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Is there an understanding in global markets of 
the opportunities a company like Active can 
provide and what corporate trade is about?

no market that i’ve been involved in has a 
level of understanding and awareness as high as the united states does.

when we go into most markets, we tend to be the fi rst company dis-
cussing corporate trade and we get the inevitable confusion with barter 
exchanges. barter exchanges are for consumers and small businesses, and 
they literally allow participants to exchange one thing for another. corporate 
trade, on the other hand, is subject to qualitative and quantitative require-
ments and creates measurable, incremental economic value. it is generally 
used by larger companies, many among the Fortune 500. 

the level of understanding differs greatly by market. in France, there 
are several companies that are involved in what they refer to as corporate 
barter, which further adds to customer confusion. the challenge there is 
very different from a market like australia where, until recently, we were 
the only company offering a corporate trade solution. 

In those markets, how do you defi ne the value that Active 
brings, and the services you offer?

in all of these markets, our mainstay product continues to be media, 
although we offer a range of other services such as retail marketing, cor-
porate travel, event planning, and freight and logistics. 

there’s no doubt that we deliver value to our clients by return-
ing a multiple of the fair market value for excess assets. however, in 
my new role, i’m focused on looking at companies and industries on 
a global basis, and putting together strategies that would help them 
benefi t globally versus only in their local country. this is an untapped 
opportunity for active but, more importantly, for our clients as they 
will be able to leverage our trading abilities more comprehensively 
and holistically. 

Are you focused mainly on the BRIC countries when you eval-
uate the markets offering the greatest opportunity?

because the core focus of what we do is media, we need to offer solu-
tions to customers in markets that have reasonable levels of media activity.

i have some recent experience in india, where two years ago, 
the total media market was of a lower value than that of australia. yet 
there is a population difference of close to 1.2 billion between those 
two countries. 

so the ability to offer meaningful solutions in india against that pop-
ulation base is somewhat limited by that amount of expenditure in media.

china is somewhat of a different situation, and we’re currently ex-
ploring what we can do there.

we have been in brazil for a number of years and have a solid busi-
ness there – and we’re looking to grow.•
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EDITORS’ NOTE Mark Ordover has been with Active 
for 18 years. He is currently responsible for two as-
pects of Active’s business: sales and global real es-
tate. Prior to joining the fi rm in 1992, he was in the 
Investment Banking Division of Bankers Trust. He 
received his M.B.A. from Columbia Business School.

How did the real estate part of the business 
develop, and how do you defi ne the overall 
services you provide?

active’s real estate business was formally de-
veloped less than 10 years ago based on the needs 
of our clients. with a keen understanding of their 
needs, we were able to design a solution that has 

worked very well and has grown considerably. 
in 2004, we put a concentrated focus on the real estate business by join-

ing our senior trade professionals with real estate professionals to create a 
best-in-class service. this allowed us to focus our resources on marketing our 
service to our current client base as well as to our prospect base. we did a fairly 
good job of penetrating certain sectors, one of them being the retail space.

since then, we have executed retail real estate deals in some shape or 
form with companies like the Kroger company, toys “r” us, ace hardware, 
and home depot, where we either bought undeveloped raw land, manufac-
turing facilities, offi ce buildings, out-parcels, or big box locations. that sector 
has been a signifi cant factor in propelling our business forward.

in terms of our evolution, with the 2008 fi nancial distress and capital 
for all types of transactions drying up in the marketplace, buyers and sell-
ers had a big dislocation on pricing, so we were able to further represent 
our business and complete more transactions.

As a result of the fi nancial crisis, are new opportunities con-
tinuing to appear or has the real estate market stabilized?

Lenders are still cautious about putting their capital to work until 
they are comfortable that their balance sheets are going to withstand fur-
ther cyclical issues, including a potential double-dip recession.

that said, there is a lot of private money sitting on the sidelines, 
waiting to get back into the real estate sector. 

given the current economic environment, there are tremendous op-
portunities for us to use our own capital, whether it’s in the form of long-
term media commitments or in the form of cash, to help create solutions 
for our customers.

For example, we are working with a new prospect that wants to test a 
new concept store but has been having diffi culty getting internal commitment 
for the resources they need. we’re discussing active purchasing the land and 
building out the new concept store using our capital. we would make the 
property investment and then lease it back to them. this is a great solution 
for them, because active will put its own capital at risk in the transaction and 
they will pay for it through their existing media expenditures with active. if we 
can make this happen, we can roll it out to a whole sector of that marketplace 
where there are many companies looking to do the same thing.

Finally, we have done a number of very large transactions that have 
required us to go a to z in terms of handling issues such as environmen-
tal analysis, entitlements, auction process, and disposal of assets, which 
provides a tremendous benefi t to the corporations we work with in that 
they don’t have to employ their own resources to do it.•
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