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Connect with a Committed Audience
More than 12,000 elite members of the commercial real estate industry read Commer-
cial Investment Real Estate magazine, the flagship publication of the CCIM Institute. 
Of this select audience, 98% are involved in commercial real estate and average nearly 
20 years of industry experience. 

CCIM members are the deal makers, game changers, and go-to experts in their 
local markets. They are the gateway to a national and international network of clients, 
professional contacts, and industry colleagues, conducting business in 1,000 markets in 
30 countries. To reach this influential market, advertise in Commercial Investment Real 
Estate magazine, and target an even wider audience by taking advantage of CCIM 
Institute’s online opportunities and industry partner packages.

What Is the CCIM Institute?
For more than 50 years, CCIM Institute has been building opportunities in commercial 
real estate through its respected CCIM education program. CCIM members either have 
earned or are obtaining the Certified Commercial Investment Member designation. An 
affiliate of the National Association of Realtors, CCIM Institute is the world’s largest com-
mercial real estate brokerage network.

Advertising Opportunities
Advertise in CIRE magazine’s six yearly print issues, which are read nearly cover to cover 
by members and other industry professionals. CIRE is also distributed at CCIM meetings 
and respected industry and brokerage events. 

Advertise on CCIM.com, the go-to site for commercial real estate professionals 
online. You can also reach a large audience of industry professionals who read CIRE 
online at CCIM.com/cire. And advertise in CCIM Insider, an e-newsletter delivered 
directly to CCIM members’ inboxes twice a month.
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TO  
LEASE 
OR 
NOT TO 
LEASE?

That is the question corporate 
managers must answer. 

A principal goal of corporate management 
is to make a business worth more than the cost of its underly-
ing assets. To create such shareholder wealth, management has 
three levers at its disposal: asset efficiency, operating efficiency, 
and capital efficiency. 

Asset efficiency is the ability to limit the amount of assets that have 
to be funded with shareholder equity. It primarily entails managing 
fixed asset costs and working capital levels. Operating efficiency is the 
ability to improve operating profit margins, which is accomplished 
by finding ways to increase sales, raise prices, and control expenses. 
Capital efficiency is the ability to reduce the weighted cost of debt 
and equity capital. Managers must harness equity in concert with 
various forms of outside capital to lower corporate costs of capital. 

Combined, the three efficiency levers work together to generate 
shareholder returns. Companies that can produce the highest returns 
with the least financing drag on cash flows tend to create the highest 
percentage gains in shareholder wealth, not to mention higher cur-
rent equity cash flow yields.

The Role of Real Estate
The decision to lease or own real estate is centered on capital effi-
ciency, which is measured by pretax rates of shareholder return. To 
be sure, there are tax implications to real estate financing decisions. 
The benefits of real estate depreciation, which can shield income 
from taxes, can be alluring. However, such benefits are nominal, 
since buildings are depreciated for tax purposes over a lengthy 31.5 
years, and land has no depreciation. 

Moreover, the tax benefits are merely a tax deferral, since real estate 
sold after a long holding period is subject to gains from the recapture 

of accumulated depreciation. The many public companies that are 
shackled by the potential for severe tax consequences from imbedded 
real estate gains serve as a reminder that the better route is to focus 
on pretax equity return maximization.

Equity rates of return cannot be properly computed from a 
financial statement: They are a financial, as opposed to an account-
ing, concept. If a company invests $1 million into a building and 
finances 70 percent of the cost, then the percentage of equity is 30 
percent. The equity percentage never changes unless the debt is 
paid down, in which case the mix of debt and equity shifts. This 
is what happens when real estate is owned and related mortgage 
debt is repaid. As the percent of the real estate funded with loans 
declines, the amount of equity rises, which has an adverse impact 
on shareholder equity returns over time.  

Apart from depreciation, there is a second allure to real estate 
ownership, which is the potential for appreciation. Without question, 
this is a subject worth considering, but not in concert with the proper 
means of corporate capitalization. Business leaders are rewarded 
first for focusing their attention on optimizing the three corporate 
efficiencies. Real estate appreciation, which is a part of real estate 
returns, is not a business activity; it is an investment activity. The 
attractiveness of real estate as an investment for companies will be 
addressed later in this article.

Computing Equity Returns
The V-Formula is a simple shortcut to compute current pretax 
equity returns. The formula harnesses all three of the corporate 
valuation levers.

The financial model based upon the V-Formula illustrates the 
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Contact Scott Rickles at 770.664.4567  
or srickles@aol.com or
Dan Tomkiewicz at 770.640.1681 or 
dtomkiewicz@earthlink.net.
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Readership Facts

CIRE Magazine

Readers who refer to CIRE ads when  
making purchase decisions

Readers who refer clients to business services

Top Services Referred by Readers
1. Financing
2. Legal
3. Appraisal
4. Construction/design
5. Title insurance

Top Services Used by Readers
1. Legal
2. Accounting
3. Financing
4. Appraisal
5. Title insurance

Top Reader Business Activities
1. Brokerage
2. Investment
3. Leasing

Top Reader Property Sectors
1. Office
2. Retail
3. Industrial
4. Land
5. Multifamily

Financing Decision Makers: Nearly 80% of CIRE readers  
help clients obtain financing by:
•	 Contacting	capital	sources	directly	
•	 Referring	capital	sources	to	clients
•	 Helping	select	financing	providers
•	 Evaluating	financing	options
•	 Determining	financing	needs	

Readership Profile

98%
Involved in commercial  

real estate

19.5 years
Average years of experience  
in commercial real estate

52
Average age

67%
Owner/partner/principal, 
president, vice president,  

or broker

17
Average number of  

transactions in 2011

Readership Habits

71%
Read every issue

60%
Spend 45 minutes or more  

with each issue

53%
Pass each issue along to  

one or more people

Source: 2012 National CIRE Reader Survey

91%

86%

Contact Scott Rickles at 770.664.4567  
or srickles@aol.com or
Dan Tomkiewicz at 770.640.1681 
or dtomkiewicz@earthlink.net.



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

•  TECHNOLOGY SOLUTIONS: Tips for 
improving business with technology tools  
Contact rrosfelder@ccim.com

For More Information 
TO ADVERTISE: 

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

Log on to CCIM.com/cire to read the 
current issue. 

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

Editorial	Calendar
January/February
Ad insertion deadline: Dec. 3, 2013
Submit editorial proposals by: Sept. 2, 2013
COVER STORY:  

2014 Market Forecast 
Investment	Niche:	Seniors	Housing

2014 Legislative Outlook

CCIM Live! Conference Recap and 2014 Preview

CRE	Career	Planning			

March/April
Ad insertion deadline: Feb. 4, 2014
Submit editorial proposals by: Nov. 1, 2013 
COVER STORY:  

Property Investment
Brokerage	Niche:	Hospitality	

Financing: Who’s Lending in Smaller Markets?

Working	in	Corporate	Real	Estate	

Commercial	Real	Estate	Marketing

May/June
Ad insertion deadline: Apr. 1, 2014
Submit editorial proposals by: Jan. 1, 2014
COVER STORY:  

What’s Ahead for Retail?
Investment	Niche:	Healthcare	properties

CRE	Technology

Tips for Working with Lenders

International Property Outlook

July/August
Ad insertion deadline: June 3, 2014
Submit editorial proposals by: Mar. 1, 2014
COVER STORY:  

Office Market Trends
Special Section: Midyear Market Analysis

Brokerage Niche: Green Buildings

Secondary Market Opportunities

Insurance Issues

September/October
Ad insertion deadline: Aug. 5, 2014
Submit editorial proposals by: May 1, 2014
COVER STORY:  

Today’s Industrial Market
Investment	Niche:	Student	Housing

Retail  Redevelopment 

Generating New Business Leads

CRE	Compensation	Trends

November/December
Ad insertion deadline: Oct. 7, 2014
Submit editorial proposals by: July 1, 2014
COVER STORY:  

Multifamily Focus
Brokerage Niche: Restaurants 

Top Technology Tools 

Capital Markets Update

The Year’s Most Significant Deals

2014CIRE Magazine

•  CCIM EDUCATION: Practical 
applications of the CCIM education 
content  
Contact dlamantia@ccim.com

•  REGIONAL OUTLOOK: Local market 
trends  
Contact sdrummond@ccim.com

•  INTERNATIONAL BEAT: A look at the 
global markets 
Contact sdrummond@ccim.com

•   DEAL MAKERS: CCIM transaction 
highlights 
Contact srangel@ccim.com

•  CCIM CONNECTIONS: Insights from 
influential professionals in commercial 
real estate 
Contact jnorbut@ccim.com

(subject to change)

Contact Scott Rickles at 770.664.4567  
or srickles@aol.com or
Dan Tomkiewicz at 770.640.1681 
or dtomkiewicz@earthlink.net.



1 page

1/2 page

1/3 page

1/4 page

1/6 page

1X

$4,900

$3,680

$2,760

$2,240

$1,580

Cover 2

Cover 3

Cover 4

1X

$5,400

$5,230

$5,540

3X

$4,740

$3,570

$2,160

$1,870

$1,540

6X

$4,580

$3,470

$2,090

$1,820

$1,500

12X

$4,430

$3,380

$2,040

$1,770

$1,470

3X

$5,150

$4,640

$5,290

6X

$4,920

$4,600

$5,050

12X

$4,700

$4,560

$4,830

Issue

January/February

March/April

May/June

July/August

September/October

November/December

Space Closing

12/3/13

2/4/14

4/1/14

6/3/14

8/5/14

10/7/14

Materials Due

12/17/13

2/19/14

4/15/14

6/17/14

8/19/14

10/22/14

Mailing Date

1/15/14

3/14/14

5/8/14

7/11/14

9/12/14

11/17/14

UNITS

ADVERTISING CLOSING DATES

ADVERTISING DIMENSIONS

SPECIFICATIONS

COVERS

All rates are color/net.

Various digital sponsorships are also available. Contact us for details.

1 page
 

1/2 pg island
4 7/8" x 7"

1/2 pg horizontal
7 1/2" x 4 5/8"

1/2 pg vertical
3 5/8" x 9 1/2"

1/3 pg square
4 7/8" x 4 5/8"

1/3 pg vertical
2 3/8" x 9 1/2"

1/4 pg
3 5/8" x 4 5/8"

1/6 pg vertical
2 3/8" x 4 5/8"

Overall trim 8 1/2" x 10 3/4"

Bleed 8 3/4" x 11"

Live matter 3/8" from trim edge

Spread trim size 17" x 10 3/4"

Spread bleed size 17 1/4" x 11"

Printing method Web offset

Binding method Perfect bound

rates & specs 
Advertising
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Contact Scott Rickles at 770.664.4567  
or srickles@aol.com or
Dan Tomkiewicz at 770.640.1681 
or dtomkiewicz@earthlink.net.



Blue Ribbon Package
• Limited to 10 companies
• Cost: $20,800 net
• Six full-page color ads
• Guaranteed placement within the first 10 right-hand pages
• Two-month ad on CCIM.com (a $3,000 value)
• Two-time tile ad placement in biweekly CCIM Insider e-newsletter (a $2,000 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
• One-month ad on CCIM.com (a $1,500 value)
• One-time tile ad in biweekly CCIM Insider e-newsletter (a $1,000 value)
• One-time use of 5,000 contacts from CCIM membership list (an $850 value)

CCIM Institute also offers Industry Partnerships to select companies. 
Contact CCIM’s Corporate Outreach department at 800.621.7027, ext. 
4492.

Contact Scott Rickles at  
770.664.4567 or srickles@aol.com

Dan Tomkiewicz at 770.640.1681 
or dtomkiewicz@earthlink.net.or
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Manufactured Housing 
2012 Sales Trends

REGION 

MEDIAN SALES 
PRICE PER UNIT 

($)
YOY PRICE 

CHANGE (%)

TRANSACTION 
VOLUME CHANGE 

(%) 

East 18,100 ↓12 ↑28

Midwest 11,800 ↓6 ↑77

South 15,900 ↑3 ↑28

West 31,500 ↑17 ↑47

Source: Marcus & Millichap
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1.2%

4.3%

Restaurant chains

Home-related stores

Sporting goods

Pet and farm products

Dollar/discount stores

15,439

1,244

348

382

1,858

planned units

2012 
Industrial 
Rent 
Growth 
Asking rent growth 
by facility size

Source: Prologis

In the past 15 months, international real estate 
investors have sought security in the U.S. multifam-
ily market, according to Jones Lang LaSalle. Cana-
dian investors have spent close to $3.2 billion in the 
U.S. multifamily market, followed by Swiss ($698 
million), Israeli ($407 million), British ($291 mil-
lion), and Kuwaiti investors ($272 million). Overall, 
international acquisitions totaled more than $300 
million in each of these markets: Dallas, Houston, 
New York, Chicago, and South Florida. 
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1Q13 Commercial Loans
By property type, YOY change

Multifamily up 30%
Offi ce down 6%
Retail down 25%
Industrial  up 2%
Hotel up 35%
Source: Mortgage Bankers Association

Your investments are sound, but there is always room for more diversity in your
portfolio. Whether it’s a retail center, office building, industrial park or land ready
for development, commercial real estate is a solid and growing investment. 

And now is a great time to expand. To assist you and your business needs, 
contact your local Prudential Commercial Real Estate office.

Visit prudentialrealestate.com/commercial or call 949-794-9635 to locate a 
Prudential Commercial Real Estate professional in your area. 

www.prudentialrealestate.com/commercial I 949-794-9635
© 2013 BRER Affiliates LLC. Real estate brokerage services are offered through the independently owned and operated network of broker member franchisees of BRER Affiliates LLC. Prudential, 

the Prudential logo and the Rock symbol are registered service marks of Prudential Financial, Inc. and its related entities, used under license with no other affiliation with Prudential. 
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PORTFOLIO
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For neighborhood and community shopping center 
owners, it’s a time for reflection. Though they haven’t experienced 
the numerous headline-grabbing store closures plaguing big-box 
and mall owners, they are facing many changes in consumer behav-
ior — and too few changes in fundamentals. 

The vacancy rate for neighborhood and community shopping cen-
ters fell by a mere 30 basis points year over year to 10.7 percent at the 
end of 2012, according to Reis. Asking rents increased only 0.5 percent 

during the same period, from $18.98 
per square foot to $19.08 psf.

“Vacancy will need to compress 
in a much more significant fashion 

before rent growth breaks out of its rut,” 
says Ryan Severino, a senior economist at Reis.

However, retail development is at historic lows. Con-
struction starts fell to 5 million square feet in 4Q12, accord-

ing to CoStar. And Severino expects that, without much con-
struction activity, even weak demand will push down vacancy 

rates and push up rents this year. 
“We are experiencing the new normal,” says Shawn Massey, 

CCIM, partner with The Shopping Center Group in Memphis, 
Tenn. “With the lack of supply and good space, negotiations favor 

landlords these days. They’re able to pick and choose tenants based 
on credit, experience, and other factors.”

One of those factors is the brick-and-mortar tenant’s ability to 
thrive even as consumers increasingly shop online. Shopping center 
owners are now considering once unacceptable service tenants and 
traditional triple-net retailers, among others.  

But because the potential impact of Internet sales is still unclear — 
and a full economic recovery still only a dream — retail owners and 
investors are hedging their bets. They’re taking a close look at their 
tenant mix and how their space is being utilized. And, in the process, 
they’re changing the face of today’s neighborhood and community 

shopping centers. 

Credit Counts
The basic formula for a successful shopping center tenant mix hasn’t 
changed much since the market downturn. “Ideally, you would want 
some type of grocery tenant to bring in the everyday shopper, along 
with one or two fast-casual restaurants on end caps to bring in the 
frequency-of-visit customer,” Massey says. Depending on the cen-
ter’s size, junior anchors such as fitness centers or pet supply stores 
may be appropriate, he adds. The balance might consist of general 
retail and service tenants.

But these days, owners and investors are less apt to take a risk 
on retail tenants. “Compositionally, anchor tenants tend to be bet-
ter quality retailers, in terms of company strength,” says Michael 
V. Pappagallo, chief operating officer of Kimco Realty, a real estate 
investment trust that owns and operates a portfolio of approximately 
900 neighborhood and community shopping centers. Specialty retail-
ers like Whole Foods and Fresh Market are also emerging as strong 
anchors, he says, particularly in neighborhood centers, while national 
apparel and pet supply companies are becoming more prevalent in 
community centers. For smaller spaces in these centers, owners prefer 
franchises vs. mom and pop stores, Pappagallo adds.

“Owners and investors want national names in their center as per-
ceived better credit to balance out their tenant mix,” Massey explains. 
“A lower rent with national credit may actually have a greater value 
upon a sale.”

The retail sector has improved enough that shopping center own-
ers can put capital for retrofits and tenant improvements into these 
deals again. “That’s critical in getting credit retail leases completed,” 
says Jonathan E. Lindsey, CCIM, broker with The Shopping Center 
Group in Birmingham, Ala. “When the world turned upside down, 
landlords weren’t funding deals, and tenants were shy about expand-
ing. But in the past two years we’ve seen great activity.”  

Restaurants will account for 42 percent of new retail units in 2013, 
according to Chainlinks, with strong fast-casual tenants such as Five 
Guys and Chipotle leading the way. 
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Shopping

Shift
Center

Retail owners rethink 
tenanting strategies.

by Rich Rosfelder
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CCIM.com Homepage
The homepage is the first stop for many site 
visitors and a first choice for many advertisers. 
Two stand-alone ad units offer high-demand 
sizes and positioning.

Category Sponsorships
Exclusive ad placement on Newscenter, 
Networking, and Education category landing 
pages 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 of 

category pages

CCIM.com/CIRE
This is the online home for Commercial 
Investment Real Estate magazine. Choose CIRE 
for your brand message or, better yet, combine 
it with homepage advertising for maximum 
impact.

HOMEPAGE INVENTORY AND PRICING
1  

month
3  

months
6  

months
12  

months

Homepage

300 x 250  $ 1,500  $ 1,250  $ 1,050  $ 850 

728 x 90  $ 1,300  $ 1,050  $ 850  $ 700 

rates & specs
Advertising

2014Online

CATEGORY SPONSORSHIPS
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

As the online face of the CCIM Institute, CCIM.com is the go-to destination for commercial real estate deal 
makers nationwide. This site is rich with content and is your chance to position your brand in front of this 
highly valued audience. CCIM.com offers three advertising opportunities.

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%

Contact Scott Rickles at 770.664.4567  
or srickles@aol.com or
Dan Tomkiewicz at 770.640.1681 
or dtomkiewicz@earthlink.net.



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

728 x 90 
Top banner $ 2,500 $ 2,400 $ 2,300 $ 2,200

180 x 150 
Top rectangle $ 2,000 $ 1,900 $ 1,800 $ 1,700

728 x 90 
Lower banner $ 1,200 $ 1,100 $ 1,000 $ 900

rates & specs
Advertising

CCIM Insider e-newsletter
The CCIM Institute’s biweekly e-newsletter, CCIM  
Insider provides CCIM members and other industry  
professionals with timely information about CCIM 
events, programs, benefits, and services, as well as up-
dates on important commercial real estate industry news 
and events.

With a circulation of approximately 14,000, 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.

2014insider
e-newsletter 

Contact Scott Rickles at 770.664.4567  
or srickles@aol.com or
Dan Tomkiewicz at 770.640.1681 
or dtomkiewicz@earthlink.net.



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)

digital specs
Advertising

2014CCIM.com

Contact Scott Rickles at  
770.664.4567 or srickles@aol.com

Dan Tomkiewicz at 770.640.1681 
or dtomkiewicz@earthlink.net.or


