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Abstract 

Internet marketing is the practice of introd uc ing, promoting and commun icating customers 

for products and services using the internet. It has been used since the introduction of the 

Internet by different industries. Rea l estate compan ies in the deve loped countries use 

Internet marketing integrating with their business strategies. The practice is new for 

Ethiop ian companies and enough research has not been done in th is aspect. The aim of thi s 

study was to exp lore the opportuniti es and challenges of Internet marketing for real estate 

development companies in Addis Ababa. The external ICT environment and the internal 

environment was the focus of the ana lys is. A sample of eighteen compan ies was used to 

exam ine their internal environment with respect to Internet marketing. The response of 

sixteen companies were obtained and ana lyzed. It was found out that the sample compan ies 

had very limited experience with Internet marketing. Potential benefits, with respect to 

customer relations (e-CRM), research (e-Research), promotiona l areas, were observed. 

Challenges posed by the Externa l ICT env ironment we re a lso important points to consider 

by the companies whi le formulating the ir Internet marketing and overall business 

strategies. 

VI 
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CHAPTER ONE 

INTRODUCTION 

1.1 Introduction 

Internet marketing is a general term used for the practice of marketing products and 

serv ices over the Internet (onl ine) . It is the process of promot ing an organization using 

online media, typically with goa ls of increasing sales and boosting profits. 

Since late 1990, the Internet has been used fo r various marketing practices. It has evolved 

tremendously during the past decades owing theses changes to rapid technological 

innovati ons and changes of the IT industry. 

The Internet represents a significant change in the competit ive landscape. Scholarly 

research in developed countries has devoted considerab le attention to this new marketing 

med ium. Extant research has focused on such issues as the Internet as a communication 

medium, electronic business markets enabled by the Internet, and the proposed effects of 

firm s' use of the Internet on trust deve lopment [K ia ng and Ch i, 200 I] . Other research has 

examined industry structure, product characterist ics, and the relat ive advantages of online 

buying contexts and effic iencies [Strauss and EI-Nassary, 2003]. In addition, conceptual 

work has addressed competitive strategy issues related to the Internet [Cronin, 1996] . 

The Internet was introduced in Ethi op ia in 199611997 by the Ethiopian Telecommunication 

Corporation [SCAN-ICT, 2003]. Companies in Ethi opia use the Internet in their business 

for various purposes. The use of the Internet by individua l and firm s vary across industries. 

It is used for communication, resea rch, and promot ional purposes and so on. 
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1.2 Statement of the Problem 

Although Internet marketing has been used as a method of promot ing bus iness since the 

introd uct ion of the Internet, there are no documented researches made on Internet 

marketing for the loca l business environment. This project is conducted to assess the 

opportun ities and challenges of using Internet marketing in particular by residential rea l 

estate development companies. 

Many research evidences indicate that compan ies can take advantage of this opportunity. 

With the expansion of the Internet network and of power users, online market ing will be 

the area to reach potential customers. The in vestigation of opportunities and challenges of 

Internet marketing for residential real estate deve lopment compan ies in Addis Ababa is ye~ .~-

to be investigated. 

This project seeks to answer the following quest ions: 

In the External Environment: 

• What does the external env ironment, particularly the leT env ironment, look like 

with regards to Internet marketing? 

o Legal envi ronment 

o Technologica l environment. 

In the internal env ironment: 

• How do resident ial rea l estate development companies In Addis Ababa perceive 

Internet marketing? 

• What is their level of knowledge on I nternet marketing? 

• What efforts have thi s companies have made in thi s aspect? 

2 
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• Have they used the Internet to market the ir products? 

• What is the customer value as perce ived by the companies? 

1.3 Objective of the Study 

The main objective of the study is to provide in sight into Internet marketing for Eth iopian 

real estate companies with regards to the opportunities and challenges. 

The specific objectives are pointing out areas of opportunities with regards to: 

• Cost effectiveness and operati onal effic iency of the companies, 

• Customer value, 

• Increasing the market reach, 

• Customer Relations 

• Marketing Research 

And areas of Challenges with regards to: 

• Customer relationship, 

• External environmental co nstraints, 

• Knowledge and perception of Internet marketing by these compan ies, 

1.4 Significance of the Study 

The study is useful for companies in the real estate industry and a lso other industries 

because it gives ins ight and shows prospects of using Internet marketing. 

3 
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It also gives further research ideas and areas that need a deeper investigation to enhance 

and improve the understanding of Internet marketing, or e-commerce in general, in 

Ethiopian context. 

The real estate deve lopment companies can great ly take adva ntage of the opportunities and 

devise strategies that can overcome the cha llenges. 

1.5 Methodology 

The study explores the opportu niti es and cha ll enges of Internet marketing for residential 

real estate companies in Addis Ababa, since there are no researches conducted on th is area 

to offer a deeper analys is of the top ic. 

1.5.1 Sampling Method 

There are 400 rea l estate companies registered under the Add is Ababa In vestment 

Authority. Among these companies, most of them are not active. In addition, the majority 

of the firms are engaged in office bu ild ing construction for rental purposes. Due to these 

reason companies that are currentl y active and engaged in residential real estate 

developments are se lected for the research. Since the study focuses on business-to­

customer side of the business, companies that interact with customers throughout the 

construction and development of the real estates are se lected. 

Eighteen compan ies were se lected for the research using both stratified and random 

sampling. The compani es we re strat ified by year of estab lishment so that to incorporate 

their past experience. Random sampling was used to se lect samples from thi s strat ificat ion. 

4 
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From two clusters having 3 and 24 companies, 2 and 16 sample companies were selected 

respectively. 

1.5.2 Data Sources and Collection Instruments 

For this study, both primary and secondary data was used to explore the opportunities and 

challenges in Internet marketing. 

Primary data: 

Questionnaire was used to investigate the experience of real estate companies to: 

• Assess their familiarity with Internet marketing 

• Assess their use of the Internet in business activities 

• And examine their research expe ri ences 

Secondary data: 

p-.';', 
tr",;,_.~'j 

Telephone and Internet Subscription Data from Ethiopian Te lecommunication Corporation 

and previous researches from other agencies were used to: 

• Ana lyze of the external env ironment, ICT env ironment, legal and technological 

env ironment (w ith regards to availabi lity of con nect ivity) 

• Identify problem areas in the external ICT environment 

• And assess future prospects 

1.5.3 Analysis 

The analyses used are: 

Product Suitabi lity Analysis to: 

• Assess the advantages gained from Internet marketing for the products the real 

estate industry offers, 
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• Exam ine the ICT environment for opportunities it offers and cha llenges it poses. 

• Examine the internal env ironment of compan ies for their experience in Internet 

marketing, research, and customer re lationshi p, usi ng frequency distribution. 

1.6 Limitation of the Study 

The study is limited to the study of Internet marketing for residential real estate 

development companies. Although it may give insight to other industries, the results focus 

on the products and servi ces offered by these compan ies. 

Due to time constraints the study is limited to exam ining the ICT environment as an 

external env ironment; and internal environment, with regards to past experiences, 

familiarity with Internet marketing. In vesti gation on customer side of Internet marketing 

was not conducted due to the same reason. 

The investigation is made on companies found in Add is Ababa on ly due to time and other 

resource constraints. 

1.7 Organization of the Study 

The study is organized in four chapters. 

Chapter one describes the proj ect introduction, statement of the problem, objective and 

significance of the study. The methodology and limitat ions of the study are also included. 

Chapter two introduces Internet marketing concept and practices incorporat ing a brief 

description of the practices of real estate companies of the United States and of China. 

6 
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In Chapter three, the ana lysis of the external environment and the interna l env ironment 

with regards to Inte rnet marketing, is presented. The analys is focuses on the in vestigati on 

of the opportunities and cha llenges by answering the research quest ions. 

Conclus ions and recommendations are gIven 111 chapter fou r by po inting out the main 

research findings, future prospects and resea rch areas. 

7 
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Introduction 

In the early 90's, business firm s in the USA began to acknowledge a new powerful 

marketing medium, the Internet and its major component, the World Wide Web (WWW), 

and quickly realized its strategic im portance. With the impetuous development of 

in formation technologies (IT) and wides pread use of personal computers in the world, the 

Internet developed into a new effecti ve electronic platform fo r business. Today, the 

Internet not only offers tremendous opportu ni ties for marketers, it brings about a new, in 

its essence, way of conducting marketing and approaching consumer markets [Cronin, 

1996]. In a computer-med iated environment, consumers become increasingly empowered 

by new technology and the ease of in formation access. As the information on competing 

products and prices is much easier to access now, consumers concentrate more power in 

their hands [Porter M.E., 1979]. Clearl y, modern consumers look for ways to increase their 

own value and expect companies to work hard to sat isfy their continuously increas ing 

demands and expectations. 

The Internet a lso melts the borders of national markets increas ing and shifting the 

competition into electronic marketplace, where ma ny companies are competing now on an 

international basis due to the global nature of e-commerce [Karaglannopaulos et. al 2005; 

Cowsey and Denar, 2004]. These processes have not been left unnoticed by both 

practitioners and academia, who recently expressed the need for re-evaluation of marketing 

concept and its re-construction so that it answers to the changes in business environment. 

8 
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This has created a new body of knowledge and expertise - Internet Marketing - which is 

concerned with the marketing process and marketing efforts of a firm operating ent irely or 

partly in the digital marketplace or marketspace created by the Internet platform. The 

recogn ition of the need to re-eva luate the marketing paradigm brought about the Internet 

and the WWW had a huge impact on the deve lopment of Internet Marketing as a field of 

sc ience and practice. 

2.2 Internet Marketing Defined 

Internet market ing or Internet-based marketing can be defined as the use of the Internet and 

related digital technolog ies to achieve marketing objectives and support the modern 

marketing concept [Collins, 1999). These technologies include the Internet media and 

other digital media such as wi reless mobile media, cable and sate llite. In practice, Internet 

marketing wi ll include the use of company's website in conjunction with onl ine 

promotional techniques such as search engines, banner advertising, direct e-ma il and links 

or services from other web sites to acqu ire new customers and provide serv ices to existing 

customers that help develop customer relationship. 

The original definition of marketing is important to fully understand Internet Marketing 

and what it involves. The definition of marketing by the Chartered Inst itute of Marketing 

(www.cim.co.uk) is: 

the management process reJponsible Jor identifYing, anticipating and satis'/ying 

customer requirements projitabilily 

9 
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Different authors have given the definit ion of Internet Market ing as [lliachenko, 2005]: 

"The process of building and II/aintaining cuslomer relalionships Ihrough online 

inlernel aclivilies 10 facililale Ihe exchange of ideas, producls, and services Ihal 

salisfy Ihe goals ofbolh buyer and sellers" (III/ber & el.ly-Ann, 2000) 

" Markeling on Ihe web is a mullidill/ensional contenl markeling Ihal requires Ihe 

following paradigm shifts: Fom Iradilional adverlizing 10 inleraclive markeling: 

and from developing and managing one-way informalion jlows 10 compuler 

medialed empowermenl of users, conSUlilers, and enlrepreneurs who will be 

engaged in eleclronic commerce inlhe inforlilalion age" (Hawkins 1996) 

"Inlerne! markeling is 10 use Ihe Web - as well as Ihe Iradilional channels - 10 

develop a posilive, long-Ierm relalionship wilh cuslomer (who may be online or 

off/ine) and Ihereby creale a compelilive advantage for Ihe firm by allowing iI 10 

charge a higher price for producls and services Ihan ils compelilors can charge" 

(Laudon & Traver, 2002: lliachenko. 2005) 

These definitions emphasize the focus of marketing on the customer, whi le at the same 

time implying a need to link to other business operat ions to achieve thi s profitability. 

Internet technology can be used to support these aims as follows: 

• !denlifying - the Internet can be used for marketing research to find out customers' 

needs and wants 

10 
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• Anticipating - the Internet prov ides an addit ional channe l by whi ch customers can 

access in formation and make purchases - understand ing this demand is key to 

governing resou rce a ll ocat ion to e-marketi ng 

• Sat isfYing - a key success facto r in e-marketin g is achievi ng customer sati sfaction 

through the electronic chan nel, thi s ra ises issues such as; Is the site easy to use? 

Does it perform adequately? What is the standard of assoc iated customer service 

and how are physical prod ucts dispatched? These issues are of customer 

relationsh ip management. 

The Main traits of Internet marketing as a concept can be determ ined as the following: 

(Roberts, 2003) 

• Virtual (i.e. information based) value creation. Value creation on the Internet refers 

to operations of in formation gatherin g, organizing, selecting, synthesizi ng and 

distributing - within a virtua l va lu e chai n, which para llels the phys ica l value 

creation activit ies and/or emerges directly from the marketspace; 

• Customer centric approach. Due to intensive competition and growing consumer 

power on the Internet [Karag lannopaulos et. a l 2005), the focus of Internet 

marketing activities of a firm is on sati sfyin g customer needs and wants and strive 

fo r a superior customer se rvice; 

• Focus on the effective communication and exchange with stake holders. In the 

marketspace, a firm' s su rviva l and competit ive advantage (i .e. the overa ll abi lity to 

create profit) depends on the amount of va lue created for its stakeholders: therefore 

the firm must successfully commun icate the va lue proposition fo r the stakeholders; 

11 
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• Adoption of traditional marketing strategies to the Internet platforlll . Compan ies 

engaged in e-commerce wide ly adopt trad itiona l marketing mix strategies, 4Ps, for 

the Internet and make them more interactive; 

• Emergence of Internet-specific marketing strategies. A number of marketing 

strategies have emerged that are unique for the Internet and cannot be used beyond 

digital marketspace, i.e., on line customer databases, on line customer tracking 

(cookie technology), direct e-marketi ng, e-CRM, etc. 

The main Internet Marketing functions can be described by the analogy with the classical 

marketing functions, which are often ca lled "marketing mix" or the product, price 

promotion and people. Internet marketing mi x wi ll include, then, four functions: 

I. Product/service on line promot ion and advertis ing 

2. product/service on line distribut ion 

3. web-based market research 

4. web based techniques for mainta ining customer and partner relationship (e-

CRM) 

These functions encompass speci fi c value creat ion act ivities and techniques as ove r viewed 

below. 

e-Promot;ol/: refers to core marketing funct ions and inc ludes strategies for product/service 

promotion and advertising online. The In ternet offers improvements in the area of fitti ng 

core products to the need of target customers, include company, product or service 

promoting techniques, such as pass ive (v ia Internet representation, websites) and active 

12 
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web based advertising strategies (d irect market ing, one-to-one marketing, etc.), web based 

promotional campaign. 

e-Distriblltiol/: heav il y relates to 'place' function of the traditional marketing mix and 

encompasses selling and market communication strategies (e.g. online marketing 

techniques aimed at facilitating business transactions and market communications in an e­

commerce environment like online reservation/booking), as well as niche marketing, 

segmentation, related market research, customer communication. 

e-Market researcli: refers to market situation considering all the 4P strategies and includes 

online marketing techniques aimed at gathering of the market-related data (e.g. information 

about market conjecture, competitors, price research, customers' data and preference); 

product innovation and quality surveys. 

e-CRM: substitutes the 'people' function of the traditional marketing mix and encompasses 

Internet based techniques aimed at fac ilitat ing and maintaining customer and partner 

relations (e.g. creation and maintenance of long-term relationships with customers; 

implementation of electronic CRM app licat ions, hi gh interactivity of websites, high 

responsiveness of the company to the customers' needs, persona lization and customization 

of product/services, etc.) 

2.3 Internet the new Marketing Paradigm 

The Internet is the g lobal network of interlinked computers operating on a standard 

protocol, which allows data transfer between them. The introd uction of the Internet 

component, the WWW, had transformed the Internet into a popular marketing medium due 

13 
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to its unique capability to blend text, pictures, sounds and video clips into multimedia 

documents. The Internet represents today a tota lly unique in its essence business 

environment (Table 2.1). 

Table 2.1 Th e Internet and the Business Environment 

Dimensions of the Internet Characteristics 

business 

environment 

Physical (space and Physically represented by globa l infrastructure of interlinked 

Time i computers 
! 
i Virtual spacel no physical location 
! 

Virtual time, i.e., real time - 24 hours and 365 days a year access 

Political ! Legal Virtually global - no national borders with almost any country to 

access 

Economic 

Socio-cultural 

Source: Roberts, 2003 

No unified leg islation , every actor operates basically under its 

national law 

! Decrease entry barriers on the market 

i Intensive international competition - competitors are one "mouse 

I click" away 
i 

I Virtually global access to partnership agreements 
i 

i Virtually global access to customers and markets 

i Eroded cultu ral borders (Cultural differences are being gradually 
i i washed out 
i 
! Virtua lly easy access to any cultural environment 

i Virtua l community , 

The Internet was first opened for public Lise in the early 90s. Since then, practitioners and 

researchers started gradually rea lizing its potential for conducting business and marketing. 

In its essence, the Internet is an inte lligent ubiquitous in formation platform, which its main 

business and market ing uses include commun ications (both internal and externa l. both with 

14 
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the market and strateg ic partners), market resea rch. customer serv ices, market penetration, 

product deve lopment, cost sav ings through process ree ng ineering, direct marketing, 

advertising and product deli very [Herberg and Ha le 1997]. Today it represents the largest 

e-platform for bus iness. The Internet is unique beca use "it is both a market and a medium" 

and "can effi ciently assume a multi-channel ro le by serving as a computer-mediated market 

in which buyers and se llers access each other". It a lso offers substantial advantages over 

tradit iona l means of commun ication in the form of reduced costs o f information exchange, 

increased speed of information transfer and retrieva l, increased customer invol vement, 

control of transactions and greater fl ex ibil ity of us in g the marketing mix. Table 2.2 sums 

up the advantages of the In ternet over tradit iona l marketi ng media. 

15 
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Characteristic 

Connectivity 

Accessibility 

Ease of Use 

Information 
Capacity 

Automation 

Addressability 

Interactivity 

Flexibility 

Source: Roberts, 2003 

Table 2.2 Characteristics of the Internet and the WWW as a Marketing Media 

Description 

The ability for everyone to access the network, 24 hours a day and for 365 day a year, furnishes a platform of instant and 
constant connectivity with the firm's employees, suppliers, and customers. 

Permanent exposure and global market reach forms virtually global accessibility and removes the boundaries of physical 
distance and time. Having an effective website, a company gains global and permanent access to the market, and its 
marketing information is available for customers at any time. A firm is open for constant exchange (domestiC and 
international) due to reduction of time and distance constraints 

Modern Internet technologies are simple to use after an initial education . Personal computers (PCs) are the part of 
everyday life and school education , which altogether provides good skills of using computers for various tasks. 

The ability for everyone to operate with information: to eXChange, store , index, retrieve, restructure and redistribute 
information with in the network. For both companies and consumers the Internet represents a global database , where data 
and information is available for buying and retrieval. 

It allows operating with information automatically by software and without human intervention, which is a unique ability 
comparing to the traditional marketing media that allows companies to reduce working hours and free human resources. 

The Internet offers a cost-effective communication platform for one to one marketing that allows low cost and high speed 
information transmission. In essence the Internet represents the opportunity to customize and tailor the product and 
marketing effort too one consumers at the time. 

The ability to give response, often in real time, to user actions and inputs, facilitates market communications. Web sites' real 
time communication features (chat, guest book, forum mailing lists, and email) enable two way dialogues between 
companies and customers, which is an important component of relationship marketing and is an important factor in building 
customer loyalty. 

The ability to quickly change and adapt to new conditions and demands, i.e., flexibi lity, is a unique factor lacked by the 
traditional marketing media. A web-based information online catalogues and advertisement can be quickly updated 
according to customers' preferences and current changes in product demand and supply. 
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2.4 Internet Marketing Myopia 

Theodore Levitt, writ ing in the Harvard Business Review, outlined the factors that underlie 

the demi se of many organizations and at best serious ly weaken the ir longer-term 

competitiveness. These factors sti ll provide a t imely reminder of traps that shou ld 

avoided when embarking on Internet marketing. These are: 

I. Wrongly defining which business they a re in. 

2. Focusing on: 

• Products (many web sites are st ill product-centric rather than customer-

centric); 

• Production; 

• Technology (technology is only an enab ler, not an objective); 

• Selling (the culture on the Internet is based on customers seeking 

informat ion to make informed buy ing deci sions rather than strong 

exhortations to buy); rather than: 

• Customer needs (the need for market orientat ion is a c ritical aspect of web 

site design and Internet marketing strategy); and 

• Market opportunities (the Internet shou ld not just be used as another 

channel , but new opportunities for adding value shou ld be explored). 

3. Unwi ll ingness to innovate and 'creatively destruct ' ex isting product/service lines. 

4. Shorts ightedness in terms of strategic th inking. 

5. The lack of a strong and vis ionary CEO. 

6. Givi ng marketi ng on ly 'stepchild status ', behind finance, prod uct ion and 

techno logy. 
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If Internet marketing is to become integrated and ful ly established as a strategic marketing 

management tool , then the focus of attention needs to move towards understanding its 

broader applications within the tota l marketing process rather than just using it as a 

communication and sell ing tool. This is not to detract from the capabil ity of the Internet to 

communicate and sell , but recognizes that this is on ly one important aspect of the 

marketing process to which the Internet can contribute. The danger for those currently 

considering developing Internet technology is that the focus of such involvement will be 

too narrow and the true power of the Internet and its potential contribution to the marketing 

process will be missed. However, for Internet marketing to be successful there is a 

necessity of integration with traditional media stich as Print and TV [Sultan and Rohm, 

2004]. 

2.5 Customer Experience and Internet Marketing 

The rapid developments of onl ine computing technology make it imperative for companies 

to seriously consider the Internet to avoid losing compet iti ve advantage. A Web site gives 

direct contact between the organization and the consumer. However, product 

characteristics play an important ro le in whether the organization may benefit from 

utilizing the Web as a means of direct sa les. 

Any product is perceived by a buyer to be a combination of utilities (e.g., qualities, values, 

and/or capabilities) that is expected to provide customer satisfact ion assessed in terms of 

expected benefits minus costs incurred . By gathering in format ion prior to purchase, 

consumers can predict whether the purchased product may satisfy their needs and/or 

expectations. The va lue of this information to consumers depends on its nature and its 
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reliability. The nature of the information will like ly be altered if one views such 

information based on search, experience, and credence goods classifi cation. 

From an economi c standpoint, goods are often c lass ifi ed into search, experience, and 

credence goods in te rm s of the consum ers ' ab ili ty to assess quality and va lue before and 

after purchase. The quality and va lue of search goods can be easily assessed by consumers 

prior to purchase; the quality of experience goods is difficu lt andlor costly to assess prior 

to purchase and usage; the qua lity of credence goods cannot be verified even after repeated 

purchase and usage. Based on thi s trichotomous classificati on, some marketing researchers 

have drawn some tentative conc lus ions regardi ng the types of products that may be 

successfull y so ld on the Internet. In ternet has the potent ia l to provide information in a 

more accessible, less costly, and more customizab le format, thus increasing the value of 

the Internet, reducing the costs of search directly (e.g., tim e, trave l) and enhancing the 

expected benefits by facilitating consumers' in format ion-p rocessing. Similarly, consumers 

who wish to d irect ly experience a good prior to purchase may view the Internet as an 

ineffective replacement of traditional in-store shopping where the good can be inspected. 

Since search goods genera lly tend to be more suitable for on line selling compared to 

experience goods, in order for an experience good to be so ld on line successfull y, 

infonnation regarding the good's qual ity and va lue to the customer should be made 

available prior to purchase. Researchers have addressed thi s issue from different 

perspectives. Taking the software and the wine product category as an example of 

experience goods, the Internet could transform expe rience into search attributes. For 

instance, the consumer can down load a trial or demonstration version of the software and 

thus get insights into the prod uct functions . 
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In other words, an experience good tends to be transformed into a search good as 

consumers become more familiar with the product, prov ided the key attributes of the good 

remain consistent. Moreover, it has been a lso suggested that for some experience goods 

that are dominated by perceptual attributes, the Internet can be as effective as or even more 

effective than traditional transact ion channe ls to de li ver useful in formation to consumers 

[Hinton and Tao, 2006]. For example, consumers who purchase fl owers based on the 

pictures presented in stores can do so on th e Internet through 20/3 0 images; many 

Websites have allow consumers to preview a video or listen to a music CD before they 

make a purchase, wh ich cannot be done traditiona lly. Such a phenomenon is termed as 

"predictabi lity of satisfaction" wh ich means that the suitability of a certain product 

category for online selling depends on the degree to whi ch consumers can predict how 

satisfied they would be if they make the purchase. 

2.6 Internet Marketing and Strategic Iss ues 

For many businesses, the Internet is still a technology in search of strategy. Technology 

does not necessarily create change. People do. The most advanced technica l infrastructure 

does not by itself generate revenues [Trees and Stewart, 2003]. C ustomers do. Never­

theless, the Internet makes headlines for the rapidity of its technical advances, the 

prol iferatio n of its intercon nected networks, and the multimedia capabil ities of the World 

Wide Web far more freq uently than for its strateg ic role within the corporation. Despite a ll 

the public ity, there are remarkab ly few models for integrat ing the global network into core 

business functions in ways that make a measu rab le d ifference. Yet this integrat ion is the 

major cha llenge of any effect ive Internet business imp lementation. 
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Companies need a strategic framework that can bridge the gap between simply connecting 

to the Internet and harness ing its power for competitive advantage [Porter, 200 I]. The most 

valuable Internet applications allow companies to transcend commun ication barriers and 

establish connections that wi ll enhance productivity, stimulate innovat ive development, 

and improve customer relations. Implement ing such app lications requ ires more than 

technica l expertise. Managers must understand the competiti ve fo rces influenc ing 

electronic commerce today, evaluate the strengths and weaknesses of the commercial 

Internet, and analyze the internal factors that will generate momentum and support for 

network programs. 

Not every company can map out such a simple and readily implemented Internet strategy. ' .. 
l'-+~',.J, ~ .... 

Companies doing business in a networked environment cannot re ly on the strategies ,\\ . 
i::~: ...... J 

developed for traditional marketing, sa les, and customer support activ ities . Effect ive 

Internet app lications are grounded III an understand ing of network limitat ions, 

demographics, and culture, as well as an analysis of internal and external opportunities 

(Wu Shwu, 2002). They are targeted to specific on- line customer groups and are dynamic 

enough to keep pace with developments in technology and the changing interests of 

customers. Small companies that are responsive, agile, innovative, and large companies 

that manage to retain these characteri stics, have a de finite advantage in adapt ing to the 

demands of Internet Marketing. 

Previous research has identified common problems of e-marketing strategies including 

failure to classify product characteristics, inappropriate channel selection, pricing, and 

promotion strategies. Every company needs to work through a process of assessing its 

particular environment, identifying opportunities, overcoming barriers to Internet 
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marketing, and designing and implementing on-line programs that will add value to both 

the organizat ion and the customer. Establi shing thi s strategy-building process, and fine­

tuning it frequently, is essent ial for continued success. 

The first step is a rea listi c assessment of the current barriers to commerce on the Internet, 

together with an overview of emerging sol utions. The second step is an evaluation of the 

Internet's core capabilities, exam ining how companies are using the featu res of the global 

network in different corporate settings. 

2.7 Intcrnet Marketing in the Real Estate 

According to ActiveMed ia [Bardhan, 2000], an Internet research company, some of the 

sectors experiencing the greatest growth in terms of their presence on the Web since 1998 

were computer hardware and software, real estate, publishing and in format ion, fi nance and 

Internet services. A significant initial moti vation for thi s ru sh for the Web is provided by, 

what can be termed, the "tiptoe" effect. The first ones on the Web had an additional 

advantage over those who did not; informat ion on their se rvices, products, home li st ings 

and the like could now be accessed conven iently by those with computers. The low setup 

cost and the potential di sadvantage of not hav ing a Web presence has propelled others in 

the profession to set up their own s ites . 

Real estate shares in some of the basic advantages of the Web mentioned earlier, such as 

ease of marketing, communicat ion and feedback from cli ents, lowered costs of operat ions 

and sales, and convenience of customer service and support. In addition, the Web provides 

pos itive features specific to the real estate ind ustry [Table 2.3]. 
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Key features include the fo ll owing: 

• II/creased geographic reach. 

The Web has dramatically increased the geographic reach of both buyers and sellers. 

Although the "local" aspect of rea l estate wi ll perhaps never be wh ittled away complete ly, 

there is no doubt that inquiries about properti es can now emanate fro m fa r away to a much 

greater degree than before. This, in turn , potentially increases the size and "depth" of the 

market and makes it more efficient. 

• Capability o/visualizatiol/. 

In some sense, increased geographic reach has become poss ible due to the other emergent 

feature of the Web, the capability of visuali zation. In its most state-of-the-art form, Web 

sites now all ow prospective buyers to take virtual tours of homes, resorts, hotels and 

convention centers. Indeed, even the less sophisticated vers ion of still pictures on the Web, 

together with other relevant details of listed properties, has reportedly been responsible for 

a significant drop in number of properti es ph \'sica lly vi sited before the final sale. The 

power of virtual tour technology has not been harnessed to its fullest. The cost of setting up 

a tour on the Web involving four scenes is now in the range of $1 00 and it is conceivable 

that more and more se llers would request their realtor to inc lude one. 

• Reduced tral/sactioll costs. 

The Wl'b may reduce transactions costs. This has been part icu larly apparent in the case of 

mortgages. The Web-attributable features that make thi s kind of a transaction poss ible are 

instantaneous comparabil ity, interactive capabili ty, online calculation, online applications, 

and cont in uous updating of the sites. 
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• Improved ill/ormatioll disseminatioll, 

The Web offers broad opportunities for increas ing the scope and depth of information 

provided by many different types of fi rms, A well-constructed home page gives an 

overview of a firm's range of services or activities. Links allow the customer or client to 

learn much more detail about the se lected items of most interest, while ignoring less dI'!-..,...-:. 
relevant pieces of information. A number of s ites take advantage of the ability to link to I 

"'3 : 
resources beyond the company's Web pages, linking customers and c lients to related Web :: S : 

:'j" .. 0: -",. : resources, 

If 4,. 
: 

Information reach is a key fa ctor of the WWW, but of greater importance is the interactive , 

nature of the in fo rmation provider. Unl ike with newspapers, catalogues or television, the 

technology offers the user the opportunity to respond immediately to information provided. 

This greatly expands the scope for ad verti sers and retai lers in terms of the numbers of 

customers reached and their locations. For business, it facilitates the role of a firm as a 

customer as wel l as a producer or retailer of goods. 

Networks supported by the WWW give firms access to a wide r var iety of supplies more 

quickly than before the Internet. Network linkages offe r the possibility of new forms of 

inventory control and ultimately new approaches to production and service provision . 

Finally, for many of these changes, there are large econom ies of scale, with heavy 

introductory costs but very low marginal costs, once the system is up and running. 
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Table 2.3 Major Internet and Web Characteristics and Implications for Real 

Estate Firms 

Internet/Web 
Characteristic 

Interactive Search 
Capability; 
Graphics 
Capability; Virtual 
Tours; Geographic 
Outreach 

Creation of Online 
Communities and 
Markets 

Online Tracking 
and Analysis 

Web-Based 
Interactive 
Transactions 

Examples of 
Real Estate 

Firms 
Listing Brokers; 

Vacat ion Rentals; 
Architects; Relocation 

Services 

Project Finance; Real 
Estate Investment; 

Brokerage 

Consulting Firms; 
Property 

Management; REITs 

Project Management; 
Developers; Property 

Management; 
Mortgage Firms 

Source: Bardhan, 2000. 

Advantagesl 
Opportunities 

Improves 
communications within 
firms and with customers 
or clients . Expands 
geographic range within 
which a firm can operate . 

Increases market 
efficiency and depth; B2B 
coordination for new 
kinds of transactions. 

ProducUservice 
information can be 
provided at a depth and 
complexity that is not 
possible in othe r media 
(newspaper, tv) . 

Speed, low marginal 
costs, and interactive 
component. Firm may be 
able to change staffi ng 
needs or the geographic 
location of staff. 

Challenges to 
Existing Firms 

May reduce value-added 
of existing offices. 

Low Barriers to Entry; 
Increase in competition; 
May be a challenge to 
intermediaries such as 
brokers. 

Information providers 
such as real estate 
consulta nts may face 
competition from low cost 
Web services. 

Gives customers more 
flexibil ity where to locate; 
Issues of security and 
privacy; May change 
location needs; Potential 
shift from reta il to 
warehouse and from 
central to peripheral 

Businesses incorporate these new com munications, information and network ing 

advantages in several ways. In an ini tial phase, businesses establish basic Internet 

connections, allowing them to commu nicate via e-ma il and make use of the information on 

the Web. In Stage I, the business deve lops a bas ic Web site, which disseminates simple 

information on the company (the presence signaling stage). In Stage 2, the firm expands its 

Web site to a more extensive marketing and publicity se rv ice, equivalent to a newspaper or 

television adverti sing campaign. In Stage 3, the firm prov ides services on the Web, 

becoming a virtual store or offi ce site. Now, a fo urth stage of Web use is emerging, where 

the firm bu ilds on the networking capabil iti es of the Web to establish new supply and 
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service or sa les networks that may ultimately change the product ion or service provision 

structure for the finn . In thi s last stage, the World Wide Web is an important tool in trends 

that had already begun in "v irtual production li nes," where products or services are 

developed through the cooperation and pa rtic ipation of a network o f firms. All of these e­

business activities and stages of Web use have imp lications fo r real estate firms, both as 

their own operations are affected by the Internet, WWW and e-commerce, and as providers 

of real estate services and products to other businesses. 

Although by its very natu re rea l estate is bound to the loca l environment, community and 

economy, the Internet has extended its geographic reach. Now it is poss ibl e to research 

properti es si tuated at the other end of the globe. whether for purposes of re location or 

investment. The graphics capabi li ty of the Web is another feature of the Web that real 

estate can exploit to great advantage, part icularly with the more recent advances that now 

include virtua l to urs of hote ls, homes and conve nti on centers. 

2,8 Experiences of Real Estate Companies in Other Countries 

In the following sect ion the exper iences of Internel Marketin g by USA and China is 

described briefly. 

2,8,1 In USA 

Real Estate firm s and related businesses were among the ear ly private sector pioneers of 

Internet use and have had a fast growi ng prese nce on the Web. One example of the real 

estate sector's presence on th e Internet in its pre-World Wide Web incarnat ion was the real 

estate classi fi ed bulletin board of Prod igy, the online serv ice, which had listings for homes 

and other rea l estate . A few real estate re lated Web s ites started in 1994 (generally 
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regarded as the inaugural year of the Web). For example, the New York City Rea l Estate 

Guide Web site, created in the summer of 1994, was one of the first to offer free access to 

the latest New York real estate informati on. By the summer of 1995, the site was receiving 

more than 100,000 inquiries a month. 

The real estate industry registered its entry on the Web in a dramatic way in 1995 . By the 

end of that year there were close to 4,000 rea l esta te Web sites. The content matter of the 

sites, as well as the mix of real estate related firm s on the Web have changed over time. 

Initially, quite a few of the sites were res ide nti al rea l estate brokerages and listing guides, 

but fairly rapidly the list expanded to include commercial and retail li stings, mortgage 

brokers, appraisers, architects, rea l estate attorneys, developers, construction firms, and 

suppliers. As investment vehicles for real estate expanded, REITs, publicly held firms, and 

investment advisors also added Web si tes. 

The early real estate broker Web sites quickly took advantage of the unique features of the 

Web. Prospect ive customers could find out what properties were for sa le or rent, look up 

detail ed descriptions of each li sting. view photographs and floor plans, and contact the 

broker bye-mail. Viewers could also look up stati stical and data reports on cond itions in 

various geographical areas and on emerging macroeconomic trends. 

Ever since then, the real estate industry has been among the most enthusiastic users of the 

Web, by some measures accounting for 4% to 6% of commercial Web sites. The 

proportion taking advantage of Web technology remains particularly high among brokers. 

A survey conducted by Real Estate Broker's Insider in early 1998 con finned that nearly 

95% of the respondentslbrokers had a Web site, and more than 90% of the housing stock 
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on sale at a given time is now listed on the Web. Indeed, because of the dispersed, 

loca lized nature of the role of informati on in rea l estate, the prospective ga ins from 

information di ssemination, comparability, and Web li nks were part icul arly significant in 

real estate. 

For much of the rea l estate sector, the Internet generates not so much the actual 

transact ions themselves, but creates in itia l leads that are later fo llowed by transactions, 

purchases and sales . Web sites frequently lead to contacts that are then nurtured through 

telephone and person-to-person meetings. For residential rea l estate, Web activity includes 

residential searches, hous ing details, and pricing information (both on houses and 

mortgages), with follow-up contact with brokers. Rea l estate-re lated transactions are seen 

in the hospita lity industry (making reservations for hotel s and vacat ion homes), and in 

online mortgage applicat ions. Mortgage and home loan finance companies report both 

inquiries from mortgage shoppers who obta ined init ial in formation from their Web sites, as 

well as closing of loans through the Web, lead to great sav ings in time and overhead costs. 

Beyond these sectors, many other types of real-estate related firm s are using the Web to 

broaden their market areas, increase the depth of thei r market ing, and to provide a range of 

services to existing customers. Commercial brokers provide not on ly information on 

availab le sites but also on market conditions for different locations and sometimes more in­

depth economic analys is of a region. REITs and other investment firms provide detailed 

information on their products as we ll as background market or economic information. 

Pub lic companies provide up-to-date stock quotes and quarterly and an nual reports on the 

Web. 
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2.8.2 In China 

In 1997, the Chinese government named real estate as a driving force to support the 

country's cont inued econom ic growth. Fo llowin g this, a series of government policies have 

been introd uced in the areas of housing reform. ta xation , finance and land supply, wh ich 

have created a more favorable operating environment for the res id ential hous ing 

developers in the Mainland China (Hinton and Tao, 2006). 

Under the new rules, China's housing market is di splaying new characteristics: 

• The majority of house buyers are ind ividua ls which accounting fo r nearly 94 

percent of all buyers of new hous ing. 

• Both developers and consum ers are becom ing more mature. Owing to the 

intensified compet iti on, developers kept improvi ng the qual ity and the service of 

the products. Meanwhi le, buyers became more rational. 

• The intensified rivalry eroded industry profitabi lity and weeded out the weaker 

firms, especia lly SMEs. 

The Chinese government has identi fied e-business as a critical techno logy for c los in g the 

economic gap between China and th e USA. Japan and European Union. 

In Mainland China, the deve lopers are at the heart of attent ion because most of the 

developers in Mainland China are involved in all the act ivit ies in the va lue chain. For 

example, from feasibility studies to project strategic management, designing management, 

construction management, sales and marketing. and property management. Therefore, 

developers have to coordinate with diverse interests such as local government and public 

organizations, survey compan ies, design institutions, and construction companies, real 
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estate buyers, etc. Fu rthermore. due to the weak development of agent services and other 

related infrastructure, if sui table co-operators are not ava il able, deve lopers wi ll do most of 

the activities by themselves, such as sa les and marketing. Additionall y, property 

development is a cap ital-intensive effort invo lving long cyc les of return. Nevertheless, 

these aspects prov ide oppo rt uni ties for e-busi ness app lications as they meet the features 

which define the likeness that IT wi ll playa strategic role in an industry (Hinton and Tao: 

POlenlially high informal ion inlensily in Ihe value chain - a large number 0 

suppliers or cuslomers wilh ",hom the company deals direclly, a produci requiring 

a large quantity of information in selling, a product line with many distinct produci 

varielies, a product composed of many parts, a large number of sleps in a 

,Y t~ 
_ ~ IL ! 
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company's manufaciliring process. a long cycle limeji-omlhe inilial order 10 Ihe , ~ ,~ ., 

delivered produci. (Porter and Millar. 1985) 

Accordingly, it is like ly that e-busi ness will playa strategic ro le in rea l estate deve lopers' 

activit ies in Mai nl and China. 

Main e-business applications by Ch inese rea l estate deve lopment companies include e-

procurement, automation of the internal management process and marketing efficiency, the 

WWW being the main medi a. 

The companies' motivati ons fo r e-b us iness adoption initially ari se from trying to so lve key 

management problems, espec ially operat iona l prob lems, by using e-business applications 

such as e-markets, intra- or inter-organiza tional systems. and providing customer service. 

Another common moti vation identified is shar ing information between interna l users. 
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Additionally, the adoption of information systems is also motivated by cost saving. A 

further motivat ion is to achieve stron g customer interacti ons. 

The main adva ntages ga ined from e-business appl icat ion categor ized by researchers Hinton 

and Tao (2006) stated that in fo rmat ion technology is permeating the va lue chain at every 

point by: 

• transform ing the way value act ivities are performed; 

• transforming the nature of lhe linkages among va lue act ivit ies; and 

• affecting competitive scope. 
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CHAPTER THREE 

ANALYSIS AND FINDING 

The aim of the study is to investigate the opportunities and challenges of Internet 

marketing for rea l estate companies in Addis Ababa. The study focu ses on companies in 

Add is Ababa due to time and resource constra int. 

~ !,j ,,'-l 

~.Ii f.f, 
\ ~ ~ 

The First analysis is the product suitability for Internet marketing. The frame work I ~ ~ ~ : 
11~F.j­

proposed by Peterson et al and is adopted and mod ifi ed by Kiang and Chi (200 1) for ~ ~~ ~ : 

investigating the su itab ility of a prod uct on the Internet by using the product c lassifi cation : ~ j! 
fII <II '.., grid for analyz ing the potentia l benefit of Internet market. !.. . ~ 

The second area of investi gati on of opportunities and cha ll enges was the externa l 

environment particularly the ICT infrastructure in Ethiop ia (as it is the re levant external 

environment for Internet market ing (Roberts. Mary L., 2003)). The le T env ironment in 

Ethiopia is examined for the technolog ica l and lega l aspects. Th is was achieved through 

analysis of secondary data collected from re leva nt offices and literature. 

The third area of in vestigation was the interna l environment of the rea l estate compan ies. 

The parameters used for the investigation were their exper ience and knowledge of Internet 

marketing, current way of marketing products. their use of the Internet for marketing and 

market research . Questi onnaire was used to examine these points. 
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3.1 P roduct Suitability for the Internet Marketing 

Before embark ing on the investi gati on. it is use ful to po int out once aga in the advantages 

of the Internet for conducting market ing activit ies. The advantages of Internet with respect 

to communicati ons, di stribution, marketing research, and customer relationship 

management are described be low in Table 3. 1. 

Using the advantages described in the Table 3. I, Kiang and Chi (200 I) used a framework 

for analyzing the suitability of a product or se rvice on the Internet. 

The first classification they have used was the product classi fi cation grid wh ich explains 

product characteristics with respect to their va lue propos ition (whether digital or tangible), 

degree of differentiation (hi gh or low), and frequency of purchase (frequent or infrequent). 

Using the product class ifi cati on grid , Table 3.2, each product category is evaluated using 

the advantages of Internet marketing described in Table 3. 1. The potential benefits of the 

Internet marketing is, then , eva luated using Table 3.3 be low. 
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Table 3.1 Advantages of the Internet Marketing for the Marketing Functions. 

Channel 

Functions 

Advantages 

Communication Improved product information 

Transaction 

Market 

Research 

Distribution 

Improved price information 

Avai lability of service, 24 hours a day, 7 days a week 

Lower cost of communication 

Interactivity and the ability to provide information on demand 

Real-time inventory update 

Online technical support 

Quick response of inquiries 

Customized orders 

Post-sale service 

No personal contact 

Virtual storefront can be reached by all Internet users 

Lower cost of transaction 

Allow microtransactions 

Reduce human errors 

Reduce procurement cycle time 

Lower inventory level and other related overhead 

Possible to customize promotion and sales to individual 

customers Flexible pricing 

Relatively low entry and establishment costs 

Distribution ease 

Auto respondent and tracking advantage 

Conditional customized research advantage 

Wide market reach 

Useful for researching both the supply and distribution sides 

Reduced waiting time to receive product for digital 

products/services 

Lower cost of delivery for digital products/services 

Allow customers to track orders 

Reduced number of customer service representatives 

Source: Kiang and Chi, 2001 
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Table 3.2 Product and Service Classification Grid 

Dimension 1 Dimension 2 Dimension 3 Exaroples of Products and 

Value 

Proposition 

Degree of Frequency of Services 

Differentiation Purchase 

Digital High Frequent Online newspapers and 

Magazines 

Infrequent Software packages 

Low Frequent Stock market quotes 

Infrequent Automobile financing, insurance 

Tangible High Frequent Wines, soft drinks, cigarettes 

Infrequent Stereo systems, Automobiles 

Low Frequent Milk, eggs 

Infrequent Precious metal ingot of Known 

weight and purity 

Source: Kiang and Chi, 2001 

Category 

DHF 

DHI 

DLF 

DLI 

THF 

THI 

TLF 

TLI 

Category Key: DHF - Digital, High Differentiation, Frequently Purchased; DHI - Digital , High Differentiation, 

Infrequently Purchased; DLF - Digital , Low Different iation~ Frequently Purchased; OLi -

Digital, Low Differentiation, Infrequently Purchased; THF - Tangible, High Differentiation, 

Frequently Purchased; THI - Tangible. High Differentiation, Infrequently Purchased; TlF -

Tangible, Low Differentiation, Frequently Purchased; TLI - Tangible, Low Differentiation, 

Infrequently Purchased 
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Kiang and Chi indicated that thi s classi fi cation grid is genera l, and that evaluation be made 

for specific product or service in order to exact ly determine the suitability for Internet 

marketing. It is therefore necessary to class ify the products real estate compan ies offe r 

using the product classification described in Table 3.2. 

Value Proposilion: The real estate market offers, obviously, tangib le products. 

Degree of Differentiation: Companies engaged in the rea l estate bus iness offer a wide 

range of products from res idential to office spaces, from a single room space to multiple 

room houses, from apartment type spaces to houses with different sizes of compounds. 

Companies offer their products to different market segments with different iated offers. 

Frequency of Purchase: The products offered by the rea l estate have a big market due to 
i 

scarcity of res idential houses. However, it is not a frequently purchased product. 1\ 

From the above classification , it can be concluded the real estate fall under the tangib le, 

highly differentiated and in frequently purchased category (THI ). The THI product category 

benefits from Internet market ing from all aspects of marketing except for the distribution 

part. Internet marketing can be used to communicate, make transactions, and conduct 

market research. 

Commun ications advantage, as described in the literature rev iew, is one of the merits of 

Internet marketing. The use of virtual tours and high ly descriptive graphics, etc. can be 

used to communicate products of the real estate firm s with the customer. Transaction 

benefits cou ld be online ordering, payment. and similar rel ated tasks, which can be 
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facilitated with the Internet. Online payment systems are not ava ilable in Ethiopia. 

However, the other aspects could efTective ly be hand led by Intern et marketing endeavors 

in a way, whi ch can benefi t the company's efficiency and effect iveness. Marketing research 

is also one aspect that the rea l estate companies coul d take advantage of. Market surveys 

could be conducted using the Internet, in customized and suitab le fo rmats, and could also 

be integrated to the database of the company and perform various analyses requi red . 

3,2 External leT Environment 

As described earlier (Roberts, 2003) the environment that mainly influences Internet 

marketi ng is the leT envi ronment. Following is an investigat ion into the leT environment 

from secondary data sources. 

The only company that is providing the communi cation infrastructure and playing major 

role in the le T infrastructure of the country is the Ethiop ian Telecommunication 

Corporation. Despite the recent li bera lization and privat izat ion measures initiated in 

di fferent sectors, the telecommun icat ion ind ustry has remai ned under Government contro l. 

The Eth iopian Telecommun icat ion Co rporat ion (ETC) is the so le provider of fi xed and 

mobile telephone, facs imile, Internet Services, te legraph and te lex se rvices. 

A study conducted by Scan-ICT in 2003 (an initi at ive that aims to build support for a 

phased-out deve lopment of Afri ca's capacity to collect and manage in formation that is 

needed to support the growi ng investment in ICT's and the transition of Afr ica into an 

Information Society), observed the following: 
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The number of telep hone subscribers increased from 105 ,985 in 1987/1988 to 

283,683 in 2000/200 I. 

Internet services that were introduced in 199611997 with a total of 1,042 

subscribers increased to 6,487 in 2002. Although the coverage of Internet services 

expanded to 12 major towns aro und the country, 96% of the total subscribers 

were from Addis Ababa. The total number of locally hosted websites increased 

from 68 in 2000/200 I to 88 in 200 1/2002 and is expected to ri se to 100 in 

2002/2003. 

Tele dens ity was very low. The number of people per I main telephone li ne 

ranged from 15.4 in Ethiopia 's Cap ital. Addi s Ababa, to 1,935 in the Soma li 

region . Overall, there are 224 peop le per te lephone line or 4 .5 te lephone lines per 

1000 inhabitants. This shows that the main lines serve only 65% of the expressed 

demand of the co untry's population , and the proportion of those on the waiting 

list (relative to the main lines) was 55% in 2000/200 I ; and 

Sector distribution of fi xed lines shows that the private sector (residential and 

business) uses 86%, of telephony. wh ile the Government and .international 

organizations take up 12% and 2% of the lines respectively. 
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Table 3.4 Fixed Line distributions by regions 

No Region I No. of subscriber lines cumulated b',( Year 
11994 ! 1995 1996 1997 1998 I 1999- I Plan for 2000 

1 Addis Ababa 207,745 i 230,420 269,978 290,83 1 307,660 342,15 I 
2 Afar 1,456 I 1,628 , 2,017 2,745 , 4,582 5,710 
3 Amhara I 33 ,979 ! 39 ,174 47,930 64,345 90 ,108 106,25 
4 Benishangul 936 i 1,253 1,574 1,936 2,530 4,190 
5 I DlDawa 9,728 I 10,435 I 11,980 , 14 ,305 16,279 18,771 I 
6 Gambella 1,128 I 1,264 1,505 1,797 2,637 3,681 
7 I Harari 5,652 I 6,088 ' 6,742 7,691 10,182 I 11 ,149 I 
8 Oromia 55,489 I 69,656 83,579 117,391 156,448 194,44 I 
9 I SNNP I 20,467 I 23,910 I 31,270 42,264 56,102 i 68,959 . 
10 i Somali 2,604 ! 2,764 , 3,382 5,307 ! 7,746 10,387 
11 Tigray 14,632 I 18,198 ' 24,411 29,850 36,772 I 49,605 

Grand Tota l 353,816 I 404,790 : 484 ,368 578,462 ! 691,046 ! 815,30 I 1,400,000 
! I 

• The figures represent the performance only until 1999 EFY 3rd quarter However, the 
summer at June 1999 EFY shows that the fixed telephone subscriber lines has reached to 
890,741. 
Source: ETC 

Type of 
Service 

Internet 
Source: ETC 

Table 3.5 Internet Subscription 

No. of subscriber lines cumulated by Year 

1994 1995 1996 1997 1998 1999 
6740 9534 12155 17710 25724 31,400 

Table 3.6 Broad band corporate customers 

Plan for 

2000 

65,000 

No, Year of No, of new Cancelled Cumulative No. Growth 
subscription subscribers Service of subscribers in ("!o) 

1 1995/96 E.F.Y 5 0 5 
2 1996/97 E.FY 196 0 201 3920% 
3 1997/98 E.FY 433 0 634 215% 
4 1998/99 E.FY 511 15 11 30 78% 

TOTAL 1145 15 1130 
Source: ETC 
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Table 3. 7 Number of broadband customers by region 

Region Number of Customers 

Addis Abeba 1005 
Afar 0 
Amhara 28 
Benishangul 0 
Dire Dawa 23 
Gambella 0 
Harari 5 
Oromia 15 
SNNPRS 23 
Somalie 27 
Tigray 19 
Total 1145 

Source: ETC 

Future Prospects 

Recent data from Ethiopian Te lecommunication Corporation revealed that the services 

given by the corporat ions have been increasing and are expected to cont inue [Tab les 3.4, 

3.5, 3.6, 3.7]. The service provided by the corporati on, those that are relevant to Internet 

marketing, i .e. Internet, the fixed telephone subscr iption, are increasing and capita l 

investments are being done to further improve the services . 

l eT Industry 

The ICT industry in Ethiopia is dominated by a parasitica l - ETC, which recently expanded 

operations beyond its trad it ional monopoly - telecomm unications infrastructure. The rest of 

the industry is engaged in acqu isiti on, production and distribution of computers and 

commun ications hardware and so ftware. Training and consultancy services are also 

avai lable. 
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Regulatol)' Framework 

Previous studies (SCAN- leT. 2003) found complai nt s about hi gh tax rates, weak lega l 

systems and inadequate capac ity to enforce regulatory requ irements. Long wa iting-time for 

fixed lines and mobile tel ephones, poor quality In tcrnet connecti on, coupled with the 

complai nts of users about the quality of othcr services suggest that closed market policies 

may be inconsistent wi th the desire to expand the use of new technologies. 

I '. ! 
In summary, although there are problems in service qua li ty and lega l issues, there seems ti :, '" r: 
be an effort to expand the network capabi lity and increase the se rvice reach. As it has beery :: . , : 

I ~ i'1 
mentioned in the li terature rev iew and in the preceding sect ions, the Internet is the core .; _ :El 

.t • 

med ium under foclls. The expansion of fi xed lines indicates the potential Internet .: 

connection point and indirectl y potential market expansion. The broadband Internet and 

data services are al so another area of expansion that the government is engaged in. 

According to ETC, by 2009 the corporation has targeted to provide a fiber optic cable 

access points in all major to wns of the country. Thi s expans ion project provides access to a 

broadband connect ion for th ese towns there by con nect ing users to the globa l network. 

This is an advantage and an opportun ity of th e real estate companies to harness the benefits 

offered by the technological expansion. 

3.3 Analysis of Internal Environmcnt for Internct Marketing 

The internal environmen t analys is was made with respect to current way of marketing 

products, fam iliarity with Internet marketing. compan ies' use the In ternet for marketing, 

customer relations, and ways of conducting market research to examine the experiences of 

the companies with Internet marketing. The aim of th is investi gati on is to indicate areas, 

which can be implemented and improved by Internet marketing. 
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Out of eighteen companies. who were adm in istered with quest ionnaires, sixteen companies 

responded and the responses of a ll these companies were analyzed . The results and 

findings are described in the foll owing secti ons. 

Table 3. 8 Year oj Establishllleni oj Re.lpondenl Companies 

Year of Establishment (EC) Number of Companies 

Before 1983 0 

1983 - 1992 2 

1993 - 2000 13 

No Response 

As it has been menti oned in chapter one, strat ificat ion was used fo r sampling in order to 

assess Internet market ing practi ces o f both recently establ ished co mpan ies and those who a 

have more experi ence in the market as shown in Table 3.8 . 

Tobie J 9 Profile oj Respondents 

Position Held by the 
Respondents 

Marketing Manager 

Marketing Offi ce r 

Assistant Manager 

Number of Compan ies 

7 

7 

2 

Fourteen of the respondents were form the marketin g department and two of them were the 

assistant mangers [Table 3.9). It can, therefo re. reasonab ly be assumed that the responses 

provided by these indi vidual s a re relevant and exact. fo r they are responsible for most of 

the marketing operations in the compani es. 
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Currellt Way of Marketillg Products 

The products offered by these real esta te companies are all res idential with various types 

ranging from apartment types to vi ll as and al so other types. Some include areas for offices , 

community center and shopping fu nct ion [Table 3. 10]. 

Table 3.10 Products Offered hy the Companies 

Products Offered 

Apartments 

Villas 

Town Houses 

Offices , Shops and 
Community Centers 

Number of Companies 

15 

12 

6 

5 

Current way of marketing thi s products. particularly. sales and promot iona l, are conducted 

by the use of flyers , brochures. newspaper. exhib itions. TV IRadio, word of mouth 

(referra ls), and Web advert isements [Table 3.1 1]. 

Table 3.11 Media U1ed /0 COllllllllnicate Products 

Media Used for 
Communicating Products 

TV, Radio 

Flyers, Brochures 

ExhibitionstExpo's 

NewspapertMagazine 

Direct Mail 

Web Advertisement 

Outdoor Display 

Word of Mouth 

Others 

Number of Companies Percentage 

11 13% 

15 17% 

12 14% 

11 13% 

7 8% 

13 15% 

6 7% 

12 14% 

0 0 
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The most commonly used media lor communica ting and promoting products are flyers and 

brochures, the next comlll on method being the usc of 'word of mouth' (referral) [Table 

3, 12] , Web advertisement is rank s third in the most common media used for 

commun icating products, Website is used by the cOlllpanies in order to introduce their 

products [Table 3, 16] , A lthough webs ite is not the most common ly used medium, it give 

better benefits than flyer and brochures, through its interactive nature, better graphi cs 

presentation, and informat ion capac ity, The use of websites is also cost effective than 

flyers and brochures, Once a website is functi onal. it can be used by many at the same time 

and repeated ly, The use of fl ye rs and brochure can be instrumental for customers who do 

not have access to 1 nternel. 

Table 3,12 Most COlll11l0n Media Used to Communicate Products 

Most Common Media Used 
for Communicating Number of Companies Percentage 

Products 

TV, Radio 4 10% 

FI~ers, Brochures 10 24% 

Exhibitions/Exeo's 5 12% 

Newseaeer/Magazine 4 10% 

Direct Mail 2 5% 

Web Advertisement 6 14% 

Outdoor Dise la~ 2 5% 

Word of Mouth 9 21% 

Others 0 0 

The most expensive media used by the res idential rea l estate companies is the TV and 

Radio media [Tab le 3, 13] , Exhibitions and Print med ia account for the next expensive 

media used to communicate products to customers, 
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Table 3.13 Mosl Expensive Medill Used Iii ('(Jllllill/nieale Producls 

Most Expensive Media Used 
Number of Compan ies Percentage 

for Communicating Products 

TV. Radio 6 32% 

FI ers , Brochures 3 16% 

Exhibitions/Exeo's 4 21% 

Newspaper/Magazine 4 21% 

Direct Mail a 0% 

Web Adverti sement a 0% 

Outdoor D ise la~ 2 11 % 

Word of Mouth a 0% 

Others a a 

Familiarity witlt Internet Mari,etil1g 

The second area used to assess Internet marketing practices of residential real estate 

companies was fam il iarity with Intern et marketing. Intern et marketing was only known in 

fi ve companies and it was new for the other eleven companies (Table 3. 14]. Companies 

that were famil iar with Internet marketing recognized it s pu rpose to web advert isement, 

emai l market ing and customer re lati ons. Three compan ies recognized the use of inte rnet 

marketing for customer relations [Table 3. 15]. 

Table 3. 14 Fallliliarily of Componies 10 Inlernel Markeling 

Internet Marketing 
Kn owledge and Familiari ty 

Familiar 

Not Familiar 

46 

Number of compani es 

5 

11 

t 
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Table 3.15 Benejils ReCOKl1i:ed by Ihe SOli/p ie COII/I'0nies ji-oll/ Imernel Markeling 

Benefits from Internet 
Marketing 

Web Advert isement 

Email Marketing 

Supply Chain Management 

Customer Relations 

Promotion 

Product Introduction 

Research 

Number of Companies 

5 

5 

o 

3 

o 

o 

o 

Table 3.16 Specific Advai1lages Recogni:ed hr Ihe SOli/pie Companiesjrolll 

Internet Markeling 

Spec ific Advantages Number of Companies 

Graphic Features 

Reach Customers Abroad 3 

Online Registration 

No response 2 

Responses to the spec ific advantages that could be gained form Inte rnet marketing, by 

those companies that were fam il iar to Intern et market ing, are graphics capac ity, reaching 

customers abroad, and online registrat ion (Table 3. 16]. 

Internet marketing is not yet recogn ized with its full featu re currently ava il able and is 

limited by those companies that c laim to be us ing it. All the bene fi ts listed in Table 3.15 

can be realized using Internet Marketing. 
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Compallies ' Use of the [llterl/el/i)r Marketilll{ 

Access to the Internet is the first step towards rea li zing market ing activ ities online. Table 

3. 17 shows the number of compa ni es havi ng inte rnet connection. 

Table 3, I 7 COli/panies Ha ving In/ernel Conneelion 

Response Number of Companies 

Yes 16 

No o 

No Response o 

These companies have used the Internet in their bus iness acti vities mainly for in formation 

search and e-ma il [Table 3. 18]. Three companies have used the Internet to update their web 

sites. 

Table 3.1 8 Companies U~e oflhe Inlernet 

Use of the Internet 

Information Search 

E-mail 

Entertainment 

Other Purposes 
(Updating Web sites) 

Number of Companies 

13 

16 

3 

Although eleven of the real-esta te companies claimed not to be fa mi liar to Internet 

Marketing [Table 3.14], thirteen companies have made their presence on the Internet 

through their webs ites [Tab le 3. 19]. The reasons for having websites were main ly 

promotional purposes and to reach customers abroad [Table 3.20]. Customer relations, 
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availabil ity of information 24 hOllr a day 365 days a year, low cost of advertising and 

research purposes are not we ll recognized by all companies. 

Table 3.19 Companies Havillg Webs ite.I·' 

Response Number of Companies 

Yes 13 

No 3 

No Response 0 
* Th ree companies lailed to provide the ir webs ite ad dresses [App. 2] 

The reason for not hav ing a website, as described by one company, was that it had limited 

advantages currently (Table 3.21] 

Table 3.20 Reasons/or Having Website 

Reasons for Having Web 
Site 

Promotional 

Customer Relat ions 

Reach Customers Abroad 
Availabil ity of Information 

24/7 

Low Cost of Advertizing 

Research 

Number of Companies 

12 

4 

7 

3 

Table 3.2 J Reasons/or Not Having Website 

Reasons for Not Having 
Web Site 

For the time being, Limited 
Advantages 

No Response 

49 

Number of Companies 
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The mam customer val ue of ha ving websites as recognized by the companies IS the 

availabi li ty and ease of informat ion access [Table 3.22]. Gett ing progress report and 

timely updates and onl ine reg istrati on options are recogni zed by few of these companies. 

Table 3.22 ('l/SIOmer Valuefor /-laving Websile 

Customer Value for Hav ing 
Web Site 

Ease of Information Access 

Availability of Information 24/7 

Get Progress Report 

Get New Updates on Time 

Online Registration 

Number of Companies 

12 

7 

3 

5 

2 

Exam ining visitor number tracking experi ences, on ly seven companies gave the record of 

number of vis itors of their webs ites [Tab le 3.23]. Among these four companies reported 

the number of visitors [Table 3.24 ]. Track ing the Illlmber of visitors is very important in 

order to evaluate the website: for instance. to eval uate the quantity and quality of 

information availab le, to assess i'lIrther im provement areas. etc. It also helps in formulati ng 

the on line strategy. 

Table 3.23 Websile Visilor Tracking Experience 

Visitor Number Tracki ng 
Response 

Yes 

No 

No Response 

50 

Nu mbe r of Companies 

7 

6 

o 



Table 3.2-1 RefJuJ"/ (!f·ColII/wlI;e.\" Tr(lckin}!., Visitor NlImher 

Number of Visitors 

20 vIsitors 

200 visitors 

No. of Compa nies per 
Period 

Daily Monthly Yearly 

2 

Customer need to have up-to-date informalion of their re sidential property purchased from 

these compan ies. Therefore. updating web sites is important in order to achieve this 

object ive. Six companies update their webs ites monlhl y and three companies make yearly 

update [Table 3.25]. Depending on Ihe speed of th e eonslruction work of the rea l estates. 

regular update is necessa ry to give customers currenl informat ion. 

Table 3.25 Website Update Frequency 

Update Frequency Number of Companies 

Daily o 

Monthly 6 

Yearly 3 

No Response 4 

Stat ic websites are used by eight companies limiling their se rvice to just giVing 

information on their prod ucts and contact information - limiting it only to promotional 

purposes [Table 3.26]. Two compan ies used dynamic web site to assist customers track 

their project status on line using login accounts. 
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Table 3.26 Type o(/Vehsites ( ,\e<l by the SOlllple COlllpanies 

Response Number of Companies 

Static 8 

D namic 2 

No Response 3 

Customer Relationsilips 

With respect to customer relations. the most widcly used methods by the respondent 

companies to communicate and inte ract with customers are by telephone and in person 

[Table 3.27). Seven out of ten companies ha ve more that 70% of the ir customer havi ng 

email. Nine out of ten compan ies have more than 50% of their customers hav ing email. 

Although there are considerable number of customers that have emai ls [Table 3.28]. which 

indicated that they have Internet connection and access. the compan ies have not done much 

to utilize the internet to improve communications \I'itll their customers. Nine compan.ies 

have used emai ls as a com munication means [Table 3.27] . 

Table 3.27 Media U\'ed hi' the Companies to Commllnicate IVith C ustomers 

Media Used Number of Companies 

Telephone 16 

In person 12 

By Mail 2 

By E-mail 9 

Other Media 0 

No response 0 
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Table 3. 28 COlIIl'o/li(, .1 lI ·ifh CIIS/Olllers Who J-/{fI'e Elllail Addresses 

Percentage of Customers 
Having e-mail Addresses 

100 - 90 

89 - 80 

79 - 70 

69 - 60 

59 - 50 

49 - 40 

39 - 30 

29- 20 

19 - 10 

09 - 00 

No response 

Number of Companies 

5 

o 

2 

o 

o 

o 

o 

6 

Table 3.29 M edia Used I,,· Cllslolllers 10 Comlll ilnicale wilh Ihe Companies 

Media Used Number of Companies 

Telephone 15 

In person 12 

By Mail 

By E-mail 9 

Other Me-::d"'ia"---___ ____ -'O'----___ _ 

No response o 

Comparing Table 3.27 and 3.29. the use of te lephone and in-person contacts are the 

established mode of comm uni ca tion. Email communi cations are a lso used by both 

customer and rea l estate compani es. 
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Most of these compallles vel") olien encounter simi lar questions asked by different 

customers, wh ich are technical I,' termed as FAQ' s (freq uentl y asked quest ions) [Table 

3.30], Handling questions over the tclcp hone is time taking and directly and indirect ly cost 

related, specially the Frequently Asked Questions, 

Table 3.30 Response 10 Entertaining to FAQ's' 

Response Num ber of Companies 

Very Often 10 

Often 4 

Not Often 2 

Never o 

No response 0 
* FAQ - Frequently Asked Questions 

Customer get information of the progress of proj ect through the same communication 

media mentioned to handing the rAQ's [Table 3.31]. The use of dynam ic web sites could 

be beneficial to the companies in answering these questions and implementing project 

status tracking systems, wh ich customers can access online. 

Table 3.31 Media Used to In/orll1 Construction Progress 

Media Used Num ber of Companies 

Telephone 13 

In person 12 

By Mail 2 

By E-mail 6 

Other Media 0 

No response 0 
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Comparing the companies' USe o r websi te an d thei r ex peri ence In customer relations 

[Tables 3.20, 3.22, 3.27, 3.29, anei 3.3 1] , it ca n be c lea rl y seen that customer relations IS 

not implemented uSing websites. Therefore, it is important and cost effective for 

companies to use their websites lor handl ing customer relations. 

Marketing Research 

Among the s ixteen companies onl y fi ve com panies conducted researches on customers 

[Table 3.32]. The resea rch in st rume nts. for data co ll ections used were mostly interviews 

and printed questionnaires [Table 3.33]. Two companies used email to adm ini ster 

questions, 

Table 3.32 Experience in Conducting Research 

Response Number of Companies 

Yes 5 

No 11 

No Respon se a 

Table 3.33 Me/hods Used/or /he Research 

Research Using Number of Compan ies 

Interview 4 

Questionnaire (Printed) 

E-mail 2 

Other a 
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Table 3.34 Al'erage Tillie Custolller,l' Took to Respond 

Time Taken Number of Companies 

Three Days' 

Variable" 

No Response 4 
* For printed questionnaires, *. for email distributed questionnaires 

Only one company, out of the live compan ies that conducted research, responded for the 

average time customer took to reply [Table 3.34]. Customers took an average of three 

days for printed questionnaires, and took variab le time (d ifferent durations) for email 

questions. 

Research is a very im portant function of market in g. The experience of research in these 

real estate companies can be summed to low. Market research fo;' the real estate industry is 

fundamental for the success of their va lue proposition. Market ing research can be done 

through the Internet and related tec hnologies effectively and efftc iently. The application 

web blogs, chat rooms, and direct emails, can be used for any kind of research. The use of 

these media is also useful to get imm ediate responses from customers. 

E- Market research can give companies advantages because it offers automatic statistical 

analysis and data presentation. 
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CHAPTER FOUR 

CONC L USION AN D RECOMMENDATION 

4.1 Conclusion 

Opportunities 

As many literatures explain. Internet marketing for the rea l estate indust ry provides 

undeniable val ue to both the customer and the service/product provider. From the analys is 

it was clearly observed that th ere opportun iti es 

in the external environment spec ially with regard to the expanding ICT 

in frastructu re that is an encolll'agemcnt to usc Intern et market 

in th e internal environment fo r there is a cost reduction in using the Internet and 

opportunity ga ined in using the In ternet integrated customer relationship 

management (COllllll llllication and promot ional act ivity) 

in ema il marketing as a part of Internet market ing that could be utili zed as an 

effective way both cost and operational wi se. 

in online research act ivity by which the company can " fine tune" its products and 

marketing strategies by conducting marketing resea rch activity usin g the Internet. 

CRM Being the mode rn marketing way, spec ial attention is required in order to 

benefit and improve performance and customer satisfact ion. 

Challenge 

There are still cha llenges posed by the ICT environment with regard to it 's 

technological and legal aspect 
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The poor and usually disturbed Internet con ncction hinder a company fro m fully 

utilizi ng the features that th e lntc rnet provide 

The payment option is al so another hindrance not to rea li ze the Internet 

marketing full y and al so co nduct th e high leve l e-commerce. 

Internet marketing is not the cOlllmon way of marketing products to the market. 

Its specific advantages over n)er and brochures and also word of mouth should 

be recognized by the real estate companies. 

The knowledge of Inte rnet Marketing in the real estate companies IS not 

sat isfactory pos ing a challenge to the company, not to take advantage of Internet 

marketing. Without th e proper awareness and knowledge level of the company 

execut ives to Internet marketing successful implementation of Internet marketing 

not possib le. 

Although reaching customer abroad has been made through the use of websites, 

keeping and mai ntaining customer relati onships using the websites is not being 

undertaken. 
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4.2 Recommendation 

The study have shown that there is area potentia l in th e future and currentl y in both the 

external environment. i.e. expanding infrastructu re and wide market base and the internal 

environment with ex isting customer through the app li cat ion of e-marketing functi ons. 

Therefore, it is recom mended th at the real estate companies: 

formu late Internet marketi ng strateg ies clea rly that are in line with the offl ine 

bus iness strateg ies to harness the future and current potential benefit 

should acquaint themse lves with Internet marketing current practices to cope 

with the emergin g market ing landscape 

im prove their use or websites. Webs ites that are not updated regularly, with 

limited featu res, and tha t do not track the number of visitors, may eventually 

lead to customer dissat isfact ion. Customer value of having a website should 

include gening progress report online, on line reg istrat ion, enhanced graphic 

presentati on, and virtua l tours. 

utilize the onl ine marketing research in order to assist their strategy 

formu lation and product design to avoid too much future modifications and 

conflict 

Thi s study overviews some aspects of Internet marketing. In depth studies 

with rega rds to customer on line behav ior. detail cost consideration should be 

undertaken in the rut ure. 

the gove rnment should make the necessa ry arrangement in the technological 

area and policy wise to ove rcome the ICT shortcom ings, like poor quality 

connect ion, cost of subscription and service rate 
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Appendix 1 - Questionnaire 

Part I 

Company Name: ______ ________ _ 

Capital: 

Year of Establi shment ________ _________ _ 

Position held in the company ______________ _ 

Part 2 

2.1 What kind of prod ucts does \ our company offer? (eg. Apartments, res idential villas, offices) 

2.2 How do you commun icate your products to the market? 

o TV, radio C Newspaper n nlll dnn r disp lays 

o Flyers, brochures 1J Direct mail o Word of Mouth 

o Exhib itions/Expo's o Web Advelti semcnt 

o Other _________ ___ _ _ _____ ____ _ 

2.3 What is the MOST common med ium th e com pany uses? 

o TV, radio o Newspaper o () 1I1c1oor disp lays 

o Flyers, brochures C Direct mail o Word of Mouth 

o Exhibit ions/Expo's o Web Adverti sement 

o Other __________________ _ ____ _ 

2.4 What is the EXPENS IVE marketing med ium the comp:1I1" .... .., 

o TV, radio 0 Newspaper 0 1. :· :,!00r disp lays 

o Flyers, brochures [ Direc t mail 0 W,"'d of Mouth 

o Exhibitions/Expo's C Web Adverti sement 

o Other (please .Ipeci!i'l ____ ______________ _ 

Part 3 

3.1 Is the term "Internet Marketing" new lo r you? Yes -- No __ _ 
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3_2 If No, Wh ich of the following terms arc related to Intern el Ma:!:cli ng? 

o Web Adverti sement 0 Customer Relations 0 Product Introduction 

o Ema il marketing 0 Promot ion ::J Resea rch 

o Supply chain Management 

3.3 How can your company take advantage of In ternet Markel ingOt 

Part 4 

4,1 Does the company have internet connection? Yes \1 " ___ _ 

4,2 If yes, for which of the foll owing purposes do you use llie inte,., :el-" 

o Informat ion sea rch D email o Entert ~lilllll t·ll1 

Other purposes _ _ ___ _ _ _____ _ 

4.3 Does the company have a web site? \ "'<1 No __ _ 

4.4 What is the main reason of the company to ha ve/not to L: :e a \ c- , site? 

4.5 If your company has a website what shou ld yo ur custon l::, e.\ ;-,-2 t to benefit from it? 

---------
4.6 Does the company track the number of visitors? Yes _ 

4.7 If yes, how many visitors does the web site have? _ _ Visitors pcr day/month/year 

4.8 How frequent is the web site updated? dail ) _,:o n:_ <_,yearly 

4.9 Is the web site dynamic or stat ic? sta :: -' <. -::lC 

(Dynamic oveb sites are those that are interact ive and haw - _,( k:; -:d database access 

Static oveb sites are thereju st to di splay information and : ,- not : -,-"cti ve) 

4.10 What is the web address of the company? http://ww,,-___ _ 

Part 5 

5.1 How many customers does the company have (those \Vho signc,: ,-(\ ntracts and are on 

the waiting list)? 

5.2 How many of these customers have email addresses? 
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5,3 What is th e commonmcdia ol' communication with your cust()II'l" ? 

o by telephone III person by e-ma il 0 by 11 ' : ' 

Other _______ _ _________ _ 

5,4 How do customers reach the company if they nced informa t: 

5.5 How often do you enco un ter different customers as king sim ilar ,cstions? 

o Very often C often J Not often [j Ne ver 

5,6 How do you communicate your customers about the progress, ,ci r real estate? 

o by tel ephone o in pcrson(on site, in oHice) J by , -I. , jJ 0 by mail 

Other (please ,\jJecifY) ___ ___ ___ ___ _ 

Part 6 

6, I Has the company conducted any kind of resea rch on custo, ' 

establi shed? 

Yes ___ No _ ___ _ 

6,2 If yes, what research instruments were used fo r the research'.' 

o Interview J pr in tecl questionnaire [" by e-mail 

Other (please specifY) ___________ _ 

:I nd/or market si nce 

6.3 and How much time did th e customers take to reply? (Avero:' 'J 
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Appendix 2 - Web Addresses 

Below are list of web addresses of the sample companies. 

I. Aday Ababa Rea l Estate 

2. Addis Village Rea l Estaet 

3. Akakas Rea l Estate 

4. Ayat Homes S.C 

5. Country Clu b Developers PLC 

6. En iye Real Estate 

7. FA-Hasset Real Estate 

8. Fame Real Estate 

9. Gift Rea l Estate 

10. Impact Real Estate 

I I. May Real Estate PLC 

12. New Hope Rea l Estate 

13. 0 Logo Real Estate 

14. Pacific Link Ethiopia 

15. Sunshine Construclion and Rea l Estate 

16. Yotek Reak Estate 

Not provided 

h II D:/ /www.add isl11cIHI .. . ·.com 

http://www.akakas.c ••• •. 

http ://www.ayatelhi ,'. ( om 

http://www.ccd-holl lesl·.1.com 

Not provided 

hllp://www. luxury-I: I. . 

Not provided 

hllp://"'ww .gi ftrea k 

Not prov ided 

http: //\vww.addisgoio.c01!l 

Not prov ided 

Not provided 

http://www.pacifi c:· :"p,a.com 

http;/ /www.sunshineeDI1. ~D Il1 

http://www.yotekrc:tl(s tal(.com 
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