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In an age when technology contInues to transform our surroundings and 
our interactions, no word better captures the aspirations of our culture than “digital.” 
Since the 15th century, it has been used to describe computing of one sort or another—
even if initially only by fingers. The computer didn’t really become digital until the late 
1930s and early 1940s, when mathematicians and engineers realized the value of sequenc-
ing data based on a binary system of 1’s and 0’s. Before the 20th century came to a close, 
just about everything we consumed went digital: music, video, photography, television 
and even radio.

But digital technology didn’t take on the currency it now holds until the 21st century, 
when personal technology caught up to our imaginations. In a culture in which the Inter-
net, personal computers and smartphones have become so pervasive and indispensable, 
it is difficult to imagine a world without them. Not surprisingly, digital has taken on 
new, more powerful cultural contours, including online streaming, virtual realities, 3-D 
printing, cloud computing, social media and a whole host of other experiences we hadn’t 
imagined even 10 years ago. To be sure, the definition of digital will continue to evolve 
and expand to account for societal changes that have yet to appear on our horizon.

While the digital revolution has democratized information and accessibility for every-
one, it has also compelled organizations to adapt quickly to the changing demands of 
increasingly savvier customers. Companies must position themselves to embrace and, in 
some cases, anticipate the next round of technological advances in the marketplace or risk 
being left behind.

The digital-inspired theme for this issue of Knowledge Leader highlights how some com-
panies are staying ahead of the game, even as the landscape is being redefined. Our cover 
story focuses on Cengage Learning, a leading educational content provider that is thriving 
in the rapidly changing world of academic publishing by embracing the digital age.

Additional topics include:
•  Spear Street Capital’s recent acquisition of BlackBerry’s multimillion-dollar real estate 

portfolio, a successful deal built on months of preparation
•  Commercial real estate needs of tech companies, an ever-growing demographic with real 

sway in major U.S. cities
•  Colliers’ “2015 Global Investor Sentiment” report, which canvassed opinion from more 

than 620 experts around the world to give insight into global real estate capital markets 
and investment trends
We hope that you enjoy this issue of Knowledge Leader and share it with your colleagues 

and peers. And if you don’t want to give up your own copy, you can forward the link to 
our—you guessed it—digital edition, which can be found at knowledge-leader.com.
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Tech Support 
commerciaL reaL estate aDapts to tHe groWing DemanD  
for sQUare footage by tecHnoLogy companies.  
by marianne HaLe

outlook 20/20 Hot topics maKing HeaDLines toDay

In many u.s. cItIes today, tech companIes—both startups and stalwarts—are influencing 
the commercial real estate market. In San Francisco, for example, the market is dominated by the 
technology industry. In 2014, tech companies were responsible for more than 59 percent of the city’s 
leasing activity, with the remainder of that commercial real estate pie divided up among professional 
services, financial services and nonprofits. 

With the industry absorbing so much available square footage, it’s imperative that developers, 
building owners and property managers rethink how they design new, or build out existing, office 

space. In addition, they must understand the 
nuanced space needs within the industry and 
plan accordingly.

Startups approach real estate differently than 
a company like Google would, says Jay Stern-
berg, Colliers International’s executive vice 
president | San Francisco. He says that when 
companies are just getting started, they don’t 
know how fast they’re going to grow, how many 
people they will employ or how much space 
they’ll require in the long term. Because of that, 
price is more of a concern.

“The cost of real estate for Google frankly 
doesn’t matter,” Sternberg says. “You will see 
different companies at different stages of their 
life cycle approaching things differently.”
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In general, most tech companies seek out 
open floor plans, with one desk per 150 square 
feet on average and plenty of conference rooms. 
Private offices aren’t a priority. 

“There are a lot of buzzwords: town hall,  
soft seating, white space. But in general, 
offices are going away. It’s mostly open space,”  
says Phil Arnautou, Colliers International’s 
executive vice president | Bay Area Peninsula. 

employee Benefits
Tech companies also place an emphasis on 

communal areas, which can require creative, 
out-of-the-box office design, such as placing the 
kitchen in the center of the floor plan to encour-
age employees to engage with each other, notes 
Arnautou. He’s also seeing a lot of informal 

conference rooms and phone booths to balance 
out that open space, areas where employees 
can have one-on-one interviews or take private 
phone calls. 

Larger corporations, such as Apple or  
LinkedIn, often encompass entire buildings 
or campuses, incorporating plenty of space for 
amenities and common areas.

“When you have an entire building or campus-
type environment, you’re really doing things for 

your employees,” Sternberg says. “It’s a place 
where your employee can go and not have to 
leave.”

In fact, an attractive on-site amenity pack-
age can be critical to recruiting employees and, 
ultimately, the success of a company. With so 
many companies vying for a limited pool of 
candidates with top-tier skill sets, any unusual 
or especially accommodating employee perks a 
business can provide may give it a leg-up on the 
competition. 

At Facebook, for example, you can get your 
hair cut on a break or pay a visit to the doc-
tor. Airbnb has on-site yoga classes. Google is 
reported to have free massages. And all of these 
amenities need space flexibility.

“It’s a very competitive landscape in terms 
of the talent portion of it,” Sternberg says. 
“They’re all competing for the same people, the 
same demographic.”

Because of the industry’s dominance in 
commercial real estate, legacy buildings have  
been renovating to appeal to technology com-
panies. 

“A lot of these buildings that typically 
wouldn’t be attractive to tech companies, now 
cater to that niche,” Sternberg says. 

The 555 California building in San Francis-
co’s financial district, for example, underwent 
a rebranding to add more tech companies to 

its 52-story building, which has traditionally 
leased to legal and financial service clients. As a 
result, tenants such as gaming company Super-
cell have already moved in. 

Another key amenity that all companies, large 
and small, consider is a prime ZIP code. 

“A lot of younger workers—a lot of workers 
in general—they want an urban environment,” 
Arnautou says. 

That’s why tech companies are looking at cit-

ies, such as Los Angeles; San Francisco; Seattle; 
Austin, Texas; New York; Portland, Oregon; 
and Cambridge, Massachusetts, Sternberg 
explains. These are urban communities where 
their employees can enjoy a 24/7 lifestyle and 
easily access recreation, entertainment, arts and 
culture, and public transit. 

Arnautou has seen the tech industry’s influ-
ence on commercial real estate evolve over the 
course of the past two decades. Years ago, the 
strategy for companies like Hewlett-Packard 
Co. (HP) was to purchase a huge amount of 
land in locations far away from the general 
population. 

“I can tell you, a long time ago it really was 
corporate campuses and controlling your own 
destiny,” Arnautou says. “There was a lot of pri-
vacy and secrecy and security. HP would go out 
and look at a greenfield location farther away 
from everyone....Now that’s just not the way it 
works.”

In fact, 20 years ago, Arnautou left San Fran-
cisco because there weren’t any tech companies 
to speak of. 

“Today, tech is a big part of the market 
dynamic. Twenty years ago, for every 10 com-
panies, zero were in San Francisco.” Now, 
however, the city is a prime location.

“It’s all about recruiting and retention,” Arnau-
tou says. “People want this urban lifestyle.” K L

> At Facebook, for example, 
you can get your hair cut on 

a break or pay a visit to the doctor. 
airbnb has on-site yoga classes. google is reported to 
have free massages. and all of these amenities need space 
flexibility.
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spotlight
t h e  p e o p L e ,  p L a c e s   a n d  e v e n t s  s h a p i n g  t h e  i n d u s t r y

>research

collIers InternatIonal has released its 
“global retail Highlights” report, which tracks 
retail real estate trends around the world. the 
report found that the global outlook for retail is 
promising, led by the ongoing recovery in the 
U.s., the strong performance of high-street 
markets and growing developments in emerg-
ing markets. other key highlights of the report 
include:
•  Luxury retailers in particular are thriving, even 

in regions such as europe and asia with weak 
growth in gross domestic product and con-
sumer spending. international brands are on 
the prowl for new markets in which to expand.

•  New supply is robust in developing mar-
kets in central europe and eastern europe, 
the middle east and parts of asia. in devel-
oped markets, construction is mostly limited 
to prime city centers and redevelopment of 
existing space.

•  Optimism is tempered by threats to global 
economic growth and the specter of e-com-
merce. to combat competition from the 
internet, retailers are adopting new strategies 
to lure shoppers, such as using space as a 
showroom to create an experiential shopping 
environment.
for more findings, including market-specific 

highlights, download a copy of the report at  
colliers.com/globalretail.

sHop taLK 
coLLiers internationaL’s ‘gLobaL retaiL HigHLigHts’ reveaLs WHat’s in store for retaiL.
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Placemakers
collIers InternatIonal recently sponsored a report that 
examined trends in new community (NC) development, focusing on 
greenfield (semirural areas with little or no previous development) and 
urban renaissance projects. The report, “Placemaking: Innovations in New 
Communities,” was written by Mahlon (Sandy) Apgar IV, an international 
authority on housing, real estate and infrastructure. Apgar interviewed 
members of the Royal Institution of Chartered Surveyors (RICS) and the 
Urban Land Institute (ULI), as well as developers, government officials 
and business executives about innovations in new communities.

Defining new communities as mixed-use residential developments 
with populations of 1,000–10,000 and a range of income groups, hous-
ing types and employment opportunities, Apgar developed the report 
based on more than 700 survey respondents and 20 in-depth interviews. 
He found that there are five prevailing innovations for new community 
developments:

Comprehensive Plans: NCs meet a range of needs and opportunities 
in their development strategies, set short- and long-term 
priorities and marshal the financial and organizational 
resources for massive projects over long periods. 

Portfolio Economics: NCs use “portfolio economics” to 
manage the large size, heavy investments and long time 
horizons that NCs entail, across and between numerous 
discrete projects. 

Integrative Business Models: NCs integrate returns on 
invested capital with fees from organizing and operating 
large, complex projects in “total profitability” business 
models. 

Public-private Partnerships: NCs realize public purposes through 
private enterprise, leveraging government and business assets with experi-
ence and ingenuity in collaborative, strategic teams. 

Resident-driven Services: NCs reframe traditional responsibilities of 
local government—e.g., schools, parks, safety, sanitation—by engaging 
private for-profit and nonprofit organizations. 

In addition, Apgar noted five initiatives that would help spawn further 
innovations in new community practices:

• Promoting new communities as generators of urban grown through 
partnerships with business entrepreneurs, knowledge-based institu-
tions and natural-resource-based sponsors

• Elevating management information and deep analytics to the 
strategic agendas of decision-makers in NC development and man-
agement organizations

• Advocating NCs as venues in which to apply and test urban policy 
solutions, targeting new and underserved markets and investment 

opportunities
• Providing platforms for urbanists and architects to 
create a sense of place and experiment with novel com-
munity-level and individual building designs
• Seeding a private NC investment fund with sovereign 
wealth investors, pension funds, urban-oriented founda-
tions, public venture funds and other opportunistic sources 

The report also offers short cases of new communities 
across the country, including financials, schedules and 
overviews. For more information or to read the report in 
full, visit uli.org/newcommunities.

report LooKs at innovations in neW commUnities.

>trends
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spotl igh t

What motivates you?
Making a difference. Our business is composed 
of competitive people. We want to win and we 
want to matter. One of the reasons the USA lead-
ership platform is truly exciting is that we have 
a uniquely powerful opportunity and moment 
in time to really shape and position Colliers for 
even greater success. Colliers has the potential 
to be the inspiration and transformation we 
desire to see in the industry. Needless to say, I 
find that opportunity to be hugely motivating 
and believe that this motivation is shared by all 
on my leadership team. The minute it’s not clear 
I’m positioning the U.S. organization for the 
“next level,” I’ll have to ask myself some tough 
questions. 

I am also deeply motivated by making a dif-
ference that goes beyond business. I can make a 
difference by creating both professional and per-
sonal opportunities for others. Coming from a 
fairly humble background, I’m always conscious 
of my responsibility to push harder, run faster 
and go further than those before me—and I feel 
blessed to be in a position to do so at Colliers. 

How did you get started in the  
business?
The summer before starting business school, 
while still working for Arthur Andersen Business 
Consulting in Atlanta, I took all of my accumu-
lated vacation and some personal leave to work 
in New York City for Cushman & Wakefield in 
an unpaid summer brokerage internship. I fell 
in love with the industry. I knew I was attracted 
to the idea of urban renewal and economic 
development, and I was always thinking about 

transforming cities, particularly the urban core. 
The role real estate plays in turning around cit-
ies, like Atlanta and so many others across the 
country, was of great interest to me. Real estate 
is a tough industry to get into, and I scrapped 
pretty hard to get my foot in the door. But ulti-
mately, once the door was cracked, I used my 
MBA to secure my footing and pave the way for 
a commercial real estate career. Two years later, 
I was with Trammell Crow, and I haven’t looked 
back. 

How does being a person of color 
affect the way you approach your 
work in a traditionally white male 
industry?
There was a story in The Wall Street Journal last 
year by Peter Slatin about diversity in commer-
cial real estate. It noted that white men make 
up only 36.7 percent of the U.S. population 
between the ages of 25 and 64 with four-year 
degrees, yet they represent 77.6 percent of the 
senior executive jobs in commercial real estate. 
Only 2.9 percent of those roles are held by men 
of Hispanic descent, 1.6 percent are Asian and 
1.3 percent are African-American. 

You get used to being the only person who is 
African-American. When you’re the only one 
of anything, you stand out. If you can perform 
and execute and demonstrate value, people will 
notice it more quickly. If you struggle or slip, 
they’ll notice it more quickly too, and they will 
attribute your failing to the people who come 
after who look like you. The same is true if you 
succeed; it makes it a bit easier for those who fol-
low. It’s both a gift and a burden. 

Have you had any role models or 
mentors who have influenced you? 
There is mentorship and sponsorship, and you 
need both. Sponsors are people who are in the 
room and say, “You should give this person a 
shot.” Mentors advocate for you and help you 
navigate your career journey and avoid falling 
into the pitfalls. 

There are so many trapdoors that I would have 
fallen through if not for all the support I had 
along the way. It’s impossible for people who don’t 
have the institutional support to make it through. 
Everyone stumbles, so it’s really important for 
people to have mentors—and sponsors—to help 
keep them on the proverbial radar.

 
Have you mentored anyone during 
your career? 
I spend a lot of time with young people in middle 
school and high school, both in my community 
and through my church. Professionally, I make 
it a point to make myself available to people who 
wouldn’t traditionally have access to commercial 
real estate. I think about diversity much more 
broadly, especially in executive positions where 
you have a chance to make a difference. Diversity 
is racial, gender, social economic, sexual orienta-
tion, diversity of thinking—many things. 

When I think about who’s in our pipeline, I 
think about whether we are bringing diversity 
of all kinds to the table. They have to be able 
to perform, but it’s the job of leadership to put 
people in a position where they can be success-
ful. We make it easier for people with diverse 
backgrounds and identities to find their way into 
Colliers. K L

execUtive insigHt WitH: 

craig robinson
presiDent | Usa  
coLLiers internationaL

>Q&a

craIg robInson manages all day-to-day aspects of Colliers International’s 
U.S. business, including operations, strategic initiatives and business development, 
leveraging his considerable experience in areas such as corporate and occupier ser-
vices, banking, equity real estate investment and capital markets. He is a regular 
panelist and speaker for the Urban Land Institute, CoreNet, NAIOP and SIOR, 
and is the author of the widely cited white paper “Making the Case for the Super 
Nucleus,” which was published in the Corporate Real Estate Journal.
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Cloud Cover
Data centers finD Homes in some of tHe most UnexpecteD pLaces. by marianne HaLe

when most of us thInk of the cloud, 
it’s likely somewhat shrouded in mystery. We 
believe in the cloud the way children might 
believe in the tooth fairy: We’ve never seen it, 
but we know it’s there. And just as children 
trust the tooth fairy to reward them for their 
dental departures, we trust that somewhere 
out there, there’s a magic network of comput-
ers saving our documents, storing our files and 
delivering our emails. 

But what if you found out there’s actually a 

whole network of tooth fairies, some of whom 
live in the building down the city block, but 
many of whom live out in the rural communi-
ties of North Carolina, Virginia, Iowa, Oregon 
and Nebraska? 

That’s how it works with the cloud. It lives 
everywhere, and you might be surprised where 
you’d find it. In this case, when we talk about 
the seemingly conceptual “cloud,” what we’re 
actually talking about are the armies of com-
puters and remote servers that process all of our 

daily tech-based tasks.
“When they think of the cloud, most people 

have no idea what has to happen for them to 
be able to do something as simple as make a 
reservation online,” says Phil Arnautou, a senior 
vice president for Colliers International who 
predominantly represents technology clients 
in Silicon Valley. “I can make the reservation 
quickly and from anywhere. But that type of 
computing needs a lot of power and a lot of 
cooling.”

B2B bUsiness to bUsiness tips
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So what does the cloud look like? Tim 
Huffman, national director for Technology 
Solutions at Colliers International, based in 
Atlanta, says it is basically a building filled with 
computers that are processing and storing data 
from remote devices. “Emails, social media, cell 
phone data and corporate information technol-
ogy,” he explains.

Rural areas—and their underutilized power 
grids—are appealing data center sites, says Huff-
man, because the buildings require “a substantial 
and steady power consumption.” In addition, 
the energy that feeds these computer collectives 
tends to be substantially cheaper in rural areas 
than it is in the tech epicenters of the West Coast. 

Just west of Charlotte, North Carolina, lives 
a considerable cloud computing cluster, says 
Huffman. This particular hub feeds off Duke 
Energy, which had an excess of energy capacity 
from the area’s once-thriving textile industry, 
which moved overseas.

“Data center development tends to cluster in 
environments that are driven by incentive and 
cost of power,” Huffman says.

Sustainable energy is also a factor. Des Moines, 
Iowa, has drawn technology companies, such as 
Google and Facebook, not only because of its 
low cost of power, but also for its wind-based 
power, Huffman says. And he notes that in 
northern Oregon cities, such as Hillsboro and 
Prineville—where Apple and other West Coast 
companies have built large data centers—hydro-
electric power is also relatively inexpensive. 

Some of these smaller communities offer tax 
incentives for technology companies, often-
times in the form of waiving sales tax on utility 
consumption or technology infrastructure, 
Huffman notes. In Virginia, for example, if a 
company spends $150 million and creates 50 
jobs, it can be relieved of any sales tax related to 
information technology spend and related data 
center infrastructure. 

Oregon is also attractive for its lack of sales 
tax. “In order to do a data center, you need to 
buy a lot of equipment,” Huffman says. “If they 
can save $8 million by going to Oregon, they’re 
$8 million ahead.” 

Another bonus: Some of these rural technol-
ogy towns tend to have cooler climates, which 
the companies can take advantage of to keep 
their equipment from overheating. In fact, 
Google built a large facility in Finland, saving 
the company money on air conditioning. “Free 
outside air to cool—it cuts the power bill in 
half,” Huffman says. 

Of course that’s not to say that there aren’t 
plenty of data centers in metropolitan areas 
as well. “Sometimes it’s cheaper to house the 

centers in a greenfield than in downtown San 
Francisco,” Arnautou says. “But you still need 
something in downtown San Francisco.”

On the East Coast, Huffman says, many 
companies are setting up shop in older, sol-
idly constructed, well-connected buildings. In 
Atlanta, for example, what once was a Sears 
warehouse is now a 1 million-square-foot multi-
tenant data center where top tech companies 
house portions of their information technology 
footprint. Huffman says this type of adaptive 
reuse is helping to revitalize neighborhoods. 
“Before the technology companies moved in, 
the warehouse was essentially idle.” 

Another example is the 60 Hudson Street 
building in Manhattan, the former home of 
Western Union, which Huffman calls “one of 
the most connected buildings in the world.” 
And the trend is being repeated in major cities 
across the country, such as Chicago and Los 
Angeles. 

So when you make a dinner reservation, send 
an email or upload your next big project to a 
file-sharing service—whether you’re in Silicon 
Valley or the Midwest—the crew of computers 
keeping it all connected could be just around 
the corner. K L

the cloud is the army of computers and remote servers that process all tech-based tasks.

> Google built a large facility 
in Finland, saving the company 

           money on air conditioning.    
“free outside air to cool— 
it cuts the power bill in half,” Huffman says.
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cities to know QUicK facts anD figUres

Los Angeles, CA
KnowLedge Leader sHines a spotLigHt on tHe city of angeLs.

computers, peripherals, machinery and appli-
ances; electric machinery, sound and TV equip-

ment; motor vehicles and parts; refined oil prod-
ucts and natural gas; and apparel and accessories

Top trading  
commodities:

la may hold the dIstInctIon of being the entertainment capital of the world, but if you take a closer look, you’ll discover a diverse economy 
driven by international trade, an expanding biotech industry and the largest manufacturing center in the western U.S.

20 Million

75 miles

The population of Greater Los Angeles 
(roughly 50 percent of the entire population  
of California). It is made up of five counties:  

Los Angeles, Orange, Riverside,  
San Bernardino and Ventura. 

(Source: www.census.gov)

If the county of Los Angeles was a state,  
it would be the ninth most populated.

(Source: Los Angeles Tourism & Convention Board)

The ports of Los Angeles and Long Beach 
combined handle more than 40 percent of all 
inbound and outbound containers for the U.S.

(Source: Los Angeles County Economic Development Center)

9th

40%

(Source: Los Angeles Tourism & Convention Board)

The length of the Los Angeles County 
coastline, stretching from  

Malibu to Long Beach.
(Source: Los Angeles Tourism & Convention Board)
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including such prestigious institutions as 
University of Southern California, UCLA, 

Pepperdine University, Occidental College and 
Loyola Marymount University.

include the Space Shuttle, the Hula Hoop, Myspace, 
the Global Positioning System, the fortune cookie, 

the modern skateboard and the 
Mars Exploration Rover.

Los Angeles is home 
to 113 accredited 

colleges and 
universities,

Some of the many things 
invented in LA

1.4 Billion

Fortune 
500

With 1.4 billion square feet, Greater Los Angeles has the largest industrial real estate market in the U.S.
(Source: Colliers International)

The Internet is born: A University of California,  
Los Angeles (UCLA) team led by professor  

Leonard Kleinrock sent the first message to a  
sister computer over ARPANET.

(Source: University of California, Los Angeles)

Los Angeles County has more than 244,000 busi-
nesses, and more minority- and women-owned busi-

nesses than any other county in the nation.
(Source: lacounty.gov)

Oct. 29, 1969

244,000

The Walt Disney Co., Ingram Micro, DirecTV, 
Occidental Petroleum Corp, Mattel Inc., Amgen Inc. 
and Western Digital Technologies Inc., are just a few 

of the Fortune 500 companies you’ll find 
in Greater Los Angeles.

Los Angeles takes the top spot in 
Energy Star’s ranking of cities, with 

more than 443 Energy Star-certified buildings.
(Source: energystar.gov)

(Source: LAEDC)

(Source: www.LosAngelesWorks.org)

Contact info for Colliers LA: 
www.colliers.com/greaterlosangeles
Martin Pupil, President | Western Region
Martin.Pupil@colliers.com 
+1 949 474 0707

#1
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follow the leader profiLe in LeaDersHip

coLLiers internationaL’s tHoUgHt LeaDers sHare tHeir insigHts anD preDictions  
for commerciaL reaL estate in 2015. by tim geogHegan & pete cULLiney 

In commercIal real estate, no firm has 
a crystal ball, but Colliers International has the 
next best thing: decades of experience combined 
with instinctive intelligence and extensive mar-
ket data culled from our local research teams 
and independent sources. 

For a look into what 2015 has in store for 
the industry, we asked Colliers International’s 
thought leaders across the country to provide us 

with a snapshot of what’s trending and what key 
developments are on the horizon.

Craig Robinson
President | USA
A new model is emerging that recognizes 
place over space. The ability to accommodate 
the needs of space users in reaching their peak 
performance will become the highest prior-

ity, trumping cost as a 
determining factor in 
defining tomorrow’s 
workspace. 

As president, U.S. 
Region for Colliers 
International, I am rou-
tinely asked about the 

office of the future. What are the desk costs? 

The Year Ahead

Millennials prefer to work in open space layouts 
with a variety of seating options.
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How will it be configured? And, quite often cli-
ents ask if they really need a foosball table. To 
the latter, my response is “yes” if it helps create 
an innovative environment that plays a role in 
improved productivity. Value over cost will be 
the watchword for 2015. 

We will witness accelerated changes in the 
workspace because the built environment needs 
to be adaptive to user needs rather than the one-

s i z e -f it s - a l l 
model of the 
past. Is an 
open meeting 
space with 
movable walls 
and a vari-
ety of seating 
options bet-
ter than the 
glass-enclosed 
c o n f e r e n c e 

room filled with identical chairs? One is con-
ducive to creative disruption, the other is the 
perfect setting for reviewing actuarial tables. 
Guess which one millennials prefer to work in?

Smart, sophisticated firms understand that 
the knowledge worker of tomorrow achieves 
greater efficiency when space needs are met. We 
are advising clients to turn space usage data into 
insights and benefit from a win-win outcome. 
The millennials are here, and if you meet their 
needs, you will prosper. 

In 2015, we expect to see commercial real 
estate leaders focus more on solving for value 
and greater productivity gains—not just sav-
ings on real estate cost. We welcome this new 
charter and have aligned our resources to drive 
business outcomes that count.

 
Chris Zlocki
Executive Managing Director,  
Strategy and Innovation
Corporate Solutions | Americas
New local tech hubs will attract firms priced 
out of the leading tech markets. A growing 

number of companies 
will relocate to exist-
ing hubs in secondary 
markets or will relo-
cate/expand in markets 
without a mature tech 
community. 

The shift to virtual 

teams, cloud services, etc., will provide greater 
mobility beyond the existing high-cost tech 
clusters. The war for talent is on, and the alloca-
tion of labor and location will be aided by some 
significant emerging trends in 2015. 

Mobility: With billions of mobile devices and 
80 percent of employers shifting applications 
to the cloud, the significance of information 
technology (IT) and being tethered to a desk is 
rapidly becoming a thing of the past. Thanks 
to the evolution of real-time collaboration 
tools and the increase in active mobile tech-
nology, the ability to work from anywhere at 
any time is an effective way to source targeted 
talent pools.

Generational shift: By 2020, millennials will 
make up more than 50 percent of the U.S. 

workforce and will comprise the largest work 
group. This group grew up with advanced tech-
nology and is more equipped and accustomed 
to working in a distributed work pattern. The 
inclusion of social media platforms in today’s 
business environment allows this generation to 
collaborate more effectively under a decentral-
ized location model.

Rise of intellectual capital, energy and edu-
cation cities: Supporting the generational shift, 
knowledge workers are seeking a balanced life-
style that supports an active distributed work 
style. Growing cities such as Austin, Boulder/
Denver, Nashville and Raleigh provide thriv-
ing culture, premier educational opportunities 
and a high quality of life that will continue to 
attract top-tier talent.

Being tethered to a desk is becoming a thing of the past, thanks to mobile technology.

We will be supplementing 
these thoughts with blog 
posts throughout 2015. 
Stay abreast of the  
very latest trends in  
commercial real estate  
by regularly visiting  
insights.colliers.com.

oNlINe eXtRa
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Mindy Geisser 
Chief People Officer | Global
As millennials continue entering the work-
force, replacing Gen Xers and baby boomers, 
recruitment and retention will be a struggle for 
the real estate labor pool outside of the highly 

compensated positions. 
Millennials will need 
to be convinced that 
corporate real estate 
remains a viable career 
option.

Survey data implies 
that millennials are far 

less inclined toward traditional workplaces and 
are attracted to employers that have invested 
in engaging and innovative spaces, such as the 
tech firms that line every city’s Silicon Alley. 
As this younger generation has aged (the oldest 
millennials are now over 30), they have become 
more inclined to see collaboration as working 
together in person compared to their older 
counterparts, and are bringing this mind-set to 
every kind of workplace. This trend will drive 
creative workplace solutions far beyond the 
purview of the TAMI industries (technology, 
advertising, marketing, information). 

The next generation isn’t just joining the 
workforce in increasing numbers, its members 
are looking to have their say about their work-
space—and it will pay off for companies, and 
down the line, for property owners, through 
higher rents on custom-fit spaces. Not only 
does this allow you to give them the tools they 
need, but it creates a space for your employees 
to be more engaged and productive. 2015 will 
be a breakthrough year for inviting staff into 
space design decisions.

Anjee Solanki 
National Director, Retail Services | USA
Mobile payments will further a cashless retail 
experience. In addition to the convenience 
offered to the consumer, retailers will be able 
to offer far more customized loyalty programs 

and flash sales that 
meet demographic 
focus and inventory 
supply. 

The advent of the 
smartphone, and 
its nearly universal 
adoption, has led to 

numerous attempts to convert the phone into 
a digital wallet, allowing for rapid, seamless 
payment of goods and services. For retailers, 
this has been a shimmering mirage: the oppor-
tunity for both greater sales and the ability 
to repurpose high-value space for additional 
product display. To date, however, no system 
has achieved ubiquity. 

The recent introduction of Apple Pay has 
added a new model, and in 2015, it will be a 
game changer. Like the iPod, iPhone and iPad 
before it, Apple’s payment system, despite early 
opposition in some quarters, will take a leading 
market position and pave the way for non-
Apple devices to enjoy similar solutions on the 
Android and Windows platforms. 

The reason is simple: It will simplify life. 
Apple will triumph, and 2015 will be the break-
out year for widespread checkout by phone. The 
next phase of the phone as wallet will include 
sophisticated opt-in views of the consumer that 
will allow retailers to offer shoppers product 
and sales information to aid in the purchase 
decision.

Saku Hyttinen
Information Technology Manager | 
Eastern Region
Within IT support, 2015 will be more 
evolutionary than revolutionary, but the 
speed of tech progress will remain at a 

breakneck pace. 
IT’s role will be 
less maintenance 
and break/fix and 
more business 
enabling. We will 
retain manage-
ment of security 
and stability, but 

we are increasingly true business partners 
ensuring that the tools employed provide 
maximum value. 

We will also witness application mobil-
ity that is business-ready in 2015. For 
instance, complaints about the weight 
of laptops will finally end; the newest 
models are true hybrids of the best of 
the tablet combined with the business 
needs of a fully functional laptop able to 
run all applications. By allowing users to 
shift between keyboard/mouse and touch 
screen, we enable a laptop to be a multi-
purpose business tool that easily moves 
from the desk to the boardroom to the 
airplane. 

Touch-capable displays in the board-
rooms will create dynamic and engaging 
presentations. Maximizing the benefit of 
touch will create true differentiators. K L

new laptop models are hybrids of tablets 
and fully functional laptops.

> “The next generation isn’t  
just joining the workforce 

       in increasing numbers,  
its members are looking to have their say about their  
workspace—and it will pay off for companies,  
and down the line, for property owners, through higher 
rents on custom-fit spaces.” mindy geisser, chief people officer
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Organization on the Go
smart apps for tHe bUsy execUtive. 
by marianne HaLe

personal Biz enHancing tHe execUtive LifestyLe

today’s apps make our smartphones (and tablets) truly intelligent business tools. Here are 
some to try that will help you communicate more effectively and keep you organized at home, in the 
office and on the road.

Lowdown
This meeting-syncing iOS app pulls data from multiple sources (calendars, 
email, etc.) in real-time to help you prepare for meetings and keep you  
up to date on the latest scheduling changes. The app provides maps to  
meetings with route options and travel times, and also extracts informa-
tion from LinkedIn and other social media websites to provide you with 
key details about attendees, including what they look like, mutual business 

connections, recent projects they’ve completed 
and their latest tweets.  

slack
With this hardworking chat client, you’ll be 
happy to have a whole team of ‘Slackers.’ Slack 
groups all team communications in one easily 
searchable place. Using Slack’s channel system, 

teams can share mes-
sages, files, comments, 
images, videos and 
more, and since Slack is 
integrated with services 
you’re already using, such 
as Twitter, Dropbox and 
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Google Drive, sharing information with your 
team is a cinch. Users can search entire conver-
sations rather than individual messages, so you 
can quickly queue up any message, even if you 
don’t remember who sent it or when. 

omniFocus
OmniFocus allows you to input all of your 
everyday and business-related to-dos in one 
task master that organizes your life. Once you 
upload your tasks, OmniFocus allows you 

to view your workload 
in a variety of perspec-
tives, whether you’re 
planning an upcoming 
project or just looking at 
what’s happening in the 
day ahead. OmniFocus 
doesn’t just remind you 

about upcoming deadlines; it also adds context 
to your to-do lists by associating tasks with a 
certain contact or location. So, for example, 
the next time you’re meeting with a particular 
team member, OmniFocus will remind you to 
ask about a specific project detail. And if you 
need to pick up eggs or milk on your way home 
from work, OmniFocus will remind you that a 
grocery store is nearby, using proximity alerts.

 
Flipboard
Flipboard is a one-stop shop for discovering, 
collecting and sharing all the news you care 
about. The app personalizes your news digest 
with more than 34,000 topics to follow—

everything from software 
to scuba diving—and 
presents them in a mag-
azine-style format. As 
you’re flipping through 
articles, updates, photos 
and videos, simply press 
“Follow” whenever you 

want to add an item to your Flipboard for an 
even more tailored selection. Each day starts 
with The Daily Edition, a roundup curated by 
the Flipboard team with top headlines in news, 
business, tech, sports and culture. 

expensify
Detailed expense tracking is just a few taps 
away with Expensify. Rated as the “Best Busi-
ness Travel App” by Business Insider, Expensify 
records receipts with SmartScan technology, 

which, once you’ve taken a quick picture, fills in 
the expense details and attaches receipts to the 

associated credit card. 
In addition, the built-in 
GPS helps track mile-
age expenses, and a time 
button allows you to 
link expenses with cor-
responding logged hours. 

dark sky
Never get caught in a downpour again with the 

help of Dark Sky, which 
gives you up-to-the-
minute weather reports, 
letting you know when 
rain or snow is near with 
stunning weather visual-
izations. 

timeful
Timeful syncs with calendar clients you’re 
already using, such as Google Calendar, Micro-
soft Exchange, Apple iCal and others, to help 
you manage your time effectively. Simply tell 
Timeful what you’re up to, and using advanced 
algorithms, the app will make scheduling sug-

gestions. Once you’ve 
designated time for your 
to-dos and habits, Time-
ful will block off that 
time as “busy” on your 
shared calendars. You 
can also create habits that 

repeat daily, weekly or monthly to track your 
progress. As you use the app more frequently, it 
will intuitively build a schedule that better suits 
your needs.

Mobileday
If you’ve ever been left scrambling at the last 
minute trying to track down emails with con-

ference call numbers and 
codes, MobileDay is the 
perfect app for you. The 
app automatically detects 
meeting times from your 
calendar, and when it’s 
time for a call, a large 
green button appears on 

your screen. The conference call number and 
PIN codes have already been plugged in, so all 
you have to do is press one button.

Mailbox
Organize your inbox with Mailbox. The app 

allows you to postpone 
messages, returning them 
to your inbox later, so you 
don’t have to sort through 
a long list of emails you 
don’t have time for. Just 
swipe messages to archive 
or “snooze” emails for a 
later date. The app will 

use those swipes and snoozes to automate com-
mon actions, so it can manage your email more 
effectively over time. K L

Flipboard is a one-stop shop to 
discover, collect and share all the 
news you care about. 
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CREW MEMBERS
insigHts from tHe 2014 creW netWorK convention 
anD marKetpLace. by Kari Lenz

thIs past fall, I—along with approximately 
1,200 dedicated industry professionals—had the 
pleasure of attending the 2014 CREW Network 
Convention and Marketplace in Miami Beach, 
Florida. Founded in 1989, CREW—an acronym 
for Commercial Real Estate Women—has more 
than 9,000 members in more than 70 markets 
across North America. Its purpose is to enhance 
the success of the commercial real estate indus-
try by advancing the achievements of women. It’s 
a mission that we, at Colliers, are also fervently 
committed to.

The convention is the organization’s premier 
event and welcomes delegates—both men and 
women—for networking and education. During 
the convention, we asked attendees to take part in 
a brief survey about their experience with profes-
sional development. Of the respondents, 71 percent 
had more than 10 years of commercial real estate 
experience, with 38 percent having worked in the 
industry for more than 20 years. In addition, nine 
out of 10 respondents had a college degree, with 80 

percent having a four-year or higher degree, and 38 
percent having a graduate degree. 

With questions ranging from the value of men-
toring to the most effective ways to network, here 
are the results of the survey:

the value of a Mentor relationship
“My boss/mentor told me that I am the only 
one responsible for my own success. Oth-
ers will help you, but you have to take your 
career into your own hands and be account-
able for your own success. Take a risk and 
don’t be afraid of failure.” Kristin Blount, 
Boston, Massachusetts

“My mentor told me that I don’t need to be 
an expert in all areas. That is why you have 
a network and reliable people to draw on for 
help with challenges.” Conni Hale, Colum-
bus, Ohio

We asked CREW attendees if they have or 
have ever had a mentor during their career, 
and if so, did they find the relationship valu-
able. Of those respondents who have/had a 
mentor, an extraordinary 100 percent felt 
that the relationship was valuable. And the 
likelihood of having a mentor increased with 
industry experience.

•  More than 80 percent of those in commercial 
real estate for 20 or more years reported hav-
ing or having had a mentor, compared with 
less than 70 percent of those in the industry 
for 10 or fewer years. 

•  Forty-seven percent of those who had more 
than 10 years of work experience found their 
mentors in their own companies versus just 28 
percent of respondents with less than 10 years 
of work experience.

•  Those who had five-plus years of experience 
in commercial real estate were nearly twice 
as likely to find their mentors in their own 
companies (47 percent of respondents) versus 
those respondents who had less than five years 
of experience in the industry (27 percent).

Within my company

No mentor

Personal relationship

Through an industry group

Unknown

Other

Client

0%  5%  10%  15%  20%  25%  30%  35%  40%  45%  50%

43.7%

24%

16.2%

13.1%

1.3%

0.9%

0.9%

Has had/currently has 
mentor

Never had mentor

24.23%

75.77%

By the Numbers

Respondents who have/had mentors Where respondents found their mentors
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the value of professional  
development 
“Make time for personal development. I set 
aside time each month to focus on my per-
sonal plan.” Lisa Ingram, Indianapolis, 
Indiana

Participants were asked about the amount 
of time they spent on professional devel-
opment and the different methods used to 
pursue development opportunities. The sur-
vey revealed that more than half (55 percent) 
of the respondents devoted time each week 
to growing their careers by sharpening their 
skill sets. Of those with 20-plus years in the 
commercial real estate industry, 25.6 percent 
reported engaging in some form of profes-
sional self-improvement on a daily basis.

More than 96 percent of respondents cited 
industry events as a means of professional 
development. Other professional development 
opportunities included training outside of work 
(69.3 percent), company training opportunities 
(57.3 percent) and attending events outside of 
the industry (52.9 percent).

the value of networking
“I’ve had few individuals train me during 
my career. I learned hands on and through 
networking with others.” Dina Miller, 
New York, New York

The survey also inquired about the best meth-
ods for networking and connecting with other 
professionals. Despite significant growth in 
social media and other online tools, the results 
showed that in-person activities remain the pre-
ferred method for networking, and CREW was 
the top choice (85.2 percent) for industry events, 
reinforcing the role CREW plays in facilitating 
opportunities to engage with other professionals. 
NAIOP (26.2 percent), the Urban Land Insti-
tute (23.1 percent) and Building Owners and 
Managers Association (14.8 percent) were also 
identified as industry groups that respondents 
turn to for networking opportunities. 

The wide gap between preferred methods of 
networking—with CREW decidedly the favor-
ite—indicates that traditional commercial real 

estate organizations may not be identifying or 
meeting the needs of women in the industry, 
especially within a group that is so experienced. 
One would hope that as work experience/indus-
try experience increases, networking within 
these other organizations would rise, but it does 
not. It remains level and tails off a bit. On the 
other hand, with CREW, it remains highly 

valued and even 
increases slightly 
as work experience 
rises. K L

0%   5%   10%   15%   20%   25%   30%   35%   40%

19.7%

34.5%

29.3%

14.8%

0.4%

1.3%

Daily

Weekly

Monthly

Occasionally

Never

Unknown

Industry groups/events

Nonindustry groups/
events

Social Media

Combination of industry, 
nonindustry and social 
media

Unknown

1.3%5.2%
5.2%

5.7%

82.5%

“Believe in yourself. Confidence is the most flattering asset you can have.” 
Danielle Sprouls, New York, New York

“Don’t be afraid. A rejection today may be an acceptance in the future.”                      
Andrea Huseman, New Orleans, Louisiana

“For other women in the industry, I have found it is incredibly important to 
really learn to feel confident in your own skin. Be confident in your skills and 
what you stand for, the rest will come.” Aleisha Jaeger, Chicago, Illinois

take My advice
CREW Network members share their best career advice.

Amount of time respondents spent 
on professional self-improvement

Respondents’ preferred methods of networking 
and engaging with others professionally

Kari Lenz is Colliers 
International’s director 
of marketing operations 
for the U.S.
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csr corporate sociaL responsibiLity

sociaL meDia is transforming HoW nonprofits are raising fUnDs anD aWareness. 
by naomi craW

dumpIng a bucket of Ice water over one’s head seems more like a 
college prank than a savvy marketing and fundraising tool. But that was 
exactly the premise behind the ALS Association’s Ice Bucket Challenge, 
which took the Internet by storm last summer. Everyone from actor Ben 
Affleck to former President George W. Bush were filmed getting soaked 
in an effort to raise dollars and awareness for the association, which funds 
research for amyotrophic lateral sclerosis, also known as Lou Gehrig’s dis-
ease. 

Among those taking part in the challenge were Colliers International’s 
James Garrett, chief operating officer | Ohio, and Brian Hurtuk, manag-

ing director | Cleveland, both of whom participated on behalf of all four of 
the Colliers’ Ohio offices. Garrett says that he participated in the challenge 
because ALS affects his team members and their families and friends. He 
also explains, “The benefit to the executive leadership team participating 
in charitable activities like this is that it really illustrated to our employees 
that giving back is something we are committed to from the top down.” 

The structure of the challenge encouraged it to go viral, and it did, with 
1.2 million video shares on Facebook and 2.2 million Twitter mentions. 
In total, more than $100 million in donations were raised for the ALS 
Association. 

Social Conscience

Fundraising efforts like 
the aLs ice Bucket 
challenge (shown 
here with colliers 
international’s coo | ohio 
James garrett) employ a 
call to action that is easy 
to achieve.
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Liz Kelly, the founder of Goody PR 
and the Goody Awards, explains that 
the Ice Bucket Challenge was so suc-
cessful because “it empowered people 
to make a difference, challenged 
friends with personal shout-outs and 
included a fun experience.” 

It would be difficult for another 
fundraising campaign to re-create the 
success of the Ice Bucket Challenge, 
says Lisa Colton, chief learning officer 
for See3 Communications, a digital 
communications firm for nonprofit 
organizations. But she also believes 
it is possible to learn from each ele-
ment and apply that knowledge to 
future campaigns. One key element 
of the Ice Bucket Challenge, she says, 
was its focus on relationships. “The 
creativity and personal connections 
made the ice bucket videos unique, 
and the personal relationships made 
participating in an ALS campaign 
relevant. The relationships were rel-
evant much more so than the cause,” 
she says. 

social networking
Nonprofits getting the most expo-
sure today are leveraging the 
grassroots, word-of-mouth aspect 
of social media, because people are 
much more likely to listen to a friend 
than to a broadcast. To earn aware-
ness and funds, it’s going to be increasingly 
important for nonprofits to use social media 
strategically. 

Effective social media campaigns are marked 
by a simple call to action, says Tony White, 
social media manager for Colliers International. 
Both the Ice Bucket Challenge and the Movem-
ber Foundation “employ a call to action that is 
easy to achieve for anyone. For Movember, it is 

as simple as growing a moustache. For the Ice 
Bucket Challenge, all that is required is dumping 
a bucket of ice water on your head.” 

Founded in Melbourne, Australia, in 2003, 
Movember Foundation is a global organization 
that raises funds for programs that address men’s 
health issues, such as prostate cancer, testicular 
cancer and mental health problems. The organi-
zation’s campaign begins each November, when 

clean-shaven participants commit 
to tossing aside their razors to grow 
mustaches to raise funds and aware-
ness. Female supporters are known 
as “Mo Sisters” and can support the 
effort by recruiting men and partici-
pating in events. 

Successful social media fundraising 
like the Ice Bucket Challenge and 
Movember also use humor, explains 
White: “Movember employs the 
embarrassment of new moustache 
growth; the Ice Bucket Challenge 
gets people all wet.” It can be tricky 
to navigate using humor about a seri-
ous cause, but if done well, it spurs 
sharing. 

Kelly notes that “funny equals 
money” on social media. Her orga-
nization, Goody PR, worked on a 
marketing campaign for Comedy 
Gives Back, which included 24 hours 
of live-streamed comedy and five 
live shows around the world, ben-
efiting Malaria No More. Kelly says, 
“The campaign was a global success 
on social media with over 100 mil-
lion impressions in two weeks. With 
85 top comedians (including Dane 
Cook, Kevin Nealon and Zach Gali-
fianakis) donating their time and 
talking about the cause in a fun and 
balanced light, it was the perfect mix 
for drawing attention to this cause.” 

White adds that the best social media cam-
paigns leverage technology to raise funds, using 
crowdfunding sites like Kickstarter or creat-
ing dedicated fundraising sites, as Movember 
and the ALS Association have. “People like this 
because they monitor things. Donors can see the 
progress they’re making, which helps to motivate 
people.” When the steps between awareness and 
actually making a donation are as simplified as 
possible, people may be more likely to give. 

Finally, it’s crucial to remember that social 
media is about people, their stories and their 
relationships. “It’s better to focus on telling a 
compelling story to draw attention to a cause ver-
sus blatantly fundraise…posts and tweets need 
to be about the story first,” says Kelly. If the fun-
draiser connects to people’s lives, and if they own 
the story of it, they will likely do much of the 
marketing work on behalf of the nonprofit. K L

Movember, which entails clean-shaven participants growing beards during 
november, uses humor to raise awareness for men’s health issues.

> Nonprofits getting the  
most exposure today are  

                leveraging the grassroots, word-of-mouth aspect  
of social media, because people are much more likely 
to listen to a friend than to a broadcast.
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Head 
of tHe 
Class
When it comes to educational materials and workplace 
design, Cengage Learning is ahead of the curve.
By CHERyl REID-SIMonS & tERESA kEnnEy
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I n the old-school ,  suede-elbow-patched wor ld 
of academic publishing, producing a new textbook in less than a year 
would have seemed almost suspiciously fast. But today, that same 
pace would land you at the back of the class. 

“Education has always been a very traditional, very staid business,” says 
Cengage Learning Senior Vice President of Real Estate Stephen Gibson. 
“As education evolves, we need to evolve. We need to be dynamic. We are 
developing our offices in a way that will allow Cengage Learning to keep 
pace with changes in the marketplace.”

With roots in traditional publishing, Cengage Learning is a global edu-
cation company providing world-class content, personalized services, and 
innovative technology platforms and tools that transform and inspire the 
learning experience. At its core is the belief that engagement is the foun-
dation of learning—both in the classroom and beyond.

The impact of digital publishing can’t be overstated, but those changes 
aren’t always happening in predictable, expected ways. “Digital is almost 
a 180-degree turn for our business,” Gibson says. “A lot of the production 
and content has been stored digitally for quite a while.” Now the product 
itself is increasingly made available in digital form. 
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head of the class

Today, Cengage Learning can aggregate in less than a month the same 
textbook title that previously took a year from concept to classroom, Gib-
son says. “And we can deliver it through print on demand almost overnight. 
For us, the challenge is figuring out how we can keep pace with changes 
in the marketplace and with the students we serve. We have to deliver our 
services in a much more expeditious way that meets the demand.”

Gibson compares his industry’s transformation to the digital revolution 
that offices were experiencing 25 years ago. “We all said the typical office 
is destined to be paperless, and shortly thereafter, we had more files than 
ever because everyone printed everything.…In education, the same thing 
is happening.” For many academics and researchers, physical books are 
simply easier to navigate. “Certainly, this generation of students is more 
adept with e-books and digital media, but the entire market is not there 
yet. Some instructors, and even some students, still feel print is more effec-
tive.”

That’s why Cengage is not abandoning traditional publishing just yet. 
Approximately 12 years ago, Cengage Learning built an 830,000-square-
foot warehouse for traditional print media. “One of our executives at the 
time said with the move to digital media, we’re going to have a half-empty 
warehouse in five years,” Gibson 
recalls. Instead, today that ware-
house is overflowing.

With one generation clinging to 
print and the next embracing digi-
tal, this transition period requires 
that education technology (edutech) 
companies be both agile and adapt-
able—something Cengage Learning 
CEO Michael Hansen recognized 
when he joined the organization in 
2012. A financial restructuring in 
late 2013 has allowed the company 
to align its initiatives closely with its 
goals for growing the company and 
meeting the needs of the market.  
Now Cengage is an even more well-
capitalized company with excellent 
liquidity and greater financial flexibility to accel-
erate growth and continue to meet the evolving 
needs of their end-users and customers. It is 
committed to improving and highlighting three 
things: focus, collaboration and speed. 

And just as the product is changing, so too 
have the workplaces where that product is being 
developed. 

“Cengage is leading the industry’s transforma-
tion, which is reflected in how they design their 
own workplaces. They are a far cry from the 
traditional offices you might associate with ‘old 
publishing,’” says Steven Jaray, executive man-
aging director for Colliers International in New 
York. The Colliers team that works with Cen-
gage includes Jaray, Vice Chairman Brian Given, 
Director Sheena Gohil, Senior Managing Direc-
tor Donald Lutt, Senior Managing Director, 

Consulting Group, James Southard and Director of Lease Administration 
and Accounts Receivable Jennifer Oliveri.

“Our new culture is one that requires work environments that are 
dynamic and can change at the drop of a hat,” Gibson says. That means 
creating office spaces where finance, marketing and product development 
teams are encouraged to collaborate. “We’re trying to shed the traditional 
feel and open up the business and our perspective on the market,” Gibson 
says. “We’re open to embracing new opportunities with our clients.”

That’s a tall order for any real estate division. But when you consider 
that Gibson and his executive assistant are the only members of Cengage 
Learning’s real estate department who handle real estate transactions 
for all Cengage sites worldwide, the task seems monumental. That’s why 
he relies on his partnership with vendors to keep up with his company’s 
changing needs. 

“It’s the only way that I’m able to manage my portfolios effectively over 
time,” he says. “It’s an incredibly difficult and complex environment to 
work in. Without the help of my brokerage partner, I certainly would have 
struggled.” 

Colliers, Gibson says, is the right partner because it can do all of that and 
it maintains a global presence. “The 
thing that everybody talks about 
from a consultancy standpoint is 
that they need to be scalable. Work-
ing with a brokerage partner that 
has international capabilities gives 
me that scalability that allows me 
to expand and contract the team, as 
needed,” he says.

Collaborating with vendors is key 
to surviving the rapidly changing 
education industry. “I have a very, 
very good group of vendors that 
understand that we are in a part-
nership. It’s less about the absolute 
scope of the contract and more 
about the focus on what it is we’re 
collectively delivering,” Gibson 

says. “No one ends up bearing more effort or put-
ting more energy than everyone else. We all work 
collaboratively and in a true partnership; it’s a 
core element of our culture. We take a lot of what 
might be perceived as bureaucratic paper-pushing 
out of the equation.”

The strategy doesn’t just make for building good 
business relationships. It’s critical to success. “It is 
the only way we can keep up with the changing 
environment,” Gibson notes.

That means inviting vendors to participate in 
areas of the project that they may not otherwise 
be involved in. “I don’t exclude our architec-
tural partner Gensler from a brokerage meeting, 
because everybody brings value to the table,” Gib-
son explains. 

Most vendors end up looking at the process 
“with a little bit of awe,” Gibson says. “They real-

Cengage is leading the 
industry’s transforma-
tion, which is reflected 
in how they design their 
own workplaces. they 
are a far cry from the 
traditional offices you 
might associate with ‘old 
publishing.’”

“
 — Steven Jaray, exeCutive 

Managing DireCtor, CoLLierS 
internationaL, new york
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ize, ‘Yes, this can work.’” It’s a formula that, 
once they realize it’s not just a gimmick, most 
vendors seek out. “It gives them an opportu-
nity to stretch their legs and be more involved 
in more of the process,” he says.

“He’s forward-thinking—not only in workplace design, but also in how 
he collaborates with others. He leads each project with the confidence and 
determination that can only come from recognizing the overall strategic 
outcome,” Lutt says. 

To that end, Gibson developed Cengage Learning’s corporate hoteling 
offices in Manhattan’s Soho neighborhood, the first of its facilities that is 
completely dedicated to transient users. “The space is open to everybody 
in the company who needs to do business in the city,” Gibson says. “It can 
be used for everything from product demos to meetings with members of 
the finance community or media. It was designed to be flexible and every 
element of the space has at least two functions.” 

From two-person offices that also serve as conference space to meeting 
rooms with video conferencing and video smart boards that also open into 
a more relaxed collaborative space, nothing in the workplace is designed to 
be static. By all accounts, the experiment has worked: The company just 
expanded the offices to a total of 5,000 square feet.

Not one to rest on its laurels, in May 2014, the company unveiled its new 
66,000-square-foot Bay Area hub in technology-centric San Francisco, 
further cementing its position as a leading edutech company and creating 
an innovation center for the development of new or improved product 
lines. Changing the way its employees work in order to meet the changes 
within the industry, the office space is designed with wide-open spaces for 
collaboration and is helping to recruit top-tier talent. 

“The office reflects the company’s new 
approach to work: collaborative, flexible and 
creative. Spaces are designed for how indi-
viduals and teams work best,” says Southard. 
Creative teams have project rooms to spread 

out and discuss ideas. Software engineers and analysts, on the other hand, 
are provided more “heads down” space with minimal storage and working 
space. Managers have both private and semiprivate space, and offices are on 
the interior of the floor to allow natural light to permeate the workplace.

Conference and training rooms are equipped with video conferencing 
capabilities, as well as technology-intensive equipment for presentations 
and connectivity. “The design includes spaces like the ‘idea pit’ with 
comfortable seating, where employees can get together for impromptu 
brainstorming sessions or meetings. There is also outdoor workspace with 
a view, and the employees can jot down ideas on whiteboard walls found 
throughout,” says Given. 

To further accommodate its move toward synergistic, efficient premises 
while providing for its continued growth, Cengage’s recent new projects 
across the country include the collocation of its Evanston, Illinois, office 
and expansion into its existing offices in Chicago to nearly 30,000 square 
feet, a well as the leasing of 19,486 square feet in Temecula, in southern 
California’s wine country. 

As Cengage continues to expand across the country, Gibson is clearly in 
his element.

“Give us an impossible task and we’ll make it possible,” Gibson says. “It’s 
all about the challenge. It’s part of what we all work and live for. What 
makes the job fun is doing things that have never been done before and 
achieving things that are seemingly unachievable.” K L

cengage Learning’s san Francisco hub (opposite page and 
above) encourages creativity and collaboration. spaces 

are designed for how individuals work best.
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When 
OppOrtunity 
KnOcKs SPEaR StREEt CaPitaL’S  

SUCCESS IS bUIlT ON  
PREPARATION.

By sheila Mickool

SMARt InvEStInG

t hom as jeffer son once noted: 
“Good fortune often happens when oppor-
tunity meets with preparation.” Take, for 
example, the recent acquisition of smartphone 

maker BlackBerry’s multimillion-dollar portfolio by 
Spear Street Capital LLC, a San Francisco–based com-
mercial real estate investment firm. 

Headquartered in Waterloo, Ontario, BlackBerry was 
once one of the leading companies in the global wire-
less wars for business clients. Since its entry into the 
wildly competitive consumer marketplace, however, 
the company found itself dealing with declines in rev-
enue growth and profitability. To address these issues, 
the company has shifted market focus back to business 
and professional clients—its area of strength—and is 
restructuring the organization, including eliminating 
40 percent of the workforce, leaving it with more high-
quality real estate than it needed: 19 buildings and 3 
million square feet more real estate, to be exact. 



knowledge-leader.com COLLIERS INTERNATIONAL  winter 2015  |  29



knowledge-leader.com30  |  knowledge leader  Winter 2015

The square footage was spread throughout 
highly desirable locations in three Ontario cities: 
Waterloo, Mississauga and Ottawa. Typically, 
the process of selling a portfolio of this size would 
entail working with multiple bidders, negotiat-
ing numerous contracts and dealing with a very 
complex sales situation. A transaction of this 
magnitude takes time—lots of time. 

With Spear Street Capital, it took only six 
weeks. 

“Spear Street Capital acquired the entire 
portfolio for $305 million,” says Karl Innanen, 
CCM, managing director, Colliers Interna-
tional, Kitchener, Ontario, whose team worked 
closely with BlackBerry and Spear Street Capi-
tal throughout the process. 

“Spear Street was willing to buy the entire 
portfolio. Few others would do this; most poten-
tial buyers only wanted a few of the buildings, 
but not all of them. In addition, Spear Street 
acted quickly and they paid cash,” Innanen 
says. Approximately 1.3 million square feet was 
leased back to BlackBerry, and the remainder is 
now available.

“The actual deal may have only taken six 
weeks,” says John Grassi, president of Spear 
Street Capital LLC, “but we were focused on 
this opportunity six to eight months before it 
hit the market.” 

Advanced preparation is one of the hallmark 
virtues of the Spear Street team, a firm that 
specializes in helping fast-moving, mostly high-
tech companies right-size—both for growth 
and downturns. Spear Street has been espe-
cially helpful to companies such as Starbucks 
and Dell in off-loading Class A properties when 
business requirements changed. Spear Street 
buys the assets, incorporates improvements 
and upgrades as necessary, executes new leases 
(often to startups poised for growth), and ulti-
mately sells the assets to real estate funds and 
investors. 

“We strive to be less reactionary to situations, 
preferring to focus on being aware of potential 
opportunities well in advance,” Grassi says. 

For example, Spear Street anticipated that 
BlackBerry would likely decide to sell a signifi-
cant portion of its real estate portfolio and tried 
to get in touch with the company months before 
the final decision was made to sell. “We do our 
homework, market analyses and opportunity 
assessments long before a deal hits the street and 
the offers begin pouring in,” says Grassi. 

When the Spear Street team shows up in the 
process, says Grassi, “We are ready to go. In 
fact, we are better prepared than most. We dif-
ferentiate ourselves with complete preparation. 
When the market is up, there is lots of money 
available—sometimes there is more money at 
the table than expertise or preparation. When 
we show up, when we commit, it’s not that we 
think it’s the right opportunity. We’ve done 
the work in advance, so we know it’s the right 
opportunity; we are fully prepared to execute 
and we will do it right.”

Spear Street Capital was established in 2001 
to address the opportunities and unmet real 
estate needs of the technology sector. Some 
people questioned this decision at the time. 
The “tech wreck” was in full swing, with stock 
prices plummeting and once high-flying start-
ups disappearing from the radar. “Most people 
were running away from technology, but we 
saw it as an opportunity,” says Grassi. “Long 
term, high tech will be driving office demand; 
it’s the next great moment in American indus-
try. It’s like autos in the '50s, radio in the '20s 

or railroads at the turn of the century. This is 
where the growth and jobs are, where wealth 
generation occurs.”

“Back then (2001), people generally thought of 
technology as being a factor in only a few places 
like Silicon Valley and Boston,” Grassi says. But 
Grassi believed that it was going to be much 
broader and that demand would begin to show 
up all over North America, as high-tech compa-
nies began to add new offices in areas with large 
pools of well-educated workers, highly desirable 
lifestyle amenities and universities. “People think 
of Google as being a Silicon Valley company, but 
now they are also in cities like Pittsburgh, Water-
loo and Seattle,” Grassi says. 

Although Spear Street Capital works with 
companies outside of the tech industry on 
occasion, “Our specialty is high-tech office 
buildings,” Grassi says. “We don’t do hotels, 
multifamily, golf courses or shopping centers.” 

It’s been a successful strategy for the firm. 
Today, Spear Street Capital LLC has offices in 
San Francisco and New York, and focuses on 
assets and portfolios greater than $25 million in 
total value. Typical deals average $100 million. 
The firm targets well-conceived and well-
located properties that can succeed through 
creative leasing efforts, physical improvements, 
entitlement changes or realization of adaptive 
reuse strategies. 

Spear Street Capital is now investing on 
behalf of its fourth partnership, which was 
formed in 2012. Previous funds were formed 
in 2002, 2004 and 2008. Over its history, the 
firm has invested in more than 40 assets in vari-
ous markets in the United States and Canada, 
representing more than $4 billion in total value. 
The firm averages four to five deals per year 
and operates with approximately 23 full-time 
employees.

Innanen is beyond impressed with the firm’s 
business approach and management, and 
describes the entire Spear Street Capital team as 
experienced, knowledgeable, consummate pro-
fessionals who know how to get things done. 
“One of the most extraordinary things about 
Spear Street Capital is that they run very lean,” 
he says. “If you compared their staffing with 
other companies with comparable portfolios 
and transactional activity, you’d find that those 
companies likely have 200 to 300 employees.”

Spear Street runs lean by design. The firm 
deals with cyclical, volatile markets. 

SMARt InvEStInG

We differentiate our-
selves with complete 
preparation. When the 
market is up, there is 
lots of money available—
sometimes there is more 
money at the table than 
expertise or preparation. 
When we show up, when 
we commit, it’s not that 
we think it’s the right 
opportunity. We’ve done 
the work in advance, so 
we know it’s the right 
opportunity; we are fully 
prepared to execute and 
we will do it right.”

“

 — John graSSi, preSiDent,  
Spear Street CapitaL LLC
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“Technology is up and down; you have to be 
prepared to handle both cycles,” Grassi says. 
“Technology companies go through incredibly 
rapid change; they are adding or getting out of 
businesses all the time. They get out of some 
markets and choose to concentrate on others.” 

In response to this level of volatility, Grassi 
wants to avoid establishing an entrenched 
bureaucracy with multiple layers. “No bodies in 
a silo,” he says. “If you have a head of develop-
ment, he/she wants to develop, even if it’s not 
the right time. If you have a person in charge 
of the Southwest, they want to do deals in the 
Southwest, even if the best opportunities are in 
the Northeast.” 

Grassi remembers, and not fondly, the chal-
lenges of getting through the tough times from 
2008 through 2010. Running lean helped the 
firm survive. “Some firms didn’t make it,” he 
says.

Grassi is the first to admit it’s a bit of a bal-
ancing act. He doesn’t want bureaucracy, but 
doesn’t want to run too lean, either. To com-

pensate, the firm augments the considerable 
talents of its management team with profes-
sional services provided by other companies, 
such as Colliers International. 

“We had many roles in the BlackBerry deal,” 
says Innanen, “including brokerage, research, 
valuation, tax consultation, property manage-
ment and project management. As brokers, we 
introduced Spear Street Capital to the Black-
Berry portfolio. Our research departments 
provided market intelligence for Waterloo, 
Mississauga and Ottawa to help value and put 
together a strategy to buy the portfolio. We 
helped with due diligence.  We introduced our 
property management group to Spear Street 
Capital, and they now manage all the proper-
ties. Our tax consultants helped with property 
taxes. In Ottawa, our project management 
group, MHPM, is helping them with the pro-
posed construction of a 270,000-square-foot 
office building. The Spear Street team is great 
to work with,” Innanen says. “They value our 
help and treat us as true partners.”

It’s exactly the kind of full-service deal and 
high-touch relationship that Innanen and his 
team like. More than that, “It’s an absolute 
win-win-win for everybody,” Innanen says. 
“BlackBerry sold their real estate to a strong 
buyer and operator, and put that money into 
their operating business. Spear Street Capital 
got a really good deal because they were willing 
to buy the entire portfolio and were in a posi-
tion to make well-considered decisions quickly. 
They’ll make really good returns.”

And best of all, the community benefits as 
well, because there 
will be much more 
business diversity in 
the areas that were 
previously domi-
nated by BlackBerry. 

“BlackBerry will 
still have a major 
presence in the 

region. But now, so will others, says Innanen. 
“BlackBerry grew so quickly that they gobbled 
up space previously occupied by restaurants, 
gyms, coffee shops, specialty stores, services 
and bars. Spear Street Capital plans to bring 
those amenities back to create a more vibrant 
community. New tenants will now also have 
a chance to be in these great locations close 
to the University of Waterloo and Wilfrid 
Laurier University—the talent generators that 
BlackBerry tapped into.” 

Innanen sees this as a tremendous opportu-
nity for Waterloo to reinvent itself. 

“BlackBerry had an incredible growth curve 
and left in its wake a unique and strong startup 
ecosystem with hundreds of entrepreneurs who 
are growing companies that will fill up the for-
mer BlackBerry buildings—and possibly create 
businesses with even stronger growth curves 
than BlackBerry had,” he says.

The BlackBerry deal closed in May 2014. Just 
four months later, the Spear Street Capital team 
turned their attention south to four Class A 
office buildings that were once home to telecom 
giant Nortel Network’s U.S. operations. Total-
ing 800,000 square feet, the campus is located 
in Galatyn Park in Richardson, Texas, a North 
Dallas suburb. And what was the key to that 
successful transaction? Not surprising, Grassi, 
says, “Preparation. We first looked at it in 2009. 
We’ve been waiting for just the right opportu-
nity to get it.” K L

spear street capital 
acquired BlackBerry’s 
entire ontario portfolio 
in Mississauga (top 
left), ottawa (bottom 
left) and waterloo 
(page 28) for $350 
million.
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GloBAl InvEStoR SEntIMEnt SuRvEy

laNd 
GRaB
Despite increasing competitive 
market pressures and geopolitical 
uncertainties, investors are  
optimistic for 2015.
By SHEIlA MICkool

t his  is  the fourth y e a r that Colliers International 
has conducted its Global Investor Sentiment Survey, a valu-
able resource for Colliers’ global client base. According to 
Bruno Berretta, Colliers International’s senior research analyst 

in London for Europe, the Middle East and Africa (EMEA), Colliers 
solicits input from major investors around the world, including large 
institutional, private equity and individual investors. For the 2015 sur-
vey, 626 firms, representing an estimated $1.4 trillion in real estate 
funds under management, responded. 

“This survey gives us the opportunity to canvass opinion from senior 
industry figures and obtain forward-looking insight into global real 
estate capital markets and investment trends,” says Mark Charlton, head 
of research and forecasting in Colliers International’s London office. 

Overall, aside from investor optimism, there were three key trends that 
caught Charlton’s attention:  an increase in risk appetite, the increasing 
importance of debt and new market sectors challenging the traditional 
dominance of central business districts (CBDs) offices as the foremost 
priority in investment.
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GLOBA L OU T LOOK
in v estor s w er e upbe at a bou t 2015—a carryforward of 
a strong trend that emerged in the 2014 report. 

“The 2015 Global Investor Sentiment survey confirmed many of the 
trends we have seen recently: Capital is moving around the globe at a 
pace not previously witnessed as investors seek yield, while diversifying 
to manage risk. In many markets, there remains a healthy spread between 
cap rates and the cost of capital, which continues to fuel optimism and 
demand for product, but also helps to insulate against broader risks to 
the markets should interest rates rise later in 2015,” says Brian Ward, 
president, Capital Markets & Investment Services | Americas at Colliers 
International.

The survey found that:
Expansion remains a key strategy: Most respondents (67 percent) 

indicated they plan on expanding their real estate portfolios. In some 
regions, the rate of anticipated expansion is even higher. In the Middle 
East and North Africa, for example, 83 percent of the respondents expect 
to expand their portfolios.

Risk appetite is increasing: Results show that 59 percent of global 
investors are likely to take more risk in the next 12 months, up from 55 
percent last year, as the search for higher yields continues. “This is partly 
reflective of the growing competition and lack of product in core markets, 
as well as a softening of credit standards that make financing available for 
properties that could not have been financed a short time ago,” explains 
Charlton. 

the importance of debt has increased: A great majority of respon-
dents (78 percent) said they were likely to use debt in future investments; 
this is up from 70 percent last year. Charlton says, “Part of this increase is 
driven by the perception that credit standards have eased, and the cost of 
debt has come down.”

new sectors are challenging CBD supremacy: Charlton was sur-
prised to see the rise of residential, second in ranking this year (fourth last 
year), in global investors’ preferences.

“In some countries (North America, but also some European countries 
like Germany and the Netherlands) residential is already an established 
institutional investment product,” Charlton says. “In other countries 
(including the U.K.) where it doesn’t yet have this status—partly because 
of lack of suitable stock—there is increasing interest, and more stock will 
be built in response to housing shortages in larger urban centers like Lon-
don, providing more opportunity for investment.” 

Capital stays close to home: As in 2014, almost 75 percent of investors 
expect to invest only in their macro regions. The survey shows that Asian 
investors (46 percent) are more open to investing outside of their region.

liquid markets get the money: Those investing outside their home 
regions prefer the larger, more liquid markets and ranked the U.K., Aus-
tralia and the U.S as first for cross-border investment.

Safe-haven cities rule: Gateway cities like London, New York and 
Sydney remain the most attractive markets for cross-border investment, 
especially for new market entrants concerned about high quality and 
liquidity, such as Asian insurance companies and pension funds.

top three investment sectors: For 2015, central business district 
office property leads the mix of direct investment sectors (46 percent). 
Residential comes in second (37 percent), and industrial and logistics 
weigh in at third (35 percent).

SU RV EY SU R PR ISE S
ch a r lton fou nd t wo tr ends to be sur pr is ing:

logistics rank lower than expected in Europe: To Charlton, there 
seems to be a disconnect between the survey’s results and transactional 
activities. Logistics was only ranked seventh by EMEA investors for 2015 
(the same as last year), despite high levels of interest and transactional 
activity currently being registered in this sector in Europe. “This suggests 
that some of the larger buyers of logistics in Europe right now are coming 
from outside EMEA,” Charlton says. 

Paris features far less prominently:  When checking non-European 
investors’ shopping lists, Paris ranked much lower than anticipated as a 
preferred investment destination, according to Charlton, even when fac-
toring in France’s economic difficulties and political uncertainty. “This 
result clashes with Real Capital Analytics’ figures showing an increase in 
cross-border investment in the French capital in 2014 to date, compared 
to the same period last year,” he says. 

R EGIONA L DIFFER ENCE S
wor ldw ide tr ends gi v e us  a  globa l sna pshot of 
real estate investment, but there are significant regional differences that 
investors need to be mindful of, according to Berretta. 

Asia: After seeing a decrease in sales transaction volume in the past year, 
market liquidity is a key concern for most Asian investors. “However, 74 
percent said they planned to expand their portfolios in the next six months, 
and the current slowdown in China is viewed by those Asian investors (41 
percent) who plan to invest in China as more of an opportunity than a 
challenge,” says Simon Lo, executive director, Research Advisory, Asia.

Australia and new Zealand: Most investors (83 percent) in this region 
are planning to increase investment in real estate in 2015, but the number 
of those investors willing to take on more risk has declined, making Pacific 
investors in general more risk-averse than investors in other regions. 

Lack of stock is another major factor here, driving some investors to look 
at secondary markets and consider offshore investments. Nerida Conisbee, 
national director, Research, Australia, believes this trend will escalate over 
the next two years, as the competition for limited stock increases.

Canada: This nation’s continued economic improvement draws both 
domestic and international capital into real estate investment. Cross-bor-
der investors from the U.S. and Europe, and the emergence of private 
capital here (reflecting the country’s stability and strong economic funda-
mentals), have added substantial robustness to the Canadian commercial 
real estate market.

Europe, Middle East, Africa: When it seemed that the Eurozone 
economy was finally starting to pick up momentum, weaker than expected 
economic data, particularly in Germany, France and Italy, and the threat 
of deflation, have cast doubt over the sustainability of the recovery. 

This might explain why fewer investors (32 percent) compared to last 
year (44 percent) expect property conditions to improve further in the 
next 12 months in Western Europe. London dominates the region as the 
preferred city for investment, with CBD and residential as the preferred 
sectors in which to invest. Shopping centers and hotels showed strong 
growth in interest, as well.

In addition, expectations for Central and Eastern Europe are modest 
and mixed for the Middle East and North Africa—mostly due to geo-
political factors. However, data show that in the former, the impact so 

GloBAl InvEStoR SEntIMEnt SuRvEy
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far has been localized to Russia and Ukraine, with other countries still 
attracting investors’ interest.  

u.k.: With a solid economy and solid fundamentals in evidence, U.K.-
based investors (85 percent) expect sales volume to increase in the U.K. 
in 2015. “The economy has returned to long-term growth after six very 
difficult years,” says Walter Boettcher, director of research and forecast-
ing for Colliers International’s London office. “Since the downturn, cash 
has been king in closing deals in the past few years and will remain so for 
transactions in 2015.” 

latin America: “In the global survey, investors were cautious about this 
region, with only 6 percent of non–Latin American respondents indicat-
ing they had an allocation for Latin American investment,” Berretta says. 
This is the result of the region’s ongoing political and economic uncer-
tainty, as well as some contraction. Only Mexico and Colombia seem to be 
poised for growth. “Despite uncertainties, investors here remain upbeat, 
with 67 percent of respondents expecting transaction volumes to increase 
in 2015,” says Berretta.

u.S.: This region is hot, with increasing competition from both domestic 
and cross-border investors for limited stock. “Volume from cross-bor-
der sources is approaching the previous peak level,” says Andrea Cross, 
national office research manager, USA. “Volatility in other regions is lead-
ing to greater competition in stable markets like the U.S., job growth is 
fueling demand, and low supply-side pressure is tightening U.S. real estate 
market segments.” 

Both U.S. and cross-border investors expect to increase their U.S. invest-
ment portfolios in 2015. Canada, Norway, Japan and China are expected 
to top the list of cross-border investors and are expected to focus on gate-
way markets such as New York and Boston, as well as secondary and 
tertiary markets. “Seventy percent of U.S. investors are seeking opportu-
nities in industrial and logistics, 50 percent in CBDs and 40 percent in 
shopping centers,” Cross says. 

FROM E X PEC TAT ION TO R E A L IT Y
globa l in v estor s a r e op t imist ic ,  and key indicators are 
looking good right now, but will the anticipated growth in 2015 actually 
occur? Bruno Berretta will be tracking, among other things, develop-
ments in three important areas during the first half of the year to gauge 
the likelihood of success: normalization in Eastern Europe, the cost of 
debt and global real estate investment volumes in the first half of 2015.

No major breakthrough in stabilization is expected in the Middle East, 
but if the situation in Eastern Europe (Ukraine and Russia) normalizes, 
it would improve both the regional and global outlooks. “Experts believe 
a wider military confrontation is unlikely,” Berretta says. “Moreover, 
the European Union sanctions are due to expire in July, and there is no 
guarantee they will be renewed as this would require another parliamen-
tary vote.” 

Almost 40 percent of global investors, especially those in the U.S., U.K. 
and Asia, expect the cost of debt to increase in the next 12 months, based 
on policy announcements and forecasted interest rate increases. They’ve 
factored that into their investment considerations. However, “The reality 
is that renewed economic uncertainty and weaknesses in some regions 
could lead to these increases being pushed back,” Berretta explains. “In 
the U.K., for example, the first rate hike was expected in the first half of 
2015. Now, many analysts are penciling in a second-half increase instead.” 
Delayed increases in the cost of debt would continue to fuel growth in real 
estate investment.

One of the strongest measurements Berretta monitors is global real 
estate investment totals. “Based on reported totals for 2014 and investors’ 
views about anticipated growth in investment portfolios for 2015, we can 
estimate that real estate investments will rise from a reported $524 billion 
in the first half of 2014 to nearly $580 billion in the first half of 2015,” 
Berretta says. “If this level of investment materializes, survey respondents’ 
optimistic expectations for 2015 may well turn into reality.” K L

“

BRIAn WARD, PRESIDEnt, CAPItAl MARkEtS & 
InvEStMEnt SERvICES | AMERICAS At CollIERS 
IntERnAtIonAl

The 2015 Global InvesTor  
senTImenT survey  
confIrmed many of The 
Trends we have seen 
recenTly: capITal Is  
movInG around The 
Globe aT a pace noT  
prevIously wITnessed 
as InvesTors seek yIeld, 
whIle dIversIfyInG To 
manaGe rIsk.”
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Seton Urban 
District
seton bLvD at 
Deerfoot traiL
calgary, alberta

rob WaLKer 
+1 403 298 0422 
rob.walker@colliers.com

• Seton regional development will 
provide calgary with its first true 
“towne centre” format

• Features recently opened South 
calgary Health campus and land uses 
normally found in a downtown setting

• Retail portion includes grocery stores, 
big box retail, trendy restaurants, 
financial institutions 

sean bosWeLL 
+1 404 877 9268 
sean.boswell@colliers.com
Darren ross  
+1 404 877 9279 
darren.ross@colliers.com
scott pLomgren 
+1 404 877 9293 
scott.plomgren@colliers.com

www.braseltoncommercecenter.
com

• Up to 1,074,596 SF State-of-the-Art
• Facility on 115 acres
• Strategic access to I-85, Atlanta’s 

corridor to the northeast
• 36’ Clear Height at First Column
• Efficient T-5 lighting
• All concrete truck courts
• 243 trailer spaces, expandable to  

466 spaces
• Developed by Ridgeline Property 

group and owned by HiLLWooD, a 
perot company

Scona Market
10378 – 78 avenUe
edmonton, alberta

cam picKetts 
+1 780 437 7654 
cam.picketts@colliers.com

eric sLatter 
+1 780 969 3045 
eric.slatter@colliers.com

eLissa anDerson  
+1 780 969 3024 
elissa.anderson@colliers.com

www.collierscanada.com/12102

• Centrally located, grocery-anchored 
centre 

• Situated just south of the iconic Whyte 
avenue district 

• Centre is highly visible to Calgary Trail 
• Anchored by Save-On-Foods, 

starbucks, booster Juice, tokyo 
express and more

• First-class retail space available

greg cannon 
+1 214 217 1271 
greg.cannon@colliers.com
tom pearson 
+1 214 217 1277 
tom.pearson@colliers.com
cHris teesDaLe 
+1 214 217 1233 
chris.teesdale@colliers.com

www.dallasglobal.com

• Highly-amenitized industrial campus 
over 315 acres

• 100,000-1,600,000 SF in individual 
buildings; choose from 3,500,000 
total sf

• Heavy power
• Rail access
• 315 acres of paved area for parking/

outside storage
• Large clear span areas (no columns)

135,000 SF 
Warehouse
12 Dominion 
crescent
Halifax, nova scotia

greg tayLor 
+1 902 422 1423 
greg.taylor@colliers.com

www.collierscanada.com/15193

• $5,950,000
• 24 dock doors with levelers
• 21’-24’ ceiling height
• Column grid 50’x40’ / 40’x20’
• Easy access to Port of Halifax and 

major highways
• Abundant yard area
• Great opportunity to secure large 

space before Halifax shipyards begin 
$28 billion ship building contract

Packing Plant & 
Distribution
212 Jerome Drive
immokalee, florida

Jim garinger, ccim, sior 
+1 239 985 8072   
jim.garinger@colliers.com
freD KoLb, mba, ccim 
+1 239 985 8081 
fred.kolb@colliers.com

www.colliers.com/southwest-
florida

• Packing Plant with 22 Refrigerated 
ripening chambers

• 102,584 SF Plant | 26,220 SF 
receiving | 5,612 sf office

• Situated on 9.67 acres of land
• Dock High Doors
• $4,616,280 
• Excellent location to serve Southwest 

florida to miami

Braselton 
Commerce Center
LeWis braseLton bLvD 
@ Henry braseLton Dr.
braselton, georgia

Dallas Global 
Industrial Center
9314 Jefferson 
boULevarD
Dallas, texas 

For saLe For saLe

For saLe

For LeaseFor Lease

For Lease
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Opportunity | 
North Shore
1167 nationaLe street
terrebonne, Quebec

pierre HoULe   
+1 514 764 8170   
pierre.houle@colliers.com 
patricK soUcy 
+1 418 263 4800 
patrick.soucy@colliers.com

www.collierscanada.com/13688

• Property area: 58,000 SF; land area: 
177,000 sf

• Warehouse space: ± 53,000 SF; 
office space: ± 5,000 SF

• Ideal for distribution and 
manufacturing centre

• Fenced yard and secured alarm system
• Ample parking
• Warehouse with LED lighting motion 

detector

Warehouse/
Manufacturing/
Office Facility
233 inDUstriaL 
parKWay
richmond, indiana 

W. DUstin Looper first  
vice presiDent, inDUstriaL 
services | inDiana region 
+1 317 663 6557 
dustin.looper@colliers.com

• 8.8 Acres
• Rail Served
• 119,364 Total Square Feet (±109,364 

Warehouse/Manufacturing, ±10,000 
Office)

• Located near I-70 & US 40 (exit 156) 
in eastern Wayne county

• Zoning: M2 General Industrial
• Sale Price: $1,990,000

Glen – Huntington 
Business Park
gibraLtar roaD
vaughan, ontario

JoHn poWeLL 
+1 416 791 7235 
john.powell@colliers.com

www.collierscanada.
com/13752

• Predetermined parcels available 
from 3 to 18.16 acres

• Excellent opportunity to buy land 
and build your own building

• Highway 407 exposure
• Part of Vaughan’s Enterprise Zone 

(VEZ)
• Corporate neighbours
• Quick highway access

Wright Point 
Office Park 
5100 & 5200 
springfieLD street
riverside, ohio

paUL miLLer  
paul.miller@colliers.com
pete nicHoLs 
pete.nichols@colliers.com
+1 937 449 0997

• Space available from single room 
start-ups to a company headquarters

• Occupied by elite firms serving 
Wright-patterson air force base

• Offers existing SCIFs, fiber-based 
networking, 24 –hour access and a 
fitness center

• Free access to a 150 person meeting 
space

Brand New 
Office Building
4625 côte-vertU 
bLvD
saint-Laurent, Quebec

pierre HoULe 
+1 514 764 8170 
pierre.houle@colliers.com

www.collierscanada.com/10075

• ± 5,220 SF on the 3rd floor
• Construction aiming Silver LEED 

certification
• Easy access to Highway 13 and the 

trans-canada
• Generous windows
• Indoor and outdoor parking
• Bistro on the ground floor

Former 
Energizer 
Building
3131 e 1st street
maryville, missouri

cameron DUff 
+1 816 556 1120 
cameron.duff@colliers.com
DoUg HeDricK 
+1 816 556 1136 
doug.hedrick@colliers.com

www.colliers.
com/3131e1ststreet

• 80,000-486,000± SF manufacturing 
facility on 96 acres

• 13,000 volt redundant-loop possible
• Fully air-conditioned plant
• 6,000 gallon per batch wastewater 

treatment system
• Access to skilled workforce in a non-

unionized trade area        
• Sale price: $6,900,000 
• Lease rate: negotiable

For saLe

For saLe & Lease For saLe & Lease

For saLe & Lease

For Lease For saLe
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Over 60,000 RSF 
Coming Summer 
2015! 
235 yorKLanD 
boULevarD
toronto, ontario

patricK coWie 
+1 416 791 7223 
patrick.cowie@colliers.com

yanis tzatzogLoU 
+1 416 791 7208 
yanis.tzatzoglou@colliers.com

• Rooftop signage visible to over 
300,000 cars daily

• Free surface parking at 3/1,000 SF 
leased

• On-site catering and dining by Select 
sandwiches

• Easy access to public transportation 
and highways

• Great amenities in the area
arvin vanDer veen 
+1 206 654 0521 
arvin.vanderveen@colliers.com

King George 
Station
9808-9900 King 
george bLvD
surrey, bc

rob cHasmar 
+1 604 661 0822 
rob.chasmar@colliers.com

Jason teaHen  
+1 604 661 0847 
jason.teahen@colliers.com

www.kinggeorgestation.com

• Over 850,000 SF of LEED® gold, 
office and retail space  will be 
provided in multiple phases

• Directly adjacent to the King George 
skytrain station

• Only 40 minutes to Vancouver by car 
and skytrain.

• First phase available for occupancy 
late 2015

tony KenneDy 
+1 314 932 3919 
tony.kennedy@colliers.com

www.peabodyplaza.com

• Prime Class A office space in the 
heart of downtown st. Louis

• Full floor available (29,472 SF)
• Great parking and amenities

Ormidale Block
151 West Hastings street
vancouver, british columbia

stepHen moscovicH 
+1 604 661 0843 
stephen.moscovich@colliers.com

Dan JorDan 
+1 604 692 1472 
dan.jordan@colliers.com

• New, 6-storey development with 
shared access to green rooftop deck

• Up to 35,000 SF of Class A office 
and retail space for lease in prime 
gastown location

• Energy-efficient building with state-
of-the-art building systems

Park Tower
400 n. tampa st.
tampa, florida 

cLaire caLzon  
claire.calzon@colliers.com

Joanne LebLanc, cpmc 
joanne.leblanc@colliers.com

+1 813 221 2290

www.cilistings.com/parktower

Former J.M. Martinac 
Shipyard
401 east 15tH street
tacoma, Washington

Peabody Plaza 
701 marKet street
st. Louis, missouri

For Lease

For Lease For Lease

For Lease

• Premier Office Building
• Recent Recognitions: 97% Energy 

star; LeeD© gold; building of the 
year; boma 360 performance 
building

• Walk to more than 70 restaurants and 
shops

• Onsite property management & 
maintenance, building conference 
room, fedex office, Usps, fitness 
center, full service day spa, atm & 
retail banking, nature’s table

• 6.8 acre site with ocean access 
comprised of uplands, tidelands, 
warehouse and office buildings

• Dock-and-launch rails to 
accommodate the launching and 
staging of newly constructed ships

• Two office buildings and eight 
industrial buildings, totaling 84,285 
sf

• Zoned M2/S8 - Heavy Industrial and 
shoreline zoning

For Lease

For saLe
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One Capital Center
999 main st.
boise, idaho

scott feigHner 
scott.feighner@colliers.com

matt paLmer 
matt.palmer@colliers.com

+1 208 345 9000 

• Premier Main Street address in the 
heart of Downtown boise

• High visibility building signage 
opportunity

• 101,940 rentable square feet available
• On-site parking, 6 parking garages, 4 

surface lots within a 2 block radius

Distribution & 
Manufacturing 
Facility for Lease
2440 cLements ferry 
roaD 
charleston, south carolina

HagooD morrison 
+1 843 270 5219 
hagood.morrison@colliers.com

simons JoHnson  
+1 843 720 7509 
simons.johnson@colliers.com

• Up to 203,223 contiguous square feet 
available for lease

• Closest warehouse facility to 
charleston’s largest container 
terminal

• Zoned Heavy Industrial
• Ability to access from two entrances

Hundred 
Hooper
100 Hooper 
street
san francisco, ca

miKe monroe  
mike.monroe@colliers .com

miKe mccartHy,  
brian mccartHy 
+1 415 788 3100

• +/- 400,000 SF; LEED Gold 
Development

• Available Q3-2016
• The Offices: +/- 285,000 RSF space 

available 
• The Workshops: +/- 137,500 RSF 

space available 
• Prime SOMA location

Parkway Center
875 greentree roaD
pittsburgh, pa

paUL Horan 
paul.horan@colliers.com

eDWarD LaWrence 
ed.lawrence@colliers.com 
+1 412 321 4200

www.colliers.com/pittsburgh

• 622,771 SF Office complex | space 
available buildings  2, 4, 6, 7, 9 and 10

• Full building opportunity building 10
• New professional ownership
• Planned capital improvements
• Free abundant parking
• Competitive and flexible lease terms
• Abundant on-site amenities 
• On-site property management

Colgate-
Palmolive 
Headquarters
300 parK avenUe
new york city, new york

brian given 
+1 212 716 3518 
brian.given@colliers.com

• Sublease from Colgate-Palmolive
• Term through June 2023
• 12th, 13th and 14th floors, approx. 

36,000 sf each which can be leased 
separately

• Contiguous block of 109,631 SF
• Additional floors could potentially be 

made available

The HC | Hughes 
Center
HoWarD HUgHes 
parKWay
Las vegas, nevada 

ryan martin, patti DiLLon, 
& taber tHiLL 
+1 702 836 3717 
 thehclasvegas@colliers.com 

www.colliers.com/lasvegas

• The largest master-planned office 
campus in Nevada (10 buildings)

• Central location minutes away from 
all parts of the valley

• Amenities such as a Tenant Fitness 
center and retail/restaurants

• On site property management and 
24/7 security

• www.thehclasvegas.com

For LeaseFor Lease

For LeaseFor Lease

For Lease For saLe & Lease
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after more than 13 years as CEO of 
Colliers International, Doug Frye knows a 
thing or two about what makes the company 
tick. As one of the fastest-growing commercial 
real estate companies in the world, Colliers is 
clearly on a roll. We asked Doug to talk about 
what makes Colliers different in his own words, 
and—not surprisingly—he was more than 
happy to comply.

How would you describe the  
“Colliers Difference”?
The Colliers Difference is a not-so-secret rec-
ipe for success that combines customer focus, 
professional excellence, personal commitment 
and a unique sense of purpose to provide our 
customers with the best service in the business. 
With a 100-plus-year track record in commer-
cial real estate—spanning every continent—we 
have shown we understand our ever-changing 
business very well. 

But professionals at Colliers go way beyond 
mere competence. The people who are a part 
of the Colliers family have the guts to be their 
authentic selves, to stand apart from the crowd 
and to take unconventional approaches. Having 
traveled to nearly all of our offices over the last 
decade or so, I can honestly say that the Col-
liers Difference plays out consistently around 
the globe.

What sets Colliers apart in terms 
of professional expertise?
Our professionals think in terms of how our cli-
ents run their businesses, what their priorities are 
and what their clients’ clients’ priorities are. They 
go beyond business data to provide insights that 

translate to better results. But most importantly, 
Colliers professionals put people—both our cli-
ents and our colleagues—first. This people-first 
focus is increasingly uncommon in our industry, 
but we know firsthand that it leads to fruitful, 
long-term relationships and business success.

How do you know that the people-
first focus is working?
Just recently, one of our professionals in Asia 
shared with me a compelling story that, I think, 
demonstrates perfectly how our people-first 
approach pays dividends. This individual was suf-
fering through mysterious health issues that led to 
nine overnight hospital stays in just two months. 
He experienced seizures in the office on a number 
of occasions. But in the face of these challenges, 
he didn’t have to worry about his job. In fact, he 
says, “Before I even considered job security, [my 
managing director] took it upon himself to offer 
full support of the company, stating that ‘your 
long-term health is what matters to me.’ I was 
offered to take as much leave [as I needed] with-
out risk of losing my salary, [with a] guaranteed 
desk upon my return. I was blown away.”

I tell this story not because it’s unusual, but 
because it doesn’t surprise me in the least. Col-
liers associates at every level understand that 
by putting their colleagues first and by giving 
instead of taking, they’re building on a culture 
that breeds success. That colleague is now well 
on his way to a full recovery, and I know he’ll 
pay that people-first approach forward.

How does all of that translate  
to clients?
You can’t argue with facts. Our 2013 interna-

tional Brand Survey confirmed what I already 
knew: Colliers’ clients believe we’re easier to 
work with than any other commercial real 
estate company. Clients are responding, not just 
to the quality of our professional expertise, but 
to the way we do business. 

you talk a lot about a purpose 
economy. What does that mean?
A core tenet of my personal philosophy is put-
ting people before profits: doing well by doing 
good. I believe that, by focusing on helping oth-
ers succeed, we find success—both in business 
and in life. It’s not a new idea, but it’s one that is 
gaining traction throughout the business com-
munity, with a good deal of academic research 
to back it up. 

When we invest our talents and energy in 
others and in the communities we serve, we’re 
setting up a virtuous circle that strengthens 
all of us. I’ve worked to make this the de facto 
approach within Colliers, and I’m very proud 
that our clients are benefiting.  

the Colliers Difference is clearly 
a competitive advantage, but how 
will you sustain it?
We will sustain it by every Colliers professional 
living our values every day. Our continued suc-
cess depends on maintaining a strong global 
organization with more than 485 offices world-
wide and more than 16,000 professionals. We 
must continue to pool and share our consider-
able creative resources, with purpose and with 
commitment to each other and to our clients. 
It’s a tall order, but I know we will continue to 
do just that, and we’ll thrive well into our next 
century. K L

The Colliers 
Difference
stanDing apart, stanDing proUD. 

in focus
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doug Frye is the global 
president and chief 
executive officer for 
colliers international.

from tHe presiDent & ceo

> When we invest our talents 
and energy in others and in the 

               communities we serve, we’re setting up a virtuous 
circle that strengthens all of us.






