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et social: That was the message 
close to 1,200 participants at 
January’s Real Estate Connect con-

ference in New York’s Times Square received 
during two and a half days of sessions that 
examined the potential of everything from 
videos and new-fangled social media to old-
fashioned data mapping applications.

Channing Dawson, senior vice-president, 
emerging media, with Scripps Networks 
Digital, said the importance of online video 
presentations lies in the growing importance of 
immersive environments to the next generation 
of buyers.

With 13 hours of video uploaded to sites 
such as YouTube every minute, the volume of 
video available to consumers is growing, as is 
its sophistication. While the majority of video 
content available to date has been entertain-
ment, it’s been a testing ground for the more 
intricate productions that are coming.

The trend is one that real estate profession-
als can’t ignore, conference participants were 
told.

Dayton Keene, vice-president, sales, for 
Emeryville, California, online video company 
Fliqz, said the barriers to entry for video pro-
ductions have fallen. While real estate profes-
sionals haven’t been early adopters of video 
technology, it’s now “a no-brainer.”

Brian Balduf, co-founder and CEO of 
Des Plaines, Iowa-based VHT Inc. echoed 
Dawson’s comments when he argued in favour 
of richer environments that appeal to as many 
of an audience’s senses as possible.

“At the end of the day, it’s all about the sens-
es,” he said during a workshop on the use of 
digital video in marketing real estate.

Videos help bring a property to life, he said, 
matching the content – such as a property with 
a fixed address – with the medium.

Workshop co-presenter Hector Gavilla,
founder and president of Diamond Home 
Videos LLC in New York, elaborated on the 
idea, noting that dynamic elements such as a 
gas fireplace and ceiling fan potentially add a 
dynamic element to an 
otherwise static envi-
ronment (both flames 
and fans move). He also 
suggests that realtors 
provide an in-person 
introduction to videos 
they’re presenting, as it lends a personal touch 
to the production.

While many agents use videos to provide 
potential buyers with what amounts to listings 
enriched by video tours that provide everything 
from a quick snapshot to an in-depth overview 
of properties, Vancouver realtor Ian Watt of 
Macdonald Realty won high marks for his 
video blogging. (“That’s brilliant!” cooed one 
audience member.)

A mix of video and the networking that’s 
at the heart of so-called “social media” sites 

such as Twitter and Facebook, Watt’s short 
videos (filmed in his car as he drives around 
Vancouver) cultivate his relationship as an 
authority on local real estate and his relation-
ship with potential homebuyers.

“It cuts out the people 
who never work with 
me, and it’s attracting 
the people who will 
want to work with me,” 
he said.

The format is a natu-
ral progression from a basic online presence, 
which itself was a step above print advertis-
ing.

“I think more and more people are going to 
be doing video blogs,” he said. “It’s a natural 
progression, and I think everyone’s going to 
get there.”

Tara Jones, a former professional broadcast-
er who recently set up Stockbridge, Georgia-
based Reel Dwellings TV to focus on video 
production for the real estate industry, reiter-
ated the point that online video clips are tap-
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ping into a more sophisticated market.

Home tours are not what her clients are look-
ing for when it comes to videos, Jones said.
Rather, they’re looking for what a property
listing can’t offer – engaging profiles of real
estate offices and brokers that help build rela-
tionships with consumers and which have a 
higher appeal. With a typical shelf life of about 
two years, these videos also represent better
value for the client’s investment.

A transparent approach is critical to the suc-
cess of online videos, said Morgan Brown,
marketing director with TurnHere Inc. of
Emeryville, California. A few rough edges is
good, even when the entertainment value of 
a clip is high. A video that’s too slick, Brown 
warned, and the trust audiences place in a video 
with a few rough edges could spoil.

The importance of transparency was ham-
mered home by keynote presenter Gary 
Vaynerchuk, a New Jersey wine retailer and 
host of the Wine Library TV video blog (tv.
winelibrary.com) who is something of an
online personality through Twitter and other 
networking sites.

Vaynerchuk told conference participants
that a transparent approach is now key, which
means embracing some of the technologies that
may seem to lean towards hyperdisclosure. 

The payback for realtors, who many present-
ers said have been slow to embrace online pro-
motions, can be significant.

Between 1998 and 2005, Vaynerchuk esti-
mates that he spent about US$4 million on tra-
ditional forms of advertising; since then, he has
spent just $47,000 and directed the rest of his
efforts towards social media sites.

With the souring economy late last year, 
Vaynerchuk took the opportunity to see if tra-
ditional print advertising could boost sales. He
spent US$7,500 on a highway billboard pro-
moting free shipping on orders from his retail 
business. He garnered 170 orders. A direct-
mail and radio campaign attracted a total of 
542 orders.

But a post through his Twitter account 
(known as a “tweet”) garnered 1,700 orders 
in the space of just 24 hours – a phenomenal
response that shocked even Vaynerchuk. ◆
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Video and online networks are the future of real estate sales, says Ian Watt of 
Macdonald Realty, who films and post comments on Vancouver real estate from his car.
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A post through Twitter 
account garnered 1,700 
orders in 24 hours

Located in the popular Douglas 
Park area of Vancouver, this 12 

suite apartment has been totally 
renovated over the past four years. 

New roof, re-plumbed, new 
furnace, modernized kitchen & 

bathrooms and renovated common 
areas. Spacious apartments with 

H/W floors. Very competitive rent.

www.coldwellbanker.ca                      
www.premierrealtybc.com

Coldwell Banker Premier Realty
Each Office is Independently Owned and Operated

ALAN HOOPER 604-266-1364
Asking price $2,350,000.00

Call Colin Lau at 604-306-7672 pager: 604-261-9311  
5970 East Boulevard, Vancouver, BC

INVESTMENT OPPORTUNITY – RICHMOND, BC

Royal Lepage Westside

Here’s a chance to own 180' of frontage at No. 2 Rd and Blundell. Two properties – one 
tenanted by a pub, the other a 4-plex. Excellent cash flow for today and development 
potential for tomorrow. $2,000,000 – 6031 Blundell (pub property); $925,000 – 
6051/6071 Blundell (4-plex).  

ColinLau@RoyalLePage.ca • www.ColinLau.ca
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D01130*2008 RX 400h MSRP is $55,545 including freight and PDI. Price does not include GST, PST, battery tax, tire tax, levies ($125), documentation fees ($250), license or insurance. Up to $2,000 provincial hybrid tax credit available on 2008 models. Offer expires on February 28, 2009

LUXURY IS MORE FEEL GOOD MOMENTS PER LITRE.

Polished, Practical and Progressive
The world’s first and only luxury hybrid SUV, the 2008 RX 400h
offers breakthrough power and performance along with low 
emissions. Loaded with advanced Lexus technology, comfort 
and safety features, the RX 400h puts out an outstanding 268 
horsepower, along with the fuel efficiency of a full hybrid.

604-982-0033
www.jpautogroup.com

2008 RX 400h
STARTNG FROM

INCLUDES FREIGHT/PDI

$55,545*
UP TO

IN TAX SAVINGS

$2,000


