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The Sotheby’s International Realty® brand’s global media plan
is strategically designed to deliver truly global impact while
promoting properties represented by our worldwide network.
Our plan includes significant, exclusive and first-to-market
partnerships with an elevated focus on video integration,
edrtorial alignment and omni-channel sponsorships in order
to provide relevant content to potential clients in an always-
on, anywhere environment. Brand marketing combined with
property advertising allows the Sotheby's International Realty
brand to present the properties represented by our network
to a broad audience of buyers who value and seek the unique.



The New York Times

Unrivaled Access to a Global Audience

Since 1851, The New York Times has been dedicated
to providing exceptional depth of quality news

and information surrounding the most important
issues on a local, national and global level. Having
won more Pulitzer Prizes than any other paper, the
Times has consistently set the bar among leading
news brands.

Now serving nearly 80 million unique global visitors
per month, NY Times.com has successfully applied
the same expectations and meticulous standards
to the digital world as with print. Our brand

blends exclusivity, dominance and new trail-blazing
technology with a strategic focus on mobile to
reach an ever-expanding global audience.

Distribution: Worldwide v ar
Page views per month: 482,000,000 '
Unique monthly visits: 61,852,000

Average number of pages per visitor: 8

Median household income: $/4,083

Male skew: 47.6%

Female skew: 52.4%

Median age: 49.5



Hero Carousel Dominance

Properties represented by the Sotheby’s
International Realty brand will dominate
with native placement within the editorial
carousel on the new “Find a Home"
landing page.

Exclusive Video Block

The Sotheby's International Realty brand
will be the launch sponsor and exclusively
own the native video module built into

the framework of the new "“Find a Home”

landing page. Only Sotheby's International
Realty property video will be in this
desirable space.
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Ongoing exclusive sponsorship of Real Estate section slide shows provides high-impact branding and lead generation
for the featured properties. Designed to drive an estimated |2 million media impressions worldwide, this 100%

share of voice ad unit incorporates properties for sale at the beginning and end of the slideshow. The highly engaged
slideshow audience completes the entire slideshow 90% of the time. Now optimized for desktop, table and mobile to
reach the consumer who is always-on.

& Living In Silvermine, Conn

B

TR

=




B G mew UL Fator R Seews Opmee Ten lowws mam fom bm SoW fom Pwe Mageew | Mo e Des

Mobile Moments

First-to-market, large-scale mobile unit
(75% of screen), natively integrated into

o Egmdn the news stories of the day will feature
= Sathebys . ,
| = properties represented by the Sotheby's
W L estiee International Realty brand worldwide.
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DealBook Dynamic Crown :

. . ADVERTISEMENT: IMAGINE THE POSSIBILITIES
Large-scale footprint to feature constantly refreshed properties

represented by the Sotheby’s International Realty brand within premium
content. This placement will be targeted to users with an HHI $250k+
across the NYTimes.com site, and to the DealBook Section Front,
which covers the Wall Street ecosphere.




Properties represented by the
Sotheby's International Realty brand
will be natively integrated within
in-stream search results on first-
to-market NYT iOS Real Estate
App. Upon launch, news feed

is the first component on the
app the user sees. This native
placement pulls dynamically from
all the properties represented by
the Sotheby’s International Realty
brand worldwide.

51,450,000
250 East 53rd Streal
1 Bed | 1 Bath | Condo

Yo

Geo Targeted
Feature Property

The Sotheby’s International
Realty brand will be the
launch sponsor of fixed
premium positioning within
domestic and international
property search results.
This native placement pulls
properties represented by
our network dynamically
to promote them within a
consumers executed search.
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The Wall Street Journal

Delivering to the Global Business Elite

The Wall Street Journal is a global news organization

that provides leading news, information, commentary

and analysis. Published by Dow Jones, which has
nearly 2,000 journalists in more than 75 bureaus
around the world, The Wall Street Journal engages
readers across print, digital, mobile, social, and
video. Building on its heritage as the preeminent
source of global business and financial news, the
Journal includes coverage of U.S. and world news,
politics, arts, culture, lifestyle, sports and health. It
holds 36 Pulitzer Prizes for outstanding journalism.

Distribution: Worldwide

Page views per month: 262,000,000
Unique monthly visits: 27,865,000
Average number of pages per visitor: 9.3
Median household income: $160,518
Male skew: 69%

Female skew: 31%

Median age: 51.6




TIEE WALL STREET NRHNAL

.k W A
B I e S L | e
1 LR
Ll
iz A L o
RPN
" pat Ninr | v
5 -. I.'. .e s Sothebys
Featured Property Modules SErcaurmaNSN  EMCloWGMEN | MimaaRROEs
.E'U:Q.. e {0 T ENRELASOS A E ERC-AEEw iy o i“r" -7
The Featured Property module offers e it g
s . :‘\-'IEFEI-HH-.“'H-*-K;‘U |N‘¢-|WC:-3 b & B RE STrELTR i i i i
the Sotheby's International Realty brand e i — S — -

. THEE WAL STREET RENAL
homepage exposure on Europe, Asia - ikl " i el

and China WSJ SiteS. The modu|e Startups Power Tel Avis '\.!'I.t'.:'.d .H.-:lulr “w:lhl b o l.|........1|; = ..'.Jl:'.'--';ﬂ"ﬂl'l-"\-ﬂ
prominently features a photo and brief it e i - e
property description. In 2015, this e e e

o

1 T B O LG O BTERTT - LM S o bt BT

module delivered over 50M impressions
and 50,000 clicks to sircom.

WEMISSEDYOUT [ s iyl



Video Plus is a solution that connects properties
represented by the Sotheby’s International Realty brand
with Journal readers at scale. Video Plus spans WSJDN
and includes dedicated Journal channels across three of the
web's biggest video portals - AOL, Yahoo and MSN.
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This custom video partnership is centered around the
Sotheby’s International Realty brand's key lifestyle pillars.
“The House Guest” identifies bold-faced names in certain
fields -- A top chef, a professional skier or an international
equestrian. They will visit the homes of recent clients that
sync up with their specialty and share some tricks of the
trade with the homeowners. “The House Guest” amplifies
Sotheby’s International Realty's extraordinary properties
and lifestyles through WSJ Custom Studios unique
storytelling capabilities.

This custom program will be a first for the real estate
category and will be delivered through the most successful
and engaging high impact ad units across WS|DN and
Mansion Global, as well as through social.
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 Page One

The WSJ iPad app features dedicated real
estate section, Mansion, on Fridays. The
Sotheby's International Realty brand’'s Mansion
buyout brings Friday ownership across
platforms and surrounds
our brand with all
things real estate.
irx[lf}."uajh"-.r' o WS/J's iPad audience is
SR highly engaged: readers
spend an average of 14
minutes per visit and
read an average of 23
pages each time.
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WSJ Real Estate
Friday Ownership

Friday is Real Estate day for WS —
the anticipated day where new global
real estate coverage appears in print
and online. The Sotheby's International
Realty brand will continue to own
Fridays globally (US, Europe and
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fixed units on WSJ.com real estate ol

section fronts, ensuring Sotheby’s
International Realty remains top-of-
mind every real estate day.
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Tile Unit

The Wall Street Journal has entrusted our brand to
strategically integrate a Sotheby’s International Realty brand
Lifestyle Tile Unit. Featuring 30 different properties within
this highly desired editorial space, our brand will continue
to align with WSJ Real Estate intenders through this
unique ad execution, driving traffic to sircom.

Portrait Unit

The Portrait Unit features multi-media modules that promote
properties represented by the Sotheby's International Realty brand.
The Portrait Unit runs globally as part of our Real Estate buyout
and audience targeted across the WS|DN network.
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MANSION GLOBAL
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Mansion Global's homepage hero carousel showcases the most exceptional properties on the site. The carousel is the
dominate visual when entering the site. The Sotheby's International Realty brand will own 20% share-of-voice of the hero
carousel, double the SOV offered to any other advertiser. Mansion Global requires the most extraordinary properties
to appeal to their global audience and they have hand select our brand to provide the most valuable properties to
showcase. Properties featured in this space receive 43x more unique visits, providing unparalleled exposure.




Lifestyle Search Sponsorship

The Lifestyle Search sponsorship, created exclusively for the
Sotheby’s International Realty brand, is a custom execution
allowing Mansion Global visitors to select one of the Sotheby’s
International Realty brand's lifestyle filters as an advanced search
option, returning relevant results. A fixed, branded Sotheby's
International Realty creative ad serves on all lifestyle-driven

search results.
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FEATLURED LISTINGS

51 WILTON WAY - TILLURIOE SOTHERY S INTLENATIOHAL REALTY VIEW FAOFERTY

Homepage Featured Property

The Featured Properties module on the Mansion Global
homepage allows the Sotheby’s International Realty brand to
showcase exceptional properties represented by our network.
Properties promoted in the featured properties module are
twice more likely to be viewed than listings not promoted in
that position.
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HECENT ANTICLES

Friday Ownership

Friday is “Real Estate” day for much
of the world — the anticipated

day where new global real estate
coverage appears in print and
online. The Sotheby's International
Realty brand will now own Friday’s
on Mansion Global. Mansion
Global is the perfect complement
to our Friday owner ship of the
Wall Street Journal. Mansion
Global delivers an audience that

is /0% international and 309 US.
This is a direct reversal of the 70%
US and 30% international audience
of the WS providing our brand
and the properties represented by
our network truly global impact
on the most important day of the
week for real estate.



Archltectural D ige
The international authorlty in de5|gﬁ A P
and architecture /{*
AD provides exclusive access to the world' 5 |
most beautiful homes and the fascmatlng peo S
who live in them, bringing its audienc '
of information on architecture and
design, art and antiques, travel des n
extraordinary products. Every day Architectural
Digest inspires millions of affluent rez gl
to redesign and refresh their lives tt
a multiplatform presence that include
and digital editions, social media, signatu
events, and its website, ArchDigest.com.

)

Distribution: Worldwide

Page views per month: 20,223,254
Unique monthly visits: 848,053
Average number of pages per visitor: 3.7 1
Median household income: $102,500 ’

Male skew: 49% 1.3
'Female skew: 50%

‘Median age: 50




Cross Platform Ownership
of Real Estate Section

As the marquee partner of the Real
Estate section, the Sotheby's International
Realty brand enjoys 100% share of
voice throughout 2016 across desktop,
tablet and mobile. Always-on branded
content channel positions

...... ASCWTICTIEE]  WSTSRTNG DUBGH  BCALTETATE  ADNM)  GABDMWE = LANDAC AT

the Sotheby’s International ' .

Realty brand in an impactful 2=

way to drive brand e 522 Ant -
awareness and a unique ' architecturaldigestcom  ©

search experience for all
properties represented by
our network. Real Estate
articles will be sponsored
by the Sotheby's International
Realty brand in February,
March, April, June and
September.

REAL CETATE
Tom Clancy's Former
Penthouse in Baltimore
Hits the Market

Divie Ity Howmes Featuring

4 [ndoor Pools Represented By
The Sotheby's Internaticnal
Featty™ Brand

Discover How Control4
' = Homa pasomation Halps
i Thosa with Autism

ARCHITECTURAL DIGEST
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Editorial eNEWSLETTER Sponsorship

150,000 opt-in Architectural Digest readers from around the globe
engage with their weekly e-newsletter to discover and connect with
curated content directly from the AD editorial team. In addition

to impactful branding support, various e-newsletters will be co-
branded and feature specific Sotheby’s International Realty brand
property and content directly integrated into AD editorial.

ARCHITECTURAL DIGEST moeo

St 14, 2003
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Contemporary art adds an unexpected spask 1o & 1930s Houston manison resnagined by decoratos
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Celebrity Homes Video Interstitial

AD editorially curates content featuring celebrity homes
for sale. Celebrity content is one of the most popular
categories on archdigest.com. The Sotheby’s International
Realty brand is the exclusive sponsor of this content

and enjoys 100% share-of-voice via video interstitial
within the slideshow in an oversized space. Seamlessly
integrating featured property videos from our global
network into this highly popular space provides direct
exposure to the AD readership.



Homepage Takeover

The Sotheby’s International Realty brand will dominate the
homepage for archdigest.com 36 times throughout the year
with 100% share of voice to align with our Real Estate Channel
ownership across desktop, tablet and mobile devices. This
brand dominance reinforces our strategic alignment with the
international design authority and drives targeted consumers
to your property on sothebysrealty.com.
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Architecture + Design
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REAL ESTATE

lom Clancy's Former
Penthouse in Baltimore
Hits the Market

AEAL ERTARL
| Dive Into Homes Featuring

¢ - Indoor Pools Represented By
Thi Sotheby's Internaticnal
Rty Brand

Brand Immersed Content and Slideshow

With content more a part of our overall marketing strategy than
ever before, AD offers our brand the opportunity to continue
to organically reach their audience through bespoke content on
archdigest.com. Positioning properties represented from around
the world in an educational and informative format allows our
brand to connect with the AD readership outside of traditional
advertising methods. Native content ideally complements our
overall strategy and partnership with AD. We use the voice of

the brand to deliver curated, expert content to generate leads.
23



Dwell.com

As the leading voice for modern
architecture and interiors, Dwel
affluent, sophisticated and desi
Reaching over 27MM monthl
been a modern design icon fe
As Dwell.com’s exclusive real
Sotheby’s International Realty bran
Dwell.com’s dedicated audience of architects,

the site, highlighting the most coveted Sotheby's 5
International Realty properties for sale, globally. R —

registered designers and home design enthusiasts d _ o

to uniquely showcase the modern properties e .

represented by our network. Dwell.com also offers : ———— L |

high-impact, rich media units running throughout oH | ,‘ i 1 L[ e =g
g 1

Distribution: Worldwide

Page views per month: [1,000,000
Unique monthly visits: 2,000,000
Average number of pages per visitor: 3.8
Median household income: $82,250

Male skew: 54%

Female skew: 46%

Median age: 345




dwell e R

10 Unforgettable Midcentury Homes by Modern Masters

Custom Content Slideshow

Dwell.com will collaborate with Sotheby’s International
Realty brand to create native stories; explorations of
where our brands intersect in design. These curated
modern or contemporary slideshows will highlight
selected properties from our global network and be
featured on Dwell.com's homepage.

Native Content Slider

First-to-market in 2016, Dwell.com's Native Content Slider,
will allow the Sotheby’s International Realty brand to be
featured prominently throughout the site. The Native
Content Slider will display the brand’'s Custom Content
Slideshows while associating relevant Dwell.com content
that integrates modern lifestyle messaging. This dynamic
unit expands and plays Sotheby’s International Realty brand
property video to further engage consumers in a rich brand
experience like no other.

25
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Dwell.com Homes Channel Sponsorship

Exclusively owned by the Sotheby’s International Realty brand,
the Homes Channel will feature only our brand'’s bold and
compelling creative units positioning properties represented by
our network in a impactful way to the modern enthusiast.
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Fixed Search Term Sponsorship

Dwell.com made it incredibly easy for users find whatever
they want. Simply start typing to begin a new search, or take
suggestions and start down a new path of discovery. The
Sotheby’s International Realty brand will own specific search
terms, like “Kitchen.” The results would include brand stories,
user-generated content, user created collaborations, design
professionals and more with a laser focus on integrating our
brand and properties represented by our network and the
Dwell.com consumer.



Social Connect

Leveraging the almost 750K+ social community that Dwell.
com engages with daily, the Sotheby’s International Realty brand
will receive promotions on Dwell.com’s Facebook and Twitter
pages to further increase the reach of our Custom Content
Slideshows and expose these properties to this important
segment of the Dwell.co audience.
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Pinterest Collaboration

Recently named among the Top 10 in growth for Pinterest
boards, Dwell.com leverages its 16/k+ Pinterest followers to
further drive Sotheby's International Realty brand awareness and
ownership in the modern space. Dwell.com’s digital editor curates
a board comprised of Dwell.com visuals, integrated exclusively
with properties represented by the Sotheby’s International Realty
brand.

27
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Bloomberg
Reaching the right audience

As today’s business leaders turn to the Sotheby's
International Realty brand as the voice of luxury
real estate, they also turn to Bloomberg for
unparalleled global business news mixed with
cultural pursuits to enrich their professional and
personal lives. Bloomberg's readership connects
our brand with high-net-worth individuals with 40%
of their audience coming from outside the United
States. Bloomberg Media covers the business world
like no other, with more than 2,400 multimedia
professionals in 72 countries — the largest reporting
network in the world — providing unrivaled
business news coverage and deep engagement.

Distribution: Worldwide

Page views per month: 523,000,000
Unique monthly visits: 83,100,000
Average number of pages per visitor: (3.3
Median household income: $I155,157
Average household income: $271,528
Male skew: 70%

Female skew: 30%

Median age: 43




Dedicated Pursuits Sponsorship

Bloomberg Pursuits brings a level of intelligence, depth and wit

to luxury that is unmatched. Bloomberg's special brand of luxury
lifestyle editorial delivers the same authority and credibility readers
expect from Bloomberg reporting, but is also amusing, entertaining
and seriously fun. Across categories and spanning the globe,
Bloomberg Pursuits explores what's worth wearing, drinking, eating,
driving, visiting, living in and more. With a precise focus on lifestyle,
this sponsorship allows our brand to uniquely connect with business
minded consumers who see real estate as an investment class. - ""'._.‘;,_.H
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Live TV & Video-on-Demand Pre-Roll

Bloomberg offers unparalleled access to an ideal audience whether
they are watching live network TV or selecting from thousands

of videos within the vast Bloomberg library. Select Sotheby’s
International Realty brand properties represented by our global
network with exceptional video will be served directly to the
Bloomberg audience via Bloomberg Video.
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Emotions
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Elle

Where st
interiors de
the guide to
great design

Distributia
Page views
Unique ma
Average n
Median house
Male skew: |
Female skew: ¢

Median age: 52
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Cross Platform Hero Unit

For the first time ever, Hearst Digital Media has ;?ﬁmwmm
dedicated the “hot spot” of their sites — where
readers’ eyes spend the most time — into a
full-scale Hero Unit. Incorporating properties
represented by the Sotheby’s International Realty
brand, video and lifestyle content, this unit will
run across Heart Design Group sites as well as

Harper's Bazaar
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Property Gallery Destination

A deeply customized Property Galleries Destination features
properties represented by the Sotheby’s International Realty brand,
alongside the editors’ favorite, most inspirational content curated to
align with design themes from the brand on Elle Décor.
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Sotheby’s

Custom Property Gallery

Elle Décor editors bring property content represented by the
Sotheby’s International Realty brand to life via a series of stunning
Custom Galleries designed for large-scale rich imagery.



Celebrity Content, International,
Cross Platform Targeting

For the first time ever, Hearst created a Celebrity Content
Targeting series for the Sotheby's International Realty brand

that will target the brand'’s creative to the most popular and
engaging dream-worthy pieces of celebrity homes as well as the
Celebrity channel. Exclusively for the Sotheby’s International Realty
brand, Hearst zeros in on its deeply influential and sophisticated
global audience through International Targeting that guarantees
real estate intenders around the world engage with the brand'’s
message and content in a meaningful way. Readers engage with
the Sotheby’s International Realty brand creative across all devices
through Cross-Platform Content Targeting distributed through
mobile, desktop and tablet.
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Homepage Sponsorship

The Sotheby’s International Realty brand will have exclusive
ownership of the most influential touch points across Hearst
Luxury & Design Group properties through Homepage
Sponsorships throughout the year.
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Financial Times

The International Business A

The deﬂm for busines

web, FT.com provides the global
with trusted news, ampata, a

result, it attracts an exceptionally high- vaI eau

With over 6 million registered users, Fi |alﬁ j : i
reaches the world's most influential budget—h |de .

opinion-formers and purchase decision-makers.
R ik-’l"

Distribution: Worldwide Iﬂ >
Page views per month: 82, I '

Unique monthly visits: 13,437,574 ’
Averagm of pages per visitor: 2.
Median _ Id income: $251,706 ;ﬁ

Male skew: lE=.

Female skew: [9%

Median age: 50



FT Property Listings
The new FT Property Listings is a showcase of the world's finest

properties, including many one-of-a-kind, award-winning homes.

Brand campaigns featuring properties represented by the
Sotheby's International Realty brand network will appears in the
super leaderboard section as well as on property details pages.

Sotheby's

Sothebys

Der fliegende Hollinder,
Royal Opera House, London

Raminving his. node in a

Mobile and Tablet Brand Takeover

The FT has set the pace among global media organizations

for tablet editions, winning a prestigious Apple Design Award
amongst others for their iPad app and huge acclaims for it's
mobile apps. Full and half page takeovers featuring properties
represented by our network within our brand campaign deliver
deep engagement for the Sotheby’s International Realty brand in
front of a highly affluent user.
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Distribution: Worldwide i 0T o | H ﬁi JE+T: iis;ﬂ -
- Page views per month: 12400000 & e il 8 Al S '
1 o L S | —————
Unique monthly visits: 3,800,000 ' " d
Average number of pages per visitor: 3.3 ——gs 4 B
Median household income: $200,000 S
Male skew: 60% S

Female skew: 40%

Median age: 39
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Search Widget

The widget provides a media space short cut to
a larger application that facilitates the Sotheby’s

International Realty brand property search tool, videos O Sothebys
and property listings Readers attention on Sotheby’s BEmrAAnEEAEERE 0

International Realty properties are highly engaged
at the sophisticated
editorial content at
SCMP Business page,

&  South China Morming Post

LTS !
Nanzao International China Soluthorn Airlines says e | Swire's trainer of top suecutives
N hi exncutive vice president Fed and BOE have | has eon thers and done that

page and Nanzaochinan 1omeved aves bibory proba lost their way on -
wealth management venmy REEE e forward guidance and
and property pages on are flying biges :
full year basis. e — T e o

= e _ Hang Komg's worshp of

| property imvestmant hes craated
@ oo f encess

| - v pei - ke W
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£ - Mobile Banner
M iR |
} - - ; The home page banner on SCMP
SIS AT mobile device captivates immediate
stopping power from audience
) ) at the first glance.

Vi . " Sotheby’s International
@ om— |\ Realty branding image
is enhanced to high
reach of targeted

| audience.

| wenoa 3 LTE 605 B 9%

South China Morning Post

HONG KONG

PG A AR M T | A —_—

Michelle Obama comes face-
to-face with Terracotta
Warriors

Ef: xTIIHEENE (IERE) ER: (EEME) -WEE (HEE

e del bl e Bl lp ] LA 20 iy
LI =

[F.t-:' Cc properly @

T
£ ATNE 5 *E

Travel and News Banner Ads

Sotheby’s International Realty brand banners will run as a
standalone position in the news headline and travel content
across Nanzao.com and Nanzaochinan.com.
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WeChat and Weibo

WeChat and Weibo of SCMP
Chinese sites, Nanzao and
Nanzaochinan, compliment
content marketing of property
selling in news feed mode.
These social media platforms
facilitate content distribution
to 1,700,000 followers of
SCMP in the China market and
will feature select properties
represented by the Sotheby’s
International Realty network.
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company, and the large
worldwide. It has prodt
renowned desktop and rr
Macintosh Computer, iP
as well as produced ubiquit
including iTunes, the App Sto
mobile operating system. Its de
over | billing unique individuals a
of the most well-regarded brand

n,
LC

The Sotheby’s International Realty brand's

partnership with Apple extends across their
mobile space, targeting real estate ir '
thousands of apps and millions of



iAd Display Network

News on iOS will bring content from the world's

top publishers to a massive audience in a rich —
and immersive experience for iPhone and iPad.

An ideal context for marketers, News will reach

people while they're exploring the topics they're MyNews | MostPopular  Word  Business  USEconemy | Chine
passionate about.

Wal-Mart shares fall on

News, built right into iOS 9, delivers news

. . " fit i
and magazine stories to millions of users. The Ao
exclusive targeting capabilities let you refine your -
audience according to demographics, topics of
) o —~ Mothor of condemaed
Interest, or even your existing customer segments. Saud sooks US id

The platform enables the Sotheby's
International Realty brand to captivate
readers with dramatic full page ads, high-
definition video, and a range of ad formats
that are enhanced by native technology to
amplify the messages.

In the US, Sotheby’s International Realty
is one of four charter partners in the
Gaenme Monbeol: For mons wonder

Business channel. Inthe UK and Australia, rovwikd the world
we are one of the first partners in Apple
News, and we are also the first advertiser
to be global in Apple News.
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The Sotheby's International Realty brand
marketing strategy Is founded on the concept
of reaching the right buyer for your home. Our
plan Is a responsive and effective machine that
dynamically targets and tests new audiences

to successfully connect your home with the
right client throughout the entire world.
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