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Overview 

1st Quarter 2011  

 

Market Metrics  

Next 6 Months  
 

Vacancy Rate 

Lease Rates 

Absorption 

New Construction 

Market Snapshot 

Total SF  23,603,932 

Total Vacant SF  4,650,026 

Total Vacancy Rate  19.7% 

Direct Vacancy Rate  19.4% 

QTR Net Absorption  42,174 

Average FSG Rate  $13.41 

While January 2011 showed increased activity the volume of deals re-
mained flat and half of February was lost to the Blizzard of 2011.  Most 
of the focus for the 1st quarter remained on increasing energy prices and 
downtown improvements like the proposed Place One, two factors that 
should help the Tulsa office market.  However the bounce from energy 
that impacts industrial may not be seen in the office market until the 3rd 
quarter. 
 
With Tulsa serving as a regional healthcare provider, brokers expect to 
see increased office demand by those users.  Announcements by com-
panies like CFS II are positive signs for suburban office growth.  In addi-
tion, recent expansions from companies like The Williams Companies in 
downtown resulted in positive absorption for the first time since the re-
cession began. 
 
Small deals and call centers continue to provide some positive momen-
tum as Tulsa prepares for slow and steady growth.  This confirms 
Tulsaôs recent ranking among the nationôs top 10 large metros in a small
-business vitality ranking published by The Business Journals.  Tulsa 
ranked No. 6 out of the nationôs 100 largest metropolitan areas for offer-
ing the best climate for small businesses.  Looking into next quarter, ac-
tivity will increase as several office deals that should have closed in the 
first quarter got pushed back into the second quarter adding anticipated 
new jobs for the area. 
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This story can fit 150-200 words. 

One benefit of using your newsletter as a promotional tool is that you can reuse content from other 

marketing materials, such as press releases, market studies, and reports. 

While your main goal of distributing a newsletter might be to sell your product or service, the key to 

a successful newsletter is making it useful to your readers. 

A great way to add useful content to your newsletter is to develop and write your own articles, or 

include a calendar of upcoming events or a special offer that promotes a new product. 

You can also research articles or find òfilleró articles by accessing the World Wide Web. You can 

write about a variety of topics but try to keep your articles short. 

Much of the content you put in your newsletter can also be used for your Web site. Microsoft Pub-
lisher offers a simple way to convert your newsletter to a Web publication. So, when youõre finished 

writing your newsletter, convert it to a Web site and post it. 

Submarket Map  

Terminology  

Total Building SF ñAll single & multi tenant office buildings above 20,000 SF excluding medical, government and owner occupied 
Class AñMost prestigious buildings competing for premier office users with rents above average for the area. Buildings have high quality 

standard finishes, state of the art systems, exceptional accessibility and a definite market presence. 
Class BñBuildings competing for a wide range of users with average rents. Building finishes are fair to good for the area.  Building finishes 

are fair to good for the area and systems are adequate but the building does not compete with Class A at the same price. 

Class CñBuildings competing for tenants requiring functional space at rents below the average for the area. 

Available SFñSpace currently being marketed for lease or sublease 

Vacant SFñSpace currently unoccupied in the market for lease either directly with the landlord or via a sublease 


