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Anyone who thought Eric
Schaefer waltzed into a cushy
office position at his father’s
commercial real-estate bro-
kerage and management firm
after quitting his technology
job was mistaken.

Spending all day in Schaef-
er and Associates’ air-condi-
tioned Scottsdale suite was not
the plan that Don Schaefer,
founder and principal of the
company, had for his son.

When he told Eric he needed to
learn the business from the
groundup,hemeant it literally.

“He basically handed me a
shovel and sent me up with a
bunch of (real-estate) signs,”
said Eric Schaefer, who is co-
principal of the company. “I
spent that first summer dig-
ging holes for signs.”

Don Schaefer started his
companyalone in1983,moving
to Arizona after a long career
as a certified public accoun-
tant and in the real-estatemar-
ket in the Midwest.

“I did not take the easiest
route, and I decided to let him
know what my thinking was
andwhatmystrategywas,” the
elder Schaefer said. “I tried to
give him amore complete edu-
cation into the business, so we
started from scratch.”

After a brief pause, he add-
ed, “Eric might be exaggerat-
ing.Theremighthavebeenone
sign

Immediately, his son
chimedin,“Oh, therewasmore

Scottsdale commercial real-estate pro Don Schaefer (left) was joined by his son Eric in 2002. He taught
him the business from the ground up, literally: He had Eric dig signpost-holes. MICHAEL SCHENNUM/ABG

Father-and-son synergy
By Georgann Yara
Special for the ABG | azcentral.com

See SYNERGY, Page 15

Saying people are entitled to
knowwhat they’reeating,aTuc-
son activist has taken the first
steps to force a public vote next
year to require labelingof foods
with genetically modified in-
gredients.

JonathanMcLanesaidhehas
concerns about whether plants
with genes that have beenmod-
ified, perhaps to create their
own pesticides, are safe to con-
sume.He said there hasn’t been
enough research to determine
long-term effects.

But McLane said that’s not
the main issue; nothing in his
measure would ban the sale of
such foods.

Instead, it would simply re-
quire the labels that show re-
dients to include a statement
that the product contains ge-
netically modified organisms.
At that point, he said, shoppers
couldmake their owndecisions.

“People have a right to know
exactly what’s in their food,” he
said.

McLane has until July 3,
2014, to gather172,809 valid sig-
natures to force the issue onto
the ballot.

The campaign is going to get

a fight from the agriculture
community, just as it did last
year in California, when a simi-
larmeasurewasbeatenbackby
voters on a 53 percent-47 per-
cent margin.

Julie Murphree, spokes-
woman for the Arizona Farm
Bureau Federation, said the
reason for the opposition is not
that her organization is against
consumers being informed.

She said products that are
certified by the U.S. Depart-
ment of Agriculture as organic
already are labeled as not in-
cludinggeneticallymodifiedor-
ganisms, orGMOs, as theyhave
been called. And other manu-
facturers already are free to
put “GMO-free” labels on their
products.

It’s the connotations of label-
ing that matter, she said.

“MandatoryGMOfood label-
ing implies risk where there
really is none,” she said.

“If you label that non-GMO,
it’s ‘Oh, GMO foodsmust be un-
healthy and evil,’ ” Murphree
said. And they’re not.”

That’s also the position of ag-
ribusiness giant Monsanto,
which produces and sells many
of the genetically modified

Tucson activist pushes
labeling for GMO foods
By Howard Fischer
Capitol Media Services

See LABELING, Page 16
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Whoa: What’s that
in your recycling bin?
Phoenix has begun a pilot program
to recycle yard clippings and horse
manure from select residents, to re-
duce waste in landfills. Officials
want to see3,000 curbsidegreen-or-
ganics bins in use by December and
to expand the effort eventually.
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Tan bins hold organics in
Phoenix. ROB SCHUMACHER/ABG
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than one sign.”
Since the two teamed up in

2002, Schaefer and Associates
has nearly doubled its staff, av-
eraged a gain of three proper-
ties to itsmanagement portfolio
each year and fortified its ser-
vices. The Schaefers also regu-
larlyworkwith contractors and
other entities, which makes the
company something of a one-
stop-shop in the industry.

“The core has always been
property management, but it
has gone through different
models over years depending
on the economy or other condi-
tions,” Don Schaefer said.

Eric Schaefer joined his fa-
ther after leaving a lucrative
post-college career in SanFran-
cisco,whereherodethewaveof
the tech boom and found suc-
cess in the advertising andmar-
ketingareasof thefield.Finally,
burned out and tired of the
stress and working for people
he didn’t like or respect, Eric
quit his job and called Dad.

“His words were, ‘What took
you so long?’ ” he recalled about
his father’s response.

The two never talked about
working together, and it never
crossed either of their minds
until that moment, when Don
Schaefer suggested the boom-
ing Arizona real-estate market
might offer a good career for
his son.

Of course, that changebegan
with shoveling dirt under the
desert sun. Looking back on
those months, however, Eric
Schaefer appreciates the gruel-
ing days.

“I tooka90percentpaycut ...
I went from the glamorous
world of technology to the grit-
ty world of commercial real es-
tate,” he said. “But that first
summer tells the story of who
we are as a company. That de-
gree of being hands-on, paying
attention todetails, that’swhere
my start began.”

The importance of timing
also became a valuable lesson
for the younger Schaefer, who
entered the business during a
time of optimism only to have
things turn upside down a few
years later.

“The recession was a great
lesson forme, he said. “Leasing
or selling wasn’t easy. In hind-
sight, it taught me that it takes
hard work to be successful.”

His father said that simple,

easy business principles have
been responsible for much of
the company’s success. Foster-
ing good relationships with cli-
ents, whether they are land-
lords, property owners or ten-
ants, goes a longway towardev-
eryone getting what they want,
he said.

And, the Schaefers never un-

derestimate the power of re-
turning a phone call.

“We’ll get calls and the pros-
pect will say, ‘Oh my gosh, you
actually called us back,’ ” Don
Schaefer said. “Many compa-
niesdon’t returncalls promptly.
I prefer to deal with something
now rather than later.”

That kind of responsiveness,

his sonsaid, is theessenceof the
company.

“We’ve gotten deals done not
because our space is bigger, but
because we returned the call,”
he said. “When a client calls,
they are going to get someone
with the last name ‘Schaefer’ on
the phone. That goes a long
way.”

NancyCookownsseveralAr-
izona properties and has been
working with the Schaefers for
more than 15 years. A resident
ofMissoula,Mont., Cook appre-
ciates their communication, de-
dication, honesty and ability to
keep her tenants happy and
properties well-maintained.

“As a property owner who
lives a long way from our real
estate, it is crucial to be repre-
sented by people I can trust,”
Cook said. “I rarely use the
word ‘trust’ in business rela-
tionships, but I trust Don and
Eric with our real-estate as-
sets.”

Cook credited the pair with
keeping her from being vulner-
able to market forces.

“They are proactive. They
helpmeplan for the futurewith
our properties, and they have
outstanding rapport with our
tenants,” she said. “Unlike
many in their profession, they
have the long view in mind.”

The partnership has been
professionally and personally
beneficial for the fatherandson
who never envisioned it. Eric
Schaefer called Don his best
friend in and out of the office.
The occasional work disagree-
ment is forgotten as soon as
they head home.

“I can’t recommend it for ev-
erybody, but it works out great
for us,” Eric Schaefer said. “I
found this business to be far
more rewarding than I thought
it would be. I’m grateful to have
a great mentor.”

But the perks go both ways.
Even with his decades of expe-
rience, Don Schaefer admitted
learning a thing or two from his
son.

“I think at a certain point in
your career, you begin to take it
for granted and lose the edge,”
he said. “When Eric joined me,
all of a sudden I had a renewed
enthusiasm for my career and
saw the opportunity to pass the
torch to my son.

“The ultimate reward is to
see that continueandseehimdo
it so well.”
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Don (left) and Eric Schaefer say working together works well for them. MICHAEL SCHENNUM/ABG

SCHAEFER &
ASSOCIATES
Where: 7621 E. Gray Road,
Suite D, Scottsdale.

Employees: Five.

Details: 480-998-5025, screaz
.com


