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EDITORS’ NOTE Jeff Glueck became 
CEO of Foursquare in January 2016, 
after 18 months as COO. He has grown 
Foursquare into an industry-leading 
location intelligence company, with 
a suite of B2B products in addition 
to its consumer apps. Prior to his cur-
rent position, he was CEO of Skyfi re 
Labs. He co-founded site59.com, an 
online travel company that grew to 
over $100 million in sales in two years, 
and was acquired by Travelocity. In 
the following seven years, he served as 
chief marketing offi cer at Travelocity. 
Previously, he was a strategy consultant at Monitor 
Company and served as a White House Fellow in 
the Clinton Administration. Glueck holds a master’s 
degree from Oxford as a Marshall Scholar and a 
bachelor’s degree from Harvard University.

COMPANY BRIEF Foursquare (enterprise.
foursquare.com) is a technology company that 
enriches consumer experiences and informs busi-
ness decisions through a deep understanding of 
location intelligence. Every month, more than 
50 million people use the Foursquare City Guide 
app, Foursquare Swarm check-in app, and web-
sites to discover new places, explore the world, and 
check in. Foursquare’s Places API powers location 
data for Apple, Samsung, Microsoft, Twitter, Uber, 
and 100,000 other developers. Foursquare’s business 
solutions also include Pinpoint, Attribution, Pilgrim 
SDK, and Foursquare Analytics. Foursquare 
has more than 200 employees based in its New 
York headquarters and offi ces in San Francisco, 
Los Angeles, London, and Singapore.

What is Foursquare’s history and how has the 
company evolved to where it is today?

Foursquare was born in New York City. We 
launched in 2009 and the company invented its 
famous “check-in” app as smartphone use was 
spreading.

The company has evolved a lot since then, 
and it’s now a location powerhouse. Most of the 
fast-growing revenue at the company is around 
our B2B lines that support developers with loca-
tion tools, analysts via our understanding of foot 
traffi c, and marketers with products that target 
audiences based on where they go in the real 
world.

The business is growing very fast, and it’s 
centered around being a technology company 
that is pioneering location intelligence.

As the company has grown, 
how critical has it been to maintain 
your entrepreneurial edge?

This company has about 240 
employees so it’s incredible that we 
have pioneered so many things. We 
are still scrappy and a challenger, so I 
think the company acts very much like 
a startup.

We have been able to go up against 
other tech platforms like Google and 
Facebook, and leading companies have 
chosen to build their location platforms 
around our technology and data, like 

Twitter, Uber, Snapchat, and Microsoft. Hundreds 
of thousands of users utilize our technology every 
day.

We’re certainly punching above our weight. 
Our founder, Dennis Crowley, wanted to invent 
a check-in that would automatically happen as 
one’s phone entered a place without having to 
take the phone out of their pocket. As we have 
perfected that, based on being able to test it with 
real fi rst-party consumers, it has allowed us to 
have a machine learning training set.

How challenging is it to stay on top of the 
technology with the speed of change today?

Leaders in business have to constantly rein-
vent themselves and their businesses. We have to 
innovate and adapt at a really fast pace.

We started out solving one problem for a nar-
row group. Our founder created apps that could 
map the world and allow people to lifelog all of 
their travel experiences, and get recommendations 
from the community on the best places to go in 
more than 160 countries.

The technology that makes that possible 
now solves many other bigger problems. We’re 
constantly fi nding broader applications for our 
business.

When the opportunity was presented to 
you to come to Foursquare, was it the evolu-
tion of the fi rm that excited you?

When I met Dennis, I was captivated by his 
vision for where we could go, but I also imme-
diately felt that Foursquare was sitting on a gold-
mine of technology that had broader impact for 
the world.

On the enterprise side, I had a feeling there 
was a lot to focus on, so I spent my initial time 
working on building that out and it just exploded. 

Will future growth come from clients 
that you already have or from bringing new 
solutions and technology to the market?

The product we have will carry us far, and 
we have just begun to scratch the surface of that. 

Attribution is a product we launched last year 
that involves the ability to continuously measure 
advertising for brick-and-mortar brands. It is grow-
ing like crazy and beginning to move forward.

The Pilgrim SDK was just launched this year, 
and it is growing very fast as well. This is about 
Foursquare opening up contextual awareness to 
other apps as a tool set to build experiences we 
haven’t even imagined. We’re growing across a 
number of avenues, and we’re accomplishing 
much more than the average 240-person company 
should be able to.

What is the vision around your interna-
tional partnerships and what they will bring 
to Foursquare?

We are a global location service and our com-
munity of editors (“superusers”) covers more than 
160 countries. Many of the leading Asian compa-
nies that make global products have come to us 
to partner as they grow. Samsung uses Foursquare 
technology to make Bixby intelligence assistance 
smarter. This allows one to point their camera at 
landmarks around the world and, from just the 
camera image, it recognizes the place and pulls up 
information about it. 

Tencent, which owns WeChat, uses 
Foursquare technology for its location tagging out-
side of mainland China in countries around the 
world and we host that in our U.S. data centers. 

Foursquare has placed a major emphasis 
on diversity. Does hiring the best talent auto-
matically lead to a diverse workforce?

We spend a lot of time thinking about the 
tech industry and how diversity and inclusion are 
so important to its future. We have been work-
ing hard to make sure we have a culture that is 
inclusive and respectful internally and that we are 
recruiting and retaining diverse talent.

We’re also involved in trying to shape the 
future of STEM education and career opportuni-
ties for people who are underrepresented in tech 
today, especially in engineering roles.

We partner with the NYC Tech Talent 
Pipeline, and our Foursquare engineers work 
on a curriculum called Beyond Coding that is in 
use across the Pipeline. This helps people who 
are getting trained in engineering at city colleges 
and technical schools to be best prepared for the 
workplace.

As an industry, we’re just in the fi rst inning 
and not yet where we need to be, so we are com-
mitted to getting better.•

Jeff Glueck
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EDITORS’ NOTE Mitchell Konsker 
has been a real estate professional 
for more than 34 years. Notably, 
he recently represented HSBC in 
its renewal of more than 450,000 
square feet at 452 Fifth Avenue, 
Global Brands Group in consolidat-
ing its headquarters relocation into 
600,000 square feet at The Empire 
State Building as well as over one 
million square feet of national 
transactions, and Oppenheimer & 
Co. Inc. in more than 700,000 
square feet of national transactions. 
Konsker represents over 18 million square feet 
of Building Agencies in New York City. Konsker 
is a graduate of Syracuse University where he 
received a B.S. from the School of Management. 
He is a member of the Real Estate Board of New 
York.

COMPANY BRIEF JLL (us.jll.com) is a leading 
professional services fi rm that specializes in real 
estate and investment management. A Fortune 
500 company, JLL helps real estate owners, occu-
piers, and investors achieve their business ambi-
tions. At the end of the second quarter of 2017, 
JLL had nearly 300 corporate offices, oper-
ations in over 80 countries, and a global 
workforce of nearly 80,000. JLL is the brand 
name, and a registered trademark, of Jones Lang 
LaSalle Incorporated. As of June 30, 2017, LaSalle 
Investment Management had $57.6 billion of 
real estate under asset management. 

What has been the key to JLL’s success?
What makes JLL special is the people. We 

don’t break up teams into silos so this is a very 
communal organization where information is 
shared. When we make pitches, we try to fi eld 
the best players, which puts us ahead of our 
competition.

On any given assignment, we’ll have four 
or fi ve different individuals from JLL involved, 
each one having a different skill set, and we 
try to bring the best skills to the table for that 
particular assignment.

Another reason JLL has done so well 
in this market is that we’re very proactive 
and creative in structuring transactions that 
meet our clients’ fiscal goals and employee 
objectives.

JLL leadership is very hands-on, so they 
understand what everybody is working on and 

they try to assist in any way they can 
to provide us with the best tools and 
talent to succeed. JLL is also on the 
cutting edge with regard to its tech-
nology and is leading the way in the 
industry.

Are large, complex trans-
actions the focus for JLL or does 
the business cross all market 
segments?

Over the past few years, we 
have dominated the larger transac-
tions, and I believe our sweet spot 
is representing global and national 

corporate clients. We’re able to service their 
real estate needs from lease administration 
to transaction management consulting, as well 
as every aspect of their real estate portfolio 
with strong fundamentals to fi scal maximiza-
t ion. The s ize of the transact ion is not 
important, but the level of service we pro-
vide is our mantra. 

Another area that sticks out is our domi-
nance in Landlord Agency representation. JLL in 
New York has made a concerted effort to lead, 
along with its Tenant representative practice, 
and has created an Agency Practice Group in 
New York that has truly dominated the market 
over the past fi ve years.

How strong is the commercial market 
in New York today?

The market is bifurcated into a few mar-
kets. The West Side, with Hudson Yards and 
Manhattan West, have done a phenomenal job 
in creating buzz and lease activity over the 
past three years. The tenant drivers today are 
for more effi cient space with greater amenities 
and more collaborative working areas within a 
building.

But the overall market for the smaller 
25,000-to-50,000-square-foot tenant is cur-
rently not as strong. There is activity, but not 
much depth to this market range. Deals are 
being completed with a steady price, but there 
isn’t the velocity that there was a year ago.

JLL has also dominated the Brooklyn and 
Long Island City markets over the past three 
years as we had the foresight to anticipate the 
needs of the tenant community in these emerg-
ing markets.

The market is healthy and vibrant, and 
is still led by Midtown South, which is hitting 
north of $80 per foot. Some deals are starting to 
push it into the $90s.

There has been a fl ock to quality. As we 
saw in Downtown, there has been tremendous 
activity with the success of the World Trade 
Center, Brookfi eld Place and the transforma-
tion of 28 Liberty, but we’re seeing that land-
lords who have proactively repositioned and 
invested in their properties are having the most 
leasing success.

This market is amenity-driven and will be 
for a long time. There are no longer boundaries 
in New York City. Every location in Manhattan 
is a viable option. There is no differentiation of 
areas and everyone is out there trying to attract 
as much talent as possible. New York is still the 
talent capital of the world.

We are seeing major nationals relocating back 
to New York in order to attract the talent in the mar-
ket as evidenced by Aetna’s recent commitment.

With so much new product coming 
into the market, how hard is it for older 
buildings to compete?

Vintage buildings can be converted 
and location is still key. Many of these vin-
tage buildings are emulating Midtown South 
qualities. They all want that feel and vibe that 
Midtown South Offers. Tenants want to offer 
amenities to keep employees interested and 
excited so they can increase productivity and 
corporate harmony.

We’re seeing many new developments 
attracting tenants prior to construction. The 
major change in the market has been a vertical 
one. Tenants are taking multiple fl oors to pro-
vide as much light and air as possible from the 
exterior windows to the interior space.

What has made you so effective at 
building long-standing relationships?

I believe in “do what you say and say what 
you do.” The client always comes fi rst and fore-
most. The relationships we have built over the 
years are predicated on trust and on always 
doing what is best for the client.

We have conducted our business di f -
f e r ent ly.  I t ’ s  never about a fee that is 
earned. It’s always about giving our clients 
the most creative solutions coupled with 
best of class service. I’ve always put the 
client first and I treat clients like my own 
family and friends.

One thing that has differentiated me is that 
I live, breathe, and eat real estate 24 hours a 
day. If we go beyond the call of duty, I always 
fi nd my clients are forever appreciative of our 
accomplishments on their behalf.•

Mitchell L. Konsker
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