
EDITORS’ NOTE Susan de França is 
President and Chief Executive Offi cer 
of Douglas Elliman Development 
Marketing and a senior member of 
Prudential Douglas Elliman’s man-
agement team. Prior to this new posi-
tion, she presided over $3 billion 
worth of sales within The Related 
Companies’ super-luxury condo-
minium portfolio. She has also 
worked as Executive Vice President 
of Development and Marketing 
for Davis & Partners, LLC. and as 
Managing Director of The Sunshine 
Group, Ltd. De França began her real estate career 
at M. J.Raynes Development Corporation.

COMPANY BRIEF Prudential Douglas Elliman 
Real Estate is New York’s largest residential bro-
kerage, with over 60 offi ces in New York City, Long 
Island, the Hamptons, and Westchester/Putnam; 
more than 3,800 real estate agents; and a network 
of national and international affi liates. They are ex-
clusive strategic partners with London-based Knight 
Frank LLP for residential business in all of their New 
York markets. The company controls a portfolio of 
real estate services, including Manhattan’s larg-
est residential property manager, Douglas Elliman 
Property Management, as well as PDE Title and DE 
Capital Mortgage. Its Douglas Elliman Development 
Marketing (www. elliman.com) division is distin-
guished for excellence in real estate development, 
marketing and sales, and property management, 
and has represented over $9 billion in sales.

You have always been focused on bringing in top 
talent for Prudential Douglas Elliman. What made 
you feel Susan de França was the right fi t?

Dottie Herman, President & CEO, Prudential 
Douglas Elliman Real Estate: susan was with 
related for more than 10 years and I didn’t even 
think she would consider leaving. I started to get to 
know her personally outside of work and I asked 
if she would consider joining us because we had 
a wonderful opportunity where we were growing 
locally and internationally. she was the perfect fi t to 
head our development marketing division.

susan had, and continues to have, a won-
derful relationship with everyone at related and 
is well-respected throughout the real estate and 
business community. she is a huge asset and we 
are delighted to have her with us at our fi rm.

As a veteran leader in residential real es-
tate, what excited you about this opportunity?

de  França: Growing up in manhattan, 
I always understood that douglas elliman 
stands for the gold seal of approval in 
residential real estate. I saw the passion 
that dottie Herman and Howard Lorber 
(Chairman, Prudential douglas elliman 
real estate) have and their vision for this 
company as we approached our 100th an-
niversary. There were parallels to the past 
10 years at related where I had a unique 
opportunity to join a reputable and solid 
company and, at the same time, be part 
of something new and exciting within an 
established fi rm. dottie and Howard have 

the largest well-respected brokerage company in new 
York City, the fourth largest in the country, and this 
presented an opportunity for me to pursue a different 
avenue in my career. at elliman, I’ll be working with 
the brokerage component of our business, which 
numbers approximately 4,000 agents locally, as well 
as Knight Frank, our international strategic partners. 

I work in collaboration with our top agents 
and represent a myriad of developers throughout 
the city. This offers me a new platform to expand 
my real estate career and allows me to put forth a 
unique  platform for new development marketing 
that is not conventional development marketing. 
The platform is that there are several representa-
tives who are experts in a particular project and in 
the immediate submarket. at douglas elliman, we 
embrace the talent of our agents who are on the 
street every day, who know the competition, and 
understand what the buyer really wants, which 
ties into our ask elliman branding campaign.

I had the opportunity at elliman to come to 
another established company with a solid plat-
form – a fi rm that is embracing the next 100 
years and growing with a branding campaign, 
with social media, and with technology. There 
were a lot of dynamics that made it feel right. 
and while I rely on empirical data and experi-
ence, in the end, I go with my gut.

I hold related as the single most high pro-
fi le, well-regarded, and reputable developer, and I 
take enormous pride in having been a part of that 
team. I’m not saying goodbye to them, but rather, 
until later, as this is a small industry. What excites 
me is that over the past several months since I’ve 
been at douglas elliman, I’ve had the opportunity 
to circle back with agents that work in this offi ce 
who I worked with at m. J. raynes more than 20 
years ago. I also am collaborating with developers 
who I worked with in the past and can now work 
with again.

When you joined the company, how 
did you engage the team of agents?

Howard and dottie were incredibly support-
ive in how they introduced me to the company. 
I felt I was joining contemporaries who looked 
at this as an opportunity and felt it was similar to 
my vision.

I have a hands-on approach and look at 
new development as part of the whole business; 
we’re a full service real estate company that pro-
vides mortgage services, insurance, new devel-
opment marketing, brokerage, and management. 

our approach parallels related where a brand 
comes full circle – it’s not just a one-shot deal; it’s 
a more comprehensive and strategic approach. With 
the new ask elliman campaign, we’re offering the 
opportunity for people to engage with the industry 
leader to seek information – not so we can ask you to 
buy from us or list with us. We want our clients to un-
derstand what is going on in the market, and through 
those relationships, we’ll develop the client base.

Do you foresee the company going into 
new markets?

absolutely. our strategic partnership with 
Knight Frank International has opened doors for 
us to see signfi cant growth internationally. We are 
also extending our expertise into resort marketing 
by representing the Talisker brand at The Waldorf 
astoria in Park City, utah, a four season mountain 
resort including The Golden door spa. additionally, 
we are working on several branded properties in 
south america and the Caribbean We are also in-
volved with companies on various levels, whether 
it’s purely on a consultant marketing advice basis or 
exclusive marketing and sales. our strategic partner-
ship with Knight Frank International has opened the 
door for us to see signifi cant growth internationally.

What makes a broker successful today?
With social media, and sites like streeteasy, 

Curbed, and Property shark, if the brokers are not 
as educated as the consumers, it will be diffi cult to 
be successful. our brokers have to understand 
what the product is, and most importantly, to listen 
to the customer. You’re not selling to them – you’re 
buying with them; an agent must understand how 
someone lives. as in many other businesses, ours is 
referral-based and one grows a business by making 
people feel important and happy, and by providing 
a good experience.

Is it tough to fi nd client time in this role?
no, because relationship building with cli-

ents is the most important thing I need to do to be 
successful. I pride myself on having a good repu-
tation relevant to the work I am doing today.•
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