
Welcome
Welcome to Sotheby’s International Realty Canada. 
I am pleased you have us in consideration for the 
marketing of your home. My goal is to present your 
property to a broad audience of potential buyers 
who value and seek the exceptional.

At Sotheby’s International Realty Canada, we are 
proud to offer marketing initiatives that include 
innovative, impactful and, in some cases, exclusive 
opportunities. So much so, that on the following 
pages you will find we are rather transparent in our 
services. There is no sales secret; we offer decades 
of experience, a solid reputation and incomparable 
market-specific knowledge.

Pair this with an international customer database 
and a sense of stability from one of the world’s most 
notable brand names, and we think of it as a formula 
for success benefitting both our customers and our 
company.

Whether your home serves as a primary residence 
or as a seasonal vacation retreat, we believe in taking 
an individualized approach, providing advisory 
services to our customers in every part of the globe 
and at most price points.

As you carefully study the value in our partnership 
as outlined in this presentation, I hope you can only 
IMAGINE the extraordinary possibilities. 



THE DISTINGUISHED  
DIFFERENCE
B O R N  F R O M  T R A D I T I O N .  B U I L T  F O R  I N N O V A T I O N .
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The Brand 
Heritage – 
Auction House
Since the founding of Sotheby’s Auction House 
in 1744, the Sotheby’s name has earned renown 
as a marketer of the world’s most valuable and 
prestigious possessions. 

As the first international auction house and the 
oldest company listed on the New York Stock 
Exchange, Sotheby’s now has 90 locations in 40 
countries and 9 salerooms around the world. With 
private sales galleries in New York, Hong Kong and 
London, Sotheby’s conducts some 250 auctions a 
year in more than 70 categories. This reputation is 
built as much upon exceptional service to clients as 
it is on the notable art, antiques, jewelry and other 
holdings that pass through Sotheby’s offices around 
the world. 

O F  F O R B E S  1 0 0  W O R L D ’ S 
R I C H E S T  P E O P L E71
O F  F O R B E S  4 0 0 
R I C H E S T  A M E R I C A N S253
O F  F O R B E S  1 0 0 
R I C H E S T  A M E R I C A N S78
O F  F O R B E S  T O P 
5 0 0  C E O S86
O F  F O R B E S  5 0 
U N D E R  4 0  L I S T12
O F  W O R T H  M A G A Z I N E ’ S 
B E N E F A C T O R  1 0 0  L I S T60

O U R  A S S O C I A T I O N  W I T H  T H E 
S O T H E B Y ’ S  B R A N D  I S  T R U L Y 
W H A T  S E T S  U S  A P A R T  B E C A U S E 
I T  I S  M O R E  T H A N  J U S T  A N 
A U C T I O N  H O U S E .  I T ’ S  T H E 
U L T I M A T E  D E S T I N A T I O N  W H E R E 
C O L L E C T O R S  G A T H E R  T O 
I N D U L G E  T H E I R  D E S I R E S  A N D 
S H A R E  T H E I R  K N O W L E D G E . 
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An Extraordinary 
Collaboration
The year is 1976. Sotheby’s recognizes that the firm 
can serve its auction customer in a valuable new 
way with a complete package of estate disposition 
services.  Founded on the same commitment to 
exceptional service that characterized the firm’s 
dealings for more than two centuries, the Sotheby’s 
International Realty brand is born, and today is known 
around the world for artfully uniting extraordinary 
homes with extraordinary lives.

About Sotheby’s International Realty Canada
We are a proudly Canadian national boutique 
brokerage, with real estate offices across Canada. 
We are proud to serve you with an experienced team 
of real estate, marketing and financial professionals 
committed to providing you with superior service, 
expertise and the highest ethical standards in the 
industry. 

Quite simply, Sotheby’s International Realty Canada 
presents an unparalleled opportunity to showcase 
exceptional real estate to the most qualified local, 
national and international audience.

Leadership
Our executive leadership team brings decades of 
industry experience and success to the team. Our 
team of management brokers are some of the best 
in the industry and fully support our company, sales 
associates and real estate services. 

Vision
To unleash the power of the Sotheby’s International 
Realty brand to bring the best marketing, and sales 
outcomes to you - our client. 

Y E A R  O F  E S T A B L I S H M E N T2005

B O U T I Q U E  O F F I C E S30+

L O C A L  E X P E R T S400+
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Network 
Strength – 
Global Presence
Sotheby’s International Realty® Affiliates LLC is a 
subsidiary of Realogy Holdings Corp. (NYSE: RLGY), 
a global provider of real estate services. In February 
2004, Realogy entered into a long-term strategic 
alliance with Sotheby’s, the operator of the auction 
house.  

Today, the Sotheby’s International Realty luxury real 
estate network continues to expand worldwide, with 
offices in luxury markets, metropolitan areas and 
destination communities around the world.

Referrals
Helping you to navigate the world of real estate is 
what truly helps set us apart. Another differentiator 
is our ability to connect buyers and sellers 
globally. Our referral system boasts hundreds of 
“connections” per month coming from two channels 
– realty and auction. With a dedicated liaison 
stationed at the Sotheby’s Auction House and the 
realty corporate headquarters, we are able to help 
unite thousands of buyers with the properties our 
network represents. 

Local Expertise
We are Canada’s largest most prestigious real 
estate brokerage, with multiple offices in Canada’s 
major cities of Toronto, Montreal, Vancouver and 
Calgary. We also are located in other popular 
locations such as Victoria, Salt Spring Island, 
Whistler, Lion’s Bay, North Vancouver, West 
Vancouver, Kelowna, Sun Peaks, Canmore, Oakville, 
Niagara-On-The- Lake, Ottawa, Muskoka, Creemore, 
Caledon, Mont-Tremblant, Knowlton, West Island 
Montreal, and Quebec City.

20,000+
A S S O C I A T E S

850+
O F F I C E S

63+
C O U N T R I E S



O U R  P A R T N E R S  A R E  H A N D - P I C K E D 
T O  D R I V E  I N C R E M E N T A L  B R A N D 
A W A R E N E S S  A N D  I N T E L L I G E N T L Y 
S H O W C A S E  O U R  L I S T I N G S  T O  A 
B R O A D  A U D I E N C E  O F  C O N S U M E R S
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World Class 
Partnerships: 
Global Media
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 to 
market your home includes significant, exclusive 
and first-to-market partnerships with an elevated 
focus on video integration, editorial 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.



$7,530,000* 

Victoria, BC

$8,400,000* 

Calgary, AB

$3,995,000 

Oakville, ON

$25,500,000* 

Laval, QC

$19,500,000 

Toronto, ON

$20,000,000 

West Vancouver, BC
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Significant Sales
Truly special properties are different at every 
level, and they require real estate services that are 
as well. We take great pride in presenting to the 
world, unique places and their stories, using our 
innovative marketing tools, our global network and 
our relationships with discerning buyers to perfectly 
match time-honoured properties with those who will 
give them new life. Over the years, we have developed 
innovative marketing tools and contacts with some of 
the most qualified buyers in the world.

Notable 2016 Sales

175 Île Gagon, Laval, QC� $25,500,000* 

5363 Kew Cliff Rd., West Vancouver, BC� $20,000,000 

194 Roxborough Dr., Toronto, ON� $19,500,000 

3410 Marpole St., Vancouver, BC� $15,500,000 

11 High Point Rd., Toronto, ON� $12,800,000 

757 Av. Lexington, Westmount, QC� $9,500,000 

1110 - 135 26 Ave. Sw, Calgary, AB� $8,400,000 

12 Wilket Rd., Toronto, ON� $7,950,000 

2938 Mathers Ave., West Vancouver, BC� $7,700,000 

1069 Beach Dr., Victoria, BC� $7,530,000* 

485 Concession 5 Rd., Niagara-on-the-Lake, ON� $7,400,000 

2560 Queenswood Dr., Victoria, BC� $7,350,000* 

4600 Bellevue Dr., Vancouver, BC� $7,246,000 

2609 Folkestone Way, West Vancouver, BC� $7,080,000 

61 Aberdeen, Westmount, QC� $6,995,000 

2955 Rosebery Ave., West Vancouver, BC� $6,780,000 

2468 Ottawa Ave., West Vancouver, BC� $6,300,000 

2325 Ch. du Bord-du-Lac, L’île-Bizard,QC� $5,950,000* 

61 Aberdeen, Westmount, QC� $5,780,000 

54A Heathcote Ave., Toronto, ON� $5,638,000 

3555 Beach Dr., Victoria, BC� $5,500,000 

1191 West 29th Ave., Vancouver, BC� $5,500,000 

1110 - 135 26 Ave. SW, Calgary, AB� $5,145,000 

1256 Alderside, Port Moody, BC� $5,100,000

* Record Setting Sale 



BEYOND THE 
EXTRAORDINARY
D I G I T A L  M A R K E T I N G
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SIR.com
At the center of the experience, sothebysrealty.com 
attracts more consumers to search, view and 
inquire than any other luxury real estate website. 
In addition to capturing over one million unique 
visitors per month, sothebysrealty.com leads the 
industry in web traffic among its closest competitors. 
As a trusted source for property and lifestyle 
searches, sothebysrealty.com features best-in-class 
videography and photography that showcase listings 
like no other brokerage in the world.

Lifestyle Focused
At the foundation of the Sotheby’s International 
Realty brand is our focus on lifestyle. With a more 
visual search experience, consumers are able to 
explore varied lifestyles and associated properties 
from Farm & Ranch, to Waterfront, Ski, Historic, Golf 
and many more.

Globaly Accessible
In today’s global marketplace, we are creating an 
online environment for the international homebuyer 
that is more accessible and more engaging so 
they are more inclined to take action and inquire. 
Our globally recognized website has the unique 
advantage of being translated in more than 16 
different languages. In addition, property list prices 
can be displayed in over 50 currencies that are 
updated three times per day. 

V I S I T S  A N N U A L L Y14M+

P A G E  V I E W S  A N N U A L L Y75M+

P R O P E R T Y  D E T A I L 
P A G E S  A N N U A L L Y30M+

V I S I T S  F R O M  O U T S I D E 
T H E  U . S .  A N N U A L L Y45%

O U R  U N I Q U E ,  G L O B A L  F E A T U R E S 
A N D  F U N C T I O N S  A R E  L I K E  N O 
O T H E R  R E A L  E S T A T E  W E B S I T E  I N 
T H E  W O R L D .

sothebysrealty.com engelvoelkers.com luxuryrealestate.com luxuryportfolio.com christiesrealestate.com knightfrank.com

0

500,000

1,000,000

1,500,000

2,000,000

SEPT 16AUG 16JUL 16JUN 16MAY 16APR 16MAR 16FEB 16JAN 16DEC 15NOV 15OCT 15

Source: SimliarWeb.com

A V E R A G E  M O N T H L Y  W E B S I T E  V I S I T S

http://sothebysrealty.com
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sothebysrealty.ca
At Sotheby’s International Realty Canada, our claim 
of exposure is supported by substance. We market 
Canadian homes in every neighbourhood and price 
range to over 4.1 million visits on sothebysrealty.ca 
annually. Featuring a state-of-the-art location based 
and predictive search system, homes in every price 
range and category have never been easier to find by 
neighbourhood, city, region or lifestyle. 

Your property listing will be distributed from 
sothebysrealty.ca to a number of select highly 
trafficked real estate, business and lifestyle branded 
websites with online views in excess of 15 million each 
month. With most buyers starting their real estate 
search online, the plan to market homes must include 
proper internet exposure. 

Sotheby’s International Realty Canada also offers 
an entire range of online services that go behind 
the scenes to help launch a successful marketing 
campaign and to complement all other online and 
offline exposure with sales activities. 

sothebysrealty.ca Mobile
Sotheby’s International Realty Canada also features 
a robust mobile platform which allows visitors to 
seamlessly browse listings while on the go. Features 
include a geotargeted home page that directs 
viewers to listings in their area, app-like property 
search and a responsive design which adjusts to the 
size of your mobile phone or tablet to ensure that 
listings display properly. 

V I S I T S  A N N U A L L Y4.2M
P A G E  V I E W S  
A N N U A L L Y17.4M
V I S I T S  F R O M  
C A N A D A  A N N U A L L Y85%
S A L E S  &  M A R K E T I N G 
C L I E N T  D A S H B O A R DVIP
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Online Listing 
Distribution  
With nearly 100% of all property buyers starting 
their search online, it is imperative that your 
property shows up in search engine results, and 
is presented in the most informative, compelling 
manner possible. To that end, your property will 
receive exceptional exposure to select highly 
trafficked websites such as: nytimes.com, wsj.com, 
juwai.com and many more.

In order to increase exposure for your home and 
ultimately uncover the right buyer, we partner with 
and distribute properties to the most significant 
media companies and real estate-focused websites 
in the world. To measure the results, we provide 
a property view report including view and inquiry 
statistics for partner sites our properties are 
distributed to.

  Video     Virtual Reality

S O T H E B Y ’ S  I N T E R N A T I O N A L 
R E A L T Y  P R O P E R T I E S  A R E  V I E W E D 
A N  A S T O U N D I N G  1 9 0  M I L L I O N 
T I M E S  A C R O S S  A L L  O F  O U R 
P A R T N E R  S I T E S  A N N U A L L Y .
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One Network, 
Limitless 
Exposure
Cascading Website Platform 
Your property will also be found on our network of 
interconnected, locally focused and globally aware 
Sotheby’s International Realty network members’ 
websites internationally. Each site tells the Sotheby’s 
International Realty story through the eyes of the 
local real estate professional, combining local 
expertise with global reach. 

Sothebys.com
Properties represented by our network may also be 
featured on the Auction House’s website,  
sothebys.com. Our popular Extraordinary Properties 
blog features some of the most highly read content 
available throughout the site. Banner ads are 
also used to promote properties and are included 
on high-profile sales pages and emails directed 
toward the Auction House’s prestigious clientele. 
All properties advertised in Sotheby’s Preferred 
magazine are reprised within the Sotheby’s 
International Realty Property Showcase on  
sothebys.com, extending the reach of the magazine 
into the digital space.

L E V E R A G I N G  T H E  P O W E R  O F 
O U R  N E T W O R K  M E M B E R S  T O 
A T T R A C T  C O N S U M E R S  O N  O V E R 
1 3 5  L O C A L L Y  F O C U S E D  W E B S I T E S 
R E C E I V I N G  O V E R  8  M I L L I O N 
V I S I T O R S  P E R  Y E A R .
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Immersive 
Experiences
Our websites attract more consumers to search, 
view and query than any other luxury real estate 
website. Millions of viewers immerse themselves in 
our collection of vibrant quality-controlled property 
photographs, video and 3D Walk Throughs.

Professional Photography
When you list your home with Sotheby’s 
International Realty Canada, you will receive the 
most discerning marketing, exceptional client 
service and excellent photography. With nearly 
100% of buyers pre-scouting your property online, 
it is imperative that the images we use are of the 
utmost quality, both on our network of websites and 
in our property brochures.

Video
Nearly 6 million videos have been played within our 
ad units from more than 121 different countries. Our 
content has a concentrated focus on lifestyles and 
distinctive amenities.

Virtual Reality / 3D Walk Through
Distance can present a challenge when looking 
to buy a home and virtual reality has provided a 
provocative solution. This technology is allowing 
buyers to purchase homes without having to 
physically travel to view them, which is especially 
relevant to the global clientele we serve. Matterport 
is supported by both sothebysrealty.ca and 
sothebysrealty.com, and is a terrific addition or 
complementary piece to photos and video. We’ll 
work with you to find a recommended service 
provider in your area.
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Technology
At Sotheby’s International Realty Canada, our goal 
is to provide your home with relevant points of 
exposure designed to connect you with potential 
buyers. 

SIR Mobile
Our mobile app is the only luxury real estate mobile 
app that works anywhere and searches globally in 
more than 63 countries. Those who seek the unique 
when on the road can search using SIR Mobile on 
iPhone or Android and connect with our global real 
estate experts around the world. Consumers can 
locate your home and learn about the local lifestyle 
amenities with our points-of-interest toolbar, 
showcasing nearby restaurants, golf courses, resorts 
and more.

Apple TV
The Sotheby’s International Realty Apple TV app 
allows the process of finding a home to become 
a collective, interactive experience. The only real 
estate app on Apple TV with expertly curated 
high-resolution photography and high-definition 
videography, the app ensures an impeccable 
visual experience while exploring the world’s most 
extraordinary properties.

eGallery The Sotheby’s International Realty® 
eGallery is a real time, dynamic property slide show 
designed to provide worldwide reach to a property. It 
is displayed on flat screens in most of the  Sotheby’s 
International Realty® and Sotheby’s auction house 
locations around the world. 



facebook.com/sothebysrealty

@sothebysrealty

google.com/+sothebysrealty

youtube.com/sothebysrealty

pinterest.com/sothebysrealty

linkedin.com/company/sothebys-international-realty

sirluxuryrealestate.com

instagram.com/sothebysrealty

facebook.com/sothebysrealtycanada and facebook.com/sothebysinternationalrealtyquebec

@SothebysRltyCan

google.com/+SothebysrealtyCan

pinterest.com/sothebysrltycan

linkedin.com/company/sotheby’s-international-realty-canada

instagram.com/sothebysrealtycanada
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Social Media
Social Media 
Social media is designed to be an addition to the 
brand’s overall online marketing strategy to drive 
more consumers to the SIR.com website and 
provide more opportunities for you, our customer. 
These Social Media sites also serve as a resource to 
you.

YouTube
With over 50,000 viewers, our Sotheby’s 
International Realty® YouTube channel is about 
offering the consumer something different that 
transcends the clutter and guides them in their 
search for the extraordinary. The Sotheby’s 
International Realty® YouTube channel strives to be 
the industry-leading video experience and highlights 
the highest quality videos from locations worldwide. 
Our YouTube channel features an alluring custom 
widescreen presentation, four video categories and 
multiple points of interest and has already proven 
itself to be an indelible resource. 

W E  U S E  S O C I A L  M E D I A  T O 
C O N N E C T  Y O U R  H O M E  T O 
O U R  V A S T  C O M M U N I T Y  O F 
R E A L  E S T A T E  I N T E N D E R S  A N D 
I N F L U E N C E R S  F R O M  A C R O S S  
T H E  G L O B E



DISTINCTIVE 
MARKETING
C U S T O M - T A I L O R E D  F O R  E A C H  U N I Q U E  H O M E



exquisite english manor

A scenic and winding driveway welcomes you to this private world. This upscale English Country 

Manor House is a tranquil oasis set on 53 acres on Vancouver’s Sunshine Coast. Built over a 6 

year period and completing in 2005 this Stuart Howard designed home was built to model a 

late 18th Century Manor. All of the materials used give this over 21,000 sq.ft Manor House its 

stately appearance from the granite exterior and slate tile roof to the marble floors throughout 

and grand formal entrance with twin curved staircases. Some features: 12 bedrooms each with 

its own en suite bathroom, 22 seat formal dining room, butler’s pantry connecting to kitchen 

with two sets of high end stainless steel appliances, billiards room, lounge, exercise room, 

swimming pool, hot tub, steam room, wine cellar, library, chapel, theatre room, geothermal 

heating and a self contained caretaker suite. The grounds are impeccable - 1 acre pond, rose 

gardens and perennial gardens with fountain, bowling lawns and gorgeous open fields with 

trails. All of this enjoys idyllic west coast views of Howe Sound - Gambier, Keats and Bowen 

Island. This is a truly unique and irreplaceable offering. 

EXQUISITE ENGLISH MANOR

1393 Port Mellon Highway, Gibsons, British Columbia

DON ST. GERMAIN
c 250.744.7136 
f 250.380.3939 
dstgermain@sothebysrealty.ca 
victoriadreamhomes.com

PRESTIGIOUS OAK BAY OCEANFRONT MANOR
1069 Beach Drive, Oak Bay BC | $8,999,000 | MLS 342113 | 1069beach.com

It is a privilege and an honour to present this exclusive Oak Bay waterfront estate. Over 2.92 acres of waterfront beautifully 
adorned with stunning gardens, created by the family who founded Victoria’s own Butchart Gardens. This magnificent 9,000+ 
sq. ft. stone manor offers spectacular ocean views throughout the principal rooms and master suite. With timeless stone walls 
and elegant gates, you can be assured the utmost privacy. Walk over 277 ft. of waterfront with breathtaking views of San Juan 
Island and Mt. Baker. In this sought after Beach Drive neighbourhood, you will fall in love with this prestigious 1912 home, 
which is nestled only steps away from the Victoria Golf Course.

E&O.E: This information is from sources which we deem reliable, but must be verified by prospective Purchasers and may be subject to change or 
withdrawal. Canadian Owned and Operated. 

sothebysrealty.ca

ANNOUNCING
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Announcing  
Your Home
Typically, the greatest interest in a property happens 
within the first weeks that it’s on the market. We 
begin with:

Signs
First impressions are critical and less is always more 
with our brand’s signage. Upon listing, your property 
will have the distinctive Sotheby’s International 
Realty Canada signage installed. 

Property Brochures
We understand the unique value of your home and 
will develop a marketing plan that will provide the 
attention and exposure it deserves. One of our first 
initiatives will be to create a compelling professional 
marketing brochure printed on premium paper. By 
combining professional photography and attention 
getting narrative details, your home’s brochure will 
act as an essential tool in attracting qualified buyers.

Your home’s marketing brochure may also be 
submitted to our exclusive Global Distribution 
Program, where copies are distributed to hundreds 
of offices within our real estate network as well as 
Sotheby’s Auction House locations globally. No 
other real estate company has the ability to provide 
this level of exposure.

Direct Print and Email Marketing
To effectively capitalize on this attention, we will 
create a customized direct mail campaign to bolster 
interest in targeted key areas within your local 
neighborhood and surrounding area. By employing 
a consistent, unique and customized direct mail 
campaign, we will be able to skillfully market your 
home to make the impact it deserves.
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Spring Fashion / Dennis Lehane/ The Fabulous Life of Nick Varano

YOUR 
KITCHEN: 

Renovate or cut bait?

BOSTON 
RENTALS: 

Ready to go high-end?

LUXURY 
CONDOS: 

A slice of the city, now in the ’burbs
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FOR SUBSCRIPTION INFORMATION, CALL:

0800 895 965
or e-mail us at inytsubs@nytimes.com

NEWSSTAND PRICES
Great Britain £ 2.00

Ireland ¤ 3.20
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CURRENCIES STOCK INDEXES

OIL

NEW YORK, THURSDAY 12:30PM THURSDAY

NEW YORK, THURSDAY 12:30PM

PREVIOUS

s Euro €1= $1.1260 $1.1190
s Pound £1= $1.5260 $1.5240
s Yen $1= ¥119.450 ¥120.280
s S. Franc $1= SF0.9720 SF0.9800

t The Dow 12:30pm 16,058.72 –1.36%
t FTSE 100 close 5,961.49 –1.17%
t Nikkei 225 close 17,571.83 –2.76%

t Light sweet crude $44.64 –$0.90

INSIDE TODAY’S PAPER

Migration crisis strains Balkan ties
Serbia said on Thursday that the police
had begun to enforce a ban on Croatian
goods and cargo vehicles entering the
country, prompting a very stern
rebuke. WORLDNEWS, 3

ONLINE AT INYT.COM

Fiorina campaign’s attack backfires
Carly Fiorina’s camp responded to
criticism by a Yale dean with a personal
attack, but the accusation did not hold
up to scrutiny. BUSINESS, 18

Analyst again raises flags about Iraq
Gregory Hooker is at the center of an
insurrection of United States Central
Command intelligence analysts over
whether the picture of the American
bombing campaign against ISIS is
overly optimistic. WORLDNEWS, 7

Let refugees fly to Europe
European leaders should provide an
alternative, legalmeans for asylum
seekers to travel to Europe through
‘‘humanitarian visas,’’ writes
Alexander Betts. OPINION, 8

Sitting is bad for children, too
A study found that after prolonged
inactivity, children develop changes in
their blood flow that, in grown-ups,
would signal the start of cardiovascular
problems. well.blogs.nytimes.com

Nonfiction publisher dies at 83
Jeremy P. Tarcher founded the
publishing house that bears his name,
which specialized in health, psychology
and spirituality. nytimes.com/media

Polls show Trump holding steady
Despite a debate performance last
week that some analysts described as
lackluster, Donald J. Trump is holding
on to his lead in the field of Republican
presidential candidates, according to
two new polls. nytimes.com/politics

Drama in baseball’s statistics races
Those seeking down-to-the-wire
September baseball races can find
them not in the team standings, but
in the individual statistical tables.
nytimes.com/baseball

Ful l currency rates Page 19

Pope issues call to actionOver 700
die in hajj
stampede
nearMecca

In purges,
Xi went from
schoolboy
to survivor
BEIJING

BY CHRIS BUCKLEY
ANDDIDI KIRSTEN TATLOW

When the pandemonium of the Cultural
Revolution erupted, he was a slight,
softly spoken 13-year-oldwho lovedclas-
sical Chinese poetry. Two years later,
adrift in a city torn apart bywarringRed
Guards, Xi Jinping had hardened into a
combative street survivor.
His father, a senior Communist Party

official who had been purged a few years
earlier, was seized and repeatedly
beaten. Student militants ransacked his
family’s home, forcing them to flee, and
one of his sisters died in the mayhem.
Paraded before a crowd as an enemy of
the revolution and denounced by his own
mother, the futurepresidentofChinawas
on the edge of being thrown into a prison
for delinquent children of the party elite.
Visiting the United States this week,

Mr. Xi, 62, has sought to present himself
as a polished statesman, at ease hobnob-
bing with American capitalists in Seattle
or attending a state dinner at the White
House in his honor, set for Friday. Yet his
first immersion in politics came on the
streets of the Chinese capital during the
most tumultuous era of Communist rule,
whenMaoZedongexhortedstudents ‘‘to
bombard the headquarters’’ of order.
‘‘I always had a stubborn streak and

wouldn’t put up with being bullied,’’ Mr.
Xi recalled in an interview in 2000, one
of the few times he has spoken about his
experience as a teenager in Beijing. ‘‘I
riled the radicals, and they blamed me
for everything that went wrong.’’
Mr. Xi has often discussed the seven

years he spent exiled to a rural village
during the latter part of the Cultural

BEIRUT, LEBANON

BY BENHUBBARD
ANDMONA BOSHNAQ

In the deadliest tragedy to befall the an-
nual pilgrimage to Mecca in decades,
more than 700 people were killed on
Thursday in a stampede near Islam’s
holiest site on one of the holiest days of
the Muslim calendar, raising anew
questions about the Saudi authorities’
management of one of the world’s
largest regular humanmigrations.
The deaths occurred around 9 a.m. on

the first day of Eid al-Adha, at an inter-
section in Mina, about six miles east of
Mecca, as millions of Muslims descend-
ed on the city for the pilgrimage, or hajj.
The crush appeared to be the deadli-

est accident during the hajj since 1990,
when 1,426 pilgrims died in a stampede
in a tunnel linking Mecca and Mina. It
also occurred less than two weeks after
a large construction crane toppled and
crashed into the Grand Mosque in
Mecca, killing at least 111 people and in-
juring 394 others.
Thursday’s stampede, which also in-

jured at least 863 people, is likely to in-
tensify fears that Saudi Arabia does not
have the transportation and public
safety infrastructure to handle the
masses who descend annually on the
kingdom for the pilgrimage.
In a statement, the Saudi health min-

ister, Khalid al-Falih, said the stampede
might have been ‘‘caused by the move-
ment of some pilgrimswho didn’t follow
the guidelines and instructions issued
by the responsible authorities.’’
But the high death toll is likely to em-

barrass the Saudi government, which
considers itself the leader of theMuslim
world and takes great pride in hosting
the millions of pilgrims who visit the
holy cities of Mecca and Medina each
year. One of the titles of the Saudi mon-
arch is ‘‘custodian of the two holy
mosques,’’ referring to his personal
duty to protect the sites and the pil-
grims.
The Saudi civil defense directorate re-

ported the deaths on Twitter and said
that two medical centers had been
opened in Mina to treat the injured.
More than 4,000 emergency workers
were sent to the scene, and hundreds of
people were taken to four hospitals.
The stampede, witnesses reported on

social media, occurred around the area
where pilgrims go to perform a ritual —
the Stoning of the Devil, a re-enactment
of a story from the Quran involving the
Prophet Abraham — that takes place
during the hajj.
In Iran, officials already angered by

the crane collapse complained bitterly
about the Saudi government’s role in
the disaster, which claimed the lives of
at least 89 Iranians.

ZACH GIBSON/THE NEW YORK TIMES

Pope Francis addressed a joint meeting of Congress on Thursday. He defended immigration, pushed for environmental legislation and made a plea to abolish the death penalty.

2015 ESTATE OF PABLO PICASSO/
ARTISTS RIGHTS SOCIETY (ARS), NEW YORK

‘‘Femme se Coiffant,’’ top, and ‘‘Espagnole
à l’Éventail,’’ portraits of Jacqueline Roque.

WASHINGTON

BY PETER BAKERAND JIMYARDLEY

Pope Francis, the spiritual leader of 1.2
billion Roman Catholics, challenged
Congress and by extension the mighti-
est nation in history on Thursday to

break out of its cycle of polarization and
paralysis to finally use its power to heal
the ‘‘open wounds’’ of a planet torn by
hatred, greed, poverty and pollution.
Taking a rostrum never before occu-

pied by the bishop of Rome, the pontiff
issued a vigorous call to action on issues
largely favored by liberals, including a
powerful defense of immigration, a cri-
tique of the excesses of capitalism, an
endorsement of environmental legisla-
tion, a blistering condemnation of the
arms trade and a plea to abolish the
death penalty.

In particular, Francis beseeched a na-
tion that generates a disproportionate
share of the world’s wealth to not let
money drive its decisions at the expense
of humanity.
‘‘Politics is, instead, an expression of

our compelling need to live as one, in or-
der to build as one, the greatest com-
mon good,’’ he told a joint meeting of
Congress in an address that cited Amer-
ican icons like AbrahamLincoln and the
Rev. Dr. Martin Luther King Jr.
After his much-anticipated remarks,

A billionaire, his Picassos
and a gift to shame a rival
MONACO

BY DOREEN CARVAJAL
ANDGRAHAMBOWLEY

In what appeared at first glance to be a
simple,magnanimous act, aRussian bil-
lionaire on Thursday returned two Pi-
cassos, valued at $30 million, to the
artist’s stepdaughter, who says the
works — both portraits of her mother,
Jacqueline Roque, Picasso’s second
wife—were stolen from her.
The businessman, Dmitry E. Ry-

bolovlev, owner of one of the world’s
most valuable art collections, said in an
interview last week that he had bought
the works in good faith in 2013, without
any hint that therewas a question about
their title.
‘‘I feel solidarity with her, especially

because there is a strong emotional link
between the portraits of her and her
mother,’’ Mr. Rybolovlev said in the in-
terview from his penthouse apartment
here overlooking theMediterranean.
On Thursday, he made a brief appear-

ance in Paris, long enough to pose alone
in front of the gouache portraits. Picas-
so’s stepdaughter, CatherineHutin-Blay,
was not present for the handover of the
paintings, which were transferred to the

French authorities to authenticate them.
ButMr.Rybolovlev’s decision ismuch

more than just a chivalrous, expensive
gesture. Theman fromwhomhe bought
the portraits, Yves Bouvier, is also Mr.
Rybolovlev’s adversary in what has be-
come perhaps the largest feud in the art
world today. And by returning the art in
such a public fashion, he is drawing at-
tention to their broader fight.
For the past year, Mr. Rybolovlev has

beenbattlingMr.Bouvier in courtrooms
in Paris, Monaco, Singapore and Hong
Kong in a dispute that has shed light on
someof themurkier corners of the inter-
national artmarket. He has accusedMr.
Bouvier, who helped him amass his col-
lection, of fraud by overcharging him as
much as $1 billion for multiple pieces of
art.
The paintings handed over on Thurs-

day will remain in the authorities’ care
while a judicial inquiry determineswhat
happened to the art and any role Mr.
Bouvier might have played.
Karen Boyer, a New York art adviser,

said the dispute was ‘‘being watched
pretty widely.’’
‘‘Amovie could bemade out of it,’’ she

added.
The feud began last year, Mr. Ry-

bolovlev said, when by chance he met
an art adviser over lunch during a
Caribbean vacation and discovered that
— in a purchase arranged byMr. Bouvi-
er — he had paid $118 million for a
Modigliani painting that a hedge fund

FRANKFURT

BY JACK EWINGANDMELISSA EDDY

Germany’s transportationminister said
on Thursday that software installed in
Volkswagen diesel cars might have
been used to fool official emissions tests
in Europe, not just the United States.
If so, the deception would be much

greater than earlier disclosed. And it
would add to the already grave damage
to Volkswagen’s reputation, indicating a
breach of trust with the government,
which considers the company a leader in
an industry that forms the bedrock of the
German economy.
Remarks by Alexander Dobrindt, the

transportation minister, indicating that
10 million cars in Europe could be af-
fected by the manipulation heightened
the turmoil surrounding Volkswagen —
on a day filled with speculation about
who would replace Martin Winterkorn,
the chief executive who resigned on
Wednesday.
Some news reports named Matthias

Müller, head of Volkswagen’s Porsche
division, as the most likely candidate.
But people close to the company’s su-

First taste of politics
for Chinese leader came
in Cultural Revolution

Accident renews fears
that Saudi Arabia can’t
ensure safety for pilgrims

Return of 2 paintings
draws attention to feud
with his former art dealer

NADIA SHIRA COHEN FOR THE NEW YORK TIMES

Tradition in Tuscany A cowboy tending to a herd in San Galgano, Italy.
Theywere part of the seasonal cattlemigration called the transumanza. PAGE 3

DINNER AND DIPLOMACY INWASHINGTON
President Xi Jinping of Chinawas to
arrive on Thursday for high-stakes
meetings with President Obama. PAGE 5

Francis challenges U.S.
to use power as balm for
planet’s ‘open wounds’

RUTH FREMSON/THE NEW YORK TIMES

Xi Jinping this week in Tacoma, Wash.

ONLINE: FRANCIS IN AMERICA
Read the full text of the pope’s address

to Congress, with analysis by Times
reporters. More coverage at nytimes.com.
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SAUDI ARABIA, PAGE 7

POPE, PAGE 4

PICASSOS, PAGE 3

VOLKSWAGEN, PAGE 18

GIRL HAS IMMIGRATIONMESSAGE FOR POPE
Sofía Cruz, 5, dodged security to give
the pope a T-shirt supporting temporary
protection from deportation. PAGE 4

POPE TO ADDRESS GENERAL ASSEMBLY
He is expected to use his UnitedNations
speech to focus on issues including the
environment and refugees. PAGE 4

COMPLAINTS FROMAMERICAN BUSINESS
Top executives at tech firmsmetwith Xi
Jinping and criticized laws and practices
that hinder their operations. PAGE 17

Berlin suggests
VW cheated
on tests in E.U.

GLOBAL POLLUTION TESTS UNDER SCRUTINY
Questionsmount over the self-policing
of carmakerswhen it comes to enforcing
air pollution standards. PAGE 16
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Property 
Advertising
Our brand advertising campaign is aligned with 
‘best of class’ media partners that boast the most 
qualified subscriber bases. Our effort is to effectively 
attract and engage a target audience that has the 
greatest propensity to buy your home. 

You benefit from exclusive corporate rates and 
prime placement in local, national, and international 
publications. In addition to our co-op advertising, 
we will seek additional advertising opportunities in 
appropriate media to showcase your property to 
qualified buyers everywhere. 

Canadian Advertising Options
The Sotheby’s International Realty Canada/Québec 
cooperative advertising program provides an 
array of options– both print and digital–for listing 
advertising needs. We have specially negotiated 
rates in our local markets with presence in 
prominent newspapers (Globe & Mail, Montréal 
Gazette, Calgary Herald, Vancouver Sun), tabloid 
publications and community press. 

Global Advertising Options
Our international cooperative advertising program 
offers pre-negotiated, exclusive advertising rates 
for select placements by leveraging the strength 
of the Sotheby’s International Realty® network. 
The program leverages high-profile, global media 
partners and offers targeted reach and vast 
worldwide exposure. 



VIP MARKETING 
DASHBOARD
A N Y T I M E ,  A N Y W H E R E  O N L I N E  A C C E S S  T O  Y O U R 
H O M E  M A R K E T I N G 
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Marketing 
Reports & 
Accountability
We commit to regular and transparent 
communication with every single one of our clients. 
From the moment you list your home with Sotheby’s 
International Realty Canada, you will receive regular 
updates on the results of your marketing — from 
the number of potential buyers who visit your open 
house, to the number of people who view your listing 
online.

VIP Account
The VIP listing account feature on sothebysrealty.ca, 
is a simple and easy way to keep you securely 
updated with marketing activity information 
regarding your property:

•	 View marketing and advertising activities, 
with your comments.

•	 Track the number of people who have 
visited your property on sothebysrealty.ca

•	 View links to other websites that showcase 
your property

•	 View marketing and  advertising samples 
for your property

Listhub
To measure results, Sotheby’s International Realty® 
provides a property view report including view and 
inquiry statistics for each partner site a property 
is distributed to.  Sotheby’s International Realty® 
properties are viewed an astounding 190,000,000 
times across all our partner sites annually.



COMPARABLES
E X C E P T I O N A L  E X I S T S  A T  E V E R Y  P R I C E  P O I N T
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Strategic Pricing
Your property value is closely tied to the history of 
prices in your same region. Your property will need to 
be uniquely positioned to create maximum interest 
and help produce the highest possible financial 
return. Ultimately the selling price will be determined 
by not only comparable properties, but by current 
buyers. Buyers will establish the “worth” that your 
property holds for them. Although the listing price 
you place on your property will influence its sale, 
there are many other factors that come into play. 
Some of these factors are within your control, others 
are not. Examples include:

Factors not within your control

•	 Your property’s location

•	 Recent property market values

•	 Current economic indicators

Factors within your control

•	 Your property’s distinctive and compelling 
attributes

•	 The physical condition of your property 
(home and grounds)

•	 The flexibility of your closing date

•	 The ready access to your property for 
showing

•	 The selection of the real estate sales 
professional you choose to represent 
yourself


