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MAPPING THE COMMERCIAL
CULTURE

ASKING THE PERFECT QUESTION

3 Stages of Setting Up a Question

® Make a factual statement that cannot be refuted

VLipsey




ASKING THE PERFECT QUESTION

10 Powerful Opening Questions

1. “What do you look for...?"

2. “What have you found...?”

ASKING THE PERFECT QUESTION

10 Powerful Opening Questions

6. “How do you determine...?”

7. “Why is that a deciding factor...?”
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PRESENTATIONS THAT WIN

Best Practices

® Agenda

® Understand expectations of ALL participants

@ |t's all about ENTHUSIASM

PRESENTATIONS THAT WIN

Best Practices

® Stay ahead of the assignment

» Do whatever it takes to get your company to
honor your promises




PRESENTATIONS THAT WIN
Best Practices

® Use their Mission Statement in the early part of
the tour or presentation

* Have major proposals reviewed by peers

PRESENTATIONS THAT WIN

THE SIX“C's™

e Comfortable

e Confident

e Conversational

PRESENTATIONS THAT WIN

15 Things Your Audience
Really Wants

e Your audience wants you to ..be prepared

e Your audience wants you to ..be knowledgeable




PRESENTATIONS THAT WIN

15 Things Your Audience
Really Wants

e Your audience wants you to ..provide an agenda

e Your audience wants you to ..provide logical steps

PRESENTATIONS THAT WIN

15 Things Your Audience
Really Wants

e Your audience wants you to ..move

e Your audience wants you to ..lead




Negotiating Tactics and How to
Neutralize Them

Tactic: Big Pot/Overload

They ask for more than they expect to receive.

Negotiating Tactics and How to
Neutralize Them

Tactic: The Bogey
“I love you but...”.
Trades emotion for economics.

Negotiating Tactics and How to
Neutralize Them

Tactic: The Bone

Give concessions now...
We have more big business down the road.




Negotiating Tactics and How
to Neutralize Them

Tactic: Car Salesman /
Plateau Negotiating

They create the perception you got a great deal!

Negotiating Tactics and How to
Neutralize Them

Tactic: Cherry-Picking

Obtain bids from several area competitors — pick
best of all to make you compete against.

Negotiating Tactics and How
to Neutralize Them

Tactic: The Crunch or 11t
Hour Squeeze

They don’t sign the lease!
They wait for you to give up more concessions.




Negotiating Tactics and How to
Neutralize Them

Tactic: Emotion

The angry parent surfaces!

Negotiating Tactics and How to
Neutralize Them

Tactic: Exploding Offer

Negotiating Tactics and How to
Neutralize Them

Tactic: Ice Pick

Lead you to believe you are very close to the deal
“Hidden Agenda & The Good Cheerleader”




Negotiating Tactics and How to
Neutralize Them

Tactic: The Nibbler

The negotiation is almost done and they ask for one
concession at a time over a period.

Excculives
Inshilule:

BUSINESS DEVELOPMENT

SALES BENCHMARKS

Leases Signed
Negotiations

Letters of Intent

EE > -

Proposals




ASSUMPTIONS

1-year Plan

Tenants will require
Lease Negotiations

Letters of Intent

Proposals
Site Visits

LEASING / SALES PLAN

ACTIVITY Jan. Jan. Feb Feb. March | March
Plan Actual | Plan Actual Plan | Actual

Units of Activity 1600 |1600 |1600 1530 | 1600 1487
Contacts 320 | 300 | 320 - 320 | 232
Site Visits 64 60 64 57 64 48
Proposals 10 9 10 7 11 9
Letters of Intent 2 2 2 1 2
Lease Negotiation 1 0 1 0 1 1
Signed Leases 0 0 0 0 1 0
Cumulative 1 0
Tenants

LEASING / SALES PLAN

ACTIVITY April April May May June June
Plan Actual | Plan Actual Plan | Actual
Units of Activity 1600 1550 | 1600 1573 | 1600 | 1445
Contacts 320 278 320 296 320 263
Site Visits 64 62 64 58 64 53
Proposals 11 8 11 7 11 9
Letters of Intent 3 3 3 2 3 4
Lease Negotiation 1 0 2 1 2 2

Signed Leases

Cumulative
[ | Tenants
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PROSPECTING PYRAMID

Personal Call
Direct Mail
Sales Package

21

Those seeking
>100,000 SF

Direct Mail 45

Office

REITs

PROSPECTING PYRAMID

$1Billion in
Assets

Marketing

Brochure, 12y

Public

Institutions

ASSUMPTIONS

1 Closing will require..
Contract Negotiations

4 Letters of Intent

24 Showings

54 Package Mailings
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INVESTMENT SALE PLAN/ACTUAL

ACTIVITY Jan Jan Feb Feb March | March
Plan Actual Plan Actual Plan Actual
Units of Activity 833 830 | 833 830 833 | 769
Contacts 35 35 42 40 48 45
Package Mailings 15 10 15 12 3 3
Showings 2 1 6 - 2 3
Letters of Intent - 0 1 0 1 1
Contract

Negotiations

Closings

INVESTMENT SALE PLAN/ACTUAL

ACTIVITY April April May May June June
Plan Actual Plan Actual Plan | Actual

Units of Activity 833 824 | 833 800 | 833 | 787

Contacts 48 | 40 | 42 - 35 | 31

Package Mailings 3 2 3 3 3 3
Showings 6 4 6 3 2 3
Letters of Intent 2 2 1 1 = 2
Contract 1 1
Negotiations

Closings 1 0

LEASING / SALES PLAN
Short Form - Create Your Own

ACTIVITY Month | Month | Month | Month | Month | Month
1 2 3 4 5 6




2007 SEASON TEAM SCOREBOARD

TEAM MEMBER ACTIVITY

JAN

FEB

MAR

APR

MAY

JUN

Lic. Marketing Assoc. | 1,000 emails/ month - Plan

1,000

1,000

1,000

1,000

1,000

1,000

Lic. Marketing Assoc. | 1,000 emails/ month - Actual

200 Researched Calls/
month - Plan

200

200

200

200

200

200

200 Researched Calls/
month - Actual

200 Calls to Senior
Level/month - Plan

200

200

200

200

200

200

200 Calls to Senior
Level/month - Actual

10 Presentations/ month -
Plan

10

10

10

10

10

10

10 Presentations/ month -
Actual

2 Lease Negotiations/
month - Plan

2 Lease Negotiations/
month - Actual

Planned Cumulative Totals/Signed Leases

2007 SEASON TEAM SCOREBOARD

TEAM ACTIVITY

JuL

AUG

SEP

OCT

NOV

DEC

Lic. Marketing Assoc. | 1,000 emails/ month - Plan

1,000

1,000

1,000

1,000

1,000

1,000

Lic. Marketing Assoc. | 1,000 emails/ month - Actual

200 Researched Calls/
month - Plan

200

200

200

200

200

200

200 Researched Calls/
month - Actual

200 Calls to Senior
Level/month - Plan

200

200

200

200

200

200

200 Calls to Senior
Level/month - Actual

10 Presentations/ month -
Plan

10

10

10

10

10

10 Presentations/ month -

2 Lease Negotiations/
month - Plan

2 Lease Negotiations/
month - Actual

Planned Cumulative Totals/Signed Leases

10
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CLIENT SPECIFIFC - USER
GlaxoSmithKline

Personal Values
Mission to Mission &
Introduction

Senior Broker

Introduction
Direct Mail
Personal Call

Senior Broker/
Associate Broker

Director of
Real Estate

Vice President of
Real Estate

Real Estate Staff

INDUSTRY SPECIFIC - USERS
Pharmaceutical

Personal Values
Mission to Mission &
Introduction

Senior Broker

Introduction
Direct Mail
Personal Call

Directors or
Presidents of Real
Estate

Senior Broker/
Associate Broker

Vice Presidents of Real Estate

Real Estate Staff
Facility Managers

CLIENT SPECIFIC
Equity Office

Personal Values
Mission to Mission
Introduction

Senior Broker

Introduction
Direct Mail
Personal Call

Senior Broker/

National Director of -
Associate Broker

Leasing

Regional Vice Presidents

Leasing Staff
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CLIENT SPECIFIC - PRODUCT
Office REITs

Personal Values
Mission to Mission
Introduction

Senior Broker

Introduction
Direct Mail
Personal Call

Senior Brokers/
Associate Broker

Director of Leasing

Leasing Staff
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