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EDITORS’ NOTE Kelly Mack holds 
an undergraduate degree from 
Georgetown University and an 
M.B.A. from the Stern School of 
Business at New York University. 
Mack joined The Sunshine Group 
in 2002 as Vice President of New 
Business Development. She was 
named Executive Vice President 
in 2004 and played a signifi cant 
role in the nationwide expansion 
of Corcoran Sunshine Marketing 
Group. Mack was appointed 
President in 2006 and oversees 
more than 100 employees from Manhattan to 
Los Angeles. With more than $9 billion in sales 
since becoming President, Mack is the driving 
force behind strategy shifts that have solidifi ed 
the company’s position at the forefront of the 
industry.

COMPANY BRIEF With over 20 years of ex-
perience in marketing and collective sales 
in excess of $20 billion, Corcoran Sunshine 
(www.corcoransunshine.com) is the recognized 
leader in the planning, design, marketing, and 
sale of luxury residential development. Corcoran 
Sunshine is New York’s market share leader, and 
was named the number one real estate market-
ing fi rm by the real deal magazine in June 
2009. Representing properties throughout the 
United States and in select international loca-
tions, Corcoran Sunshine’s portfolio includes 
Manhattan House; The Mark; One Jackson 
Square; Riverhouse, One Rockefeller Park; and 
One Thousand Ocean in Boca Raton, Florida. 
Other high-profi le developments include Time 
Warner Center; One Beacon Court; and 165 
Charles Street, designed by Richard Meier.

With the high-end luxury segment experi-
encing heavy pressure today, how much 
of an effect have you seen on Corcoran 
Sunshine’s business?

the development business overall, par-
ticularly in the high-end luxury segment, has 
probably been more affected than any other 
part of this industry. because of the nature of 
the fi nancial markets, construction fi nancing is 
very diffi cult for developers to obtain right now. 
there has also been a major shift in consumer 
confi dence. during the height of the market, 
about 80 percent of a development was sold 
prior to completion. but today’s buyer often 

needs to see and touch a fi nal product 
before purchasing. the credibility of 
the developer has never been more 
important. that actually puts corcoran 
sunshine in a good position. we work 
with the world’s best developers 
whose buildings deliver on precon-
struction promises. we’re also fortu-
nate to represent a diverse range of 
price points, something we couldn’t 
have said fi ve years ago when we 
had a smaller portfolio of ultra-luxury 
product. and over three-quarters of 
the properties we represent offer im-

mediate occupancy or are very close, and that’s 
where we see the market picking up. there 
are new buyers emerging who were hesitant 
to put up money last year during preconstruc-
tion sales, but have been following the progress 
at the building and are now ready to purchase 
their new home.

Many people associate value with price. 
Is that the case?

price is inherently linked to value, but the 
quality of the design and the emotional fi t are 
equally important. today’s buyers demand the 
best price, but real value means having confi -
dence in long-term appreciation. this is prob-
ably the best possible time to buy. not only is 
there negotiability in the market that we haven’t 
seen in years, but inventory has increased so 
buyers have great options.

Will you provide an overview of some 
of the key inventory in your portfolio?

we’re currently representing about 40 prop-
erties, mostly in new york, but also in southern 
Florida, california, and in the caribbean. because 
there is a lack of available fi nancing, the long-
term pipeline for the entire category has shrunk 
considerably. this means that truly unique de-
velopments like vornado’s 40 east 66th street – a 
classic new york candela – or an avant-garde 
building like 166 perry street, will become in-
creasingly rare. today’s units will be absorbed 
and there won’t be any other developments com-
ing in to replace them for a few years.

we’re still representing a couple billion dol-
lars worth of inventory in this market, and we 
continue to grow with strategic smart advances, 
but it’s not just growth for growth’s sake. we’ve 
increased our market share by taking over devel-
opments from other companies and reposition-
ing them for current market demands. we’re also 
working directly with banks all over the country 

who hire us to consult on positioning and pricing 
of distressed properties, so there’s no shortage 
of work in a market like this for a company like 
ours. in challenging times, there is great oppor-
tunity, if you’re well prepared to take advantage 
of it and are quick enough to recognize it.

Is the design the key component to 
any development? Is that a differentiator 
for you?

one of the things this company has always 
been associated with is high-end properties with 
a signifi cant design aesthetic, which adds value 
and appeals to a certain type of luxury consumer 
who appreciates that and is willing to pay a pre-
mium for it. but you can’t make a generalization 
that if you hire a high-end architect or a high-end 
designer, you can sell something for more money. 
it’s not solely about the marketing; it’s about 
designing and delivering great product. larry 
silverstein’s forthcoming tower at 30 park place 
is a perfect example. the building is the work 
of robert a.m. stern architects, and corcoran 
sunshine has had the good fortune to be involved 
from early on. an immense amount of thought 
has gone into the details, which will result in a 
tremendously unique and valuable product.

Is building green a focus for new develop-
ment today, and is it expected to continue?

it’s defi nitely not a given, but there’s been 
an overall change in the perspective, and more 
development companies are committed to build-
ing green. that said, building green is more 
expensive, and in challenging times, people 
question every cost. there was a point where 
people felt that if they invested the money in 
building green, buyers would pay more to live 
in a green building. that’s not always the case. 
the average buyer appreciates green, but won’t 
always pay a signifi cant premium for it in today’s 
economy. truly successful buildings have made 
green both accessible and livable. riverhouse, 
in battery park city, is striving for leed gold 
certifi cation and has been one of the top-selling 
manhattan buildings of any kind in 2009.

Long term, are you still optimistic about 
the strength of the New York market?

there is probably no other market in the 
world that i’m more optimistic about than new 
york. it’s been proven resilient, with lasting inter-
national appeal. i’m a true believer in manhattan 
and in new york, and i always have been. and 
i don’t know exactly where prices are going in 
the short term, but over time i’m 100 percent 
confi dent that they’re only going up.•
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