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ABSTRACT
The study was designed to examine the influence of online marketing on real estate business. To achieve this 3 research questions were formulated.  The survey design was adopted and the simple random sampling techniques were employed in this study. To determine the population of the study, the researcher randomly selected 200 online marketers. Self-constructed and validated questionnaire was used for data collection. The collected and validated questionnaires were analyzed using frequency tables and percentage. While the hypothesis were tested using Chi-square statistical too. SPSS v23.
The result of the findings reveals that; online marketing has essential influence on real estate business as it directs the potential customers to online platform; it expands the business name, products and image; Covers large audience  promote the business/products across the globe and establishes proper and adequate flow of B-B and B-C communication; It was also unveiled that online marketing has effectively influence real estate businesses in several aspects as expressed by the respondents and online marketing influences real estate business.
Based on the findings,  it is of the researcher’s opinion that the Nigerian government should formulate policy and combat cybercrime, this will in-turn  enable marketing professionals to explore the full potential of the internet in expanding the frontiers of real estate business in the country



CHAPTER ONE 
INTRODUCTION 
1.1 Background of the study
The growth of the use of the Internet, and in particular the World Wide Web, over the last 10 years has been phenomenal and impacted on nearly every area of life in developed societies. One of the most important aspects of peoples’ lives is their physical living conditions and in Nigeria just like in many other countries. Traditionally Nigeria has adopted new technology rapidly, with the relatively large population of over 170 million and the high demand for housing. Internet use has followed this pattern with World Wide Web access now available to the vast majority of Nigerian homes. The Internet is still seen as a fairly new tool by many people. With respect to the current graphic-intensive state of the media (multi-media presentations) and encrypted e-commerce (secure on-line purchasing) used on the internet, this technology is very new (Birvin, 1999). However, the backbone of the Internet has roots going all the way back to the Soviet Union’s launching of Sputnik in 1957. In response (to Sputnik), US forms the Advanced Research Projects Agency (ARPA), the following year, within the Department of Defense (DOD) to establish America's lead in science and technology applicable to the military. Real estate listings were part of the fabric of the Internet. Originally, entire Usenet message boards were reserved for listing homes, with eager homeowners looking to cut out the real estate commission which has been in operation in advanced countries (Rosen, 1996). When the Internet started to boom, real estate practitioners got in on the game as well, adding their listings on their own sites. Real estate services also started developing Internet platforms. In 1996, LendingTree.com introduced their marketplace concept. This was the first service offered for real estate that existed only in cyberspace. Many other banks offering on-line loans already existed, but this showed the unique power of the Internet. Today, sites offer a myriad of real estate services in an online environment all over the world. While some of them have traditional brick and mortar operations, many of these new companies exist only over TCPIP (Transmission Control Protocol over Internet Protocol) (Rosen, 1996).
The role of internet marketing in real estate has grown profoundly over the past few years. In an industry that once used print media as its primary form of delivering the marketing message, there is now an urgent need to have transitioned to the internet in order to reach today's homebuyer. An online presence is a vital component of a real estate professional's marketing strategy. Because today's consumers want accurate information quickly and conveniently, real estate professionals must harness the features and capabilities of online marketing to meet these ever-increasing needs. In this study, the researcher will provide information on the influence of online marketing on real estate business.
Real estate is an information-intensive business. Agents connect buyers to sellers through control and dissemination of information. Agents are valued for the information skills they bring to making both listings and sales. Since houses are expensive, not easily describable and infrequently bought or sold, most individuals still feel the need for assistance with this transaction from a professional. As well, these are all factors that tend to increase transactions costs (Williamson, 1981). However, the use of online marketing in real estate business can be used to disintermediate the traditional agent and broker is of focal interest here, as it potentially threatens the traditional relationship between agent and home owner. Disintermediation is the elimination or displacement of market intermediaries, enabling direct trade with buyers and consumers without agents (Wigand, 1997).
1.2   STATEMENT OF THE PROBLEM
Real estate is a promising setting for studying online marketing because it is an information-intensive and information-driven industry; transaction-based, with high value and asset-specificity; market-intermediary (agents and brokers connect buyers and sellers rather than buying or selling themselves); and experiencing on-going information technology (IT) related changes through online marketing. In an attempt to increase popularity, productivity and profitability, real estate agents and brokerage firms are using the Internet to deliver market information to consumers about the residential real estate market. This study examines to what extent has online marketing influenced real estate business.
1.3   OBJECTIVES OF THE STUDY
The following are the objectives of this study:
1.  To examine the influence of online marketing on real estate business.
2.  To determine the effectiveness of online marketing in real estate business.
3.  To identify the problems associated with online marketing in real estate business.
1.4   RESEARCH QUESTIONS
1.  What is the influence of online marketing on real estate business?
2.  What is the effectiveness of online marketing in real estate business?
3.  What are the problems associated with online marketing in real estate business?
1.5   RESEARCH HYPOTHESIS
HO: Online marketing does not influence real estate business
HA: Online marketing does influence real estate business
1.6   SIGNIFICANCE OF THE STUDY
The following are the significance of this study:
1.  The result from this study will educate the general public on the rudiments of online marketing and especially how it can influence the real estate business.
2.  This research will also serve as a resource base to other scholars and researchers interested in carrying out further research in this field subsequently, if applied will go to an extent to provide new explanation to the topic.
1.7   SCOPE/LIMITATIONS OF THE STUDY
This study on the influence of online marketing on real estate business will cover the level of online marketing in Nigeria especially in the real estate development sector. It will also cover the online business activities of real estate agents in Nigeria.
LIMITATION OF STUDY
Financial constraint- Insufficient fund tends to impede the efficiency of the researcher in sourcing for the relevant materials, literature or information and in the process of data collection (internet, questionnaire and interview).
 Time constraint- The researcher will simultaneously engage in this study with other academic work. This consequently will cut down on the time devoted for the research work
1.8 DEFINITION OF TERMS 
Online marketing 
Online marketing (also known as data-driven marketing) is an umbrella term for the marketing of products or services using digital technologies, mainly on the Internet, but also including mobile phones, display advertising, and any other digital medium.
Real estate 
Real estate is "property consisting of land and the buildings on it, along with its natural resources such as crops, minerals or water; immovable property of this nature; an interest vested in this (also) an item of real property, (more generally) buildings or housing in general. Also: the business of real estate; the profession of buying, selling, or renting land, buildings or housing.


Housing 
Housing refers to houses or buildings collectively; accommodation of people; planning or provision of accommodation by an authority; and related meanings. The social issue is of ensuring that members of society have a home in which to live, whether this is a house, or some other kind of dwelling, lodging, or shelter. Many governments have an administrative section that deals with housing.
1.8 ORGANIZATION OF THE STUDY
This research work is organized in five chapters, for easy understanding, as follows. Chapter one is concern with the introduction, which consist of the (background of the study), statement of the problem, objectives of the study, research questions, research hypotheses, significance of the study, scope of the study etc. Chapter two being the review of the related literature presents the theoretical framework, conceptual framework and other areas concerning the subject matter.     Chapter three is a research methodology covers deals on the research design and methods adopted in the study. Chapter four concentrate on the data collection and analysis and presentation of finding.  Chapter five gives summary, conclusion, and recommendations made of the study.













CHAPTER TWO
REVIEW OF RELATED LITERATURE
2.1 Introduction
In Nigeria today, the performance of management and sales portfolio of a practising Estate Surveyor and Valuer (ESV) is determined by the ability of the firm to satisfactorily meet the expectation of clients either by way of selecting responsible tenant(s) or disposing of a real estate product within the time frame. These developments have induced pressure on ESV to device various promotional and advertising attributes, yet within the ethical stance of the profession in order to ensure a winning edge. Nowadays, real estate in Nigeria is becoming a more admirable business because of the rising need of space by consumers especially in the urban centres. One of the largest economic investments individuals and corporations make is the acquisition of lease of real estate. In an attempt to communicate with a diverse clientele, firms and companies are more and more approaching marketing like big accounting and auditing firms. Marketing and advertising are everywhere; the traits desired in a real estate consultancy differ based on one’s level and area(s) of sophistication. As stated by Kersnar (1996), real estate agency has always been among the most competitive professions, where the slightest advantage can make the difference between winning and losing. This is a true picture of real estate consultancy in Nigeria. An experienced landowner may only want an agent to identify prospective properties or tenants. A busy client may wish to “outsource” many of the responsibilities that he or she typically addresses due to time limitations. However, the vast majority of consumers have a small to moderate level of experience in commercial real estate and would benefit from an adviser who is equipped with a broad range of skills. The keystone to most real estate assignments is an in-depth knowledge of the market area of the project by the real estate agent involved (Seiler et al, 2001). This implies that a real estate adviser should have access to detailed information about properties that are currently available and the existing and previous owners and tenants of the properties under consideration. Knowledge of the benefits and liabilities of each community in a project’s sphere of influence, thereby augmenting the real estate information needed to make an informed decision. As a buyer or tenant, the client must be confident that the broker has provided information on all of the opportunities that fit the parameters outlined (Li and Wang, 2006). As a seller or landlord, if the agent has indicated taking certain steps to expose the property to likely prospects, the client should know that those steps were taken. In the selection of an agent, if the agent indicates a capacity to perform a certain task, test his or her verality before making a selection. A real estate consultant that has a good reputation in business community will also receive greater cooperation from other agents and vendors and likely have access to more information useful to an assignment. In real estate consultancy, an agent is very much expected to possess some needed attributes for excellent performance. It entails suggestions pertaining to provisions that benefit the client, in addition to the basic provisions of price, lease or escrow term, deposit, or rental adjustments. Accessibility to information will go a long way to assist in discharging good assignment in real estate transaction (Seiler et al, 2001). A consultant should be able to provide detailed information about real estate transactions that are similar to the property that a client is attempting to dispose of or acquire (Li and Wang, 2006). This data will allow the client to see the trend of prices and rental rates, the properties that complete with a client’s (disposition), or a client’s alternatives (acquisition). The foregoing argument is anchored on the salient marketing attributes of estate agents. This study hence examined the important attributes for real estate marketing in metropolitan Ibadan property market, Nigeria.
2.2 EMPIRICAL REVIEW 
The emergence and development of ICT and most especially internet facility, have captivated scholars to carry out a number of studies on its impact on real estate agency. Studies conducted in the past which are relevant to this paper exist in the developed world as well as developing nations. These studies however have either addressed the impact of ICT and internet facilities on real estate agency without linking it to Social Media such as Facebook, LinkedIn, Twitter, etc. which are platforms (interface) provided by internet facility. For instance, Roulac (1996) studied strategic implications of information technology for the real estate sector in the United State of America. The study showed that the role of information technology in real estate started with the computer which is being used for various purposes ranging from data storage, iterative process of calculating internal rate of return, exploration of sensitivity analysis and probabilistic simulation, portfolio monitoring and management, property analysis and valuation, automation of residential appraisal process through integrated GIS data systems and lastly, in the screening and selection of properties in the housing realm by expanding access to information on the market generally. The study concluded that information technology introduced complexity and simplicity to real estate sector by streamlining transactions via securitization, and enabled more sophisticated and readily accessible property analysis and loan processing. In a similar manner, Buxmann and Gebauer (1998) carried out a study on internet-based intermediaries of real estate market, where the role of intermediaries in the age of emerging technologies like the internet and the World Wide Web (www) using econometric model were examined. They found that the basic function of internet-based intermediaries did not differ significantly from their traditional counterparts and subsequently reducing transaction costs and improving the matching between supply and demand. They concluded that the ubiquity of internet and the ease of market entry allowed the spread and integration of so far geographically separated market places and that lower transaction costs and the availability of high quality information would encourage potential sellers and buyers to actually join the market. In the United State of America, Crowston, Sawyer, Wigand and Allbritton (2000) explored how the use of ICT affects the work lives of real estate agents, the process of selling /buying houses and the overall structure of the residential real estate industry. In the study, three major ICT factors identified include, those for basic technologies (telephone and multiple listing service, and fax and cell phone), communications technology (beeper and voice mail) and advanced technologies (email, Web, PC, Personal Digital Assistant PDA). The study found that some of the basic technologies (telephone and MLS) are used almost universally, while others (e.g. PDA and Web) are used and valued by only a few agents. Muhanna (2000) examined how real estate firms adapted to the internet and assessed their perceptions regarding its potential. About 150 estate firms in Ohio Columbus were surveyed and analysed using t-Tests and ANOVA techniques. The analysis showed that the size of the firm was a key determinant as to whether the firm is on the internet, which is consistent with various studies showing that small real estate firms like small businesses in general tend to be slower in embracing new information technologies (Mac Gregor and Bunker, 2000). The result also suggested that real driver behind the push to adopt the new technology stemmed not from a fear of losing business, but largely from a desire to leverage the new medium to attract new buyers and reduce marketing and customers’ acquisition costs. Dixon, Marston, Thompson and Elder (2003) examined how eBusiness could change locational and office space requirement in the future. The study which was carried out on London office market showed that there was a digital divide at the company level in terms of broadband access in the city and that variations in density occurred between firms of different sizes and by different sector and these densities may expect to change over time through technology led change and other factors. They concluded that in addition to ICT, other factors such as transport problems, sustainable development and human resources (demands and needs of employees and homeworking) were centrifugal factors/forces dispersing business and markets away from the city. Similarly, Rowley (2005) studied the evolution of internet business strategy in the UK estate agency, where he examined the estate agency sector as a case study of an industrial sector in which the internet business model has evolved from experimental dot.com towards the integrated use of internet to enhance service delivery. The study found that portals or website provided content in the form of information, advice and news, link to other businesses including individual estate agency chains, search facilities, and opportunities for registration which support personalisation of communication with customers. Li and Wang (2006) conducted a study on real estate agency in China in the information age. The analysis revealed that internet allowed agencies to broaden their business opportunities and also served as a connection between the agencies and a fragmented customer base. It did not pose threat to the agents in Beijing in various circles, but worked to increase the competitive advantages including more collaboration and market innovations. The impacts and changes felt on the Beijing real estate agency industry resulting from changes in information Technology were highly correlated with the parallel changes in the socio-economic system in China. McDonagh (2006) studied the trends in the use of the internet for marketing residential real estate in New Zealand over a period of twelve years. A wide range of real estate issues including listing, marketing and selling practices, advertising and commission costs, pricing trends, market share of real estate agencies, spatial movement and other demographic characteristics of buyers and sellers were discussed. It found that the use of the internet for marketing of residential real estate has grown rapidly, doubling approximately every two years and that change in technology have made the features, such as multiple photographs, movies, maps, visual walk-throughs and multi criteria searching earlier predicted by Thrall in 1998 a reality. Also that, the web has lowered barriers to entry to the real estate industry with some evident growth in private sale and that buyers and sellers have preference for a small number of easy navigable websites with comprehensive listing rather than a plethora of individual broker sites. Mazumder and Chatterjee, (2007) studied a business process view of the impact of ICT in real estate sector. They are of the view that the availability of ICT to the masses enabled medium and small size business houses to adopt the business enablers. Also the development in the following areas viz: user friendly GUI (Graphical User Interface) based operating system; scalable database; internet and related network technologies, and communication technology are seen as the primary drivers for ICT revolution. The main functions in a real estate organisation such as purchase and inventory, project, sales and marketing, and facility Management and services have been influenced by the use of ICT. Bello and Ashaolu (2010) conducted a study on Teleworking and the demand for office space in Lagos Island, Nigeria, where the effects of teleworking on the demand for office space and retailed shops were examined. The study found that teleworking is favourably perceived as a welcome alternative to the usual long time and high cost office commuting on the Island. They also found that face-to-face contact at work is not a significant factor in office space demand, and that there is a growing tendency of ICT to replace some traditional clerical office personnel. Bello (2010) looked at the impact of information technology on estate management profession in Nigeria. The focus was on the challenges posed to the practitioners, how it has affected the procedure and the services rendered by estate surveyors. He reviewed specific areas in which ICT has impacted on the profession which include office automation; real estate agency; land administration and information management system (LIS); globalisation and international property investment; the effect of GSM base station on property value, and lastly the demand for commercial space. In the area of real estate agency, he was of the view that the use of internet for marketing real estate is at the lowest webb compared to what operates in the developed nations. Razali, Manf and Yassin (2010) studied “Internet business strategies by property companies in Asia focusing on 30 top listed property companies and examined their relationship with the internet business strategy index. A scatter plot analysis was used to generate a ranking and score mean among the companies, while rank correlation analysis was also used to identify connection between top 30 property companies in Asia and internet business strategy. The overall result of the relationship between internet business strategies and scatter plot analysis between two indexes for all countries showed that top companies in Asia have good internet business strategies according to listed attributes. The study also showed that there were correlations on the relationship between the 30 top Asian companies and the internet business strategy index, and that though the traditional way of marketing was still in use, the modern and more advanced way was rapidly taking over. In the work of Oni (2011) “Digital Divide: A challenge to Building the 21st Century Real Estate Professionals in Nigeria? He defined digital divide as lack of access to and effective use of information and communication technology (ICT) which represents the difference between people with access to ICT and who use it effectively and those who do not have. In examining this digital divide, Estate Surveyors and Valuers were randomly sampled and analyzed using descriptive statistical techniques. He found that there was a digital divide amongst the Estate Surveyors and Valuers in Nigeria which he attributed to lack of adequate training and exposure right from the higher institutions of learning Alias and Pui Jeffery (2012) investigated the effectiveness of the application of internet in the marketing of residential properties. The research was conducted to survey both the buyers and the sellers whose perspectives and opinions were pooled together and analysed using descriptive statistical techniques. It found that Websites are using links- a search engine like Google and Yahoo and other search engine to attract more buyers and sellers. And also that web has lowered barrier to enter into property industry with some growth in private sales. Some buyers and sellers prefer a small number of easily navigable websites with comprehensive listing rather than too many individual broker sites which conforms with McDonagh (2006) earlier mentioned. Both buyers and sellers agreed on the ease of use, convenience, usefulness, effectiveness as well as being more informative and with an acceptable level of their view on the reliability of internet marketing. In summary, the literature showed that most of the previous studies were based on internet facilities, and ranged from the adoption of ICT to real estate business; trend in its use; digital divide; to the impact of internet real estate agent and the property market in general. Apart from limiting their studies to internet facilities, none of the studies focused on the use of social media in real estate agency. While some of the mentioned studies limited their attention to either residential, or commercial properties at a time, this study look at agency in its generic form which include both the sales and letting of properties, be it residential or commercial. Similarly, this study included phone calls (GSM) and bulk SMS among the ICT/social media.
2.3 CONCEPTUAL REVIEW: Concepts and Attributes of Marketing
Marketing is a way or philosophy of life, a discipline, as well as organizational function. Alexander (1990) officially defined marketing as the performance of business activities that direct the flow of goods and services from producers to consumers or users. The Ohio State University (1964) described marketing as the process in a society by which the demand structure for economic goods and services is anticipated or enlarged and satisfied through the conception, promotion and physical distribution of such goods and services. It is important to state that the scope of marketing is broadened beyond tangible or physical goods. It entails service delivery and satisfaction of people (consumers) with non-physical products or services (Olakunori, 2002). The overriding goal of marketing and every marketing organization is the identification and satisfaction of the needs of consumers. This implies that marketing is all about people and the satisfaction of their needs. Marketing is perceived by Kotler (1980) as human activity directed at satisfying needs and wants through the exchange process. Mentzer and Schwartz (1985) described marketing as consisting of the activities performed by individuals or organizations for commercial and non commercial objectives, aimed at satisfaction through the exchange process of buyers’ demand for products, services, people and ideas. Olakunori and Ejionueme (1997) posit that marketing is the identification and satisfaction of people needs through the exchange process. The business activities in marketing are much of concern to some situations. Anyanwu (1993) opined that marketing consists of business activities that seek to anticipate demand, help in developing and making the products or services available to the satisfaction of the consumers (users and at a profit to the organization). The dynamism in the world of technology is bringing a kind of metamorphosis to the concept of marketing. Kotler (1994) defined marketing as a social and managerial process by which individuals and groups obtain what they need and want through creating, offering and exchanging products of value with others. Moreover, Modern (1991) posits that the most important managerial task within the organization is that of understanding the needs and wants of customers in the market, and of adapting the operations of the organization to deliver the right goods and services more effectively and efficiently than its competitors. According to the author, marketing concept situates between two targets; the company and the market. The input of company is determined by the technology, research and development. Consumer or buyer behaviour and causes of changes in demand largely influence the market. As the company (service or goods providers) hit the market, the feedback, new products and service demands are expressed to the providers.
It is expedient to state that consumer behaviour is a function of service delivery by the producers. This agrees with the definition of Olakunori and Ejiorweme, (1997) that marketing is the identification and satisfaction of peoples’ needs through the exchange process. Consumer behaviour is the feedback expressed from clients. Consumer behaviour is the study of individuals, groups or organizations in obtaining, using and disposing of products and services, including the decision processes that precede and follow this behaviour (Engel et al, 1995). According to Gibler and Nelson (2003), consumers seek information to help them decide how best to satisfy a need. This is referred to as consumer research and decision marking (Baryla and Zumpano, 1995; Engel et al, 1995; Capon and Kuhn, 1982). Moreover, business promoters, entrepreneurs, marketing executives, as well as every organizational member must have the marketing attributes if their organizations are to succeed in business on the long run. Olakunori (2002) identified and examined some attributes such as positive attitude, active attitude towards the market, sovereignty of the consumer, acceptance of marketing as a prime managerial function, integration of marketing function and gap/opportunity analysis and exploitation. These also have to do with marketing mix. Palmer (2008) posits that promotion, price, accessibility and peoples affect customers’ expectation in the service delivered.
2.4 REAL ESTATE MARKETING
The real estate brokerage business is a strong traditional service agency that conveys market information for facilitating trading of the product (namely, real estate developments) within a highly inefficient market and mechanism (Li and Wang, 2006). Various scholars have examined the subject of real estate marketing (agency) from different perspectives. Pheng and Hoe (1994) examined the important attributes for real estate marketing. The study which was questionnaire-based identified twenty two (22) attributes. It was found in the study that ability to provide good service, good track record, dedication and total commitment, ability to achieve defined results and professionalism in dealings are the top most driving attributes of the agency firms for real estate consultancy. Qualified and experience team, big client base, ability to achieve desired results, dedication and total commitment are rated high as the attributes that influence the developers’ choice of appointing an agent. The study further concluded that consistent with the marketing mix concept for the marketing of services, the developer rates ‘people factor’ as a very important attribute which real estate agency firms should possess. The “people factor” includes the marketing team’s dedication and total commitment, their ability to achieve desired results, their experience and qualifications as well as their professionalism in handling deals. Li and Wang (2006) examined the emergency of the current structure of the real estate agency businesses in Beijing in the age of information technology. The study which adopted analytical framework developed under the Grounded Theory Model showed that the impact of information technology does not pose a threat to agents in Beijing, however, the agents work to increase the competitive advantages by inducing more collaboration and market innovations. Jud and Roulac (2001) in their study revealed the features of unethical practices in agency in the forms of multiple listing, disrespect of agency regulation, rise of fee for service pricing. The study revealed that the elements of no-service quality may be because of little or no entry barrier. The proliferation of various marketing strategy can also be attributed to the advent of the internet as posited by Nissen (1995), and Li and Wang (2006), that the roles of a service agent on the internet is classified as that of a watcher agent, learning agent, shopping agent, information retrieval agent and helper agent. However, the aspect of online real estate marketing is a ripe area to explore in Nigeria to identity the challenges confronting the practising ESVs. Xu et al (2010) put forward a novel approach to describe the changing situations of the Chinese real estate market by means of Chinese Real Estate Confidence Index called CRE index, which is synthetically calculated based on its three sub-indices to reflect the three different aspects. The study served as a generic indicator to reflect changes in the Chinese real estate market, the CRE index provides all stakeholders with a quantitative method to verify history and detect tendency with regard to the progressive development of the market which is influenced by dynamic social and national conditions. Bjorklund et al (2006) study, investigated whether or not the offer price affects the transaction price and the number of days the property is on the market. The study which adopted hedonic model indicated that a high offer price is more likely to result in a high ratio of transaction price to expected price compared to allow offer price. The study further affirmed that the overall conclusion is affected by the states of the market, that is, whether the market is static, rising or falling.
2.5 THE INTERNET AND THE RETAIL INDUSTRY
There are many differing points regarding the actual success of the Internet on retailing. Some call it a revolution while others call it a boon. Many argue that the concepts are valid but the technology has yet to deliver the results as planned. Karlgaard provides us with the opinion that the Internet is overrated by giving us a personal example of his online shopping experience for slippers (Karlgaard, 2000). He details his experience on three major Internet retail sites. He points out problems with the websites operational functions and the confusing output the sites produce. This type of experience is what makes Internet retail second rate for customers according to Karlgaard. He goes on to surmise that the reason for this general failure occurs because of two reasons. The first is that investor sentiment towards Internet retailing is euphoric. Now that many of these Internet businesses have failed to generate the anticipated returns, investors are scrutinizing their original sentiments. The second reason is that the technology underpinning the websites is in a state of constant change. Until the technological advances stabilize, the Internet will fail to deliver the volume of electronic commerce that has been promised (Karlgaard, 2000). Not everyone using the Internet has access to the same software and hardware. These differences deliver different results to customers. He goes onto predict that the true benefits of Internet commerce will not be realized until the third or fourth generation of Internet platforms. The result will be a platform where all users have access to the same equipment thus delivering a predictable service platform, finally living up to the returns touted from the Internet retailers. Karlgaard does not predict in what time period this evolution will take place. Gunderson supports Karlgaard's theory by pointing out that in July of 2000, seven Internet retailers (including CDnow, Kbkids.com and Toysrus.com) agreed to pay civil penalties 22 totaling $1.5 million for variously failing to provide customers notice of delayed deliveries and continuing to promise shipping despite backlogs (Gunderson, 2000). She goes on to cite statistics gathered from an online study surveying the 50 largest online shopping websites. The study found that representatives at 25% of the customer-service centers were not able to sufficiently answer questions from consumers and that only 58% of the sites had a search function that actually worked (Gunderson, 2000). In some cases, it took nearly two days to receive an e-mail response rather than the 24 hours the company promised. She also pointed out that a high ranking from this survey did not guarantee company financial success. She also points out that there is no correlation between the health of the company and the customer experience. These findings demonstrate that even the most adequately capitalized Internet retailers are still struggling to deliver the ideal shopping experience. Despite negative views toward the Internet on retailing from more critics, there remains strong evidence that online sales are a threat and are continuing to increase as a very viable retail venue. According to Hof, this is due to the cannibalization of retail store sales by the Internet. Hof uses a rule of thumb that sales losses equaling 10%-15% will kill "bricks and mortar" store profits (Hof, 2000). Hof states that the online sale of books will top 11% of overall sales, CD's and videos will be 10% and online personal computers 18% of sales. Importantly, these figures represent nearly doubling online sales from the previous year (Hof, 2000). This suggests that the bricks and mortar retail stores should consider either downscaling size or shift some of their customers to online buyers. Hof cites that 94% of online buying is a shift from bricks and mortar stores to the Internet. Clearly, the bricks and mortar retail stores will need to provide more information services and perhaps shift their sales strategy to accommodate the shift in Internet  based sales. This could mean that in the future these retail stores will act more as a show room or a service center according to Hof.
Neuborne makes three distinctions between retailers and Internet retailers. First, she states that Internet retailers focus on the speed of access, the speed of the transaction and the speed of delivery. The quick and simple transaction can be a reality using the Internet. The second distinction is that Internet retailers care about the customer's sense of community. This can be best translated to expanding the retailer's brand by providing value added features on the Internet website such as rich-content information and chat rooms allowing the user to expand the buying experience from simply a purchase transaction. The third distinction is that the Internet retailers are constantly changing. The Internet retailer has the luxury of changing everything about the online store very rapidly and cost effectively. Such changes are highly unlikely in the traditional retail venue give the cost and time associated. This gives the Internet retailer the ability to meet the pace of market change and meet new challenges very fast (Neuborne, 2000a). Each week the Chainstore.com research firm polls the retail community. During the period of Jun 26, 2000 to July 4, 2000, when the researchers asked their respondents, “In light of the recent problems with Internet-based retailing trends, what is the primary purpose of their Internet strategy?” 21% responded to increase overall corporate sales, 31% said to provide another sales channel, 13% to improve customer service, 3% to cut selling costs, 28% to build brand awareness/loyalty and 4% did not have an Internet strategy (Chain Store Age, 2000). The results of this poll suggest that most companies are simply trying to use the Internet as just another sales channel rather than trying to reinvent their sales and marketing strategy altogether. This also implies that sales expansion is the most likely category for the use of the Internet for these retailers.
2.6 THE INTERNET AND RESIDENTIAL REAL ESTATE CONSUMERS
Use if the Internet appears to be changing the way information is released and business is conducted in the real estate industry. It is crucial to remember that the real estate brokerage is a service industry. Providing a service using the Internet as the delivery platform must employ concepts drawn for the Internet retail industries experiences with success and failures. Recently, the Economic Research Group of the National Association of REALTORS® conducted a series of surveys to measure the degree to which the Internet has impacted the industry. The conclusions that follow reflect major changes in the industry (The Economic Research Group of the National Association of Realtors®, 1999). The findings of REALTOR.COM® user and general conventional homebuyer surveys showed that twenty-three percent of all conventional homebuyers have searched for a home online. Seventy-six percent of REALTOR.COM® users are seriously searching for a home compared to 60 percent for all conventional homebuyers. Yet, REALTOR.COM® users are earlier in the home search process compared to many conventional homebuyers. Thirty-one percent of REALTOR.COM® users are at least six months away from buying a home, compared 28 to 20 percent for conventional homebuyers. Forty-seven percent of REALTOR.COM® users have been searching for a home for no more than a month, compared to 36 percent of all conventional homebuyers. Users of on-line services are just as likely to use REALTORS® as are other potential homebuyers. REALTOR.COM® users are more likely to use newspapers, yard signs, open houses, and home books/magazines than are other conventional homebuyers are. REALTOR.COM® users have more experience in the home buying process than other conventional homebuyers. There is little age or gender difference between the REALTOR.COM® user and the conventional homebuyers. However, “only” 68 percent of REALTOR.COM® users live in a household that consists of a married couple, compared to 76 percent of all conventional homebuyers. REALTOR.COM® users are more likely to have higher household income than other conventional homebuyers are, with a median household income of $63,300, nearly $17,000 above the typical potential homebuyer. More than two-thirds of REALTOR.COM® users find on-line searching for homes to be at least “very valuable.” Fifty-eight percent of all conventional homebuyers responded similarly. The vast majority of real estate Web site users are looking for home listings and not for real estate agents or companies. Consumers typically contact REALTORS® after using a real estate Web site. Sixty-three percent of REALTOR.COM® users and 39 percent of all conventional homebuyers find that it is at least “very important” for their REALTOR® to be “Internet-savvy.” The results of this survey suggest that real estate consumers are and will increasingly use the Internet as an important tool in their real estate transactions. Almost twenty-five percent of residential consumers searching for property are using on-line services, such as REALTOR.COM®, in their home search. Those consumers searching for a home expect their 29 real estate practitioner to be familiar with the resources available on the Internet. However, it does not appear that on-line services are replacing the real estate practitioner in the home search. REALTOR.COM® users are just as likely to use a real estate practitioner, as are other potential homebuyers. On-line searchers are simply performing the early stage of their home search conveniently on-line. Yet, once they find a set of homes in which they are interested and/or they become more serious in their home search, users of on-line services contact a local real estate practitioner to assist them in searching for their final purchase (The Economic Research Group of the National Association of Realtors®, 1999). For the time being, many consumers are using the Internet for initiating only some basic pre-requisites for purchasing real estate. Kim gives consumers examples and instructions on how they can use the Internet to assist them to a greater degree with their next home sale or purchase (Kim, 1998). For instance, Kim recommends obtaining qualification for financing prior to property searching, considering where to find the perfect home and how to select a real estate agent. Kim also discusses negotiating the price and closing the transaction. Kim makes the point to the consumer that there exists detailed and valuable information for buyers and sellers that will help them with this transaction. This provides us with an example of how the industry is changing and to what extent the Internet can effect both real estate practitioners and consumers. Having access to pertinent information, no matter who provides that information, is a key element behind providing an excellence in customer service that is crucial for Internet success. Harney examines an interesting analysis of a new trend in selling residential real estate (Harney, 1999). Harney details work by the Appraisal Institute (AI), a national trade organization representing 20,000 appraisers, toward developing a website that will offer results of appraisals on-line. A seller choosing to purchase a pre-listing appraisal would be able to offer the results of 30 the final appraisal on the AI website. Such a website could allow potential buyers obtain more information on the subject property than is currently given on any multiple-listing-based website. For instance, some AI homes may not be offered by real estate brokers for sale but may be sold directly by the owners. This could cut the buyer's acquisition costs and provide buyer's with much more information about the property prior to the contracting process. Providing quality information in a logical and meaningful fashion to the customer on a consistent basis will be the model that will succeed in the Internet service-retailing arena just as it is in Internet product retailing. In the long run, the customer will not care who provides this service to them, just as long as it is delivered in a valuable fashion. Some information needed to make real estate purchasing decisions is already available online in some geographic areas through a variety of sources, it appears that a many consumers who have access to that information still need help or guidance in interpreting this information or compiling the information into something meaningful.
2.7 THE IMPLICATIONS OF THE INTERNET ON REAL ESTATE PRACTITIONERS
According to the Economic Research Group of the National Association of REALTORS survey to measure the degree to which the Internet has impacted the industry, 65 percent of REALTORS access the Internet for real estate business purposes (The Economic Research Group of the National Association of Realtors, 1999). Nearly nine out of ten REALTORS who access the Internet report that they generate at least one percent of their business on-line. Two-thirds of contacts that REALTORS receive on-line are interested in a specific home found on-line. Seventy-five percent of REALTORS who access the Internet make Internet marketing an important feature of their listing presentations. The vast majority of REALTORS feel that the Internet represents a new opportunity for business with just ten percent of REALTORS believing that the Web will be a threat to their business. There are few demographic differences between customers accessing REALTORS and those who do not; however, the typical REALTOR customer who does access the Internet earns $4,000 higher gross income than does the typical REALTOR customer who does not. Today’s REALTOR is responding to the call of the Internet, with nearly four out of five REALTORS believing that the Internet represents an opportunity to their business. Two-thirds of REALTORS currently access the Internet for business purposes and most list their properties on-line. Nine out of ten REALTORS who access the Internet report that they generate at least one percent of the business from on-line services (The Economic Research Group of the National Association of Realtors, 1999). Many consumers feel that the real estate practitioner is simply a "middle-man". In Saffo's article illustrating how technology has lead to the disappearance of some intermediary based companies in service-based industries, a detailed illustration is given concerning the airline industry and SABRE, the airline flight-ticketing giant (Saffo, 1998). The conclusion drawn is that computer enabled innovation does make the commercial environment more complex and these new information systems create new niches. Saffo states that the first mover has a huge advantage for those recognizing these opportunities. The article details some major implications of disintermediation. These are: form value webs not value chains, do not get too close to your customer and advantages can go to small players (Saffo, 1998). A value web is a term used to describe a larger customer network than is the term value chain. The value web infers that customer interaction occurs on a much broader level than the value chain philosophy. Getting too close the customer means that a firm must not concentrate its resources solely on this task. If this occurs, customer prospecting may suffer, for example. Clearly, with the availability of technology today, small firms can take advantages of many resources afforded to only wealthy established firms in the past. Saffo discusses the sharing of information as a way to prosper in these information networks. These implications simply state that industry has changed considerable due to the Internet as an information network. We can infer that the residential real estate industry may be one of these industries facing the potential devaluation of the real estate broker. Since the residential real estate market is primarily an intermediary based market, technology will have a huge impact on its future. This supports the hypothesis that the Internet will impact the residential real estate market in Mecklenburg County. Rafter discusses the changes that real estate agents face given the advancing Internet technology (Rafter, 1999). Rafter also discusses how some Internet startup companies could change how house are purchased and sold. It gives examples of three of these sites, the platform each company uses and how it could change the industry if successful. Rafter also points out that the real estate industry is based on people and that people are sometimes notorious for being slow to take advantage of change. The point of the first mover advantage coupled with a paradigm shift in customer preference is inferred throughout the article. This provides more evidence about how the Internet is currently changing the market and what might lie ahead in the future for real estate practitioners and consumers.


CHAPTER THREE
RESEARCH METHODOLOGY
3.1 Research design 
The researcher used descriptive research survey design in building up this project work the choice of this research design was considered appropriate because of its advantages of identifying attributes of a large population from a group of individuals. The design was suitable for the study as the study sought to examine the influence of online marketing on real estate business. 
3.2 Sources of data collection 
Data were collected from two main sources namely:
(i)Primary source and 
(ii)Secondary source 
Primary source:
These are materials of statistical investigation which were collected by the research for a particular purpose. They can be obtained through a survey, observation questionnaire or as experiment, the researcher has adopted the questionnaire method for this study.
Secondary source:
These are data from textbook Journal handset etc. they arise as byproducts of the same other purposes. Example administration, various other unpublished works and write ups were also used. 
3.3 Population of the study 
Population of a study is a group of persons or aggregate items, things the researcher is interested in getting information on the study the influence of online marketing on real estate business. 200 online marketer was random selected by the researcher as the population of the study.
3.4 Sample and sampling procedure
Sample is the set people or items which constitute part of a given population sampling. Due to large size of the target population, the researcher used the Taro Yamani formula to arrive at the sample population of the study.
n= N
    1+N(e)2
n= 200
1+200(0.05)2
= 200
1+200(0.0025) 
= 200               200
1+0.5      =      1.5       = 133.
3.5	Instrument for data collection 
The major research instrument used is the questionnaires. This was appropriately moderated. The staff were administered with the questionnaires to complete, with or without disclosing their identities. The questionnaire was designed to obtain sufficient and relevant information from the respondents. The primary data contained information extracted from the questionnaires in which the respondents were required to give specific answer to a question by ticking in front of an appropriate answer and administered the same on staff of the organizations. The questionnaires contained about 8 structured questions which were divided into sections A and B.
3.6	Method Of Data Analysis
The responses were analyzed using the frequency tables, which provided answers to the research questions. While the hypothesis were tested using Chi-square statistical tool SPSS v23.


3.8	VALIDITY AND RELIABILITY OF THE STUDY
The reliability and validity of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.9 ETHICAL CONSIDERATION
Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4. INTRODUCTION
This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of one hundred and thirty three (133) questionnaires were administered to respondents of which one hundred (100) were returned and validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire. For this study a total of  100 was validated for the analysis.
4.2	DATA PRESENTATION
The table below shows the summary of the survey. A sample of 133 was calculated for this study. A total of 133 responses were received and validated. For this study a total of 100 was used for the analysis.


Table 4.1: Distribution of Questionnaire
	Questionnaire 
	Frequency
	Percentage 

	Sample size
	133
	100

	Received  
	100
	85.7

	Validated
	100
	85.7


Source: Field Survey, 2021
Table 4.2: Demographic data of respondents
	Demographic information
	Frequency
	percent

	Gender
Male
	
	

	
	60
	60%

	Female
	40
	40%

	Religion
	
	

	Christian
	78
	78%

	Muslim
	22
	22%

	Age
	
	

	20-30
	40
	40%

	30-40
	33
	33%

	41-50
	27
	27%

	51+
	00
	00%

	Education
	
	

	HND/BSC
	50
	50%

	MASTERS
	33
	33%

	PHD
	17
	17%

	Marital Status
	
	

	Single
	43
	43%

	Married
	37
	37%

	Separated
	10
	10%

	Divorced
	00
	00%

	Widowed
	10
	10%


Source: Field Survey, 2021
4.2	ANSWERING RESEARCH QUESTIONS
Question 1: What is the influence of online marketing on real estate business?
Table 4.3:  Respondent on question 1


	Options
	Yes
	No
	Total%

	It directs the potential customers to online platform.
	100
(100%)
	00
	100
100%

	Expansion of business name, products and image 
	100
(100%)
	00
	100
100%

	Covers large audience 
	100
(100%)
	00
	100
100%

	Promoting the business/products across the globe
	100
(100%)
	00
	100
100%

	Proper and adequate flow of B-B and B-C communication
	100
(100%)
	00
	100
100%


Field Survey, 2021
From the responses obtained as expressed in the table above, all the respondents said yes to the options provided.
Question 2: What is the effectiveness of online marketing in real estate business?
Table 4.4:  Respondent on question 2
	Options
	Yes
	No
	Total%

	Attracting Large Audience Online
	100
(100%)
	00
	100
100%

	Expansion of business name and products awareness via google ads and social medias
	100
(100%)
	00
	100
100%

	Promoting the business/products across the globe
	100
(100%)
	00
	100
100%

	Proper and adequate flow of B-B and B-C communication
	100
(100%)
	00
	100
100%


Field Survey, 2021
From the responses obtained as expressed in the table above, all the respondents said yes to the options provided.
Question 3: What are the problems associated with online marketing in real estate business?
Table 4.5:  Respondent on question 3
	Options
	Yes
	No
	Total%

	Social Media Management
	100
(100%)
	00
	100
100%

	Multi-Device Usage
	100
(100%)
	00
	100
100%

	Penetration to official accounts by hackers
	100
(100%)
	00
	100
100%

	Impersonation by unidentified persons
	100
(100%)
	00
	100
100%


Field Survey, 2021
From the responses obtained as expressed in the table above, all the respondents said yes to the options provided.
Question 4: Does Online marketing influence real estate business?
Table 4.6:  Respondent on question 4
	Options
	Frequency
	Percentage

	Yes 
	61
	61

	No
	19
	19

	Undecided
	20
	20

	Total
	100
	100


Field Survey, 2021
From the responses obtained as expressed in the table above, 61% of the respondents said yes, 19% said no, while the remaining 20% were undecided.
TESTING OF HYPOTHESIS
HO: Online marketing does not influence real estate business
HA: Online marketing does influence real estate business
Hypothesis Four
Online marketing does not influence real estate business
	Response 
	Observed frequencies
	Expected frequencies (E) 
	O-E
	(O-E)2
	(O-E)
  E

	Yes
No
Undecided

	61
19
20
100
	33.33
33.33
33.33
	27.67
-14.33
-13.33
	1495.37
-300.33
-454.97

	44.87
-9.0
-13.65
21.03



Degree of freedom =	(row-1) (column-1) 
= (3-1) (2-1)
= 3*1
=2
At 0.05 level of significance, given the above degree of freedom, table value of X2 (ie X2t) = 5.991.
The decision rule is
Accept Ho if X2t>X2cal, and
Reject Ho if X2t<X2cal
Thus, since the X2t (5.991)  less than X2cal (21.03), we reject the null hypothesis and accordingly accept alternate hypothesis. This implies that  online marketing does influence real estate business.


CHAPTER FIVE 
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1 Introduction
It is important to ascertain that the objective of this study was to ascertain the influence of online marketing on real estate business.
In the preceding chapter, the relevant data collected for this study were presented, critically analyzed and appropriate interpretation given. In this chapter, certain recommendations made which in the opinion of the researcher will be of benefits in addressing the challenge of online marketing on real estate business.
5.2 Summary
This research is streamlined towards promoting the core competences of online marketing in the country towards activities of their products and how they should go about it. As long as innovation in the process of promotion and marketing is bound to happen, what confronts the agency business is the extent to which property professionals can retain briefs in their business transactions. Hence, education for marketing is essential. There is no magic formula to the art of marketing. It is simply a logical stage by stage approach that employs a range of technical disciplines, and it is the firm that uses all the appropriate techniques and skills that will create the synergy that sells. In order to enhance result-oriented agency effectively, planning and standardization must be put in place. Also, the professional association must ensure that all the practicing agents are duly registered and enforced to comply with the rules and regulations guiding the profession. More so, the directors and the principal partners of estate firms should ensure that they employ those that are capable and knowledgeable about the profession. 
However the findings of this study revealed that online marking has essential influence on real estate business as it directs the potential customers to online platform; it expands the business name, products and image; Covers large audience  promote the business/products across the globe and establishes proper and adequate flow of B-B and B-C communication.
It was also unveiled that online marketing has effectively influence real estate businesses in several aspects as expressed by the respondents.
The major problems encountered by online marketing of real estate businesses include; Social Media Management, Multi-Device Usage, Penetration to official accounts by hackers and Impersonation by unidentified persons.
Finally the study disclosed that online marketing influences real estate business.
5.3 Conclusion 
The study revealed that the use of online marketing in real estate business has a positive correlation with the Nigerian real estate practitioners who had embraced the use of social media for real estate transactions in order to enjoy wider marketing coverage. 
Also that the use of social media had no relationship with the geographical location of the agent. 
This study had attempted to enquire into the adoption of Information and Communication Technology in real estate agency transactions. The analysis of relevant data in line with the aim and objectives of the study showed that Email, Phone call and Facebook were the the mostly used ICT media of all the identified social media used in real estate agency transactions by practitioners, while YouTube, Blog and LinkedIn were the least ICT in used.
5.4 Recommendations
Haven completed the study, the researcher recommend that the Nigerian government should formulate policy and combat cybercrime, this will in-turn  enable marketing professionals to explore the full potential of the internet in expanding the frontiers of real estate business in the country. 
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APPENDIXE
QUESTIONNAIRE
PLEASE TICK [√] YOUR MOST PREFERRED CHOICE(S) IN A QUESTION.
SECTION A
PERSONAL INFORMATION
Gender
Male [  ]	Female [  ]
Age 
20-30	[  ]
31-40	[  ]
41-50   [  ]
51 and above [  ]
Educational level
WAEC		[  ]
BSC/HND	[  ]
MSC/PGDE	[  ]
PHD		[  ]
Others……………………………………………….. (please indicate)
Marital Status
Single	[  ]
Married [  ]
Separated [  ]
SECTION B
Question 1: What is the influence of online marketing on real estate business?
	Options
	Yes
	No

	It directs the potential customers to online platform.
	
	

	Expansion of business name, products and image 
	
	

	Covers large audience 
	
	

	Promoting the business/products across the globe
	
	

	Proper and adequate flow of B-B and B-C communication
	
	



Question 2: What is the effectiveness of online marketing in real estate business?
	Options
	Yes
	No

	Attracting Large Audience Online
	
	

	Expansion of business name and products awareness via google ads and social medias
	
	

	Promoting the business/products across the globe
	
	

	Proper and adequate flow of B-B and B-C communication
	
	



Question 3: What are the problems associated with online marketing in real estate business?
	Options
	Yes
	No

	Social Media Management
	
	

	Multi-Device Usage
	
	

	Penetration to official accounts by hackers
	
	

	Impersonation by unidentified persons
	
	



