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Abstract

The real estate sector in Georgia significantly contributes to the country's Gross Domestic Product
(GDP), with a consistently growing market size to GDP ratio. Against the backdrop of the highly
competitive local market and the transformative influence of technological advancements in marketing
tools, property development companies in Georgia have increasingly turned to social media marketing
to connect with consumers and ensure the company’s resilience. However, there is still a lack of empirical
evidence demonstrating the effectiveness of social media and its influence on homebuyers’ purchasing

decisions in the country.

The main objective of the proposed study is to investigate the extent to which social media influences
the buying decision process of consumers in the Georgian real estate industry and the impact of
demographic factors on that relationship. The research seeks to emphasise the key factors and
characteristics of information acquisition by homebuyers regarding different real estate projects, as well

as the alignment of marketing experts’ vision with homebuyers’ preferences and behavioural patterns.

The research was conducted based on the results received through surveys of homebuyers and
marketing experts working in the real estate industry. A total of 252 individuals and 53 marketing

specialists were surveyed through social media platforms using Google Forms.

According to the study, social media significantly influences the homebuying decision-making process,
with a distinct effect on the “Search of Information" and "Evaluation of Alternatives" stages. However,
demographic factors do not impact the intensity of this relationship. Additionally, the research found that
trust toward the content posted on social media is moderate and requires more attention from marketers
to be raised. Based on the results, it can be concluded that customers prefer to receive information
through simple content formats like videos and photos, with an emphasis on transparency regarding
price, location, and property size information. Additionally, marketing managers should not rely solely on

one communication channel but diversify the tools used for information dissemination.

The study will contribute to the development of proper marketing strategies in the residential real estate
sector by suggesting insights to utilise in strategic communication plans, thereby enhancing

effectiveness and ultimately, the company's profit.

Keywords: Social media, Real estate marketing, Buying decision-making process, Consumer buying

behaviour, Homebuyers’ behaviour.



Resumo

O sector imobiliario na Gedrgia contribui significativamente para o Produto Interno Bruto (PIB) do pais,
com um racio entre a dimenséo do mercado e o PIB em constante crescimento. Tendo como pano de
fundo o mercado local altamente competitivo e a influéncia transformadora dos avancos tecnoldgicos
nas ferramentas de marketing. As empresas de promog¢ao imobiliaria na Geodrgia tém-se voltado cada
vez mais para o marketing nas redes sociais para se ligarem aos consumidores e garantirem a
resiliéncia da empresa. Porém, ainda ha falta de provas empiricas que demonstrem a eficicia das redes

sociais e a sua influéncia nas decisbes de compra dos compradores de habitacdo no pais.

O principal objetivo do presente estudo assenta em analisar em que medida os meios de comunicagao
social influenciam o processo de decisdo de compra dos consumidores no sector imobiliario da Geérgia
e o impacto dos fatores demograficos nessa relacdo. A investigacao procura realgar os fatores-chave e
as carateristicas da aquisicdo de informacdes por parte dos compradores de casas relativamente a
diferentes projetos imobiliarios, bem como o alinhamento da visdo dos peritos em marketing com as

preferéncias e os padr6es comportamentais dos compradores de casas.

A investigacao foi realizada com base nos resultados obtidos através de questionarios aplicados a
compradores de casas e a especialistas de marketing que trabalham no sector imobiliario. No total, 252
individuos (compradores) e 53 especialistas em marketing foram inquiridos através de plataformas de

redes sociais, utilizando o Google Forms.

De acordo com o estudo, as redes sociais influenciam significativamente o processo de decisdo de
compra de casas, com um efeito distinto nas fases “Procura de informacdo” e “Avaliagcdo de
alternativas”. Porém, os fatores demogréficos ndo tém impacto na intensidade desta relacdo. Além
disso, o estudo constatou que a confianga no contetdo publicado nas redes sociais é moderada e requer
mais atenc¢éo dos profissionais de marketing. Com base nos resultados, pode concluir-se que os clientes
preferem receber informagdes através de formatos de contelido simples, como videos e fotografias,
com énfase na transparéncia relativamente a informacfes sobre preco, localizacdo e tamanho da
propriedade. Os gestores de marketing ndo devem confiar apenas num canal de comunica¢do, mas
diversificar as ferramentas utilizadas para a divulgacédo de informacdes. Por ultimo, estudo contribuira
para o desenvolvimento de estratégias de marketing adequadas no sector imobilidrio residencial,
sugerindo ideias a utilizar nos planos de comunicacao estratégica, aumentando assim a eficacia e, em

Gltima analise, o lucro da empresa.

Palavras-chave: Redes sociais, marketing imobiliario, processo de decisdo de compra, comportamento
de compra do consumidor, comportamento dos compradores de casas.
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Introduction

In recent years, social media has evolved from a platform for personal interaction to a powerful tool
influencing various aspects of daily life, including consumer buying behaviour. The comprehensive
decision-making process involved in consumer purchasing comprises problem recognition, information
search, evaluation of alternatives, purchase, and post-purchase decisions (Munthiu, 2013). As an
increasing number of individuals rely on information acquired through social media, it has become an
integral part of contemporary marketing strategies for companies (Sirabidze, 2023). Notably, statistics
reveal that 96% of communication channels utilised by organisations are platforms such as Facebook
(Stelzner, 2021). The real estate industry is among the sectors effectively implementing social media

tools in promotional activities.

The Georgian real estate market has experienced significant growth in recent years, contributing up to
15% to the country's GDP (TBC Capital, 2023). This growth has intensified competition within the sector,
driven by anincreased number of companies and construction permits issued in Georgia (Galt & Taggart,
2023; National Statistics Office of Georgia, 2022). Consequently, industry players are increasingly
integrating social media into their operations as the primary, and sometimes sole, promotional tool to
reach their target audience. Moreover, the decision to implement substantial marketing activities is
supported by real estate companies' strategies to set property prices according to the population's
purchasing power rather than market equilibrium (Kikoria, 2020), necessitating active promotions to
generate revenue for the business. Despite the current popularity of the social media topic and the
paramount importance of the residential real estate sector in Georgia's economy, the extent to which
social media influences the homebuying process in the country, as well as the moderating effects of

demographic factors on this relationship, remain areas worthy of investigation.

Therefore, this study aims to explore the influence of social media on the homebuying process in
Georgia, with a focus on understanding the relevance of current marketing strategies to customer

preferences. Specifically, the objectives of this research are as follows:

e To assess the extent to which social media impacts the various stages of the homebuying
process, including problem recognition, search for information, evaluation of alternatives, and
purchase decision.

e To examine how demographic factors moderate the relationship between social media and
homebuyers' behaviour in Georgia.

e To investigate the patterns of information acquisition by homebuyers through different channels,
with a particular emphasis on their attitudes toward social media content.



e To evaluate the alignment between marketing experts' perceptions of homebuyers' behaviour
and the actual preferences and behaviours of homebuyers in Georgia.

To achieve stated objectives, two questionnaires will be designed and disseminated through online
channels—one targeting Georgian homebuyers and the other focusing on marketing specialists in the

real estate sector.

This thesis begins with the introduction chapter, providing a brief discussion of the topic, research
objectives, and methodology, accompanied by a description of the thesis structure. The subsequent
section offers a comprehensive literature review, outlining the theoretical framework for the study,
drawing on international academic works and local statistical resources. This chapter delves into
consumer buying behaviour concepts, the classification of buying behaviour, and the consumer decision-
making process. Additionally, it explores the implementation of social media in real estate marketing and
discusses trends in the Georgian real estate sector, along with identifying research gaps in empirical

studies from international and local perspectives.

The second part outlines the research methodology developed based on the theoretical framework,
presenting the study's objectives, hypotheses, data collection description, and subsequent analysis
techniques. Chapter 3 presents the findings of the study, including a description of the sample profile

and descriptive and inferential analyses to verify the hypotheses.

Finally, the last section of the thesis discusses the implications of these findings, offering conclusions
and suggestions for future research. Additionally, practical recommendations are drawn for marketers
and real estate company managers to optimize their use of social media in reaching and influencing
potential homebuyers in Georgia. By understanding the dynamics of homebuying behaviour and the role
of social media, real estate companies can formulate more effective marketing strategies to enhance

their visibility, engagement, and ultimately, sales volume.



1. Theoretical framework

1.1. Consumer Buying Behaviour Definition

The concept of consumer buying behaviour is intricate, lacking a definitive and universally accepted
definition (Blackwell et al., 2006). Several scholars present distinct perspectives on consumer buying
behaviour, highlighting its multifaceted nature and its impact on purchasing decisions. Consumer buying
behaviour is often described as the examination of the processes through which individuals, groups, and
organisations acquire and dispose of goods, services, ideas, or experiences to satisfy their needs and
desires (Kotler & Keller, 2012). Enis (1977) further characterises buyer behaviour as a complex process
that culminates in the fulfilment of needs and desires through inputs, cognitive processes, and

subsequent actions.

Kotler and Armstrong (2008) suggest distinguishing between the behaviour of individuals purchasing
products and services for personal use and business buyers procuring them for production and
manufacturing purposes. Kumar (2010) introduces the notion of personal consumption and additionally
advocates examining specific aspects, including purchase motivations and factors influencing buying
patterns, amidst societal changes. Among these influential factors, Stallworth (2008) emphasises

emotional and mental needs as the drivers for purchasing actions.

Understanding consumer buying behaviour is pivotal for businesses as it provides a competitive
advantage by aligning products and services with consumer needs (Kotler & Keller, 2012). Additionally,
Egan (2007) highlights the economic benefits, asserting that a better understanding enhances product
quality, competitiveness, and export potential. However, Lancaster et al. (2002) caution that external
factors such as economic conditions, politics, technology, and cultural influences, beyond the control of

individuals and organisations, significantly impact purchasing decisions.

Despite varied definitions, all converge on the idea that consumer buying behaviour involves the
selection, purchase, and disposal of goods and services in line with consumer needs and desires.
Researchers collectively agree that this process continually evolves with shifting consumer
characteristics and psychological needs. Based on this, Kotler et al. (2005) acknowledge the challenge
of pinpointing exact reasons behind consumer preferences, often influenced by emotional beliefs. This
emotional aspect complicates the understanding of consumer choices, often extending beyond their
conscious awareness. Therefore, identifying the factors influencing the buying behaviour for a product

could increase sales volume, a principle applicable to residential apartments as well.

1.2. Classification of buying behaviour
Before delving into the reasons behind consumer buying behaviour and their actions, it is crucial to

identify the steps individuals undergo to obtain desired benefits. Some scholars define consumer



behaviour as the activities directly involved in acquiring goods and services, encompassing the decision
processes preceding and following these actions. For instance, Schiffman and Kanuk (2010) outline
these actions as searching for purchases, using, evaluating, and disposing of products. Thus, the
concept of the consumer decision-making process emerges as an integral part of consumer behaviour,
leading from purchase intention to the endpoint - the actual purchase, a sequence impossible without

these fundamental concepts.

While psychological and social factors are pivotal, the category of the product significantly impact the
consumer decision-making process, resulting in different types of consumers buying behaviour: complex
buying behaviour, dissonance-reducing buying behaviour, habitual buying behaviour, and variety-
seeking buying behaviour. These types are classified based on two dimensions: consumer involvement

level and the significance of brand differences (see Figure 1).

High consumer Low consumer
involvement involvement
Significant Complex biing Varigty-seeking
brand baksdigus buying
differences behaviour
Pew Dlssor_\ance- 5 Habitual buying
brand reducing buying N
5 ] behaviour
differences behaviour

Figure 1. Four types of buying behaviour.
Source: Adapted from Kotler and Armstrong (2018, p. 174).

Real estate purchases are perceived as high-involvement decisions for customers, necessitating a
complex decision-making process unlike buying everyday items like fruits or hairdryers, which involve
"cognitive function in forming beliefs, an emotional component in developing positive or negative
attitudes, and a reaction through being motivated to select and buy" (Gibler & Nelson, 2003, p. 2).
Product involvement defines consumers' interest and perceived value. For homebuyers, this involvement
is high, characterised by high price and risk, long lifetimes, requiring extensive information search, and

thorough evaluation of alternatives (Wang et al., 2023).

However, technological advancements have facilitated the decision-making process by providing tools
for information search and online transactions (Lander & Shurden, 2017). Consequently, social media
plays an integral role in the real estate buying process. Additionally, the engagement of the new
generation of buyers might differ, particularly in high-involvement product scenarios like homebuying,
prompting an exploration of age as a variable influencing the decision-making process in the real estate

market.



1.3. Consumer decision-making process
According to Roger et al. (2005), the consumer decision-making process can be outlined with the
following steps:

e Need identification,

¢ Information search,

e Listing of alternatives,

e Evaluating the list of alternatives,
e Making the purchase decision,

e Post-purchase evaluation.

However, the same concept can be presented with five phases (see Figure 2), combining the alternative
listing and evaluation part into one step, and considering the purchase intention separately from the
purchase decision as another option of the buying decision process result, along with the non-purchase
decision (Munthiu, 2013).

Purchase
decision

Post-purchase
Problem Information Evaluation __| Non-purchase behaviour
recognition Search of alternatives decision
Purchase
intention

Figure 2. The buying decision process.

Source: Munthiu (2013, p. 28).

Even though the steps are presented in a particular order, not all industries' consumers exhibit
tantamount behaviour. With the development of time and social media, changes were necessary for
consumer buying models to be tailored specifically to the online environment (Javed et al., 2021). Hence,
the AIDA approach consisting of four stages: attention, interest, desire, and action, was transformed into
the AISAS model presented by the Japanese advertising agency Dentsu. It is outlined with the steps:
attention, interest, search, action, and share. The model describes the consumer's path through
awareness of the product's existence, sparked interest furtherly satisfied with the online information
search process, potentially leading to the purchase decision, and subsequently, product information
propagation (Sugiyama & Andree, 2010).

Based on this approach, research was conducted for e-commerce companies that revealed the

substantial impact of the Attention and Interest steps on Action, Attention and Search phases leading to



Share action (Sumerta, 2019). It is evident that some steps are omitted. The study showed that consumer
behaviour steps and impact do not flow according to the theoretical sequence. This is the result of cases

that Sumerta (2019) suggests not generalising, but it should be noted that these instances might occur.

During the consumer decision-making process, the crucial aspect is acquiring relevant and accurate
information. Rather than using one source to gain more knowledge about the desired product,
consumers are searching for information offline and online. Particularly, the latter one affects all other
stages of the consumer buying process in the long run, especially obtaining information, evaluation, and
post-purchase phases (Saini & Sidhu, 2020).

The main channels for information search are classified into four different groups, such as personnel
(e.g., family, neighbours, friends, acquaintances), commercials including websites, advertising, emails,
dealers, communication with salespersons, public channels represented with social media, mass media,
consumer rating organisation, and the fourth type of source is experiential introduced as managing,
investigating, and utilising product (Saini & Sidhu, 2020). However, Lamb et al. (2018) suggested a
different categorisation: dividing sources into internal and external information searches depending on
whether they are recalling knowledge from memory or acquiring it from the outside environment.
Subsequently, the latter is distinguished into non-marketing and marketing-controlled sources. This
further classification is outlined with non-marketing channels, including personal experience, personal
sources, forums, blogs, social media, and marketing-controlled ones presented by mass media
advertising, promotions, salespersons (Lamb et al., 2018).

The most crucial step in the consumer decision-making process discussed previously is making the
purchase decision, which, in the long last, leads to generating revenue for businesses. Here, the
purchase intention as the associated notion should be defined. "Purchase intention is a combination of
consumers' interest in and possibility of buying a product. As a result of many studies, it strongly relates
to attitude and preference toward a brand or a product” (Kim & Ko, 2012, p. 1481). The same explanation
is given by Alnsour et al. (2018). The purchase intention variable should be considered as the first step
in the process of the final purchasing, especially in social media (Al-Gasawneh et al., 2023). It is also an
indicator of a customer’s behavioural intention, their inclination to acquire the product or service being
connected and directly proportional to the probability of the purchase event itself (Jamil et al., 2022). The
awareness of a company, brand, or product positively affects the consumer intention of buying. This
statement was approved during the research of online consumer behaviour in e-commerce businesses
showing that utilising social media for the development of consumer behaviour could lead to the purchase
decision (Action) at the long last (Sumerta, 2019).

Although all these factors mentioned previously are considered as the most influential ones, the new
dimension that should be explored specifically for the real estate market is the first-time buyer notion. It

is known that experienced consumers are aware of the concrete dimensions pertinent for houses’



alternatives evaluation, while first-time buyers could be more influenced by some external factors and
sentiments (Gibler & Nelson, 2003).

1.4. Social Media Marketing

1.4.1. Introduction to Social Media
Social media represents a crucial aspect of 21st-century marketing for digital natives (Tomasik & Marona,

2023), observed as one of the consequences of the Industry 4.0 revolution.

The term Industry 4.0 was used to cover two different meanings: as a synonym for an alleged “fourth
industrial revolution” — following those triggered by steam-powered mechanisation, electricity and
information, and communication technologies (ICT) — and as a label for the strategic plan pursued by
Germany to strengthen its international competitive position in manufacturing (Culot et al., 2020, p.
1).

Undeniably, social media is a facility inseparable from personal lives and modern business operations.
The intense flow of information affects individuals' self-perception, self-esteem, satisfaction with their
lives, and buying decisions. Sirabidze (2023) outlined these conclusions in her study of the effectiveness
of social media tools and their influence on customers in the context of Georgia. She highlighted
marketers' and user-generated reviews as essential tools of social media marketing (SMM), additionally
mentioning the power of influencers analysed in her prior academic work (Sirabidze, 2020). Reviews and
influencer marketing play a crucial role in customer trust and are means employed by them to acquire
necessary information for making informed decisions, with social media observed as a prompt and

validation for that process (Sangurde, 2019).

"As the main purpose of marketing communication is to improve customer equity drivers by strengthening
customer relationship and creating purchase intent, SMM activities contribute as effective marketing
communication methods" (Kim & Ko, 2012, p. 1484). It is most significant influence is on people and
organisations' interaction and communication, increasing user engagement intensity and shifting the
company—consumer relationship. This aids organisations in creating their brand identity, strengthening
brand image, fostering brand awareness in the long run (Saini & Sidhu, 2020; Ullah et al., 2018). SMM,
compared to other digital marketing tools (e.g., blog marketing and keyword advertising), is the most
effective and efficient instrument for disseminating faithful and credible information to a broader
audience, unlike traditional marketing channels. It involves two-way communication with the target
segment, building strong relationships and helping customers make informed decisions, subsequently
impacting their buying intention, converting customers to purchase decisions (Furgan Khan & Jan 2015;
Jamil et al., 2022; Rauniar et al., 2014; Saini & Sidhu, 2020).



Although traditional media has been replaced by social media, it should be considered in the context of
existing behavioural theories due to the consistency of human psychological stimuli and consumed
messages. However, behavioural and media theories face new challenges requiring adaptation and
evolution (Moreno & Koff, 2015).

Saini and Sidhu (2020) summarised the main aspects of consumer buying behaviour affected by SMM
as awareness, information gathering, sentiments, perceptions, and the decision-making process. The
same concepts were mentioned in the findings of Sirabidze’s (2023) research, suggesting the
implementation of social media as a strategic approach to marketing activities based on its influential
impact on consumer sentiment and behaviour. This is supported by the use of the third-person effect
theory: even though individuals think that external factors and marketing activities are influencing others
more than them, they still consume tons of promotional information (Sirabidze, 2023). However, with
more than 5 years prior, another scholar conducted research “to understand applications and activities
of social media that influence purchase intention of Georgian online customers” and found out some
obstacles that customers are going through in online shopping such as lack of trust and security issues
(Jashi, 2017, p. 307). Business entities are not exempt; traditional companies are often reluctant to adopt
technologies in their operations due to associated risks, high costs, and complicated implementation
processes (Ullah et al., 2018). Recent studies discussed in this Theoretical Framework section show
that over time, customers' initial concerns have been resolved, with companies challenged to adopt
technological advancements to ensure resilience and grow business in today's volatile global
environment. According to the Social Media Marketing Industry Report, the most popular two platforms
for marketers, Facebook, and Instagram, compared to the previous year, grew by 2% in the statistic of
commonly used platforms (Stelzner, 2021). Moreover, Stelzner’'s research indicated the tendency of
business-to-consumer (B2C) companies relying vastly on Facebook as their crucial communication
channel with a 96% share. For this realm, LinkedIn and Twitter are less utilised platforms (see Figure 3).
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Figure 3. Commonly used social media platforms in 2021.

Source: Adapted from Stelzner (2021, p. 12).



Although the consumer decision-making process is undoubtedly tightly connected to the profit volume
generated by the company, which is its purpose of existence, Weinberg (2009) stressed the importance
of building authentic relationships between a company and customers and not simply using social media
to promote the product or service directly to buyers. Hence, tantamount to traditional marketing activities,
SMM requires a rigorous definition of marketing goals, planning, and accurate execution of the plan. In
the long run, sustainable commitment can solely acquire loyal customers, forming the companies' core

intangible and the most valuable asset.

Aside from the high effectiveness of communication with the target audience, the essential advantages
of social media are lower advertising and marketing costs, as well as the capacity to precisely track and
analyse results generated from online marketing activities (e.g., search engine results, website traffic
statistics, feedback on marketing activities), testing various content types' effectiveness in achieving the
defined Key Performance Indicators (KPIs) (Sirabidze, 2023; Weinberg, 2009). Hence, SMM facilitates
the performance of concrete targeted campaigns with measurable and pertinent results.

All the aspects mentioned above could be summarised in five constructs of social media developed by

Kim and Ko (2012): entertainment, interaction, trendiness, customisation, and word of mouth (WOM).

1.4.2. Social Media Content

With the development of the Internet and subsequently social media, tech experts started highlighting
the paramount importance of content published on different virtual platforms (Gates, 1996). Social
media-based content is a crucial aspect of establishing a reliable relationship with customers in the online
space by creating interesting stories, using different types of music, entertaining them, and evoking

various emotions, which subsequently affects consumer behavioural outcomes (Wibowo et al., 2021).

Generally, content could be categorised into three types: informative, entertaining, and remunerative
(Kujur et al., 2020). The first provides details about the product for customers to make valuable purchase
decisions, the second attracts online users' attention, and the latter is beneficial for consumers through

financial rewards, discounts, and non-financial gains.

There are many different content types and formats in the online space (not only on social media but the

internet generally) that will be shortly discussed in this section.

e-WOM refers to electronic word of mouth (WOM), frequently utilised by consumers to find relevant
information for purchase. This type of content could boost the purchasing intentions of customers,
especially for premium products and business lines (Al-Gasawneh et al., 2023). It is presented in forms
such as ratings, reviews, rankings, videos, photos, and any content shared and created by users. Overall,
it influences different steps of the consumer decision-making process based mainly on the usefulness of

information, particularly its quality and source credibility (Cheung et al., 2008).



Furthermore, researchers have been focused on comparing the effectiveness of user-generated content
(UGC or alternatively mentioned as WOM) and marketer-generated content (MGC). In the social media
realm, there is a prevalence of studies concluding that UGC compared to MGC has a stronger impact
and more than 22 times persuasive effect on consumer buying behaviour due to its high perceived
credibility akin to e-WOM, which became compelling for marketing managers because of the plethora of
UGC in the online space (Goh et al., 2013).

However, Liang et al. (2020) differ from other scholars by identifying the high impact of MGC on
customers' purchasing behaviours, particularly in the case of a two-sided platform such as Airbnb. MGC
is significantly influential if used and planned effectively by engaging customers, implementing
personalisation, direct messages, and building communities around the brand complying with the specific
targeted sector and product (Goh et al., 2013; Muller & Christandl, 2019). Hence, the effectiveness of
UGC is not unambiguous for all realms. Consequently, UGC and MGC influence levels in the real estate
market should be explored, and the trend could be potentially similar to Airbnb case results.

Concerning content format, more and more marketers are actively exploiting videos in their online
marketing campaigns. Moreover, social media provides marketing specialists with an opportunity to
publish lengthy and informative videos with high quality. This format is perceived as the best means of
informing consumers through immersion and visualisation and, along with that, reducing post-purchase
regrets (Ullah et al., 2018). "Marketers mostly plan on increasing their use of Instagram video (72%),
YouTube video (71%), and Facebook video (66%). These are the same platforms marketers chose in
2020; however, Instagram took over the number-one slot, passing YouTube" (Stelzner, 2021, p. 31).
However, it should be noted that not everything is so unequivocal, as, for instance, customers in Georgia
have a different perception toward effective content format compared to marketers' views (see Figure 4):
textual content is more appealing to users when marketers are focused mostly on video format and

graphic visuals (Sirabidze, 2023).
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Figure 4. Attractive Content Format - Comparative Analysis of Marketers' and Consumers'
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Source: Adapted from Sirabidze (2023, p. 73).

10



All mentioned before leads us to the question that will be discussed during the given study: whether the
video has more influence over the homebuying process and what content type is more prioritised by the

real estate marketers in Georgia.

1.5. Social Media and Real Estate Marketing

In the section "Consumer Buying Behaviour Definition," the purchase intention was generally explained.
However, the factors specific to realms and the behaviour of customers in various industries should be
considered. Along with the consumer buying behaviour suggested by Roger et al. (2005), Zoghlin (2011)
presented a similar four-phase process for real estate buyers consisting of the following steps: Discovery,
Research, Selection, and Closing. Despite the importance of financial factors and rationale in the
homebuying decision-making process, the emotional side and humans' internal aspects should not be
ignored, as people are considered complex creatures with emotions and feelings that are beyond their
control and could have a tremendous effect on specific actions for which they may be unaware (Gibler
& Nelson, 2003). Hence, it is necessary not to include all non-financial elements in the "taste and
preferences" category and examine them separately. Furthermore, the generation of real estate
marketing activities and campaigns should encompass not only basic demographic characterisation but

also aspects such as consumer viewpoints, perceptions, and priorities.

Despite attitudes and preferences impacting the purchase decision, the eagerness to buy the house
within a specific time frame and ownership desire are observed as the most influential factors for house
purchase intention (Al-Gasawneh et al., 2023). Moreover, as mentioned before, awareness and brand
could be an essential part of the decision-making process, which is not always pertinent for the real
estate market. The research conducted in Malaysia in 2016 outlined the developer brand factor to be the
least crucial compared to the product features (Chia et al., 2016). This phenomenon was explained by

the low market competition and hence, the low utilisation of marketing activities by small companies.

"Marketing activities have a great influence on purchasing decisions. If they use the right marketing
messages correctly and regularly, they can even persuade consumers to change the brand or choose
more expensive alternatives" (Hassan et al.,, 2021, p. 1682). Along with that, amongst the highly
competitive local market and the transformative influence of Industry 4.0, catalysed by advances in
Information and Communication Technology (ICT), real estate market players in specific countries have
been urged to adopt innovative marketing strategies and smart technologies such as the Internet of
Things (1oT), virtual and augmented realities (VR and AR), artificial intelligence (Al), big data, and so on
to ensure their resilience (Culot et al., 2020; Ullah et al., 2018). These technologies have a particular
purpose, which is not always direct advertising activities, but the identification of customer needs or

increasing their satisfaction level.

The development of the Internet aids the marketing of real estate companies by suggesting a new

domain of the field such as digital marketing and offering new tools, for instance, the company's website
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to disseminate crucial information for customers to make purchase decisions, digital advertising,
including storytelling and banner ads, ads on websites and portals (Dumpe, 2015; Tomasik & Marona,
2023). Along with that, the real estate has implemented the notion of online quotes and real-time
communication with agents: either humans or automated bots that could answer frequently asked
guestions (Ullah et al., 2018). Other means developed from the Industry 4.0 revolution were virtual walks,
housing visualisation, and social media (Tomasik & Marona, 2023) that represent not only organic tools
such as communication with customers and spreading information through regularly published content
but are also considered valuable advertising channels for sponsored ads displayed on social media
platforms. One of the research projects conducted on the Jordanian real estate market outlined a positive
correlation between visual SMM and customers' purchase intention with the intermediation of e-WOM
(Al-Gasawneh et al., 2023).

Despite the initial intentions of real estate entities, nowadays, businesses are required to be actively
presented on different online platforms such as Facebook pages, YouTube channels, WhatsApp groups,
LinkedIn, and Twitter, to ensure their resilience. The main motivations for that are the utilisation of any
relevant channel to generate sufficient profit and increasing customers' trust and their purchase intention,
especially since potential homebuyers are referring to the internet to research alternatives and acquire
information for decision-making (Al-Gasawneh et al., 2023; Dumpe, 2015; Ullah et al., 2018). Lead
generation is a crucial part of the real estate business that facilitates sales numbers, and among the
benefits for marketers, it represents 67%, with an increasing trend from 2020, specifically to 69% in 2021
(Stelzner, 2021).

The high competitiveness of the Georgian local market is discussed in the section "The Real Estate
Industry in Georgia" and shows the importance of implementing technologies in marketing activities in

the housing business here.

1.6. The Real Estate Industry in Georgia

The real estate sector in Georgia ranks as the fourth significant contributor to the country's Gross
Domestic Product (GDP), following the retail, manufacturing, and transportation sectors (Kikoria, 2020).
Over the last seven years, the market size to GDP ratio has demonstrated consistent growth,
experiencing a cumulative increase of 5.1% from 2016 to 2022, as presented in Figure 5 (TBC Capital,
2023). The only disruption in this upward trend occurred during the COVID-19 pandemic recession,
which temporarily affected Georgia's real estate market. Notably, during the crisis, consumer behaviour
changed, shifting towards the simplification of demand and a higher level of requirement for edible
products (Mehta et al., 2020).
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Figure 5. Residential Real Estate market size in Georgia and the figures compared to GDP.
Source: Adapted from TBC Capital (2023, p. 12).

However, "in 2022, the residential real estate market size was valued at around 3.6 billion USD — 14.7%
compared to GDP” (TBC Capital, 2023, p. 7). The sector's growth is closely linked to the increasing
number of registered enterprises engaged in construction and real estate activities (National Statistics
Office of Georgia, 2022). This expansion is underscored by the substantial issuance of permits for
residential real estate in Thilisi during 2021-2022, reaching 4.5 and 4.3 million square meters respectively
(Galt & Taggart, 2023). Besides increased construction costs, higher market prices in the residential real
estate industry (Figure 6) stem from heightened buyer activity, mainly reasoned by the approximately 4
times increase in the share of Russian citizens in real estate sales in Thilisi during 2022. This surge was
influenced by a significant influx of immigrants from Russia to Georgia due to the war between Russia
and Ukraine that commenced in February 2022. Analysts project a minimum 5% growth in Gel and an
8% surge in USD currency for Residential Real Estate prices (Galt & Taggart, 2023).
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Figure 6. Thilisi real estate price change, GEL.

Source: Author’'s own elaboration on Galt and Taggart (2023, p. 18).
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Georgia's real estate market trends differ from those in other post-Soviet Union countries, a point to be
further discussed in subsequent sections based on researchers' insights from these countries. In
Georgia, the country's political movements, sentiments, political polarisation in government institutions,
and rapid fluctuations significantly influence its economy (Bertelsmann Stiftung, 2022). This is evident
from the 2008 conflict between Russia and Georgia, which halted the developmental phase initiated in
the country from the year 2000. The considerable decline in the number of construction business entities
during this crisis was exacerbated by stricter regulatory frameworks imposed on the real estate industry
(Kikoria, 2020).

The neoclassical approach asserts that market behaviour hinges mainly on the interplay between supply
and demand, termed market equilibrium. This concept describes market price fluctuations based on
supply and demand dynamics: when supply exceeds demand, prices rise, and vice versa. However, the
real estate sector's complexity involves multiple actors beyond buyers and sellers, including investors,
credit institutions, and realtors (Hong Trinh, 2022). Additionally, fundamental economic factors (e.qg.,
population growth, income, inflation rate, and capital investment) influence price indexes and consumer

decisions.

The situation in Georgia diverges significantly. Kikoria (2020), in the most recent work on the Georgian
real estate market, examined real estate businesses' behaviour and their pricing strategies. His findings
indicated that the primary driver for these businesses was not the market equilibrium concept or
predefined costing models but rather the population's purchasing power. Companies in this industry
prioritise increasing sales without accounting for factors such as migration, marriage statistics, or
urbanisation. Kikoria (2020) also observed consumer behaviour, noting that mortgages in Georgia were
predominantly used for purchasing properties under construction. However, with numerous unknown

and unreliable companies in the market, such investments carried increased risk.

1.7. Empirical Studies and Research Gaps

1.7.1. Social Media Dynamics in Georgian Business Sector

The popularity of digital marketing in Georgia is rising, and it is considered one of the growing business
sectors in the country, highlighted by the establishment of new bachelor programs in local universities,
such as the one at Business and Technology University (BTU) (Business and Technology University,
2021). Moreover, the reliance of the Georgian population on social media and the internet is emphasised
by its use as one of the main sources for information acquisition: 72% prefer to get news from social

media (at least weekly), and 67% through search engines (The Thomson Reuters Foundation, 2020).
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Among social media platforms, Facebook and YouTube are the most exploited ones, with approximately
77% and 56%, using them at least weekly (Figure 7).
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Figure 7. Use of social media for news and latest information (in Georgia).

Source: Adapted from The Thomson Reuters Foundation (2020, p. 16).

Additionally, some studies revealed the utilisation of social media by Georgians to validate their buying
decisions and make them loyal to businesses (Jashi & Todua, 2015). Consequently, property
development companies in Georgia have turned to SMM to connect with consumers who are increasingly
spending more time online, demanding that organisations communicate with them in the space where
they spend most of their time (Jashi, 2017). Therefore, exploring the effectiveness and appropriateness
of the activities conducted by these entities will contribute to increasing the efficiency of future campaigns
and uncovering new research directions.

Even though Georgians are very active on social platforms, engaging and sharing information, there are
still some impediments in their behaviour, such as trust and customer security issues (Jashi, 2017). The
study will reveal if the problem is still pertinent and relevant for the real estate industry. Notably, as
highlighted in the "Classification of buying behaviour" section, not all demographic segments are actively
using social media in the real estate decision-making process. This trend is also applicable to the
Georgian population: “the consumers with age between 20-35 years mostly trust social media, while
making purchasing, than other demography segments, consumers age of above 40-45 making the
buying decisions twice a year, 65% of them are employed” (Jashi & Todua, 2015, p. 1162). These
findings once again provide for the implementation of the age variable to measure its effect on the social

media influence on Georgian customers in real estate.

As mentioned previously, the research on the impact of social media in Georgia by Sirabidze (2023)
suggests that it serves as an effective platform for delivering impactful marketing content that significantly

influences consumer sentiment and behaviour. As already observed, there is an extensive base of
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studies on the general usage of social media in Georgia and examination of its effectiveness, especially
in realms such as e-commerce and the tourism sector (Jashi & Todua, 2015). The latter was considered
an example of effectively using social media for the development of small businesses by advertising
Georgian historical places, traditions, unique nature, and its cuisine. Apparently, the literature search
process showed that tourism sector marketing is of interest to Georgian scholars compared to the real
estate industry despite its pertinent effect on the country's economy (Urotadze, 2019). So, one of the

gaps identified is the lack of research in the homebuying sector in Georgia.

Most studies conducted in the country used surveys and interviews of focus groups as the primary tools
of methodology. They have created a basis that will aid in constructing the given study's structure. Some
findings and trends are as follows:

e Social media in Georgia is used as a primary source for acquiring information. However, trust
towards television content is still higher (Sirabidze, 2023).

e Influencer marketing has become one of the important parts of small businesses' social media
strategies in Georgia, with its popularity rising (Sherozia, 2020).

e Sirabidze (2023) showed in her research the importance of comparing the views of marketers
and social media users on different platforms. It revealed that the implementation of YouTube
as a marketing channel is less active among the field experts compared to the customers'
consumption intensity. The same is applicable for content format and content preferences
(Figure 8).
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Figure 8. Comparative Analysis of Marketers' and Consumers' Preferences on content.

Source: Adapted from Sirabidze (2023, p. 74).

Hence, these points lead us to explore the trust of potential buyers toward information posted by real

estate companies and to survey which type of content is most influential for homebuyers. Using real
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estate marketers’ surveys will assist in discussing findings and developing future research directions for
the given study.

1.7.2. Cross-Cultural Perspectives: Social Media Dynamics in Real Estate Markets

The Georgian real estate market research (Kikoria, 2020) showed that its characteristics are more akin
to those of post-Soviet Union countries and could be different when compared to the situation in
developed regions. In this section, we will analyse research conducted in the development industry in
different countries.

One of the Polish studies outlined that, despite social media advertising and online presence being an
essential part of real estate companies' marketing strategy, social media is used by only two out of four
development companies in the form of fan pages (Tomasik & Marona, 2023). A similar situation was
observed in Latvia: insufficient communication in social media with customers and a lack of successful
Facebook or Twitter usage examples by real estate marketers (Dumpe, 2015). Moreover, the low
effectiveness of online advertisement was confirmed in Tanzania, where customers prefer traditional
media such as TV and radio (Mbura & Kagoya, 2021). Consequently, it is assumed that the results in
the Georgian development market could be different, and marketing experts are implementing online

tools more actively in their marketing activities.

Real estate purchase decisions require a considerable amount of time, causing a time lag between
seeing an ad and finally making a purchase decision (Shi et al., 2019). However, psychological factors
and social media could coerce impulsive buying behaviour, especially among youngsters (Sehra et al.,
2022). Once again, this highlights the importance of exploring the age factor in relation to the impact of

social media on consumers' buying behaviour in real estate in Georgia.

Controversially, there is another state-of-the-art research performed in Kyrgyzstan presenting the
insignificance of marketing and social stimuli on such a life-changing decision as buying a house (Kaynak
et al., 2022). Moreover, social media wasn't influential in Saudi Arabia in 2015, as the attitude was
presented as the main factor affecting consumer buying intention (Salah et al., 2015). In terms of
household movements and the homebuying process, American culture is low-context when Middle
Eastern, Asian, and Arabic ones are high-context with less mobility and rarity of buying new houses
(Hall, 1989). Hence, Kyrgyzstan, India, and Saudi Arabia, even being high-context cultures, still showed
a distinguishable level of social media impact. Consequently, none of the alternative results could be
generalised, particularly toward the Georgian real estate market, and marketing tactics successful in one
country could fail in another. Here, social media is more actively used; the country is a mixture of different
cultures, religions, and behavioural traits of the nation. Thus, despite the country’s culture being more
high-contextual, “typical traits of high-context and low context cultures can be seen in composition in
Georgian culture as there is no clear line between them” (Kutateladze, 2015, p. 36).
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2. Research Methodology

2.1. Objective of the study and Research Hypotheses

The proposed study aims to address the gaps identified in the Theoretical Framework section,

specifically the lack of empirical evidence demonstrating the effectiveness of social media and its

influence on consumer purchasing decisions in the real estate sector in Georgia. The major objective of

the study is to investigate the extent to which social media influences the decision-making processes in

the Georgia real estate industry. The research aims to emphasise the key factors in buyers' evaluations

of alternatives, examine the impact of different types of social media content on consumer perceptions

and preferences, and explore the relationship between demographic factors, such as age and income,

and the influence of social media on real estate consumers.

To guide the research effectively, several complementary sub-questions (SQ) were developed to explore

homebuyer behaviour during the decision-making process, the various social media factors influencing

it, and to compare these to the perceptions with those of marketing experts:

1.

8.

9.

Does social media advertising substantially influence consumers' decision-making processes in

the Georgian residential real estate market? (SQz)

Is there a significant difference in the influence of SMM on consumer behaviour between various

demographic groups (age, gender, and monthly income)? (SQ2)

Which information channels are primarily used by customers to acquire additional details about

real estate projects? (SQs)
Which content format has the most influence over the homebuying process? (SQa4)
Which type of content information is the most crucial for homebuyers? (SQs)

Which content type (UGC or MGC) has more influence in the real estate market on social media?
(SQe)

What level of trust do potential buyers have toward information posted on social media about

real estate property? (SQ7)
Which marketing tools are used more actively by real estate marketing experts in Georgia? (SQs)

Which format of content is prioritised by real estate marketing experts in Georgia? (SQs)

10. Do the perceptions of marketing managers in the sector regarding effective type of content

information align with those of consumers? (SQuo)

To assess the influence of social media on the consumer decision-making process, the research

employed the concept implemented by Hasan (2020), which involves the 5-step buying decision process

discussed by Munthiu (2013), consisting of “Problem Recognition”, “Information Search”, “Evaluation of
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” o«

Alternatives”, “Purchase Decision”, and "Post-purchase” behaviour. However, during the current study,
the last stage is omitted. Figure 9 shows the conceptual framework according to which the hypotheses

testing will be conducted to achieve the main aim of the study.

I

Problem Recognition

H

Search of
Information

J

Social Media E

Evaluation of
Alternatives

H

Purchase Decision

\

Figure 9. Conceptual framework of the impact of social media on homebuyers’ behaviour.

Source: Author’s own elaboration based on Hasan (2020, p. 136).

Most of the questions can be answered using Descriptive analysis. Furthermore, hypotheses (H)

formulated for Inferential analysis respond to the research questions:

Hi: There is relationship between social networks and the problem recognition phase.

H2: There is relationship between social networks and the search for information phase.

Has: There is relationship between social networks and the evaluation of alternatives phase.

Ha: There is relationship between social networks and the purchase decision phase.

Hs: Gender identity moderates the relationship between social media and homebuyers’ behaviour.
Hs: Age moderates the relationship between social media and homebuyers’ behaviour.

H7: Income moderates the relationship between social media and homebuyers’ behaviour.

2.2. Description of Data Collection

To accomplish the stated objectives and gather robust data for the research, data collection was
conducted through a questionnaire delivered to homebuyers in Georgia. Moreover, a second
guestionnaire was developed to explore the opinions of marketing experts. The questions included in

the surveys are pertinent to the research’s main objective and sub-questions.

The surveys included Likert scale and closed-ended questions designed to collect both quantitative and
qualitative data. A phenomenological approach was implemented to observe the experiences of

customers who have gone through the homebuying process (Welman et al., 2005). Additionally, a cross-
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sectional research design was employed to explore relationships between variables at a specific point in

time.

The questions were grouped into several sections. The first one covered the demographic characteristics
of respondents, including their age (Q1), gender (Q2) and income level (Qs). The second section’s
guestions focused on different aspects of using social media and acquiring information about real estate
property, such as the preferences of information sources (Q4), format (Qs) and type of content information
(Qs) of effective content, and the level of trust toward social media, generally (Q11), along with different
UGC such as consumer-written online reviews (Q7), comments/posts of other users (Qs) and MGC which
includes information on websites of companies or brands (Qo) and posts by companies/brands in social
media (Q1o).

The third section of Likert scale questions was adapted from Hasan (2020, p. 36-37), where each variable
is measured based on 3 items. These variables are the ones presented in Figure 9. This structured
guestionnaire aided the research by providing a basis for investigating cause-effect relationships and
analysing the pertinence of questions used in the third section for measuring the impact of social media

on the buying process of real estate customers.

The survey constructed in English for this study is presented in Appendix A. Table 1 displays the
guestions adapted from prior research, along with the relevant sources. Copies of this questionnaire in
Georgian presented in Appendix B were distributed through social media and relevant Facebook groups
for real estate buyers in Georgia. A total of 252 completed copies were returned between 19" of February
to 18™ of April.

Table 1. Questions for homebuyers’ survey.

Question Factor to

Identifier Analyse Question Type - Source
0 Information ~ What sources have you used for collecting Multiple Choice — Adapted from
4 sources property information before making decision? Boonyothayarn (2016, p. 112)
0 Content Which is the most attractive real estate content Multiple Choice — Adapted from
° format format for you? Sirabidze (2023, p. 73)
In your opinion, what are the 2-3 most important . o
Qs .Content. things that should be included in a post about a Multiple Choice — Adapted from
information Zander (2021, p. 70)
real estate property?
To what extent do you trust each of the following
types of advertising/promotion about real
Content estate? (Consumer-written online reviews, 5-point Likert Scale - Adapted
Q7-Qu type: UGC Comments/posts of other users, Information on from VanBoskirk et al. (2016, p.
vs MGC websites of companies or brands, Posts by 7)

companies/brands in social media, Information
in social media about real estate property)

Source: Author’s own elaboration.
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In addition, Table 2 represents the questions from the third section of the questionnaire that are focused

on the exploration of the influence of predictive variable such as social media on the outcome variables

presented as the stages of the buying behaviour.

Table 2. Statements for homebuyers’ survey (Predictive and outcome variables).

Sléaetr?tir?;zr;t Variable Statement Type - Source
1) | think that using social media is a good idea
for real estate buyers. 5-point Likert Scale
Q12-Q Predictive variable - 2) | prefer social media when | intend to purchase - Adapted from
12714 Social Media (SM) house or flat. Hasan (2020, p.
3) Social media is the best way of information 136)
collection and dissemination about real estate
1) Social media raises my needs/wants of
Outcome variable - pursuing real estate property. 5-point Likert Scale
Qis- Q Problem recognition 2) Social media accelerates my desire for a new - Adapted from
187 A1 (PR) 9 real estate property. Hasan (2020, p.
3) Social media triggers me to get the expected 136)
real estate property.
1) Social media makes easy information search
for real estate property. 5-point Likert Scal
Outcome variable - 2) Social media provides an effective platform to ) X)g;n teclj ?ri)m cale
Qis - Q20 Search of information  search for information on real estate property. HasarFI) (2020, p
(Sol) 3) Social media enables me to acquire more 136) o
information about existing and potential real
estate property.
1) I think that social media is a more credible
platform for selecting a real estate property.
Outcome variable - 2) I rely on information available on social media 5-point Likert Scale
Qu-0Q Evaluation of when | have been uncertain regarding choosing a - Adapted from
2° ks alternatives (EoA) real estate property. Hasan (2020, p.
3) Real estate property buyers’ reviews shared 137)
on social media help me to make the right
choices of it.
1) I intend to purchase the real estate property
Outcome variable - recommended on social media. 5-point Likert Scale
Qa4 - Q2 Purchase decision 2) Social media triggers me to purchase decision - Adapted from

(PD)

of a real estate property.

3) | follow the suggestions shared on social
media when | purchase a real estate property.

Hasan (2020, p.
137)

Source: Author’s own elaboration.

The survey for marketing experts in English, found in Appendix C, is constructed based on the questions
presented in Table 3. Its purpose is to collect specific information for comparing their perceptions
regarding social media trends and homebuyers’ behaviour. The questionnaire aids in identifying whether
those positions are pertinent to the customers’ experience. A total of 53 observations were collected
between 19" of February and 26" of March. Copies of the questionnaire were distributed through various
social media platforms and Facebook Groups frequented by marketing managers and specialists in the

digital marketing industry. Additionally, the Google Form was sent to digital marketers employed by
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different digital marketing agencies, as well as marketing managers of specific real estate companies

operating in Georgia.

Table 3. Questions for marketing experts.

Question

Identifier Variable Question Type - Source
. . Multiple Choice — Adapted from
Marketing What sources have you used for spreading
Q27 . : B Boonyothayarn (2016, p. 112)
tools property information to customers? and Sirabidze (2023, p. 60)
Q Content In your opinion, which is the most attractive real ~ Multiple Choice — Adapted from
8 format estate content format for customers? Sirabidze (2023, p. 73)
0 Content What kind of information about a property do Multiple Choice — Adapted from
2 information  you include into social media posts? Zander (2021, p. 70)
To what extent do you think the homebuyers
trust each of the following types of
isi i 2 S
Content advertising/promotion about real estate? 5-point Likert Scale -
) (Consumer-written online reviews, . .
Qw0 -Qa  type: UGC Comments/posts of other users, Information on Interpretation of VanBoskirk et
vs MGC P : al. (2016, p. 7)

websites of companies or brands, Posts by
companies/brands in social media, Information
in social media about real estate property)

Source: Author’s own elaboration.

This comprehensive data collection methodology ensures understanding of both homebuyers’
perspectives and marketing experts' insights, contributing to an analysis of the impact of social media

on consumer behaviour in the Georgia real estate market.

2.3. Description of Data Analysis

Data Analysis interprets the data collected through the Google Forms from the respondents,
summarising the answers’ statistics question by question, and helps to conduct tests on the hypotheses
formulated in the Research Methodology section. To address the primary purpose of the study, various
statistical analysis approaches were employed using SPSS (version 28) and Excel for the visual

representation of secondary data and the analysis of the results.

Sampile profiles will be analysed using Descriptive analysis to assess the characteristics of homebuyers’
sample based on the frequency table, aiding in the investigation of the demographic factors affecting
potential customers’ behaviour. The same approach will be used to examine customer preferences

towards specific content types and formats.

In measuring the level of trust among respondents towards different types of promotional content, the
mean and standard deviation will be calculated, along with the global mean, to understand the overall
attitude towards the consumption of social media content. The contingency table for age groups and

trust of homebuyers will showcase trust discrepancies between different age groups.
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For hypotheses, testing, inferential analysis methods will be implemented. Prior to testing the
relationships between social media factor and different stages of the homebuying process and the buying
experience itself, the computation of the global mean based on three statements per variable is required

for each step and the whole homebuying process.

Hypotheses Hi-Ha4testing implies identifying the influence of one variable over others; hence, for that
purpose, calculation of the Pearson correlation coefficient is pertinent (Huang, 2010). The significance
of the relationship will be analysed based on Evans Correlation Guide (see Table 4), considering a
coefficient greater than 0.6 as satisfactory (Evans, 1996). Before conducting tests for Hi-Ha, Cronbach's
alpha will be checked to verify the reliability of the items used in the analysis of homebuying steps
(Cronbach, 1951).

Table 4. Evans Correlation Guide.

Pearson Correlation Coefficient Strength of Relationship
0.00-0.19 very weak
0.20 - 0.39 weak
0.40-0.59 moderate
0.60-0.79 strong
0.80-1.0 very strong

Source: Author’s own elaboration based on Evans (1996, p. 146).

Hypotheses Hs-H7 will be tested by moderation analysis using the Hayes PROCESS macro v4.2 with
bootstrapping Model 1 (Hayes, 2022) to check if the change in the categorical variable significantly
influences the relationship between independent and dependent variables (Aguinis & Gottfredson, 2010).
Therefore, the moderating nature of demographic variables for the relationship between social media

and homebuyers’ behaviour will be investigated.

The sub-questions, research hypotheses, and statistical methodologies and techniques used to analyse

collected data are presented in Table 5.

Table 5. Sub-questions and Hypotheses.

Label Sub-questions Hypotheses Techniques
Hi: There is relationship between social Pearson’s Correlation
Does social media networks and the problem recognition phase. Coefficient
advertising - - - -
substantially Ha: There is relationship between social Pearson’s Correlation
influence networks and the search for information phase. Coefficient

SQ1 consumers'

o . Hs: There is relationship between social
decision-making

- . Pearson’s Correlation
networks and the evaluation of alternatives

processes in .the . phase. Coefficient

Georgian residential

real estate market?  Ha4: There is relationship between social Pearson’s Correlation
networks the purchase decision phase. Coefficient
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Table 5. Sub-questions and Hypotheses (cont.).

Is there a significant difference in
the influence of SMM on
consumer behaviour between

Hs: Gender identity moderates the
relationship between social media and
homebuyers’ behaviour.

Moderation analysis
- Hayes PROCESS
macro v4.2 Model 1

He: Age moderates the relationship between

Moderation analysis

SQe various demographic groups social media and homebuyers’ behaviour. m';ggif? ?A(;E;Sl
(age, gender, and monthly :
income)? H7: Income moderates the relationship Moderation analysis
between social media and homebuyers’ - Hayes PROCESS
behaviour. macro v4.2 Model 1
Which information channels are
primarily used by customers to - .
SQs acquire additional details about Descriptive Analysis Frequency Table
real estate projects?
Which content format has the
SQ4 mostinfluence over the Descriptive Analysis Frequency Table
homebuying process?
Which type of content information
SQs is the most crucial for Descriptive Analysis Frequency Table
homebuyers?
e o e
SQs . Descriptive Analysis Mean and SD, Cross
real estate market on social tabulation
media?
What level of trust do potential
buyers have toward information - . Frequency Table,
SQr posted on social media about real Descriptive Analysis Mean and SD
estate property?
Which marketing tools are used
SQs more actively by real estate Descriptive Analysis Frequency Table
marketing experts in Georgia?
Which format of content is
SQo prioritised by real estate Descriptive Analysis Frequency Table
marketing experts in Georgia?
Do the perceptions of marketing
managers in the sector regarding
SQio effective types of content Descriptive Analysis Frequency Table, Bar

information align with those of
consumers?

Chart

Note: SD-Standard Deviation

Source: Author’s own elaboration.

2.4. Population vs. Sample

As mentioned earlier, the primary target audiences for this research are real estate consumers and
industry experts in Georgia. The total size of the Georgian population older than 18 for the year 2023 is
2,835,565 (National Statistics Office of Georgia, 2023).

The sample size of 252 observations based on the confidence interval method shows the sampling error
of 6.17%, assuming a 95% confidence level and a 50% population proportion, as it could not access the

sample proportion figure from the previous experience (Cochran, 1977). 95% is the level of certainty that
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is normally used by most researchers (Zikmund et al., 2013). The population of marketing specialists in
Georgia was unknown, so for research purposes, a sample of 53 marketing experts was analysed. The
sample in this study, for each situation, complies with the minimum sample size rules for the use of factor
analysis, according to Hill and Hill (2009) who suggest that the minimum sample is 5 cases per item

observed.
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3. Empirical Results Analysis

3.1. Sample Profile

As mentioned in Section 2.2, 252 observations were collected through the online survey of homebuyers
in Georgia. Based on the answers to Qi, Q2 and Qs, Table 6 presents the characteristics of the

homebuyers’ sample that delivered responses for the survey.

Out of the 252 respondents, approximately 69% are females and 31% correspondingly are males. This
gender distribution statistic aligns with the reality of Georgian population behaviour, where women tend

to utilise social media platforms more actively compared to men (Sirabidze, 2020).

The majority of respondents are between 21 and 25 years old, accounting for 63.5%, followed by 18.3%
from the 26-30 age group, and 7.1% from the 31-35 age group. Those in the 36-40 age range and older

than 40 years old accounted for 2.8% and 3.2% respectively.

Regarding monthly income, 19% of respondents earned up to 1,000 GEL, 23% earned between 1,001
and 1,500 GEL, and 21.8% had earned between 1,501 and 2,000 GEL. Additionally, 14.7% had a
monthly income between 2,001 and 2,500 GEL, while 9.9% earned between 2,501 and 3,000 GEL.
Lastly, 11.5% had a monthly income of 3,001 GEL or more.

Table 6. Characteristics of homebuyers’ sample (Qz1 - Qs).

Characteristics n %
Male 77 30.6%
Gender (Q1)
Female 175 69.4%
Up to 20 13 5.2%
21-25 160 63.5%
26-30 46 18.3%
Age (Q2)
31-35 18 7.1%
36-40 7 2.8%
41 or older 8 3.2%
Up to 1,000 GEL 48 19.0%
1,001-1,500 GEL 58 23.0%
1,501-2,000 GEL 55 21.8%
Monthly Income (Qz3)
2,001-2,500 GEL 37 14.7%
2,501-3,000 GEL 25 9.9%
3,001 GEL or more 29 11.5%
Total n=252

Source: Author’s own elaboration.

The percentage of respondents with a monthly income above 2,000 GEL represents a group of people
in Georgia with salaries higher than the average for the 2023 year (National Statistics Office of Georgia,

2024a) showing an upward trend since 2018 despite the slow increase during the Covid-19 period
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(National Statistics Office of Georgia, 2024b). This indicates that the vast majority of employed Georgian
citizens have improved their creditworthiness, as evidenced by the growing number of mortgages, which
increase on average by 2% month to month (National Bank of Georgia, 2024).

3.2. Results

3.2.1. Descriptive Analysis — Homebuyers’ Survey

In this section, descriptive analysis is conducted based on the data collected through the survey of
homebuyers. The fourth question (Q4) of the homebuyer’s survey aimed to understand which information
sources are popular among Georgians for acquiring details about real estate projects. Out of the 252
respondents who participated and ticked at least one of the items presented in the Table 7, 81.3% chose
social media, and 66.7% chose real estate marketplaces as the two most utilised channels. Fewer
respondents chose the company website (41.3%), friends and family (34.1%), and direct contact with
real estate salespersons (20.6%). Notably, traditional sources like TV, newspapers, brochures, and

billboards are less consumed by potential buyers in today's digital era.

Table 7. Information sources used by homebuyers (Q4).

Q4: What sources have you used for collecting property information before making decision?

Information Sources Responses
n % Percent of Cases

Social media 205 31.6% 81.3%
Company website 104 16.0% 41.3%
Friends and family 86 13.3% 34.1%
TV and newspaper 5 0.8% 2.0%
Brochure 4 0.6% 1.6%
Billboard 24 3.7% 9.5%
Real estate salesperson contact 52 8.0% 20.6%
Real estate marketplace 168 25.9% 66.7%

Total 648 100.0% 257.1%

Source: Author’s own elaboration.

Table 8 shows data regarding the question about the most attractive content format (Qs). The
respondents favoured video (38.1%) and photo (37.3%) formats. This contrasts with Sirabidze’s (2023)
research, which found image and textual posts to be more popular than video formats. Graphic visuals
and links were less popular among Georgians, with 11.5% and 12.7%, respectively. Live videos (8.7%),

text (7.5%), and stories (4.8%) were perceived as less engaging by homebuyers in Georgia.
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Table 8. Attractive content formats for homebuyers (Qs).

Qs: Which is the most attractive real estate content format for you?

Content Formats Responses
n % Percent of Cases

Graphic 29 9.5% 11.5%

Link 32 10.5% 12.7%

Live Video 22 7.2% 8.7%
Photo 94 30.9% 37.3%

Story 12 3.9% 4.8%

Text 19 6.3% 7.5%

Video 96 31.6% 38.1%
Total 304 100.0% 120.6%

Source: Author’s own elaboration.

In response to the sixth question (Qs), participants were asked to select at least one detail that they
deemed crucial during the homebuying decision-making process. As depicted in Table 9, on average,
respondents chose five different items from the provided list. The most frequently selected options were
price (83.3%), location (75%), size of the property (71.8%), pictures from the inside (60.7%), and contact
information (57.9%). Conversely, fewer than 51% of respondents mentioned other options, including
pictures from the outside, aerial photos, floor plans, real estate agents, and construction year. It is
noteworthy that Zander's (2021) research, conducted two years prior and based on a sample of
European respondents, revealed a slightly different scenario: European citizens placed greater emphasis
on pictures from both inside and outside, as well as floor plans, when Georgians are concerned about
size and location of the property. Additionally, some respondents expressed a desire to know more about
the constructing company and the specific inclusions in the price and conditions of the property, based
on different construction phases such as black, white, or green frames — classifications typical for
Georgia (Goncharov, 2024).

Table 9. Important details for homebuyers in the social media content (Qs).

Qs: In your opinion, what are the most important things that should be included in a post about a real

estate property?

Content Information Responses
n % Percent of Cases
Picture(s) from outside 127 10.1% 50.4%
Picture(s) from inside 153 12.2% 60.7%
Location of the property 189 15.1% 75.0%
Aerial photo 52 4.1% 20.6%
Price 210 16.7% 83.3%
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Table 9. Important details for homebuyers in the social media content (Qs) (cont.).

Floorplan 106 8.4% 42.1%
Size of the property (square meters) 181 14.4% 71.8%
Real estate agents 11 0.9% 4.4%
Contact information 146 11.6% 57.9%
Year of construction 80 6.4% 31.7%
Total 1,255 100.0% 498.0%

Source: Author’s own elaboration.

Table 10 illustrates the distribution of responses to the question regarding the trust in information posted
on social media, encompassing both general content and four specific types of advertising and
promotions related to real estate. The mean scores for all options indicate a relatively low level of trust,
accompanied by high standard deviations. However, on average, trust on the Likert scale varies from
2.95 to 3.12. The global mean of 3.03 calculated based on responses to statements Q7 - Qi1 and
displayed at the bottom of Table 10, indicates that Georgian homebuyers hold a neutral stance toward
promotional content related to real estate property. This finding contrasts with the results of Jashi’s

research (2017), suggesting an increase in the trust of Georgian customers over the past six years.

Table 10. Homebuyers’ trust toward UGC, MGC and information posted on social media (Q7 - Q11).

Q7 - Q11: To what extent do you trust each of the following types of advertising/promotion about real

estate? (From 1 to 5, indicate your opinion where 1 is Do not trust at all and 5 is Completely trust).

Likert Scale Responses

Content types
1 2 3 4 5 Mean SD
Consumer-written online reviews 13.5% 13.5% 38.5% 28.6% 6% 3.00 1.097
Comments/posts of other users 13.9% 17.5% 32.9% 31.0% 4.8% 2.95 1.110

L”r;orzgnsat'o"onwebs'teSOfcompa”'esor 103% 15.1% 325% 36.5% 56% 312  1.068

Posts by companies/brands in social media 8.3% 179% 43.3% 25.0% 5.6% 3.02 0.994

Information in social media about real estate

8.3% 194% 36.9% 294% 6.0% 3.05 1.030
property

Global Mean 3.028 0.838

Source: Author’s own elaboration.

Figure 10 illustrates the percentage of respondents who, on a scale from 1 (do not trust at all) to 5
(completely trust), selected either 4 or 5 for the question regarding their trust in various types of
advertising and promotion about real estate (Q7 - Qi1). According to VanBoskirk et al. (2016), the two

highest ranks signify the level of customer trust toward specific content types. Notably, information from
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companies’ websites (42.1%) and details about real estate property posted on social media by other
users (35.4%) stand out among the options. Interestingly, there is a minimal difference of only 0.4%
between the trust in general information from social media and comments from other consumers,
indicating that both are perceived as highly credible by customers. This suggests that websites are
viewed as legitimate representations of businesses. Moreover, the disparity between UGC and MGC in

terms of credibility is negligible, with MGC holding a slight advantage of only 2.3%.

[

Information on websites of companies or brands 42,10%

Comments/posts of other users 35,80%

Information in social media about real estate

property 35,40%

Consumer-written online reviews 34,60%

Posts by companies/brands in social media 30,60%

]

User and marketing generated content

0,00% 20,00% 40,00% 60,00% 80,00%

% who choose 4 or 5 on a scale of 1 [do not trust at all] to 5 [completely trust]

Figure 10. Percentage of respondents who choose 4 or 5 for statements regarding UGC, MGC and

generally information posted on social media (Q7 - Q11).
Source: Author’s own elaboration.

To examine differences in the global mean of trust toward real estate promotion across various age
groups, a cross-tabulation of these two variables was conducted. The global mean was categorised into
four groups, as presented in Table 11. Notably, individuals aged 21 to 30 years exhibited the highest
percentage of the global mean exceeding three, indicating an above-average level of trust. This finding

was anticipated given their extensive use of social media across various facets of life.

Table 11. Contingency table for age groups and trust of homebuyers

Binned Age Groups
Global Total
Mean for
Trust Up to 20 21-25 26-30 31-35 36-40 41 or older
<=2.00 4(30.8%) 21(13.1%) 7 (15.2%) 3(16.7%) 4 (57.1%) 2 (25%) 41 (16.3%)

2.01-3.00  4(30.8%) 51(31.9%) 14(30.4%) 6(33.3%) 2(28.6%) 3(37.5%) 80 (31.7%)
3.01-4.00  5(385%) 78(48.8%) 23(50%) 8 (44.4%)  0(0%) 3(37.5%) 117 (46.4%)
4.01+ 0 (0%) 10 (6.3%)  2(43%)  1(56%) 1(14.3%)  0(0%) 14 (5.6%)
Total 13 (100%) 87 (100%) 30 (100%) 18 (100%) 7 (100%) 8 (100%) 100%

Source: Author’s own elaboration.
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The results for the questions from the third section of the homebuyers’ survey are presented in Table
12, providing the mean, standard deviation, and the percentage of agreement level to each statement
based on a 5-point Likert scale. The mean values of the statements range from 2.77 to 4.03, with a

standard deviation of approximately 1 or higher for each case.

According to the findings, a majority of respondents agree that social media facilitates easy information
search for real estate properties, as indicated by a mean of 4.03. Additionally, they believe that social
media enables them to acquire more information about existing and potential real estate projects, with a
mean of 3.95. Notably, both statements correspond to the “Search of Information” stage in the

homebuying decision process.

As outlined in the Research Methodology section, three statements per factor were utilised to compute
the predictive and outcome variables. The mean of the corresponding formulations was calculated to
measure these components. Among the stages of the homebuying process, the “Search of Information”
stage exhibits the highest indicator with a mean of 3.94, followed by “Problem Recognition” (3.27),
“Purchase Decision” (2.95), and “Evaluation of Alternatives” (2.93). The lower mean score for the
"Evaluation of Alternatives" stage could potentially be attributed to respondents’ perceptions that social
media is not the most credible source of information about real estate properties. Additionally, insights
from the question regarding Information Sources (Q4) revealed that the real estate marketplace is the
second most popular platform used by homebuyers in Georgia during their decision-making process.
This underscores the necessity for individuals to utilise multiple channels to acquire details and explore

alternatives, particularly given the complex buying behaviour characteristic of the real estate market.

The global mean was computed by combining questions from Qis to Q26 for dependent variables,
representing the steps of the customer’s homebuying process. For the overall buying process, the mean
is 3.27, with a standard deviation of 0.779.

Table 12. Data on homebuying process.

Q12 - Qz6: From 1 to 5, please indicate the level of agreement with the statements from strongly disagree
(1) to strongly agree (5).

Likert Scale Responses
Statements

1 2 3 4 5 Mean SD

| think that using social media is a good idea for

real estate buyers. 71% 1.6% 17.9% 413% 321% 3.90 1.096

| prefer social media when | intend to purchase

house o flat. 52% 19.0% 41.7% 254% 8.7% 3.13 0.993

Social media is the best way of information
collection and dissemination about real estate

Independent Variable: SM Mean = 3.52 SD =0.942

83% 99% 242% 36.1% 214% 352 1.176
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Table 12. Data on homebuying process (cont.).

1 2 3 4 5 Mean SD
rsei‘i'i'st”;fed}?ré?,ﬁﬁj my needs/wants of pursuing 79% 143% 310% 33.7% 13.1% 330 1.113
S:t(;tael g:itrj)learta;/ccelerates my desire for a new real 87% 19.0% 28.2% 290% 151% 323 1178
S;’t‘;f‘; g}i‘;‘: rtt;'ggers meto getthe expected real g 39/ 4570, 298% 294% 159% 328 1.165
Dependent Variable: PR Mean = 3.27 SD =1.046

1 2 3 4 5 Mean SD
izcllzlstn;?edsr;?,ael:t‘ays easy information search for g no. 369,  71% 480% 353% 4.03 1.052
Social media provides an effective platform to o o o o o
search for information on real estate property. 52% 5.6% 13.9% 512% 242% 384 1.022
Social media enables me to acquire more
information about existing and potential real estate  4.8% 4.0% 13.1% 47.6% 30.6% 3.95 1.013
property.
Dependent Variable: Sol Mean = 3.94 SD =0.951

1 2 3 4 5 Mean SD
I think that social media is the most credible 123% 24.2% 444% 11.9% 7.1% 277 1045
platform for selecting a real estate property.
| rely on information available on social media when
| have been uncertain regarding choosing a real 11.9% 27.8% 37.3% 16.3% 6.7% 278 1.069
estate property.
Real estate property buyers’ reviews shared on
social media help me to make the right choices of 83% 99% 41.7% 29.0% 11.1% 325 1.054
it.
Dependent Variable: EoA Mean = 2.93 SD =0.938

1 2 3 4 5 Mean SD
| intend (0 purchase the real estate property 13.9% 17.9% 40.9% 19.0% 83% 290 1.119
fe%cllzlstn;fedsr;:ge%irs me to purchase decision of a 11 g0, 226% 34.1% 23.8% 7.5% 292 1.114
| follow the suggestions shared on social media 135% 10.7% 425% 262% 7.1% 303 1.095
when | purchase a real estate property.
Dependent Variable: PD Mean = 2.95 SD =0.978
Global Mean of whole buying process Mean = 3.27 SD =0.779

Source: Author’s own elaboration.

3.2.2. Descriptive Analysis — Marketing Experts’ Survey

This section presents a descriptive analysis based on data collected from a survey of marketing experts

and digital marketers. The questionnaire included four questions corresponding to those asked of

homebuyers.

The first question (Q27) of the experts’ survey aimed to understand the preferred information sources

utilised by marketing experts for disseminating information about real estate projects. Out of 53
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respondents, 98.1% reported using social media as their primary channel for reaching their target
audience, followed by the company website (62.3%) and real estate marketplaces (41.5%). Interestingly,
more than one third also utilised billboards and direct contact with real estate salespersons (see Table
13). Traditional channels such as TV, newspapers, and brochures were less favoured, possibly due to
their perceived high cost and low effectiveness. Notably, marketing experts typically employ at least

three different channels for promoting real estate projects.

Table 13. Sources used by experts to spread information (Q27).

Q27: What sources have you used for spreading property information to customers?

Information Sources Responses
n % Percent of Cases

Social media 52 31.7% 98.1%
Company website 33 20.1% 62.3%
TV and newspaper 13 7.9% 24.5%
Brochure 6 3.7% 11.3%
Billboard 21 12.8% 39.6%
Real estate salesperson’s contact 17 10.4% 32.1%
Real estate marketplace 22 13.4% 41.5%

Total 164 100.0% 309.4%

Source: Author’s own elaboration.

The next question (Qzs) sought to identify the most preferable content formats for communication with
customers, according to marketing experts. The top three formats selected were video (86.3%), photo
(47.1%), and graphic (41.2%). Other formats such as text, live video, link, and story were considered
less effective for delivering comprehensive details necessary for customers to make informed buying

decisions (see Table 14).

Table 14. Effective content format according to the experts’ opinion (Qzs).

Q2s: In your opinion, which is the most attractive real estate content format for customers?

Information Sources Responses
n % Percent of Cases

Graphic 21 13.8% 41.2%
Link 13 8.6% 25.5%
Live Video 18 11.8% 35.3%
Photo 24 15.8% 47.1%
Story 13 8.6% 25.5%
Text 19 12.5% 37.3%
Video 44 28.9% 86.3%

Total 152 100.0% 298.0%

Source: Author’s own elaboration.
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Similarly to homebuyers, marketing experts were asked about the details they typically include in their
social media posts (Q29). Table 15 presents their responses. Notably, over 67% of all respondents
mentioned including pictures from both the outside and inside of properties, as well as details regarding
the location and size of the property, along with contact information. However, other crucial elements
such as price, aerial photos, and particularly floor plans were less frequently included in social media
content. Additionally, only 11.3% and 22.6% of marketing experts referenced real estate agents and the
year of construction, respectively. Furthermore, several respondents highlighted the significance of
including flat plans rendered in a visual format, illustrating the progression of construction work, and
incorporating emotionally resonant content tailored to the preferences of distinct project segments within

real estate social media posts.

Table 15. Details included by the experts the social media content (Qzo).

Q20: What kind of information about a property do you include into social media posts?

Content Information Responses
n % Percent of Cases

Picture(s) from outside 39 13.7% 73.6%
Picture(s) from inside 41 14.4% 77.4%
Location of the property 41 14.4% 77.4%
Aerial photo 22 7.7% 41.5%
Price 33 11.6% 62.3%
Floorplan 18 6.3% 34.0%
Size of the property (square meters) 37 13.0% 69.8%
Real estate agents 6 2.1% 11.3%
Contact information 36 12.6% 67.9%
Year of construction 12 4.2% 22.6%

Total 285 100.0% 537.7%

Source: Author’s own elaboration.

To evaluate the alignment between the content details included in social media posts by marketing
experts and the expectations of homebuyers, a comparative analysis was conducted using responses
from questions Qs and Q29 across both surveys (see Figure 11). The analysis revealed differences in the
perceived importance of certain content details. While customers prioritised aspects such as determining
property price and examining floor plans more than real estate companies do, marketing experts tended
to overfocus on visuals like exterior and interior pictures, as well as aerial photos, which hold less weight
in the decision-making process of customers. However, the intensity of delivering information regarding
the location and size of property is relatively pertinent to the customers’ expectations with slight
differences. Interestingly, the inclusion of contact information appeared to be less critical for customers

compared to the emphasis placed by marketers, showing a discrepancy of approximately 10%.
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Figure 11. Comparison between the level of importance of content information types for marketing

experts and customers (Qs and Qa9).
Source: Author’s own elaboration.

Questions Qa0 - Qa4 investigated the perceived level of trust that marketing experts attribute to various
types of real estate advertising and promotion among homebuyers. The responses indicated a moderate
level of trust across all options, with means ranging from 3.32 to 3.43 on a Likert scale, as presented in
Table 16. However, marketing experts considered information from company websites and posts from
brands on social media to be slightly more credible for homebuyers. The global mean of 3.38 suggests
an overall positive perception among marketing experts regarding the trustworthiness of real estate
advertising, although there may exist some disparities between their perceptions and the actual level of

trust among homebuyers.

Table 16. Experts’ opinion on homebuyers’ trust toward UGC, MGC and information posted on social
media (Qszo - Qa4).

Q30 - Qa4: To what extent do you think the homebuyers trust each of the following types of
advertising/promotion about real estate? (From 1 to 5, indicate your opinion where 1 is Do not trust at all

and 5 is Completely trust).

Content types Likert Scale Responses (n=53)

1 2 3 4 5 Mean SD
Consumer-written online reviews 7.5% 13.2% 32.1% 34.0% 13.2% 3.32 1.105

Comments/posts of other users 11.3% 11.3% 22.6%  415% 13.2% 3.34 1.192
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Table 16. Experts’ opinion on homebuyers’ trust toward UGC, MGC and information posted on social
media (Qso - Qa4) (cont.).

Information on websites of 57%  151%  245% 415% 132%  3.42 1.082
companies or brands

Posts by companies/brands in 5.7%  17.0%  22.6% 37.7% 17.0%  3.43 1.135
social media

Information in social media about

7.5% 13.2% 26.4% 39.6% 13.2% 3.38 1.113
real estate property

Global Mean 3.3774 0.8759

Source: Author’s own elaboration.

3.2.3. Inferential Analysis

3.2.3.1. Introduction

This section presents the inferential analysis aimed at testing the hypotheses outlined in the Research
Methodology. Before conducting the tests, the reliability of the homebuyers' questionnaire, specifically
the questions from the third section of the questionnaire related to the homebuying process, was
assessed using Cronbach's Alpha. Table 17 displays the Cronbach's Alpha values calculated to evaluate
the consistency of assessment across various factors, including social media impact and different stages
of the homebuying process (PR, Sol, EoA, PD). The results indicate significantly high Cronbach's Alpha
values, suggesting strong internal consistency of the questionnaire.

Table 17. Assessing reliability of statements of homebuyers’ survey.

Group Number of Items Cronbach's alpha Reliability
Social Media factor 3 0.833 Good
Problem Recognition 3 0.894 Good
Search of Information 3 0.915 Very good
Evaluation of Alternatives 3 0.866 Good
Purchase Decision 3 0.856 Good
Buying Process 12 0.914 Very good

Source: Author’s own elaboration.

3.2.3.2. Pearson’s Correlation

To further examine the hypotheses Hi (“There is relationship between social networks and the problem
recognition phase”), Hz (“There is relationship between social networks and the search for information
phase”), Hs (“There is relationship between social networks and the evaluation of alternatives phase”),

and Ha4 (“There is relationship between social networks and the purchase decision phase”) regarding the
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influence of social media on different stages of the homebuying process, Pearson's correlation
coefficients were computed for each pair of variables. As shown in Table 18, the correlation coefficients
for three relationships were found to be higher than 0.5, with p-values lower than 0.001, indicating
statistical significance. The positive coefficients suggest that as one variable increases, the other also
tends to increase. However, the intensity of correlations varies, with the strongest relationship observed
between “Social Media” and the “Search of Information” stage (0.623), falling within the interval of 0.60-
0.79 according to the Evans Correlation Guide (see Table 4).

In the cases of the influence of “Social Media” on the “Evaluation of Alternatives” (0.543), “Purchase
Decision” (0.506), and “Problem Recognition” (0.479) stages, correlations ranged from 0.40 to 0.59,
indicating a moderate and positive relationship. However, it is worth noting that while the relationship
between “Social Media” and “Problem Recognition” stage is moderate, this stage is influenced not only

by social media but also by other cognitive and external factors discussed in the Theoretical Framework

section.
Table 18. Pearson’s Correlation Coefficients.
PR Sol EoA PD Buying Process
Pearson Correlation 0.479** 0.623** 0.543**  0.506** 0.673**
SM p-value <0.001 <0.001 <0.001  <0.001 <0.001
n 252 252 252 252 252

**_Correlation is significant at the 0.01 level (2-tailed).

Source: Author’s own elaboration.

Based on the analysis, the null hypotheses are rejected, indicating significant evidence of a positive
correlation between social media and the homebuying process. Specifically, the Pearson correlation

coefficient of 0.673 suggests a strong positive linear relationship between these two factors.

3.2.3.3. Moderation Analysis

In examining the hypotheses concerning the moderating influence of demographic factors on the
relationship between social media and homebuyers' behaviour, moderation analysis was conducted.
Hypotheses Hs (“Gender identity moderates the relationship between social media and homebuyers’
behaviour”), Hs (“Age moderates the relationship between social media and homebuyers’ behaviour”),
Hz (“Income moderates the relationship between social media and homebuyers’ behaviour”) addressed

the moderating effects of gender identity, age, and income, respectively.

For Hs, the analysis included the dependent variable of the buying process, the independent variable of
social media, and the dichotomous categorical moderator of gender. As shown in Table 19, the

interaction between social media and gender yielded a p-value of 0.4678, which is higher than
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significance level of 0.05. This indicates that gender does not significantly moderate the relationship

between social media and the homebuying process.

Table 19. Moderation analysis for social media, homebuyer’s behaviour, and gender.

. Model
Predictor —
Coefficient (B) SE p-value
(Constant) 3.1570 0.1390 <0.001
SM 0.6638 0.1540 <0.001
Gender 0.0691 0.0792 0.3839
Interaction of SM and Gender -0.0629 0.0865 0.4678

Dependent Variable: Buying Process

Source: Author’s own elaboration.

For He, the moderation analysis was conducted for the multicategorical variable of age (see Table 20).
The overall model was significant (r>=0.4763, p<0.001), indicating that social media impact and age
together explained 47.63% of the variance in homebuying behaviour. Although significant interaction
effects were found for age groups 2, 3, and 4 (p<0.05), suggesting that the positive effect of social media
on homebuying behaviour decreases for these age groups compared to the reference group (Age Group
1), the test of highest order unconditional interaction was not significant (r’>-change=0.0132, p=0.3067).
This indicates that, overall, age does not significantly moderate the relationship between social media
impact and homebuying behaviour. Therefore, while there are specific age-related effects, age as a
whole does not act as a consistent moderator in this context.

Table 20. Moderation analysis for social media, homebuyer’'s behaviour, and age.

Predictor Model
Coefficient (B) SE p-value
(Constant) 3.3109 0.1727 <0.001
SM 0.8575 0.1396 <0.001
Interaction of SM and Age Group 2 -0.3244 0.1488 0.0303
Interaction of SM and Age Group 3 -0.3670 0.1688 0.0307
Interaction of SM and Age Group 4 -0.4120 0.2086 0.0494
Interaction of SM and Age Group 5 -0.3786 0.1962 0.0548
Interaction of SM and Age Group 6 -0.3050 0.3075 0.3223
Test(s) of highest order unconditional interaction(s):  r?-change=0.0132 p=0.3067

Dependent Variable: Buying Process

Source: Author’s own elaboration.

A moderation analysis for Hz assessed the moderating nature of income level (see Table 21). The overall
model was significant (r?=0.4756, p<0.001), indicating that social media impact and income level together
explained 47.56% of the variance in homebuying behaviour. However, the interaction terms between
social media impact and various income levels were not significant (p>0.05), and the test of highest order

unconditional interaction was also not significant (r>-change=0.0105, p=0.4429). These findings suggest
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that income level does not significantly moderate the relationship between social media impact and

homebuying behaviour, thereby not supporting the hypothesis of income level as a moderating factor.

Table 21. Moderation analysis for social media, homebuyer’s behaviour, and income.

Predictor Model

Coefficient (B) SE p-value

(Constant) 3.1327 0.0834 <0.001

SM 0.5787 0.0775 <0.001

Interaction of SM and Income Group 2 0.0611 0.1114 0.5842

Interaction of SM and Income Group 3 -0.1722 0.1234 0.1641

Interaction of SM and Income Group 4 -0.0788 0.1237 0.5245

Interaction of SM and Income Group 5 -0.0452 0.1587 0.7761

Interaction of SM and Income Group 6 -0.0853 0.1414 0.5468
Test(s) of highest order unconditional interaction(s):  r?-change=0.0105 p=0.4429

Dependent Variable: Buying Process

3.3. Findings

In the given section, the findings of the study address all research questions and hypotheses outlined in

Source: Author’s own elaboration.

the Research Methodology section and are summarised in Table 22.

Table 22. Summary of research findings.

Label Sub-questions Hypotheses Results
Hi: There is relationship between social Verified
. . networks and the problem recognition phase.
Does social media
advertising substantially H2: There is relationship between social Verified
influence consumers' networks and the search for information phase.
SQ:1  decision-making Hs: There is relationship between social
processes in the networks and the evaluation of alternatives Verified
Georgian residential real  phase.
?
estate market: Ha: There is relationship between social -
- Verified
networks and the purchase decision phase.
Is there a significant Hs: Gender identity moderates the relationship
difference in the influence between social media and homebuyers’ Not verified
of social media marketing  behaviour.
sQ, Jnconsumer behaviour - Age moderates the relationship between Not verified
between various social media and homebuyers’ behaviour.
demographic groups : _
(age, gender, and H7: Income moderates the relationship between Not verified

monthly income)?

social media and homebuyers’ behaviour.
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Table 22. Summary of research findings (cont.).

Which information channels are
primarily used by customers to

Social media, real estate

. . . Descriptive Analysi marketpl mpan
SQs acquire additional details about real escriptive Analysis a gtp ace, company
: website
estate projects?
Which content format has the most
SQs influence over the homebuying Descriptive Analysis  Video and photo
process?
. . . Price, location, size of
SQ Which type of content information is Descriptive Analysis roperty, picture(s) from
®  the most crucial for homebuyers? P y p 'p ¥+ P ; :
inside, contact information.
Which content type (UGC or MGC N .
SQ has more influetzge i(n the real esta)te Descriptive Analysis No significant difference
° . . P y between UGC and MGC
market on social media?
What level of trust do potential
buyers have toward information . .
SQr y . . Descriptive Analysis Mean=3.03, SD=0.838
posted on social media about real
estate property?
Which marketing tools are used Social media, real estate
SQs more actively by real estate Descriptive Analysis  marketplace, company
marketing experts in Georgia? website, billboard
Which format of content is prioritised
SQo by real estate marketing experts in Descriptive Analysis  Video and photo
Georgia?
Do the perceptions of marketing The perceptions differ for
managers in the sector regardin - . rice, pictures from outside
SQo g g g Descriptive Analysis P P

effective types of content information
align with those of consumers?

and inside, aerial photos,
contact information

Source: Author’s own elaboration.
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Conclusions, Recommendations, Limitations, and Future Research

Line

In Georgia social media has become an integral part of daily life, facilitating communication among co-
workers, family, and friends, while serving as a platform for sharing ideas and accessing information on
various subjects. This includes its significant role in the shopping and homebuying process. With people
spending increasing amounts of time on social media platforms, companies, including those in the real
estate sector, are compelled to establish a presence on these platforms to build trust with potential
customers. Therefore, utilising social media for property sales or at least disseminating information about

projects on various platforms has become essential for real estate companies.

The purpose of this study was to emphasise the extent to which social media influences the homebuying
process in Georgia, understand how demographic factors affect this relationship, and investigate
customer information acquisition patterns and attitudes towards social media content. Additionally, the
study aimed to analyse the comprehension of homebuyers' behaviour among marketing experts in

Georgia.

To successfully accomplish this research, the international academic literature and local statistical
resources were utilised for a comprehensive review of the theoretical framework, forming the basis for
constructing the research methodology. Two questionnaires targeting Georgian homebuyers and
marketing specialists in the real estate sector were designed and distributed across various social media
platforms. The collected data underwent descriptive and inferential analysis to present the study results,

identify limitations, and formulate recommendations.

A total of 252 respondents participated in the survey with 69.4% female and 30.6% male respondents.
The findings of the study indicate that social media influences the homebuying process in Georgia across
all demographic groups, including age, gender, and monthly income level. The main findings of the

research results include:

1. The study reveals a significant impact of social media on the homebuying process in Georgia
across all stages, with the highest influence on "Search of Information” stage, supported by a

Pearson correlation coefficient of 0.623.

2. Despite the influence of social media on the homebuying decision-making process not varying
significantly across different demographic groups (gender, age, income level) in Georgia.
However, results suggest that younger age groups may be more influenced by social media in
their homebuying decisions than older age groups, leading to some further research directions

and recommendations.

3. Social media (81.3%), real estate marketplaces (66.7%), and company websites (41.3%)

emerge as the most actively used information sources by homebuyers in Georgia. Local
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marketing experts also utilise these channels, alongside billboards, presumably to enhance

awareness of real estate projects among customers.

Video and photo content formats stand out as the most attractive to Georgian homebuyers, with
approximately equal proportions of 38.1% and 37.3%, respectively. Moreover, marketing experts
prioritise these forms of information representation, facilitating the comprehension of crucial

details for social media users.

The comparison of the details crucial for homebuyers and those emphasised by marketers
reveals discrepancies. In some instances, content creators include information that may be less
essential to customers during the buying process, such as exterior and interior photos, as well
as aerial views. A comparative analysis revealed discrepancies in priorities for contact
information among users and marketers. Given that 81.3% of respondents utilise social media
to gather information on real estate projects, they can freely contact company representatives
via chat applications like Messenger, WhatsApp, and Instagram Direct, negating the need for

telephone numbers or email addresses.

Interestingly, Georgian customers demonstrate a heightened sensitivity to price, with 83.3%
expecting this detail directly from social media content. However, marketers typically refrain from
including price information to avoid potentially irritating customers. Instead, they direct
customers to chat boxes where sales representatives can provide more detailed descriptions
and employ various sales techniques. Nonetheless, this approach may result in increased efforts
by salespersons to engage initially uninterested customers, who could have been filtered out at
an earlier stage. Consequently, marketing managers face a tradeoff between providing
comprehensive information upfront and directing customers to engage with sales

representatives.

The research demonstrates no significant difference in trust between UGC and MGC among
homebuyers in Georgia. However, perceptions of marketing experts regarding content trust
slightly exceed reality, with a mean trust score of 3.38 compared to homebuyers' 3.03.
Consumers generally find information published on company websites relatively credible
compared to other forms of advertising content, as highlighted by the statistics on information
sources used by homebuyers. Additionally, among different age groups, particularly noteworthy
is the higher level of trust among individuals aged 21 to 35 in the information they encounter on
social media. Consequently, the percentage of people within these age brackets exhibiting a

mean trust score higher than the average is 50% or higher.

With a mean trust score of 3.05 towards information posted on social media, customers in
Georgia exhibit moderate faith in this channel. Consequently, they tend to seek validation from

additional sources such as real estate marketplaces and company websites, especially during
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the "Evaluation of Alternatives" stage, which registers the lowest mean of 2.95 among the

various stages of the homebuying process.

Based on the research findings, the following recommendations are proposed for marketers and real

estate company managers:

1.

Marketers should endeavour to enhance the trust of potential buyers in the content posted by
real estate development companies on social media. This entails ensuring consistency across
all communication channels, including social media pages/profiles, inbox chats, promotional
content, and company websites. Particularly, the company website should offer concise and
clear representations of crucial information essential for the customer’s decision-making
process.

Despite consumers' trust in company websites, doubts persist regarding real estate posts on
various platforms. Real estate companies should prioritise transparency in delivering information
about property prices, providing at least price ranges. This transparency enables customers to
identify the niche of a specific company and understand the relevance of its price category.
Research showed that the social media influences all stages of the buying process, with the
highest correlation observed during the "Search of Information” (Pearson Correlation=0.623)
and "Evaluation of Alternatives" (Pearson Correlation=0.543) stages. Given the critical nature of
these phases for customer interaction, marketing managers should focus on influencing user
behaviour during these stages. Moreover, as homebuyers utilise various digital platforms during
these phases, marketing managers should leverage not only social media but also other digital
channels to disseminate information effectively, showcasing the benefits of their real estate
projects and providing specific and open details of customer interest (e.g., price).

Furthermore, the analysis revealed that the correlation between the effect of social media on the
homebuying process remains consistent across different demographic groups. However,
millennials (individuals aged 21 to 35) exhibit the highest level of trust in content posted on social
media. Additionally, in this age group, social media has a significantly positive effect on
homebuying behaviour. Therefore, marketers targeting this audience could primarily utilise
Facebook and Instagram as their main communication channels, supplementing them with other
platforms to support the content creation process.

The study highlights that videos and photos are the most appealing content formats for
customers. Hence, marketers should prioritise delivering information through these formats,
avoiding complex content formats such as links and live videos, which may be challenging for
some potential homebuyers to comprehend. Simplifying content enhances its effectiveness in

communicating information to customers.

This study provides valuable insights into the factors guiding Georgian consumers' decisions when

considering the purchase of a specific property. The current work enhances understanding of Georgian
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customers' homebuying behaviour patterns, the crucial factors impacting their decision-making
processes, and examines their attitudes toward various aspects of social media content. These findings
are instrumental for the residential real estate sector in devising effective strategic communication plans

to enhance awareness and, most importantly, boost sales volume.

Limitations of this study include the lack of prior research in the real estate sector, particularly in
marketing research, which limited the depth of discussion in the Theoretical Framework section. The
study's heavy reliance on quantitative research also limited the exploration of findings from the
homebuyers' perspective, despite the option for respondents to provide comments. Additionally, the
study's focus on disseminating the questionnaire through social media platforms may have skewed the
respondent demographics towards younger age groups. Furthermore, the results of the survey could be
generalised with a 95% confidence level and a margin of error of 6.17% only to the population of Georgia,

as it was conducted specifically in the mentioned country and may not be applicable globally.

For future research, deeper qualitative studies with customers could provide insights into the reasons
behind low and moderate trust in social media content related to real estate. Utilising continuous data
for age and monthly income, and including a more diverse age range in surveys, could strengthen the
analysis of the moderating effects of demographic factors. The latter will require more financial resources
and, thus, longer period to conduct research manually, on paper. Cross-country comparative research
would offer insights into cultural differences in homebuying behaviour and aid in generalising findings
beyond Georgia.
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Appendix A

Questionnaire in English for homebuyers

My name is Anjelika Arutinova, | am a student of Instituto Politécnico de Braganca (IPB), from Portugal,
and Business and Technology University (BTU), from Georgia, and | developed this survey as part of
my Master's Thesis in Management. The main goal is studying the impact of social media on consumer

buying behaviour in residential real estate in Georgia.

Please note that the data collected follows ethical and deontological principles of confidentiality and will

be used only for the purposes for which they are intended.

Thank you for participating in the survey. If you have any question, please feel free to contact me by the

below contact:
Anjelika Arutinova
Phone: +995 568 61 16 45

Email: anzhelika.arutinovi.1@btu.edu.ge

Estimated time to complete: 4 minutes.

Survey

1. Gender:
e Male
e Female
e Other

2. Age:
e Upto20
o 21-25
e 26-30
e 31-35
e 36-40

e 41 or older
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3. Income Level (Per Month - GEL):
e Upto 1000 GEL
e 1001-1500 GEL
e 1501-2000 GEL
e 2001-2500 GEL
e 2501-3000 GEL
e 3001 GEL or more

4. What sources have you used for collecting property information before making decision? (You may

tick as many as you like)
e Social media (e.g., Facebook, Instagram, Twitter, LinkedIn, Pinterest)
e Company website
e Friends and family
e TV and Newspaper
e Brochure
e Billboard
e Real estate salesperson contact
¢ Real Estate Marketplace
e Others

5. Which is the most attractive real estate content format for you? (You may tick as many as you like)

e Link

e Video

e Graphic
e Photo

e Text

e Live video
e Story

e Others
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6. In your opinion, what are the most important things that should be included in a post about a real

estate property? (You may tick as many as you like)

Picture(s) from outside

Picture(s) from inside

Location of the property

Aerial photo (showing the area where the property is)
Price

Floorplan

Size of the property (square meters)

Real estate agents

Contact information (telephone number, email)

Year of construction

Others

7. To what extent do you trust each of the following types of advertising/promotion about real estate?

(From 1 to 5, indicate your opinion where 1 is Do not trust at all and 5 is Completely trust).

Do not
) Neutral Trust a lot Completely
trustatall  Little trust (2)
1) (3) 4 trust (5)

Consumer-written online reviews

Comments/posts of other users

Information on websites of companies

or brands

Posts by companies/brands in social

media

Information in social media about real

estate property
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8. From 1 to 5, please indicate the level of agreement with the following statements from strongly
disagree (1) to strongly agree (5).
Strongly

Disagree

1)

Strongly
Agree

(6)

Disagree Neutral Agree

) ®) 4)

I think that using social media is a good idea for real
estate buyers.

| prefer social media when | intend to purchase
house or flat.

Social media

Social media is the best way of information
collection and dissemination about real estate.

Social media raises my needs/wants of pursuing real
estate property.

Social media accelerates my desire for a new real
estate property.

Social media triggers me to get the expected real
estate property.

Problem Recognition

Social media makes easy information search for real
estate property.

Social media provides an effective platform to
search for information on real estate property.

Social media enables me to acquire more
information about existing and potential real estate
property.

Search of Information

| think that social media is the most credible platform
for selecting a real estate property.

I rely on information available on social media when |
have been uncertain regarding choosing a real estate
property.

Real estate property buyers’ reviews shared on
social media help me to make the right choices of it.

Evaluation of Alternatives

| intend to purchase the real estate property
recommended on social media.

Social media triggers me to purchase decision of a
real estate property.

| follow the suggestions shared on social media
when | purchase a real estate property.

Purchase Decision

Your response has been recorded.

Thank you for participating in this research!
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Appendix B

Questionnaire in Georgian for homebuyers

39 356 obggeogzs sHMmobmgo, Instituto Politécnico de Braganga (IPB)-obs (3m®@&Hvyeeos) s
d0BbgLboLs s BHYgbMEma0gdol MBozgdLoGgEoL (BTU)-U (Lods®mggwrm) LEMob@o. gl 33eag3s
3909185390 99c05 LodogoLbG®mm bodMmmdol gsMwgddo d0Bbgl 50B0bolEHMOMgdOL 0TsMNYEIOO.
659H ™30l doMHomoo J0BB0s, LmEosErGmo dgEool yogargbol dglfegars Lado@mzgermdo MdIMsgzo
Jmbgdol dmdbdomgdgwrms yo3golb Ji3935H9.

30bMmzm 2500m35wolfjobmom, GmA GgaMmggdymo dmbs3g0gdo ©sdmdagzgds 3mbx0IbE0sMMOMdOLS
©5 9003Meo  3M0b6303900L 33000 o gddmYygbgdymo 0gbgds Tbmerme 03 Jobbgdolmzol,
MoLm30LsE 9OOL gob3mmgzbogro.

9500Mdsl  gobom  godmzombgsdo Imbsfowrgmdol domgdobmzol. vy odzm Moody Fg30mbgs,
23mbmzm ©sdozsgzdoMogm:

sBggaogzs s®Mmobmgo
A9ggmbo: +995 568 61 16 45

g-gmb@e: anzhelika.arutinovi.1@btu.edu.ge

300b356M0L FgbogLigds® LsFoMm Om: 4 oo
30mb35M0

1. Uggvo:
e 359MHMd0MO
e JYIOOHMBOMO
e Ubgo
2. sbsgo:
o 20 Hemodgog
e 21-25
e 26-30
e 31-35
e 36-40
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e 41 s Bgzom
3. 030960 d99mbogeols mbg wsMgddo:

e 1000 ¢gotsdgog

e 1001-1500 ewsto

e 1501-2000 gstro

e 2001-2500 qwsto

e 2501-3000 ewsto

e 3001 oMo s dg@o

4, 6GmIgr  sObgdl  0ygbgdm  dMms30  Jmbgdol  Tglobgd  0bgM®To300L  TglogMmmzgdEs©
290509393 0gdol 300gd589? (89a00w0sm Imbodbmo 1-%g 9¢)0)

e bmgosgyMo dgos (dopawoms, Facebook, Instagram, Twitter, LinkedIn, Pinterest)

e 15339690 m 3mI3sb00l 39d39M©O (Fspswoms, archi.ge, orbigroup.ge s s. 9.)
o J93MdMId0 s Mmxsbo

o $HYwg30bH0s S FMMbIE-45HIJOO

o ¥OMIMMH9d0

*  d0WBdMMPIIO S SOMJOO

o 1dM530 Jmbgdol v396¢Jo0 s 35403900l Igbgx gMgdo

e 1dMs30 Jmbgdol yowgzs-3o4o3z0l 390339Mgdo (Bsgseroms, myhome.ge, binebi.ge s
5.9.)

e Ubgo

5. ®mIgwos 0dggbmgzol yzgwsbg dodbogzgo MdMsgzo  Jmbgdol 3mbEHgbEol gm®mds@o?
(89300050 Bmbodbmm 1-%g 39¢;)0)

e ddmwo
®  30Q9™
o 2058035

e amGH™
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*  Oadbdo

e Live gogm
o Story gm®ds®o
e Ubgs

33960 sHBBHom, HMIgeos ol MIBbodzbgwrm3zs69l0 IGHIWYdO, HMTgEoE »bs oymlb Babligbgdo
30bEo 19dM930 Jmbgdol Fglisbgd? (99300wwo0s0 Imbodbmo 1-%g d9¢%0)

* 2969 330639009008 BMEGHM

e Jos 3m30603000900L BMEGHM™

o dM530 Jmbgdol erm3o30s

o 153596m gmEHem (5839690L MAM30 Jmbadol 50 JOSMGMDSL)
e qubo

o dM530 Jmbgdol agads

*  BOMO (335MoG IO FYBHOO)

e d6530 Jmbgdol s39b@gd0

o L53MbBHIIBH™ 06g8MmMT5300 (BHgegnmbol bmdgmo, gar-gmULi@s)

e J99690cmdOL oo

e Ubgo
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7. 65 mbgby 9bmd0m M93wsdol/3HMIMEo0L Mommgme Labgmdsl ¥dMsgzo Jmbgdol dglabgd?
(8mb0oTbgor gLsdsdolo 390M056E0 1-0056 5-00g, Lowsg 1=o0 396Mdo s 5=LEOEsE
3960™d0).

56 MIBOM 56 9BOM 396M™dO,

0GB LOYwsE
0GOS 0
396mdo  396@Mdo, 3oEMy 900 (3)@‘3 30069 56 396mdo

1) 396mdo (2) 396@mdo (4) (%)

Lbgs dmdbdomgdengdols
®bs0b v3m393d060

Lbgs dmIbdsegdemgdols
30096¢)56900/3mbEgdo

15099690 ¢m 3mI3s6ools
3003300©DY 36ma3Lgd Yo
0bg3m®o300

bm305¢E 890580
1539690 M 3335600l Jog
3960531900 3MLEHIdO

0b6g83mMH 5300 LOEoSWE
Jb9gegddo wdMmogo Jmbgdol
dgbobgd

8. 1-00056 5-30g, 4bmgzm dmbodbmm s Mbybg gdbGM™Mdom 989y FmboBOIIOL, soMbogo
39L53530L0 3MDH0E0Yd0WIL gPM-gMmo.

563
5 o} 5 o6 LIy
3°0JFMOOILIQ 390653980, 390036b3gB0 IO
56 3900b6bdgdo  390056bdgdo 39mobbdgdo
& @ 00 @ ®
02603403 (3)

3330J6Md, MH™MI MdIMs30
Jmbgdol dgo3z9egdol dog
bmEoswco Jugangdol
3590ygbgds 39560 sHEM0.

Loberol 56 d0bol dgdgbolisl
M3005GJuMdL 3560F90
bmEoswe Jugwgdl.

bmEosweo Jugegdo sHob
1539mgLM Lo gdS
dM530 Jmbgdols dglobgd
0683mM35300L F9aMmz5d0Ls
Q5 3930 (391gd0LsMZ0U.

bmgoswm®o Jugagdo
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Lo FoHMgdOL 50dmbgbs

bE0sOO g0 BOHEOL
Bg0
LoFommgdgdL/lvy@zowgdl
0530 Jmbadol ddgbols
9005600.

bmE0swEO 990
00dog309dL Bgd LyGzowl
893000bm sbogro MIMsgzo
Jmbgdo.

bmEosEOO IgE0s 5dMH3L
B30 LobyMzgeo ©IMs30
Jmbgdol d9dgbsb.

0683m®35300L 9aHM3905

bmEoswGo dgEos
53563H0390L 068m®Ts300l
9mdogdsly ¢dMo30 Jmbgdol
dglobgd.

bmE0swMGO d9Eoos
9POY639gmBL 989IOVO
3Eo@GBMMIsL 1IMS30
Jmbgdol dabsbgd
0bgm®Isigool
9mbod0gdWs.

bmEosEGOo dg0o
Lodoergdsl Godemgal dg@o
0683635305 Imgzodom
3MLgdo s 3dgbgdaty
30930 Jmbgdol
36099$Hgdol globgd.

39653 03900L 953590

3830d6OMd, O™ LeEosWEO
090005 560L Y39 by bobm
3EoBBm™Is dM930
Jmbgdol d9mbgzobmgzol.

39 39940©bMmdo  LmEosE e
9900580 oMLYdME
0683mMT5305L, GMEgLyE 396
30000 3o©sfig39d0wgdal
36530 Jmbgdol dgembgzolbsl.

36530 Jmbgdol
9940039w9d0ol dog®
bmEoswe Jugwgddo
39H05Mm530 v)3353060
09bdstrgds Lo s®Bg3560L
293900905d0.

60



lY039MBOMO A5HY39GOWYdOL Jomgds

39 ©53030690805/3530690
(osbwo 96 dmdogoe0do)
393030bm LmEosww®
090005d0

93396 0MgdYmo MAMI30
Jmbgds.

bmE0swGO dgEos
00d0d98L 45sfY39GH0Wgds
003000 ©9dM530 Jmbgdol
4030L MoMd>BY.

Md6530 Jmbgdol dgdgbolols
39 90393900 LEEGOSEIYEH
090530 QoBosGYdME
®B93900L.

0500Mdsl 40bEOm A5dM30mb35d0 dmbafowgmdol dowgdobsmgol!
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Appendix C

Questionnaire in English for marketing experts

My name is Anjelika Arutinova, | am a student of Instituto Politécnico de Braganca (IPB), from Portugal,
and Business and Technology University (BTU), from Georgia, and | developed this survey as part of
my Master's Thesis in Management. The main goal is studying the impact of social media on consumer

buying behaviour in residential real estate in Georgia.

Please note that the data collected follows ethical and deontological principles of confidentiality and will

be used only for the purposes for which they are intended.

Thank you for participating in the survey. If you have any question, please feel free to contact me by the

below contact:
Anjelika Arutinova
Phone: +995 568 61 16 45

Email: anzhelika.arutinovi.1@btu.edu.ge

Estimated time to complete: 1 minute.
Survey

1. What sources have you used for spreading property information to customers? (You may tick as

many as you like)
e Social media (e.g., Facebook, Instagram, Twitter, LinkedIn, Pinterest)
e Company website
e TV and Newspaper
e Brochure
e Billboard
¢ Real estate salesperson contact
e Real Estate Marketplace

e Others
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2. Inyour opinion, which is the most attractive real estate content format for customers? (You may tick

as many as you like)

e Link

e Video

e Graphic
e Photo

o Text

e Live video
e Story
e Others

3. What kind of information about a property do you include into social media posts? (You may tick as

many as you like)
e Picture(s) from outside
e Picture(s) from inside
e Location of the property
e Aerial photo (showing the area where the property is)
e Price
e Floorplan
e Size of the property (square meters)
e Real estate agents
e Contact information (telephone number, email)
e Year of construction

e Others
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To what extent do you think the homebuyers trust each of the following types of
advertising/promotion about real estate? (From 1 to 5, indicate your opinion where 1 is Do not trust
at all and 5 is Completely trust).

Do not
Neutral Trust a lot Completely

trustatall  Little trust (2)
(3) (@) trust (5)

@)

Consumer-written online reviews

Comments/posts of other users

Information on websites of companies
or brands

Posts by companies/brands in social

media

Information in social media about real

estate property

Your response has been recorded.

Thank you for participating in this research!
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