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technology
usage

Al/chatbots show significant potential for growth, with 31% planning to
adopt them in the next year despite current usage at only 48%. This
suggests a major shift toward Al adoption.

Large firms (11+ brokers) consistently show higher adoption rates
across all core technologies. The technology gap is most pronounced in
back-office and operational tools. Small firms (1-10 brokers) are nearly
twice as likely to have no CRM solution.

Higher-earning brokers ($200K+) show higher current adoption across
all technologies. Largest gaps in current usage are for prospecting
database (30%) and CRM (24%). Lower-earning brokers are planning to

catch up, particularly in key areas like prospecting and CRM systems.

Compared to 2024, Al/chatbots usage jumped from 38% to 48%.
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listing services
marketing

social media

analytics

crm

visual media
valuations & appraisals
prospecting database
title & escrow

deal management

ai / chatbots

back office

leasing & tenant mgmt
property mgmt

asset & portfolio mgmt

90% 3%
88% 2%
61% 19% 7%
57% 22% 10%
48% 24% 16%
38% 35% 9%
34% 48% 6%

@ don't use, but plan to in next 2 years

64%

63%

59%

48%

38% 13%

currently use

don’t currently use, and no plan to in next 2 years don’t know
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technology
budgets

Al/chatbots lead in planned budget increases (48%), followed by
valuations/appraisals (42%) and analytics (41%). Most categories
show minimal expected decreases (2-4%), with the majority of
budgets staying the same across all tools. This indicates a stable
or growing technology investment environment, with particular
emphasis on Al and analytical tools.

Large firms (11+ brokers) are planning more aggressive spending
increases in key areas like Al/chatbots, CRM, and analytics.
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ai / chatbots
valuations & appraisals
title & escrow
social media
prospecting database
property mgmt
analytics
visual media
marketing
listing services
leasing & tenant mgmt
deal mgmt

crm
back office

asset & portfolio mgmt

48%
42%
41%
37%
36%
31%
29%
28%

23% I
21% '
21% '

18% .

17% l

13% '
s 1

increase @ decrease

' 31%
. 40%
| =
l 45%
l 43%
. 52%
| 54%
' 50%

54%
52%
51%
53%
52%
51%

56%

stay the same
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18%

14%

30%

15%

18%

13%

15%

20%

21%

24%

25%

25%

28%

34%

30%

don’t know



marketing
technolo

Nearly half (49%) of brokerages expect to increase their total
marketing technology spend in 2025, while only 2% plan
decreases. Thirty-three percent expect spending to remain
stable. This strong trend toward increased marketing tech
investment suggests brokers see significant value in these tools.
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49%

increase

EXPECTED CHANGE IN MARKETING TECHNOLOGY SPEND IN 2025

16%

don’t know

33%

stay the
same

2%

decrease
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Buildout leads with 27% CRM adoption, significantly ahead of the
next closest competitor, RealNex at 8%. Notable is that 7% report
using no CRM system at all, indicating some remaining
opportunity for CRM adoption in the industry.
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27%

Buildout

7%

Rethink by
Buildout

3%

Ascendix

1%

Zoho
CRM

TOP CRMS USED BY BROKERS

8%

RealNex

4%

ClientLook

3%

Pipedrive

7%

none

7%

Hubspot

3%

Apto

2%

Salesforce
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HOW BROKERS LEVERAGE Al IN DAY-TO-DAY WORK

47% 41% 41%
writing social email
copy media outreach
(prospects)
(o) (o) (o)
Writing copy for marketing materials leads Al use cases at 47%, 35 /° D 31 /° 18 /°
followed by social media content creation and prospect email designing email reporting
keti treach dat
drafting (both 41%). Notable is that 28% report not using Al at nareeing ?euxirseti?]%) (()enxte?nool)
all, suggesting significant room for growth in Al adoption. The
focus on content creation and communication tasks indicates
brokers are primarily using Al to streamline marketing and
outreach activities. 15% 1% 10%
reporting identifying identifying
on data property comps
(internal) owners
D 28%

not
currently
using ai
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SOURCES USED TO GATHER PROPERTY & INVESTOR INFORMATION

oogle

Reonomy

Moody’'s CRE

Catylist

ect by Buildout
(fka ProspectNow)

PropertyShark
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CoStar / LoopNet

Compstak

internal company database

ect by Buildout
(fka Connect)

LandVision

SOURCES USED FOR COMP INFORMATION & DATA

—— 20 )

C—— 200

= >
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roperty info

43%

shared contact &
research database
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MOST EFFECTIVE WAYS TO WIN NEW BUSINESS

74%

building
relationships

49%

word of
mouth

28%

affiliations &
memberships

69%

personal
reputation

36%

prospecting

27%

brokerage
brand

16%

industry
events

52%

market
expertise

32%

presentation
expertise

22%

online
presence




HOW BROKERS BUILD & CULTIVATE RELATIONSHIPS

68%

phone
calls

51%

community
events

21%

aA W
dinners

68%

in-person
meetings

50%

industry
events

19%

web
meetings

12%

golf
outings

58%

D
emails

42%

lunches

15%

gift
giving

10%

virtual
activities
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PROSPECTING TACTICS USED FOR NEW OPPORTUNITIES

referrals from past
buyers / clients

cold calling
prospecting

email prospecting

referrals from
other brokers

community
involvement

organization
memberships

social media

property owner
database

direct mail

website lead forms

outsourced services

2%

[ total (M most effective
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WHO MANAGES THE MARKETING PRROCESS AFTER WINNING A LISTING

39% 29%

marketing principal
admin broker

24% 21% 18%

associate cre managing
broker advisor broker

13%

transaction
coordinator
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MARKETING TACTICS USED TO PROMOTE LISTINGS

listing sites (public) @
email marketing @ 74%
personal relationships @ 62%
social media @ 59%
physical signage @ s - 56%
listing sites (private)
coldcalls e 49%
website @ e 42%

print advertising/flyers

digital advertising
mailers/postcards
blogs newsletter
traditional advertising

press releases

MARKETING MATERIALS USED FOR PROSPECTING & PITCHING

broker opinion of value S 62%
COMpPS G 62%
emails e 55%
offering memorandum GEEEEE————  55%
proposals eEEEEE——————————__— 53%
integrated plans, graphs, charts e 37%
visual media (360, photos, etc) cmm——  34%

listing landing pages emmmmmmmmmm—m"  29%




MOST EFFECTIVE MARKETING TACTICS (% RESPONSES ‘VERY EFFECTIVE’)

photos

physical signage

website listing

aerial footage

email

video

social media

digital advertisiing

flyers/postcards

3d

press releases

virtual reality

blogs

i

(v e——
D
D
Sy ]

(Cr——
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HOW BROKERS SOURCE VISUAL MEDIA FOR MARKETING

| phone/personal camera

@ hire professionals

[ Google Street View
@ in-house marketing coordinator

@ in-house creative team

prospecting & marketing 2(




Buildout

Canva

Microsoft PowerPoint

Adobe InDesign

Adobe Photoshop

Microsoft Publisher

None

Adobe lllustrator

RealNex

RCM

SharpLaunch

SOFTWARE USED TO CREATE MARKETING MATERIALS

D 52%
c | 31%
= - 25%
' 20%
C_ — N 20%
e 12%
G 1%
(—_ . 1%
— | 6%
CHll | 2%
® 1%
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site plans

drone

aerial visuals

development site plans

hd photography

renderings

videography

virtual tours

360

image enhancements

3d models

animated aerial renderings

virtual staging

TYPES OF VISUAL MEDIA FOR LISTINGS

i

(]
Il

S ———
(S ———

N
|||




transactions

total commissions

days on market
buyer/tenant leads

listing traffic

offers

email engagement

site traffic

avg commission rate
calls-to-meeting ratio
social media impressions
call conversation ratio
list-to-sale/sale-to-list ratio
meetings-to-exclusive ratio

none

MARKETING KPIS AND PERFORMANCE METRICS TRACKED
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brokerage pays

broker pays

split with brokerage

client billing

[ always

WHO PAYS FOR LISTING MARKETING

.

@ usually

) sometimes

@ rorely

@ rever
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NUMBER OF NEW LISTINGS PER MONTH

new
listings

Nearly half (45%) of brokers win 1-2 new listings per month, with
24% winning less than 1, and 20% winning 3-4. This suggests most
brokers maintain moderate listing volumes. 45%

24%
20%

4%
1% 2% 2%
- — L D

5-6 7-8 9-10 >10
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VALUE OF AVERAGE LISTING

-

listing
size ‘

) ()
The value of average listings is distributed fairly evenly, with 21% z] /O L/ 19 A)
each in the "Less than $500,000"” and "$500,000-999,999" ranges. <$500,000 $500,000 - $999.999 $1-$15m

Notably, 19% report average listings of $2M+, while 12% don't
track this metric.

Y

8% 19% 12%

$1.5 - $2m $2m+ don’t know
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TOP LISTING SITES USED

CoStar 78%
Crexi 77%
LoopNet 71%

I . t .
° MLS 36%
S | t e S theBrokerList e 19%
CommercialEdge
C——

e 18%
CommercialCafe e 18%
o 16%
» 16%
CommercialExchange ' 14%
OfficeSpace 12%
PropertyShark 10%
Craigslist 10%
Digsy 9%

Catylist

Brevitas

CoStar (78%), Crexi (77%), and LoopNet (71%) lead listing site
usage. MLS follows at 36%, with other platforms each used by
less than 20% of brokers.

TenantBase 9%
Zillow @ 7%
NNN.market @0 6%

42Floors 5%

MyEListing 4%

Spacelist 4%
QuantumlListing 3%

Rl Marketplace 3%
ApartmentBuilding.coms 3%

LandSearch 3%
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LENGTH OF AVERAGE DEAL CYCLE (FIRST ON-MARKET TO CLOSE)

38%

deal
characteristics l l

1 month or less 2 - 3 months 4 - 6 months 7 - 12 months >12 months don’t know

Most deals (73%) close between 4-12 months from listing, with 4-6
months (35%) and 7-12 months (38%) being most common.

For off-market deals, 54% report that 10% or fewer of their deals PORTION OF DEALS OFF-MARKET OR DOUBLE-ENDED

are off-market. 36%

20% 22%
(]

18%
12%
0,
4% 2%
L

1% - 2% 1% - 25% 26% - 50% 51% - 75% 76% - 99%

their deals are double-ended, while only 3% say more than 75%

Regarding double-ended deals, 34% report that 10% or fewer of ]
18%
of their deals are double-ended. 14%

off-market @ double-ended
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PERCENT OF DEALS WHERE REPORTS OR SERVICES ARE INCLUDED, REFERRED, OR PROVIDED

use of reports
& services

/

Property surveys and preliminary title reports show the
highest regular usage (16% and 19% respectively using in 100% ~
of deals). Phase | and Il environmental reports show lower /

usage rates overall.

(| I
0% 1% -10% 1% - 25% 26% - 50% 51% - 75% 76% - 99% 100%

property survey @ preliminary title report (0 zoning report

() phase | esa @ soil tests phase Il esa
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brokerage
switch

A majority (64%) are "Very unlikely” to_switch brokerages in the
next 1-2 years, with only 15% indicating they are likely to switch
(7% "Very likely” and 8% "Somewhat likely™).
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LIKELIHOOD OF SWITCHING BROKERAGES IN NEXT 1-2 YEARS

7%
aE B
very likely

8%

somewhat
likely

14%

Neither likely
nor unlikely

7%

somewhat
unlikely

64%

very
unlikely




economic
outlook

Brokers show optimism for 2025, with 76% expressing positive
outlook (30% "Very positive" and 46% "Somewhat positive™). Only
7% express negative sentiment.
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2025 ECONOMIC OUTLOOK

46%

30%
18%
y 6%
N
very positive somewhat neutral somewaht very negative
positive negative

other characteristics 3-



EXPECTED CHANGE IN NUMBER OF CRE TRANSACTIONS IN 2025

cre
transactions

More than half (58%) said they expected their number of CRE
transactions (buy, sell, or lease) to increase in 2025.

auction

[ increase (@ staythe same [ decrease
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PROPERTY TYPES SOLD OR LEASED IN 2024
AS % OF TRANSACTION BY VALUE

I retail . ] 65%
p ro p e rt g o n office « o 63%
d I t industrial ¢ 59%
eal types g 5
warehouse (_ 37%
Retail (65%), office (63%), and industrial (59%) lead'current medical | e — 399
property types.
single-tenant netlease ¢ 26%
. . . 2 . a

For most active property types, industrial (22%), retail (21%), multifamily 25%

and office (19%) top the list.
special purpose @ 21%
residential (e 16%
hospitality —« = 6%
student housing  « 3%
data center & 1%
other o= 2%
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GROSS COMMISSION INCOME IN 2024

commissions

and hours
anlblSa_ -

Gross commission income shows varied distribution, with <$50,000  $50,000  $100,000  $200,000  $500,000 $1 >$2m  undisclosed
to to to to to
significant portions in multiple ranges between low and high $99,999  $199999  $499999  $999.999 $2m

earners. The majority of brokers earn between $100,000

and $500,000 HOURS WORKED IN AN AVERAGE WEEK

39%

For hours worked, the largest group (39%) works 36-45
hours weekly.

Higher-earning brokers ($200K+ annual commissions) tend
to work longer hours: 56% work 46+ hours per week (vs. 22% y .
of lower-earning brokers). .
3%
G

<25 46 -55 >55
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AREAS BROKERS DO BUSINESS IN GENDER

city areas 57% women 26%
suburban areas 40% men 72%
rural areas 3% undisclosed 2%
l l | et h O d 0 I o g g YEARS IN COMMERCIAL REAL ESTATE EDUCATION
1to5 26% high school 9%
6to 10 10% associate’s degree 10%
Buildout and theBrokerlList partnered to conduct the tenth annual
P 11 to 20 22% bachelor’s degree 55%
DNA of CRE survey.
21to 30 16% master’s degree 23%
In conducting the annual DNA of CRE survey, our goal is to >30 25% oh.d or higher 39%
gather and share information about the commercial real
estate industry. This information provides a benchmark for NO. OF BROKERS IN LOCAL OFFICE AGE
professionals to see how they measure up and learn about 1 13% 2110 29 15%
others across the industry.
2105 30% 30 to 39 15%
This survey was conducted online during Q4 of 2024. 183 brokers 61010 16% 4010 49 22%
from across the U.S. participated. 1to 20 15% 50 1o 59 19%
2110 50 16% 60 to 70 20%
51 to 100 6% >70 16%
>100 6%
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thank you

A special thank you to all of our partners who helped promote
the fall 2024 DNA of CRE survey to build this report.

view past results

DNA OF CRE RESEARCH PARTNERS

#CREchats LG CRE+

CONSULTING GROUP MARKETING

NASH
Quiet.valor |MI)I'[|]ES g&ﬁg&
TRIAL

) THE MASSIMO GROUP"

COMMERCIAL REAL ESTATE CONSULTING & COACHING


https://dna-of-cre.buildout.com/#results

