Consult your manager whenever you have any doubt about your legal or ethical posi�on. 
4. Do your homework on all transac�ons! Be informed and correct. 
5. Always be ethical. 
6. Choose your coopera�ng agents carefully.  Get all facts in wri�ng and send confirming leters to 

those providing you with informa�on. 

 

Self-Review Quiz: Complete prior to session and be prepared 
to answer! 
 
Instructions:  Answer the following ques�ons covering legal issues.  If you have difficulty with any 
ques�on, use the index of The Language of Real Estate and look up the material necessary for you to 
answer the ques�on. 

1. When does the broker, as the Company's representa�ve, become an agent of a seller or 
landlord? 

2. What is meant by agency? 
3. What is meant by fiduciary? 
4. What are three obliga�ons of a fiduciary rela�onship? 
5. What is meant by good faith?  Full disclosure? 
6. What 2 rules of law affect the real estate agent? 
7. What must you disclose to an owner/land lord about what you've listed regarding the 

property's value? 

Escrow 
 
Escrow is defined as: "The use of a neutral third party who holds cash or other considera�on and 
writen instruments un�l all condi�ons of sale have been met, whereupon they cause the transac�on 
to be recorded and the �tle to pass." By reason of custom and usage, the word escrow has taken on a 
broader meaning and now includes the act of giving instruc�ons to the escrow holder, deposi�ng 
papers, money, etc. - "going into escrow." 
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Note:  In lieu of escrow procedures in some states closing procedures are handled by lawyers or �tle 
companies. Your obliga�ons as a broker s�ll require that you insure the terms and condi�ons are being 
carried out per the sales agreement. 
 
The most common use of escrow is to enable the buyer and seller to deal with each other with 
minimum risk, because all responsibility is placed squarely on the shoulders of the escrow holder to 
follow their instruc�ons. 

When Used 
 
The mechanics of escrow are: The purchaser delivers to the escrow holder the funds and documents 
required by the par�es for the purchase of property. Their instruc�ons authorize the escrow holder to 
deliver to the seller the stated sums of money and/or notes on other property when the escrow holder 
obtains from the seller, a deed, and can have issued a policy of �tle insurance showing �tle to said 
property vested in the name of the purchaser. Concurrently, the seller deposits their papers with the 
escrow holder, authorizing delivery to the purchaser when the later has deposited the agreed upon 
purchase price and has executed all necessary documents. 
 
When the purchaser agrees to purchase a property for cash, an escrow can enable the purchaser to 
borrow money from a third party, using the property being acquired as security for the loan. The 
mechanics of this transac�on are these:  

1. The seller deposits their papers with the escrow holder with the understanding that at close of 
escrow they are to receive the total purchase price. 

2. The purchaser deposits certain funds and authorizes the use of funds to be provided by the 
lender. 

3. The lender deposits funds with instruc�ons that such funds be dispersed only when the deed 
of trust becomes a first (or second, as the case may be) lien on the property.   

Note:  The seller must know if the transaction is all-cash, or contingent on obtaining a loan or loans. 
 
The transac�on is completed as, simultaneously:  

1. The deed to the purchaser is recorded; 
2. The deed of trust to the lender is recorded; 
3. The l ender's funds become the property of the borrower (the purchaser) and in tum become 

the property of the seller. 
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Escrow Rules and Regula�ons 

A. ESCROW MUST BE CONFIDENTIAL.  All escrows necessarily, by nature, must be confiden�al.  
Only the principals to the transac�on are en�tled to sec the escrow instruc�ons, and then only 
insofar as they apply and dovetail with each other's instruc�ons. The greatest cau�on must be 
exercised, especially in the case of telephone conversa�ons, in order not to disclose 
informa�on to those not a party to the escrow. 

B. ESCROW OFFICER MUST BE IMPARTIAL AND MUST NOT GIVE ADVICE. They must follow the 
specific instruc�ons of the par�es, doing no more and no less. 

C. ESCROW OFFICER MUST DO AS DI RECTED.  Escrow instruc�ons should be posi�ve and not 
nega�ve in nature.  In other words, the escrow officer must do only what is authorized, in 
wri�ng, in such instruc�ons and must strictly comply with such writen instruct ions. 

D. INSTR UCTIONS SHOULD BE AS BR IEF AS POSSIBLE.   A good escrow officer must be able, 
quickly and with a minimum of conversa�on, to recognize the type of transac�on and to grasp 
the intent of the par�es.  The wording of the escrow instruc�ons should be unequivocal and 
succinct so that no one will have difficulty construing them at a later date. There is no worse 
sin in the escrow business than ambiguity. 

Escrow Procedures 

A rela�vely SIMPLE OFFICE MARKETING SALE ILLUSTRATES THE ESCROW PROCEDURE.  Throughout the 
en�re escrow procedure, the broker takes ac�ve responsibility for seeing that all per�nent informa�on 
is correctly typed into the escrow document. They must take it upon themselves to understand all 
aspects of the transac�on concerning the clients and the Company. 
 

Agent’s Role 

Example: You have sold a freestanding office building at 1234 Finch Street, Montclair, Alameda County, 
California. The principals in this transac�on have chosen a northern California �tle insurance company 
as the escrow agent.  The terms of the sales transac�on are as follows: 

Sale price:   $155,000 
Cash Down-Payment:  $15,000 
New first mortgage:  $107,000 
New second mortgage:  $9,000 
7% Commission:  $10,850 
Termite Inspec�on:  $35 
Buyer:    John Drummond Company, Inc. 

1. Review all typed instruc�ons for completeness and accuracy before they are taken to the 
principals for signature. 

2. To facilitate the closing of the escrow it is the broker's responsibility to make sure that the 
condi�ons set forth in the escrow are met. 

3. Before escrow closes, usually in the last week, you should review the en�re escrow file with 
the escrow officer to make sure that there are no unsa�sfied condi�ons and that the escrow is 
ready to close upon receipt of funds. Note: buyer's funds must be by cash or cashier's check. 
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To begin the procedure, you must open the escrow account by supplying the address of the sale 
property, seller's names, buyer’s names, (if assignee, you need to know the assignee's name and en�ty 
as soon as possible in 

order to obtain all necessary documenta�on prior to closing), a copy of the old �tle policy , sale price, 
informa�on on exis�ng loans (if possible), es�mated closing date, terms of transac�ons, and mailing 
address(es) to the escrow officer.  In addi�on, you also tell the escrow agent to expect to receive loan 
papers from the lender. 
 
Promptly a�er the sale contract has been signed by seller and buyer, you should order a preIiminary 
�tle report and copies of all recorded excep�ons to �t l e and provide copies to the seller and buyer. 
 
The Preliminary Report (prelim) is the result of the �tle company's search of public records, laws and 
court decisions. The search includes all public records rela�ng to recorded liens and encumbrance s 
affec�ng 1234 Finch Street.  The preliminary report shows the following: 

• The ves�ng, that is, who hold s the �tle to the property and in what manner such �tle is held 
joint tenancy, community property, etc.) 

• Real property tax informa�on, including current taxes and delinquent taxes. 
• Assessment infom1a�on, including sewer and street bonds, special ligh�ng district 

assessments, etc. 
• Other recorded encumbrances, such as restrict ions, easements, deeds of trust, etc. 
• The legal descrip�on of the subject property with a plat map (a pictorial representa�on of the 

legal descrip�on) atached. 

The report will be delivered to the broker/agent, and should be reviewed carefully rela�ve to the 
following ques�ons: 

• Are the names of the vestees (current �tle holders) the same as the sellers in the purchase 
agreement? 

• Have all the owners of record signed the purchase agreement?  If not, what must be done to 
make the ves�ng and the real estate sales contract correspond? 

• Are the installment amounts for taxes due the same or approximately the same as disclosed by 
the lis�ng?  1 f not, did the �tle company cover the correct property?  Enough property?  Too 
much property? 

• How do any covenants, condi�ons and restric�ons appearing in the prelim affect the use of the 
property?  (This is especially important to note if you're dealing with a vacant lot.) 

• Does the loca�on and/or nature of any easement affect the intended use of the property?  If 
so, what must be done to relocate or eliminate the easement? 
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Prerequisite Technical Informa�on 

The seller's obliga�ons would include delivering to escrow the executed and acknowledged grant deed.   
Their instruc�ons should indicate that this deed may be turned over to the buyer only when the 
escrow agent has received the purchase money.   Then the agent is to disburse the money as 
instructed, and turn over the net sale proceeds of $113,412.71 plus the original promissory note of 
$9,000, to the seller.  In addi�on, as addi�onal security for the $9,000 debt the seller will carry, they 
have requested the escrow agent to have a lender's �tle insurance policy issued, naming the seller as 
lender. 

Upon receipt of the new loan documents and instruc�ons from the lender, the escrow agent would be 
able to complete a preliminary closing statement similar to the following example:  

    Debits    Credits 

Sale price:   $155,000 

Down-Payment:      $15,000 

New loan:       $107,000 

New loan charges:  $3,000 

Seller’s Carryback:      $9,000 

Termite Inspec�on:  $35 

New fire insurance:  $300 

Prorate taxes:       $250 

Title Insurance & escrow fee: $500 

Drawing documents:  $5 

Notary fee:   $2 

Recording fee:   $10 

Amount needed to close:     $27,102 

TOTAL    $158,852   $158,852 
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The buyer would deliver the executed documents in connec�on with the new first and second loans 
and the check for the final closing funds to escrow and instruct that they could be used only when the 
escrow officer is able to record the necessary documents and cause an owner's �tle policy to be issued, 
reflec�ng the �tle to the subject property vested in John Drummond Company, subject only to  

1. Current taxes;  
2. Covenants, condi�ons, and restric�ons;  
3. Public u�li�es easement;  
4. Deed of trust for $107,000.00 in favor of the lender; and  
5. Deed of trust for $9,000 in favor of Sam Brown. 

The escrow holder, upon receiving writen instruc�on from all of the par�es to the transac�on (the 
buyer, the seller, the new lender, and the old lender), and upon receipt of all of the documents 
necessary to complete the transac�on, duly executed and acknowledged, is then in a posi�on to  "close 
the escrow." 

When the review of the documents has been completed, the escrow officer will transmit them to the 
recording department of the �tle company. The �tle company will cause the recorda�on of the 
reconveyances of the exis�ng loans, the deed from Brown to the Drummond Company, the new deed 
of trust in favor of the lender and the new second deed of trust in favor of Brown. 

The last stage of the escrow procedure is the closing or final audit of the escrow file.  Up-to-date 
prora�ons are made of interest, taxes and other applicable items, closing statements are typed, checks 
drawn, and the statements and other per�nent maters are mailed or delivered to the appropriate 
par�es.  The escrow file is now deemed closed. 

The �tle insurance policies will be writen by the �tle company and sent to the buyer, seller, and new 
lender.  The recorded deed, deed of trust and reconveyances will be mailed directly to the appropriate 
par�es by the County Recorder. 

This example illustrates a rather simple escrow procedure. Closing through escrow can become more 
complicated if the sale involves income producing property, rents, security deposits, and opera�ng 
expenses. 
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Environmental Issue Discussion 

The official posi�on of Grubb & Ellis regarding environmental issues is that we do not have the 
exper�se to deal with environmental issues. Note the following leter which you may have seen around 
the office. 

Dear <Name>, 
 
Enclosed is a Sale/ Lease Hazardous Materia ls Disclosure and Americans Disability Act 
Disclosure form that requests your acknowledgment of receipt by signing and returning the 
form. Please note that you r signature only acknowledges that you have received and read the 
form and does not require any specific ac�on, Simply stated, the form is a service we provide to 
remind all par�es in the transac�on that there are concerns inherent in real estate, and that it is 
in your best interest to consider these issues. Further, we remind you that as brokers, we have 
no exper�se in these areas, and therefore, recommend you seek advice from qualified experts. 
Your signature and prompt return of the enclosed forms would greatly be appreciated. Please 
feel free to call should you have any ques�ons or concerns with the form. 

Sincerely, 
 
<Signature line> 

Enclosure 

Disclosure Forms 

Your manager will make you aware of the disclosure forms that may have to be sent with this leter. 
These forms are provided by our legal department and change from �me to �me as government 
regula�ons are altered. 

Ethical Issues Discussion 

1. You are in the office and a call is received at the switchboard from a man standing in a 
telephone booth who is looking at a sign placed on a building or a lot by a broker other than 
yourself.  Unfortunately, that agent is not now in the office and the man in the telephone 
booth desires some informa�on concerning the property in ques�on. You answer the call and 
help the gentleman as much as possible. Is this your deal, or does it belong to the person who 
put up the sign? 
 

2. You receive a telephone call from an outside agent who you don't know.  He asks if you have 
any exclusives on a 25,000 square foot building.  You tell him no, however, Joe across the office 
docs have an exclusive on a 25,000 square foot building and you tell him about this property.  
Should you tell the outside agent to talk directly to Joe, or must this agent deal through you to 
Joe in working with any client he may have for that property? 
 

3. A client calls the office because of an ad placed in the newspaper which states that we have an 
exclusive on an office building.  The recep�onist gives you the telephone call and it is not your 
exclusive. What should you tell the client and what should you do? 
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4. You cold call on a company and they say, "Yes.   I know Grubb & Ellis; I'm working with John 
Dow of your office."   What should you do and say? 
 

5. You are an office division agent and an investment division agent comes to you and says, "I 
have a client who wants to lease 5,000 square feet of office space and I expect to share the 
transac�on with you 50-50." Do you feel this is an equitable posi�on? 
 

6. You are in the office and the recep�onist selects you to receive an incoming call from a 
poten�al client.   You are in the retail division and discover that the person placing the call 
needs an industrial building.  What should you do? 
 

7. You are looking for a property and men�on it in one of your weekly sales mee�ngs.   One of 
the other salespeople says, "I've got the perfect building," and gives you the informa�on on it 
at that �me.   It is not listed in any of our li s�ng systems and would therefore be considered a 
pocket lis�ng.  What do you feel you owe to the agent who gave you the informa�on? 
 

8. If an outside broker calls for informa�on on a writen lis�ng, must you disclose the type of 
lis�ng you have (exclusive, etc.) or its termina�on date? 
 

9. You have delivered your offer to the lis�ng agent, but it hasn't been presented to the seller yet 
to your knowledge. How long should you give to get it presented before considering applying 
pressure of some sort? What should you do? 
 

10. Simultaneous with the receipt of one or more offers from outside agents, you have developed 
an offer of your own on your exclusive lis�ng.  How should the mul�ple offers be presented? 
 

11. Are there any circumstances under which you can ethically inject yourself into a transac�on 
ini�ated by another agent? 
 

12. You have agreed with an outside agent to cooperate on a certain property knowing full well 
they do not have an exclusive lis�ng.   Must you now nego�ate through them as long as the 
property is s�ll available? 
 

13. Should you adver�se solici�ng "Principals Only"? 
 

14. Both you and the seller arc aware that the subject property has a possible contaminated soil 
condi�on.  On advice from the seller, you provide in the contract of sale the "buyer is 
purchasing 'as is' and has inspected and inves�gated the property, par�cularly the soil, and as a 
result of such inspec�on and inves�ga�on, is sa�sfied with the condi�on."  Is this legal?  Is it 
ethical? 
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Sec�on 14 Assignment 
 
Exercise 1: Policies rela�ng to legal maters. The Company has formally stated policies in your Policies & 
Procedures Manual regarding: 

• Legal assistance 
• Complaints and summons 
• Expenses of defense and liability 
• The Company as plain�ff 
• Request for documents 
• Declara�on, affidavits 
• Arbitra�on 

Review these policies, which can be found in the P & P Manual under the "Legal" and "Arbitra�on" 
sec�ons. 
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SECTION 15 
Using the Capacity Commercial Group System to Improve and 
Increase New Business 
 
 

OBJECTIVES 
 

1. Expose par�cipant s to the capabili�es of Capacity Commercial Group in the area of proposal 
crea�on. 

2. Expose par�cipants to the documents that Capacity Commercial Group provides. 

3. Review an actual Land lord Representa�on Proposal. 
 

 

Introduc�on 
 
Capacity Commercial Group consists of proposals and documents for representa�on of buyers, sellers, 
landlords, tenants and build-to-suit opportuni�es. Our support staff has been trained to create 
proposals and u�lize the documents in Capacity Commercial Group to help you obtain business. It is 
important that you familiarize yourself with the tools that Capacity Commercial Group makes available 
to you. 
 
This module will lead you to some of the proposals and documents as well as provide an example of a 
Landlord Representa�on Proposal created by our Seatle office.  Recognize that Capacity Commercial 
Group is a founda�on on which to build your "client customized presenta�on". The consistent format 
and process throughout the country is part of the strength that 
Grubb & Ellis brings to the client. The proposal and process standard is one that Capacity Commercial 
Group is proud to present to clients as it far exceeds the individual approach that most of our 
compe�tors u�lize.  Capacity Commercial Group is a powerful tool, use it! 

Financial Analysis  
 
Capacity Commercial Group also includes a detailed financial analysis package for buyers, sellers, 
landlord s, tenants and build-to-suit opportuni�es. We will review some of the financial analysis 
func�ons of Capacity Commercial Group in Sec�on 21 when we use it to analyze and compare leases. 
Your office has received specific training on Capacity Commercial Group financial analysis and proposal 
crea�on.  
 
lf you need a review, watch the Capacity Commercial Group training videos provided to your office or 
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call the Con�nuous Learning department  for addi�onal hands-on Capacity Commercial Group training 
opportuni�es. 
 
Here are the Capacity Commercial Group templates that you fill in for support staff. Note how you 
also choose the documents that you want 10 create. 

TEMPLATE INFORMATION 

Client's first and last name: 

Client's �tle: 

Client's company name: 

Client's address: 

Size of building or space for lease (sf): 

Name of building or address: 

Range of lease rates psf (i.e. $ to $): 

Name of area, city or suburb to complete the sentence: "Tenant's desire to locate in ______________ 
______________________________________________________________________________area". 

Special features of the property to complete the sentence: "Tenant's willingness to assign added value 
to _________________________________________________________________________________ 

Commission: 

Term of the contract: 

Addi�onal Instruc�ons: ________________________________________________________________ 
____________________________________________________________________________________ 
____________________________________________________________________________________ 
____________________________________________________________________________________ 
____________________________________________________________________________________ 
____________________________________________________________________________________ 
____________________________________________________________________________________ 
____________________________________________________________________________________ 
____________________________________________________________________________________ 
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LANDLORD REPRESENTATION 
Documents Worksheet 

Capacity Commercial Group  
 

x No. Document Name Tab Type File Name 
 100 Landlord Representation Flowchart  Intro  
 104 Review of Client Data  Section  
 105 Client Information Survey A Document  
 107 Management of Real Estate Plan  Section  
 108 Project Object ives B Document  
 109 Project Tasks and Responsib ilities c Document  
 110 Project Team Checklist D Document  
 111 Project Time Schedule E Document  
 112 Estimated Cost of Lease F Document  
 113 Technical Review of Property  Section  
 114 Property Information Checklist - Industrial G Document  
 115 Property Information Checklist - Office H Document  
 117 Market Lease Rate Analysis  Section  
 118a Comparable Market Lease Rates - Industrial I Document  
 118b Comparable Market Lease Rates - Office J Document  
 119 Comparable Market Lease Rate Analysis K Doc/Anly.  
 120 Lease Rate Probability Analysis L Doc/Anly.  
 121 Preparation of Marketing Plan  Section  
 122 Project Marketing Plan M Document  
 123 Project Marketing Budget N Document  
 124 Implementation of Marketing Plan  Section  
 125 Marketing Plan Implementation Record 0 Document  
 126 Prospect Status Report p Document  
 127 Identification of Lessee  Section  
 128 Lessee Qualification Checklist Q Document  
 129 Negotiation of Lease  Section  
 129a Landlord Lease Analysis R Doc/Anlu.  
 133 Construction of Improvements  Section  
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Instruc�ons for the template that creates the Capacity Commercial Group proposal.  
 
This proposal template uses Microso� Word's fill-in prompts to enter informa�on about your client, 
the project and yourself. If you have never used the template, you may want to print this page before 
you begin. 

Quick Start 
To start the fill-in prompts, do the following: 
I .   From Word's menu, select EDIT, then SELECT ALL to select the en�re document. 
2. From the keyboard, press the F9 key to start the fill-in prompts. 

 
 

Using the Fill-in Prompts 
I . As the fill-in prompt s appear on the screen, type the requested informa�on. 

When you are through, select the OK buton to move to the next prompt. 
(Do not press the ENTER key unless the requested informa�on should be on 
2 lines, as in an address.) 

2. The prompts are set up for 2 agents. If only l agent is working on the 
project, press the DELETE key to remove the informa�on from the 
prompt s pertaining to Agent 2. A�er deleting the information, select the 
OK buton to move to the next prompt. 

3. The fill-in prompts are also set up for 2 clients. If the proposal is for only I 
client, press the DELETE key to remove the informa�on from the prompt s 
pertaining to Client 2. A�er deleting the information, select the OK buton 
to move to the next prompt. 

4. When all the prompts are completed, press the HOME key to cancel the Select All 
command. 

 
Using the Bookmarks 
To enter additional informa�on at the bookmark s, do the following. 
I. From Word's menu, select EDIT, then GOTO. 
2. In the Go to dialog, select BOOKMARK in the Go to What list box. 
3. Select the GOTO buton to go to the selected bookmark, then CLOSE to close the dialog 

box. 
4. Drop down the Enter Bookmark Name list and select the bookmark 

you want to go to. A list of the bookmarks is provided below: 
 

Agent2Co:  lf only l agent is involved in the project, go to this bookmark 
and press the DELETE key to delete your company name 
entered here. 

Client2Co: lf the proposal is for only 1 client, go to this bookmark and 
press the DELETE key to delete the client’s company name 
entered here. 

Property: Go to this bookmark and enter a short description about 
the property. This page also provides space for a picture of 
the property. Select the example picture and replace it 
with a picture of the property. 

References: Got to this bookmark and add your references. 
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PROJECT TASKS AND RESPONSIBILITIES 

 
Southcenter Corporate Square     January 16, 20__ 

 

Tasks and Responsibili�es CCG Client 

Establish rea l estate plan X  

Record technical  information on property X  

Obtain and review property environmental reports X  

Review comparable market lease rates X  

Establish range of lease rates X  

Prepare marketing plan X  

Prepare marketing budget X  

Implement Marketing Plan X  

 Obtain and review survey X  

Obtain necessary engineering report s X  

Design and order Property signs X  

 Design and produce marketing materials X  

 Establish property solicitation program 
 

X  

 Establish print media advertising program X  
Negotiate lease agreement X X 
Construction of Improvements  X 
 Prepare property improvement plan 
 

 X 
 Select construction manager  X 
 Bid leasehold improvements  X 

 Select contractor  X 
Manage construc�on process  X 

Manage tenant move-in X X 

Other   
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PROJECT TEAM CHECKLIST 

 
Southcenter Corporate Square     January 16, 20__ 

 

CLIENT 

Lowe's Enterprises Northwest 
Contact: Craig Wrench, Senior Vice President  
Address: 600 University, Suite 2820 
Phone:  206-623-0200  /  Fax:  206-623- 0600 
President/CEO: Robert Lowe 
Chief financial officer: Craig Wrench  
Real estate manager: Craig Wrench 

BROKER 

Capacity Commercial Group 
Contact: ____________________________________________________________________________ 
Address: 805 SW Broadway, Suite 700 
Phone:  503-326-9000, Fax: 503-425-1006 
Team Members: ______________________________________________________________________ 

 
GENERAL 

N0TE: Once Capacity Commercial Group has been designated the exclusive representa�ve of 
Southcenter Corporate Square, Lowe Enterprises Northwest will be called on to provide the following 
addi�onal informa�on: 

ENVIRONMENTAL ENGINEERING 

Firm Name      Contact 

Address 

Phone/Fax 

SOIL EXPLORATION 

Firm Name      Contact 

Address 

Phone/Fax 
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ARCHITECT 

Firm Name      Contact 

Address 

Phone/Fax 

CONTRACTOR FOR IMPROVEMENTS / ADDITIONS 

Firm Name      Contact 

Address 

Phone/Fax 

STRUCTURAL ENGINEERING 

Firm Name      Contact 

Address 

Phone/Fax 

MAINTENANCE OR EMERGENCY 

Firm Name      Contact 

Address 

Phone/Fax 

FINANCIAL 

Firm Name      Contact 

Address 

Phone/Fax 

COMMENTS 
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ESTIMATED COST OF LEASE 

 
Southcenter Corporate Square     January 16, 20__ 

 

Project Item Cost Cost 

Consulting Services  N/A 

Space Planning @  $0.10 / SF $21,795.500  

Architectural engineering services  $21,795.50 

American with Disability Act (ADA) Survey  N/A 

Environmental – Phase I N/A  

Environmental – Phase II N/A  

Remediation Costs N/A  

 Environmental Total  N/A 

Marketing / Signage $550  

 Marketing / Photos $750 

 

 

Marketing / Brochures $2,200  

Marketing / Direct Mail $700 

 

 

Marketing / Print Media / Advertising $500  

 Marketing Total (To be paid by CCG)  ($4,900) 

Real estate leasing fee (Based on $15 * 5 yrs * 5% fee Estimate)  $817,331 .25 

Legal  N/A 

Other  N/A 

 Total Cost Estimate  $839,126.75 

NOTE: Estimate does not include potential tenant improvements. See appendix for specific breakdown 
of commission fee structure. 
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Technical Review of Property 

Process 

• Inspect Property and Record Physical Data 
• Review Building Plans and Specifica�on 
• Review Real Estate Taxes and Special Assessments 
• Review Environmental Reports 
• Review Municipal Zoning and Land Use Data 

Reports 

• Property Informa�on Checklist 
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PROPERTY INFORMATION CHECKLIST 

 
Southcenter Corporate Square     January 16, 20__ 

 

GENERAL DATA 
 

Property Loca�on 

Street: 575 Andover Park West 
City: Tukwila  
County: King  
State: Washington 

Property Size 

Building: 258,362 SF (217,955 Rentable)  /  Land: 17.38 AC 

Owner 

Lowe Enterprises Northwest  
600 University, Suite 2820  
Seatle, Wasington  
9810 I Phone: 206-623-0200 

Lis�ng Broker 

Capacity Commercial Group 
Contact: ____________________________________________________________________________ 
Address: 805 SW Broadway, Suite 700 
Phone:  503-326-9000, Fax: 503-425-1006 
Team Members: ______________________________________________________________________ 

Property Type 

Southcenter Corporate Square is a Suburban Office Park.  Currently the property is vacant but extensive 
interior and exterior renova�ons are expected. 

Land Size 

Square feet: 757,095  /  Acres: 17.38 
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SITE DATA 

Property Access/Exposure 

Property has visibility from Andover Park West and exposure to South Center Mall and vicinity. Traffic 
count: 15,253 daily   Last count taken in 1995. 
Access to hotels:   Red Lion, Marriot Courtyard, Residence Inn, Holiday Inn 
Access to freeways: l-5, 1-405, three state highways 
Public Transporta�on:   
Metro Restaurants:  Winner's, Red Robin, McDonalds, Burger King 

Site Image 

Southcenter Corporate Square is located in a highly desirable Southend submarket. Surrounded 
primarily by retail space, it is readily accessible from 1-5 and 1-405 as well as three major state 
highways. 

Adjoining Property Uses 

Property is bounded on the north by open green space and to the south, west and east by retail and/or 
flex space. 

Photos 

Aerial photos are atached. 

Grounds 

The grounds will be extensively re-landscaped by the new owners. 

History of Property 

Un�l the cutbacks of the early l 990's, Southcenter Corporate Square was leased by Boeing. The cluster 
of buildings was designed specifically for the aerospace company. New tenants were not found a�er 
Boeing moved out. Instead, the buildings were marked for demoli�on and conversion to retail space by 
the previous owner, Trust Company of the West. Lowe Enterprises Northwest has purchased the 
nineteen-year-old property with the inten�on of remodeling it extensively for lease as office space. 

Environmental Reports Available Through Owner 

Owner will no�fy leasing agents as to availability of these reports. 

Plans 

Owner will supply site, building and survey plans to leasing agents for use by architectural firm during 
the leasing process. 

Parking 

The parking, es�mated at four (4) per 1,000 square feet of leased space, is free. 
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BUILDING DATA 

Available building data is scant.  However, marke�ng this property to its fullest poten�al will require full 
and complete detail s on the asset.  The following are examples of the kind of informa�on it will be 
incumbent on Lowe Enterprises Northwest to provide for Grubb & Ell is. 

Building Size 

Total building (sf):   258,362 Rentable (sf): 2 I 7,955 

No. of floors: 2 (two)   /  Usable (sf): _______________ 

R/U factor:  Full floor:______________ Par�al floor: ____________________ 

Floor size (sf):_____________________ Largest con�guous (sf):__________________ 

Building Image:___________________________________ 

Building Class:   B+/B 

Building age: 19 

Remodeled:  Scheduled for 20___ 

While the property languished under its former owner, Southcenter Corporate Square is poised to 
undergo a major make-over which will significantly enhance its image. 

N0TE: Once Capacity Commercial Group has been designated the exclusive representative of 
Southcenter Corporate Square, Lowe Enterprises Northwest will be called on to provide the following 
additional information. 

Building Floor Data 

Floor Load/Floor Construc�on 

Office area:  Storage area:  Column Spacing: 

Dimensions:  Bay depth:     

Ceiling Height: 

Office area:  Storage area:                 Window spacing:     
 
HVAC/Ligh�ng 

Comments:__________________________________________________________________________
____________________________________________________________________________________
____________________________________________________________________________________ 

Improvements Standards 

Interior wall construc�on: _______________________  Ceiling finish:________________________ 
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Wall coverings: ___________________________ Floor coverings: ___________________________ 

Entry doors: ______________________________ Interior doors: ____________________________ 

Door hardware: ___________________________ Window treatment: ________________________ 

Building Parking 

Number off-street stalls:_____________Parking ra�o:___________ 

Covered parking:______________ Heated:_____________________ Unheated:__________________ 

U�li�es 

Over�me HVAC: __________________  Hours: __________________ Cost: ____________________ 

Telephone/communica�on type: _______________________  Voice:__________________________  
    

Rest Rooms 

Descrip�on: ______________________________No. per floor: ______________________________
  

Loading 

Loca�on in Bldg: ___________________________Dock height: ______________________________ 

Storage 

Loca�on in Bldg: ___________________________Square feet: ______________________________ 

Environmental 

A�tude regarding contaminated building / site: ____________________________________________ 
____________________________________________________________________________________
____________________________________________________________________________________ 
____________________________________________________________________________________
____________________________________________________________________________________ 

 

 

General Building Data 

Building opera�on hours: ____________________________________________ 

Passenger elevator size:____________Number:____________Freight elevator size: ______________ 

Number: _______________Handicap access: _______________ADA compliance: ________________ 

Type security: ______________________ 
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Vending/restaurant on site: _______________ 

Designated smoking areas: _______________ 

Day care facility in building: _____________ UPS/air express_____________service: _______________ 

Barber, travel agent, convenience store: ___________________________________________________ 

Other ameni�es: _____________________________________________________________________ 

Other: ______________________________________________________________________________ 
____________________________________________________________________________________
____________________________________________________________________________________ 

Comments:__________________________________________________________________________
____________________________________________________________________________________
____________________________________________________________________________________ 

 
The informa�on contained herein was obtained from third par�es, and has not been independently verified by the real estate brokers. Have 
the experts of your choice inspect the property and verify all informa�on, including the availability of all u�li�es. Linear and area 
measurements are approximate, o�en are inaccurate and should be confirmed by a surveyor. Real estate brokers are not qualified to act as 
or select experts with respect to legal, tax, environmental, construc�on, or other such maters. 
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Market Lease Rate Analysis 
Process 

• Review and Analyze Comparable Market Lease Rates 
• Establish Range of Lease Rates 
• Establish Range of Lease Rental/Probability analysis 

 

Reports 

• Comparable Market Lease Rates 
• Lease Rate Probability Analysis 
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Comparables Market Lease Rates Office 

 
Southcenter Corporate Square     January 16, 20__ 

 

Comparable Leased Proper�es 

 
 
 

Property Number: 

 
LEASED PROPERTIES 

1 2 3 
 

Building Name Riverview Plaza SeaTac Office Center Valley Office Center - 
Sublease 

City Tukwila SeaTac Renton 

Address 16000 - 16060-16300 
Christensen Road 

18000 Pacific 
Highway South 

1801 Lind Avenue 
SW 

Business/Industrial Park Suburban Office Park Suburban Office Park Suburban Office Park 

Land Size (acres) 5.47 17 15 

Building/Space Size (sf) 172,242 532 ,190 25,000 sublease 

Building Class (A, B, C) A A A 

Leased Space (sf) Available 17,000 sublease 
 

6,431 direct lease 

195,876 25,000 sublease 

Single/Multi Tenant Multi-Tenants Multi-Tenants Multi-Tenants 

Building Age 1980-1983 1977-1980 1981 

Building Rentable/Usable Factor 14% 8-12% 15% 

On-site Parking 3/1000 4/1000 6/1000 

Sprinklered yes yes yes 

Lease Term 3/5 years 5 years 3 years 

Real Estate Taxes ($/sf) 165,923 269,878 100,030 

Gross Lease Rate ($/sf) $15.50 $15.00 $13.00 

Broker/Owner Cushman & Wakefield 
Capacity Commercial 

Group Sublease Space 

Capacity Commercial  
Group 

Capacity  
Commercial  

Group 
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Comparable Proper�es Offered for Lease 

 
Southcenter Corporate Square     January 16, 20__ 

 

 
 
 

Property Number: 

 
PROPERTIES OFFERED FOR LEASE 

4 5 6 
 

Building Name Blackriver , Phase IVS One Renton Place Southcenter Place 

City Renton Renton Tukwila 

 Address 900 Oaksdale Ave. SW 555 Renton Village 16400 Southcenter 
Parkway 

Business/Industrial Park Suburban Office Park Suburban Office Suburban Office 

Land Size (acres) 4.91 7.12 2.18 

Building/Space Size (sf) 72,503 132,319 57,200 

Building Class (A, B, C) A A A 

Leased Space (sf) Available 72,503 48 ,420 2,849 

Single/Multi Tenant full bldg. available Multi-Tenants Multi -Tenants 

Building Age 1984 1980 1979 

Building Rentable/Usable Factor 15% 8% 10% 

On-site Parking 5/1000 4/ 1000 4/ 1000 

Sprinklered yes yes yes 

Lease Term 3/5 years 5 years 3 years 

Real Estate Taxes ($/sf) 72,643 97,643 76,364 

Gross Lease Rate ($/sf) $13.50 $17.00 $14.00 

Broker/Owner Andover Tower Realty CB Commercial 
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Comparable Market Lease Rate Analysis 

 
Southcenter Corporate Square     January 16, 20__ 

 

SUMMARY OF COMPARABLE MARKET LEASE RATES 
Net Rents 

Extreme Range of lease rates for leased and offered for lease proper�es:  
 Rate: $13.00 psf to $ 17.00 psf 

Most Probable Range of lease rates for leased and offered for lease proper�es: 
 Rate: $14.00 psf to $15.50 psf 

Average Range oflease rates for leased and offered for lease proper�es:  
 Rate: $14.67 psf 

CALCULATION OF PROJECT RENTAL RANGE 
Calcula�on of annual project rent for Extreme Range of Lease Rental: 

 Highest Rate: $17.00 psf  x 258,362 sf  = $4,392,154 

 Lowest Rate: $13.00psf x 258,362 sf  = $3,358,706 

Calcula�on of annual project rent for Most Probable Range of Lease Rental: 

 High Rate: $ 15.50 psf  x 258,362 sf  = $4,004,611 

 Low Rate: $14.00 psf  x 258,362 sf  = $3,617,068 

Calcula�on of annual project rent for Average Lease Rental: 

 Average Rate: $14.67 psf  x 258,362 sf   = $3,790,171 
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Prepara�on of Marke�ng Plan 
Process 

• Establish Marke�ng Plan 
• Establish Marke�ng Budget 

 

Reports 

• Project Marke�ng Plan 
• Project Marke�ng Budget 
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Project Marke�ng Plan 

 
Southcenter Corporate Square     January 16, 20__ 

 

GENERAL MARKETING APPROACH 

NATIONAL NETWORK 

 Brokerage Network 

• Offer property through the Grubb & Ell is Enterprise Network which includes roughly 
1200 members in 87 offices throughout the United States. 

PROFESSIONAL COOPERATION 

 Local Brokers 

• Offer property through the local commercial-industrial mul�ple lis�ng service of 
approximately 1700 members in 464 offices. 

• Use specific mailing lists to ensure that all local real estate brokers are aware of the 
property and receive updated informa�on. Periodically, re-mail informa�on to local 
brokers in an effort to create ac�vity. 

Regional 

• Offer property to regional brokers when appropriate. 

Na�onal 

• Use na�onal lists to mail to na�onal contacts when appropriate. 

DIRECT MARKETING 

The Capacity Commercial Group Marke�ng team has the Northwest's most complete database for 
marke�ng commercial real estate. 

Local 

• Direct mail, mail-merge leter or mailer to local companies sorted by type of company, 
employee size and loca�on. 

• Direct mail to personal client lists. 

Regional 

• Distribute property informa�on through the use of regional business l ists, when 
appropriate. 
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Na�onal 

• Use na�onal lists of poten�al clients when appropriate. 
• U�lize persona l client lists. 

SIGNAGE 

Site Sign 

• Order and install, as desired and approved by owner, appropriate signs announcing the 
availability of the property. 

PERSONAL MARKETING 

Personal Canvas 

• Target and distribute a mailer and addi�onal informa�on to a list of target companies 
(see Specific Marke�ng Proposal) with personal telephone follow-up program to be 
implemented. 

• Telephone follow-up on selected basis to all direct mail recipients. 
• Newspaper/Magazine  Adver�sing: 
• Use local newspapers and magazines, when appropriate. 
• Use regional adver�sements in other newspapers and magazines based on mutual 

agreement between professional and owner. 

Public Agency Coopera�on 

• Ensure state and local government agencies are aware of the availability of the 
property.  Re-submit informa�on periodically. 

• Provide informa�on to the local Chamber of Commerce. Re-submit informa�on 
periodically. 

• Provide informa�on to the local city officials. Re-submit informa�on periodically. 
• Progress Reports and Prospect Registra�on: 
• Provide owner with monthly writen summary of ac�vi�es, including names, addresses 

and contact persons of prospects and prospect registra�ons from brokers. 
• Conferences between professional and owner when required. 

MARKETING MATERIAL 

Brochure 

• Create, print, and distribute promo�onal mailers designed with sufficient infom1a�on 
and photos to en�ce buyers to contact professional for further info1ma�on. 

Survey 

• Obtain exis�ng survey of the property. 
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Environmental 

• Obtain copy of any exis�ng environmental reports. 

 

Photographs 

• Once renova�ons are complete, have photograph s made and sufficient quan��es 
printed for distribu�on to interested prospects. 

Property Offering Statement 

• Design and develop offering statement containing adequate informa�on for prospects 
to make an offer without fu1iher informa�on. 

Video 

• Upon mutual agreement between professional and owner, commission the produc�on 
of a video tape highligh�ng the exterior and interior of the property.  This tape would 
be distributed to select local and regional companies and real estate brokers. 

 

SPECIFIC MARKETING APPROACH 

IDENTIFY TARGET COMPANIES 

• Select target companies by standard industrial classifica�on (SIC) code. 

• Select target companies by size. 

• Select target companies by zip code areas. 

 
CONTACT TARGET COMPANIES 

First Contact Companies 

• Same or similar SIC code as previous property user. 
• Similar employee size as previous property user. 
• Same immediate geographic area as property. 

 
Second Contact Companies 

• Expanded SIC code base. 
• Expanded employee size. 
• Expanded geographic area. 
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PROJECT MARKETING BUDGET 

 
Southcenter Corporate Square     January 16, 20__ 

 

Project Item Cost Cost 

Signage  $550 

   

Direct Mail Promotion  $5,700 

Postage  $725 

Subtotal Direct Mail  $1,425 

   

Brochure  $2,200 

Photographs  $950 

Architectural plans  $200 

 Print Media Advertising  $950 

Other   

Total marketing budget  $5,625 

Non-Marketing Expense  $ 

   

   

   

Brokerage Commission on Lease  $817,331.25 

(Based on $15 x 5 yrs x 5% Estimated)   
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Implementa�on of Marke�ng Plan 

Process 

• Obtain Property Informa�on 
• Design and Order Signs 
• Design and Produce Marke�ng Materials 
• Develop Primary and Secondary Prospect List 
• Establish Direct Mail List 
• Establish Print Media Adver�sing Program 
• Establish Prospect Personal Solicita�on Program 

 

Reports 

• Marke�ng Plan Implementa�on Record 
• Prospect Status Report 
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