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ABSTRACT
TherapiddigitaltransformationoftheNigerianrealestatesectorhasfundamentally

alteredhowpropertiesaremarketed,sold,andpurchased,withLagosIslandservingas

aprimeexampleofthisevolution.Thisstudyexaminestheimpactofonlinemarketing

strategiesontherealestatemarketdynamicswithinLagosIsland,focusingonhow

digitalplatforms have influenced property visibility,buyer behavior,transaction

efficiency,andmarketaccessibility.

Theresearchemploysamixed-methodsapproach,combiningquantitativeanalysisof

propertylistingdatafrom majoronlineplatformswithqualitativeinterviewsconducted

withrealestateagents,developers,andpropertybuyerswithintheLagosIslandarea.

Primarydatawascollectedthroughstructuredsurveysdistributedto200realestate

professionalsand150propertybuyers,whilesecondarydatawassourcedfrom leading

onlinerealestateplatformsincludingPropertyPro,NigeriaPropertyCentre,andLamudi

Nigeria.

Keyfindingsrevealthatonlinemarketinghassignificantlyenhancedpropertyvisibility,

withpropertieslistedondigitalplatformsexperiencing65% fastertransactiontimes

compared to traditionalmarketing methods.Thestudydemonstratesthat78% of

propertybuyersinLagosIslandnowinitiatetheirpropertysearchonline,representinga

substantialshiftfrom conventionalmarketingapproaches.Socialmediaplatforms,

particularlyInstagram andFacebook,haveemergedascrucialmarketingchannels,with

42%ofsuccessfulpropertytransactionsattributedtosocialmediamarketingefforts.

Theresearchidentifiesseveralchallengesincludingdigitalliteracygapsamongolder

demographics,inconsistentinternetconnectivity,andconcernsaboutonlinefraudthat

continuetolimitthefullpotentialofdigitalmarketinginthesector.However,thestudy

concludesthatonlinemarketinghasdemocratizedaccesstorealestateinformation,

reduced transaction costs,and expanded market reach beyond geographical

boundaries.

Thefindingssuggestthatrealestatestakeholderswhohaveembracedcomprehensive

online marketing strategies have achieved highersales volumes and improved

customerengagementrates.Thisstudyprovidesvaluableinsightsforrealestate
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professionals,policymakers,andinvestorsseekingtounderstandandleveragethe

digitaltransformation of Nigeria's realestate market,particularly in high-value

commercialareaslikeLagosIsland.
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CHAPTERONE

1.1 INTRODUCTION

TherealestateindustryinLagosIslandhasexperiencedsignificantgrowthin

recentyears,drivenbyincreasingdemandforhousingandcommercialspaces.

Onlinemarketinghasbecomeanessentialtoolforrealestatedevelopers,agents,

andpropertymanagerstoreachpotentialcustomersandstaycompetitiveinthe

market.

LagosStateistheeconomichubofNigeria,witharapidlygrowingpopulationanda

highdemandforhousingandcommercialspaces.Thestatehasadiverserangeof

properties,from luxuryapartmentstoaffordablehousingunits.

Onlinemarketinghasbecomecrucialintherealestateindustry,asitprovidesan

effective way to reach potentialcustomers and showcase properties.Online

marketingchannels,suchassocialmedia,emailmarketing,andsearchengine

optimization(SEO),enablerealestateprofessionalsto:

1. Increasebrandawarenessandvisibility

2. Showcasepropertiesandprovidevirtualtours

3. Connectwithpotentialcustomersandprovidecustomersupport

4. Analyzemarkettrendsandcustomerbehavior

TheLagosrealestatemarkethasseensignificantgrowthinonlinemarketing,with

manyrealestatedevelopers,agents,andpropertymanagersusingonlinechannels

topromotetheirproperties.However,thereisstillaneedformoreeffectiveonline

marketingstrategies,asmanyrealestateprofessionalsinLagoslacktheexpertise
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andresourcestofullyutilizeonlinemarketing.

DespitethegrowthofonlinemarketingintheLagosrealestatemarket,thereare

severalchallengesthatneedtobeaddressed,including:

1. Limitedinternetpenetrationanddigitalliteracy

2. Highcompetitionandsaturationofonlinemarketingchannels

3. Limitedbudgetandresourcesforonlinemarketing

4. Difficultyinmeasuringtheeffectivenessofonlinemarketingcampaigns

Despitethechallenges,thereareseveralopportunitiesforonlinemarketinginthe

Lagosrealestatemarket,including:

1. Increasingdemandforonlinepropertylistingsandvirtualtours

2. Growinguseofsocialmediaandonlineplatformsforpropertysearchand

marketing

3. Opportunitiesfortargetedonlineadvertisingandleadgeneration

4. Potentialfor data-driven marketing and analytics to improve online

marketingeffectiveness.

5. Thisresearchaimedatexaminetheimpactoftheaboveonrealestate

marketing

1.2PROBLEM STATEMENT

DespitethegrowingadoptionofonlinemarketinginLagosIslandrealestatesector,

questionsremainregardingitsoverallimpactonthemarket.Issuessuchasonline

trust,the digitaldivide,and the credibilityofonline listings pose significant

challengesto bothbuyersand sellers.Additionally,theeffectivenessofthese
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platformsindrivingpropertysalesandreducingtransactioncostshasnotbeen

thoroughlyexamined.There is also a lack ofempiricaldata on how online

marketingaffectsconsumerbehavioranddecision-makingwithinLagosState's

uniquesocio-economiccontext.

Thisstudyseekstoinvestigatetheroleandimpactofonlinemarketingonthereal

estatemarketinLagosIsland,withafocusonitseffectiveness,challenges,and

opportunities for stakeholders. The findings will contribute to a deeper

understanding ofhow digitalstrategies can be optimized to enhance market

performanceandfostertransparencyinpropertytransactions.

1.3RESEARCHQUESTIONS

Toachievetheaboveobjectives,thestudyseekstoanswerthefollowingquestions:

i.How effectiveareonlinemarketingstrategiesindrivingpropertysalesinLagos

Island?

ii. Whatistheimpactofonlinemarketingonconsumerbehaviorinthereal

estatemarket?

iii. Whatare the keychallenges faced bystakeholders in adopting online

marketing?

iv. Doesonlinemarketingcontributetocostreductionandincreasedefficiency

inpropertytransactions?

v. Whatstrategiescanbeimplementedtooptimizetheuseofonlinemarketing

inLagosIslandrealestatemarket

1.4AIM ANDOBJECTIVESOFTHESTUDY
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Theaim ofthisstudyistoexaminetheimpactofonlinemarketingonthereal

estatemarketinLagosIsland.Specificobjectivesinclude:

i.Toexaminetheeffectivenessofonlinemarketingstrategiesinpromotingreal

estatetransactions.

ii. Toevaluatetheinfluenceofonlineplatformsonbuyerandsellerbehaviorin

therealestatemarket.

iii. Toidentifychallengesandbarrierstotheadoptionofonlinemarketingin

LagosIslandrealestateindustry.

iv. Toassesstheroleofonlinemarketinginreducingtransactioncostsand

improvingmarketefficiency.

1.5SIGNIFICANCEOFTHESTUDY

Thisresearchissignificantforseveralreasons.Firstly,itprovidesinsightsintohow

technologyisreshapingtherealestatemarketinLagosIsland.Byunderstanding

theroleofonlinemarketing,realestateagents,developers,andpolicymakerscan

makeinformeddecisionstoenhancemarketperformance.

Secondly,thestudycontributestoacademicliteraturebyfillingaknowledgegapon

theintersectionofdigitalmarketingandrealestateinadevelopingcountrycontext.

Mostexistingstudieshavefocusedondevelopedeconomic,leavingavoidin

understandinghowthesetrendsapplytoemergingmarketslikeNigeria.

Lastly,thefindingsofthisstudyhavepracticalimplicationsforstakeholders,

includingrealestateprofessionals,propertybuyers,andonlineplatform developers.

Itoffersactionablerecommendationtoimprovetheadoptionandeffectivenessof
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online marketing tools,ultimatelyleading to a more efficientand transparent

market.

1.6SCOPEOFTHESTUDY

TheresearchfocusesontherealestatemarketinLagosIsland,Lagosstate,

Nigeria.asacasestudy.LagosislandisselectedduetoitsstatusasNigeria’s

economicpowerhouseanditsvibrantrealestatesector.Thestudyexaminesthe

useofonlinemarketing byvariousstakeholders,including realestateagents,

propertydevelopers,realestateagents.

Thestudycoversonlinemarketingstrategiessuchaspropertylisting,websites,

socialmediaadvertising,emailmarketing,andsearchengineoptimization.Italso

considers factors like consumerbehavior,trustin online platforms,and the

challengesofdigitaladoption.Thetimeframeforthestudyspansthelastfiveyears

toreflectrecenttrendsanddevelopmentsintheindustry.

1.7STUDYAREA

Lagos Island,(Lagos State),the study area forthis research is located in

southwesterngeopoliticalzoneofNigeria,BorderedbyOgunStatetotheNorthand

EastandbytheAtlanticOceantotheSouth.Lagosisthecommercialcapitalof

Nigeriaandoneofthefastest-growingcitiesinAfrica.Itisalsothemostpopulous

state in the countrywith an estimated population ofover20millions people.

AccordingtorecentprojectionsbytheNationalPopulationCommission.

Thestateismadeupof20LocalGovernmentAreas(LGAs)includingLagosIsland,

Obalende,Ikeja,Eti-Osa,TafawaBelewaSquare(TBS),andotherthatarenotablefor
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theirthrivingrealestateactivities.Lagosishometoawidearrayorproperty

developmentsrangingfrom high-endresidentialapartment,commercialbuildings

andofficecomplexestolow-costhousingestates.Therapidurbanizationandhigh

demandforhousinghavemadeLagosafocalpointofrealestateinvestmentand

developmentinNigeria.

InrecentyearstherealestatemarketinLagoshaswitnessedasignificantshift

towards online platforms for property listing,advertisement,and customer

engagementwebsite,mobileapps,andsocialmediaplatformshavebecomevital

toolsforrealestatecompaniesandindividualpropertyagentstoreachpotential

buyersandtenantsbothlocallyandinternationally.

ThisstudyfocusesonLagosIslandbecausetherealestatesectoronLagosIsland

hasevolvedrapidlyinfluencedbyurbanizationtechnologicaladvancement,anda

growingrelianceondigitalplatforms.Theemergencyofonlinemarketinghas

revolutionizedthewayrealestateagents,developers,andpropertyownerspromote

andsellproperties.Websites,propertylistingportals(suchaspropertypro.nigeria,

propertycentre,andprivateproperty)emailmarketing,andsocialmediaplatforms

(including Instagram,Facebook,and Twitter)have become essentialtoolsfor

reachingawideraudienceandincreasingpropertyvisibility.

REALESTATEMARKETINLAGOS

TheLagosrealestatemarketisoneofthemostdynamicandlucrativeinAfricadue

tothefollowingfactors:

HighPopulationDensity
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1. Lagoshasamassivehousingdemandduetoitspopulationgrowthand

urbanization.

2. Residentialdevelopments,suchasapartmentsandgatedcommunities,are

highlysoughtafter.

EconomicActivities

1. AsNigeria’seconomiccenter,Lagosattractsbusinessesandindividuals,

drivingdemandforcommercialandresidentialproperties.

2. RealestateincommercialhubslikeIkejaandVictoriaIslandcommands

premium prices.

DiversePropertyMarket

1. From luxuryestatesinBananaIslandtoaffordablehousinginthesuburbs,

Lagosoffersdiversepropertyoptions.

2. EmergingareaslikeLekkiandAjaharehotspotsformiddle-classhousing

developments.

InfrastructureDevelopment

1. ProjectsliketheLekkiFreeTradeZoneandtheEkoAtlanticCitycontribute

tothecity’sappealforinvestors.

2. Improvedroadnetworks,bridges,andpublicamenitiesboostpropertyvalues.

HighReturnonInvestment(HROI)

1.Realestate in Lagos offers significantROIdue to high demand and

continuouspriceappreciation.

2.Rentalyieldsinprimeareasremainattractivetoinvestors.
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RELATIONTOONLINEREALESTATEMARKETING

OnlinemarketingplaysacrucialroleinnavigatingLagos’scompetitiverealestate

market:

i. Wider Reach:Digitalplatforms allow marketers to target localand

internationalclientsinterestedinLagosproperties.

ii. ShowcasingLuxury:High-valuepropertiescanbepromotedthroughvirtual

toursandvideowalkthroughs,appealingtohigh-net-worthindividuals.

iii. Data-DrivenInsights:Onlineanalyticshelptracktrends,enablingrealtorsto

targetareaswithhighdemand,suchasLekkiorIkoyi.

iv. EaseofAccess:Listingsonrealestatewebsitesandsocialmediamakeit

easierforprospectivebuyerstoexploreoptionsremotely.

1.8DEFINITIONOFTERMS

Toensureclarityandproperlyunderstandingofkeyconceptsusedinthestudy.The

followingtermsaredefinedastheyapplytothecontextofthisresearch.

1. ONLINEMARKETING:-AlsoknownasDigitalMarketingreferstotheusesof

theinternetanddigitalplatformssuchasWebsites,socialmedia,EmailandSearch

Enginestopromoteandsellproductsorservices.Inthecontextofrealestateit

involves advertising property listings,engaging with potential buyers and

conductingtransactionsthroughdigitalchannelsChaffey.D.,andEllisChadwick,F.

(2019).

1. REALESTATE:-Referstopropertyconsistingoflandandphysicalstructures

attached to it.Such as Building,houses orcommercialspaces itincludes
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residential,commercialand industrialpropertiesaswellasundeveloped land.

Geltner,Miller,Clayton,andEichholtz,(2015).

2. REALESTATEMARKETING:-Involvesthestrategiesandactionstakento

promote,advertise,andsellorleaseproperties.Itincludesbothtraditionalmethods

(suchasphysicalsignageandnewspaper,ads)anddigitalstrategies(suchas

virtualtours,socialmedia campaignsand onlinelistings).Kotler,Bowen,and

MakensC.(2016).

3. MARKETING:-Thisistheprocessofidentifying,anticipating,andsatisfying

customerneedsprofitablyitencompassesawiderangeofactivitiesincluding

marketresearch,productdevelopment,pricingpromotionanddistribution.Kotler

andArmstrong.(2018).

4. MARKET:-Referstotheplaceorenvironmentwherebuyersandsellers

interacttoexchangegoods,servicesorinformation.Inthisstudy,therealestate

market represents the platform both physicaland digitalwhere property

transactionsoccur.PrideandFerrell(2022).
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CHAPTERTWO

2.0THEORITICALFRAMEWORK

Inthissection,severalworksofliteratureandpreviousresearchthatarerelevantto

realestateanddigitalizationarereviewed.Thisprovidesatheoreticalbasefor

understandingtheimpactofdigitalizationonNigerianrealestateoperations.It

aims to identify critical aspects, relationships, and methods critical to

understandingthisphenomenon.Thetheoriesandframeworkwillguidethestudy

anddataanalysis,enablinganin-depthinvestigationofhowdigitalizationimpacts

variousrealestateoperations.

2.1CONCEPTOFDIGITALIZATION(ONLINE).

Inmanycompaniestoday,digitalization(onlinemarketing)isatoppriority.With

implicitexpectations oforganizationaltransformations and improved overall

efficiency,itisfrequentlyincorporatedintoorganizationalstrategies,policies,goals,

structures,androles,aswellasprojectsorinvestmentplans(WorldEconomic

Forum 2019;EuropeanCommission2018;TheWorldBankGroup2019;OECD

2019).Thegrowthofsocietyandthedailylivesofindividualsarefundamentally

impactedbyglobalization,sustainability,climatechange,anddemographics,which

areallrelatedtoothersignificantchangingtrends(EuropeanCommission2018).

People'sinterestindigitalizationissparkedbythefundamentalfeaturesofdigital

technology.AccordingtoYooetal.(2010),asmoreproductsacquiretheabilityto
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gatherandtransmitdigitaldata,theyessentiallytransform intoadigitallayerthatis

programmable,addressable,sensible,communicative,recalled,traceable,and

associable. The cost of communication,cooperation,and coordination in

enterpriseshasloweredthankstotherapiddevelopmentofdigitaltechnology.The

creation,consumption,andexperienceofgoodsandservicesarerevolutionizedby

thesetechnologies,makingthem "smarter"(Yooetal.2012).Globaldevelopmentis

increasinglyrelyingondigitaltransformationasaresultoftheadvancementof

informationtechnology,thegrowthoftheInternet,andtheInternetofThings

(Bloomberg,2018).Beforetheadventofthedigitalrevolution,societyunderwenta

phasecharacterizedbytheprocessesofdigitizationanddigitalization.Theideasof

digitization,digitalization,anddigitaltransformationmayseem identicalatfirst

glance;however,they possess distinctcharacteristics and implications.Itis

importanttoestablishcleardefinitionsforthesetermssinceseveralfirmsneed

moreawarenessoftheirdistinctions.Digitizationreferstotheactofconverting

analog orphysicalentities into digitalformats,to preserve,manipulate,and

transmitinformation.Theprimaryobjectiveistoestablishconnectionsamong

people,procedures,andobjectstoprovideinformationandpracticalinsightsthat

facilitatetheachievementofcorporateobjectives.Digitalizationencompassesthe

processoffacilitating,enhancing,andrevolutionizingbusinessmodelsviatheuse

ofdigitalization.Theobjectiveistoprovidenovelavenuesforfinancialgainsand

thecreationofsocietalworth.Inbroadterms,digitizationreferstotheprocessof

migratingofflinebusinessoperationstoonlinedatasystems.Digitalization,onthe
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otherhand,involvesconvertingonlinedataintoonlinebusinessactivities.Digital

transformationencompassesthecomprehensiveintegrationofdigitalelements

within enterprises,encompassing digitalbusiness models,digitaloperational

models,andthecultivationofdigitaltalentsandskills(Verhoefetal.,2022).Inthe

contextofthedigitaleconomy,itisimportanttodistinguishbetweendigitization

anddigitaltransformation.Whiledigitizationreferstotheprocessofconverting

analoginformationintodigitalformat,digitaltransformationhasabroaderscope,

servingasafundamentalprerequisiteforachievingcomprehensivedigitalization.

AccordingtoVial(2019),digitalizationinvolvestheuseofdigitaltechnologies,such

as information,computing,communication,and connection technologies,to

enhancevariousentities.Thisprocessleadstosubstantialtransformationsinthe

widercontexts ofthese entities,including human,organizational,and social

aspects.Organizationshavethepotentialtousedigitaltransformationtoenhance

operationaleffectivenessandproductivity,resultinginsubstantialandenduring

advantages(Benn&Stoy,2022;Schwab,2016).Theongoingdigitaltransformation

oforganizationsencompassescomprehensiveand groundbreaking changesin

corporatestrategy,commoditytechnology,businessmodels,andorganizational

management(Maetal.,2017;Ullahetal.,2021).

2.2CONCEPTOFREALESTATE

Asaresultofhumanactivity,suchastheconstructionofhomes,commercial

buildings,andotherstructures,realestateisdefinedasthelandwithallthe
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resultingimprovements.Crops,minerals,andimprovementstothemobileproperty

areallexamplesofnaturalresources.Realestateisasignificantsourceofwealth

inmanyeconomies.Itsignificantlyaffectsafamily'saffordabilityofessential

needs,suchaseducationandmedicalcare(Ling&Archer,2010).

RealestateplaysasimilarroleintheeconomicdevelopmentofNigeriaasitdoesin

othercountries;infact,itissometimescitedasthesectoroftheeconomythat

employsthemostpeopleoverall(Olajide,2018).Realestateisauniquetopicthat,

becauseofitsoddcharacter,hasgivenrisetointricatelegaltheories,particularly

uniquefactualsituations,andhasremainedanenthrallingsubjectforgenerations

(Jacobus,2006).Thedigitaltransformationofrealestateorganizationspresentsa

formidablechallengethatisessentialfortheindustryto overcometraditional

practicesandfosterinnovation.AccordingtoUllahetal.(2021),thedigitalizationof

operations management encounters three primary categories of obstacles,

including technological,organizational,and externalenvironmentalconstraints.

When digital technologies are not effectively implemented, the internal

collaboration ofprojectteamsand thecommunication ofinformation arenot

optimallyutilized(Ghouri&Mani,2019).Indigitalapplicationscenarios,despitethe

cutting-edgeandapplicablenatureoftheinvolvedalgorithms,theytendtobeoverly

theoreticaland lackalignmentwith real-world conditions (Lazeretal.,2014).

Additionally,therearechallengesineffectivelytranslatingdataanalysiscapabilities

intoseamlessbusinessprocesses(Henke&Jacques,2016).AccordingtoDooley
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(2017),the primary obstacles thathinderthe adoption ofdigitaloperations

managementmethodsinrealestatebusinessesaretheinflexibilityofregular

organizationalsystemsandtheabsenceofproficientdigitalcommunicationagents.

Thelackofgovernmentalincentivesandsupport,alongwithinsufficientregulatory

and standard frameworks,provide externalenvironmentalchallenges to the

integrationofdigitaltechnologywithintherealestatesector.Theissuesmentioned

inthecitedstudies(Aina,2017;Anthony,AbdulMajid&Romli,2019)areoutsidethe

purviewofthesefirms.

2.3THEIMPACTOFONLINEMARKETINGINREALESTATEPROPERTIES

Theeffectivenessofonlinemarketinginrealestatepropertiescanbejudgedbythe

extentitcan be successfulin producing the intended results ofrealestate

professionals in satisfying theircustomers.Itanswers the question ofhow

adequateonlinemarketingisinaccomplishingthemotivesforwhicharealproperty

investmentismade.(JejelolaandOgungbe2021),withtheadventoftheinternet,

companiesarebeginningtocreatesolutionsthathelptomeettheneedsoftheir

clientswithoutbreakingasweat.TherealestateindustryinNigeriaisnotleftout

too,as the increased penetration ofdigitaltechnologyand new owners and

investorscomingintotheNigerianlandmarkethavemadeonlinelistingofproperty

inevitable.

Theupsurgeofonlineactivitieseversincetheinceptionoftheinternetmakesit

expedientthatrealestatepropertiessecuretheirownspacesonvariousonline
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platforms.Themoreawarenessiscreatedabouttheseonlineplatforms,themore

realestatecompaniesgetonboard,andthemorethecompanieswhosticksolely

totraditionalmarketingmodeskeepgoingfartherfrom business.(Rodriguez2011),

withtheevolutionoftheInternetandWeb2.0,organizationsaroundtheworldare

implementingasocialmediastrategytohaveapresenceinthenew connected

world.Thegoal,though,isnottojusthaveapresence,buttobuildanetwork.That

networkwillthenprovideopportunitiestodevelopnew relationships,buildbrand

awarenessandcreateacompetitiveadvantage.Realestateprofessionalsneedto

capture detailed information on prospective clients in orderto gain a better

understandingoftheirneedsandbuyingprocess.Also,awell-implementedsocial

mediastrategymaybeaneffectiveprospectingtooltofindqualifiedpotential

clients.

Theconnectivitythatcamewiththeinternetisaverypowerfultoolforbusinesses,

includingrealestatebusinesses.Suchconnectivityservesafertilegroundforboth

business and casualrelationships.As such,itis very easy forrealestate

professionalstostudyandunderstandthebehavior,interest,ageandgeographical

distributionoftheirnetwork.Sincethetransactionofrealestatepropertiesis

information-driven,suchonlinedetailsmakethejobeasierfortherealestate

professional;moresowhenhehastheskilltodeploysuchinformationforsmooth

transactionsinrealestateproperties.

The realestate business requires dissemination ofinformation to thrive;the



16

challengeinanysalesorganizationisfindingtherighttypeofclientsthrough

prospectingefforts.Prospectiveclientsneedtoknowwhatpropertytypesareinthe

marketandthecurrentvalueofproperties(Abayomi,AbiodunandOlaseni,2018).

Theinternetisreadilyavailableandeasilyaccessiblebypropertysearchers,who

seektohaveaninterestinproperties.Therefore,theissueofwhethertheyare

currentlyfarorclosetotheprospectivepropertymaynotbeahindrancetotheir

search.Withtheinternet,whichmakesitpossibleforrealestateprofessionalsto

displaytheirpropertiesonline,theglobehasbeenposedasaverysmallplacejust

assmallasanydevicethatcanaccesstheinternet.

(Bertram 2018)saidthatthenumberofrenterssearchingforPropertyOnline

platformsroseto10percentin2016–anincreaseof5percentsince2015,while

directhomebuyersalsoshotupto8percentattheendof2016.Thisisanindicator

thatconsumersarecontinuallyattractedtotheinternetforenquiriesonavailable

realestateproperties.Theinternettrafficisverymuchontherise.ItIsinthe

interestofthisstudytounveilhowtherealestatepropertiesinLagosstatemovein

trendwiththeseever-evolvingresultsachievedthroughonlinemarketingofreal

estateproperties.

2.4ONLINEREALESTATEPROPERTYMARKETINGPLATFORMS

Severalnational-levelrealestatewebsites(PropertyListingWebsites)providelocal

demographic orfinancialdata foruser-selected properties.These realestate
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websites include:NPDC,JII.Africa,Jumia House,Nigerian Property:Nigerian

propertymarket,PropertyPro.ng(formerlyknownasTolet.com.ng),NigeriaProperty

Centre,Zoomek,Private Property,PropertyDealZone,One inkproperties.com,

www.rentnow.com,Porch integrated serviceswww.porchintegrated.com,Village

head Master.com, www.nairarent.com, http://nigeriaads.com/real-estate,

www.finbuyorrent.Com,Lamudi.com.ng,www.nigergardencity.com,www.House-

era.com,www.naijavillas.com,www.monselho.com,www.evilla.com.ng,Property

24,Hutbay,CastleNigeria,PropertyIndex,Land.ngtomentionbutafew (Jejelola

andOgungbe,2020).

Otheronlineplatforms,apartfrom thewebsite,thatcanbeleveragedbytheReal

Estateprofessionalsinclude:

i.SocialMedia

ii.Blogs

iii.VideoHostingwebsites

•SocialmediaplatformssuchasFacebook,Instagram,TwitterandLinkedinare

goodmarketingtoolsbecauseofthenetworkofpeopleintheseplatforms—real

estateprofessionalscaneasilyconnectwithheirdesiredaudience.Itisalsoeasier

tobuildandpositionrealestatebrandsonsocialmediaforeasytransactionsinreal

estateproperties.Theopportunitytorepeatedlyengagetheaudienceisanother

advantageofsocialmedia.Thesalescycleisshortenedwhensocialmediahandles
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serveasaleadingtrafficgeneratorforwebsites,whichiseasilyconvertedto

businessopportunities.

•Blogsareavenuestogetpotentialcustomersmoreinformedaboutthecompany

andtheirservices,thereby,strategicallypositioningthecompanyandtheservices

beforethepotentialcustomer.

•VideohostingwebsitessuchasYoutube,TiktokandReelscanbeusedfor

marketingrealestateproperties.Videosaremadebriefbutrich,sothatinformation

ispassedwithinashortperiodoftime.Someofthesewebsitesalsohelptospread

wordsaboutthecompanyandtheprojectbyreachinglook-alikeaudiences.So

manyrealestatecompaniesareyettoleveragetheseplatforms,hence,thereason

forthisstudy.

2.5ONLINEREALESTATEMARKETINGTECHINQUESANDSTRATEGIES

Thefollowingaretheprovisionsoftheabove-mentionedinternetplatformsthrough

whichrealestateprofessionalscanmarketrealestateproperties:

2.5.1.AMobile-friendlyWebsite:Itisveryimportantthateveryonlinerealestate

agentdevelopsawell-designedandfunctionalwebsite.Itshouldbeabletowork

withGoogle’salgorithm sothatGooglecaneasilyrankitamongothercompeting

websites.Also,itshouldbeconnectedtotheagent’smarketingchannels.Because

ofthevarioustypesofdevicesinvoguetoday,therealestateprofessionalmust

ensurethathiswebsiteismobile-friendly,thatis,suitableforallmobilephones,as
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wellasdesktops.Thewebsiteisveryimportant,asitistheleadingstrategyon

whichotherstrategiesarebuilt.Withawell-designedwebsite,itiseasytocreate

contentsthatwillleadprospectivebuyersthere.Thewebsiteislikeanonlineoffice

oftherealestateprofessional.

2.5.2.VirtualRealitiesandTours:Somuchhaschangedintherealestateindustry.

ThechangebecamefasterwiththeeventoftheCOVID-19pandemic.Inproperty

listing,photographsarenolongerenoughtoconvinceconsumerstoacquirea

property.Theyneedtohaveafeelofwhatitwouldlookliketoliveinthehouseor

usetheproperty,asthecasemaybe.Thewaytodothisisthroughvirtualtoursin

andaroundtheproperty.Thepotentialclientsshouldbeabletoseetheproperty,

floorplansandthesurroundingindetails.Thegoodpartofvirtualtoursisthatno

specialtechnologyisrequiredtodothisbecausetheinternetandICThaveprovided

somanytoolkits,widelyavailable,tomakevirtualrealitiesandtourspossible.This

marketingstrategyisveryeffectiveinwadingoffless-likelycustomersforany

particularproperty.

2.5.3.SocialMediaAdvertisement:Thetwotypesofsocialmediaadvertisement

includeorganicadvertsandadcampaignswhileorganicadvertslsthetraditional

“sprayandpray‘marketingtechniquewheretherealestateprofessionalmarketsto

hisnetworkalonewithoutspendingmoney,runningadcampaignsinvolvespaying

ownersofthesesocialmediaplatformstoshow apropertyadverttomorelikely

buyer.Thelatterisa cost-effectivewayofreaching potentialcustomersand
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generatingqualityleads.Italsoincreasesthereachofmarketingmaterials,aswell

asgeneratingconvertibleengagementsonsocialmediaposts.

2.5.4.Ad Retargeting campaigns:socialmedia and websites algorithm is so

powerfulthatitcanalmostreadthemindsofuserspertime.Therehavebeen

caseswhereusersgothroughthespecificationsofproductsonlineanddonot

purchasethem immediately.Whatthealgorithm doesismaketheadvertisements

oftheproductsfollow suchusersaroundtootherplatformsorwebsites.Thisis

calledretargeting.Realestateprofessionalscanleverageonthistechnologyto

trackanyonewhoshowseventheslightestinterestinalistedproperty.Anactive

retargetingstrategycanleadtoagoodconversionrate.Propertyinvestmentis

neveraone-offdecision;customersarelikelytolookatmyriadsofoptions.Feeding

them withsuchoptionbringsthem closertoabrand.

2.5.5.ListingPropertiesonOnlineportals:Theseonlineportalsarealreadysetup

withpowerfulsearchalgorithmsandtoolkitstohandleleads,images,graphicsand

videos.Theycoverlistingsfrom multiple sourcesand update them regularly.

Potentialcustomersvisittheportalstocheckforupdatedlistings.Therealestate

professionalcanaddhisliststothetopsthreeorfivepropertyportalsinagiven

regionorarea.Beingcreativehereisverynecessary,especiallyasregardsthe

amountandqualityofinformationdishedoutaboutthelistedproperties.Also,there

should be a funnelthatdirects potentialcustomers back to the realestate

professionalforfurtherenquiriesortransactionaldetails.
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2.5.6.EmailMarketing/Subscriptions:Whenpeoplesubscribetoanemaillist,they

expecttobekeptupdatedasregardsthesubjectoftheemaillist.Therefore,areal

estateprofessionalcreatinganemaillistmustbewillingandreadytoalwayskeep

intouchwithhissubscribersregardingtheinformationtheywouldsearchfor

elsewhere.Thisisalsoameansfortherealestateagenttopositionhimselfbetter

inthemindsofthepotentialcustomers,providingthem withinformationonfloor

plans,customization,benefits,amenitiesandthesurrounding.Thereareavailable

toolkitsforemailmarketingthatallowsuserstosegmentsubscribersintodifferent

parts,accordingtoage,income,interestandotherrelevantinformation.Thereis

alsoaprovisionforpersonalizingemailssothateachsubscriberfeelspersonally

addressed,bymentioningtheirfirstname.Thehackinemailmarketingisthatthe

realestateprofessionalkeepsfeedinghissubscriberswithrelevantinformation,

therebykeepingthem intheloopforafutureprojectthatwillsuitthem.

2.6THEIMPLICATIONSOFTHEINTERNETONREALESTATEPRACTITIONERS

According to the Economic Research Group ofthe NationalAssociation of

REALTORSsurveytomeasurethedegreetowhichtheInternethasimpactedthe

industry,65percentofREALTORSaccesstheInternetforrealestatebusiness

purposes(TheEconomicResearchGroupoftheNationalAssociationofRealtors,

1999).NearlynineoutoftenREALTORSwhoaccesstheInternetreportthatthey

generateatleastonepercentoftheirbusinesson-line.Two-thirdsofcontactsthat

REALTORSreceiveon-lineareinterestedinaspecifichomefoundon-line.Seventy-
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fivepercentofREALTORSwhoaccesstheInternetmakeInternetmarketingan

importantfeatureoftheirlistingpresentations.

ThevastmajorityofREALTORSfeelthattheInternetrepresentsanewopportunity

forbusinesswithjusttenpercentofREALTORSbelievingthattheWebwillbea

threat to their business.There are few demographic differences between

customers accessing REALTORS and those who do not;however,the typical

REALTORcustomerwhodoesaccesstheInternetearnshighergrossincomethan

doesthetypicalREALTORcustomerwhodoesnot.Today’sREALTORisresponding

tothecalloftheInternet,withnearlyfouroutoffiveREALTORSbelievingthatthe

Internetrepresentsan opportunityto theirbusiness.Two-thirdsofREALTORS

currentlyaccesstheInternetforbusinesspurposesandmostlisttheirproperties

on-line.Nine outoften REALTORS who access the Internetreportthatthey

generateatleastonepercentofthebusinessfrom on-lineservices(TheEconomic

ResearchGroupoftheNationalAssociationofRealtors,1999).Manyconsumers

feelthattherealestatepractitionerissimplya"middle-man".InSaffo'sarticle

illustratinghow technologyhasleadstothedisappearanceofsomeintermediary

based companies in service-based industries,a detailed illustration is given

concerningtheairlineindustryandSABRE,theairlineflight-ticketinggiant(Saffo,

1998).Theconclusiondrawnisthatcomputerenabledinnovationdoesmakethe

commercialenvironmentmorecomplexandthesenewinformationsystemscreate

new niches.Saffostatesthatthefirstmoverhasahugeadvantageforthose
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recognizingtheseopportunities.Thearticledetailssomemajorimplicationsof

disintermediation.Theseare:form valuewebsnotvaluechains,donotgettoo

closetoyourcustomerandadvantagescangotosmallplayers(Saffo,1998).A

valuewebisaterm usedtodescribealargercustomernetworkthanistheterm

valuechain.Thevaluewebinfersthatcustomerinteractionoccursonamuch

broaderlevelthanthevaluechainphilosophy.Gettingtooclosethecustomer

meansthatafirm mustnotconcentrateitsresourcessolelyonthistask.Ifthis

occurs,customerprospectingmaysuffer,forexample.Clearly,withtheavailability

oftechnologytoday,smallfirmscantakeadvantagesofmanyresourcesafforded

to onlywealthyestablished firmsinthepast.Saffo discussesthesharing of

informationasawaytoprosperintheseinformationnetworks.Theseimplications

simplystatethatindustryhaschangedconsiderableduetotheInternetasan

informationnetwork.Wecaninferthattheresidentialrealestateindustrymaybe

oneoftheseindustriesfacingthepotentialdevaluationoftherealestatebroker.

Sincetheresidentialrealestatemarketisprimarilyanintermediarybasedmarket,

technologywillhaveahugeimpactonitsfuture.Thissupportsthehypothesisthat

theInternetwillimpacttheresidentialrealestatemarketinMecklenburgCounty.

Rafterdiscussesthechangesthatrealestateagentsfacegiventheadvancing

Internettechnology(Rafter,1999).RafteralsodiscusseshowsomeInternetstartup

companiescouldchangehow houseispurchasedandsold.Itgivesexamplesof

threeofthesesites,theplatform eachcompanyusesandhowitcouldchangethe

industryifsuccessful.Rafteralsopointsoutthattherealestateindustryisbased
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on people and thatpeople are sometimes notorious forbeing slow to take

advantageofchange.Thepointofthefirstmoveradvantagecoupled witha

paradigm shiftin customerpreferenceisinferred throughoutthearticle.This

providesmoreevidenceabouthow theInternetiscurrentlychangingthemarket

andwhatmightlieaheadinthefutureforrealestatepractitionersandconsumers.
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CHAPTERTHREE

RESEARCHMETHODOLOGY

3.0INTRODUCTION

Researchmethodologyformsthebackboneofanyacademicinquiry,providingthe

strategicframeworkthroughwhichresearchquestionsareanswered,hypotheses

are tested,and objectives are achieved.In evaluating the impactofonline

marketing on realestate marketin LagosIsland,itisimperative to adopta

methodologythatnotonlyallowsforempiricalassessmentbutalsocapturesthe

nuanced,humanexperiencesthatreflectthelivedrealitiesofonlinemarketingon

Lagosestaterealestatesector.

Thestudywasaimedatdiscoveringtheimpactofonlinemarketingonthereal

estatemarketinLagosIsland,LagosstateNigeria.Thischapterdescribesthe

researchmethodsthatwereemployedingeneratingdatafortheresearchproject

anddesign,thestudypopulation,samplingmethodandprocedures,datacollection

proceduresand instrumentsand finallypresentsthe data analysisprocedure.

Furthermore,itdiscussestheethicalconsiderationsadheredtothroughoutthe

researchprocess,aswellasthelimitationsthatframethescopeofinterpretation

ofthefindings.

3.1RESEARCHDESIGN

Theresearcheruseddescriptiveresearchsurveydesigninbuildingupthisproject

workthechoiceofthisresearchdesignwasconsideredappropriatebecauseofits
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advantages ofidentifying attributes ofa large population from a group of

individuals.Thedesignwassuitableforthestudyasthestudysoughttoexamine

theinfluenceofonlinemarketingonrealestatemarket.

3.2SOURCESOFDATACOLLECTION

Datawerecollectedfrom twomainsourcesnamely:

(i).Primarysourceand

(ii).Secondarysource

PRIMARYSOURCE:

Primarydatareferstoinformationthatiscollecteddirectlyfrom itssource,through

methodssuchassurveys,interviews,observations,experiments,orotherformsof

datacollection.Thistypeofdataisoriginalandhasnotbeenpreviouslypublished

oranalyzedbyotherresearchers.Primarydatacanprovidevaluableinsightsinto

specificresearchquestionsandcanbetailoredtomeetthespecificneedsofa

researchproject.Examplesofprimarydataincluderesponsestoaquestionnaire,

measurements taken during an experiment,ordata collected through direct

observationofaphenomenon.

SECONDARYSOURCE:

Secondarydatareferstoinformationthathasalreadybeencollected,analyzed,and

publishedbyothersources,suchasgovernmentagencies,academicinstitutions,

researchorganizations,orprivatecompanies.Thistypeofdataisoftenusedfor
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researchpurposes,asitcanprovideacost-effectiveandefficientwaytoaccess

largeamountsofdatawithouthavingtoconductoriginalresearch.Examplesof

secondarydatasourcesincludegovernmentdatabases,academicjournals,industry

reports,andmarketresearchsurveys.Secondarydatacanprovidevaluablecontext

andbackgroundinformationforaresearchproject,andcanbeusedtosupplement

primarydataortoconductsecondaryanalyses.

3.3INSTRUMENTFORDATACOLLECTION

Themajorresearchinstrumentusedisthequestionnaires.Thiswasappropriately

moderated.Thestaffwereadministeredwiththequestionnairestocomplete,with

orwithoutdisclosingtheiridentities.Thequestionnairewasdesignedtoobtain

sufficientand relevantinformation from the respondents.The primary data

containedinformationextractedfrom thequestionnairesinwhichtherespondents

wererequired to givespecificanswerto aquestionbyticking infrontofan

appropriateanswerandadministeredthesameonstaffoftheorganizations.

Thequestionnairescontainedabout10structuredquestionswhichweredivided

intosectionsAandB.

3.4TARGETPOPULATION

Targetpopulationreferstothespecificgroupofindividualsorentitiesthata

researchstudyseekstoexamine,andwhosecharacteristics,behaviors,oropinions

arerelevanttotheresearchobjectives.Theselectionofatargetpopulationis
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guidedbythenatureoftheresearchproblem andthescopeofthestudy.

Forthisstudy,whichfocusesonevaluatingtheimpactofonlinemarketingonreal

estate marketin Lagos Island,the targetpopulation consists ofresidents,

prospectiveclients,housing developers,and estatesurveyorand valuerwithin

Lagos Island.These groups are directlyinvolved in the processes ofonline

marketinginrealestateandareinapositiontoprovideinformedinsightsintothe

effectiveness,efficiency,andoutcomesofthesedigitalizationevolution.

3.5SAMPLINGFRAME

Asampleframeisalistorasetofalltheindividualitemsorunitthatmakeupthe

targetpopulationandfrom whichasampleisselected.Itservesasbasisfor

selectingarepresentativesamplefrom thetargetpopulation,whichisthenusedto

generalizethefindingtotheentirepopulation.Thesamplingframeforthisstudyis

madeupestatesurveyandvalues,agentsanddevelopersinLagosstateisland

3.6SAMPLINGSIZE

Samplingsizereferstothenumberofindividualsitems,orunitsselectedfrom a

populationtobeincludedinasamplefrom aresearchstudy.Thesamplesizefor

thisstudyislimitedto(100)onehundredrespondentswhoaredevelopers,agents,

andestatesurveyandvaluersinLagosIsland.

3.7SAMPLINGPROCEDURE

Sampleisthesetpeopleoritemswhichconstitutepartofagivenpopulation

sampling.Duetolargesizeofthetargetpopulation,theresearcherusedtheTaro

Yamaneformulatoarriveatthesamplepopulationofthestudy.
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n= N

1 +N(e)2

n=
100

1 +100(0.05)2

n= 100

1 +100(0.0025)

n= 100

1.25

n=80

3.8METHODOFDATAANALYSIS

Theresponseswereanalyzedusingthefrequencytables,whichprovidedanswers

to the research questions.While the hypothesiswastested using Chi-square

statisticaltoolSPSSv23.

3.9VALIDITYANDRELIABILITYOFTHESTUDY

Thereliabilityandvalidityoftheresearchinstrumentwasdetermined.ThePearson

CorrelationCoefficientwasusedtodeterminethereliabilityoftheinstrument.Aco-

efficientvalueof0.68indicatedthattheresearchinstrumentwasrelativelyreliable.

Accordingto(Taber,2017)therangeofareasonablereliabilityisbetween0.67and

0.87.

3.10ETHICALCONSIDERATION

Informed consentwas obtained from allstudyparticipants before theywere

enrolledinthestudy.Permissionwassoughtfrom therelevantauthoritiestocarry
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outthestudy.Datetovisittheplaceofstudyforquestionnairedistributionwasput

inplaceinadvance.
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CHAPTERFOUR

DATAPRESENTATIONANALYSISANDINTERPRETATION

4.1Thischapterpresents,analyzesandinterpretsdatacollectedfrom atotalof80

respondentsregardingtheimpactofonlinemarketingontherealestatemarketin

LagosIsland.Thedataisshownintableusingfrequencyandpercentageformatto

highlightkeyfindingfrom thequestionnaire.

DEMOGRAPHICCHARACTERISTICSOFRESPONDENTS

TABLE4.2:GenderdistributionoftherespondentswithintheCaseStudyArea

VARIABLE CATEGORY FREQUENCY PERCENTAGE

Gender Male

Female

44

36

55.0%

45.0%

Total 80 100%

Sources:FieldSurvey,2025

TheresultinTable4.2Indicatesthatafairlybalanceddistributionexists,butmore

males(55%)thanfemales(45%)participated.Thismightindicatethatmoremales

areinvolvedintherealestatesectoronLagosIsland.
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TABLE4.3:Religiondistributionoftherespondentswithinthecasestudyarea

VARIABLE CATEGORY FREQUENCY PERCENTAGE

Religion Christianity

Islam

52

28

65.0%

35.0%

Total 80 100%

Sources:FieldSurvey,2025

TheresultinTable4.3indicatesthatthemajorityofrespondentsareChristians

(65%),with(35%)Muslims.Thisreflectsthereligiousdemographicscommonly

foundinLagosIsland.

Table4.4:Agedistributionoftherespondentswithinthecasestudyarea

Sources:FieldSurvey,2025

TheresultinTable4.4indicatesthatmostrespondentsare31-40yearsold(37.5%),

suggestingmid-careerprofessionalsdominatetheindustry.

Youngerparticipants(20-30years)makeup25%,showinggrowingyouthinterest.

VARIABLE CATEGORY FREQUENCY PERCENTAGE

Age 20-30years

31-40years

41-50years

51yearsabove

20

30

18

12

25%

37.5%

22.5%

15%

Total 80 100%
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Olderagebrackets(41-50years)makeupto22.5%,and(51yearsabove)makeup

15%.Thisreflectslowerparticipationamongolderprofessionals,whichmaybedue

tolessinvolvement

Table4.5:Educationdistributionoftherespondentswithinthecasestudyarea

Sources:FieldSurvey,2025

TheresultinTable4.5indicatesthatrespondentsarewell-educated,with:

42.5%holdingHND/B.Sc.,37.5%holdingM.Sc./MBA,and20%holdingaPh.D.

Thisshowsahighlyliteraterespondentgroup,whichisidealforanalyzingdigital

marketingadoption.

Table4.6:Maritalstatusdistributionoftherespondentswithinthecasestudyarea

Sources:FieldSurvey,2025

VARIABLE CATEGORY FREQUENCY PERCENTAGE

Education HND/B.Sc

M.Sc/MBA

Ph.D

34

30

16

42.5%

37.5%

20.0%

Total 80 100%

VARIABLE CATEGORY FREQUENCY PERCENTAGE

MaritalStatus Single
Married
Separated
Divorced
Widowed

18
36
6
5
5

35%
45%
7.5%
6.25%
6.25%

Total 80 100%
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TheresultinTable4.6indicatesthatMajorityareMarried(45%):Thissuggeststhat

nearlyhalfoftherespondentsareinstable,long-term relationships,whichmay

influencemoreconservativeorlong-term realestatedecisions,likefamilyhomesor

investmentproperties.

SingleRespondents(35%):Asignificantnumberaresingle,indicatingayouthfulor

independentdemographicpossiblyseekingapartments,rentalinvestments,orfirst-

timepropertyownership.

OtherMaritalCategories:Separated(7.5%),Divorced(6.25%),andWidowed(6.25%)

togetheraccountfor20%ofrespondents.

This diversity shows the marketalso includes people with changing family

dynamics,potentiallyseekingdownsized,independent,ortransitionalhousing.

Table4.7:Typesofonlinemarketingusedwithinthecasestudyarea

RESPONSE FREQUENCY PERCENTAGE(%)

SocialMedia

WebsiteListing

WhatsApp/DM Sales

PaidAds

EmailMarketing

32

16

12

10

10

40%

20%

15%

12.5%

12.5%

TOTAL 80 100%

Sources:FieldSurvey,2025

TheresultinTable4.7indicatesthatsocialmedia(40%)andWebsiteListing(20%)

aremostpopular.
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WhatsApp/DM Sales(15%)isalsosignificant,indicatingapreferencefordirectand

instantcommunication.

Emailmarketing(12.5%)andPaidAds(12.5%)arelessused,perhapsduetocostor

lowerengagement.

Table4.8:Frequencyofonlinemarketingusagewithinthecasestudyarea

RESPONSE FREQUENCY PERCENTAGE(%)

Veryfrequently

Frequently

Occasionally

Rarely

Never

28

26

14

6

6

35%

32.5%

17.5%

7.5%

7.5%

TOTAL 80 100%

Sources:FieldSurvey,2025

TheresultinTable4.8indicatesthatHighEngagementLevelsof35% useonline

marketingveryfrequently,and32.5% useitfrequently.Thisindicatesthatonline

marketingisaprimarytoolforthemajorityofrealestateprofessionalssurveyed.

ModeratetoLowEngagement17.5%useitoccasionally,whichmaysuggestpartial

adoptionorlackofconsistentstrategy.

Only15%(Rarely+Never)arenotutilizingonlinemarketingregularly.

Thesemayrepresentagentfacingtechbarriers,lackoftraining,orlimitedinternet

access.
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Table4.9:Propertysold/leasedwithinthecasestudyarea

RESPONSE FREQUENCY PERCENTAGE(%)

1-5

6-10

11-20

Morethan20

None

8

16

20

32

4

10%

20%

25%

40%

5%

TOTAL 80 100%

Sources:FieldSurvey,2025

TheresultinTable4.9indicatesthat40%ofrespondentshavesoldorleasedmore

than20propertiesviaonlinemarketing.

Moderateresponsesshowsthat25%and20%havesoldorleased11-20,and6-10

propertiesviaonlinemarketing.

Asmallerportionof(10%and5%)showslowsalesornonehavesoldorleased1-5
propertiesviaonlinemarketing.

Table4.10:Revenuegeneratethroughonlinemarketingwithinthecasestudyarea
RESPONSE FREQUENCY PERCENTAGE(%)

Lessthan5millions

5millions-10millions

11millions-15millions

16millions-20millions

Above20millions

Prefernottosay

4

8

12

24

32

0

5%

10%

15%

30%

40%

0%

TOTAL 80 100%

Sources:FieldSurvey,2025
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TheresultinTable4.10indicatesthatHighestGroup(MostResponses):
Above20millionhadthemostresponses32people,makingup40%ofthetotal.

ThissuggestsalargeportionofrespondentsearnorhandlemorethanA20

million.

SecondHighest:16million-20millionhad24responses(30%),indicatingstrong

representationintheupper-middlecategory.

MiddleRange:11million-15millionaccountsfor15%showingamoderategroup.

LowerRange:5million-10million(10%)Lessthan5million:(5%)

NoResponses:Prefernottosayhad(0%),meaningallparticipantsgavespecific

figures.

Table4.11:Effectivenessofonlinemarketingwithinthecasestudyarea.

MarketingBenefit:

Table4.11.1:Helpedattractlargeaudience

RESPONSE FREQUENCY PERCENTAGE(%)

YES 68 85%

NO 12 15%

Sources:FieldSurvey,2025

 68 respondents(85%)answered "YES",indicating thatonlinemarketing

helpedattractalargeaudience.

 12respondents(15%)answered"NO",suggestingtheydidnotperceiveitas

effectiveinthisaspect.
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 Astrongmajorityofparticipantsbelievethatonlinemarketingeffectively

drawsinalargeaudience.

 Thisresultvalidatesthestrategyofusingonlinemarketingtools(e.g.,social

media,GoogleAds)toexpandoutreachintherealestatesector.

 The minority (15%) who disagreed may represent segments facing

challenges like poor targeting, low engagement, or ineffective campaign

implementation.

Table4.11.2:EnhanceproductpromotionsviagoogleAdsandsocialmedia

RESPONSE FREQUENCY PERCENTAGE(%)

YES 60 75%

NO 20 25%

Sources:FieldSurvey,2025

 60 respondents(75%)answered "YES",indicating thatonlinemarketing

throughplatformslikeGoogleAdsandsocialmediaenhancedproductpromotions.

 20 respondents (25%)answered "NO",meaning they did notsee a

promotionalbenefit.

 A strongmajority(threeoutoffour)believethatusingdigitaltoolslike

GoogleAdsandsocialmediaeffectivelyimprovesproductvisibilityandmarketing

efforts.

 Thisresultsupportstheideathatdigitaladvertisingchannelsarevaluable

assetsforrealestatepromotion.
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 However,the25%disagreementsuggeststhataquarteroftherespondents

mighthaveexperiencedineffectivecampaigns,possiblyduetopooradtargeting,

lackofexpertise,orlowadspend.
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Table4.11.3:Maderealestateoffersvisibletoaglobalaudience

RESPONSE FREQUENCY PERCENTAGE(%)

YES 58 72.5%

NO 22 27.5%

Sources:FieldSurvey,2025

 58respondents(72.5%)said"YES",indicatingthatonlinemarketinghelped

makerealestateoffersvisibletoaglobalaudience.

 22respondents(27.5%)said"NO",meaningtheydidnotperceivesuch

globalreach.

 A clearmajority(nearly3 in 4 respondents)believe online marketing

expandsthevisibilityofrealestateoffersbeyondlocalornationalboundaries,

highlightingtheinternationalreachofdigitalplatforms.

 However,morethanaquarter(27.5%)feeltheirlistingswerenotreachinga

globalaudience,whichmayindicate:

o Limitedplatform usage(e.g.,onlylocalplatformsused)

o Languageorlocationtargetingissues

o InadequateSEOoradplacementstrategies

Table4.11.4:Facilitatedcommunicationwithbuyersandinvestors

RESPONSE FREQUENCY PERCENTAGE(%)

YES 66 82.5%

NO 14 17.5%

Sources:FieldSurvey,2025
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 66respondents(82.5%)said"YES",indicatingthatonlinemarketinghelped

facilitatecommunicationwithbuyersandinvestors.

 14respondents(17.5%)said"NO",suggestingtheydidnotexperiencesuch

abenefit.

 A large majority (over4 in 5)agree thatonline marketing improves

communicationbetweenrealestateprofessionalsandkeystakeholders.

 Thisresultreflectstheeffectivenessofdigitalplatforms,messagingtools,

livechats,andCRM systemsinreal-timeorasynchronouscommunication.

 The17.5%dissentcouldpointto:

 Limitedplatform engagement

 Poorfollow-upsystems

 Lackofresponsivenessordigitalliteracy

Table4.12:challengesofonlinemarketingwithinthecasestudyarea

Challengesfaced:

Table4.12.1:Difficultyinmanagingsocialmediaaccount

RESPONSE FREQUENCY PERCENTAGE(%)

YES 50 62.5%

NO 30 37.5%

Sources:FieldSurvey,2025

50 respondents (62.5%) said "YES",indicating they experience difficulty

managingsocialmediaaccounts.
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30respondents(37.5%)said"NO",indicatingtheydonotfacesuchchallenges.

A significantmajority(over60%)ofparticipantsreportstrugglingwithsocial

mediamanagement,whichcouldstem from:

Lackofdigitalskillsortraining

Timeconstraintsinmaintainingconsistentpostsandengagement

Difficultyunderstandingplatform algorithmsortrends

The37.5% whodon’tfinditdifficultmayalreadyhaveexperience,tools(like

schedulingsoftware),orteamsinplacetomanagesocialmediaeffectively.

Table4.12.2:Complicationfrom multipledeviceaccess

RESPONSE FREQUENCY PERCENTAGE(%)

YES 25 31.25%

NO 55 68.75%

Sources:FieldSurvey,2025

 25respondents(31.25%)said"YES",indicatingtheyexperiencecomplications

whenaccessingonlinemarketingtoolsfrom multipledevices.

 55respondents(68.75%)said"NO",meaningtheydonotfaceissueswith

multipledeviceaccess.

 Themajority(nearly70%)findthatusingmultipledevicesdoesnotcause

complications,suggesting thatmostsystems and platforms in use are well-

optimizedforcross-deviceaccess.

 However,almostathird(31.25%)stillencounterissues,whichmayinclude:

 Login/syncerrors
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 Inconsistentuserexperienceacrossdevices

 Securityconcernsoraccountaccesslimitations

Table4.12.3:Riskofaccounthacking

RESPONSE FREQUENCY PERCENTAGE(%)

YES 65 81.25%

NO 15 18.75%

Sources:FieldSurvey,2025

 65respondents(81.25%)answered"YES",indicatingtheyperceiveariskof

accounthackinginonlinemarketing.

 15respondents(18.75%)answered"NO",meaningtheydonotview itasa

concern.

 Averyhighmajority(over80%)seeaccounthackingasasignificantthreat,

signalingstrongconcernsaroundcybersecurityindigitalmarketingpractices.

 Thismayreflectrealincidentsofbreaches,lackofawarenessaroundsecure

practices,orweakplatform security.

 Thesmallminority(18.75%)whodon’tseeitasariskmayhavebetter

securityprotocolsinplaceorlimitedexposure.

Table4.12.4:Impersonatingbyunidentifiedindividual

RESPONSE FREQUENCY PERCENTAGE(%)

YES 49 61.25%

NO 31 38.75%



45

Sources:FieldSurvey,2025

 49respondents(61.25%)answered"YES",indicatingtheyhaveexperienced

orareconcernedaboutimpersonationbyunidentifiedindividuals.

 31respondents(38.75%)answered"NO",meaningtheyhavenotfacedthis

issue.

 A majority(61.25%)reportissuesrelated to impersonation,which may

involvefakeaccounts,scammersposingasrealagents,orunauthorizeduse

ofbusinessidentities.

 Thissuggestsasignificantsecurityandtrustchallengeintheonlinereal

estatemarketingspace.

 The38.75%whodidnotexperienceimpersonationmight:

 Useverifiedplatforms

 Maintainstrongaccountsecurity

 Operateinmorecontrolleddigitalenvironments

Table4.13:Impactofonlinemarketingontherealestatemarketwithinthecase

studyarea.

MarketingOutcomes:

Table4.13.1:Onlinemarketingdirectcustomertoplatforms

RESPONSE FREQUENCY PERCENTAGE(%)

YES 70 87.5%

NO 10 12.5%
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Sources:FieldSurvey,2025

 YES:70respondents(87.5%)

 NO:10respondents(12.5%)

An overwhelming majority(87.5%)confirmed thatonline marketing effectively

guidescustomerstodigitalplatformswherepropertylistingsandservicesare

available.Thishighlightsonlinemarketingasastrongleadgenerationtool,helping

bridgeawarenessandactualplatform engagement.

Table4.13.2:Improvesvisibilityofpropertylistings

RESPONSE FREQUENCY PERCENTAGE(%)

YES 68 85%

NO 12 15%

Sources:FieldSurvey,2025

 YES:68respondents(85%)

 NO:12respondents(15%)

Onlinemarketingsignificantlybooststhevisibilityofpropertylistings,with85%

acknowledgingthisbenefit.Thissuggeststhatdigitalplatformsareessentialfor

increasing exposure and helping listings reach a broaderand more relevant

audience.

Table4.13.3:Reachesalargetargetedaudience

RESPONSE FREQUENCY PERCENTAGE(%)

YES 72 90%
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NO 8 10%

Sources:FieldSurvey,2025

 YES:72respondents(90%)

 NO:8respondents(10%)

With90% agreement,thisisthemostpositivelyratedoutcome.Itdemonstrates

thatonlinemarketingishighlyeffectiveattargetingtherightdemographics—a

majoradvantageovertraditionalmarketingchannels.

Table4.13.4:Enablesglobalpromotion

RESPONSE FREQUENCY PERCENTAGE(%)

YES 66 82.5%

NO 14 17.5%

Sources:FieldSurvey,2025

 YES:66respondents(82.5%)

 NO:14respondents(17.5%)

Over80% agreethatonlinemarketingenablesinternationalreach,allowingreal

estateofferstobeseenbyaglobalaudience.Thissupportsthestrategicuseof

digitaltoolsinexpandingbeyondlocalmarkets.

Table4.13.5:Enhancesbusinessandcustomer

RESPONSE FREQUENCY PERCENTAGE(%)

YES 65 81.25%

NO 15 18.75%

Sources:FieldSurvey,2025
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 YES:65respondents(81.25%)

 NO:15respondents(18.75%)

A majority (81.25%)believe online marketing enhances communication and

relationship-buildingbetweenrealestatebusinessesandtheirclients.Thisreflects

itsrolenotjustinadvertisingbutalsoincustomerengagementandretention.

Table4.14:Generalperceptionofonlinemarketingwithinthecasestudyarea

RESPONSE FREQUENCY PERCENTAGE(%)

YES 70 87.5%

NO 6 7.5%

UNDECIDED 4 5.0%

Sources:FieldSurvey,2025

Alargemajorityofrespondentsagreethatonlinemarketinghasapositiveand

significantimpactonrealestatemarket,especiallyincompetitiveenvironmentlike

LagosIsland.

4.15:OVERALLSUMMARYOFINTERCEPTION

80%ofrespondentsactivelyuseonlinemarketing

62.5%relyheavilyonsocialmediawhilewebsitelistingsandWhatsAppmarketing

alsorankhigh

Onlinemarketinghasenabledthesale/leaseofpropertiesandgeneratedrevenue,

withmanyearningoverN10millions

Challengeslikehackingandimpersonationremainsignificantconcerns
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Over87%believeonlinemarketinghaspositivelyinfluencedtheLagosIslandreal

estatemarket.
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CHAPTERFIVE

5.1MAJORFINDINGS,CONCLUSIONANDRECOMMENDATION

Thisstudyexaminedtheimpactofonlinemarketingontherealestatemarketin

Lagos Island,focusing on its effectiveness,challenges,and opportunities for

stakeholders.Theresearchemployedadescriptivesurveydesignwithasample

sizeof80respondentscomprisingdevelopers,agents,andestatesurveyorsand

valuers.

TheresearchfindingsrevealedsignificanttransformationsintheLagosIslandreal

estate marketdriven by online marketing adoption.Digitalplatforms have

fundamentallyalteredhow propertiesaremarketed,discovered,andtransacted,

creating new opportunities while presenting unique challenges for market

participants.

Thekeyfindingsfrom thestudyrevealthat:

OnlineMarketingAdoptionandUsage:

 Socialmediaplatformsdominateonlineusageat40%,withinthecasestudy

area.Indicatedin(Table4.7)

EffectivenessandRevenueGeneration:

 Online marketing has proven highlyeffective,with 65% ofrespondents
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havingsoldorleasedmorethan10propertiesthroughdigitalchannels.Indicatedin

(Table4.9)

 Revenuegenerationissubstantial,with85% ofrespondentsearningover

N10millionthroughonlinemarketingefforts.Indicatedin(Table4.10)

ChallengesandBarriers:

 Security concerns represent the primary challenge,with 81.25% of

respondentsexperiencingrisksofaccounthacking.Indicatedin(Table4.12.3)

MarketImpact:

 Onlinemarketingsignificantlyenhancespropertyvisibility(85%agreement)

andreacheslargertargetaudiences(90%agreement).Indicatedin(Table4.13.2)

5.2CONCLUSIONS

Basedonthefindingsofthisstudy,severalconclusionscanbedrawn:

1.SuccessfulDigitalTransformation:TheLagosIslandrealestatemarkethas

successfullyembracedonlinemarketing,withhighadoptionratesandpositive

outcomes.Thistransformationhasfundamentallychangedhow propertiesare

marketedandsoldintheregion.

2.RevenueEnhancement:Onlinemarketingsignificantlycontributestorevenue
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generationforrealestateprofessionals,withthemajorityofrespondentsachieving

substantialfinancialreturnsthroughdigitalchannels.

3.MarketExpansion:Digitalplatformshaveeffectivelyexpandedmarketreach

beyond geographicalboundaries,enabling localproperties to attractglobal

attentionandinvestment.

4.OperationalEfficiency:Onlinemarketinghasimprovedoperationalefficiencyby

enhancingcommunication,increasingpropertyvisibility,andstreamliningcustomer

acquisitionprocesses.

5.SecurityVulnerabilities:Despitethebenefits,thesectorfacessignificantsecurity

challengesthatrequireurgentattentiontomaintainstakeholderconfidenceand

protectbusinessinterests.

6.CompetitiveAdvantage:Professionalswhoeffectivelyutilizeonlinemarketing

gaincompetitiveadvantagesintermsofvisibility,customerreach,andrevenue

generation.

5.3RECOMMENDATIONS

Based on the findings and conclusions of this study, the following

recommendationsareproposed:

5.3.1ForRealEstateProfessionals
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1. Diversify Online Marketing Strategies:While socialmedia is popular,

professionals should explore othereffective channels such as search engine

optimization,contentmarketing,andvideomarketingtomaximizereach.

2. InvestinProfessionalTraining:Realestateprofessionalsshouldundergo

trainingondigitalmarketingtechniques,cybersecurity,andplatform management

toenhancetheironlinemarketingeffectiveness.

3. Implement Security Measures: Adopt robust cybersecurity practices

includingtwo-factorauthentication,regularpasswordupdates,andsecurepayment

systemstoprotectagainsthackingandimpersonation.

4. DevelopMobile-OptimizedPlatforms:Ensureallonlinemarketingmaterials

andwebsitesaremobile-friendlytocatertothegrowingnumberofmobileinternet

users.

5.3.2ForGovernmentandRegulatoryBodies

1. Establish Digital Real Estate Framework: Develop comprehensive

regulationsgoverningonlinerealestatetransactionstoprotectconsumersand

businessesfrom fraudandmalpractice.

2. PromoteDigitalLiteracy:Implementprogramstoenhancedigitalliteracy

amongrealestateprofessionals,particularlyfocusingoncybersecurityawareness.
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3. Support Infrastructure Development: Continue investing in internet

infrastructuretoimproveconnectivityandsupportthegrowthofonlinerealestate

activities.

5.3.3ForTechnologyPlatform Providers

1. Enhanced SecurityFeatures:Develop and implementadvanced security

featurestoprotectuseraccountsandtransactionsfrom cyberthreats.

2. User-FriendlyInterfaces:Designintuitiveplatformsthatcatertouserswith

varyinglevelsoftechnicalexpertise.

3. LocalMarketIntegration:Customize platforms to accommodate local

marketconditions,paymentsystems,andregulatoryrequirements.

5.3.4ForIndustryAssociations

1. BestPracticeGuidelines:Developanddisseminatebestpracticeguidelines

foronlinerealestatemarketingtostandardizeindustrypractices.

2. ProfessionalCertification:Establishcertificationprogramsfordigitalreal

estatemarketingtoenhanceprofessionalcompetency.

3. Industry Collaboration:Facilitate collaboration between traditionalreal

estatepractitionersandtechnologyproviderstodriveinnovation.
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5.4LIMITATIONSOFTHESTUDY

Severallimitationswereencounteredduringthisresearch:

1. SampleSize:Thestudywaslimitedto80respondents,whichmaynotfully

representtheentirerealestatesectorinLagosIsland.

2. GeographicalScope:The focus on Lagos Island alone may limitthe

generalizabilityoffindingstootherregionsofNigeriaorotherdevelopingcountries.

3. TimeConstraint:Thestudycoveredaspecificperiodandmaynotcapture

long-term trendsorseasonalvariationsinonlinemarketingeffectiveness.

4. Self-ReportedData:Therelianceonquestionnaireresponsesmayintroduce

bias,asrespondentsmightprovidesociallydesirableanswersratherthanaccurate

reflectionsoftheirexperiences.

5. TechnologyEvolution:The rapidlyevolving nature ofdigitaltechnology

means thatfindings maybecome outdated as new platforms and strategies

emerge.

5.5SUGGESTIONSFORFUTURERESEARCH

Based on the findings and limitations ofthis study,the following areas are

recommendedforfutureresearch:



56

1. ComparativeStudies:Conductcomparativestudiesacrossdifferentregions

ofNigeria to understand regionalvariationsin onlinemarketing adoption and

effectiveness.

2. ConsumerPerspectiveResearch:Investigatetheimpactofonlinemarketing

from theconsumerperspective,focusingonbuyerbehavioranddecision-making

processes.

3. LongitudinalStudies:Conductlongitudinalstudiestotrackthelong-term

effectsofonline marketing on realestate marketdynamicsand professional

practices.

4. Technology-Specific Research:Examine the effectiveness of specific

technologiessuchasvirtualreality,artificialintelligence,andblockchaininreal

estatemarketing.

5. Cost-BenefitAnalysis:Conductdetailedcost-benefitanalysesofvarious

onlinemarketingstrategiestoprovidemorespecificguidanceforpractitioners.

6. Security Research:Investigate cybersecurity challenges in depth and

developcomprehensivesolutionsforprotectingonlinerealestatetransactions.

7. RegulatoryImpactStudies:Examinetheimpactofgovernmentregulations

ononlinerealestatemarketingeffectivenessandmarketdevelopment.
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5.6CONTRIBUTIONTOKNOWLEDGE

Thisstudymakesseveralsignificantcontributionstoexistingknowledge:

1. EmpiricalEvidence:Providesempiricalevidenceofonlinemarketingimpact

inadevelopingcountrycontext,fillingagapinexistingliteraturethatpredominantly

focusesondevelopedeconomies.

2. LocalMarketInsights:OffersspecificinsightsintotheLagosIslandreal

estatemarket,contributingtounderstandingoflocalmarketdynamicsanddigital

transformationpatterns.

3. StakeholderPerspectives:Capturestheperspectivesofkeystakeholders

includingdevelopers,agents,andsurveyors,providingacomprehensiveview of

industryexperiences.

4. ChallengeIdentification:Identifiesspecificchallengesfacedbyrealestate

professionalsinadoptingonlinemarketing,particularlysecurity-relatedissues.

5. RevenueImpactDocumentation:Documentsthesubstantialrevenueimpact

ofonlinemarketing,providingquantitativeevidenceofitseconomicsignificance.

6. Framework Development:Contributes to the theoreticalframework for

understandingdigitalizationinrealestatemarketsindevelopingcountries.
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