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As the real estate industry at large continues to evolve, 
the Sotheby's International Realty® brand is dedicated 
to evolving as well, working to ensure that our brand 
continues to resonate with the luxury consumer. 

With a focus on the future, we are utilizing our unrivaled 
legacy as an indicator of where we are headed and by 
2020 we are projecting unprecedented global brand 
growth.  You, the sales associate, are the heart and soul 
of this forward-thinking strategy; we will meet this 
goal by broadening our reach in terms of audiences and 
markets served and by offering a personal touch point 
with the brand through each of our sales associates, 
increasing our engagement and relevancy with today’s 
luxury consumer.

The sales associates affiliated with the Sotheby’s 
International Realty brand are the best in the business, 
period.  This report, “The New Affluent,” offers 
unique insights into the changing landscape of luxury 
consumers, real estate consumers, and the perception  
of the Sotheby’s International Realty brand.  As part  
of this great brand, you have the unique opportunity 
to be a leader in your market by leveraging the latest 
research and products available to you, this report  
is intended to serve as your “playbook.”

You have influenced the creation of this report, we hope 
that you embrace the findings and information presented 
here and we encourage you to continue to live Sotheby’s 
International Realty.  

Philip White

President & Chief Executive Officer
Sotheby's International Realty Affiliates LLC
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The conversation about luxury has evolved. 
Consumers are no longer connecting with 
consumption and ostentation and instead, are 
seeking a much more personal take on what’s most 
meaningful and rewarding – experiences, art, 
inspiration, family, and relationships.

The Sotheby's International Realty® brand has moved 
beyond the need to define luxury, understanding 
that true luxury is living the lifestyle you want—it’s 
about personal expression and experience.  As 
personalization has begun its reign over the luxury 
mindset, the consumer journey has also experienced 
a shift; it is our mission, as the preeminent luxury 
residential real estate brand in the world, to identify 
new and authentic ways to connect with clients.

Luxury brands that offer a relevant and meaningful 
envelopment of their spirit connect more effectively 
with the emerging luxury consumer, as well as 
the established affluent consumer.  With “The 
New Affluent” report, the Sotheby’s International 
Realty brand is dedicated to empowering you, the 
sales associate, to capture these consumers at the 
beginning of their journey and grow your business. 

Kevin Thompson

Chief Marketing Officer
Sotheby's International Realty Affiliates LLC
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INTRODUCTION 

Engaging — and meeting the needs of — new and established affluent 
consumers in the evolving luxury residential real estate market will 
require not only the skill to overcome new challenges but the appetite to 
seize new opportunities.

This report shares insights on:

The increasing importance that fresh experiences and two-way 
interaction with luxury brands hold for new affluent consumers  
and the growing appeal of real estate

The rise of real estate as entertainment – from increased circulation 
of real estate and home design magazines to heightened popularity 
of real estate television programs to a growing following of real 
estate on social media

Affluent consumers' journeys through the evolving buying  
and selling experience, and the changing role of sales associates  
as the result of challenges from technology-driven disruptors

What affluent consumers value most when choosing a sales 
associate, and the emphasis new affluent consumers place  
on brand in choosing a real estate company

Perceptions of the Sotheby's International Realty® brand

Strategies and tools for connecting with the new affluent consumer

Armed with the insights and the tools we describe in this report,  
you will be well equipped to build connections with established  
and new affluent consumers alike — and to meet their evolving needs 
in the transforming and exhilarating residential real estate arena. 
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How the luxury world is changing

CAPTURE
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How consumers interact  
with real estate

It is time to seize the opportunity  
to speak to real estate consumers through 
new and engaging experiences — not only  
to understand their needs but also to connect 
with their dreams and aspirations.

WHAT EXPERIENCE MEANS IN REAL ESTATE

How consumers see homes

Consumers already envision homes  
as more than physical places to live —  
they see a lifestyle.

Experiences
Includes activities such as a day at the spa, dinner  
at a restaurant, and an evening at the theater. 

Personal goods
Includes accessories, apparel, cosmetics,  
jewelry, perfume, and watches.

GLOBAL LUXURY MARKET ($Billions)
Source: The Boston Consulting Group in collaboration  
with the Altagamma Foundation, The True – Luxury Global Consumer 
Insight report, 2017.

AFFLUENT CONSUMERS FAVOR NEW  
EXPERIENCES OVER PERSONAL GOODS
Spending on experiences is growing faster than spending on personal goods

+8.3%

+9.9%

+2–3%

+5–6%
+3.8%

+6.8%Annual growth rate, spending on personal goods

Annual growth rate, spending on experiences
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One-way communication

Gather product information 

Access brand content 

Compare prices and products

1

Two-way communication

Share opinions

Provide feedback

Dialogue with brands

Influence trends

2

THE WAY THEY PREFER TO ENGAGE WITH LUXURY BRANDS (%)

NEW AFFLUENT CONSUMERS EXPECT 
TWO-WAY ENGAGEMENT WITH BRANDS
Younger consumers want more interaction with their favorite luxury brands

24

76

BABY BOOMERS 
born between 
1946—1964

41

59

GENERATION X
born between 
1965—1981

52

48

MILLENNIALS
born between 
1982—1996

Retail brands are already creating 
immersive and interactive 
store experiences in order to 
differentiate themselves

The above companies are independently owned and 
operated from Sotheby’s International Realty Affiliates LLC 
and Realogy Holdings Corp., and are the owners of their 
respective marks and logos.
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Why the new affluent consumer  
loves real estate as entertainment

ENTERTAIN
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THE NEW AFFLUENT CONSUMER IS MUCH MORE  
ENGAGED AND PASSIONATE ABOUT REAL ESTATE

WHAT MATTERS MOST  
TO CONSUMERS WHO  
BROWSE REAL ESTATE?

A high percentage of new affluent consumers  
follow real estate across multiple channels

Percentage of respondents who said they watch 
or browse these media as a leisure activity

Real estate print magazines

1 Seeing what's  
happening in their area

2 Getting design ideas

3 Knowing what style  
is “in” right now

4 Looking at places  
to travel or move to

5 Thinking about the 
kind of place they 
could buy one day

62%

66%

58%

29%

47%

29%

ESTABLISHED  
AFFLUENT CONSUMERS

NEW AFFLUENT 
CONSUMERS

+114%

+100%

+40%

Real estate TV shows

Real estate social media
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REAL ESTATE HAS BECOME A STANDALONE PLATFORM 
FOR ENTERTAINMENT — ESPECIALLY FOR NEW 
AFFLUENT CONSUMERS

House Hunters
Watched weekly by 45% of established 
affluent consumers and 53% of new  
affluent consumers

25 million viewers per month

HGTV is now the #5 rated channel  
on cable, up from #12 in 2012

Million Dollar Listing
Los Angeles version has run for 9 seasons, 
averaging 1 million viewers per episode 

Led to equivalent shows in New York, Miami, 
and San Francisco, averaging 800,000 to 1 
million viewers per episode

Luxury Homes  
Instagram account
Browsed weekly by 31% of new affluent 
consumers  (and 13% of established 
affluent consumers)

750,000 followers

The above companies are independently owned and operated from Sotheby’s International 
Realty Affiliates LLC and Realogy Holdings Corp., and are the owners of their respective 
marks and logos.
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BUCKING TRENDS, REAL ESTATE AND HOME DESIGN 
MAGAZINES ARE ON AN UPWARD TRAJECTORY

Overall, magazine circulation has fallen 19% since 2012, but for some  
real estate and home design magazines, circulation has been increasing

CIRCULATION 

from 2012

+6%

Architectural Digest®

Circulation 774,000

Readership 36% new affluent consumers

22% established affluent consumers

  

from 2012

+6%

Traditional Home®

Circulation 810,000

Readership 39% new affluent consumers

24% established affluent consumers

  

from 2012

+9%

Dwell®

Circulation 303,000

Readership 22% new affluent consumers

16% established affluent consumers

  

from 2012

+8%

Town & Country®

Circulation 454,000

Readership 23% new affluent consumers

29% established affluent consumers

Source: BCG consumer survey, 2017. (2016 data; total sample size: 695 respondents.)

The above companies are independently owned and operated from Sotheby’s International Realty 
Affiliates LLC and Realogy Holdings Corp., and are the owners of their respective marks and logos.
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ENGAGE

How the new affluent consumer  
sells and buys houses
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THE NEW AFFLUENT ARE MUCH MORE SELF–RELIANT THAN 
THE ESTABLISHED AFFLUENT WHEN THEY SELL HOUSES

THE SELLING JOURNEY
The percentage of new affluent and 
established consumers who rely on 
each source of information listed 
below during the three stages of the 
selling journey.

Preparation

3 – 6 months
Explore market  
and sales associates

Closing

3 – 6 months
Negotiate  
and close the sale

Marketing

3 – 6 months
Put a house  
on the market

Established affluent consumer

Did it myself 25 20 14

Partner, family and friends 43 21 29
Real estate websites and blogs  
(for example, Zillow) 60 25

Other websites apps and blogs 20 16

Online magazines and newspapers 23 12

Print magazines and newspapers 16 4

Real estate sales associates 60 68 64
Other professionals 31 27 47

New affluent consumer

Did it myself 52 49 32
Partner, family and friends 18 13 37

Real estate websites and blogs  
(for example, Zillow) 53 44

Other websites apps and blogs 33 31

Online magazines and newspapers 26 18

Print magazines and newspapers 29 25

Real estate sales associates 21 31 38

Other professionals 23 32 35

SOTHEBY'S INTERNATIONAL REALTY® 14 | ENGAGE



THE BUYING JOURNEY
The percentage of new affluent and established consumers who rely on each 

source of information listed below during the four stages of the buying journey.

THE NEW AFFLUENT ARE ALSO MORE SELF–RELIANT THAN 
THE ESTABLISHED AFFLUENT WHEN THEY BUY HOUSES

Exploration

3 – 6 months
Explore  
potential houses

Inspiration

1 year – ongoing
Conduct an early search  
for available houses

Closing

3 – 6 months
Negotiate price  
and close the transaction

Selection

3 – 6 months
Create a short list  
of houses of interest

Established affluent consumer

Did it myself 39 40 29

Partner, family and friends 42 39 31

Real estate websites and blogs  
(for example, Zillow) 26 60 52 33
Other websites apps and blogs 21 14 10

Online magazines and newspapers 21 19 17 14

Print magazines and newspapers 22 19 14 10

Real estate sales associates 39 33 58
Other professionals 21 10 51

New affluent consumer

Did it myself 41 45 32
Partner, family and friends 41 42 37

Real estate websites and blogs  
(for example, Zillow) 51 59 49 44
Other websites apps and blogs 28 30 31

Online magazines and newspapers 46 31 20 18

Print magazines and newspapers 46 37 18 25

Real estate sales associates 25 21 38

Other professionals 27 24 35

SOTHEBY'S INTERNATIONAL REALTY® | ENGAGE15



NEW AFFLUENT CONSUMERS  
ARE “DOING IT THEMSELVES”

New affluent consumers are  
empowered (and encouraged)  
to buy and sell houses on their  
own through the rise of technology-
driven real estate disruptors.

New affluent consumers

Five out of ten did it themselves (or mostly themselves)

“In five years, I probably won't 
be using a real estate agent – 
you can do everything yourself 
with online tools. 

— New affluent consumer in LA

The role of the sales associate is evolving –  
service is the modern differentiator. The 
consumer is searching for a sales associate 
that can provide a premium service they 
cannot find themselves.

Established affluent consumers

Two out of ten did it themselves  (or mostly themselves)

CHANGING PERCEPTION

Show the value of sales associates 
by winning over consumers with the 
individualized service provided through the 
Sotheby's International Realty® brand.

OPPORTUNITY

16SOTHEBY'S INTERNATIONAL REALTY® | ENGAGE



NEW AFFLUENT CONSUMERS' SELF-RELIANCE 
REQUIRES REDEFINING THE SALES ASSOCIATE'S ROLE

BUYING
When asked “who helped you at this stage 
of the process,” not many respondents said 
“a real estate sales associate.”

SELLING
There is a sharp drop–off in use of a 
real estate sales associate between 
established affluent consumers and 
new affluent consumers.

43%

28%

ESTABLISHED  
AFFLUENT CONSUMERS

NEW AFFLUENT
CONSUMERS

 –60%

64%

26%

ESTABLISHED  
AFFLUENT CONSUMERS

NEW AFFLUENT
CONSUMERS

 –35%

17 | ENGAGESOTHEBY'S INTERNATIONAL REALTY®



Makes listings information 
available and searchable online

Allows you to bid on and buy 
houses directly in the app

Enables browsing online 
communities for home inspiration

SelectionInspiration/Exploration

Charges a 1.5%  
listing commission

Sells your house at market  
price in 6 weeks

Buys your house at a 
guaranteed price within days

DISRUPTORS ARE ALSO CHALLENGING 
SALES ASSOCIATES' TRADITIONAL ROLE

THE SELLING JOURNEY

THE BUYING JOURNEY

MarketingPreparation Closing

Closing

The above companies are independently owned and 
operated from Sotheby’s International Realty Affiliates 
LLC and Realogy Holdings Corp., and are the owners f their 
respective marks and logos.

“While players like Zillow and Trulia have been able to service consumers' needs quickly and 
efficiently, they lack aspirational branding and presentation. There's an opportunity for the 
right aspirational brand to step up and provide an experience that's differentiated, with 
events, online experiences of homes, lifestyle content.

—Dior marketing executive

Markets as the "most complete source 
of homes for sale and rent" 
Benefits from association with the 
National Association of REALTORS®

SOTHEBY'S INTERNATIONAL REALTY® | ENGAGE18
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SELECTION
What matters most in choosing a sales associate
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ATTENTIVE SERVICE IS THE HIGHEST  
DRIVER OF REAL ESTATE COMPANY CHOICE 

What matters more to  
new affluent consumers

What matters more to  
established affluent consumers

What matters most to everyone
ESTABLISHED AND NEW AFFLUENT CONSUMERS

Attentive and  
personalized service

Good existing 
personal 

relationship

High-quality 
listings in their 

price range

Latest knowledge 
of new listings  

in the area

Good reputation  
for sales

Local expertise

ESPECIALLY FOR THE NEW AFFLUENT CONSUMER

Brand Appealing  
printed material

Latest innovative 
technology

SOTHEBY'S INTERNATIONAL REALTY® 20 | SELECTION



2.1

3.7

BRAND IS MORE IMPORTANT THAN EVER TO THE NEW 
AFFLUENT IN CHOOSING A REAL ESTATE COMPANY

BUYING

2.3

3.7

ESTABLISHED  
AFFLUENT CONSUMERS

NEW AFFLUENT
CONSUMERS

61%

IMPORTANCE OF BRAND

SELLING

ESTABLISHED  
AFFLUENT CONSUMERS

NEW AFFLUENT
CONSUMERS

76%

1

Importance

10

IMPORTANCE OF BRAND

Brand is more important to new affluent consumers  
than it is to established consumers.
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Perception of the Sotheby's  
International Realty® brand

LIVE
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SOTHEBY'S INTERNATIONAL REALTY® BRAND  
IS CONSIDERED FAR MORE LUXURIOUS  
THAN OTHER MAJOR REAL ESTATE BRANDS

Sotheby's International Realty®

GLOBAL

LUXURIOUS

Consumers who associate brands with  
“luxurious” and “global” qualities (%)

Respondents who associate brand with “global” and "luxurious" (%)

Among the brands included in the survey: Century 21®, Coldwell Banker®, 
Douglas Elliman®, Keller Williams Realty®, Redfin®, RE/MAX®, The Corcoran 
Group®, Zillow®.

The above companies are independently owned and operated from Sotheby’s 
International Realty Affiliates LLC and Realogy Holdings Corp., and are the 
owners of their respective marks and logos
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SOTHEBY'S INTERNATIONAL REALTY® BRAND  
RANKS HIGHER THAN LUXURY BRANDS OUTSIDE  
THE REAL ESTATE ARENA

Other similarly viewed brands — most frequently associated with the terms 
“high quality,” “luxurious,” “exclusive,” and “global” — include the following:

Qualities most often associated  
with luxury brands

Qualities least often associated  
with luxury brands SOTHEBY’S INTERNATIONAL 

REALTY® BRAND
RANGE OF RESPONSES ASSOCIATING THE LUXURY 
BRANDS SHOWN ABOVE WITH EACH TRAIT (%)

0 604020

Authentic
For someone like me
Trustworthy
Industry leader
Imaginative
Innovative
Contemporary
Charming
Effective
Friendly

Digitally Savvy
Down-to-earth
Caring
Family-oriented
Local

High quality
Luxurious
Exclusive
Classic 
Global

PERCENTAGE OF CONSUMERS WHO ASSOCIATED A LUXURY BRAND WITH EACH TRAIT

The above companies are independently owned and operated from Sotheby’s International Realty Affiliates LLC  
and Realogy Holdings Corp., and are the owners of their respective marks and logos
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“

“Sotheby's International Realty 
wouldn't take a home under  
$5 million

—consumer with a $2 million USD home

It is very exclusive...
—consumer with a $1.5 million USD home

There is room to make the brand more 
inviting through attentive service  

at the sales associate level

 of consumers with homes under  
$1 million (USD) consider the Sotheby’s 
International Realty brand

of consumers with homes over  
$1 million (USD) consider the  
Sotheby’s International Realty brand

10%

27%

SOTHEBY'S INTERNATIONAL REALTY® BRAND  
CAN BUILD CONNECTIONS WITH NEW AFFLUENT  
CONSUMERS BY SHOWING THE DIFFERENCE  
PERSONALIZED SERVICE MAKES

25 | LIVE



Tools to engage the new 
affluent consumer

TOOLKIT
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HOW TO ENGAGE THE NEW  
AFFLUENT CONSUMER
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Create an omnichannel experience

New affluent consumers increasingly 
value interactive two-way 
experiences with brands

New affluent consumers are engaged 
and passionate about real estate — 
what's new, what's “in,” and what they 
can aspire to buy

The Sotheby’s International Realty® 
brand is viewed as outstanding, 
exclusive, global, and high–end

These consumers are looking for true 
continuity in brand messaging  
across channels

These consumers consider attentive 
service — focused on their needs — 
as most important in choosing  
a sales associate

New affluent consumers consider  
the latest knowledge on local listings 
and prices to be second in importance 
in choosing a sales associate

Use technology to provide an 
immersive real estate experience

Build lasting relationships outside  
of the buying and selling journey 
and follow up with best-in-class service

Seize opportunities to bring the 
brand to life on a more personal 
and local level

Ensure a consistent and authentic 
brand identity across all channels

Know the individual consumer and 
provide personalized service that 
caters to distinct needs and demands 

Emphasize your local expertise and 
being “in the know” about what’s 
happening in the community

Leverage the brand

Maintain relationships

SOTHEBY'S INTERNATIONAL REALTY® 27 | TOOLKIT



THE SALES  
ASSOCIATES’ 
TOOLBOX

The Sotheby’s International Realty® brand 
has a variety of tools that can enable  
and empower sales associates to connect 
with new affluent consumers and to seize 
the opportunities in the evolving luxury 
residential real estate market. See below  
for a list of tools and an associated glossary.

Tools for creating an  
omnichannel experience

Tools for maintaining 
relationships

 Tools for leveraging the brand

• Apple TV App 

• 3D and Virtual Reality Tours

• Brand Hashtags

• Design Vault

• Extraordinary Living Blog 

• Sir Mobile / Agent Apps 

• Social Media Presence

• Sothebysrealty.com

•  Video Distribution

• Access

• Branded Hashtags

• Custom Publications

• Design Vault

• Global Corporate Staff

• My Anthology

• Newsletters

• Public Relations

• Sotheby’s Auction House

• The Overview

• Apple TV App 

• Custom Publications

• Events and Activations

• Extraordinary Living Blog 

• Sir Mobile / Agent Apps 

• Marketing Collateral 

• Social Media Presence

• Sotheby’s Auction House

SOTHEBY'S INTERNATIONAL REALTY® | TOOLKIT28



TOOLBOX DIRECTORY

3D AND VIRTUAL REALITY TOURS
sothebysrealty.com supports 3D Tours  
on its property detail pages allowing real estate 
consumers the opportunity to fully immerse 
themselves in homes listed by the Sotheby’s 
International Realty® brand. The 3D Tours also 
feature a Virtual Reality Tour (VR) experience 
that can be viewed through a compatible device 
such as an Android phone or VR headset.  

 9Use technology to provide an immersive real 
estate experience

ACCESS
Access is the Sotheby’s International Realty 
brand’s global extranet.  The platform is updated 
daily and is intended to keep you up-to-date  
on all brand initiatives.  

 9 Ensure a consistent and authentic brand identity 
across all channels

 9 Seize opportunities to bring the brand to life on a 
more personal and local level

APPLE TV APP
The Sotheby's International Realty® Apple TV 
app is available on all 4th generation Apple TV 
devices and showcases nearly 50,000 properties 
currently represented by the Sotheby's 
International Realty brand worldwide, giving 
consumers the opportunity to explore homes  
on a screen larger than ever before.

 9Use technology to provide an immersive real 
estate experience

 9 Build lasting relationships outside of the buying 
and selling journey and follow up with best-in-
class service

CUSTOM PUBLICATIONS INCLUDING:

RESIDE® MAGAZINE
The Sotheby’s International Realty brand’s 
luxury print magazine, RESIDE, mines  
the wisdom of experts across the arts, culture, 
society, sport, travel, design, fashion, food  
and drink. The magazine delivers  
authoritative insight and advice to impact  
the reader’s most important purchasing 
decisions and aspirations.

SOTHEBY’S MAGAZINE
Sotheby’s magazine is a stunning large  
format magazine that enriches readers 
 with sophisticated content related  
to the art and real estate worlds.

 9 Build lasting relationships outside of the buying 
and selling journey and follow up with best-in-
class service

 9 Seize opportunities to bring the brand  
to life on a more personal and local level

 9 Emphasize your local expertise and being  
“in the know” about what’s happening  
in the community

DESIGN VAULT*

The Design Vault offers a collection of high 
quality, exclusive Sotheby’s International 
Realty brand graphics that differentiates our 
brand in the marketplace. Also provided is an 
ad creator, an online, web-based portal that 
allows Sotheby’s International Realty network 
companies to create their own print ads, web 
banners, social media assets, postcards and 
more. All affiliates representing the brand are 
welcome to utilize these resources, to ensure 
brand consistency and recognition worldwide.

 9 Ensure a consistent and authentic brand 
identity across all channels

 9 Seize opportunities to bring the brand to life  
on a more personal and local level

 * for use by designated Master User per company

29 | TOOLKITSOTHEBY'S INTERNATIONAL REALTY®
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EVENTS AND ACTIVATIONS
Hosting events or participating in local 
activations can serve as a touch point between 
you and your clients in between real estate 
transactions.  Collaborations for events  
are available through the Sotheby’s auction 
house, or you can read the latest issue  
of the Sotheby’s International Realty® brand’s 
Collections newsletter for inspiration  
from around the global network.

 9 Seize opportunities to bring the brand to life  
on a more personal and local level

 9 Emphasize your local expertise and being “in the 
know” about what’s happening in the community

EXTRAORDINARY LIVING BLOG
 The Sotheby’s International Realty brand’s 
Extraordinary Living blog is an online 
lifestyle publication with a real estate overlay, 
highlighting properties represented by affiliated 
companies around the world.  Members of the 
Sotheby’s International Realty network can 
repurpose blog content as-is or use content as 
inspiration, adapting it to fit in your local market. 

 9Use technology to provide an immersive real 
estate experience

 9 Ensure a consistent and authentic brand identity

 9 Seize opportunities to bring the brand to life  
on a more personal and local level

 9 Emphasize your local expertise and being “in the 
know” about what’s happening in the community

GLOBAL CORPORATE STAFF 
Members of the Sotheby’s International Realty 
global network have direct access to various 
members of the global corporate staff and can 
utilize these relationships for brand insights, 
knowledge and best practices.

 9 Seize opportunities to bring the brand to life  
on a more personal and local level

 9 Emphasize your local expertise and being “in the 
know” about what’s happening in the community

MARKETING COLLATERAL 
Marketing collateral provides Sotheby’s 
International Realty branded touch points 
between you and your clients in between real 
estate transactions.

 9 Build lasting relationships outside of the buying 
and selling journey and follow up with best-in-
class service

 9 Know the individual consumer and provide 
personalized service that caters to distinct needs 
and demands

MY ANTHOLOGY 
The Sotheby’s International Realty Anthology  
app is a wholly immersive digital experience  
that can be used during listing presentations, 
featuring video, images, pull-out information  
and live links to the brand’s media partners  
and various online channels. 

 9 Seize opportunities to bring the brand to life  
on a more personal and local level

 9 Emphasize your local expertise and being “in the 
know” about what’s happening in the community

TOOLBOX DIRECTORY

30 | TOOLKITSOTHEBY'S INTERNATIONAL REALTY®

https://access.sir.com/content/sir/en/marketing/BrandCommunications/Collections.html
http://www.sothebysrealty.com/extraordinary-living-blog/
https://access.sir.com/content/sir/en/services-operations/Print-Promotion.html
https://access.sir.com/content/sir/en/marketing/Anthology.html


NEWSLETTERS INCLUDING:

COLLECTIONS
Collections is a quarterly newsletter published 
for the Sotheby's International Realty® network 
and is designed to cultivate a connected  
and prosperous affiliate community.  The 
newsletter contains engaging information,  
events and happenings about the brand  
and its affiliate companies.

SIGNIFICANT SALES 
Significant Sales is a monthly publication 
highlighting the top transactions from 
throughout the Sotheby's International  
Realty network.

 9 Seize opportunities to bring the brand to life  
on a more personal and local level

 9 Emphasize your local expertise and being “in the 
know” about what’s happening in the community

PUBLIC RELATIONS
You can work with your company’s local 
marketing contact to secure local media 
opportunities for the properties you represent 
and/or to highlight the current state of the real 
estate market, etc.  When necessary, you can 
also utilize the global corporate staff’s public 
relations team.

 9 Seize opportunities to bring the brand to life  
on a more personal and local level

 9 Emphasize your local expertise and being “in the 
know” about what’s happening in the community

SIR MOBILE / AGENT APPS
The Sotheby’s International Realty brand has 
partnered with Smarter Agent to co-develop 
SIR Mobile, leading the charge of the growing 
mobile marketplace and helping our network 
own the mobile relationship with your clients 
and potential clients. SIR Mobile works on any 
smartphone device as well as the iPad. The 
app can also be personalized for free. For more 
information, click here.

 9 Use technology to provide an immersive real 
estate experience

 9 Ensure a consistent and authentic brand 
identity across all channels

 9 Know the individual consumer and provide 
personalized service that caters to distinct 
needs and demands

SOCIAL MEDIA PRESENCE

Brand
The Sotheby’s International Realty brand is on 
all major social media platforms and reaches  
a global audience.

 9 Facebook 

 9 Twitter 

 9 Instagram 

 9 LinkedIn 

 9 Pinterest 

 9 Google + 

 9 Youtube 

Company
Your local affiliate company may have  
its own unique social media presence  
with a more local touchpoint.

TOOLBOX DIRECTORY
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https://access.sir.com/content/sir/en/marketing/BrandCommunications/Collections.html
https://access.sir.com/content/sir/en/marketing/BrandCommunications/SignificantSales.html
https://access.sir.com/content/sir/en/marketing/PublicRelations/PublicRelationsExposure.html
https://access.sir.com/content/sir/en/marketing/Advertising/PropertySyndication/SIRMobile.html
https://access.sir.com/content/sir/en/marketing/Advertising/PropertySyndication/SIRMobile.html
https://access.sir.com/content/sir/en/marketing/SocialMedia/SocialMediaExposure.html
https://www.facebook.com/sothebysrealty/
https://twitter.com/sothebysrealty
https://www.instagram.com/sothebysrealty/
https://www.linkedin.com/company/166057/
https://www.pinterest.com/sothebysrealty/
https://plus.google.com/+sothebysrealty
https://www.youtube.com/user/sothebysrealty 


SOCIAL MEDIA PRESENCE (CONTINUED)

Agent
You, the sales associate, may also have your own 
unique social media presence.  We encourage 
you to leverage both brand and company 
content on your page, as well as share your 
local expertise along with your global reach as a 
Sotheby’s International Realty® sales associate.  
Please make sure to reference and follow the 
Sotheby’s International Realty brand social media 
standards and guidelines, available on Access.

 9Use technology to provide an immersive real 
estate experience

 9 Ensure a consistent and authentic brand identity 
across all channels

 9 Build lasting relationships outside of the buying 
and selling journey and follow up with best-in-
class service

 9Know the individual consumer and provide 
personalized service that caters to distinct  
needs and demands

 SOTHEBY’S AUCTION HOUSE
The collaboration between the Sotheby's 
International Realty brand and Sotheby's auction 
house leverages our brand's rich history, heritage 
and market perceptions. This is a powerful 
distinguisher in the global markets we serve.

 9 Build lasting relationships outside of the buying 
and selling journey and follow up with best-in-
class service

 9Know the individual consumer and provide 
personalized service that caters to distinct needs 
and demands

 9 Seize opportunities to bring the brand to life  
on a more personal and local level

 9 Emphasize your local expertise and being “in the 
know” about what’s happening in the community

SOTHEBYSREALTY.COM
The Sotheby’s International Realty brand’s 
global website allows for immersive property 
detail pages that have the capability of hosting 
high-resolution photography, high-definition 
videography and 3D and VR tours, and 
comprehensive listing copy, allowing sales 
associates to tell the rich story of each property.

 9 Use technology to provide an immersive real 
estate experience

 9 Ensure a consistent and authentic brand identity 
across all channels

THE OVERVIEW
An introductory document to the Sotheby's 
International Realty brand that can be used  
to summarize the brand’s value proposition.

 9 Seize opportunities to bring the brand to life  
on a more personal and local level

 9 Emphasize your local expertise and being “in the 
know” about what’s happening in the community

VIDEO DISTRIBUTION
High-definition videography from property detail 
page is syndicated to the brand’s media partners. 
Refer to the Property Distribution section within 
the provided link.

 9 Use technology to provide an immersive real 
estate experience

 9 Ensure a consistent and authentic brand identity 
across all channels

TOOLBOX DIRECTORY
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https://access.sir.com/content/sir/en/marketing/SocialMedia/SocialMediaExposure.html
https://access.sir.com/content/sir/en/marketing/AuctionHouse/SothebysAuctionCollaboration.html
http://www.sothebysrealty.com/eng
https://access.sir.com/content/sir/en/marketing/MarketingBrochures.html
https://access.sir.com/content/sir/en/marketing/MarketingBrochures.html


METHODOLOGY
The survey was conducted by The Boston Consulting Group (BCG) among 695 US luxury home  
buyers and sellers ($750K+ home value) in July 2017. In addition, this report includes findings 
from in-person focus groups in Miami and LA with new and established affluent consumers.

To develop a global perspective, BCG interviewed global industry and BCG experts and conducted 
an online focus group with brokers and marketers in the global affiliate network. Additional data 
from public financial filings and press releases, as well as the BCG-Altagamma True-Luxury Global 
Consumer Report published in 2017.

Gulf Sotheby's International Realty 
Property ID: 76E5Y3

Sydney Sotheby's International Realty 
Property ID: QHD5Y3

Sotheby's International Realty - Greenwich Brokerage 
Property ID: PPXBG8

Sotheby's International Realty - Sunset Strip Brokerage 
Property ID: L369Q7

FEATURED PROPERTIES
New Zealand Sotheby's International Realty 
Property ID: 3TDZE5  |  Property ID: NYN46X

Los Cabos Sotheby's International Realty 
Property ID: 9GJ3LK

Cardis Immobilier Sotheby's International Realty 
Property ID: P67Q7K

Today Sotheby's International Realty 
Property ID: RXH64S
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