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EDITORS’ NOTE As CEO of Kushner 
Companies, Jared Kushner oversees a 
real estate portfolio consisting of more 
than 20,000 multi-family apart-
ments and over 11 million square 
feet of offi ce, industrial, and retail 
space across the country, completing 
more than $10 billion in real estate 
transactions since 2007. Kushner is 
also an active investor in and advi-
sor to technology companies, and sits 
on the boards of start-ups including 
Urban Compass, Honest Buildings, 
and 42 Floors. Since 2006, Kushner 
has served as Chairman of Observer Media, 
growing the company into a true multimedia 
business that combines the voice and infl uence 
of The New York Observer with unique prop-
erties that serve passionate, targeted audiences 
like BetaBeat, PolitickerNJ, Gallerist, Commercial 
Observer, Commercial Mortgage Observer, and 
Vegas Seven. Kushner graduated from Harvard 
University with Honors and earned M.B.A. and 
J.D. degrees from New York University Stern 
School of Business and New York University 
School of Law.

COMPANY BRIEF Headquartered in New York 
City, Kushner Companies (kushnercompanies.
com) is a diversifi ed real estate organization in-
volved in the ownership, management, develop-
ment, and redevelopment of numerous properties, 
which consist of thousands of multi-family apart-
ments and millions of square feet of offi ce, in-
dustrial, and retail space.

Are your media, technology, and real estate 
interests intertwined or do you view them 
separately?

I view myself as a businessperson, as 
someone who is going to follow things that in-
terest me, be it in media, technology, or real es-
tate. My primary focus has been real estate and 
that is where we’ve seen a lot of opportunity. 
Now we’re starting to do more in media, and 
my brother does a lot in technology.

How is the real estate market faring to-
day and is the recovery sustainable?

It’s important not to compare the city to 
how it was fi ve years ago. 

There is a global trend towards urbaniza-
tion, so people are moving to cities around the 
world. New York is a leader, both in terms of 
being a place where people want to put capital, 

and where people want to live and 
work. Despite a lot of non-business 
friendly aspects of the environment 
here, every company wants to be here 
and almost needs to be here, because 
this is where the talent wants to be.

I’m incredibly bullish on New 
York today for its short-term and long-
term future.

Has the development of 666 
Fifth Avenue panned out as you 
had hoped?

Fifth Avenue has become the most 
traffi cked retail street in the world, and 

from a tourist and shopper point of view, it gets 
the highest rents in the world now.

A lot of the things we have done as a com-
pany have been ahead of where the market was 
going. We were very bullish on Fifth Avenue, as 
well as SoHo, the East Village, and Brooklyn, 
where we have been buying very actively. We 
have been trying to get ahead of the trends and 
actively invest in creating these markets where 
we see demand that is not really being met by 
the existing stock of landlords and product.

Are you surprised to see how quickly 
certain areas of the city have grown?

Not really, because New York is a place 
where so many people want to live. There are 
empty-nesters whose kids are out of the house 
who are selling their homes in the suburbs and 
coming to live in the 24/7 environment that of-
fers so many ways to spend your time.

You also have young kids coming out of 
college today who want to live in cities. As a 
result, you will see the urban populations con-
tinuing to grow.

Manhattan is a little island with only so 
many places where people can be.

Will a large percentage of the popula-
tion be priced out of this market?

I’m very bullish on Jersey City, because 
Manhattan has moved south over the past few 
years: 23rd Street, maybe even Houston Street, are 
like the new midtown. There are 70,000 jobs go-
ing into the World Trade Center area, which is 
a desirable place for a lot of young companies, 
based on how much of the workforce is coming 
from Brooklyn, SoHo, and Tribeca. We will see a lot 
of the younger people working in New York but 
living in Jersey City where they can get fabulous 
apartments, amazing views of Manhattan, and 
great amenities, all just a 5-to-10-minute PATH 
train ride away from the World Trade Center.

How have you positioned Commercial 
Observer in the market?

It’s a B-to-B, and I’m very bullish on trade 
publications in general. There are a lot of great 
industries that are very dynamic, like commer-
cial real estate, where there is a big demand for 
industry-specifi c news.

What we fi nd in Commercial Observer is 
that people read the advertising as much as they 
read the content, because a lot of the adver-
tising is about available space and people con-
veying to the marketplace what they want. So 
that product continues to grow year over year, 
the reader absorption is tremendous, and the 
demand is very high.

How did you develop your interest in 
technology?

My brother has a big venture fund in New 
York, and I attribute a lot of my success in real 
estate over the past few years to the time that 
I’ve spent advising a lot of his companies on 
their real estate needs. It has given me a better 
insight into what these companies want from 
their space and their landlords, and has enabled 
me to understand where people want to be.

Also, with Mayor Bloomberg, we launched 
WiredScore, which is a program that I learned 
about from spending time with these technology 
companies. It’s goal is to bring Internet transpar-
ency to the buildings in New York City. Tenants 
will be able to see what carriers are available in 
buildings before they sign leases there. They will 
know which landlords have invested in the right 
infrastructure, and how long it will take them 
to get up and running through the Internet.

We now have more than 475 buildings that 
are reporting their scores in New York City 
and we’re going to take this program national.

Is real estate the foundation of the city?
The foundation of New York are the great 

people that make up New York, and who work 
across all industries. The fi nancial sector is hugely 
important to New York because it creates a lot of 
high-paying jobs and supports our real estate in 
many ways – it occupies a lot of offi ce space and 
many of those people live in homes here.

However, real estate is crucial because even 
with the new administration’s desire to build a 
lot more affordable housing, you need the real 
estate industry to help make that happen.

Real estate is integral because it touches every 
business in the city, but in New York, there is no 
industry more important than another. We all come 
together to make the city the great city it is.•

Jared Kushner

Staying Ahead of the Trends
An Interview with Jared Kushner, 

Chief Executive Offi cer, Kushner Companies
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EDITORS’ NOTE Mahadev Raman is 
also a director of Arup Group Limited 
and an Arup Fellow. He is a mechan-
ical engineer by profession and has 
been in practice for 35 years. Selected 
projects include the Austrian Cultural 
Forum in New York; Simmons Hall at 
Massachusetts Institute of Technology; 
the United Nations Capital Master 
Plan; the European Court of Human 
Rights in Strasbourg, France; the 
Kimmel Center for the Performing 
Arts in Philadelphia; Terminal 4 at 
JFK International Airport in New York; 
and Kansai International Airport in Osaka, Japan. 
Raman serves on the board of British American 
Business. He is a member of The Partnership for New 
York City, and is President of the charity American 
Friends of Cecily’s Fund. He is a faculty mem-
ber at Princeton University School of Architecture 
and serves on the Advisory Board for WPI’s new 
Architectural Engineering Program.

COMPANY BRIEF Arup (arup.com) is an in-
dependent fi rm of designers, planners, engineers, 
consultants, and technical specialists offering a 
broad range of professional services. Founded in 
1946 with an initial focus on structural engineer-
ing, Arup fi rst came to the world’s attention with 
the structural design of the Sydney Opera House, 
followed by its work on the Centre Pompidou in 
Paris. Arup has since grown into a truly multidis-
ciplinary organization. Its work for the 2008 
Olympics in Beijing reaffi rmed its reputation for de-
livering innovative and sustainable designs that re-
invent the built environment. The fi rm is owned in 
trust on behalf of its staff.

What is the secret to this company’s success 
year after year?

The ownership structure. The initial partners 
gave up their ownership and vested the ownership 
of the fi rm in a couple of trusts. The benefi ciaries 
of those trusts are employees of the fi rm, past and 
present.

So as a result, we don’t face the same pres-
sures in terms of shareholders and ownership tran-
sitions. We have also maintained solvency, so we 
don’t have bankers breathing down our necks.

This enables Arup to focus on the work and 
put the quality of what we’re doing before all other 
considerations.

How broad is the range of services the 
fi rm provides and how have they evolved?

They have changed over time. 
When the fi rm started, it was a pure struc-
tural engineering consultancy. We now 
offer in excess of 40 distinct disciplines.

You could look at the business as 
covering three broad areas: the build-
ings sector, which is about the design of 
buildings of all types; the infrastructure 
sector, which is about roads, bridges, rail, 
highways, airports etc.; and consulting 
disciplines, where we’re providing high-
level advice as well as specialist technical 
advice, as in acoustics, fi re engineering 
and lighting design, applicable to both 

building and infrastructure projects. 
There are other increasingly important disci-

plines for us like transaction advice, where we as-
sist fi rms that provide funding for projects to assess 
the viability of a project and to help set up the 
funding for it.

Within the Americas, where will Arup’s  
growth come from?

Growth in the Americas is strategically impor-
tant to us, and one of the main reasons for it is that 
we have a growing cadre of people who joined the 
fi rm straight out of college, much like I did 35 years 
ago. They are all moving up well, and we’d like to 
see them stay. To provide career opportunities for 
them, we have to grow in size.

A metric for this could be a comparison to other 
markets. The U.K. is our most mature market. 
If you were to extrapolate Arup’s level of market 
penetration there to the Americas, we would need 
to be around 20,000 people here. We’re at 1,200 
now, so the potential is there. We think there are 
enough projects we would be good at doing for us 
to grow for the foreseeable future.

How close is the coordination for the fi rm 
region to region?

The ethos of the company is uniform every-
where, and the reason is that we have generally 
grown organically. When acquisitions take place, 
they’re usually in the context of a small group of 
people joining a larger offi ce rather than our taking 
over and putting a new name on the door.

Communication within the fi rm is very im-
portant, and we have many different types of net-
works. All of our disciplines have a skills network 
associated with them, and membership is global. 
This kind of networking keeps the fi rm unifi ed 
internally.

Externally, you have to speak to your particu-
lar market, and this is not just in reference to geog-
raphy. The messaging is client-based so we look at 

particular client communities and present to them 
based on their needs and interests.

What does the phrase “Shaping a Better 
World” mean for Arup?

It’s an aspiration.
Sustainability is a key part of it, as is resilience. 

In the beginning, when the new structure of the 
fi rm with these trusts was set up, our founder made 
a speech during which he articulated six aims for 
the fi rm. Very high among those aims are quality 
work and social purpose.

Social purpose can be different things in dif-
ferent places. In South Africa, where we have a 
large practice, the single most important issue in 
terms of social development is electric supply. 
Once you have power, you gain other benefi ts in 
areas like sanitation, quality of life, and education.

The problem is that the easiest way to supply 
power in South Africa is by burning coal which, in 
an American context, would be terrible because it’s 
adding to an already large carbon dioxide burden. 
But in South Africa, where the per-capita carbon 
dioxide emissions are low, the social benefi ts of 
coal-fi red power would seem to outweigh the im-
pact on climate change.

Because of these nuances, it’s hard to com-
pletely defi ne what “Shaping a Better World” means.

How much is technology affecting the 
way you operate?

Staying on top of technology has been a key 
differentiator for us. We try to stay on the cutting-
edge of developing new technological tools to 
bring into the industry and developing new capa-
bilities that perhaps don’t currently exist.

There is a great example of something devel-
oped in the New York offi ce a decade ago called 
the Arup SoundLab, which provides the ability, 
through digital technology, to recreate the acoustic 
environment within any kind of space. It’s used 
mainly for the design of concert halls and other 
acoustically sensitive spaces.

How critical is the public/private partner-
ship to your goal of “Shaping a Better World”?

I see P3 projects gaining favor and much of 
this has to do with the diminishing ability of public 
authorities to fund large projects by themselves.

It’s important that those partnerships be set up 
correctly though; if the funders don’t have the abil-
ity to mold the projects such that they can generate 
a return on their investment, then that project won’t 
be attractive. Meanwhile, the procuring authority 
has to ensure that the asset fulfi lls the public need 
and will remain fi t for purpose at the end of the 
funding cycle . It’s a delicate balance.•

Mahadev Raman
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