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The CCIM Institute represents more than 15,000 elite members of the commercial real 
estate industry. They are the deal makers, game-changers, and go-to experts in their 
local markets, each with a national and international network of clients, professional 
contacts, and industry colleagues. 

To reach the most infl uential market in commercial real estate, advertise in CCIM’s 
fl agship magazine, Commercial Investment Real Estate, and take advantage of addition-
al online opportunities on CCIM.com that reach an even wider audience. 

What Is the CCIM Institute?
For more than 50 years, CCIM Institute has been building opportunities for commercial 
real estate through its respected education program, culminating in the coveted Certifi ed 
Commercial Investment Member designation. Some quick facts:
• CCIM is the world’s largest commercial real estate brokerage network
• CCIM designees earn 79% more than unaffi liated industry professionals, according 

to the  2009 National Association of Realtors member profi le survey
• Members conduct business in 30 countries and each U.S. state, representing more 

than 1,000 global markets
• CCIM Institute is an affi liate of the National Association of Realtors

Commercial Investment Real Estate magazine
Published bimonthly, CIRE is read nearly cover-to-cover by highly skilled, engaged 
commercial real estate professionals. It is also distributed at CCIM events nationwide and 
at industry events sponsored by ICSC, NAR, CORFAC International, Keller-Williams, 
NAI, and Grubb & Ellis. CIRE’s e-book—a digital replica of the printed magazine—and 
a dynamic microsite on CCIM.com offer different avenues for interaction and brand 
exposure. 

CCIM.com
CCIM Institute gives members access to powerful 
technology and networking tools, dramatically 
increasing their infl uence across the U.S. and 
internationally. As the gateway for these tools, 
CCIM.com has increased advertising opportunities. 

CCIM Insider e-newsletter
This biweekly e-newsletter will send your message 
straight to the inboxes of 15,000 infl uential deal 
makers in the commercial real estate industry.
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e d i c a l  o f f i c e 
buildings enjoyed 

healthy transaction activity in 2010. Sales 
volume increased by 80 percent over 2009, 
according to Real Capital Analytics. MOB 
acquisitions totaled more than $3.1 billion 
in volume by year-end. 

MOBs have attracted a great deal of atten-
tion from investors at all levels. Some of the 
transaction volume is driven by healthcare 
systems deciding to get out of the business of 
owning and leasing MOBs. Understanding 
how hospitals view their MOB investments 
can provide insight into how commercial 
real estate professionals can assist them. 

Different Considerations
Doctors often purchase their own medical 
facilities as a long-term investment. Doctors 
can build equity owning MOBs during their 
careers, with an expectation to cash out 
equity near retirement by selling to a prac-
tice partner based on a market appraisal, or 
by structuring a sale-leaseback transaction 
with an investor to create a higher net pres-
ent value of the MOB asset.

Hospitals typically have more-complex 
issues to assess. Most have an investment 
portfolio consisting primarily of equities. 
Some hospitals consider MOBs to be part of 
their investment portfolio. Other healthcare 
systems view their MOBs strictly from an 
accounting standpoint as an operating asset. 
A hospital system typically owns the build-
ings it occupies as well as other MOBs rented 
to doctors and other healthcare providers.

Hospital-occupied MOBs are good candi-
dates for sale-leaseback transactions to mon-

A Healthy

Disposition
  Healthcare systems are 
capitalizing on increased demand to 
diversify assets and free up cash.

by Mark Alexander, CCIM
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etize value in cases where the hospital has 
limited access to capital for property improve-
ments or expansion or to free up cash to fund 
operations. However, not all healthcare pro-
viders need to monetize owner-occupied 

MOBs if they have strong credit with good 
access to capital at reasonable rates.
Tenant-occupied. Hospital-owned, ten-

ant-occupied MOBs have recently become 
a higher priority to sell for several reasons. G
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Readership Facts

CIRE Magazine

Referred clients to business services
› Financing  64%
› Legal  60%
› Appraisal  55%
› Construction/design  45%
› Title insurance  43%
› Property management  41%
› Accounting  34%
› Environmental consulting  33%
› Tax services  24%

Readers who have taken action  
after seeing an ad in CIRE
› Visited a Web site  38%
› Investigated a product or service  36%
› Saved an ad for future reference  22% 

Involved in purchasing products  
for their own companies

Somewhat likely to refer to a CIRE  
ad when making purchasing decisions

Top Business Areas
› Brokerage  62%
› Investment  37%
› Leasing  37%

Top Property Types
› Office  34%
› Retail  39%
› Land  26%
› Industrial  24%
› Multifamily  23%

Financing Decision Makers
What is your role in obtaining financing for your clients’ transactions or projects? 
› Refer capital source to client  37.5%
› Help client determine financing needs  34.7% 
› Help client evaluate financing options  33.3% 
› Contact capital source directly  30.2% 
› Help client select financing provider  25.9%

Readership Profile

98%
Involved in commercial  

real estate

19 years
Average years of experience  
in commercial real estate

51
Average age

70%
Owner/partner/principal, 
president, vice president,  

or broker

$26.4M
Average total of transaction  

value in 2009

Readership Habits

70%
Read every issue

63%
Spend 45 minutes or more  

with each issue

52%
Pass each issue along to  

one or more people

Contact Rich Rosfelder at 
312.321.4507 or  
rrosfelder@ccim.com

Source: 2010 National CIRE Reader Survey

90%

96%

75%

67%



Middle Atlantic	 820/5%
New Jersey 	 200
New York	 330
Pennsylvania	 290

East South Central	 1,055/7%
Alabama	 308
Kentucky	 202
Mississippi	 103
Tennessee	 442

East North Central	 1,569 /11%
Illinois	 554
Indiana 	 229
Michigan 	 292
Ohio 	 308
Wisconsin 	 186

New England	 378/3%
Connecticut	 113
Maine	 24
Massachusetts	 179
New Hampshire	 41
Rhode Island	 11
Vermont	 10

Pacific	 2,319/16%
Alaska	 40
California	 1,534
Hawaii	 167
Oregon	 197
Washington	 381

Mountain	 1,371/9%
Arizona	 339
Colorado	 330
Idaho	 98
Montana	 32
Nevada	 248
New Mexico	 145
Utah	 160
Wyoming	 19

South Atlantic	 3,772/26%
Delaware	 25
District of Columbia	 90
Florida	 1,338
Georgia	 713
Maryland	 187
North Carolina	 640
Puerto Rico	 22
South Carolina	 327
Virginia	 417
West Virginia	 13

Circulation
With CIRE, you reach the elite in commercial real estate. 

Demand for the prestigious CCIM designation continues to grow, boosting CIRE ’s circulation.  
In 2010, membership increased more than 30 percent over the previous year. Total reach,  
including pass-along readership, is more than 25,000 readers. 

CCIMs are located in more than 1,000 markets across North America — more than all major  
real estate companies combined. CCIMs also are located in Europe and Asia.

CIRE magazine targets a difficult audience to reach: the leading commercial real estate  
professionals in more than 1,000 smaller and secondary markets. But their influence within  
those markets is well-known. As one member says: “If you choose to be in real estate and want  
to practice at a higher level, you simply have to be a CCIM. It validates you in the market.”

West North Central	 987/7%
Iowa	 81
Kansas	 119
Minnesota	 258
Missouri	 319
Nebraska	 62
North Dakota	 31
South Dakota	 17

West South Central	 2,246/15%
Arkansas	 136
Louisiana	 271
Oklahoma	 186
Texas	 1,653

Contact Rich Rosfelder at  
312.321.4507 or rrosfelder@ccim.com
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In Every Issue
• �Market Trends: News that real 

estate professionals can use  
Contact sdrummond@ccim.com

• �CCIM Q & A: Deal-making  
strategies from the industry’s most 
recognized experts  
Contact jnorbut@ccim.com

• �Financing Focus: Practical  
financing strategies  
Contact sdrummond@ccim.com

• �Legal Briefs: Issues affecting 
commercial real estate  
Contact sdrummond@ccim.com

• �Investment Analysis: Expert 
perspectives on investment and 
brokerage topics  
Contact sdrummond@ccim.com

For More Information 
To advertise: 

Interested in writing for Commercial 
Investment Real Estate? Send editorial 
proposals to Executive Editor Sara 
Drummond at sdrummond@ccim.com.

Commercial Investment Real Estate 
is the award-winning magazine of the 
CCIM Institute, an affiliate of the National 
Association of Realtors. CIRE magazine 
reports on current developments and 
successful business strategies in 
commercial real estate. 

Log on to www.ccim.com/cire to read the 
current issue. 

Visit www.ccim.com to find out more about 
the CCIM Institute and the industry’s best 
education program.

Contact Rich Rosfelder at  
312.321.4507 or rrosfelder@ccim.com

Article topics are subject to change.

Editorial Calendar
January/February
Ad insertion deadline: Dec. 6, 2011
Submit editorial proposals by: Sept. 1, 2011
Cover Story:  

2012 Market Forecast 
Brokerage Niche: Inbound Foreign Investment
Corporate Real Estate: Portfolio Management
Social Media Marketing: Best Practices
Career Opportunities for Today’s CRE Pros

March/April
Ad insertion deadline: Jan. 31, 2012
Submit editorial proposals by: Nov. 1, 2011 
Cover Story:  

Investment
Brokerage Niche: Medical Office
Capital Markets: How Fed Moves Affect CRE
Ground Leases 
5 Tips for Business Development

May/June
Ad insertion deadline: Apr. 3, 2012
Submit editorial proposals by: Jan. 1, 2012
Cover Story:  

What’s Ahead for Retail?
Brokerage Niche: Student Housing
How Fair Are Today’s Appraisals?
Technology: CRE’s Best Apps
10 Ideas for Working with Lenders

July/August
Ad insertion deadline: June 5, 2012
Submit editorial proposals by: Mar. 1, 2012
Cover Story:  

Office Market Trends
Special Section: Midyear Market Analysis
Financing Update 
Brokerage Niche: Seniors Housing
Strategic Planning in a Down Market

September/October
Ad insertion deadline: Aug. 7, 2012
Submit editorial proposals by: May 1, 2012
Cover Story:  

Industrial Seaports and Logistics Hubs
Brokerage Niche: Specialty Retailers’  

Expansion Plans
Consolidation in the CRE Industry 
10 Tips on Sustainability
Leasing: Today’s Tenant Reps 

November/December
Ad insertion deadline: Oct. 2, 2012
Submit editorial proposals by: July 1, 2012
Cover Story:  

Multifamily Focus
Brokerage Niche: Residential 
Top Technology Tools
Capital Markets Update
International Markets

2012CIRE Magazine

• �Technology Solutions:  
Tips for improving business with 
technology tools 
Contact rrosfelder@ccim.com

• �Regional Outlook: Local  
market trends  
Contact sdrummond@ccim.com

• �International Beat: A look  
at the global markets 
Contact sdrummond@ccim.com

• �Buyers Guide: Products and  
services that help commercial  
real estate pros work smarter  
Contact dlamantia@ccim.com

• �Deal Makers: CCIM  
transaction highlights   
Contact rrosfelder@ccim.com
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Blue Ribbon Package
• Limited to 10 companies
• Cost: $20,800 net
• Six full-page color ads
• Guaranteed placement within the fi rst 10 right-hand pages
• Two-month ad on CCIM.com (a $1,300 value)
• Two-time tile ad placement in biweekly CCIM Insider e-newsletter (a $1,500 value) 
• One-time use of 10,000 contacts from CCIM membership list (a $1,700 value)

Red Ribbon Package
• Limited to 10 companies
• Cost: $11,700 net
• Three full-page color ads
• Two-month ad on CCIM.com (a $1,300 value)
• One-time tile ad in biweekly CCIM Insider e-newsletter (a $750 value)
• One-time use of 5,000 contacts from CCIM membership list (an $850 value)

Contact Rich Rosfelder at 
312.321.4507 or rrosfelder@ccim.com
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aAt the Chatham Market retail center on 
Chicago’s South Side, shoppers may be 
surprised to find a new convenience store 
tucked in next to a Potbelly’s sandwich shop 
this summer: Walmart Express. Slated to be 
its first urban location, the store will occupy 
a mere 10,000 square feet. Walmart plans to 
open more than 30 small-format stores in 
U.S. cities this year.

And it’s not the only major retailer setting 
its sights on urban markets. Target plans to 
open 10 small-format CityTarget stores by 
the end of next year, and Best Buy expects to 
add 150 Best Buy Mobile stores in fiscal 2012. 

This growth strategy makes sense, since 
more than 80 percent of the U.S. population 
resides in urban areas and convenience is 
highly valued by shoppers. But it also rep-
resents one of the fundamental changes in 
the retail property market landscape. And 
investors are taking notice.       

“The majority of the investors I talk to are 
focused on urban infill, value-add product 
with maturing leases and a need for new 
physical plant,” says Bill Rose, Western 
regional director of Marcus & Millichap’s 
National Retail Group. “Walmart’s grocery 
concept is a huge sign of the direction things 
are going.” 

This boost in interest reflects a wider 
improvement in the sector. In 2010, the retail 
property market saw a 41 percent increase 
in sales volume to an estimated $47 billion, 

according to Marcus & Millichap, which 
forecasts an additional uptick of more than 
25 percent this year. Blackstone Group’s 
recent $9.4 billion purchase of Centro Prop-
erties Group’s U.S. shopping center portfolio 
is a clear benchmark in this upward trend.

The growth in retail investment sales, 
small and large, indicates that a recovery is 
on track. But as online shopping increases 
and owners compete for traffic, a revitalized 
retail property market may look quite dif-
ferent than it did just a few short years ago. 
Like the major retailers and sector inves-
tors, CCIMs are adjusting their strategies 
accordingly.  

Summer in the City
Across the country, single-tenant net-leased 
properties and investment-grade anchored 
shopping centers remain the go-to retail 
investments. “Both are hot items and a 
dearth of product is driving them to gen-
erate capitalization rates in the range of 6 
percent or 7 percent in most major markets,” 
says Cynthia C. Shelton, CCIM, CIPS, CRE, 
director of investment sales for Colliers 
International in Orlando, Fla. “Those with-
out credit or that aren’t single-tenant triple-
net are all over the board in cap rates, from 8 
percent to 12 percent, and hard to finance.”

In many markets, this flight to quality 
follows a path toward urban centers. Like 
Rose, Nancy L. Miller, CCIM, vice president 

Retail  
Goes  
Downtown
Investors pursue opportunities 
in the heart of the city.

by Rich Rosfelder  
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CashFlow 
 Tips

Pin your hopes to these new revenue streams.
by Martin N. Burton

Business owners have been cutting expenses, reducing 
payroll, and trying to chase down new sources of cash 
flow for two years. Yet, as the economic recovery lags, 
many realize they need to do even more. But what is left 
to cut? Where can they find new streams of revenue?
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In jurisdictions with complex land-use regulations, 
simpler lot-tie terminations or lot-line adjustments often 
work. For example, one national corporation needed 
only half of its two-building Los Angeles campus for 
operations. It decided to consolidate its personnel in one 
building and sell the other. All that was needed was to 
terminate a single lot-tie covenant, a procedure processed 
at building department staff level. In a matter of months, 
the client had secured a permit to physically separate the 
formerly conjoined buildings, finished the construction 
work, terminated the lot-tie covenant to separate the par-
cels, and was able to sell one site separately.

3. Increase Value 
The subdivision example above illustrates an important 
land-use principle: Scale down complexity to lower costs 
and enhance chances for approval. For example, if resi-
dential construction will exceed square-footage maxi-
mums, instead of seeking a variance — requiring a dis-
cretionary public hearing — convert part of the project 
into basement space, which won’t count toward habitable 
square footage calculations and requires no hearing. 

And before selling assets, owners should determine if 
they can quickly secure entitlements that will increase the 
sales price. Entitlements to add density, renovate space, 
increase parking, change use, or otherwise add to the 
value of a property before it is placed for sale aren’t always 
as hard, expensive, or uncertain as they might seem. 

4. Find Power in Numbers
Sophisticated property owners devote substantial time 
to selecting top legal counsel, but many times they fail 
to recognize the tangible benefits a superior accountant 
may bring, year after year. For example, most accoun-
tants know to depreciate a real estate asset over a stan-
dard 39.5-year period, but accountants who specialize 
in real estate investments can tell you when to perform 
a cost segregation — accelerating depreciation of costs 
by segregating categories of improvements. 

Parking lots, for example, can be depreciated over 15 
years, and individual improvements within offices or 

Real estate is often a company’s first or second most 
valuable asset, so real estate-related moves have the 
potential to provide the biggest return on investment. 
Here are 10 original — and, in some cases, counterin-
tuitive — strategies that commercial real estate profes-
sionals and their clients can employ to find additional 
savings and new avenues for cash flow, all based on real 
estate-related assets.

1. Pay 18 Percent Interest — and Save
Hard-money lenders usually are thought of as lenders of 
last resort, but savvy investors know when to use them 
as lenders of choice. Having a strong relationship with 
a private lender can help investors move quickly to seize 
fleeting opportunities before they vanish.  

One client, a hard-money lender, helped a borrower 
pay off his $32 million loan two years early for just $21 
million. The key was a quick closing. The original lender 
was struggling and needed to raise capital. It offered to 
cut the principal owed by the borrower in return for an 
early repayment. Scrambling, the borrower called up 
my client, who supplied half of the $21 million needed, 
secured by a first mortgage on the property, for 18 per-
cent interest. The borrower supplied the rest of the pay-
off amount, and the whole deal closed in three weeks. 
Within six months the borrower had refinanced with a 
new 6 percent loan. This was a win-win-win: The lender 
received immediate cash, the hard-money lender earned 
18 percent interest, and the borrower not only saved $11 
million but ultimately reduced its interest rate by four 
percentage points.

For opportunities that can’t wait for an institutional 
lender, a hard-money lender can help make it happen.

2. Divide and Prosper
If the time has come to sell off an asset, owners can 
maximize the chances of sale and total return by selling 
off smaller parcels instead of a single large one. Not only 
do smaller parcels typically sell for higher per-square-
foot values, but their lower overall prices attract more 
potential buyers. 

packages
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As the online face of the CCIM Institute, 
CCIM.com is the go-to destination for commercial 
real estate deal makers nationwide. Where 
Commercial Investment Real Estate magazine 
provides not-to-be-missed industry coverage and 
insight in each issue, CCIM.com provides real 
estate professionals with the information they 
need — right now. 

This site is rich with content and is your 
chance to position your brand in front of this 
highly valued audience.  

A snapshot of what’s on CCIM.com: 
• New, larger ad units throughout the site
• More prominent placement for ads on the 

CCIM.com homepage
• Sponsorship opportunities in high-value 

content categories, including: 
• neWsCenter

 • netWorkIng

 • eduCatIon

• Larger ad units on the completely redesigned 
and dedicated area for Commercial Investment 
Real Estate (CIRE)

Homepage
The homepage is the fi rst stop for many site 
visitors and a fi rst choice for many advertisers. 
Two stand-alone ad units offer high-demand 
sizes and positioning.

HOMEPAGE INVENTORY AND PRICING
1 

month
3 

months
6 

months
12 

months

Homepage

300 x 250 above the fold  $ 1,500  $ 1,250  $ 1,050  $  850 

728 x 90 below the fold  $ 1,300  $  1,050  $    850  $  700 

Homepage Discounts

homepage with a Channel 30%

rates & specs
Advertising
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Category Sponsorships
Category targeting allows you to position your 
ad message within specifi c content channels 
relevant to your message and audience.  

CCIM.com’s sponsorships include: 
• Homepage ad adjacent to channel content
• Sponsorship recognition on the category 

landing page
• Exclusive ad placement on category landing 

page and on all additional category pages: 
• CustoM unIt on hoMePage 

 • 180 X 150 on rIght CoLuMn oF Category Pages

 • 300 X 250 on LeFt sIde BeLoW the FoLd

newscenter
This is the spot for up-to-the-minute news and 
information relevant to the industry. Stand out 
with a valuable homepage unit, and with a road 
block on all Newscenter pages across the site.
• Homepage unit size: 234 x 60 (half banner)

networking
Many members cite networking opportunities as a 
core benefi t of their overall CCIM involvement. It 
creates the spark for ideas and deals, and this is the 
online home for CCIM networking nationally. 
• Homepage unit size: 468 x 60 (full banner)

Education
For many, this is the primary reason to visit 
CCIM.com. As a sponsor of the education 
category, your ads will be in front of members 
and candidates as they browse classes and plan 
their course schedules. 
• Homepage unit size: 88 x 31 (micro bar)

CATEGORY SPONSORSHIP AD 
UNITS AND PRICING

Channels 
(includes HP unit 
plus 300 x 250 
and 180 x 150)

1 
month

3 
months

6 
months

12 
months

newscenter N/A $ 3,000 $ 2,600 $ 2,100

networking N/A $ 3,000 $ 2,600 $ 2,100

Education N/A $ 3,000 $ 2,600 $ 2,100

rates & specs
Advertising

2012CCIM.com

Contact Rich Rosfelder at 
312.321.4507 or rrosfelder@ccim.com



CIRE (ALL PAGES)
1 month 3 months 6 months 12 months

300 x 250 top position $ 1,200 $ 1,000 $   850 $   700

300 x 250 lower position  $ 1,050 $   850 $   700 $   575

CIRE Discounts
    

When purchased w/Homepage unit 30%

Commercial Investment 
Real Estate Magazine Online
This is the dedicated online home for Commercial Investment Real 
Estate (CIRE) magazine, offering best-in-class coverage of the in-
dustry’s hot topics, investment news, legal issues, new technologies, 
and more. The magazine’s presence makes the online companion 
highly visible and a relied-upon resource for the CCIM audience.  
Choose CIRE for your brand message or, better yet, combine it 
with homepage advertising for maximum impact. 

With CIRE online you get:
• A selection of two 300 x 250 ad units on all CIRE pages, 

including the main CIRE landing page
• First-come, fi rst-served opportunity to select your position 
• The chance to reduce your CIRE costs by 30% when you com-

bine your buy with one CCIM.com homepage ad unit

Contact Rich Rosfelder at 
312.321.4507 or rrosfelder@ccim.com

rates & specs
Advertising

2012CCIM.com



CCIM Insider e-newsletter
The CCIM Institute’s biweekly e-newsletter, CCIM Insider, 
provides CCIMs with the intelligence and tools they need to 
streamline their businesses. With a circulation of approximately 
15,000, CCIM Insider provides CCIM designees and candidates 
with timely information about CCIM events, programs, ben-
efi ts, and services, as well as updates on important commercial 
real estate industry news and events. 

CCIM Insider provides a proactive opportunity to send your 
message straight to the inboxes of the elite members of the CCIM 
Institute on a biweekly basis. 

CCIM INSIDER BIWEEKLY E-NEWSLETTER
1 month 2 months 3 months 4 months

120 x 60
top position $ 1,500 $ 1,400 $ 1,300 $ 1,200

300 x 250 
lower position  $ 2,000  $ 1,900  $ 1,800 $ 1,700

Commercial Investment 
Real Estate e-book
The magazine’s digital edition e-book is available for an 
exclusive sponsorship at the rate of $2,500 per edition. This 
would consist of a 180 x 90 ad on the e-mail announcing the 
e-book, as well as a 300 x 250 ad opposite the front cover of 
the digital edition. 

rates & specs
Advertising

2012e-newsletter 
& e-book

Contact Rich Rosfelder at 
312.321.4507 or rrosfelder@ccim.com



Single Ad Formats
Standard ad file types: GIF, JPG, PNG
• File size not to exceed 40K
• �Animated GIF permissible, animation length not to 

exceed 15 seconds
• URL must be included

Rich Media (Flash) ad file types: SWF 
• File size not to exceed 40K 
• Run length not to exceed 15 seconds 
• Must be compiled with Actionscript 2 (AS2) 
• �Click tracking may be accomplished either  

with hardcoded URLs or clickTAG 
• �One clickTAG per file: multiple URLs must  

be hardcoded
• Must provide URL for clickTAG
• �clickTAG format: 

on (release) { 
getURL(clickTAG, “_blank”);

ClickTAG Tutorial can be found at 
http://www.openx.org/docs/tutorials/
Using+Flash+with+OpenX 
• �Source FLA files, destination URL, and all components 

(fonts, etc.) should be packaged with ad
• No expanding or floating ads

Newscenter Channel = Sold as a Package
• Homepage = 234 x 60
• �Newscenter pages = 300 x 250 (left side bar  

after selector) and 180 x 150 (on the right  
after the first pod)

Networking Channel = Sold as a Package
• Homepage = 468 x 60
• �Networking pages = 300 x 250 (left side bar  

after selector) and 180 x 150 (on the right after  
the first pod)

Education Channel = Sold as a Package
• Homepage = 86 x 31
• �Education pages = 300 x 250 (left side bar after 

selector) and 180 x 150 (on the right after  
the first pod)

Homepage Big Box ad = 300 x 250
Homepage Leader Board ad = 728 x 90

CIRE 1 = 300 x 250 (above the fold, on the right)

CIRE 2 = 300 x 250 (below the fold, on the left on the 
magazine and issue page, on the right after All CIRE 
topics on the story page)

rates & specs
Advertising

2012CCIM.com

Contact Rich Rosfelder at  
312.321.4507 or rrosfelder@ccim.com


