
EDITORS’ NOTE Pamela Liebman was appointed 
to her current position in 2000. Shortly after join-
ing The Corcoran Group as an agent in 1985, she 
was named Director of the company’s fi rst down-
town offi ce, which grew from 12 to more than 70 
agents under her guidance. Liebman studied at 
the University of Massachusetts, Amherst and at the 
European Business School in London. She is recog-
nized by The New York Post and Crain’s New York 
Business as one of the 50 Most Powerful Women 
in New York.

COMPANY BRIEF Founded in 1973, Corcoran 
(corcoran.com) is the largest residential real estate 
fi rm in New York. After expanding into other luxury 
markets, acquiring leading fi rms in New York, the Hamptons, and Florida, 
the fi rm now operates 42 offi ces and employs more than 2,200 agents.

How has Corcoran remained the industry leader year after year?
The secret to our success is knowing who we work for, which are 

our agents. We are here to provide the best tools and the highest level 
of service to ensure our agents can achieve extraordinary success selling 
real estate.

When our agents can accomplish more at Corcoran than they could 
anywhere else, that’s success for Corcoran.

What role does Corcoran play to make a success of those 
agents with an entrepreneurial spirit?

We provide them with a very high level of management expertise. 
Our branch managers are second-to-none. They know when it’s time to 
listen with a sympathetic ear, and they know how to advise on compli-
cated transactions.

We also are constantly upgrading our technology, and we’re invest-
ing in our website, in our market positioning, and in our branding. We 
always try to get better. 

Does brick-and-mortar still play an important role?
At day’s end, real estate is about people. Technology is a very useful 

tool, but it’s the people that bring the information to life.
We train our agents and instill them with great values so they can 

be outstanding ambassadors for our brand, and give their customers and 
clients a high level of confi dence.

Are you more focused on bringing in brokers with experience 
who will fi t into the culture or are you looking for those sharp 
young people you can train?

We love home-growing our own talent, and many of the most suc-
cessful agents at Corcoran have been with us for many years.

That said, we are always on the lookout for agents who work at 
other fi rms who we believe will mesh well with our culture.

We will, however, never compromise our brand for a superagent.
Are you surprised by the interest surrounding agents, listings, 

and homes today? Is it good for the industry?
Everyone needs a place to live and we’re all curious about how 

other people do it. But reality TV has created a desire for people to see 
their names in the paper or on TV, or to be prominent on social media. 
For me, it’s all about the customer and the client. I like to see us make 
the clients the stars. I don’t disapprove of agents who want to create their 
own brands and gain a lot of notoriety, which can lead to more business. 

We just like to do it in a way that complements our brand because we 
believe the focus should be on the needs of the homeowner and the 
prospective buyer.

Is the market more sustainable today and are you surprised 
that we have once again reached the prices people thought we 
would never reach again?

I’ve always been a big believer in New York City so I felt it would 
bounce back. It’s one of the capitals of the world and we see so much 
money from around the country and the globe that wants to fi nd a home 
here. While prices are at historically high levels, so is demand.

We have been suffering from low inventory for years now, so hope-
fully some of these new condominiums will make it possible for many 
people who have been forced onto the sidelines to fi nd what they have 
been looking for.

Are you concerned we’re going to lose the diverse population 
in New York with so many people being priced out of the market?

There is quite a bit of less expensive product hitting the market but 
it’s not as sexy to talk about that.

However, it’s still very important that the city fi nds a way to increase 
truly affordable housing so that more people are able to live in this great 
city. One of the things that makes New York City so great is its diversity 
and we would never want to lose that.

Why has the South Florida market been so important for 
Corcoran and is it as strong as you had hoped?

We have seen our Florida offi ces reach new heights and we’re con-
tinuing to see growth in that market. We have expanded our develop-
ment footprint by taking on what is often considered the most successful 
project in Miami – The Four Seasons at the Surf Club. In Florida, people 
are buying their second, third, or fourth homes and many are hoping to 
establish residency there due to the favorable tax situation.

South Florida generally, and Miami in particular, has become a nexus 
of American and Latin American culture.

Are there opportunities to broaden into additional markets or 
is part of the fi rm’s success attributed to a laser focus?

We won’t expand for the sake of expanding. We are part of a public 
company so we seriously consider what an expansion would mean for 
our core business, and how it would enhance our value proposition and 
our brand.

We have formed some strategic partnerships, the most recent with 
John Taylor, a fabulous luxury real estate company based in Monaco. We 
chose them because they have a culture and clientele similar to ours, and 
a very high average sale price.

I spent several weeks in China last year and I’m going back this year 
to further our alliances there. An important part of our buyer pool is com-
ing from China now so we need to remain very focused on maximizing 
our potential there.

I don’t want to slap Corcoran’s name somewhere just so I can say 
we’re in another market. We want to be successful where we go and that 
means gaining a top market share, and being fi nancially successful for 
the company and the agents.

Why is community engagement so important to Corcoran, and 
is it imperative to engage your people in Corcoran Cares?

We want to be fully engaged with the members of the community 
and to be helpful where we can. This is especially true with some of the 
markets in the Hamptons where some smaller organizations can really 
benefi t from our contributions.•

Pamela Liebman

The Corcoran Advantage
An Interview with Pamela Liebman, 

President and Chief Executive Offi cer, The Corcoran Group

EDITORS’ NOTE Scott Segler assumed responsibilities 
as Chief Financial Offi cer of The Corcoran Group, Citi 
Habitats, and Corcoran Sunshine Marketing Group 
in 2007 and was promoted to Chief Operating Offi cer 
in 2015. Prior to joining Corcoran, he was Chief 
Financial Offi cer of Sentigen Holding Corp and pre-
viously held senior positions at Capricorn Records, 
Sony Music, and Price Waterhouse. Segler earned a 
Bachelor of Science in Business Administration from 
the University of Colorado at Boulder and a Juris 
Doctor from The University of Georgia School of Law. 
He is a licensed Certifi ed Public Accountant and cur-
rently teaches fi nance as an Adjunct Professor at New 
York University’s School of Professional Studies.

What is the Corcoran advantage in the marketplace?
Corcoran is distinguished as a leader in sales volume in all of the 

markets where we operate: Manhattan, Brooklyn, the East End of Long 
Island, and Palm Beach and Delray Beach, Florida.

The Corcoran advantage is our sales agents and their professional 
reputations. Ethical relationships are at the core of our company ethos. 
Our focus on long-term relationships versus short-term sales allows our 
company to grow, and we take pride in having the most nationally ranked 
sales agents and teams in the markets we serve.

Would you touch on the strength of the agents and the value 
in maintaining a diverse workforce?

We are fortunate to work with the best people in the business. Our 
agents have great experience, talent, and creativity. The heart of that 
strength is the diversity of our sales force. The Corcoran Group is head-
quartered in New York, which welcomes people from all over the world. 
We celebrate diversity – it adds strength to the organization, enabling us 
to better read our customers and add value to our transactions.

What role does the company play in supporting agents?
Corcoran’s primary mission is to support our sales agents and im-

prove their ability to serve customers with the highest level of industry 
knowledge and professionalism. All of our initiatives are focused on this 
objective.

We are evolving our brick-and-mortar offi ces, engaging new ar-
chitectural teams, and creating offi ce environments that better embrace 
new technology and bring new designs that we call our “offi ces of the 
future.” We have more offi ces constructed this year or currently under 
construction than at any time in our history. We are embracing cloud 
computing and mobile-fi rst technologies to support our agents wher-
ever they are. Our agent education programs have always been one of 
our “crown jewels.” Corcoran is focused on providing our agents with 
the latest offi ce designs, technology, and knowledge, which enables 
them to reach customers and help them navigate a complicated real 
estate environment.

What is the value in market research for the fi rm?
Corcoran was the fi rst residential real estate fi rm in New York to 

issue detailed reports and statistical information to the public. Our sales 
agents are supported by the industry-leading quarterly Corcoran Market 
Report, which is prepared by a team of very talented, in-house research 
analysts.

Our CEO also recently created a new tool called QuickStats, which 
is an app that allows agents to rapidly search a particular market segment 
and communicate meaningful market research to their clients. It is fully 
mobile and works on phones, tablets, and desktops. It gives our agents 
and clients a competitive advantage in pricing negotiations because our 
agents can confi dently give their take on the market based on real data.•

Scott Segler

Diversity 
and Leadership

An Interview with Scott Segler, Chief Operating Offi cer 
and Chief Financial Offi cer, The Corcoran Group

EDITORS’ NOTE Corcoran Sunshine Marketing Group 
is the country’s premier organization for the planning, 
design, marketing, and sale of luxury residential de-
velopment. Since Mack became president in 2006, the 
company has grown to be New York’s consistent new 
development market share leader, representing the most 
desirable new properties in the market and working 
alongside prolifi c developers, architects, and designers. 
Mack is a member of the New York University Board 
of Trustees, and supports the Stephen D. Hassenfeld 
Children’s Center at NYU Langone Medical Center.

Would you provide an overview of the history of 
Corcoran Sunshine Marketing Group and how 
the company has evolved to where it is today?

Founded in 2005, Corcoran Sunshine was the product of a merger 
between The Sunshine Group and Corcoran Group Marketing. We had 
the opportunity to remain true to our heritage of innovation, and expand 
our expertise in research, analysis, planning, and design. The powerful 
added-distribution network of The Corcoran Group’s agents became a 
tremendous asset to developers and buyers alike, while the exposure 
provided by Corcoran.com has proven invaluable.

Although our resources expanded signifi cantly, the organization re-
mained adaptable, which served us well through the ups and downs of 
the market. We consulted on properties outside of the city and the U.S., 
which brought fresh ideas to our work in New York. This experience also 
helped us build up resources that would specifi cally serve developers, 
banks, and lenders: the strongest market research team in the business 
with “real time” access to information. Our market intelligence helps us 
calibrate pricing and positioning, and enables our developer clients to 
sell consistently through unpredictable markets.

Corcoran Sunshine has consistently been ranked the number-one 
new development marketing and sales organization and has sold in ex-
cess of $35 billion in property for the world’s most prestigious developers.

Would you discuss your personal focus on urban areas that are 
ripe for luxury development?

We are living in a golden age of new development, with a level of 
quality and caliber of design never before seen in New York or perhaps 
anywhere in the world. The luxury residential skyscraper is rising down-
town for the fi rst time ever in the form of developments like 56 Leonard 
and 30 Park Place. The rising market has lifted all neighborhoods, yet 
the Central Park South corridor commands the highest prices of any real 
estate market in the country. Towers like 220 Central Park South and 
53W53 are adding architectural icons to the skyline and surpassing all 
established standards of luxury.

Outside of Midtown, there are major developments of all shapes and 
sizes changing the fabric of New York. Hudson Yards, the largest private 
real estate development in the history of the United States, is redefi ning 
the west side of Manhattan, creating a neighborhood from the ground 
up. In Brooklyn, Pacifi c Park will become the nexus between some of 
the borough’s most storied neighborhoods, creating public space, retail 
offerings, and condominiums.

What value does being a part of the The Corcoran Group have 
to Corcoran Sunshine Marketing Group’s business?

Corcoran’s more than 2,200 agents account for more than one third of 
all sales at Corcoran Sunshine developments, the most of any fi rm. We also 
have the added advantage of Corcoran agents’ on-the-ground experience 
with buyers, providing important focus group feedback that helps shape the 
buildings in our portfolio. Together, Corcoran Sunshine and the Corcoran 
Group represent more new developments than any other New York fi rm.•

Kelly Kennedy Mack

A Golden Age 
of New Development

An Interview with Kelly Kennedy Mack, 
President, Corcoran Sunshine Marketing Group
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