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ABSTRACT

Digitalized marketing which is an offshoot of teclugy has become the expected way of conductingy mapects
of businesses sorbesinessesxist purely online. Real Estate Marketing is @fesuch aspect of businesses that will
command greater result on various digitalized mérgplatforms. The expectation of any prospectikaperty investor
is to have wide options to choose from when sogréim properties. The use of internet / digitalizedhrketing can
provide a meeting point for prospective clientscbynecting properties to buyers or renters withishrt frame of time
and with little expenses. Various marketing platisrranging from individual websites to company awdporate
platforms have greatly enhanced the real estatekatarg profession online. The need to obtain thst lbeit of these
various platforms has lead to the study of thisgraphis study aims to identify available onlinarsh platforms for real
property marketing in Nigeria. A survey on frequemd visit on property listing platforms were cowted on certain
properties from ESVARBON registered surveyors geha. A total of 281 responses were analyzed.fifltings of the
study show that 89% of the respondent visit Fackhgatform most makes it the highest visited ptatforeason were
that most of them have a Facebook account whicicigssible easily. Recommendations are that efitats should

consider placing advert of listing platforms on faee book platform in order to publicize the pbauth.
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INTRODUCTION

The world is now controlled by the revolution offdrmation and Communication Technology (ICT) andeinet
revolution as countries are no longer ruled by ria&ural resources in their land but what they cannith ideas and
knowledge to move their country forward (Uzoh, 2D18 the present age, the exchange of informatispecially digital
information, has become the critical ingredient $access in any activity. It seems inconceivableaaduct any kind of
business without the use of computer and other atingp devices. At the heart of the current waveclodnge are new

designs and patterns suited to a highly distribuasginchronous computing world.

The use of technology has become the expected fweynducting many aspects of business and somednsss
exist purely online. According to Gulbahara anddifima (2015), marketing concepts and marketingdseare changing
over time with the environmental effects. Usuaflgmpanies are adapting their selves to this changeday’s’ business

life, companies are using new technology on comphligsed automation systems with the support of aredb mobile
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oriented applications in their business processatbhdbara and Yildirima (2015). Naturally, companiese these
technological tools for their marketing based atiés. At the same time, developments in commuiovoatvithin last
decade, such as social media, shapes the way &étimay (Obijiofor 1999). We now have incredible teadre applications
that are versatile and which also permit very rapghsmission of documents, together with Multiplsting Servicing
(MLS) which is a computer Information system useddgents to connect buyers to sellers, control @disdeminate

information as regard land and properties (Hali61®.

Estate Marketing is defined as the business prdmgsehich properties are emerged with the buyer thnough
which transfer of ownership is brought about. Estgency in its simplest form can be describecheddtting, sale or
purchase of land and / or land and buildings oralfedf a client. One principal role of a real estatarketer is to bring

about the transfer of ownership of an interesead property.

Doherty (2015) affirmed that the development of n@ehnologies is likely to have an impact on rétgil
activities and there are indeed already signs mesoountries of the effect of internet marketingt@aditional retailing
activities. The ability to use the computer scrasithe “shop window” may reduce demand for somstiexg retail units in
some types of retailing, the retailer being ablamarket via the computer direct from warehouse tgpeommodation
located almost anywhere. Indeed, in some typestailing, it may be possible to even dispense i warehouse,
marketing via a computer screen direct from pradactinit to consumer. When researching real prgpéne depth of
inquiry required for analysis could be a fairly mav range of attributes to a quite comprehensiwestigation Joseph
(2014. Many business activities can now be caroedusing very little accommodation indeed much kvoain be done

from the seat of a motor car, and many quite corpissiness activities can be carried out from awa of a residence.

Property Portal Watch’'s (2016), reviewed that reatate industry is an ecosystem that keeps growing,
fragmenting and providing a fertile ground for neempanies to emerge and thrive. In recent yearats8@00 to 10,000
property portals has been in use around the waddounting for over 60 percent of concluded prgpdgals whereas
Nigeria is still lagging behind in on-line propeitgting (Bertram, 2018). With the advent of théeimet, companies are
beginning to create solutions that help to meetteds of their clients without breaking a sweée Teal estate industry
in Nigeria is not left out too, as the increasedqteation of digital technology and new owners anestors coming into
the Nigerian land market have made online listifigprmperty inevitable. The Bertram, 2018 stated the number of
renters searching for property online platformserts 10 per cent in 2016 — an increase of 5 per siane 2015, while

direct home buyers also shot up to 8 per centeagtial of 2016.

In quest to ease the stress encountered in redé estarketing, surveyors, estate surveying firntsiaciuding some
other concerned ICT personnel have before now eewise use of ICT through the creation of websited some other
application platforms. These platforms enhancedhtestate profession in the sector of propengnag enabling prospective
clients to have access to land and landed propatier the internet and not only clients but alsabées the agent to have
stressless marketing and ease access to clieatgthconnections from the internet. It is an obsipoint that most clients
still go through the traditional way of sourcing foroperties either from billboards or from walkimyo estate surveying firm
to make enquiries. This attested to the fact thextetis either not yet adequate awareness of reperty search platforms.
Also, it has been discovered over the years thtidrproperty market (real estate) many have naitexl/themselves of the
opportunity the computer offers. Some other notatadeld best property portals include, EasyPropdtBalestate.com.au,

Rightmove, VivaReal, Purplebricks, Zameen, Mitul@@, Immobiliare, Square Yards and Real Estatedtor.
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The real estate industry in Nigeria is not left tad, as the increased penetration of digital teldgy and new
owners and investors coming into the Nigerian lavatket have made online listing of property ineédiga Some on line
outfits like Zoomek, Lamudi, Nigeria Property CemtrPrivate property, Property 24, Hutbay, and @asiligeria.
Tolet.com.ng now Propertypro.ng, Property indexpdsang and Multiple Listing Site (recently launch®dthe Nigerian
Institution of Estate Surveyors and Valuers, NIESMough its Faculty of Estate Agency and Marketiage already
taking the lead (Bertram, 2018).

According to Chadha, Byalik, Tilevich and Rozovs&g2016) when a mobile application is supportednajor
platforms; its market penetration is maximized.sTisi why this study is to bridge the gap and createe awareness and

adaptability into the use of existing real propersrketing platforms in order to advance the aggmofession in Nigeria.

This project therefore seeks to assess the usgrbfilreal estate marketing platforms in Nigeriaibyestigating

the awareness of available internet platforms fgitalized real property marketing by the professils involved.
THEORETICAL BACKGROUND

Technology and the internet in particular have hatnized the way we do things. It's a digital \buve live in and there
are software applications for just about anythiDgdreke 2014). Real estate practice is an all eciiygrofession, which
undertakes a wide range of services includingitestgency, property management, property appralsaklopment and
project management, estate consultancy and comuéstmuisition matters, and land economy valuatonbehalf of
individual owners who wanted to be relieved of thsponsibilities of personally attending to theailstof renting, rent
collection, property, maintenance, record keepiegas regards their property. Estate Marketimdgiined as the business
process by which properties are merged with theebayd through which transfer of ownership arecaéfg. The real
estate market defines the complex processes inhwiimperty rights of diverse forms are exchangedrajrowners, user,
developers, and investors directly or through othedia in a given society or state. It is thus aegie term describing
several submarkets which can variously be groupediadly, by sector, or functionally. The real d@stanarket can be
described as a set of several submarkets wherenyopghts are traded, and unlike other forms @frkets such as the
Stock Exchange for instance, it has no centralidgadpot though it is usual to speak of a propengrket with a

geographic character (Dugeri, 2011).

According to Dixon (2005), development of e-comneecomes at a time when retailing is facing pressorea
number of fronts in the UK, these include: Changivagk and leisure patterns, Demographic changeshwisias a result
of population change, Decreasing number of shoys @amd increasing consolidation of sales, Evideridalling real sales
densities in the early 1990s, deflation and lowerdihs, Increasing globalization, this explains sh&uration of domestic
markets and the desire for growth which have fdeiltereasing globalization in retailing throughfssthrt, merger and

acquisition and franchising.

One principal role of a real estate marketer ibtimg about the transfer of ownership of an inteiasreal
property. He then acts as an adviser to a develgpbe is not handling a product in real sensesatea person. He is not
selling for a manufacturer neither is he requiraigone price and selling at another price. He isrigaan instruction or
brief from the principal to offer an interest iratgroperty for sale. Marketing in real estatenigwo folds; one which is

marketing of professional services (skills, exgertiexperience and public relation) and other isatee product to market.
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Unlike other means of marketing, internet marketmdgo the whole world outside the shores of thenediate
local environment in which the property is locatedservice rendered. A prospective client can acogermation on real
estate anywhere in the universe and upon findirsgitable property; contact is made immediately wiite real estate
agent. Internet marketing provides ample opponutttshowcase properties with full details of theperties. Several

pictures and information can be shown.

Real Estate Webmaster (2012) affirmed that Realtesharketing is the maximum exposure/reach ttathe
buyers looking for a home in that specific reabestmarket place. The real estate marketing insludeating a market
evaluation of the property to price the home td, shging the home, great photography and stmatagvertising
depending on what kind of home is being sold andrefit is located. According to Akomolede (2006g tmajor means
of real estate marketing are: Signboard, Bulletind Handouts, Newspapers, Radio/Television, aretriat Marketing.
Internet marketing is the latest form of real estatarketing in Nigeria. Individual real estate stgied firms have their
different websites on which they post informatiam their services and properties either for leaseate. Moreso other

companies do have websites they market their ptiegasnline.

Several national-level real estate websites (Ptppésting Websites) provide local demographic imahcial data
for user-selected properties. These real estatesitgshincludes: NPDC, Jll. Africa, Jumia House, étign Property:
Nigerian property market, PropertyPro.ng (formédhown as Tolet.com.ng), Nigeria Property Centregrdek, Private
Property, Property Deal Zone, One inkprperties.cormww.rentnow.com, Porch integrated services
www.porchintegrated.com, Village head Master.com, wwanairarent.com, http://nigeriaads.com/real-estate
www.finbuyorrent.com, Lamudi.com.ng, www.nigergamdigy.com, www.House-era.com, www.naijavillas.com,
www.monselho.com, www.evilla.com.ng, Property 24itthdy, Castle Nigeria, Property Index, Land.ng &ntion but a

few.
RESEARCH METHODOLOGY

The target population for this study is the Estaip/eyors and Valuers who are duly registered &itate Surveyors and
Valuers Registration Board of Nigeria (ESVARBON)Niigeria. According to the ESVARBON register 172&mbers
are registered.( ESVARBON, 2020). Respondent welected among the 1721 through simple random sagplihus

the sample size was determined using Yamane (M8ich is stated thus:

ho=_N
T 1+N(e)2

1)
Where n = Sample size from finite population

N = Population size as registered in ESVARBON rdcor

e = margin of error

According to Yamane, the margin of error (€) is nida determine and get reasonable and workabl@lsasize
from a finite population. For this study, 5 % is appropriate margin of error. Therefore, a totalTbfee Hundred and
Twenty-one (321) will respondents constituted thmple size of the study. Structured questionnaire® designed and
administered to a total of 321 respondents. Desegifstatistics were then used in the analysidhefdollected data. The

result from the analysis of these data form théstfas inference made in this study.
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RESULTS AND DISCUSSIONS

Table 1 shows Competency and Frequency are crigigired for reasonable response to the subjettemin table 1 the
distribution of surveyors according to years of enig@nce of internet use showed that 16.7 % haddmatvt to 5 years of
experience, 50.2 % were between 5 to 10 years d&8B.1 % have had more than 10 years experiehagernet use.
The analysis on how frequent surveyors are on prpfisting site showed that 57.7 % were very oftanproperty listing
site, 23.1 % were often, 15.7 % were not often @Bil5 % do not check property listing sites at Bliis result further
shows that higher percentage of the surveyorsvie baleast above 5 years experience of interreeind also frequent on
property listing sites which implies that the estatirveyors therefore are competent and underghensiubject matter of
this study. The years of experience of internet afsthe respondents is sufficient to give validoimhation on the real

property online marketing.

Table 2 shows a survey was conducted to examia¢eestirveyors’ perception towards these undemliséarch
platforms to determine the most visited real propsearch platform in Nigeria. Data on this wadexied on four likert
scale of Very Often (4), Often (3), Not so Oftel, @d Never Visited (1).

Table 2 showed the frequency of visit of estateesymrs on existing property marketing platformseTpinions
were graded in the order of site usage with Fadebeing the most visited platform ranking with a mean of 3.48. This
is closely followed by Jiji and Company Websitetlzsy both ranked™ and 3 respectively with mean scores of 3.43 and
2.96. This implied that estate surveyors were efdpinion that the three most conversant real ptgmearch platforms
are Facebook, Jiji and Company Websites and hémcmbst common property listing platforms the estatrveyors and
valuers were familiar with. From the analysis, asmdeduced from the respondents’ point of view teatain available
search platforms for real estate marketing in Négare frequently visited by them. The findingghié study revealed that
Facebook is the most visited real estate markegtiatform in Nigeria. This finding was in correlatiavith that of NAR
Survey Report (2014) that discovered that the masted social media platform for real estate bissies is Facebook
having a level of participation of 77 % compareatber platforms. In same vein, Jiji and Companypsite is commonly
used also because their website is been advewnizaither platforms such as Google App store anebfagk and hence

automatically linked up together.

Table 1: Experience of Internet Use and FrequencyroDigitalized Marketing Platforms

Experience of Internet Use
Response | Not At All 1-5 Years | 6-10 Years | More than 10 Years | Total
Percentage 0 16.7 50.2 33.1 100
Frequency on Digitalized Marketing Platforms
Response | Very Often Often Not Often Not at All Total
Percentage 57.7 23.1 15.7 3.5 100

Source:Author’s Field Survey, (2020).
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Table 2: Frequency of Usage of Search Platforms fdReal Property Market in Nigeria

Software/Website ST.D | Mean | Rank
1. Facebook 0.914| 3.48 1
2. Jiji 0.868| 3.43| ¥
3. Company Website 0954 295 "3
4. Multiple Listing Site (NIESV) 0910 263 ™4
5. Tolet.com.ng (now Propertypro.ng) 0.980| 2.57 5
6. Nigeria Property Centre 1.072 253 "6
7. Private property 1.106 251 "7
8. Castles Nigeria 1215 243 "8
9. Hutbay 0.802] 2.42| 9§
10. Property 24 0.978| 2.40 16
11. Zoomek 0.737] 221 11
12, Property index 0997 2.04 M2
13. Lamudi 0.939] 1.82| 13
14 Lands.ng 0.906] 1.78] 1%

Source:Author’s Field Survey, (2020).

CONCLUSIONS AND RECOMMENDATION

According to Chadha, Byalik, Tilevich and Rozovs&k2016) when a mobile application is supportednajor platforms;
its market penetration is maximized. This is whatébook have been able to do by advertizing vanieat property

marketing platforms. Real estate firms should felloew trends and emerging concepts of technologheir quest for

survival in the real estate marketing business bking the opportunity from marketing either theidigenous marketing

platforms on Facebook for global recognition anebder.

REFERENCES

1. Akomolede (2006), Akomolede, K., (2006), Estatea@gBractice in Nigeria. Lagos. Bamboo Books

2. Bertram, 2018). Bertram, N. (2018), “Why Properigting is Low”, The Guardian Newspaper on 4 Jun&&0

3. Chadha, S., Byalik, A., Tilevich, E. and Rozovskdyg2016). “Facilitating the development of crgdatform
software via automated code synthesis from webebpssgramming resources”. Computer Languages, 3yste
and Structures. 48. 10.1016/j.cl.2016.08.005.

4. Dixon, T. (2005), “The Impact of Information And Bmunications Technology On Commercial Real Estate |
The New Economy”. Department of Real Estate ands@action, Oxford Brookes University, Oxford, UK.

5. Doherty, N. (2015), “Internet retailing: the pashe present and the future’, European Journal ofikéting, 43
(9/10), 1246-1262

6. Dugeri, T.T. (2011), “An evaluation of the maturiaf the Nigeria property market”, PhD thesis, Defaent of
Estate Management, University of Lagos, Lagos,i®etd from
<http://www.afrer.org/docs/pdf/dugeri.pdf>Googlet®tar [ Accessed, September 2018]

7. ESVARBON (2019), ESVARBON Registered Individuplshttvw.esvarbon.gov.ng/Register-of-ESVs/Individual

(2019) [Accessed; March 23, 2019]

Impact Factor (JCC): 6.2242 NAAS Rating 2.08



Awareness and Userbility of Digitalized Marketing Platforms of Real Estate Propertiesin Nigeria 53

8. Gulbahara, M. O., and Yildirima, F. (2015), “Market Efforts Related to Social Media Channels andoéo
Application Usage in Tourism: Case Study in Istdhun Okan University, School of Applied Sciencészla,
Istanbul 34959, Turkey

9. Halim, H. C. (2010), “Assessment of the applicatifimformation and CommunicationTechnology in Resthte
practice(A Case Study of Lagos Metropolis)”. Mastdthesis in Estate Management University of NiNaukka.

10. Joseph, M.(2014), “How GIS is Being Used in Reahtes https://www.gislounge.com/author/joseph-Jbgep
Last visited: May 2, 2018

11. National Association of Realtors, NAR (2014), Rea@ltTechnology Survey Report.

12. Obijiofor, L. (1999) “Impact of New Information ardommunication Technology (ICT) on socio-economit a
educational development of Africa and the Asia-fl@cA pilot study”, World Association of Press Guuils

Oceanic Regional Conference Proceedings, SydneyAlistralian Press Council. 58-62.
13. Okereke, D. (2014). Agency and Property Manager@efitvare / Apps- [Accessed on April 24, 2018]

14. Property Portal Watch’'s (2016)", https://www.onlimarketplaces.com/articles/14839-agenda-for-property

portal-watch-s-madrid conference-announced- [Lastéssed: March 23, 2019]
15. Real Estate Webmaster (2012) Survey Report.

16. Uzoh, A. B. (2012). Human Capital Development: rat8gy for Moving Nigeria Into The Knowledge Ecogpm
Owerri Imo State, Nigeria

www.iaset.us editor @ aset.us






