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It is my pleasure to show you how Sotheby’s International Realty and

I can provide the marketing advantage your home deserves. I have

sold more than $500 million in residential real estate over 30 years. 

I bring a wealth of experience and strong negotiating skills to every

transaction. Let me demonstrate why I am the right choice to market

your home. 

HARRY KOLB

Senior Estate Agent

Sotheby’s International Realty

HarryKolb.com

DRE License 714226



When you give Harry Kolb the responsibility to
market your home, my staff  and I literally take it to
the world. We are firmly committed to the belief
that the greater exposure ensures that we locate the
best buyer for your property which translates to the
highest possible sales price. We begin by preparing
a written tour of  your home and all its features and
combine that with professional photography in a
color photo brochure.

Below are the publications we frequently
use to promote your property:

Destination Wine Country: 50,000 copies 
per edition printed 4x annually.  Targeted distri-
bution is designed to reach Santa Barbara
County residents and visitors plus the Southern
California market

Homes Magazine: 35,000 monthly circulation
throughout Santa Barbara County.  

Little Woods Newsletter: Produced by Harry
with a private circulation to 4,500 of the most
affluent people in the country.

Montecito Journal: 16,000 weekly circulation:
10,000 copies distributed throughout the Santa
Barbara Area. 

Montecito Magazine: Annual circulation  for
this bi-annual publication is 60,000. Direct
mailed to residences, business, hotels, and na-
tional & international real estate prospects.

Santa Barbara Newspress - House & Home:
Sunday Real Estate section has a circulation of
40,000 with a readership of 108,000.

Santa Barbara Magazine: 40,000 circulation
with a monthly readership of 208,000. 

Santa Barbara Seasons Magazine: circulates
more than 33,000 copies locally with a quarterly
readership of 171,600.

L O C A L   A D V E R T I S I N G
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P O S T C A R D S

As part of our direct mail campaign we periodically send
personalized postcards of your property to an exclusive
client list consisting of high-end property owners in our
area targeting potential clients
in very specific locales. The
most compelling feature of this
type of campaign is that post-
cards often generate immedi-
ate response from interested
buyers.

E - M A I L

M A R K E T I N G

C A M P A I G N S

E-mail campaigns are an easy way to
build relationships between new and
existing customers and get our message
out in a timely manner. We create 
sophisticated web flyers with links to a
printable flyer, an online photo tour,

and your exclusive listing page on www.HarryKolb.com.  That web flyer is sent out
on a periodic basis to an exclusive client database of approximately 800 of our top
clients and prospects, 1,400 agents in the Santa Barbara MLS, and 300 web 
subscribers. A separate e-mail photo tour campaign is sent through Santa Barbara
Photo Tours and is delivered to 1,400 agents in the Santa Barbara MLS. 

Q U A R T E R L Y

N E W S L E T T E R

Little Woods provides readers with a detailed mar-
ket analysis of the Santa Barbara area real estate
market on a quarterly basis and also has a photo
display ad featuring your property.  It has a private
circulation to 4,500 of the most affluent people
in this country, entertainment industry, and top
level executives in West LA, including Beverly
Hills, Bel Air and Malibu. It is also sent via e-mail
to top clients, prospects, and web subscribers.
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- New York Times 

- Palm Beach Daily News 

- Los Angeles Times 

- The Greenwich Times  

- The Southampton News  

- East Hampton Star 

Sotheby’s International Realty® affords us exclusive access to many

of the most qualified buyers for distinctive real estate in the world.

Sotheby’s® is the ultimate destination for those who seek the one-

of-a-kind, whether it is an auction in London or a distinctive, luxury prop-

erty in Santa Barbara. Sotheby’s® Preview readers include The Haves, The

Arrived, and The Influencers.  One of the most effective ways to gain access

to these affluent and influential individuals is through Sotheby’s® compre-

hensive and expansive marketing reach.

Sotheby’s Preview Magazine 
85,000 per issue with 4x “pass along” rate, 7 issues per year.  

Distribution: 

- Sotheby's® International Realty preferred client list.

- Sotheby's® auction locations worldwide, top hotels in  New York, Paris, 

London, and Munich, Air France and Virgin Atlantic VIP lounges.

Reside Magazine
Our property magazine published by and for the Sotheby’s International Realty world-

wide network. The 100+ page publication has a targeted distribution to select 
subscribers of Architectural Digest, Robb Report Collection and O at Home; it
will be poly-bagged with Sotheby’s Preview and copies will be sent to each SIR
affiliate/brokerage office worldwide oe as well as certain auction house sales 
locations.  Total targeted circulation will be 135,000 that will reach to a wide

and diverse upscale audience. 

Sotheby’s Collection Magazine
To showcase you and your property in very unique settings that are rarely

offered.  More than 215,000 copies will be printed and distributed via:

Distribution to all Sotheby’s International Realty offices, including 

London  Display at our Art and Auction offices in London, Beverly Hills

and New York.  

Collection will be inserted into the following publications:  

In a time of global  communications

and global markets,

THERE IS ONLY ONE TRUE

INTERNATIONAL REAL ESTATE BRAND
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AffluentMagazine.com
duPontREGISTRY.com
Google, Yahoo & MSN - Over $1
million is invested in advertising 
campaigns and organic search en-
gine promotion offers.
HGTV’s Frontdoor.com 
HGTV’s OpenHouse.com
HollywoodReporter.com
HomesMagazine.com
InternationalHeraldTribune.com

Facebook.com
Forbes.com
LATimes.com
Luxurylifestyle.com
NewYorkTimes.com
PrimeLocation.com 
Realtor.com
RobbReport.com
SantaBarbaraDigs.com
SBPhotoTours.com
SBAOR.com (SB Assoc. of Realtors)

SothebysHomes.com
Sothebys.com
Trulia.com (fastest growing real 
estate website in US)
WallStreetJournal.com
Zillow.com

ALL SIR listings will appear on the following Websites:

The internet offers us a wonderful way to expose all the special 
features of your property to the widest and most well qualified
audience. Our web presence insures that your home is seen by 
several hundred viewers each week.  www.HarryKolb.com receives
an average of 250,000 hits and 5,000 unique visitors per month. 

S O T H E B Y S H O M E S . C O M
Sothebyshomes.com is the most renowned and comprehensive web
site for buyers and sellers of the world's finest properties. The site is
uniquely positioned to receive qualified traffic through proprietary
channels and averages 400,000
visitors and 4,000,000 page
views per month.

SANTA BARBARA ESTATE HOMES

W W W . H A R R Y K O L B . C O M
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Below are the publications we frequently use
to promote your property:

Affluent Magazine:  A luxury lifestyle maga-
zine in print and digital versions with a mailed 
circulation of 85,444 to most affluent zip codes
and total readership of 477,720.

Art & Living: A leading upscale publication
catering to affluent clients that are discerning
and concerned about the creative arts.

Architectural Digest:  Aimed at an affluent
and style-conscious readership. It bills itself as
the "International magazine of interior design".
A total average paid circulation of 834,000 with
a total audience of 5,282,000 per month. 

Country Life: One of Britain’s leading luxury
magazines delivered to the extremely affluent
and well educated. Readership 215,000 weekly.

Dupont Registry: A subscription base through-
out the US & more than 50 foreign countries
consisting of athletes, entertainers, Fortune 500
executives and private business owners.

Financial Times: A morning newspaper 
published in London and printed in 24 cities
around the world with a global readership of 
2.1 million.

International Herald Tribune: The World’s
Daily Newspaper, owned by the New York Times

Company, is printed in 34 cities on 4 continents, 
6 days a week. Each day the IHT is read by over
600,000 affluent and influential individuals in
180+ countries and on board 130 airlines.

Jet Set: Placed in the hands of the ultra elite
every other month, through subscribers and distri-
bution points in luxury yachts and private aircraft.

Private Air:  Total distribution of 63,000 per
month and reaching nearly 1.1M business jet
flyers annually, or nearly 90% of all people who
fly on private aircraft.  

Robb Report: A total monthly readership of
314,000 and delivered to the wealthiest 
consumers in the world. Properties also 
featured on www.RobbReport.com.

Rosewood Hotels & Resorts Magazine:
30,000 International distribution to its world-
wide luxury resorts and hotels.   

New York Times Magazine:  Luxury Homes
& Estates section – a series of regional advertis-
ing inserts in the NYT Magazine that 
appears in 625,000 copies monthly in the NYT
Magazine and targets affluent home buyers.

Wall Street Journal: World’s most influential
business and opinion leaders. circulation of 
2.1 million copies (including 400,000 online
paid subscriptions).

International & National
Because so many of our estate buyers come from other exclusive communities 

across our country and abroad, we take your property to where they are.
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Below are the publications we frequently use
to promote your property:

Angeleno: A monthly acirculation of 75,000 to
LA’s most elite and affluent readers, with an 
estimated readership of 545,000.

Billboard: Published weekly, is the premier
trade publication for the music business, and is
one of the oldest trade magazines in the world.
Circulation of 16,327. Billboard.com attracts
more than 4 million unique visitors each month
in more than 100 countries. 

California Style:  Offers a special bonus distri-
bution with every issue. In addition to being dis-
tributed to our California offices and select local
events, the publication is also reproduced in
both the Los Angeles and San Francisco editions of
Haute Living Magazine, a beautifully produced pub-
lication showcasing the best of architecture, design
and style. A distribution of over 100,000.

Celeb Life: Six times per year 62,000 copies
are distributed throughout the LA & New York
area subscribers, hotels, golf clubs, private jets,
etc.

Haute Living: Six per year - 35,000 copies are
distributed throughout Los Angeles and San
Francisco, targeting the most affluent decision
makers & connoisseurs.  Readership 122,500 & in-
cludes 10,000 exclusive estate and residence de-

livery, 4,000 New York Wall Street moguls, and
4,000 Las Vegas locations. 

Hollywood Reporter:  Weekly circulation of
72,000 and Sotheby’s has the EXCLUSIVE in
this publication! Targeting affluent buyers, well-
traveled audiences, and distributed to every
major studio, network, talent agency, writer, director,
producer, actor and major media companies.

Los Angeles Times - Homes of Your Valley
Magazine: Published every Saturday and
Sunday and reaches approximately 600,449
daily and 901,119 on Sunday buyers and sellers
throughout Southern California. 

Los Angeles Magazine:  A monthly award
winning regional magazine of national stature
with over 420,000 subscribers.

Luxe: A quarterly publication with a circulation
of 90,000 attracting the Los Angeles’ wealthiest
audiences. The only luxury publication that offers
access to the local design and architecture scene.

Signature:  A Leading voice on luxurious liv-
ing in Southern California, showcasing the latest
in fashion, entertainment, art, music, beauty, 
philanthropy and the environment.

R e g i o n a l  E d i t i o n s
For the many Los Angeles prospects and those from out of state arriving in Santa Barbara,

we insure extensive exposure in these southern California publications.  Many of the 
International magazines we advertise with also offer Southern California editions.
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Harry Kolb has been selling estate properties in the Santa Barbara area for 32-years

and currently works at Sotheby’s International Realty, Montecito. He has specialized

in the marketing and sale of architecturally significant homes and has served on the 

boards of The Montecito Association, Lotusland, Casa del Herrero and is the 

co-creator of the George Washington Smith Society.

Harry’s continued superior performance, effective marketing and extensive local knowledge have 

established him as the authority in the Santa Barbara estate market. Harry was recently ranked nationally in

Real Trends “Top 250 Sales Professionals by Transaction Volume” and in Sotheby’s International Realty’s “Top
35 Agents by Dollar Volume” for 2010.

STRICT CONFIDENTIALITY

In a community where so many clients are notable

personalities or business and government leaders,

confidentiality becomes an important issue. 

Unfortunately, in the real estate business, many

agents have begun to trade on the notoriety and

fame of their clientele. As much as Harry might

benefit from the fame of his clientele, he also

knows that one of the most important reasons his

clients have chosen to work with him is that he has

practiced strict confidentiality when it comes to

the private investments of his clients. Any lesser

degree of performance would be self-defeating.

Even the most obscure buyer or seller should be aware that there are several ways their private real estate  busi-

ness can remain private and not readily available to prying eyes. Experience has shown Harry how to help his

clients retain their confidentiality.
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MARKETING MAKES THE DIFFERENCE

Harry’s entire business career has been devoted to

marketing. Upon receiving a BA in Marketing from

the University of Missouri, Columbia, Harry be-

came a marketing consultant with Dun & Bradstreet,

Inc. After working with firms like Gates Lear Jet,

Johns Manville and Sherwin Williams, Harry was

hired by one of his clients and became Vice Presi-

dent of CleveRock Energy Corporation in 

Denver, Colorado, where he was responsible for

marketing oil and gas exploration investments to

corporate clients looking for their own supply of

natural resources. Having spent 10 years in Denver    

and Vail, Harry couldn’t wait to get back to 

Montecito where he had spent such wonderful 

summers as a youth in the early 60’s. Once here, friends encouraged him to apply his marketing skills to

the sale of this community’s world-class collection of estate properties.

Harry’s long-time interest in architecture and talents in marketing to a sophisticated clientele seem to be

especially well suited to his work as an estate agent. 

WORK WITH EXPERIENCE

Real estate is one of those interesting professions where it costs no more to be represented by the best.

Whether you’re working with a virtual beginner in the field or an experienced veteran, the real estate

commissions are the same - but your satisfaction and success in the process may be quite different.

In today’s fast-paced market, where inventories are low or almost non-existent, having an 

experienced agent with extensive resources and marketing contacts is even more important. 

It costs no more to be represented by the best!

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