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CALIFORNIA CLEANS UP ITS ACT WITH NEW RECYCLING BILL
Aiming to reduce waste
75 percent in California
by 2020, Gov. Jerry Brown
signed Assembly Bill 341 (AB
341) on July 1. Under the
bill, all California businesses
generating four or more
cubic yards each week of
commercial solid waste are
required to recycle. This includes
apartment buildings (5 units or more),
schools, school districts, community
colleges, universities, airports, strip
malls and even cruise ships.
CalRecycle, the state’s leading
authority on recycling, waste reduction
and product reuse, advises businesses
to contact their local recycling
coordinator to find out how to recycle
in their community and if there are any
specific requirements.
Communities may have mandatory
commercial recycling ordinances with
diﬀerent thresholds, according to
CalRecycle’s website.

Tina Tao, a customer service
representative
for
Republic
Services/Consolidated Disposal,
the country’s second largest
provider of solid waste disposal,
says while the new law is
mandatory, it remains unclear
what the penalty would be for
those who don’t comply.
To ensure businesses follow the rules,
CalRecycle will review each jurisdiction’s
commercial recycling program annually.
The review will include a jurisdiction
site visit, review of their Electronic
Annual Report, and other information a
jurisdiction may deem relevant.
The agency’s website states that if a
jurisdiction is found to not have made
a goodfaith eﬀort in implementing its
programs, CalRecycle could consider a
penalty hearing.
For those concerned that their trash
bills may increase due to AB 341, Tao
says customers in Whittier can expect to

pay $17.38 per month for a 2-cubic-yard
bin and $28.97 per month for a threecubicyard bin.
“These are the standard sizes,” said Tao.
“Please call us for rates on anything
larger. And I also want point out that
businesses and apartments located in
the unincorporated areas of Los Angeles
County will receive the recycling service
free of charge.”
Despite the new fees for recycling bins,
many businesses will see a reduction
in their trash bills, according to Tao.
She attributes this to much of their
disposable waste now going into their
recycling bins.
CalRecycle touts the benefits of AB 341
as being money-saving opportunities for
businesses or multifamily complexes, a
reduction in greenhouse gas emissions,
the prevention of valuable materials
winding up in landfills and creating a
healthy environment for the community
and future generations by recovering
natural resources.

LOCAL LANDLORD FINDS SUCCESS DESPITE SLUGGISH ECONOMY
Like most industries, commercial real
estate has certainly had its fair share of
challenges during the country’s economic
turndown. Despite the turmoil, local
property owners like Dave Harris have
managed to rise above the norm and find great success in renting
their units.
Harris’ building at 1901 Palm in La Habra is 99 percent occupied,
which he says is almost unheard of in the area these days. He
attributes the climb to a solid marketing strategy, as well as putting
his trust in GM Properties President Jason Jamison and his team to
lead the way.
“I purchased this building five years ago and Jason has
managed it from day one,” said Harris. “Things were
very bad in the market at that time but Jason assured
me there were many things we could do to get the
building ready for tenants. Together, we made many
changes and over the years, we have done very well.”

oﬀering services to tenants they have never had before, providing
abundant parking and making capital improvements.
Jamison also advised Harris to install surveillance cameras and add a
porter service, which he says contributes to the building’s attractiveness.
“Dave gave us a lot of control because he trusts us,” said Jamison.
“We came up with a plan and he did everything we advised him to do.
Owners who take our advise most often have a higher success rate.”
Beyond upgrades and maintenance, Jamison says units must be priced
right or they will remain vacant. He also encourages landlords to seek
maximum exposure for their properties through email
blasts, postcard mailings and listings on every possible
gave us
online data provider for commercial real estate rentals.

“Dave
a lot of control
because he
trusts us”

Jamison commends Harris for allowing him and his team to take
charge and do what was necessary to secure tenants for his building.
He says their strategy included common-sense changes, such as

By taking this three-fold approach, and paying attention to
their tenants’ wants and needs, Jamison said he believes
landlords will likely see the results they are looking for.

“I can’t stress enough to landlords how important it is to
get their buildings rent ready, price their units right and expose them
to everyone out there looking for the kind of space you have to oﬀer,”
said Jamison. “This is without a doubt the formula for maintaining a
high occupancy rate.”

AIR’S SOCIAL MEDIA EXPERT OFFERS STRATEGIES THAT GET RESULTS
Social
media
has
exploded over the last
several years and is
becoming one of the
top ways to market
businesses. But starting
a campaign started
can be daunting, to
say the least. Brandon
Koepnick, membership
director
and
social
media coordinator for AIR Commercial
Real Estate Association, sat down with
GM Properties and shared some of his
strategies for getting maximum results.
GM: Approximately when did you begin
your social media campaign for AIR?
BK: The AIR social media pages were
launched in 2010 and included a Facebook,
Twitter and YouTube page. We did an email
campaign in 2011 to create awareness and
generate interest in the pages.
GM: What kind of numbers are you
seeing in terms of followers on Twitter or
likes on Facebook?
BK: The AIR Facebook page is up to about
445 likes, and the Twitter page is at 330
followers and each page picks up about
1-5 likes/followers each week.
GM: What were your primary goals with
the campaign?
BK: Our primary goal with the campaign
was to stay connected to the generation
that uses computers and the Internet.
There is a large portion of the workforce
today that is online for the better part of
their day, so making sure we had a way to
stay connected to them was important.
We also had the feeling that these sites
were not going away. Instead of ignoring

them and getting left behind, we decided
to jump on board and participate.
Besides, most of the sites are completely
free to create and maintain so that was
another motivating factor. Over time,
our goals have remained relatively the
same. We have started marketing more
things like relevant news, Association
newsletters, upcoming broker open
houses, etc. Staying connected is still our
main priority.
GM: What are three of the main
components of your social media plan?
BK: The main components of our social
media plan are: post relevant/useful
things in order to attract more followers;
avoid “spamming,” which could cause
followers to turn away or ignore the
pages; and try to make posts regularly.
GM: Which strategies have worked well?
BK: Posting industry news and
newsletters has worked well. Followers
are able to stay informed, thank us for
the information, and then also share it
themselves. Promoting industry events
has also been successful. Whether it is an
AIR event like the upcoming 29thAnnual
Golf Classic, or promoting broker open
houses, getting news out there to people
who want to see it can pay oﬀ.
GM: What kind of promotion have you
been doing to generate interest on
Facebook and Twitter?
BK: Our pages started picking up
followers little by little just after
inception. Part of our plan was an email
campaign that would be directed at all
Association members and non-members,
letting them know about the new pages
and about a contest we were having to

generate interest in the pages. In order
to participate in the contest all someone
needed to do was like or follow the new
pages, and their name would be included
in a drawing for a brand new Apple
iPad2. Over the course of the three-email
campaign which lasted about 4 weeks,
our numbers grew by the hundreds and
we had the drawing. The winner of the
Apple iPad2 (AIR Member Lynn Yangchana
of MGR-Upland) was chosen, along with
winners of a few gift certificates. We have
not tried the route of paid promotion,
but we may look at that option down the
road if needed.
GM: Can you share a few secrets on the
best ways to build your social network?
BK: Encouraging participation from fans
with your posts is crucial. If you can get
people to interact with your page, then
their friends and followers could see that.
To have more eyes on your page helps
you get more followers, and if the cycle
can continuously repeat itself then your
page can grow very quickly. Also, posting
relevant information on a regular basis in
a non-intrusive way is a good idea. You

let your followers/fans know that you are
staying up with the news and that you are
also interested in sharing and educating.
GM: Tell us one or two ways to eﬀectively
promote your social media site for free.
BK: A pleasant email campaign to your
contacts list; a link to the pages in your
email signature; links to the pages on
your personal or company websites.

“Take a virtual tour of our properties on YouTube“
http://www.youtube.com/user/GMproperties/featured

UPGRADES TO CDX MAKE FINDING AND LISTING PROPERTIES A BREEZE
A new and exciting partnership
between AIR Commercial Real Estate
Association (AIR) and Xceligent (AIR’s
software provider and stat partner)
promises to bring exciting benefits
to brokers, according to Tim Hayes,
executive director of AIR.
Hayes says Xceligent’s recent
partnership with dmg in-formation (dmgi) has enabled its
founders to re-purchase the company’s outstanding shares,
resulting in national expansion.

Along with providing members access to comp and tenant data, eXplore also allows users to view and access data
wherever they are and will list information for the available
properties in the user’s present location.
Additionally, eXplore provides information that includes each
property’s listing agent, building specs and tenant and comp
information. Users also can create and email reports and
view property images and any attachments they may have.
“This is so great because the app allows our members to be

The Xceligent/dmgi partnership means significant changes to
the CDX database, the Internet software sys-tem that provides
the data brokers use to find and list properties.
“The upgrades to the CDX will greatly enhance our data
collection eﬀorts across all commercial real estate sec-tors,”
Hayes said.
As the CDX database continues to undergo upgrades, Hayes
says brokers can expect to experience greater functionality and
speed. They also will have access to a more comprehensive set
of reports for properties. Addi-tionally, a map-based search
feature is being developed that will allow brokers to zero in on
specific areas and neighborhoods with pinpoint accuracy.
“It’s very exciting to see all the new apps coming out,” said
Hayes.
Xceligent’s latest and greatest app is eXplore, a GPS-driven iPad
application that allows members to access all of AIR’s property
data via their iPads. And it’s com-pletely free, Hayes said.

RECENT ACTIVITY:
Total number of buildings
we have leased or sold Year
to Date:

147

completely mobile,” said Hayes. “They can be any-where and
service their clients. How nice it is to no longer have to be
tethered to a desk or laptop.”
eXplore can be downloaded at the Apple Store.
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