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EL MUNDO CAMBIA...

EL MUNDO ES UN CAOCS..



NUEVA DEMOGRAFIA

NUEVA VIDA

NUEVOS MEDIOS




NUEVA ECONOMIA QO

NUEVOS PRODUCTOS
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EVOLUCION DEL PIB EN LATAM
REGUPERACION Y £S TABILIZACION?

2021

. LATAM +6.8%
WORLD +5.8%
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Fuente: World Bank, 2021



EVOLUCION DEL PIB EN LATAM
REGUPERACION Y £S TABILIZACION?

2021
N COL +10.7%
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Fuente: World Bank, 2021



EVOLUCION DEL PIB EN LATAM
- ‘NH_AC‘ON 2022

COL +10.1%
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Fuente: World Bank 2021 - Statista, 2022



CRECIMIENTO POBLACIONAL LATAM
INCREMENTO SUSTENIDO DE PUBLAGION

2011-2021
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Fuente: World Bank 2021 - Statista, 2022



GOBIERNOS DE LA REGION
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¢QUIEN DOMINA EL MUNDO?
COMERCIO EXTERIOR..

= =
Who you gonna call? Who you gonna call?
Countries which share greater trade* with: Countries which share greater trade* with:

B United States M China No data

B United States M China No data




EVOLUCION DEL COMERCIO EXTERIOR
CHINA AVANCE FORMA IMPORTANIE..

% of global total
100

United States

2000 05 10 15 20

Source: IMF Direction *Gross merchandise trade, exports
of Trade Statistics plus imports TOr nearest available



3 A
TRUMP vs CHINA
(25% PIB MUNDIAL) (15% PIB MUNDIAL)






BIDEN VS CHINA
(24% PIB MUNDIAL) (17% PIB MUNDIAL)




FVOLUCION DEL COMERCIO EXTERIOR ...
NEARSHORING

OPORTUNIDADES TOTALES
DE NEARSHORING POR PAIS

EXPORTACIONES ADICIONALES DE BIENES
(MILLONES DE DOLARES)

PARA MEXICO

65%

DE LAS OPERACIONES EN 1T 2022
PROVIENEN DE

Fuente: BID 2022



EVOLUCION DEL COMERCIO EXTERIOR
SUPER PESU

De Dolar estadounidense a Peso mexicano
DE LAS

16 842'] 417,68 % -3,6163 1 ano EXPORTACIONES EN

25 jul, 0:02:56 UTC - Renuncia de responsabilidad N DéLARES, APUNTA
idia 5D 1mes 6M YTD 1afo  5afios  MAX. A PROBLEMAS
PARA LA INDUSTRIA
21,00 NACIONAL Y EL

NEARSHORING.

CAMPUS 45

EL
ENCARECIMIENTO

20,00

l SIN EMBARGO, LA
1000 * UBICACION,
CONDICIONES Y
REGULACIONES
SIGUEN HACIENDO
ATRACTIVO A
MEXICO PARA ESTE
FENOMENO.

18,00

17,00

16,00 E : { § 1 ]
sept 2022 nov 2022 ene 2023 mar 2023 may 2023 jul 2023
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NUEVOS PRODUCTOS
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NUEVA DEMOGRAFIA

NUEVA VIDA
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INNOVATION TIMELINE

d place for friends ’ ' ’

Nokia 3310 Myspace Facebook Whatsapp FB Users 3D Printers Tesla Powerwall  Tik Tok
|
2002 2003 2004 2005 206 207 2008 2200 2010 20 012 2013 2014 2015 2016 2017 2018 2019 2020

Wikipedia YouTube iPhone Instagram  Tesla Model X Apple Watch Fidget Spinner  AirPods

W > ~
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INNOVACCION REAL ESTATE

Fuente: ABS, McCrindle 2019



INNOVATION TIMELINE
ONREAL ESTATE

CAMPUS 45

MISMO PRODUCTO 3 DECADAS DIFERENTES
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CUALES M|
PRODUCTO?

X = PRECIO

Y =wm2
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PONGHO INMOBILIARIO

L
—
<<
|_
w
L
—
<
L
a'd
=
‘O
—
o
<
=
o
=
=
—



QUIEN ES MI
MERCADO?

X = PRECIO
Y =m0

Z = SEGMENTACION
DE MERCADO




SEGMENTACION
DE MERCGADO

SHORT TAIL
oe—— Productos no diferenciados

“Departamentos en venta”

\\N\
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Long tail = Targeted Products I

LONG TAIL
Productos para segmentos especificos

Poder Adquisitivo

Variables econdmicas, nivel socioeconémico

Tipo de Comprador

Comprador Emocional o Racional

Tipo de Mercado

Variables psicograficas, estilo de vida,
preferencias
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EVOLUCION DEL RETAIL
TEMA DE FORMATC.

CAMPUS 45

Estacionamiento

Estacionamiento

Ancla
Lifestyle
Estacionamiento Tiend Tiend Estacionamiento
as Plaza as
Estructural Y S Y Estructural
Café Café

Calle Principal

— L

|

I_ | Plaza
ocaies Locales Central Locales
Comerciales Comerciales

Comerciales

—

Estacionamiento Estacionamiento Estacionamiento Estacionamiento

PASADO PRESENTE

Aunque, histéricamente, los centro comerciales se pensaron como cenfros
comunitarios, poco a poco la idea se deformé hasta que esta tipologia se
volvi6 meramente en un lugar de consumo. El disefio de estas plazas
estd centrado en el automdvil. Generalmente, el food court es el centro del
proyecto y carece de elementos diferenciados. Casi toda su mezcla comercial
consistia en marcas de produccién masiva.

Los centros comerciales de ahora se concentran en contar con usos mixtos
para evitar el aislamiento. Estos centros son mds inteligentes y se han
adaptado a los cambios en las preferencias de los consumidores. A diferencia
del pasado, ahora las marcas pequenas adquieren relevancia y los
productos y servicios locales se vuelven indispensables en la mezcla
comercial. la plaza busca contar con areas verdes y exteriores
agradables para el mercado.
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EVOLUCION DEL RETAIL
TEMA DE FORMATC.

Plaza Comercial

Tienda Deparfamental

Supermercado
S o1y de Conveniencia

ANTES DE PANDEMIA DURANTE LA PANDEMIA ACTUALMENTE



EVOLUCION DEL RETAIL
TEMA DE FORMATC.
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DEADMALLS.COM presents
AVIATION MALL: QUEENSBURY (GLENS FALLS), NY

Posted May 1, 2009

This just in from an anonymous source at the Aviation Mall (this is not confirmed):

Sears will be closing its anchor store and moving into the Super
KMart building on the other side of town.

20220718. Added YouTube video of Bri sApnI 25, 2022 visit to the £ nati Mall in Forest Park, OH
20220125. Added old video to the Mil rcie Mall in Norfolk, VA
20220116. Added page for the
20211210. Added page for th
Added Jon's commentary on the ¥
Added page for the Security Square Mz b , Seoul Plaza in Baltimore, MD
Added page for the Be & Mall in Reading, PA
Added page for the Lycoming Mall near Williamsport, PA
Added Erica Ashley's commentary to the v | in Elkhart, IN page
Added Matthew Terry's commentary on M ion in Glen Bumie, MD
20190122, Added Lisa Funderburg and Chris Meiton's commentary on the Midway Mall in Sherman, TX
Added Matthew Graczyk's suggestion to mention the New \ in Bangkok, Thailand, with links
20190121, Added Aislinn G's commentary and Brian Florence's original 2001 video to the Hampshire Mall in Hadley, MA
20190120. Added L Boyer's commentary to the Midiown Plaza in Rochester, NY
20190117, Added Brian Kelly's commentary on the tovmn Redding Mall in Redding, CA
Added Michael Airhart's commentary to the i | in Schenectady, NY
Added John Perez's commentary on the f m in Rotterdam, NY
Added L Boyer's commentary to the i
Added Matthew Graczyk's commentary on t'ne [he Groy
Added Jason's commentary to the S in Wilton, NY
Added Mary Brady's commentary to th in Beloit, WI.
Added Melissa N Garreft's commentary onthe all in Lewisville, TX
Added Carson Horton's commentary on the
Added Kevin Brown's commentary on the M
Added Erica Renihan's commentary fo the T
20180906. Added Kristin Rose's commentary on the
Added Kristin Rose's commentary for the Tr C
20180301, Added Edward Corser's updated commentary on the
20180204, Added Dave Cumming's commentary on the
20170420. Added Nathan E Smith's updates to the Turf
Added John Reed's commentary on the £ L 3
Added Donald's commentary to the Aall in Alexandna VA
Added Tammie Knuth's commentary to the MallCenter in Fairfax, VA
Added John Moretti's commentary to the

Added Landon Fallon's commentary on the Pa Mall in Palatka, FL
Added Linus Cleveland's commentary on the Park La all in Reno, NV. Our First Nevade entry!
Added Anonymous' commentary on the A HREF=malls/corporate_mall.htmi>Corporate Mall in Baton Rouge,
LA
Added Brian P's commentary on the |
Added Mike Nagel's commentary on th
20170214. Added commentary and pictures to the Le Village in Gatineau, Quebec
Updated commentary regarding mall sale for the H \ / Mall in Kingsfon, NY
Added video to the Ir all in Rochester, NY
20170118. Added commentary and pictures for the Fair uare Mall in Reading, PA
Updated the current status of Metro
Added videos and updated status for the
20170117. Added walkthrough video for the |
20160818. Added Grant Hawkins' commentary on the Pammatown Mall ;
20160806. Added page and links for the Burl Burlmgion NJ
Updated commentary and added photo link to th fall in DeWitt, NY
Added photo link to the Schuyikill Mall in Frackville, PA
Added recent articles and revised broken links on the Press pag
20160728. Updated commentary on the Hudson V all in Kingston,
Added photo gallery link to C in Pittsburgh, PA
Updated commentary and added a photo gallery llnk to the \lall in Poughkeepsie, NY
20130303. Added Jeremy Smith's commentary on th utlet in Wilmington, DE
Added Michael Dixon's commentary on the in Gautier, MS
Added Mateo Gutierrez's commentary on t ¢ Mall in Scottsbluff, NE
20130128. Added Jason Hancock's commentary on the Duck < Plaza in Bettendorf, IA
20130117. Added George Koppe's commentary to the ( opRIn or in Kansas City, MO
20130107. Added Anya Vasileevna's commenta on the Westgate Mall in Madison, W1
Added updates to the R
Added a link for the North dall in Grand Rapids, Ml
i n Cincinnati, OH
Added Raymie Humbert's comme tary on the G \all in Greeley, CO
Added Dale Newby's commentary on the | F in Winter Park, FL
Added Dan Rosenbluth's commentary to the F 0 Mall in Frederick, MD
Added link to Fas! all in San Mateo, CA
20120718. Added Brandon's commentary on the |
Added Evans Criswell's commentary on the
Added Matt Peitzman's commentary on the
Added J.P. Kirby's commentary on the Br
Added Ash Hussain's commentary on the S
Added Jeremy Nelson's commentary on Chica
Added Gary Nelson's commentary on |
Added Joey Gill's commentary on the /
Added Steven Resch's commentary on Al K tla n Glendale (near NYC), NY
Added Chris Edwards commentary on n Charlotte, NC
Added Benjamin Paul's commentary on the Gl n Auckland, New Zealand
Added David Kruger's commentary on the Mall Of in Council Bluffs, IA
Added Tim Putman's commentary on the in Manchester, CT
Added Matthew's commentary on the Militar all in Norfolk, VA
Added Michael Stanhope's commentary on the North Mall in York, PA
Added Anonymous's commentary on the North Park Mall in Villa Park, IL
Added Chelsey Kovar's commentary on the P: i
Added Frédéric Neault's commentary on the P
Added Daniel Westfall's commentary on the
Added David Kruger's commentary on the T Mall in Longmont, CO
20110523. Added Ken Lilly's commentary on the Raleigh Mall in Beckley, WV
20110519. Added Shane Shaffer, Jerry Nelson, and Brandon Magaha's commentaries on the Fr
Added Vemnon Martin's blog link fo the I in Dongguan, China
20110509. Added Ed Tombari's commentary on the Palm Il in West Palm Beach, FL
Added Andrew Button's commentary on
Added Mike B's and Mike Prymula’s commenta:y on the Gr;
20110507. Added Jack's commentary fo the Shoppin
20110503. Added Roman's oommentary anda

Added Ben Kizer and Paul Schleck's oommentary on the

Added M. Sean Rizzo's commentary on the

Added Bobby Peacock's commentary on the Hampto / ¢ in Essexville, MI

and the fall in Kalamazoo, MI

Added Jay Belfiore's commentary to

Added Carol Goloff's commentary to the ¢

Added Roger Jones' commentary on the Blue

Added Brad Weber's commentary on the C

Added Judy Carr’s commentary to the F

Added Mark Moore's commentary on the Cr

Added Mike Massey and Susan's commenlary on lhe

Added Jonah Norason’s commentary on the Mano

Added JT August's commentary on the N

Added Kevin Magurany’s commentary on th

Added Aaron Sica, E i

Added links to the Mic W

Added Chris Whittaker and Peter Fleszar's commentanes on the ¢

Added Chip Strahl's commentary on the in Bolmgbmok L

Added many people's commentaries on the Ur in Pensacola, FL

Added Tim Ulrich's commentary on the Che n Traverse City, MI
20110424, Added Kabuki Kitsune's commentary on the Eastr in Gastonia, NC
20110424, Added Jan's commentary to the Mount; r Mall in Morgantown, WV

Added Doug's commentary to the Biltmore Square Mall in Asheville, NC

20110120. Added Kenny Wyant's commentary to the Richla
all mall tribute site link as well.
ded photo links and Robert Holloway's commen
20110113. Added Ross and Raymie's commentary on the C.
Added Joshua Israel's commentary on the Trolle
Added Megan Quinn's photo link to the
Added Jake V's commentary on the Valle
Added link for She age in Tulsa, OK
Added Justin Streiner's commentary on the Alle I in Pittsburgh, PA
Added Jeff Adams' commentary to the Prestonwood Town Center in Dallas, TX
Added Anonymous Tenant's commentary to Tanglewood Mall in Roanoke, VA
Added photo link to the C 1e Mall in St. Charles, IL
20110109, Added Theodore Mallison's commentary fo the R
Added Jim Denny’s commentary to the Owi / in megs Mills, MD
Added link to Gree ) up to the Greengate Mall page
Added Dan Faltesek's eommantary to the Old Capitel Mall in lowa City, A
Added Stephen Stofka's commentary on the G ¢ in Philadelphia, PA
Added Alpha's commentary to the Fores Mail/ 1 | in Cincinnati, OH
Added Youtube Video of commercial to the /
Added Bruce Heddy's commentary to the Ora aza in Middietown, NY
Added Anonymous’ commentary on the Founts are Mall in Nashville, TN
Added Chris Robbins' commentary on Severance r in Cleveland, OH
Added Phillip Palmatier's commentary and photo link to the Latham C all in Latham (near Albany), NY
20100912, Added Dan Faltesek's commentary on the Brookdale er, MN
Added Daniel Damell's commenfarv on the
20051002. Added Jayne's commentary on the £
Added Chris Carter and Nate Mayfiel
Added Patrick Lessard's commentary on the
Added Blake Hutchison's commentary on the
Added Mike Kotler's commentary on the / S in Dayton, OH
Added David Foley's commentary on the in North Randall (Cleveland), OH
Added Tom Baddley's commentary to the
Added an anonymous update to the
Added Lee Hollifield's commentary on
Added Jeff Arellano’s commentary on
20050921, Added Jeff Arellano's commentary on the
the Newm. Fair Mall in Hampton, VA
Added Joe Carter's commentary to the S !
Added Blake Hutchison's commentary on th
20050913, Added Daniel Peck's mall pages to the Stories page for |
in Denver, Colorado, Eucl uare Mall in Eu i
Added Jarrod Long's commentary on the Indian Mall in Jonesboro, Arkansas
Added Andrea's commentary on the Sherman Oaks Galleria in Los Angeles, California
Added Cathy Jones' commentary on the Martir Il in Martinsburg, West Virginia
20050912, Revised Jack's commentary to the Dut Fishkill, NY
Added Nancy Metcalf's commentary to the Machesney Park Mall in Machesney Park, IL
20050907, Added Chris Carter's commentary on the Metr. r in Jackson, MS
Added Killgore's commentary to the B Mall in Samia, Ontario Canada
Added Kory's commentary fo | Indianapolis, IN
Added Matthew Kessenich's commentary on the Salisbury Mall in Salisbury, NC
Added Rob's commentary on the Echelon Mall in Voorhees, NJ
20050807, Added Erica Hayes' exclusive photos to the bow Mall in Niagara Falls, NY.
20050804. Added Mike Morrison's commentary and Brian Florence's pictures on the Wo ymmon / Fashion
Qutlets in Worcester, MA
Added Sam Dawes correction to the Parkway Center in Pittsburgh, PA
Added Blake Hutchison's commentary on the American Mal! in Lima, Ohio
Added Chuck Burke's commentary to the M in Cicero, NY
Added Chuck Burke's commentary to the C 5 Mall in Cicero, NY
Added Andy S Rodriguez's commentary to the Li\ all in Livonia, M
20061202, Added Kim Schinkel’s commentary to the Biue R 1 in Kansas City/Independence, MO
Added Rick de la Cuesta's commentary to the Mz reet in North Miami Beach, FL.
Added Charlie Lontz's commentary to the Eastland Mall in Charlotte, NC
Added Pete Dudley's commentary, and Samir Kemeny's link on the Win Center in Albuguerque, NM
Added Roger Demarco's commentary and links on the Monroeville in Pittsburgh, PA
Added Eric Mackey's commentary on the Livonia Mall in Livonia (Detroit), M
Added Jack Townley's commentary and a link to the all in Egg Harbor Township, NJ
Added James Kaplan's commentary to the Knollwood Mall in St. Louis Park, MN
Added Alpha's commentary to the Bllimora Square in Asheville, NC
Added Brett Castieberry’s commentary to the al Plaza Mall in Orlando, FL
Organized links for C y in Englewood,
Added Justin Lee's commenlary fo the Presto nter in Dallas, TX
Added Nick Brim's commentary on the Missior e er Mall in Mission, KS
20061120. Added Phillip Dampier's commentary to the
Added Mara Farrell's and Jonathan Helmers' commentarv to the Mall in Fishkill. NY
Added Jon Revell's commentary on the Belv
Added Zachary Palmer's commentary on th
Added James Fowler's commentary on the / in North Kansas City, MO
Added J. Colaizzi's commentary on the in North Brunswick, NJ
Added J. Colaizzi's commentary on the P i
20080121, Added G.J, Wiliams' commentary on the
Added Johua Israel's commentary on S
Added Erik Williams' commentary on the Inn :
20080114, Added Michelle Liggitt's commentary on the Gulfgate m Sarasola FL
Added Steven Bennett's commentary on the B gham are Mall in Aurora, CO
Added Jordan Lund's commentary on the
20080110, Added W.L. Mynk's commentary on the 1 Mall in Lexington, KY
Added Scott Reed's commentary on the Rive Qutiet Mall in Lawrence, KS
Added TR's commentary on the The Mall in Hays KS Added page with links for the V air Mall in
Appleton, Wi
Added page with link for the Sunrise Mall in Corpus Christi, TX
20070709, Added Kim Thompson's commentary on the Columbia /
Added Timothy Gulics's commentary on the
Added Tim Grintz's commentary on the M or in Kansas City, MO
in Morgantown, WV

Added Blake Hutchison's commentary on the Woodville in Northwood (Toledo), OH
Added Eric Mackey's commentary on the No i Center Mall in Southfield (Detroit), MI
20050425. Added Kent Ahrens' commentary on the Sh: in Oklahoma City, OK
Added Adam Godfrey’s commentary to the River R jds Mall in Jennings (St Louis), MO
20050414. Added Kent Ahrens' commentary to the North To in Springfield, MO
Added Brian's comments to Green | in Hempfield, PA
Added Catie Walker's commenlary on ntain Mall m Walla Walla WA
Added and updated George Carlisle's commel
20050408. Added Scott Mercer's commentary on Fa
Added Ken Allan's and Melanie Nazelrod's commentary on
20050405. Added Daniel Hull's and Jason llyes' commenlary on )
Added Daniel Hull's commentary on C.
Added Joe Blurton's commentary on J
20050403. Added commentary from Debra Per
Richard Sterben fo the Su in Wheatfield (Niagara Falls), NY
Added Adam Godfrey’s commentary to the 0 ter in Jennings (St Louis), MO
20050402. Added Daniel Hull's commentary on Rich all in Johnstown, PA
20050401. Added lan Hinsdale's and Blake Hutchison's commentary on enter in Columbus, OH
Added lan Hinsdale's commentary on Po g in Toledo, OH
Added Derek Ewing's commentary to the L Mall in Latham, NY
Added Ken Allan's and Debbi Carlin's commentary on in Manalapan, NJ
20050331. Added Zack Bennett's commentary on 1t
Added Brian Clark’s commentary to the k Mall in Machesney Park, IL

Added lan Hinsdale's, Josh Bumham's and Daniel Peck's commentary on North To: uare Mall in Toledo,

OH
Added Adam Godirey’s commentary to the St Louis Cenlre in St Louis, MO

CAMPUS 45
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EVOLUCION DEL RETAIL
TEMA DE FORMATC.

CAMPUS 45

Estacionamiento

OFICINAS
BUS  BIKE SUPERMERCADO FUTURO
Jdificio ORGANICO
Residencial El consumo dentro de las plazas comerciales pasa a un término secundario. El
Con comercio principal objetivo del comercio ahora es juntar a personas afines,
en primer disenadas con base a las necesidades y expectativas de un
Nivel Plaza mercado meta en especifico. La plaza comercial ya no es una identidad
M Edificio cerrada, ahora las plazas se abren y cuentan con programas mixtos que
Verde Residencial corlnplementon los giros olentroI de la mezcla comercial.IEc: entrc:li'e?imieni'lo
o Ciom earaele : ' y la gastronomia se vuelven un tema central dentro de la mezcla
5 EFIC'IF'C'O. | en primer Estacu:nomle comercial de las plazas. Ademds, el espacio publico complementa con anclas
esidencia , nto g :
: artificiales para atraer y retener a los consumidores.
Con comercio CAFE AESL Nivel Estructural P Y
en primer OFICINAS

Nivel CINE / ENTRETENIMIENTO

Estacionamiento
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TAMANO DEL ESPACIO DE TRABAJO
AOME OFFICE

El tamafio de la oficina / estacién de trabajo adecuada se determina en
funcién de la actividad que realiza, la cantidad de personas simultdneas que
necesita para ciertas actividades, y el tiempo que pasa en su escritorio.

LIDER DE PROYECTO TRABAJADOR TRABAJADOR TRABAJADOR
DIRECTOR, DIRECTOR GENERAL F| JU FLEX|B|.E |:| m
70% EN ESCRITORIO 40% EN ESCRITORIO TRABAJADORES INTERMITENTES QUE NO

REQUIEREN DE UN ESPACIO F1JO.

Fuente: Government of Canada Workplace 2.0 Fit-up Standard
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¢ESTAMOS PREPARADOS PARA H.0.?

CAMPUS 45

AREA MINIMA INDISPENSABLE DE e AT e T
TRABAJO POR PERSONA

e Falta de aislamiento acUstico

 Cercania a las recdmaras de los hijos

7ft/2.13m =
~ Y.
/

AN

* F1 mayor dificultad

~

* Interrupciones durante juntas si ambos

3-aM2

trabajan.

5ft/1.52m

* Si el espacio se cierra gqueda sin

F 4

iluminacién ni ventilacidn natural.

SALA / COMEDOR

e Conflicto durante las horas de comida RECAMARA

T

(desayuno, comida, cenal)
* Falta de aislamiento acustico

* Mayor circulacién de los otros integrantes

e Necesidad de orden en recdmara.

de la familia.

N _— * Falt rivaci n recdmara.
* Falta de aislamiento acustico alta de privacidad en recamara

e el & o * Espacio limitado en recdmaras menores a
* Limita el area socia

4m x 5m

PAREJAS CON 2 HIJOS

130 M2
3R+F+2.5B
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ESTUDIO DE PREFERENCIAS DE TRABAJO
2,000 TRABAJADORES EN USA

CAMPUS 45

HOW MANY DAYS WOULD YOU PREFER TO WORK FROM THE OFFICE VS. FROM HOME?

FULL TIME IN OFFICE 1 OR 2 DAYS AT HOME 3 OR 4 DAYS AT HOME FULL TIME AT HOME

29% 28% 24% 19%

5204 OF U.S. WORKERS WOULD PREFER
A HYBRID WORK MODEL.

WHAT IS YOUR IDEAL PHYSICAL WORKPLACE ENVIRONMENT?

TOTALLY] MOSTLY

MOSTLY | MOSTLY TOTALLY
SHARED | PRIVATE PRIVATE
OFFICES

SOMEWHAT OPEN

13%

28%

7%

OF THE U.S. WORKFORCE WOULD OF THE U.S. WORKFORCE WOULD

46%  pREFER AN OPEN ENVIRONMENT. 47% pREFER A PRIVATE ENVIRONMENT.

INNOVACCION REAL ESTATE

Fuente: Gensler



LOS M2 CORPORATIVOS
DEBEN REINVENTARSE

OW/

OFERTA DE LA OFERTA

M2 CORPORATIVOS —
CORP +300M2 .

IESUEIRNED

“THE NOTION OF PUTTING
START-UPS 7,000 PEOPLE IN A BUILDING MAY BE A

THING OF THE PAST”
- Jes Staley (CEO Barclays)

DE LA DEMANDA

s, L2 7

—

PYMES

DEMANDA

Fuente: Gensler



LOS M2 CORPORATIVOS
DEBEN REINVENTARSE

“THE OPEN OFFICE IS DEAD... THE ONE SIZE FITS ALL OFFICE CANNOT EXIST IN THE FUTURE OF WORK™

the LIBRARY the PLAZA the AVENUE

“Inspired by the openness of the open floor plan but designed to “After months of Zoom meetings and lonely, couchbound workdays, offie “Serendipitous interactions can happen anywhere, especially if
address its noise and commotion, the Llibrary is a workers are ready to interact with their coworkers in real life. there’s room. The Avenue reconfigures the typical straightaway office
collaborative, unassigned working space that combines large The Plaza is a kitchen and lunchroom type space that has all the office’s hallway to have nooks, seating, and barlike spaces where
working tables, individual nooks, and cushy chairs for quiet focus” food-related infrastructure and seating to create a lively hub of activity.” passing colleagues can stop and chat without getting in the way.”

CAMPUS 45
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RE-CONVERSION ADAPTATIVA
LANUEVA FORMA Dt DESARROLLAR

CAMPUS 45

TORREIKON, MONTERREY-MX

. e 8

BAEHA AERE

PERKINS & WILL, DALLAS

7
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RE-CONVERSION ADAPTATIVA

31V1S3 1v3d NOIDOVAONNI

JOSEFA

by urbanista

.II__I-HIA LI

-y

DESPUES

ANTES

LANUEVA FORMA Dt DESARROLLAR




NUEVA VIDA

NUEVOS MEDIOS




GENERACGIONES CAMBIANTES
cL NUEVO FUTURO DEL RE

CAMPUS 45

W Generacién

Alpha

Centennial

~ Millennial

W Generacion X

B Baby Boomers

B Generacién

Slienciosa

Poblacién
economicamente
activa

1950 1970 2000 2010 2020 2030 2040 2050
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GENERACGIONES CAMBIANTES

Vg
<
2
o
o
=
<C
O

18
LEADERSHIP LEADERSHIP
41 '58 COMMAND & 29'42 Jobs™ 13'28 COLLABORATION 12
anos™ CONTROL anos™ anos™ = ORI Al ATl anos™
1965 - 1980 N 1981 - 1994 1995 - 2010 SR 2010 - Act.
R W
00000 g
GEN a
CHARACTERISTICS. CHARACTERISTICS:
VERBAL VISUAL
SIT & LISTEN TRY & SEE
TEACHER UNI DEGREES T UNI DEGREES FAGILITATOR
JOB SECURITY 1in3 1in2 FLEXIBILITY
BOOK & PAPER @ 15 @ BLASS & DEVICES PANDEMIALS
] Homes™ QR
DOER A CO-CREATOR

LIFETIME

Fuente: ABS. McCrindle 2019
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GENERACIONES CAMBIANTES
FL NUEVO FUTURO DEL RE CXPERIENCE DRIVEN

Home » Fi

CAMPUS 45

Las experiencias se vuelven lo mds relevante para el

mercado y su toma de decisiones. La fidelidad

Bored Ape Themed NFT Restaurant - recae en las experiencias positivas recurrentes.
- ospi
Opens In California

LIFESTYLE / GASTRONOMY

First Game-Themed Atari Hotel to Begin Construction in
The BAYC-inspired NFT fast food restaurant becomes — q INSIDER Newsittors  Log L ater Thl S Ye ar

accept Ethereum and ApeCoin, showing the marketin
of translating Web3 into the real world.

Epic Games, the video game giant in
a legal battle with Apple, is turning a
defunct mall into a new headquarters
— see inside

Apr 12,2022 | By Cleo Yong

Mary Meisenzahl Updated May 14, 2021, 9:21 AM

APAN BRI WS WIS @ SEe »

| .
| S
| (—
Y |[H
|
|
| -
| = |
|

Atari launched one of the first play-at-home video games back in 1977, but company officials and developers insist that nostalgia isr

onlyv driviinoe force hehind the hotel concent



ATARI HOTELS FIRST EVER\VIDEO GAME-

THEIVQED HOTEL |S COMING
‘

1
A
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GENERACIONES CAMBIANTES
L NUEVO FUTURO DEL RE INFLUENCER INSPIRED

Branded Residences ya no solo busca marcas de retail si no
también experiencias por medio de marcas personales e

- influencers que permitan expresar un nuevo estilo de vida.

CAMPUS 45
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CURATED CONDOMINIUMS AT YONGE & EGLINTON,
IN COLLABORATION WITH
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The singer and music producer tells AD about collaborating on an upcoming
residential development in Toronto
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SHARED MEAL

_ The Collective Old Oak in London has
aspired to provide a space to sleep
and maintain oneself in between

_ _v“_""working, studying and consuming the
_ city; and a space to meet other lonely
c| nomads.

NOMAD ADAPTED

Timely Living es un espacio radical donde se
paga por el tiempo que pasas dentro de la
unidad y el tamafio del médulo rentado.
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GENERACGIONES CAMBIANTES
NUEVAS NEGESIDADES DEL MERCADU
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W Generacién

Alpha

Centennial

~ Millennial

W Generacion X

B Baby Boomers

B Generacién
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GENERACGIONES CAMBIANTES
NUEVAS NEGESIDADES DEL MERCADU

POBLACION +60 ANOS 970 ® LN

MUNDO VS LATAM

10% s

8.0% v 7 90
490

1950 2000

2030



SENIOR LIVING

COSTO

SENIOR LIVING

El mercado +60 es muy amplio y se requiere
una microsegmentacién para entender las
necesidades especificas de cada uno.

RETIREMENT
COMMUNITY

NURSING
HOME

RESPITE CARE DEMENTIA

ALZHEIMER
CARE

SENIOR
COOP

SENIOR
APARTMENT

CONGRETIONAL

ACTIVE SENIOR ASSISTED

LIVING

INDEPENDENT
LIVING

ADULT
DAY CARE

NIVEL DE CUIDADO Y SUPERVISION

CAMPUS 45
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SENIOR LIVING

Restaurante

Quiénes Somos Familia Sedes ~ Logros & Noticias

Bienvenido a la comunidad de tu vida

Una experiencia unica de
lujo y servicio para el
adulto mayor

CONVERSEMOS

=K

Alojamiento Enfermeria Ejercicio

ASSISTED LIVING

Espacio radical donde se paga por el
tiempo que pasas dentro de la unidad y
el tamafio del médulo rentado.

¢ Necesitas ayuda? @

Actividades

ST




SENIOR LIVING

ACTIVE SENIOR LIVING

M' M ’ o8 LY RAREL BEYNN , 'PURS S ~ S “_
L 4. LRANS y TN, Los nuevos mejores afios de vida. Un mercado que busca 5
| reencontrar el placer de la vida con vacaciones 365 dias al g
P s ' L

afio dentro de una comunidad que comparta sus intereses.

} )

: SR asdit o

———— ; o — ~ A -..'.
-~ 3 k "“~ — Y -
H—-—‘.a —an ." -
L AT P (‘ - fV e S
, p— \\\\\\' e M‘-ﬁ — —

ety \ — 8 . 'rt: *”"'L"{ /'

. ., e ('~\.£

s senderos peatonales o entrene en

nasio con vista a los canales de aguas.

N
. ' "\ &y "E\ XYY
-+ &:U0L am

3
N

su desayuno en el balcén mientras decide las
5 del dfa.

T e
473 10:00

cerca de nuestras exclusivas piscinas infinitas.

!9 12:00 pm

-una deliciosa comida gourmet en la terraza



FEMALE BREADWINNERS

CAMPUS 45

FIGURE 1
Mothers’ labor force participation has dramatically increased
Share of mothers who are breadwinners or co-breadwinners, 1967-2010

70%

63.9%

60%

ovea 4

d & 50%
OF HOUSEHOLD ” Co-breadwinner
Bﬂmwmms g 40% mothers

o [

20% | Breadwinner
mothers

10%

0%
R AR AR RS R DR R L I IO SRR R

Source: Author and Jeff Chapman's analysis of Miriam King and others, "Integrated Public Use Micodata Series,
Current Population Survey: Version 2.0" (Minneapolis, Minnesota: Minnesota Population Center, 2012).
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FEMALE BREADWINNERS

SHE BUILD

BUSINESS 07/19/2019 09:47 EDT | Updated 07/19/2019 11:40 EDT
Crear un equipo 100% de mujeres para el desarrollo

DeSigning For women cou Id Cha nge inmobiliario para establecer y promover la inclusién en una
§ ° industria en la que estédn extremadamente subrepresentadas.
Canada's Homes Are Built

"Gender mainstreaming" would mean designing spaces with both

w
y . SUITES AMENITIES LOCATION COLLABORATION NEWS TEAM CONTACT US
women and men in mind. I ( ; I I I a
@ By Daniel Tencer

A game-changing condominium,
for an avenue that’s changing its game

Reina is a complete reinvention of urban condominium living.

Named after the Spanish word for queen, it is the first all-female development in Canada. We’'re building a better condo by
doing things differently —-

e . Female power at forefront of Etobicoke condo
with simuous archiecure - CONSUItation

neighbourhood. . . ;
Reina Condos is run by Canada’s first all-female team

NEWS JUL 15,2019 | BY VERONICA APPIA &% | TORONTO.COM

Za\| Canada's 1st De
) <
“M{ Coronavirus Reg
| Care Centre

A team of women from the real estate industry that facilitated a recent consultation on the Reina
Condos project. Among them are key players in the project including Emily Reisman of Urban
Strategies (sixth from left), Taya Cook of Urban Capital (eighth from left) and Sherry Larjani of Spotlight
Developments (ninth).

CAMPUS 45



FEMALE BREADWINNERS

/

SHE BUILD

Crear un equipo 100% de mujeres para el desarrollo
inmobiliario para establecer y promover la inclusién en una
industria en la que estdn extremadamente subrepresentadas.

“It was surprisingly difficult to put
together an all-women team,
which means filling roles for
architects, engineers, permitting
and construction consultants,
land-use planners and others...”

CAMPUS 45
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rema

condominiums designed by women.
Developed by women. Built for
everyone. Launcning Spring 2020
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NUEVA ECONOMIA

NUEVOS PRODUCTOS

NUEVA DEMOGRAFIA

NUEVA VIDA

NUEVOS MEDIOS




TRAFICO VERDE
DISTANGIAS ~  SUSTENTABLE

INCLUYENTE
ASEQUIBLE




INCLUYENTE
ASEQUIBLE




VIDA POST PANDEMIA
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COSTO DE LA CONGESTION URBANA
MPACTO PIB

LOS TIEMPOS'DE RETRASO EN LAS 50
CIUDADES MAS GRANDES DEL MUNDQ SON
UN 40% MAS ALTOS DE LO QUE DEBERIAN
SER.

LA GENTE PASA CIENTOS DE HORAS AL
ANO EN EMBOTELLAMIENTOS DE TRAFICO.

REDUCIR LAS HORAS PASADAS EN EL TRAFICO
UN 20% PUDIERA AUMENTAR 0.2 PUNTOS
PORCENTUALES EL CRECIMIENTO ANUAL DEL
PIB A NIVEL MUNDIAL.

EN LATINOMERICA, EL COSTO DE LA
CONGESTION PROYECTADO A 2030
ASCIENDE HASTA UN 7.7% DEL PIB EN
COLOMBIA y 6.5% EN MEXICO.

Fuente: HSBC Global Research, “Cutting congestion lifts growth® (2019).
https://www.mobilenews.hsbc.com/fr-fr/cutting-congestion-lifts-growth

Cost of urban congestion in 2030 (with same congestion level as 2019)

As % GDP
22% IMEES.c TN 0—
22% MEER. N 0—

2.3% MEER. . 0

The least
congested city of
over 1m people in the
world is Richmond
in the US

25% mEBRES ol o

26% andBEEN . EEE O

28% andIBEER .. 0—
29% nfEER .o W O —
29% ndBEER.o S 0
29% mlBEER A O

3.0% tocn BN AN O—

Spain
UAE
South Africa
Norway
us
Saudi Arabia
Poland
Denmark
Sweden

Italy

USDbn

Mumbai is 3.2% s mdEER .. ®8 0— New Zealand
the most 3.3% 1k skvr o I R oy oy I O India
congested city L=
0, = = ;-
P 3.3% s BTN o AN o Canada
3.3% AasniGEN.." 0—  Germany
3.3% 18 b N A O France
3.3% AsvanlBEEN . 0  Aystralia
Bogota is the
second most, 3.4% AhsniBEER NN 0 China
nearly twice as 35% DasnlBLER . ENE o0 Turkey
congested as
9 ) 3.6% o b m I RN B 0—— Switzerland
London or Paris
41% Demremri i o m IR o AN O UK
8.2% Yoo o A R o oo A O Malaysia
.. by 2030, urban 45% W) misn e WEER A 0 Brazil
congestion will cost 4.6% %@;\Dmm& andWEES. .. " 0 [|ndonesia
Mexico nearly 7% :
of GDP 4.7% pﬂg\@@ﬁ&&m@mmﬂﬁﬁ O0——  Thailand
4.9% B ot TR o v AN O Japan
52% n@@@ﬂ&é@-%mﬂﬁp o Russia
5.3% mm%ﬁa@m@g%m@aaﬂ o— Chile
5.3%  HRa Y e 4 o D R o o AN O Argentina
5.6% R Y o o v e N R o oo A O Singapore
5.8% DR LY oo o NI SR s o AN O Hong Kong
6.5% =R o) .c s s e R .. o — MEXICO ——
7.7% @#%&&ﬂﬂ—qmﬂﬂi&;\ﬂﬂﬁﬁﬂgwmrﬂﬂﬁm O0—— Colombia

36.3
13.2
11.2

® 11.9
679.2

' 28.8
| 1382
24.9

125.8
84.0
& 333

2713
94.9
21.6
36.9
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130.1
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¢POR QUE DENSIDAD?

DENSIDAD DE ESPACIO VS DENISDAD DE VIVIENDA

SHIKOKU, JAPON
1980s

Fuente: A+t Architecture Publishers (January 2, 2015). WHY DENSITY? Debunking the myth of the cubic watermelon. A+t Research Group.
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¢POR QUE DENSIDAD? P
DENSIDAD DE ESPACIO VS DENISDAD DE VIVIENDA + o+ o+ o+
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SANDIAS VIVIENDA

ELIMINAR ESPACIO VACIO = +FACIL DE ALMACENAR, EMPACAR Y ENVIAR NO ES CUESTION DE REDUCIR ESPACIOS VACIOS

Fuente: A+t Architecture Publishers (January 2, 2015). WHY DENSITY? Debunking the myth of the cubic watermelon. A+t Research Group.
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¢POR QUE DENSIDAD? P
ELEMENTOS POSITIVOS DE LA DENSIFICACION URBANA + 4+ + + + o+

MENOR FUENTE DE EMISIONES DE CARBONO
LA IMPORTANCIA DE LA BUENA DENSIDAD

MENOR COSTO DE INFRAESTRUCTURA

PROMUEVE LA INTERACCION DE COMUNIDAD

MENOR COSTO DE TRANSPORTE PUBLICO
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COMMUNITY

INFRASTRUCTURES

Fuente: A+t Architecture Publishers (January 2, 2015). WHY DENSITY? Debunking the myth of the cubic watermelon. A+t Research Group.




15-MINUTE NEIGHBORHOOD

INFRAESTRUCTURA CAMINABLE Y DE TRANSPORTE

SATISFAGER LAS NECESIDADES
DIARIAS BASICAS A MENOS DE
800M CAMINANDO...

Los costos de vivienda no se deben analizar
de forma aislada a la calidad de vida.

Las necesidades diarias ajenas al trabajo
deben poder ser satisfechas

Estudios muestran que si la vivienda de
bajo costo estd

, existe el riesgo
de una alta tasa de abandono.

Fuente: United Nations, Department of Economic and Social
Affairs, Population Division (2019). World Population
Prospects: The 2019 Revision.
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VIDA POST PANDEMIA
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CONTACTO INTERIOR/EXTERIOR
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CAMPUS 45

2ND “MUST™ HOME

Durante la pandemia la importancia de accesos
a espacios abiertos empujo el renacimiento del
producto campestre.



CONTACTO INTERIOR/EXTERIOR

CAMPUS 45

2ND “MUST" HOME
Top 30 Homebuying Destinations for Americans

- average monthly searches on Google - Durante la pandemia la importancia de accesos
a espacios abiertos empujo el renacimiento del
#1MEXICO | | | | | | \ producto campestre.
Canada : : | | -
Costa Rica | |
Puerto Rico | MX TOP 5
nelie CANCUN, QROO
Panama
Bahamas PUERTO VALLARTA, JAL
Dominican Republic CABO SAN LUCAS BCS
United States Virgin Islands
T —_— PLAYA DEL CARMEN, QROO

Jamaica SAN MIGUEL DE ALLENDE, GTO
Aruba

Colombia
Chile
Cayman Islands

Ecuador

Bermuda

Nicaragua

Argentina

Saint Vincent and the Grenadines
EL Salvador

Barbados

Uruguay

Saint Lucia

Brazil

Guatemala

Peru

Antigua and Barbuda
Grenada

Haiti
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Fuente:Spot 2 Homes, 2022.



MUNDO VERDE

CAMPUS 45

LIVE GREEN

ENERGY

£ =i | T Contrario al Green-washing, hay proyectos que

BR A2020 AIR/WATER SMART ENERGY cuentan realmente con un ADN sustentable desde su
BUILDING HEAT PUMP APPLIANCES STORAGE ..,
conceptualizacién.

e O+ A+ T v ot

kel -

SUSTAINABLE GREYWATER RAINWATER DRINKING WATER BLACKWATER
DEVICES RECYCLING REUSE PRODUCTION TREATMENT
—
=
o0 QY F + %
KITCHEN SOLAR HYDROPONIC ROOFTOP LIVESTOCK
GARDENS GREENHOUSES FARM GARDENS PRODUCTION
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INCENTIVOS SUSTENTABLES LATAM

GREEN LOANS
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CUADOR \ 4 La sustentabilidad no solo se puede lograr en
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mercados premium, el uso de la tecnologia

Pro Credit Ban,( permite expandirse a todos los mercados.

-0.5% tasa de interes
80% costos EDGE

» COSTA RICA
P -0.5% tasa e
rom '
0 e"ca de interes Fibra UNO Joint Venture

Obtains $300 Million Green
Loan to Build New Skyscraper

‘0 LOMBIA
8 ON\VIVIENDAN

-1.0% tasa de interes
50% costos de EDGE






SOCIEDAD EN
AMERICA LATINA

EVOLUCION DE LA PIRAMIDE DE NSE :COMO SE COMPORTA EL MERCADO?

2000 - 2020
COMPORTAMIENTO COMPORTAMIENTO
2000 2005 2010 DE LA DEMANDA DE LA OFERTA VIV.

MILES DE DOLARES

eeeeeeeeee
Fuente NSE: AMAI



MUNDO VERDE
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= \/IV. ASEQUIBLE

DANISH SDG Inmobiliaria g -,

/é INVESTMENT FU N‘D VI n te La sustentabilidad no solo se puede lograr en
mercados premium, el uso de la tecnologia

permite expandirse a todos los mercados.

$700-800,000 MX

Vinte proyecta una casa
donde las familias no
paguen luz, agua ni gas

Grupo Vinte trabaja para hacer realidad el sueno de tener una casa donde las familias no paguen
por servicios como luz, agua y gas, y uno de los primeros pasos para lograrlo es la Vivienda Cero
Gas, que ademas de generar ahorros, es amigable con el medio ambiente.

Cuentan con calentador solar, respaldo eléctrico, respaldo eléctrico, estufa de induccion y
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NUEVA ECONOMIA

NUEVOS PRODUCTOS

NUEVA DEMOGRAFIA

NUEVA VIDA

NUEVOS MEDIOS
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WHAT IS BIM 7

CAMPUS 45

Ihe National BIM Stondard [NBIMS)

La tecnologia BIM permite reducir costos,
gestionar mejor los recursos, reducir tiempos y
simplificar el proceso de disefio.
BUlLDING o
Building Information Modeling (BIM) s
more than a new technology;

it is an innovative opproach 1o the entire

design, construction, and
maintenanca procass.
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LIMITATIONS OF BIM

Requires on odequate infrastructure.
Interoperabllity may occur during the
exchange of the information.
Organizational issues may limit the
success of BIM implomentotion.
Project delivery method effects the
success of BIM implomentotion.

INNOVACCION REAL ESTATE



NEW MATERIALS

Metodos de iluminacién alternativos para ayudar
a mejorar la calidad de los inquilinos mas allé de
los paneles solares.

—I— 1 1= PARANS SOLAR LIGHTING ~~

COLLECTORS ON THE SUNLIGHT IS LEAD 30 EXPERIENCE THE
ROOF FLOORS SUNLIGHT FAR AWAY
FROM WINDOWS

Through innovative technology and design, the Fibre optic cables leads the sunlight 100 meters in
intelligent collectors follow the sun during the day, and through the property while retaining both a high _ . o
just like a sun flower. The collectors are modular, level of light quality and light intensity. Al pesplelrieuery mom. cystidesp inta the building,

expandable and can meet your need for natural light can experience healthy natural light. The light can be

in the best possible way. spread in a variety of ways, creating the experience

you demand.
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NEW MATERIALS

Metodos de iluminacién alternativos para ayudar
a mejorar la calidad de los inquilinos mas allé de
los paneles solares.
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Los inmuebles impresos en 3D son una

realidad, ayudan a mejorar cos
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The world’s first
virtual real estate
company.

NEW TECH

4
Los nuevos brokers virtuales empiezan a E RS E
aparecer en el mercado por la alta imy Q T Y

demanda de propiedades en el metaverso.

Your gateway to the Metaverse

READ OUR STORY =

METAVERSE Buy Land v Rent Land v About v Services v News Contact
U PROPERTY

Global Digital Assets Estates GDA Dragon Estates GDA Crypto Valley Estates

GDA Aetherean View GDA Plaza Estate



BASE10 TREND MAP: GENERATIVE Al Base10

Companies are grouped based on medium produced and segmented by use case within each medium. Companies that offer
products across segments are grouped in the segment of the core product offering.
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Al es una herramienta que debemos
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cuales son las preguntas mas dificiles que te han hecho?

Como soy un modelo de lenguaje entrenado por OpenAl, no tengo la capacidad de ser
interrogado o responder preguntas. Mi funcion es proporcionar informacion y ayudar a las
personas a comprender mejor un tema dado. Si necesitas ayuda con algo en particular, no

dudes en preguntar y trataré de ayudarte de la mejor manera posible.

ayudame a entender la inteligencia artificial

La inteligencia artificial (IA) se refiere a la habilidad de una maquina o programa
informatico para simular la inteligencia humana. Esto incluye habilidades como el
razonamiento, el aprendizaje y la resolucion de problemas. La IA se esta desarrollando
rapidamente en una variedad de campos, desde la medicina hasta la fabricacion, y se

espera que tenga un impacto significativo en nuestras vidas en el futuro cercano.

que tan inteligente eres?

Como un modelo de lenguaje entrenado, mi inteligencia se limita al conocimiento y
habilidades que he adquirido durante el entrenamiento. No tengo la capacidad de tener
pensamientos o emociones propios, ni de aprender o desarrollarme de la misma manera
gue lo haria un ser humano. Mi funcion es proporcionar informacion y ayudar a las

personas a comprender mejor un tema __ .
& Try again

NEW TECH

Al es una herramienta que debemos
utilizar, pero no reemplaza la capacidad ni
creatividad humana.




6 applications of

generative Al in retail

-0

25}

Virtual photoshoots

Brands can create Al-generated
product photography or virtual fashion
models to display items online.

Customer service support

Generative Al will assist customer
service agents in speeding up
response and resolution times.

Personalized
marketing content
Generative Al will allow marketing teams

to scale visual content creation to target
different demographics and platforms.

3D product catalogs

Using generative Al to convert text or
2D images into 3D objects will enable
retailers to offer interactive 3D
product catalogs.

ah

E-commerce
product descriptions

Retailers can use text generation tools to
write more engaging product descriptions
that will convert more shoppers.

1

Virtual fashion design

Fashion designers can refine new
clothing designs with tools that use
generative Al to turn 2D sketches
into digital renderings.

B2 CBINSIGHTS

NEW TECH

Al es una herramienta que debemos
utilizar, pero no reemplaza la capacidad ni
creatividad humana.

REAL ESTATE WITHOUT Al: THE PAST

GET PRE-APPROVED

NEGOTIATION AND CONTRACT CLOSING

MEET WITH A REAL ESTATE
PROFESSIONAL

REAL ESTATE WITH Al: THE FUTURE

SEARCH FOR HOMES

FINAL DETAILS

PRE-APPROVAL VIA Al:
CREDIT SCORING

VIRTUAL TOUR CLOSING

INTELLIGENT
PRELIMINARY SEARCH

MATCH WITH THE
RIGHT AGENT

FAIR PROPERTY VALUE



NEW TECH

Al es una herramienta que debemos

utilizar, pero no reemplaza la capacidad ni
creatividad humana. ‘

“I’'m not worried about it, |
I think 1t would be
ridiculous to allow it to
take the place of writers..
because 1t can only
aggregate things that it
knows, it has no emotion, ‘ ,
no childhood trauma, never
had his heart broken. IT
CANT DO WHAT WE CAN DO”

'Simon Pegg on whether
Al will replace
writers in the future

A Pinned Tweet
Santiago €2 @svpino - Jan 5
Al will not replace you. A person using Al will.

T1 6,654 ) 388K 1 3.3M
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