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EDITORS’ NOTE Pamela Liebman 
began her career as a Corcoran 
agent. She was quickly identified 
as a natural leader with an innate 
ability for attracting and devel-
oping talent and a sharp analyti-
cal mind with a strategic approach 
to growing the real estate busi-
ness. Her ability to anticipate mar-
ket trends and develop strategies to 
swiftly capitalize on market oppor-
tunities led to her becoming a part-
ner in the company in 1990 and to 
her appointment as President and 
Chief Executive Offi cer of The Corcoran Group 
in 2000. Liebman studied at the University of 
Massachusetts, Amherst and at the European 
Business School in London. She is recognized 
as a leading real estate expert by top domestic 
and international media outlets such as The 
Wall Street Journal, The New York Times, and 
Financial Times and for the past seven years has 
been recognized as one of the 50 Most Powerful 
Women in New York by Crain’s New York 
Business.

COMPANY BRIEF  F o u n d e d  i n  1 9 7 3 , 
Corcoran (corcoran.com) is the largest res-
idential real estate firm in New York. After 
expanding into other luxury markets, and 
acquiring leading firms in New York the 
Hamptons, and Florida, Corcoran now oper-
ates 42 offi ces and employs more than 2,200 
agents and has achieved sales of over $21 bil-
lion annually.

Is the New York real estate market strong?
The New York market is very strong, but 

the buyers are very sophisticated and cau-
tious. Right now, we’re in a moment in time 
where it’s very easy for sellers to make a mis-
take. The strength is there, but in order to 
take advantage of it, one has to be very smart 
in their pricing and in their overall strategy, 
paying particularly close attention to pricing.

Do you worry about oversupply in 
New York?

When prices are too high, we can get 
stuck with oversupply. The question becomes, 
where are these buyers coming from? Over 
the past few years, we have relied heavily 
on Chinese and other foreign buyers, and it’s 
questionable whether or not that will con-
tinue. There are certain rules and regulations 

that are being put into place that are 
far outside our control and can affect 
the number of buyers that are look-
ing for the super luxury product.

How do you defi ne the Corcoran 
advantage and what sets the fi rm 
apart?

Corcoran differentiates itself 
by its people. Our track record 
proves we have the best. Not only 
do they stay with us for a long ten-
ure, but we also hire incredible tal-
ent that is new to the business. We 
have a stellar training program that 

no one else has.
We have also just built a state-of-the-art 

complex called Agents’ Studio, which is a learn-
ing center, a tech center, and a place that both 
new and seasoned agents can get the training 
that will help elevate their careers.

We pay a lot of attention to making sure 
that we give everybody the best tools in the 
business and then we teach them how to use 
them.

H o w  i m p o r t a n t  i s  Corcoran’s 
technology platform?

The heart of this business is the rela-
tionships the agents have with customers 
and clients. However, the agents need tools 
to enable them to work efficiently and best 
serve their clients and customers. This means 
that having great technology is a necessity, 
which is why we invest so much money in it. 
We have close to 60 full-time people in our 
tech department alone. Without strong tech-
nology, we would lose agents.

Is a brick-and-mortar office still rel-
evant when there is so much opportunity 
to work remotely today?

We strongly believe in collaboration and 
in having agents come into the offi ce because 
it helps continue the warm culture that we’ve 
built. Our culture is extremely important to us, 
so we want to give people reasons to come 
into the offi ce and share information and spend 
time with each other to build bonds with their 
fellow agents.

Each new offi ce we’re building has great 
areas for collaboration, including cafes and 
joint workspace environments. We’re try-
ing to address the needs of agents for 2017 
and beyond, which is more than just a desk.

Geographically, are there new mar-
kets that offer opportunities for growth?

We’re always looking for opportunities and 
it really depends on how it enhances our core 
business. We don’t just want to plant our fl ag. 
We’re part of a public company and we want 
to deliver bottom-line results as well as grow 
our top-line revenue.

How important are entry level deals 
and smaller transactions for building 
long-term client relationships?

In New York real estate, people like to talk 
about the really expensive, sexy deals, and no 
one wants to focus on the young people com-
ing out of college and renting an apartment with 
three friends. However, it’s important to build 
relationships from the beginning and that’s one 
of the reasons we bought Citi Habitats. We want 
to have a relationship with the customer from 
their fi rst rental until they’re ready to go to Palm 
Beach to retire.

We’ve been in business for many years 
and plan to be here many more, so we take 
every deal seriously. 

What are you looking for in each 
potential agent when you hire?

Skills are easy to teach, but getting some-
one to inspire trust and confi dence must be 
somewhat inherent in their personality. We 
work with them on bringing that out, but 
some are natural-born salespeople and others 
just aren’t.

We teach them what we can – we role-
play with them, we bring coaches in, we give 
them the tools – but sometimes they have it 
and sometimes they don’t.

How important is it to maintain your 
personal client relationships?

It’s extraordinarily important because 
it keeps me in touch with the market and 
allows me to learn what is going on each 
day so I can maintain my expert status. It’s 
also fun for me – I’m a deal junky, always 
have been and always will be. That’s how I 
keep my head in the game.

For young people who are entering the 
business, what should they be doing early 
in their careers to grow in the industry?

They need to up their interpersonal 
skills. They need to pull their heads up 
from their iPhones, stop texting, and learn 
how to talk to people. They can take public 
speaking classes, role-play, work their net-
works, and educate themselves, and they can 
be extraordinarily successful, even at a very 
young age.•
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EDITORS’ NOTE Kevin Ryan has 
launched several New York-based 
businesses, including GILT, Business 
Insider, MongoDB, Zola, Workframe, 
and Nomad Health. He helped build 
DoubleClick from 1996 to 2005, fi rst 
as President and later as CEO. 
Currently,Ryan serves on the boards 
of Yale Corporation,  Yale Investment 
Committee, and TECH:NYC, is Vice 
Chairman of The Partnership for New 
York City, Chairman of the Partnership 
for New York City’s Innovation Council, 
is a member of the CFR Committee on 
Foreign Affairs, and is a Director for The Trust for 
Governors Island. He holds a B.A. from Yale 
University and an M.B.A. from INSEAD.

COMPANY BRIEF Headquartered in New York 
City’s Silicon Alley, AlleyCorp (alleycorp.com) is a 
network of affi liated companies founded by Kevin 
Ryan and Dwight Merriman, the former CEO and 
CTO of DoubleClick.

At a time when there is so much discus-
sion around disruption in the marketplace, 
do you see this as a time of opportunity?

In my sector, I’m incredibly bullish. 
In every single sub-industry, I’m seeing 

that technology is playing a more important 
role, and it’s taking market share away from tra-
ditional players and extricating value. We see 
Google, Facebook, Amazon, and Apple growing 
while the rest of the market is not, and I also see 
hundreds of examples of smaller companies that 
are in their early stages of doing that. They won’t 
be that big, but in their own sectors, they will cre-
ate strong value. 

While we have watched that growth over 
the past eight years, at the same time, we’ve also 
watched the value of Forbes, The Wall Street Journal, 
and FORTUNE decline dramatically because market 
share was taken.

I see this in Zola, a company that will easily 
do $200 million next year in wedding gifts on the 
website, which comes at the expense of the tradi-
tional players. This year, 600,0000 couples will use 
Zola as their wedding registry. One million people 
in year four will buy an item on Zola. Already more 
people buy on Zola than on GILT. 

I have a company called Nomad Health, which 
is in the business-to-business area and hires tem-
porary doctors. There is a huge doctor imbalance 
in this country so, especially in rural areas, many 

hospitals need a specifi c type of doctor 
for a few months or even a weekend, and 
we developed a company to address that.

It’s a big challenge to, for example, 
fi nd a spinal surgeon in New York who 
can start February 1. With Nomad Health, 
we have 10,000 doctors listed in a search-
able database along with their availabil-
ity and their qualifi cations, and they can 
fi nd jobs across the country. The hospital 
pays half of what they normally pay to 
fi nd a doctor.

It’s not a consumer site, but the 
company will be worth $100 million over 

the next several years and create a very valuable 
and successful business, which is great.

I’m seeing so many opportunities like this out 
there.

You built companies like DoubleClick, 
which started small but became big, and at 
its core was innovation. Why don’t big com-
panies do that today, and how do traditional 
players remain relevant? 

Some are doing a good job, but many are 
not, and the ones who are not are failing because 
it’s a diffi cult challenge. Their efforts have to go 
to maintaining their current position. This doesn’t 
leave them a lot of extra energy. 

They haven’t adapted to hiring the right peo-
ple, so they can’t get the most aggressive people 
from the top schools who have true innovative 
backgrounds to join them.

They’re not willing to lose money in certain 
things because they’re only worried about making 
this quarter’s earnings, so they’re at a disadvantage 
and that has to do with the stock market. 

The traditional media companies aren’t wor-
ried about long-term because they’re not going to 
be around. Everything will be digitized in the future.

What will the retail landscape look like 
going forward, and what will decide who are 
the winners and losers?

Retail is very fragmented. We are looking 
toward brick and mortar stores to do a better job, 
and they will need to adapt and work together. 

For example, in Manhattan, one could buy 
something in a store and have it delivered three hours 
later, but there is a loss of traffi c in the store. The 
only advantage is that the store now doesn’t need to 
keep inventory. Warby Parker can have a footprint of 
maybe a third of what it was going to have because 
there is no inventory. They don’t run out of things 
and things can be mailed. If there are 15 stores in 
Manhattan, only one place has to hold inventory.

I think, however, that the problem will even-
tually be solved. Imagine I opened a warehouse in 
Queens and did same-day delivery for 100 differ-
ent stores in Manhattan. With a truck leaving every 
hour, people could order something and immedi-
ately have it on its way to their house.

Then stores could diminish their footprints 
and keep less inventory in New York City than they 
currently do. There are all kinds of benefi ts to this, 
and it will happen over time.

Are you surprised by the growth New 
York City has achieved as a hub for entrepreneurs?

No one has ever disputed that New York has 
super driven, smart, intense, and well-educated 
people.

That’s why our sector is doing great and will 
continue to be great. We’ll probably become the 
number one industry over time.

It is certainly growing faster than any other 
industry. 

In terms of U.S. competitiveness, 
do you still see the U.S. as the leader in 
innovation?

The U.S. has many problems, but not in the 
technology and innovation space. By and large, 
we’re doing extremely well. 

I’m worried most about the immigration 
policies of our current president, which are hor-
rifi c for my industry. We will pay a price over 
the next 20 years for the things he’s doing. Every 
large company has quietly created offices in 
other countries – there are probably 500,000 
jobs that have been created in other countries. 
We want to hire these people here, but we can’t 
because they’re not allowed in. There aren’t 
enough computer science graduates here, so 
we’re forced to hire elsewhere. We have abso-
lutely no alternative. 

The U.S. had about 20,000 computer sci-
ence graduates last year. Facebook, Amazon, and 
Google this year are probably going to hire 8,000 
to 10,000 graduates in computer science.

This means U.S. companies have to hire these 
people abroad. Less of this would happen if people 
could come to the country.

The people I hire will work for me for three 
years, like people in Dublin, and then they start 
their own companies. The difference is, they will 
start those companies in Dublin as opposed to in 
the U.S. 

We are handing tens of billions of dollars 
of value and hundreds of thousands of the most 
valuable jobs to other countries because of these 
policies.•
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