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Abstract  

 This dissertation investigates consumer behavior related to the use of the social media 

platforms Facebook and Instagram in the real estate market by using a theory on Value Creation and 

the Heuristic-Systematic Model of Persuasion (Chaiken, 1978). This thesis employs the Technology 

Acceptance Model by Stephan Dahl (2015). In addition, previous literature on social media and real 

estate will be explored.  

 Based on the increase in social media use in everyday life in Los Angeles in combina-

tion with the real estate market's behavior change, the above-mentioned models and theories imply, 

as the author focused on the underlying problem statement behind the implications that will affect 

the consumers within the real estate market.  

 The author has conducted a case study based on a social media questionnaire (143 re-

spondents) and a content analysis of the Facebook and Instagram platforms from Terra Firma Group 

(76 posts). The case study revealed the consumer's attitude towards the use of social media in re-

gards to the real estate market. Based on a literature review and statistics on the real estate market, 

the best strategies to utilize by real estate agents were found, together with a shift in the market.  

 The findings confirmed that using social media shifts the target audience from an old-

er audience to a younger one. A hierarchal correlation between income and investment in social 

media could not be concluded, as there was a lack of evidence and data. It was found that real estate 

agents should utilize both the online and analog markets to their full extent. Based on the outcome 

of the analysis, the author suggests a social media real estate strategy for the actors to implement to 

enhance the intentions behind the consumer's use of social media.  
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1. Introduction  
 This dissertation researches the impact of social media on the residential real estate market 

in Los Angeles, California. The scope of the research consists of the behavior of the potential con-

sumers, consumers of the real estate firm Terra Firma Group on their Facebook and Instagram plat-

form, and survey participants during the period from July 2018 to December 2019.  

 There are many different definitions of what social media is; some believe it can be traced 

back to 500 B.C. in the shape of letters, but it was first in 1792 with the invention of the telegraph 

that social media began to cement its now pivotal role in society (Hendricks, 2019). Others believe 

that the global phenomenon currently conceptualized as social media can arguably be traced back to 

around 1995 with the invention of Web 2.0, and the creation of the possibility of connecting with 

people online (Shah, 2016). The social media that creates social correlation is today (since 2004) 

considered contemporary apps and websites that let its users communicate through multifaceted, 

interactive, and self-expressive virtual communities (Miriam Webster, 2019).  

 By ripping the words apart, the phenomenon might be easier described: social is being in 

contact with other individuals, that the individual either have a connection with or an interaction 

with. Media (without getting into extreme detail) is, in regards to social media, an online media 

where you have the opportunity to share and post your own content online - not letters, newspapers, 

or watching tv. Social media can be viewed as a cohesion as it relies on mutual contact (Danielsen, 

2015). Social media can, therefore, be described as either networking or net-sharing pages, such as 

Facebook and Instagram, where the user can share content in real-time. The contemporary websites 

and apps were created as a means intended simply to connect people, but they have since become a 

societal crutch; social media has taken over face-to-face relations and exchanged them with online 

relationships (Jameson, 2017). By the turn of the decade, businesses started realizing the potential 

of social media platforms and began to utilize what were initially only networking sights by inte-

grating them into the workforce as marketing tools (Ogbevoen, 2012). The first social media sites 

were not created for business use, and, even if Facebook was not the first social media site, accord-

ing to Mark Zuckerberg, he did not create Facebook to build a company, but to solve a problem in 
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the social atmosphere that could be solved by connecting people through an online media (Clifford, 

2018). 

 The value-adding components that the consumer receives by using social media platforms 

were natural for brands to exploit. By being convenient, comfortable, and increasing social interac-

tions, these platforms were already an integral part of the consumer's life, making it an obvious op-

portunity for marketing. This integration magnifies the consumer's social behavior, and this magni-

fication is considered the catalyst needed for brands and markets to create a personal relationship 

between them and embed themselves in the consumer's lifestyle. As stated by Ogbevoen (2012), 

social media platforms, such as Facebook or Instagram, are addictions comparable with that of 

smoking, intentionally engineered to hook its users. The shift from being a networking platform to a 

marketing tool precipitated addiction algorithms, engineered with the intention of hooking users. 

The addiction makes social media an inextricable and wholly fundamental facet of people's daily 

lives as they have become addicted to their platform or often multiple platforms of choice. The shift 

opened up a whole new market for brands, businesses, and marketing companies as data became 

valuable. By magnifying the consumer's social behavior, corporations are at an unprecedented point 

of being able to personalize services, because they through the use of big data algorithms, can pre-

dict what the consumer wants before the consumer even knows they want it (Pallant, 2017). Social 

media has, therefore, become more than just a networking site or brand exposure; it has become a 

new way to think of a brand and to build brands.  

 The first record of a real estate home sales in America was registered in 1890, and in 1908 

the National Association of Real Estate Exchanges - also known as NAR - was born (CuriousHisto-

ry, 2018). The birth of NAR leads to what is now the booming market we know of today (Curi-

ousHistory, 2018). The 2019 market currently has 206,500 real estate agents in California alone 

(F.T. Journal, 2019). Since NAR's creation, advertising real estate and orchestrating open homes 

have been agents' primary tasks. Back in 1981, the most common way of finding a home was by 

attending open homes, with 22% of new home buyers reading newspaper ads, and 8% relying on 

their friends to help them find a place (NAR, 2017). Then, the agents had all the information them-

selves, leading to asymmetric information, where the home hunter had none, and the agent had it 

all. 
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 On top of that, before the invention of the internet, advertising avenues were limited 

(Kasanoff, 2014). With the digitalization and creation of Web 2.0, there has been a surge in online 

activity in regards to home hunting - in 2018, 44% of home buyers looked online first (NAR, 2017) 

with claims by Pliska (2012) that 83% makes a Google search before starting the decision-making 

process. With the technological improvements, buyers are now only a click away from finding their 

dream home in their desired neighborhood with the features of their dreams. The click is no further 

than the app on their smartphone that is part of the ever-increasing integration of tech into our lives. 

"Caravaning," the act of seeing multiple open homes in one day, has been pushed aside by virtual 

tours, allowing to narrow down the search, saving time for both buyers and sellers (Depillis, 2013). 

Even though most home buyers work with an agent, 13% choose to steer clear of agents and handle 

things on their own (NAR, 2017). Back in 1981, most people immediately contacted an agent, rely-

ing heavily on family and friends for referrals, and chose not to go through the trouble of attempting 

to find their dream home by themselves. Today, the initial contact may start online where the home 

buyers educate themselves on the market before contacting an agent, but 87% still choose to talk to 

an agent (NAR, 2017). With real estate being a very interpersonal market with very people-oriented 

agents, switching to social media for a company can be a massive change in the market.  

 Real estate agents using social media can be compared to using Uber or dating apps. The 

real estate agent can be considered the intermediary and the buyer/seller of the users. 'Uberizing' 

suggests that the intermediary is hidden; in this case, the agent that connects clients and service 

providers. The agent is imperceptibly matched with a buyer or a seller after having listed a home on 

a listing service. On pages such as Zillow and Trulia, the buyers and sellers are matched with the 

highest rating agents, making a high rating a competitive advantage. Social validation is created 

through these ratings, which creates trust in the agent, and a higher likeliness of being chosen 

through the social media platform. These platforms create value by connecting with people within 

the real estate market. The current value chain of the real estate market is illustrated in figure 1. It 

shows the many steps a buyer or seller has to go through when getting a home. 
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Figure 1: Real Estate Value Chain (Mladenow, 2015) 

 The market is developing with an actual Uber Real Estate having been made (Uber Real Es-

tate, 2019). Inman Disconnect stated in their 2019 edition that the interaction between buyers, sell-

ers, and agents would change over the next five years because of social media, making it the agents 

seeking clients and not the other way around (Bulatovych, 2019.  

 This thesis will study what affects the outcome of the content posted on social media has 

and who responds to the content. The platforms studied are Facebook and Instagram, as used by the 

Terra Firma Group as the researcher had an internship at the company. By having a former connec-

tion, the could researcher could appear or be biased when analyzing and discussing data. However, 

as the researcher is aware of this potential issue, the researcher will be very observant, and as the 

Terra Firma Group no longer employs the researcher, the researcher has no vested interest other 

than being as objective as possible. 

  

1.1 Problem Field/ Purpose of the Research 

 The newest numbers from NAR (2019) show that only 26% of Realtors have their 

own website, and 42% using their company website. The numbers also show that 99% of millenni-

als, 90% of baby boomers, and 70% of the silent generation looked online before purchasing a 

home (NAR, 2018). With 66% new homebuyers being millennials (Riggs, 2017) and the rise of dif-

ferent apps and platforms, it seems Realtors could benefit from creating an online presence. Despite 

the numbers and wonders, most sellers use an agent and have a real-life monetary exchange instead 

of an online exchange.  
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 With all the new media that changes the individual's life practices, and especially with 

social media becoming such a prominent part of the consumer's everyday life, the field of marketing 

has changed. PwC forecasted that online advertising in 2019 would reach $123.1 billion in the 

United States alone, with an 8.5% annual growth, leading to a $160.8 billion market in 2023. The 

fastest-growing advertising market is the mobile advertising market that is expected to grow by 

13.1%. It was expected that the mobile advertising market would account for 70% of online adver-

tising in the US, and it is expected that it will reach 81% by 2023 (Marketing Charts, 2019). This 

statement is supported by eMarketer that forecasts that the digital ad spending will, in 2019, take up 

54.2% of the media ad spending market by marketers spending $129.34 billion on advertisements 

(Enberg, 2019). Los Angeles spent $9.1 billion on local ad spending in 2018, representing 48% of 

the entire California market of $18.8 billion. The market share was a little under 50% for the online 

and mobile market, with the mobile market being the fastest growing in Los Angeles, too (BIA Ad-

visory Services, 2018). There is an inevitable change in the real estate market as it transforms to 

become more technological and less inter-personal, which is shown in Figure 2. 

Figure 2: Digital Ad Spending in the US, 2018-2023 (eMarketer, 2019) 
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 There are several indications of potential growth in the market for online exchanges. 

Looking at past data of Facebook with a growth of 1.65% per quarter (Wagner, 2018) and with In-

stagram being the fastest growing platform at 5% a quarter (Southern, 2018) it looks like the online 

presence of consumers will increase, but does this lead to more real estate sales online?  

 The aforementioned numbers indicate a significant growth within the social media 

market and possibly in a growth within the online real estate market. It would, therefore, be interest-

ing to research who it is that utilizes their online presence if a brand loses costumers on becoming 

more digital and present online and what content brings likes, shares, and comments. This thesis 

will take previous literature and a newly conducted survey into account as well as a case study on 

the content posted by Terra Firma Group.  

1.2 Problematization 

 Investing in Social Media supposedly requires divestment of funds from alternative medi-

ums of advertisement. One would assume that the older generation would prefer traditional/analog 

methods, whereas the younger generation would prefer buying or selling a home through social me-

dia. The relative markets, target consumers, and real estate agents that constitute the dichotomy be-

tween social media and real estate in the Los Angeles area, therefore, evidently warrant further re-

search, both with regards to whom the major players are as well as the interplay between respective 

agents. It would be interesting to research who responds to the real estate market on social media 

and what makes them do so. The overall problem-statement/research question and three subques-

tions are, therefore:  

Which strategies should agents in the real estate market apply to optimize their market competitive-

ness? 

• Does investing in social media highlight a shift in the target audience from an older target audi-

ence to one that is younger? 

• Is there a hierarchal correlation between property cost and investment in social media? 
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• Which parameters have a significant influence on the consumer's interest in social media con-

tent? 

1.3 Delimitations 

 The dissertation intends to research factors that may have an impact on consumer behavior 

on social media platforms when interacting with real estate. Therefore, it is confined exclusively to 

the real estate market. Furthermore, the dissertation will focus only on consumer behavior within 

the Los Angeles Area real estate market and their presence on social media platforms, but the thesis 

will use information about social media from other markets and areas. There will be a focus on the 

importance of social media in the given market, and the consumer's presence on different platforms. 

The research aim is to understand who interacts with the different social media platforms and what 

makes them do so.  

 The social media platforms that the dissertation will focus on are Facebook and Instagram, 

as these have Insights build into the app, which is a data collection tool, and as they have consumer 

response in the form of likes, comments, and shares. These posts will be the primary data analyzing 

point instead of researching the consumer, as measuring the interaction score can be done through 

the platforms. The platforms chosen also has base in them being the two most prominent social me-

dia platforms and the two being available through Terra Firma Group. Twitter, Linkedin, Blogs, and 

YouTube were on these premises; therefore, not chosen and the scope of the study will only be 

Facebook and Instagram.   

 The decomposed intention when dealing with social media interaction in the real estate mar-

ket is the subject of the analysis. It is this intention that is to be measured and explained; therefore, 

this dissertation does not deal with the actual behavior of the consumer. It is only the intention of 

interacting with the real estate market in Los Angeles on social media, whether it is buying or sell-

ing a home or taking an interest in the content posted on the different platforms. The scope means 

that the dissertation cannot be immediately generalized concerning social media use in other indus-

tries or geographic locations.  

  Page !  of !11 90



The Effects of Social Media on the  Real Estate market in Los Angeles, California   24311

 This dissertation's immediate data has been collected from social media platforms owned by 

Terra Firma Group by Keller Williams, meaning that apart from data found through interviews and 

research, the aim to describe the overall consumer market's behavior derives from tests on a single 

real estate group's social media platforms. The data was collected during an internship at Terra Fir-

ma Group that the researcher had. By having been a previous employee, this dissertation can appear 

biased to the reader.  

 This dissertation will contribute to existing knowledge and attempt to expand the research 

within social media in the real estate market. As social media has become the most common way of 

communication (NAR, 2017), knowing how to use it within the given industry is a must. Therefore, 

this research was created to develop knowledge further within the real estate market in Los Angeles.  

1.4 Research Outline 

 The dissertation has been constructed based on structural quality criteria, such as the 

criteria on coherency and consistency, meaning that the criteria make sure that the assignment is 

logically put together (Justesen & Mik-Meyer, 2010 p. 38-39). 

 This study is based on the problem statement that is created to enlighten the implica-

tions in the real estate market through social media, based on the Heuristic-Systematic processing of 

persuasion, technology acceptance model (TAM) by Dahl (2015), theory on Value Creation and 

previous literature on the real estate market and social media. The first part of the thesis is the 

methodological perspective chosen prior to the research studies. The vital theoretical platforms and 

actors used in the thesis are presented, which leads to an introduction and discussion of the 

strengths and weaknesses of the theoretical framework, which is part of the literature review. As the 

concepts of social media and strategy have been widely discussed, with no clear borders, this thesis 

will focus on the perspective given by Dahl (2015) to maintain a comprehensive paper as this theo-

ry has base in both social groups and technological use.  

 The conceptual framework has been chosen based on the survey and interviews con-

ducted, as this is the baseline for further analysis. This outline will establish consistency in the dis-

sertation, ensuring that all concepts, methods, and theories are uniformly applied to the problem 
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statement. The data analysis will assess the descriptive statistics of the social media outcomes and 

the findings relating to the problem statement. The discussion will confirm or disprove the problem 

statements by discussing their relation to previous research and data collected. Lastly, a conclusion 

answering both problem statements and research questions is conducted.  

Model 1 : Structural form of the thesis 

2. Method 
 Based on the research problem and purpose of the study, that was previously dis-

cussed, this chapter will provide an adequate justification for the motivation behind the methods 

and research designs chosen to describe the project in depth. The primary methodological approach 

has been on theoretical reflection on consumer patterns and case studies. 

 When conducting research, methodology is an essential prerequisite that is best under-

stood through enquiring paradigms. The researcher must admit what pragmatic orientation is used 

to meet the specific requirements to adequately argue for the study's research problem and the 

choice of perspective.  

 This thesis will substantiate both the quantitative and qualitative approach and provide 

motivation behind the choice of data collection and sampling methods, and address how the primary 

and secondary data was collected. The choice of approach is motivated as the problem statement 
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calls for both investigative research and for enumerating the problem. Both approaches will be 

based on Alvesson and Skoldberg's (2018) Reflexive Methodology, where the researcher under-

stands the phenomenon based on conscientiously interpretation and reflection on the data outcome. 

The methodology was created for the qualitative approach, but this thesis considers the approaches 

as an interactive continuum instead of a dichotomy, meaning that both approaches are to some de-

gree present in every research study (Newman & Benz, 2008). To conclude the chapter, a discussion 

on methodological limitations and transferability of findings will be conducted. 

2.1 Scientific Theory 

 When conducting research, understanding the underlying philosophy behind it is es-

sential as it provides awareness on the philosophical stand that the paper takes, while also influenc-

ing the informed decisions that will be adopted.  

 In the last 30 years (Marsden and Littler 1998), paradigms have been seen as some-

thing “that guides disciplined inquiry” (Guba 1990, p.18) in consumer research. Denzin and Lincoln 

(2013) stated that a paradigm is “...a set of basic beliefs (or metaphysics) that deals with ultimates 

or first principles” (p.200). They argue that it is a defining worldview that the individual finds 

themselves within. The definition of paradigm that this paper will use is that constructed by Denzin 

and Lincoln (2005, p.22), which describes the paradigm as a “net that contains the researcher’s 

epistemological, ontological, and methodological premises.” 

2.1.1 Ontology  
 Ontology is the research view of reality and what the reality is. It is the study of what 

exists and how it exists. When looking at ontology through the pragmatic research paradigm - that 

focuses on the consequences of the research problem - there are multiple existential realities (Juste-

sen & Mik-Meyer 2010: 14). The multiple existential realities mean that what is being investigated 

is external to the investigator, which consequently means that the full reality cannot be revealed. 

Whatever the investigator experiences are what is considered real, and therefore elements of the in-

vestigation will be influenced by how the investigator perceives reality. Ontology is ideographic 

since it usually takes base in micro-level actions that are unique. With the pragmatic paradigm tak-
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ing prior experience into account while analyzing the effect of these experiences, the contemporary 

actions that elucidate the consequences that it will have for the future will be shown. The pragmatic 

ontology, therefore, allows a plausible solution to the research question while seeing it realistically. 

2.1.2 Epistemology 
 Epistemology constitutes that both phenomena observed and the observer's opinions 

are acceptable knowledge if they provide relevant data to the study. The knowledge drawn from the 

phenomena has a basis in both the reality the observer experiences and a self-constructed reality 

(Onwuegbuzie et al. 2009). 

 Data is interpreted with the observer's subjective opinion on practically applied re-

search, when it comes to data of qualitative nature, with different perspectives leading to the final 

data outcome (Saunders et al., 2012). The prominent beliefs of the thesis are formed by the observer 

and interviewer's subjective opinion as the researcher interprets the results, which ultimately affects 

the results. As this thesis generalizes the phenomena, it follows the method processing, making the 

subjectivism acceptable. 

 As epistemology accepts both observable phenomena and subjective opinions, the 

recognition is assumed as a passive process of observation or at least as a distanced reflection 

process. The paradigm's focus on the active human being is a result of the applied research of the 

learning process as cognition. There, therefore, might not be a direct correlation between the theory 

used and the phenomena, as the research is primarily aimed towards specific areas of application.   

2.1.3 Axiology 
 An essential aspect of a research paper is the research approach, which by Greener 

(2008) is differentiated between an inductive and deductive approach. Axiology is the researcher's 

view on the values within the study (Saunders et al., 2012), meaning how the researcher interprets 

the values in regards to the result. The axiological approach is both objective and subjective, with 

two approaches; the inductive and the deductive approach. The two approaches differ in the rela-

tionship between value concept and value actions.  
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 Greener (2008) argues that the inductive approach is generating a theory based on the 

research study. The inductive approach is based on pattern-valid actions that define objectives, 

which characterizes their value concept. It concludes that values are discovered. The deductive ap-

proach tests hypotheses based on already established theoretical framework by defining the value 

concept and formalizing them, which leads to action strategies. It concludes that values are created 

(Saunders et al., 2012). 

 The pragmatic paradigm takes in both approaches, making both qualitative conjec-

tures. This thesis will take base in the inductive approach as the value will be discovered instead of 

created. The value outcome of this thesis comes from the already created value. This method en-

ables the researcher to focus on the problem statement instead chosen methods, as it lets the re-

searcher understand and approach the problem based on the consequences of the real world 

(Creswell 2009). Onwuegbuzie et al. (2009) state that qualitative and quantitative are compatible, 

which breaks the way for a pluralistic approach, making it possible to gain knowledge through oth-

erwise dualistic approaches. By allowing the research studies purposes to be met, the ontological 

approach which beliefs grounds, in reality, being of different layers, and the philosophical basis for 

mixed methods enables pragmatism (Creswell 2009). 

2.2 Case Study Research 

The adopted qualitative research method chosen for this thesis is the case study. According to Yin 

(2003), a case study is the investigation of a contemporary phenomenon through empirical inquiry 

and its real-life context (Yin, 2003 p.13). The motivation behind the case study was that the sample 

size was small and the case being studied is “a contemporary phenomenon within its real-life con-

text, especially when the boundaries between a phenomenon and context are not clear and the re-

searcher has little control over the phenomenon and context” (Yin, 2003 p. 13). By using the case 

study research method, cohesion is brought to the study and creates consistency in the design com-

ponents. Logic will be found behind every part of the research process in conformity with the char-

acteristics and the research premises (Yin, 2003).  
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 In this thesis, the adopted design is of a single embedded case study, meaning that the re-

searcher uses a single case, but multiple units of analysis (Yin, 2003). To truly understand what the 

case study method is, the concept of a case needs to be understood. As described by Saunders et al. 

(2007, p.140), a case is an individual, group, or class; it can be a single case, for example, one com-

pany, or multiple cases, for example, several companies.  It is the researcher’s decision to either go 

for a single case or multiple cases, depending on the subject being studied.  

 For this research, the case study is used to test whether or not the scientific theories used 

would actually work in the real world. With a thesis about social media, it would be challenging to 

figure out the actual data outcome if not possible to test the theories online. The simulation created 

based on theory might not be realistic when used in the real world. 

 A case study is meant to diagnose and treat an outcome, where the researcher often com-

bines several methodologies so the researcher can get an in-depth understanding of the study. The 

case study method opens up for investigations into other types of research methods and therefore 

lets the researcher be more open within the study (qualitative study/inductive research). 

 Studying a specific group of people is called the idiographic approach, where the researcher 

either observe the individual or specific group or reconstruct their case history. This allows the re-

searcher to investigate the chosen study in much greater detail than focusing on a nomothetic ap-

proach where a broader set of individuals are studied in order to find the ‘average’. The case study 

opens up for the use of several methods that can then be combined to a single conclusion.  

The idiographic approach has two different methodological approaches; the intrinsic approach and 

the instrumental approach.  

 This thesis will be studying two types of cases within one another; the organization Terra 

Firma Group by Keller Williams’ social media platforms and how the real estate world can be seen 

through their platforms. Los Angeles is the location for the study as the focus only will be on the 

Real Estate market in Los Angeles. The study will also be both narrow and descriptive as it collects 

and focuses on both qualitative and quantitative data within a specific area.  

 Using the case study can lead to unique features that had not been discovered before or the 

discovery of new theory. As stated by Searle (1999), a case study can highlight behavior in Social 
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Media that can lead to new and stimulating research. When discovering newfound highlights, estab-

lished theories might be contradicted, which could lead to new theories all together or lead to new 

research areas. A case study gives insight into phenomena that prior was not possible, it might have 

been inaccessible as the researcher can create a theory, but it might not work in practice. 

 The limitations of the case study lie in the uniqueness of each set of data that cannot be 

replicated, and especially with a still-growing market such as social media, replication will not be 

possible as habits and platforms change rather frequently. The reliability of the case study can, 

therefore, be questioned. A researcher’s subjectivity might affect the case as the researcher has the 

role of the interpreter, especially since the researcher was part of the company through an internship 

in relation to the Master Thesis program. The objectivity of the researcher can, therefore, be seen as 

skewed. Past experiences cannot always be entirely constructed or may not have been correctly 

documented, so the prior understanding of the case may be untrue or forgotten. 

2.3 Data Collection Method 

 As prior stated, the pragmatic paradigm allows mixed and multiple research methods to be 

used for data collection. The dualistic approaches qualitative and quantitative data collection will be 

used to collect the empirical material. The validity of the empirical material was ensured during the 

collection to support the claims in this thesis.  

 By assuming that any sentence can be reduced to numbers and logic, the quantitative 

method can be used to analyze qualitative data logically (Flyvbjerg, 2006). Quantitative data is usu-

ally explained as numbers, whereas qualitative data is perceived as words and pictures. Theoretical-

ly, all data can be viewed as qualitative as quantitative data can be qualitatively analyzed (and usu-

ally is). For data to be quantifiable, it must be identified and understood. This thesis leads to eluci-

date, identify, and understand the data through the quantitative approach. This is done through a 

case study, where content from Terra Firma Group will be collected for further analysis. The data 

will be collected from the social media platforms Facebook and Instagram. Both platforms have a 

data collection tool built-in called Insight that shows gender, age, and content data. A survey will be 

conducted based on the analytic-synthetic method, dividing the main research question up into sub-
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questions, the answers to which is summed up into the answer to the main question, allowing a con-

clusion to be drawn based on previously stated premises that in this case are the research purpose 

and questions (Cellucci, 2013). The research questions are considered theoretical concepts in this 

thesis, and they will, through the survey, become operational concepts that can be empirically inves-

tigated. The research questions, or the prime premises, are broken down into survey questions, to 

create operational concepts that are quantitatively researchable. The interviews conducted will be 

used for truth effects in contemporary times, and as a form of answer sheet to validate the answers 

from the survey (Appendix 2). The interviews will be conducted based on the individuals' knowl-

edge and experience on social media and the real estate market in Los Angeles, where their beliefs 

will be interpreted. As the researcher's intuition and conjectures are actively involved in the inter-

pretation and method, based on the pragmatic approach, the problem-solution reached will be valid. 

The validation of the quantitative study is validated pragmatically.  

 The data collected will be used pragmatically, aiming to solve the problem statement. The 

data will be analyzed from both a realistic and constructivist perspective. The mixed method of both 

the realistic/constructivist perspective and the subtend qualitative/quantitative approach was chosen 

to give the thesis a more "complete and synergistic utilization of data" (Wisdom & Creswell, 2013) 

as it provides greater methodological flexibility. By utilizing the qualitative data in order to aug-

ment a quantitative outcome, it enriches the analysis (Wisdom & Creswell, 2013). With realism be-

lieving the reality is apprehensible and constructivism believing it is generated, they appear dualis-

tic, but with phenomena being understood as different processes, it goes beyond the approaches as 

both are ways of constructing data. The mixed-methods can help triangulate the data outcome and 

make a qualitative interview become quantitative. In this study, the most significant motivational 

factor behind mixed methods is based on the cognitive interviews that the survey is based upon. The 

purpose of the data collection method is to elucidate the theoretical contexts that are based on the 

social norms, to draw the consumer behaviors perception and use of Facebook and Instagram in real 

estate. Through this, strategic market implications can be solved. 
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2.4 Data 

 Both primary and secondary data has been used to answer the problem statement of 

this dissertation. In the following section, the considerations taken related to the empirical data col-

lected will be reviewed. Subsequently, the secondary data will also be critically examined and eval-

uated based on the pragmatism of the scientific-theoretical perspective. With Social Media being 

multifaceted, comparison of definitions and experiences brings out different concept perspectives.  

2.4.1 Primary Data 

 This dissertation works with five different types of primary data: interviews, expert 

interviews, a survey, content analysis, and experimental data.  

• Interviews: The interviews were conducted from a semi-structured outline as it gives rise to 

deviations from the structural frameworks (Justsen & Mik-Meyer 2010). The method is based 

on the phenomenological approach that seeks to gain inside into the individual interviewee’s 

world. 

• Expert interview: the expert interview was conducted through a semi-structured interview 

guide with Partner Tom Struckhoff from Terra Firma Group. The purpose of the expert inter-

view is to gain insight into the Real Estate market and consumer trends. Tom Struckhoff has 

five years of experience in the real estate world and has accumulated considerable knowledge 

about social media and real estate purchasing behavior and trends. With Tom Struckhoff’s insti-

tutional knowledge and work experience, he cannot be considered independent or objective. 

• Survey: The survey questions were created prior to the study and the collection of the experi-

mental data with a basis in clear research design, making it possible for other researches to draw 

data from the controllable descriptions and analysis coming from the survey (Justesen & Mik-

Meyer, 2010 p. 42-44). The method has a basis in the realistic paradigm approach in data collec-

tion and analysis. 
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• Experimental data: this method involves manipulating one variable to determine if this 

changes the outcome of another variable. By testing the different variables on the Social Media 

platforms, different outcomes will occur, and conclusive data will be provided. Terra Firma 

Group has provided its website, Instagram, and Facebook platforms, together with their Face-

book Business Manager and Instagram Insight profiles. The different variables change wherein 

posted content, time of posting, amount of posting, and type of posting, where posts would be 

compared based on amounts of likes, gaining of followers, and reach.  

• Content Analysis: The study employs content analysis of recent social media posts by Terra 

Firma Group. Content analysis is an essential quantitative technique that can be considered sys-

tematically understanding of characteristics of messages and content (Berelson 1952, Holsti 

1969). 

 The qualitative data is interpreted by the researcher, bringing the subjective opinion of 

the researcher into the outcome (Saunders et al., 2012). The interpretation by the researcher will ul-

timately affect the results, but since this thesis generalizes the phenomena presented in this thesis, 

the method processing is being followed, and the subjectivism is therefore acceptable. To prevent 

further subjectivism, the experimental data is added since the quantitative data will either support or 

disregard the qualitative data collected.   

2.4.2 Secondary Data 
         The secondary data is the material that has been prepared and established indepen-

dently of this thesis. The material includes reports, books, websites, articles, and databases. Some of 

the data has been found by tracing through real estate websites. Some of the websites have been di-

rected from either a Facebook or an Instagram post, making this data secondary data too. The sec-

ondary data has been used to disprove or approve the knowledge gained from the primary sources.  

 The data will be looked at with both a constructivist and realistic perspective. By ana-

lyzing the secondary data in a constructivist way, it will create new and compelling knowledge 

(Justesen & Mik-Meyer, 2010 p. 133-134). Looking at it from the practical method, the data will be 
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viewed as source material, giving the researcher insights that relate to themselves, regarding the 

world, but is independent of research (Justesen & Mik-Meyer, 2010 p. 130- 131).  

   The secondary data in this thesis has been assessed with general quality criteria. The 

secondary data is therefore chosen based on validity, making sure the data meets the reliability cri-

terion. 

2.5 Methodological limitations 

 Social media is still a relatively new domain, and all of the platforms are continuously 

evolving, limiting the methods that are specific for social media. With the progression of social me-

dia, previous surveys, interviews, or questionnaires cannot be considered valuable knowledge on 

other aspects than creating a progression timeline, as they will no longer be up to date. Another im-

portant aspect is that Social Media Marketing strategies have not been allowed to measure their 

success adequately. Most studies regarding social media are guides instead of research. 

3. Platforms and Actors   
 To limit the social media and real estate market down, two platforms are being ana-

lyzed based on one Los Angeles real estate company’s platforms. The company, Terra Firma Group, 

has been chosen based on the accessibility of the platforms. The platforms Facebook and Instagram 

have been chosen as they are currently the biggest social media platforms (Clement, 2019), with 

Facebook leading with 2.7 billion users and Instagram having 1 billion users (Constine, 2019). This 

study, therefore, uses Terra Firma Group Facebook page in line with Kim et al. (2010) and Terra 

Firma Group Instagram profile in line with Araujo et al. (2015) as the primary corporate social me-

dia content platforms to examine. 

3.1 Social Media  

 The history and current statistics of the two platforms will be presented in this section. 

The understanding of what the platforms are about will also be explained.  
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3.1.1 Facebook 

 Facebook launched in 2004 by Mark Zuckerburg and currently has 2.7 billion monthly 

active users (Constine, 2019) and 2.1 billion daily visitors that each spends, on average, 58.5 min-

utes a day on the platform (Mohsin, 2019). Facebook's mission was "to give people the power to 

share and make the world more open and connected" (Coren, 2017), but changed it in 2017 to "give 

people the power to build community and bring the world closer together" (Coren, 2017). Facebook 

has become the most visited site, overtaking Google (Hitwise, 2010). Facebook is a social network 

that provides information about its users to one another through a Facebook page. Every user has a 

profile with a profile picture, cover photo, and the possibility of letting people see details about past 

and present life, and for businesses an 'about' section where they can provide their mission and vi-

sion statements. These 'about' sections are parts of the businesses Search Engine Optimization 

(SEO) and can, therefore, help the company increase their online exposure - it defines where the 

brand will place within search engines. For businesses, Facebook can be used for promotions, news, 

interaction, and to create brand awareness. As users can choose to follow a business page, the brand 

can create a fan base that may be likely to like, comment, or share the information posted by the 

brand. A Facebook page is considered the face of a brand. 

 Facebook has many marketing tools - it allows the business to create posts and content 

that will be directly available to people following the brand or advertise it by buying a sponsored 

ad. The business page can directly target their wanted audience and reach the desired demographic. 

The different posts created can be connected to landing pages, call to action buttons, or linked di-

rectly to Facebook Messenger that is Facebook's direct messaging place. It is easy to find Facebook 

pages through searches on either Google or Facebook itself. For brands, creating a Facebook can 

help their followers or people interested in the brand feel part of a community where people share a 

mutual interest - the brand. 

 Whenever there is a happening on either a post or something the user follows, Face-

book will send out a notification, making communication swift and convenient. The engagement on 

the posted content can be tracked and measured through the backside of Facebook - Facebook 

Business Manager. Through this page, Facebook gives insights that can help analyze the value of 

the interactions and the growth of the page. Through advertising on Facebook, businesses can build 

and maintain relationships with current or prospective customers.  
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 Out of the 2.7 billion users, 96% of the users choose to access Facebook from their 

mobile devices, leaving only 4% of their daily users as desktop users (Clement, 2019). With more 

than 70 languages available on the site, it has established itself as the primary and dominant social 

media platform. In 2018, Facebook was the undefeated leader in social media platforms, reaching 

60,6% of internet users monthly (Mohsin, 2019). With more than 80 million small businesses hav-

ing a Facebook page, it has become one of the most powerful marketing tools (Mohsin, 2019). 

Facebook introduced Facebook Business Manager in April 2011, which allowed marketers and cre-

ative agencies, as well as the business itself, to build brand promotions. As described by Facebook, 

its primary use is to establish and maintain relationships in personal, work-related, and political re-

lations (Stelzner, 2013).  

With 7 out of 10 (69%) of adults in the united states claiming to use Facebook (Gramlich, 2019), it 

is still a Social Media platform mostly dominated by young adults under the age of 35 (Clement, 

2019). Facebook is not only the biggest platform for users; 86% of United States marketers claim to 

be using Facebook for their marketing campaigns (eMarketer, 2018). 

3.1.2 Instagram 

 Instagram was launched in October 2010 by Kevin Systrom and Mike Krieger and 

currently has 1 billion active users (Cutler, 2012), with more than 500 million active daily users that 

each spends on average, 53 minutes per day (Mohsin, 2019). It was purchased by Facebook $1 bil-

lion on April 9, 2012 (Rusli, 2012).  

 Instagram is a photo-sharing app where individuals and businesses can upload high-

quality photos or videos for other people to like, view, and comment on. It is also a social network-

ing app as it allows users to send each other direct messages through the app. The users choose 

whom they want to see content from by following the desired individuals or businesses. When post-

ing an image or video to their feed (which is their main profile), the user is allowed to create a cap-

tion that describes the photo or tells a story the user would like out, hashtag the photo so more users 

can find the photo and geo-tag the photo so people can find the photo based on location or see 

where the users have been. Instagram users can choose to have a private or public account, depend-

ing on them wanting other people being able to see their photos or only people that they have se-

lected. 
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 Businesses can promote and sponsor content through the app — the promotions and 

sponsoring means that the business can buy exposure. The purchase can be made through the app 

itself or by paying a so-called 'influencer' to promote their service or product. An influencer is an 

individual that monetizes Instagram and influences its followers (Influencer Marketing Hub, 2019). 

 When Instagram introduced 'stories', they made it possible for people to upload photos 

or videos that would not be a permanent feature on their feed, but small pop-ups that would disap-

pear after 24 hours. Stories made it possible for businesses to upload real-time happenings or pro-

motions that could be viewed in real-time. 

 Instagram has created an Insight page that lets influencers, creators, entrepreneurs, 

and businesses access information about their posts that regular profiles cannot access. The busi-

nesses can, through Insight, see the reach of their posts and view their highest ranking posts, as well 

as metrics such as time and day that is favorable for the company to post. This tool is highly effi-

cient for businesses that want to expand their social media outreach (Wright, 2018). Most marketing 

companies and departments use other apps and websites to get more measurement tools than what 

Instagram provides. Compared to other big Social Media sites, Instagram Insights are by far the 

hardest to gain insights from.  

 Instagram is mainly a mobile device, with more than 99% of the users choosing to ac-

cess the app through their mobile devices. Instagram has become the second-largest social media 

platform by reaching 37.4% of internet users monthly. It has been estimated that around 71% of 

United States businesses have an Instagram profile, with about 70% of the hashtags being branded 

(Mohsin, 2019). Even though Instagram's data on age, gender, and content is hard to measure 

through the app itself, most businesses still see it as an essential marketing tool because of the en-

gagement. As stated by Mohsin (2019), 71% of the monthly active users are under the age of 35, 

compared to 37% of the U.S. population (Clement, 2019). Even though 86% of United States mar-

keters claim to use Facebook, Instagram's business engagement rose by 29% between October 2017 

and May 2018 (Mohsin, 2019), making it generate four times more interactions compared to Face-

book.  
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 A recent study by Mention (2018) found that 83% of the users on Instagram state that 

they discover new brands through the app, with 50% of the users following at least one business 

profile (Mohsin, 2019). Facebook (2019) states that 80% of Instagrammers claim to decide whether 

to buy a product or not based on Influencers marketing it or discovering the brand on the app 

(Mohsin, 2019). 

3.2 Real Estate Market In Los Angeles 

 To fully understand the study of this paper, an introduction to the Real Estate market and 

how it is conducted in Los Angeles will be provided. 

    In order to legally practice Real Estate in Los Angeles, the agent needs to be licensed and become 

part of the National Association of Realtors, which sets a code of ethics the agent has to abide by 

(NAR, 2020). The licensing accounts for both representation or any real estate transaction. Within 

real estate, there are two licenses: agent and broker. Only agents and brokers with an active license 

may practice real estate in Los Angeles. A broker is when an agent decides to either want to work 

for themselves or be in charge of a team and therefor upgrades their license through classes. There 

must be at least one active broker within the firm, or the firm has to work under a brokerage. Even 

though agents are required to work under a broker, they are classified as independent contractors, 

meaning they get paid by commissions and not a monthly salary.  

    The agent's commission depends on three different factors: the seller's agreement, the agreement 

between the seller's agent and buyer's agent, and the agreement with the company. The most com-

mon commission (as it is the automatic commission if there is no negotiation) between agent and 

seller is 6% in Los Angeles (Upnest, 2018). In a competitive market, with a seller that is aware of 

negotiation is possible, the commission can, at times, be as low as 2%. The seller's agent and buy-

er's agent then split the 6% commission. This split can also vary based on competitiveness, but the 

most common is a 50-50 split. If the split does not result in 50-50, it is most common for the buyer's 

agent to take home a larger share. If the agent has chosen not to be a broker, the agent would also 

have to split with the broker they are working with/for. Commonly, the agent receives the largest 

share of this split. The average home buyer in 2017 in the Los Angeles area was a 42-year-old white 

male that had an income of $80K+ (NAR, 2019).  
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    When selling a home, the real estate agent acts as a marketer, advisor, and negotiator. When act-

ing as a buyer's agent, the real estate agent searches for properties in line with their client's wishes, 

negotiates, and at times inspects properties.  

3.2.1 Terra Firma group 

 Terra Firma Group at Keller Williams is a start-up real estate company established in 

2016 by agents Tom Struckhoff and Derek Andrews, who wanted a technology-focused agency. 

Keller Williams homes the agency - a broker’s firm that in 2017 had most agents employed, and 

most homes sold in the United States (Solomont, 2018). Terra Firma Group chose Keller Williams 

for their technological purchases and broad portfolio.  

 The firm focuses on the technological side of real estate and is on top of the technolo-

gy available. The company uses e-mail blasts and Chime, which is a platform holding leads, data, 

and control their website. The different types of real estate platforms that manage blasts and adver-

tisements could be an interesting study as well. With several different types of real estate, Terra 

Firma Group has chosen to focus on Luxury real estate, residential real estate, commercial real es-

tate, and probate.  

 As Terra Firma Group wanted to change its brand, it was an excellent opportunity to 

focus on social media and research why, who, and when consumers use social media and technolo-

gy.   

 
3.3 Real Estate Market and Social Media 

 Looking at social media statistics in the real estate market, only 26% of Realtors have their 

own website, with 42% have a website that their firm provided them with, by adding those numbers 

it shows that 32% are losing out on organic web traffic that could lead to a sale (Smart Insights, 

2018). If a Realtor with a given website leaves their company, they lose their leads and their traffic 

too. Loosing their online presence should be an incentive for realtors to create their own website 

outside of their company so that they can drive more revenue through the use of the internet.   
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Figure 3: Time realtors have had a website (NAR, 2017) 

  

 The statistics also show that 66% of new home buyers are millennials (Riggs, A., 2017), and 

with 76.8 million millennials on Social Media in the US, it is a market worth capitalizing (Dopson, 

2018). With 99% of the millennials looking at homes online before contacting a third party, having 

an online presence and an excellent SEO could lead the realtors to generate more leads (NAR, 

2017). A millennial is considered as someone born between 1981-1996, making them 23-38 years 

old (which will also be stated later again) (Serafino, 2018). Stated by Business Insider: “Facebook 

is the most used social network among US millennials, with 58.5 million of them expected to use 

the platform this year. That figure is still growing, albeit slowly. Instagram ranks second with 43.3 

million.” (eMarketer, 2018) The growing use of social media means that there is a large market out 

there arguably may be drowning out the market for real estate agents as we traditionally know them. 

It is an increasing potential for P2P purchases, and by looking at other industries where digitization 

has become a prominent, central player that used to be pivotal is losing their influence, albeit very 

slowly (i.e., banks in finance). The real estate agents should capitalize on the missing realtors on the 

platforms, gain a following, and become a prominent part of the online presence.  

 Facebook’s Business Manager can analyze a post, helping the creator with better targeting 

and gain leads through that. An agent can use Facebook Business Manager to target specific posts to 

specific people within a particular area. The demographic targeting is invaluable and only possible 

through platforms.  
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 Instagram stands out from other platforms as the user receives instant feedback from their 

content posted. Through hashtags, captions, tags, and geotags, the realtor will become part of the 

currently fastest growing platform where only a mere 28% of Realtors are on (AdEspresso, 2018). 

The followers will quickly determine which styles, photos, and times that resonate with them by 

giving real-time likes and comments. With only 28% of realtors on Instagram, this is a huge market 

opportunity and competitive advantage for any realtor. By grasping the market before the rest, there 

is a baseline for a large following - if done correctly.  

There is a gender split when it comes to realtors and their social media use. A whopping 74% of 

women compared to only 66% of male realtors considered themselves as being active on social me-

dia. Of the realtors on social media, only 26% are incredibly comfortable (AdEspresso, 2018) using 

social media for business. As stated by AdEspresso, 2018, the more the realtors use social media, 

the more comfortable they will be using it. A small percentage of only 7% of realtors did not have 

any social media profiles at all (AdEspresso, 2018).  

4. Literature review 

 Since the financial crack in 2008, when the real estate market went on a rapid decline, the 

market has fully recovered, with some speculators fearing that another crack is about to happen 

(Lerner, 2018). During this recovery, new tools and means of expansion happened in the real estate 

world: social media. Real estate expert Robert J. Pliska (2012) stated that interaction on social me-

dia is a means of necessity for successful professionals by using a Wayne Gretzky quote: “A good 

player plays where the puck is. A great player plays where the puck is going to be” (48). That say-

ing accounts for any business, but according to Pliska, social media is “where the puck is going to 

be” - and he was right.   

 This section of the thesis intends to review and discuss previous research literature, theories, 

and models related to general consumer behavior and technological acceptance behavior. The first 

theory chosen is that of Value Creation. This theory was chosen based on the problem statement as 

the consumer must receive some sort of value when choosing to use social media over analog 

methods. The Value Creation theory will hopefully bring out the motivation behind the consumer’s 
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choices and help enlighten the problem statement. There next, the Heuristic-Systematic Model of 

Persuasion will be presented. This model was chosen as the underlying reasoning behind the con-

sumer’s choices can be enlightened, and the value that was previously considered will be brought 

out. The service industry, of which the real estate market is a part of, is heavily based on persuasion 

as well. The real estate industry even has six principles of persuasion (Charlesworth, 2018) that they 

follow. It, therefore, not only helps bring out the reasoning behind the consumer considering a 

product or brand but also follows the problem statement of which strategies the real estate agents 

should consider to optimize their competitiveness in the industry. The model will also be discussed 

in regards to the real estate market to further the understanding behind the motivation of the model 

and dig deeper into the research questions. A quick discussion of the latest research literature on so-

cial media and the different generations will be discussed. Lastly, the Technology Acceptance Mod-

el (TAM) is presented. TAM will, through the previous literature and models, give insights into why 

the different individuals choose to engage with technology and social media or why they might not, 

furthering the research purpose. All models, theories, and literature selected has been considered not 

only based on the problem statement but also based on methodology. The theories all show possibil-

ities of being interpreted and processed through mixed methods.  

4.1 Value Creation  

 Value as a concept is often seen as the exchange of goods, that value-creating practices can 

identify. Douglas and Isherwood (1996) argue that ‘language of goods’ can only work when it can 

“circulate as a marker for particular sets of social roles” (p. 22) that gives objects value and can be 

considered as a means of communication. Symbols and information can be drawn from social struc-

ture and division expressed through consumer goods, as it through a non-verbally medium are being 

articulated value and meaning is given through what the individual invests in it and through the 

human creativity. According to Douglas and Isherwood (1996) ; “consumption is the very arena in 

which culture is fought over and licked into shape” (p. 37), which translates to consumption being 

the language used to create values in which society is based on. 

 There lies a significant difference between the terms value and values (Sánchez- Fernández 

& Iniesta-Bonillo 2007) as value spans from social constructs that have base in traded objects, also 

known as value-based on economic (Helgesson & Kjellberg 2007). Sánchez- Fernández & Iniesta-
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Bonillo (2007) describe the transaction as a “trade-off between benefits and sacrifices,” which 

means that the utility of the object has to be more than the disutility. The economic attributes that 

are given to the product have to be of greater cost monetarily. Malinowski (1992) supports this ar-

gument by stating that rational decision making universally has base in the effort versus the benefit 

of the value. When seen as a commodity, value is limited to financial matters, where the scope 

should be widened (Helgesson & Kjellberg 2007). 

 With socially and culturally constructing value, symbols and relatedness are created on 

shared beliefs, which does not have base in reality. Commodities are through exchange made into 

value, that has base in the social and cultural standards and is therefore socially constructed. Bour-

dieu (1984) supports this argument by stating that the habitus is a construction of habits, skills, and 

dispositions, which it has been given through life experiences and social norms. The habitus can, 

through ‘feeling’ social situations, navigate the social environments. Values are, in a sense, inter-

changeable as it has no real coherence, as the value depends on the social capital, geographical lo-

cation, and status. Value can and is, at times, treated as co-creation between consumer and provider, 

which is all-encompassing without any clear distinction. 

 Value can be seen as both tangible and intangible; the tangible value can be measured where 

intangible value is more difficult to measure. In a real estate setting, the tangible value can be seen 

as the home. The intangible is the ‘home’. The home is emotional, whereas the home is physical. 

According to Postrel (2003), the individual is beginning to place more and more importance in the 

aesthetics of things, things that are more intangible as they are created through personal and cultural 

context, even if it has base in a universal reaction. The value given to an object by one individual is 

different compared to what other individuals will give it. 

 Value has according to Boztepe’s (2007) framework four different ways of being considered. 

Here the service or product will be called object:  

• Value in exchange: this exchange is within the economic paradigm, and means that value is 

given to the object at the point of product exchange. It is when trading one form of value (usual-

ly monetary) with another form of value. The willingness to pay can be seen through their value 

in exchange as the value given has to be equal or greater to the value received.   
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• Value in use: this is given to the object when the consumer is using the object. It has base in the 

practical experience when the costumer chooses to interact with their object.  

• Value in experience: The emotive experience or interaction with the product and not the practi-

cal experience is why the consumer desires the object. This makes the value of the object very 

user subjective.  

• Value in sign: This refers to the prestige and social status of the object rather than the object in 

itself. As stated by Grönroos & Voima (2012) : “Value is created in the user’s accumulated expe-

riences (individual and collective/social) with resources, processes, and/or their outcomes and 

contexts accumulating from past, current, and envisioned future experiences in the customer’s 

life” (p. 138). 

According to Grönroos & Voima (2012): “the tenth foundational premise, value is always uniquely 

and phenomenologically determined by the customer (or other beneficiary)” (p. 146) with Sánchez-

Fernández & Iniesta-Bonillo (2007) arguing that: “. . . the creation of customer value must be the 

reason for the firm’s existence and certainly for its success” 

4.2 Heuristic-Systematic Model of Persuasion 

 Listed at the second most basic tiers on Maslow's Hierarchy of Needs is shelter. It is not 

only a place to stay at night; people's shelters are something they take pride in; it is their homes. 

With homes being a necessity for humanity, the real estate market can be considered quite valuable 

(McLeod, 2018). 

 Shelly Chaiken created the Heuristic-Systemic model (HSM) around 1978 as a retort to the 

Elaboration Likelihood Model (ELM) (Whaley 2009). Both models agree upon two coexisting ways 

a receiver can process persuasive messages and that there are two ways for the individual to process 

information: the cognitive way and heuristic way. HMS believes people can process information 

both ways simultaneously, unlike the ELM model. The HSM model is used to assign validity and 

reliability to a statement or perspective (Whaley, 2009). 
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 The mind processes information continuously, whether it is minor or significant messages 

the brain is receiving. The brain can choose to reject or accept the information received, and some 

may not be registered by the consumer, even if the brain has registered the information (Uleman & 

Bargh, 1989). 

 This thesis will, by utilizing the HSM model, explain how the users respond to real estate 

marketing on Facebook and Instagram. As all content posted by businesses are brands attempting to 

persuade the consumer and the real estate market has expanded to social media, the users of the dif-

ferent platforms are sought-after. The real estate market is still behind other markets (Mohsin, 2019) 

when it comes to social networking, as it primarily relies on word of mouth. 

 The heuristic systematic model of persuasion shares many similarities with the elaboration 

likelihood model as they both state that people follow two different mental paths when making a 

decision. These two paths are considered "dual-process theories", which are the processes behind 

evaluating the consumer's response to persuasive messaging (Whaley 2009). The two dual-process 

theories are:  

Model 2: Heuristic-Systematic Processing Model (Zhang, 2012) 
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• The Heuristic/Peripheral route: the preliminary observation that needs low to no considera-

tion. To peripherally focus is when the consumer focuses superficially on characteristics, instead 

of taking in the characteristics fully.  

• The Central/Systematic route: where the consumer takes in all the characteristics of the cho-

sen subject. The consumer goes through processing and evaluation that accounts for all the at-

tributes that may not be directly obvious (Gilovich et al., 2013).     

4.2.1 Heuristic Processing 

 The heuristic part of the model depends on the consumer's cognitive response to surface lev-

el cues and judgments. If the consumer does not have enough cognitive resources or are not moti-

vated enough, they can create a superficial, or heuristic, processing of the information received. 

When the consumer is in a heuristic state of mind, they will form a judgment on a few or even a 

single informational cue. By hearing, "experts can be trusted," the consumer has already conducted 

a conclusion instead of researching a persuasive argument (Dillard & Pfau, 2002 p. 198). That is, 

the cues the consumer cognitively interprets are not always persuasive but judged. 

 There are two propositions of the heuristic processing; one proposition is that the consumer 

does not investigate the information available or search for other indicators, but only uses the in-

formation that is already available to them (Whaley, 2009). The second proposition is that the con-

sumer only uses limited cognitive effort when receiving the persuasive message and only utilizes a 

minimal effort to receive the message. The consumer may not even realize the effort put into receiv-

ing was actively minimal. When the consumer reaches a conclusion based on the received informa-

tion, they are required by their heuristic mode of processing to decide with no further investigation 

or alternatives. Lastly, schemata or cognitive heuristics are simple decision rules that the heuristic 

processor employs, which are created through past life experiences. 

 The basics of heuristics are that the decision of acceptance and rejection are made on struc-

tures that generate information (Maheswaran et al., 1991 p. 319). The heuristic structures are past 

experiences acquired through persuasive situations that have presented themselves to the consumer 

and validity of the advocated position. Maheswaran et al. (1991) state that the consumer questions 

brand and product validity by processing the effect of the brand names. The brand name gives the 
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consumer a knowledge structure that creates judgmental heuristics. The brand's name can, through 

the knowledge structure, be associated with poor or good quality. The consumer would, in this case, 

rely on their heuristic judgment to make a purchasing decision. They would barely if at all, need 

cognitive effort as all the information the consumer would need would be the judgmental heuristic 

brand name (Maheswaran et al., 1991 p. 318). 

 Heuristic processing has been suggested being cues and a messages argument that both in-

volve persuasive evidence (Kruglanski & Thompson 1999. The heuristic processing can also be 

classified as "if-then" statements, i.e., if someone proclaims to be an expert, the consumer will pre-

emptively agree with the disposition (Chaiken et al., 1999 p. 121). These schemas are mostly based 

on the consumer's prior experience and social norms. The consumer will create an opinion that is 

influenced by prior experiences, and it is, therefore, an accurate predictor of the future. If the deci-

sion is more heuristic than systematic, the decision is likely based on stereotypes. Stereotypical 

judgment is an already established schema that links the decision to something already ingrained in 

the consumer. When stereotypical judgment is involved, there is a minimal or non-existent system-

atic processing of the decision (Chaiken et al., 1999 p. 120). 

 The heuristically processed judgment is not based on racism or stereotypes, but stereotypes 

are based on personal experience. Since heuristic processing is based on the individual's personal 

experience, stereotypes will become part of the knowledge structure and influence the individual. 

With heuristic processing being formulaically different from cognitive processing - the subjective 

knowledge structures of the individual - the decision making is not always based on reasoning but 

based on the individual's schema. 

 When applying heuristic to persuasive messages, there are different cues to use (Littlejohn 

et al., 2017 p. 91; Whaley 2009):   

• Communicator cues: as prior described, when an individual considers an expert's statement, 

they are more likely to believe it than believe that of the non-expert. These cues are also based 

on the liking or disliking of the communicator. The individual will be more likely to believe the 

validity of a speaker they regard positively.  
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• Contextual cues: when an individual finds themselves in certain situations, their processing 

will change based on the situation. If an individual is highly regarded by another individual, 

which is overheard by the receiver, that will affect the receiver's position. The receiver could out 

of convenience or based on the contextual situation agree with the second individual's opinion.   

• Message cues: the length of speeches and the amount of arguments used by a speaker implies 

strength by the speaker and can heuristically change the opinion of the receiver (Whaley 2009). 

If an individual takes in messages through heuristic processing built with message cues, the ex-

amination of the message and the quality of the arguments are rare. People tend to agree with 

messages that contain several arguments, are considerable in length, statistically laden (even if 

the statistics are misused and are false) or experts' opinions (Whaley 2009). 

4.2.2 The Systematic Processing  

 The dualistic part of the heuristic-systematic processing model is the systematic processing 

that is also referred to as the central processing. The individual is required to make informed deci-

sions and judgments by considering the messages sent out, retrieving elaborate information, and 

judging the information given based on the elaborations (Dillard & Pfau, 2002 p.196). Dillard & 

Pfau, (2002) state that "In a systematic mode, people scrutinize available persuasion information for 

its relevance to their task...persuasion in a systematic mode is mediated by the person's understand-

ing and cognitive elaboration of the persuasion message" (p. 197). 

 Compared to the heuristic processing, systematic processing entails analytical and thorough 

treatment of the relevant information leading to judgment. Systematic processing is more discrimi-

nating, critical, and careful than heuristic processing, making individuals prefer the later over the 

former as it is harder (Uleman & Bargh, 1989; Chaiken et al.,1999, p. 120). When using systematic 

processing, the individual trades minimal cognitive effort with maximum judgmental confidence 

(Chen et al., 1996 p. 262, Uleman & Bargh, 1989). The consumer involves themselves beyond the 

surface-level with the persuasive material as the consumer is motivated to interact with the message 

and innate judgment based on personal experience. 
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 To understand the systematic processing, a sufficiency principle is applied, which is de-

scribed by Littlejohn et al. (2017): "A balance between motivation and effort will determine in part 

which route is taken, as people want to achieve some balance between assurance and effort. When 

motivation is high, and the communicator has the knowledge and ability to evaluate the information 

carefully, he or she will be more systematic in evaluation information, even when more effort is re-

quired" (p. 90). If the individual does not include enough motivation to use systematic processing, 

the cognitive side of the model has not been fulfilled. Chen and Trope (2000) described the suffi-

ciency principle as: "For any given judgment, the sufficiency principle proposes a continuum of 

judgmental confidence, along which two critical points lie: one designating the perceivers' level of 

actual confidence, and the other designating their level of desired confidence or sufficiency thresh-

old. Perceivers will exert cognitive effort until their level of actual confidence reaches (if it can) 

their sufficiency threshold, thereby closing the gap between actual and desired levels of confidence" 

(p. 74). 

 If the individual does not receive sufficient assurance that their message processing goals 

have been obtained satisfyingly, then the heuristic cues are used in the systematic processing (Wha-

ley, 2009). As every individual is unique, it is unknown when an individual chooses to engage in 

either processing form just as the sufficiency factor cannot be assurance alone for systematic pro-

cessing.  

 Within the systematic processing, there is three known motivation, as described by Uleman 

& Bargh (1989):  

• Accuracy motivation: individuals like to be perceived as proper and right, meaning that the in-

dividual would like to act accurately or have the right attitude towards a brand or product (Ule-

man & Bargh, 1989 p. 212). The individual is motivated by a "desire to form or to defend partic-

ular attitudinal positions" (Uleman & Bargh, 1989 p. 234). 

• Individual's level of motivation: monetary and rewards drive individuals, and a decision could 

be motivated by price or personal reward (Dash et al., 2013 p. 1049).  
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• Impression motivation: this is the individual's need to be able to express their attitudes to ex-

press attitudes that are accepted by society (Uleman & Bargh, 1989 p. 234). The basis of impres-

sion motivation is figuring out if their stance is socially accepted or not by processing informa-

tion. 

4.2.3 Revision of the Heuristic-Systematic Model 

 Despite the two being dualistic and having been separately described, the two can coexist. 

As first described, the HSM model is very like the ELM model, except for the HSM model believ-

ing the two processes can exist simultaneously.  

 The term for the two coexisting is coined by Uleman & Bargh (1989) as concurrent process-

ing. The concurrent processing could be "your systematic evaluation of the professor's arguments 

could bolster your heuristic evaluation of her high credibility. Likewise, you might be persuaded by 

your systematic evaluation of arguments and the fact that other students like the professor (Little-

john et al., 2017 p.90)." 

 An important aspect of concurrent processing is attenuation, meaning that the two process-

ing modes are found to contradict one another. With the systematic processing providing judgment-

relevant information and the heuristic processing following personal opinions, the attenuation will 

show the contradicting features of the two processing modes (Maheswaran et al., 1991 p. 322). De-

pending on the individual and their social norms, either of the two processing forms may be chosen 

as the result.  

 The phenomenon of the two processing modes concurring with the received information si-

multaneously is by Mahewaran et al. (1991) described as the additivity effect (p. 322). The additivi-

ty effect is the most desired outcome as the individual's judgment will concur with the received in-

formation.  

 The heuristic-systematic model determines which processing mode the individual will judge 

based upon and how the outcome will have been created (Uleman & Bargh, 1989). 

4.2.4 Real Estate and the Heuristic-Systematic Model 

   Persuasion is arguably the most significant underlying factor in the decision 

process of buying a home. The elements influencing the buyers must be gauged by the realtor, along 
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with the level of suggestions and argumentation that will affect the sale, i.e., the cues given by the 

agent. These cues will be assessed and processed, either systematically or heuristically, by the buy-

er. 

 A link between real estate sales and the heuristic systematic processing must be made in or-

der to determine their compatibility. Through research on real estate and social media, buying and 

selling psychology, and by applying the heuristic systematic approach, this will be determined. 

 Dion and Notarantonio (2013) surveyed 74 real estate agents. A condition for participation 

was a workweek consisting of 21-30 hours and company employment of 19-24 months. The com-

munication style perceived by real estate agents was questioned, with the hypothesis that the agents 

would alter their way of communicating depending on their clients. The study concluded that com-

munication style was vital for their sales, and manipulation through communication was almost in-

evitable. The majority of the participants reported a change in communication style based on their 

client. However, the communication style, when looking at the real estate agent's performance mea-

sures, did not seem to have any significant impact. Income, communication style, and image of the 

realtor did not seem to be significantly correlated. The ELM model was used by the authors to ex-

plain the results; the consumer would apply cognitive processes if the product had high personal 

relevance to the consumer, as it motivated them to gain information on the purchase. 

 On the other hand, if the product does not have high personal relevance, the verbal and non-

verbal qualities of an agent's sales pitch will determine their initial decision. According to the ELM 

model, if the buyer perceives the purchase as high in personal relevance, the communication skills 

would not matter as the purchase would be considered based on analyzing it. This counts as a one 

route process (cognitive or peripheral). 

 Dion and Notarantonio 2013 added another aspect to their study by having real estate partic-

ipants evaluate a recorded interaction between a realtor and his client. The goal of the additional 

study was to find whether or not friendliness affected the buyer's reaction to the realtor. The results 

showed that even with precise communication skills, it would not matter if a lack of friendliness 

was detected. There was a higher transaction success with friendly agents, which is supported by 

Damiel Kahnemann (2012), who won a Nobel prize when studying the mistrust after the financial 
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crash in 2008. He argues that the more we resemble someone, the more we trust them, and if we 

like the person we are dealing with, we are willing to pay them. If the buyer could not surpass a 

lack of friendliness, the communication styles would not affect the buyer (Smith, 2002). By looking 

at the issue through the heuristic-systematic progression, there was a lack of stimulation of the pe-

ripheral route, leading to the cognitive route not being engaged. The peripheral point of interest 

starts with the greeting, as the friendliness and communication skills together form the peripheral 

impressions. Assessing price, location, and commissions are cognitive evaluation, which is sec-

ondary. The cognitive evaluation decides whether or not a transaction will be made. 

 Brandon Van Der Heide (2009) stated that visual and oral cues have more ways of interpre-

tation than online cues (p. 8). He, therefore, challenged the heuristic-systematic model of persuasion 

and the effect of computer-mediated communication. The adaptability of the model was shown to 

be easier as the computer-mediated communications were interpersonal. Social media has now al-

lowed users to communicate in a fashion close to face-to-face. Brandon Van Der Heide's 2009 stud-

ies showed that the correlation between credibility and online communication is strong as the users 

of social media use both peripheral and cognitive processes to evaluate the integrity of the speaker. 

 Chen & Trope (2000) discussed the heuristic processing motivations behind the mode of 

persuasion. They would first determine the motivational level to see if the individual would choose 

a peripheral or cognitive route. Then, the chosen motivational level predicts cognitive decisions. 

The motivational level that will influence the individual's route is based on accuracy, defense, and 

impression. "The impression sufficiency threshold refers to that point of processing at which per-

ceivers feel sufficiently confident that their judgments will satisfy their social motives. Heuristic 

processing should confer sufficient confidence in situations that elicit minimal impression motiva-

tion" (46). 

4.3 Previous literature on social media and the different generations 

 Mapping out social media ties to business profiles has in earlier studies been proved diffi-

cult. Several studies have been conducted to illustrate the ties between the profiles, but buzz mar-

keting through products promoted through social media and word of mouth made into verifiable 

data is hard to obtain (Lee et al. 2013). 
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 Pew Research conducted a study in 2010 on adults aged 50 and older (Madden, 2010) and 

their use of social media. With social media at the time becoming a more significant part of peoples 

life, the adoption of the new platforms were more prominent with users aged 18-29 at 86%. The 

study showed that only 10% of individuals between 50-64 and 5% of people 65+ used a social me-

dia platform (Madden, 2010). Even with a low user percentage, the growth was faster than for 

younger adults. Between 2008 and 2010, adults 74+ quadrupled their use of social media from 4% 

to 16% (Zickuhr, 2010), while Generation X (30-49) reported that 61% were using social media 

regularly (Madden, 2010). Braun (2013) chose to further build on the research by conducting a sur-

vey, that 124 older adults between the ages of 60-90 years old that all used social media participated 

in. The survey hypothesized that the older adults perceived social medias usefulness based on the 

positive relations their intentions had towards social media, that the perceived ease of use of the 

given website would positively relate to their social media intentions, and that social pressure from 

dear ones would relate positively towards their social media use (Braun, 2013 p. 674). The hypothe-

sis indicated that pressure is enough motivation for their targeted group to use social media. The 

influencing motivators that were described in the study are also factors in the heuristic-systematic 

model that people use to process information systematically. The conclusion of the study led to the 

older generations' trust in technology, and social media was reflected in them believing the relation-

ship to be socially uncertain and risky (Braun, 2013 p. 677).  

 A study conducted by Anadarajan et al. (2010) reached a similar conclusion when studying 

Generation Y. Their research indicated that Generation Y was equally motivated based on "per-

ceived ease of use, perceived usefulness, and perceived social usefulness" (Anadarajan et al. 2010 

p. 137).  

 To understand the different generational fundamental thought processes and values regard-

ing social media integration, they need to be outlined; traditionalists (1922-45), baby boomers 

(1946-64), Generation X (1965-75), Generation Y (1976-94) and Generation Z (1994-present) 

(Center for Generational Kinetics, 2016). According to Boyd (2010), the main deviation between 

Generation X and Y were in the motivation. Generation X were pragmatists "whose focus is on self 

rather than society" (p. 645), whereas Generation Y tries to "evince a myopic tendency toward self-

gratification, while in other situations they trumpet the supremacy of social betterment" (p. 469). 
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The recent year's rapid growth in technology can be considered the most significant differentiation 

between Generation X and Y. Generation X experienced the creation of devices enabling accessible 

communication and new technological markets (Lichy, 2012, p. 102), whereas Generation X grew 

up with these markets being a component in their life and are motivated to further their understand-

ing of them. Lichy (2012) also noted that when observing the younger generation successfully using 

new technology and platforms, their interest in it grows. 

 The literacy of older people was found in a study in 2009 to be the reason behind their tech-

nological involvement (Eshet-Alkalai & Chajut, 2010 p.178). When exposed to technology, the fa-

miliarity grows, which the study showed as the younger participants outperformed the older ones 

since their digital literacy was higher (Eshet-Alkalai & Chajut, 2010 p. 178). The study also found 

that the older's cognitive development was more excellent, making them better equipped to handle 

creative and critically-demanding skills than the younger participants (Eshet-Alkalai and Chajut, 

2010 p.178). The sophisticated use of social media platforms cannot be performed by the younger 

generation, even with their technological know-how as they miss the necessary cognitive frame-

work.  

 Leung (2013) found that an increased tendency of narcissism was shown in the younger 

generation's social media use(p. 997). The higher the narcissistic tendencies and follower amount, 

the more frequently the individual posted selfies (Leung, 2013 p. 998). This statement leads to an-

other point made by Leung (2013), that stated that the more gratification the individual receives 

from their social media, it increases the chance of them to use or reuse said media. There was found 

no link between narcissism and any specific social media platform, but a link between Generation X 

and Y's Facebook use was found; Generation Y sought gratification through Facebook, whereas 

Generation X exploited and manipulated people through Facebook posts (Leung, 2013 p. 1003). For 

gratification, Generation X would use blogs and forums. Even with the generational differences, the 

use of Facebook as a self-regulating, narcissistic platform, where positive information and self-ex-

ploitation stayed the same (Leung, 2013 p. 1004). Because of the self-gratification and need for ap-

proval, Generation X has lately been called 'Generation Me' (Leung, 2013 p. 4). 
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4.4 The Technology Acceptance Model (TAM) 

 Dahl (2015) states that what has changed society most in recent years is social media 

with its basis in technology. Nevertheless, why have consumers chosen to accept and use new tech-

nology? The Technology Acceptance model explains exactly this by considering several external 

factors that influence the consumers' decisions on whether or not a new type of technology will be-

come part of their habits. These new innovations are important to have evaluated as "innovations 

are identified as an important catalyst for economic survival and growth," as argued by Wikhamn 

(2019 p.1). 

 The primary external factors taken into consideration are individual differences, sys-

tem characteristics, social influence, and facilitating conditions. These factors all have one thing in 

common; the individual's experience through their social norms. 

 After determining the individual's experiences, the model looks at the two most im-

portant factors of the model: perceived usefulness and perceived ease-of-use. Davis (1989) de-

scribes them as follows:  

• Perceived usefulness: "the degree to which a person believes that using a particular system 

would enhance his or her job performance" (Davis 1989). 

• Perceived ease-of-use: "the degree to which a person believes that using a particular system 

would be free from effort" (Davis 1989). 

 These factors are considered the most important as they create the link between the 

technology and the consumer’s choice to use it or discard it, their behavioral intention, and their 

user behavior.   
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Model 3: Technology Acceptance Model (Dahl, 2015)  

 By using this model, companies can determine which social media platform and tech-

nological advancement consumers will adopt. The consumer culture can, therefore, be rethought 

through technological adaption.  

 Before the TAM model, the consumer culture had a narrow exchange focus, with con-

sumer involvement being ignored by only focusing on the purchase. However, post TAM, the expe-

rience has been extended beyond the purchase and gives credit to the consumer for being part of 

shaping the experience by broadening consumer involvement (Dahl, 2015). 

 The society has because of technology lost some of its norms and social coherence, as 

there has come a rise in the need and want for individualism (Dahl, 2015). The individual has been 

seeking social arrangements outside of their peers, as technology has broadened their social reach, 

and they, therefore, can find acceptance from people more like themselves. 

 By expanding the social network online, subcultures have emerged, giving the indi-

vidual a sense of belonging. The consumption patterns by these subcultures can be localized as they 

are all on one platform. Considering themselves as unique individuals, the consumers that are part 

of the subcultures are part of making the mainstream broader as what was before hidden knowledge 

is now available to a larger group. It is described as tribal behavior by Maffesoli (Dahl 2015) or 

rather neo-tribes. The memberships of neo-tribes are fluid since the technology used lets the mem-
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bers change paths or create an alternate persona; there are no longer defined lines as to who is a 

tribe member and who is not, as they have become heterogeneous. The neo-tribes have three specif-

ic functions in common:  

• Sharing of functional knowledge  

• Place of social bonding 

• Creation of collective rules 

 With the lines between members of the neo-tribes and their members becoming blurry, 

the marketing concepts are challenged, and the fluidity of the memberships creates social messiness 

(Moran & Gossieux, 2010). With the fluidity, the control and choice of brand community between 

the different tribes and tribe members become harder to define and to detect. The brand has three 

different ways to interact with the consumer within the brand community:  

• Passive: anticipating that the consumer will find their way to the brand. 

• Active: through co-creation with the consumer.  

• Autonomous: interacting within a consumer community. 

 Both the passive and autonomous interactions require the consumer to actively find 

the brand themselves without demanding outsiders to market the specific product for them. The ac-

tive interactions make the consumer into prosumers as it merges the roles of the consumers and the 

producers of the brand. 

 With the creation of prosumers, the emergence of anthropomorphic marketing has 

happened, which means the consumers give emotions to inanimate objects (Dahl, 2015). Instead of 

treating brands as something inanimate, because of social media, consumers are treating them as 

humans, making them social actors. The humanization makes the theory behind TAM adequate, as 

making the brands a social actor makes it harder for the consumer to resist the technology. The 

more people using a particular technology, the more social influence the technology has. The mem-

bers of the neo-tribes will want to be a part of the shared group norms through the rise of a combi-

nation of social learning, heightened awareness, and desire. 
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Model 4: Anthropomorphic Marketing Model (Dahl, 2015) 

   

 The argument created by Dahl (2015) is supported by Leo et al. (2018) in their statement: 

"although consumption patterns are believed to be highly personal, they still present certain similar-

ities among people sharing some overall characteristics." 

 The relationships created through different social media platforms can be seen as hyper-per-

sonal communication as they often surpass what is otherwise considered traditional relationships, 

those of personal contact in real life. The communication at times becomes asynchronous (Dahl, 

2015) as the individual sending the message has full control of the outcome, which can lead to an 

idealization of the receiver's vision. This idealization can potentially influence the behavioral pat-

tern of the receiver. As stated by Leo et Al. (2018): "network effects may further increase behavioral 

similarities as social influence arriving from connected neighbors could potentially bias one's pur-

chasing preferences". 

 Social media is part of cognitive learning, as the user learns by observing others (Dahl, 

2015). The cognitive capacity of the consumer is assumed limited in the learning process, with the 

capability of the user to share their attention between primary activities, that could be, using Face-

book, watching a movie or playing video games, with their secondary activity, which in this case 

would be brand recognition (Barker, 2017). Having shared the cognitive capacity, the capacity can 
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be considered full, creating an in for the brand to persuade the consumer into purchasing, since the 

attention of the consumer is lying in the cognitive processes that cannot be started because of the 

cognitive capacity being full. The consumer will often recognize the persuasion knowledge used by 

the brand straight away, creating a behavioral engagement change in the consumer. Brand persua-

sion can now be seen as either a success or failure as the consumer either care for the brand and 

buys or does not and leaves the page. 

 The prior mentioned neo-tribes have several marketing strategies created to reach its mem-

bers. The two interesting for this thesis are Viral marketing and Buzz Marketing. 

• Viral Marketing: is defined by Porter & Golan as "unpaid peer-to-peer communication of 

provocative content originating from an identified sponsor using the internet to persuade or in-

fluence an audience to pass along the content to others" (2006, p. 29). By using influencers to 

excite their brand or product, the company chooses an inexpensive mean to reach; however, 

many followers the specific influencer has. This marketing strategy is, depending on the influ-

encer used, considered the cheapest as the influencer might agree to work for free products or 

percentages on the products (Dahl 2015). 

• Buzz Marketing: relies on word of mouth, hoping that consumers or followers of the brand will 

create a 'buzz' about their brand. Buzz marketing can be both offline and online. Buzz marketing 

can be considered as the brand using stunts to gain a following. An example of Buzz marketing 

can be whenever Elon Musk announces on a chosen Social Media platform that the Tesla cars 

have an 'easter-egg' hidden within their technology for a holiday update. This announcement 

creates a buzz in the community that follows Elon Musk or Tesla, which creates a rippling effect 

and has the community and followers of the brand advertise on their behalf by either word of 

mouth or showing what the easter-egg can do (Dahl, 2015). 

 A challenging, but most important factor of advertising through social media is measuring 

effects and consumer reach. Dahl (2015) states that reach through social media tends to be far lower 

than those through regular advertisement means. They are also more challenging to measure as they 

rely on reach, time, return on investment, which most of the social media platforms do not provide 

the measure for themselves. That means that the brand has to measure through other apps or plat-
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forms to gain their desired knowledge. The different social media platforms should also be consid-

ered when wanting to use platforms for advertising products, as there is a cultural dimension to it. 

Facebook, for example, is blocked by the Chinese government, so a global Facebook campaign 

would not reach China. 

 As stated by Wikhamn (2019): "innovations have positive impacts on customer preference, 

service quality, employee productivity, firms' market value, and share, and customer retention," and 

new social media platforms and technology have been proven to satisfy consumers. A satisfied con-

sumer could be a loyal one. 

5. Data Results and Analysis  
 Before analyzing the data, the quality of the data and the characteristics should be evaluated. 

Insight into the collected data will be provided through processing. When making a reservation 

about the collected data, the right data analysis method should have been chosen based on the data 

setup (Jensen & Knudsen, 2014). The quality of the data will then be assessed, and the data results 

will be made applicable to the research questions. To enable a conclusion through data analysis and 

discussion, the data has to be made applicable to answer the problem. 

5.1 Survey  

 The survey resulted in 143 participants responding to 25 questions regarding their use of and 

attitude towards Social Media in regards to the real estate market in Los Angeles. The characteristic 

of the survey will be outlined, the data preparation explained, and the results are shown and ana-

lyzed. 

5.1.1 Characteristics 

 The survey is based solely on closed questions and assessment questions to create consisten-

cy throughout the analysis and to keep the respondents interested in fulfilling the questionnaire. By 

keeping questions as closed and assessment questions, the comparison and analysis will also be eas-

ier to conduct, while source error and validity is decreased since the researcher does not have to in-

terpret the responses. Measuring a closed questionnaire is done through generalizing data analysis 

by dividing them into response categories. Closed questions do not adequately reflect the respon-
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dent's motives or disclose the full opinions or reasoning behind their replies as it does not reveal 

their full motives or factors behind their reasoning (Jensen & Knudsen, 2014 p. 14). By using a 

fixed survey questionnaire, the respondent's cognitive processes kick in, and memories or forgotten 

motives are easier to retrieve by the respondents.  

 The attitudes and motives behind the respondent's choices are more precise when using an 

open question survey, as the respondents can freely formulate their responses and use their own 

words. Therefore, the survey's results will be compared to the interviews conducted. Even if re-

spondents have different motives and reasoning behind their behavior, the interviews will shine a 

light on some of the motives and can be used as a checkpoint.  

 In order to not waste either respondent's or researcher's time, the questionnaire starts with 

background questions. Since the thesis has a geographic location, any respondents not living or hav-

ing bought a home in Los Angeles should not reply to the survey. By starting with the background, 

the respondents will be more motivated to continue the questionnaire as they are easy and fast. The 

background questions include gender, age, income, and time of home purchase. (Appendix 6). The 

nominal scale has been used as scale level for these questions to categorize respondents equally 

(Jensen & Knudsen, 2014 p. 16). The respondent's persona has now been illustrated, making it easi-

er to generalize the results and interpret the results. Some researchers argue that these questions 

should be saved till last, as some respondents may more comfortably answer the sensitive question 

as they would feel more anonymous, but it was not chosen to do so as the final interpretation would 

be easier.  

 The second part of the questionnaire addresses the respondent's attitudes towards social me-

dia and the platforms Facebook and Instagram. Some questions are based on the TAM model, to get 

an understanding of if they use the different platforms. Within this section, the respondents are ex-

plicitly asked to respond based on their perception or attitude - whether or not they have used the 

platforms before. The third part of the questionnaire is constructed based on the Theory of Buyer 

Behavior model and the Heuristic-Systematic model to understand the respondent's reasoning be-

hind choosing a particular brand or responding to specific content.  

  Page !  of !49 90



The Effects of Social Media on the  Real Estate market in Los Angeles, California   24311

 The second and third section requires the respondent to utilize a higher cognitive engage-

ment level than the background questions, which is why an ordinary 5 point Likert scale is used for 

categorization: Disagree, partly disagree, neutral, partially agree and agree. Since the respondent 

cannot reply "do not know", the responder has to express their opinion on every question. By giving 

the respondent an equal designation of negative and positive statements, the categories are bal-

anced, and the data conducted is as objective as possible (Malhotra et al., 2012 p. 427). All ques-

tions are curated so the responses can have an opinion, and it is therefore assumed that the respon-

dents have one. These assumptions are based on the real estate market being widely known and as-

suming the Los Angeles population has knowledge or an attitude towards the market. The response 

option "Neutral" may influence the data set if respondents do not have an attitude towards a state-

ment (Malhotra et al., 2012 p. 428). 

 As previously described, the advantages of using the Likert scale is that it makes it easier for 

the researcher to administer the results and construct the questionnaire. One of the disadvantages of 

using the Likert scale is that the researcher assumes that the respondent understands the underlying 

issues, and all respondents are rating the questions in the same manner. The number of concepts and 

outside understanding has, therefore, been attempted minimized, as well as words that can be inter-

preted in several ways are not used. When dealing with the consumer's intent, the scale has been 

switched to an interval scale, also containing five possibilities; 0-6 months, 6 months-1 year, 1-1,5 

year, 1,5-2 years, or never. The time perspective will force the respondent to consider their stand 

and make their intent an actual behavior.  

 When creating a survey, it is not always a fair representation of either population or sample. 

As the survey had a theme on real estate, there is an excellent chance that people who responded 

either have an interest in real estate or answered based on their relationship with the researcher. The 

survey was sent out on mail and posted on Facebook. Based on this, it can already be determined 

that people who do not have access to a computer or internet are excluded from the survey. As the 

Facebook posted on is owned by the researcher, it is assumed that most of the people who respond-

ed are either friends with the researcher, friends of the researcher's friends, or part of the groups the 

survey had been posted in. These were groups about real estate in Los Angeles on Facebook that the 

researcher had not created.  
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 Some survey results could look skewed or unrealistic, but with the different groups used to 

show results that do not have an equal number of respondents, some results could seem rather high, 

but with a lower number of respondents, the percentage will seem more skewed.  

5.1.2 Preparation 
 The data collection was conducted through a web-based survey site, which preemptively 

excludes people who do not have internet access (Jensen & Knudsen, 2014 p. 25). The validity and 

generalization of the data will, therefore, be addressed. By using a web-based questionnaire, the dis-

tribution is free, and it is easier to reach respondents. On the other hand, some respondents may get 

bored along the way and quit the questionnaire leading to “accidental missing values”. According to 

Jensen & Knudsen (2014), if a data set contains more than 10% missing values, the validity of the 

analysis will be questioned as the data set is considered problematic. As this study does not use 

multiple variables simultaneously, the missing values will not be excluded (Appendix 6). 

5.1.3 Results 
 To properly analyze and present the results, the background information of the respondents 

showing their demographics will first be highlighted. This section will analyze the gender, age, 

homehold income, when/if the respondents bought a home. 

 As shown in table 1, 55% of the respondents were female and 45% male, this is slightly 

skewed compared to the general population of 50/50. Of the respondents, 79,7% were between the 

age of 20 and 50 (Table 2) compared to 47% of the Los Angeles population being in that age brack-

et (U.S. Census Bureau, 2018). Looking at the average home buyer in Los Angeles they are be-

tween the age of 45-64 (NAR, 2019).  

Table 1: Gender         Table 2: Age                     Table 3: Income      Table 4: Home Bought Year 
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Only 42,7% of the respondent had an income between $20,000 and $80,000, showing the vast ma-

jority of 57,3% had an income of $80,000 or more (Table 3) and 22,4% has never bought a home 

(Table 4). 

 To give more detail to the demographics of the respondents, several cross-tabulations were 

created. 

Table 5: Income and Age  

 Table 5 shows that 57% of the respondents had an income of $80,000 or more and not 

surprisingly that the lower age group has the lowest income up to the peak at the age bracket 51-60. 

After 61+ the income drops again. 

Table 6:  Income and Gender  

 Table 6 shows that 59% of the respondents had an income of $80,000, that was close 

to equally split between male 67% and female 52% with more men – 67% vs 52% - having an in-

come above 80K, which is to be expected. 
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Table 7: Age and Gender  

 Table 7 shows that 60% of the respondents were between the age of 31-50, with 63% 

of the female being in that group, and 55% of the male.  

Table 8: Age and Home Buy 

 Table 8 shows that 56% of the respondents between 31-40 years old bought a home 

within the last five years, 10% of the home owners were over 60 and had owned a home for more 

than 5 years and that most of the participants at 78% between the ages 21-30 had never bought a 

home. 

 Question 5, concerns whether the respondent had used an agent an how they got in contact 

with their agent. Somewhat surprisingly the result shows that respondents that has bought their 

home more than 5 years ago 34% had not used an agent, compared to 10% of the respondents that 

bought a home within the last 5 years. The respondent having met the agent via social media was 

31% for the respondents having bought a home within the last 5 years compared to 10% for respon-
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dents who bought their home more than 5 years ago Personal recommendations has dropped from 

90% to 70%. 

Table 9: Home Buy and How They Met Their Agent 

 Only 10%, who recently bought a home, did not use a real estate agent, meaning 90% of 

new homeowners had used a real estate agent. For respondents who had bought their home more 

than five years ago 34% had not used an agent. 

 To get a better understanding of how many are using the different platforms, questions 6 and 

7 ask the respondents if they have a user profile on Facebook and Instagram. The answers will be 

given based on age in table. 

  

Table 10: Age and Platform Account 

Table 10 Shows that most of the re-

spondents have a Facebook, while less 

than 20% of the respondents over 51 

had an Instagram. Both of the plat-

forms shows a decline in users the old-

er the respondents get, but Instagram’s 

recline is much higher. According to 

Walton (2019) “64% of its (Insta-

grams) 500 million daily users are be-
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tween the ages of 18 and 29” and “84% of (Facebooks) users were between the ages of 30 and 49”.  

 The Likert scale was used for the next five questions, where they will be ranked from Dis-

agree, partly disagree, neutral, partially agree, and agree. The average, median, mode, and standard 

deviation will be conducted based on the age groups of the respondents. The standard deviation is 

calculated based on a sample, and not population as 143 cannot represent the full population of Los 

Angeles as Graglia (2020) states that at a margin of error of 3% the sample size should be of 1,100 

respondents in order to represent the population. All respondent's answers, regardless of having a 

Facebook or Instagram account, was used to get a bigger picture of what age group uses it, regard-

less of having a profile or not.  

 As seen in table 11, question 6: “Social Media is very important in your life” describes the 

averages rating as neutral and partially agree. 

Table 11: Social Media importance 

 Table 11 shows that the older the respondents get; the less crucial social media is in their 

life. By looking at the standard deviation, it can be seen that most respondents between 20-30 agree 

on the importance, whereas the respondents between 41-50 disagree the most on the importance of 

social media.  

 Question 7 and 8 asked respondents were asked if they used Facebook and Instagram often, 

which was described to the respondents as frequently, between 5-7 days a week. 
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Table 12: Use of Facebook and Instagram 

 Table 12 shows that all of the ages considered themselves fairly neutral but leaning towards 

slightly agree in regards to their Facebook use, indicating that most of the respondents think that 

they spend average, to slightly more time on the platform. Once again, the age group 41-50 has the 

highest standard deviation. Even though with the averages are close to each other, the modes are 

decreasing. In regards to Instagram, all of the measures decreases fast. The standard deviation is 

higher on all accounts compared to Facebook, with the age group 51-60 reaching a high 2,4.   

 Table 13 shows the results of question 9 and 10 asking respondents if they enjoy using 

Facebook and Instagram. 

Table 13: Enjoyment of Facebook and Instagram 

 For Facebook, the groups were all neutral to slightly agree, but noticeably the youngest age 

group had the lowest enjoyment. For Instagram, the youngest age group had the highest score, and 

only two age groups (the two youngest) were above neutral. This could be based on what table 10 

described; that most young people were on Instagram and most of the older generations were on 
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Facebook. With friends, family or neo-tribe on a certain platform could be an incentive to enjoy 

said platform more.   

 The next five questions are yes or no questions to understand if the respondents were inter-

ested in interacting with social media platforms. Questions 11 and 12 addressed if the respondent 

had ever liked a page on Facebook or Instagram that promotes a business explicitly. Only the re-

spondents stating that they have a Facebook or Instagram profile were used as the people without a 

profile is an instant no.  

Table 14: Like of social media page  

 Table 14 shows that all within the age group, 31-40 follow a business profile on both plat-

forms. Facebook has the highest numbers of respondents following a business profile compared to 

Instagram.  

 Question 15 and 16 asked the respondents if they follow a real estate related profile on ei-

ther Facebook or Instagram. 

Table 15: Following a real estate profile  
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 Table 15 shows that more people follow a real estate profile on Facebook than on Instagram 

and that the age groups where most follow one are between 31-50, where 45% followed a real es-

tate platform on Facebook and 35% on Instagram.  

 On questions 17 and 18, the respondents were asked if they had ever interacted with a busi-

ness on either Facebook or Instagram. An interaction was clarified as a like, comment, share, fol-

low, direct message, or link click. 

Table 16: Interacting with a real estate brand 

 Table 16 shows that all within the age groups 20-40 had interacted with a brand on Insta-

gram, but combined, Facebook had a more significant interaction value.  

 The next eight questions all follow the Likert scale with the same rank: Disagree, partly dis-

agree, neutral, partially agree, and agree. The questions 19 - 21 only used results given by respon-

dents stated that they had social media. The questions 22-25 used all results given by all respon-

dents.  

 Question 19 asks if the respondents find posts explaining or promoting a product/person 

very useful. 

Table 17: Promotion of products   
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 Table 17 shows that most of the groups slightly disagree or are close to neutral on finding 

promotional posts useful.  

  Question 20 digs into question 19 by asking if the respondents interact when seeing a real 

estate post you with it.  

Table 18: Interaction with agents 

 Table 18 shows that all of the respondents slightly disagree with interacting when seeing a 

real estate post. All of the medians and modes are 2, meaning that the most common answers are 

slightly disagree.  

 Question 21 asks the respondents if they are aware of the availability of residential real es-

tate information via social media. 

  

Table 19: Awareness of real estate presence 

 

When looking at table 19, it is shown that most are not fully aware of how available real estate in-

formation is via social media. Respondents 51 and older slightly disagree, meaning that less of them 

are aware of information about real estate on social media.  
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 Question 22 asks the respondents if they feel comfortable shopping for homes on social me-

dia. 

Table 20: Home shopping on social media 

 Table 20 shows that half of the respondents are neutral where the other half slightly dis-

agreed, meaning that they would not mind or would slightly mind shopping for homes on social 

media. The age group 31-40 were the most likely to shop for a home online with 60+ respondents  

being least  likely.  

 Question 23 asks if the respondents have considered buying a home found through social 

media. 

Table 21: Home buying on social media 

 Table 21 shows that when looking at the modes and medians, most respondents between 20-

50 all had considered purchasing a home that they had found on social media. The 60+ age group 

mostly had not considered buying a home found though social media. The most likely were within 

the age group of 31-40. 

 Question 24 states that the respondents would consider using social media  for  selling a 

home.  
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Table 22: Selling on social media 

 Table 22 states that most are neutral or slightly agree that they would consider selling their 

home on social media. The only age group that would not consider selling their home through social 

media is the 60+.  

 Question 25 asks if the respondents believe that social media will replace your need for the 

service of a real estate agent. 

Table 23: Social media as replacement of line media 

 Table 23 shows that none of the ages believes that social media will replace the service of a 

real estate agent. The respondents older than 60+ are the ones who mostly disagree with the state-

ment.  

5.3 Experimental Data and Content 

 The experimental data was found through Terra Firma Group’s Facebook and Instagram pro-

files. 76 posts on each platform were chosen to compare. The criteria behind choosing the posts 

were that in the time period were the researcher was an intern 38 posts were posted on Instagram 

and the 38 newest posts were chosen from Facebook so they are equally distributed. All of the posts 

  Page !  of !61 90



The Effects of Social Media on the  Real Estate market in Los Angeles, California   24311

were from a span of 6 months, from July to December 2019. Terra Firma Group’s Instagram has 

1031 followers, and their Facebook has 182 likes and 178 followers (four of the people liking did 

not not receive notifications). No other apps or websites have been used to help retrieve data from 

either Facebook or Instagram; only Facebook Business Manager, Facebook Insight, and Instagram 

Insight have been used. 

5.3.1 Facebook 

Figure 4: Gender on Facebook 

 Figure 4 illustrates that the followers of Terra Firma Groups are close to equally spread gen-

der wise, but are a tiny bit skewed towards the men. Most of the men who follow Terra Firma 

Group are between 35-44, with a decrease on both sides. The women are closer to being equally 

distributed with most being within the age range of 45-54. Compared to the survey, the genders 

were swapped, but the age bracket was close. 

Figure 5: Country and City Facebook  
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 Figure 5 shows the country and the cities of the followers. The majority of the followers are 

from the United States with second most followers from Denmark. The cities model shows that 

most of the followers are from Los Angeles and second most from Copenhagen. The followers from 

Copenhagen potentially comes from the researchers own Facebook friends, which does not illus-

trate the people actually interested in buying real estate in Los Angeles.  

Figure 6: Days and Times Online Facebook 

 Figure 6 shows that the followers are online fairly equally all week with most being online 

Wednesday, Thursday and Saturday and least being online on Sundays. Looking at what time on 

figure 6 shows that most of the followers are online around 3 pm, but that the increase in followers 

starts around 8 am and ends around 12 am. The average user spends 58.5 minutes on the platform, 

which is spread across the day, but looking at the peaks, most will be on the platform between 9 am 

and 3 pm. Facebook Insights analyse data themselves, and it is therefore possible to see the average 

reach and engagement that a photo, video or link will receive. This is what figure 7  illustrates.  
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Figure 7: Average reach and engagement Facebook 

 It shows that photo content both reaches more people and gets more engagement. Links are 

receiving the least amount of reach and engagement. 

5.3.2 Instagram 

 First, the demographic of Terra Firma Groups Instagram followers has been collected:  

Figure 8: Gender Instagram 

As figure 8 shows, are the followers close to equally distributed, but slightly skewed towards men. 

This is in line with the following on Facebook, but does not align with the survey results that were 

answered by most women.  
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Figure 9: Age Instagram 

 Figure 9 shows that 60% of the followers are between the age of 25-44. The figure also 

shows that the women following Terra Firma Groups Instagram are older than the men following 

the profile. 

Figure 10: Countries and Cities Instagram 

 Figures 10 illustrate that the majority of the followers come from the United States (53%) 

but that only 10% of their followers come from Los Angeles. The data collected from Terra Firma 

Groups Instagram will still be used and still be considered valid and reliable for the study as the 

company is still Los Angeles based and all transactions related to purchase or selling of a home is 

still happening in Los Angeles. 
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Figure 11: Time and Date Instagram 

 Figure 11 illustrated the time of each day that the followers of Terra Firma Group are on In-

stagram and what day the followers are most active. On figure 11 it is shown that between 9 am and 

3 pm are when the followers are most active on average, and that most of the followers are on In-

stagram on Thursdays.  

 By analysing the reach and engagement for content on Instagram table 24 has been created.  

Table 24: Average Reach and Engagement: Instagram 

5.3.3 Content Analysis 
 This section shows the results of the content analyzed on both Facebook and Instagram. 

Here the content studied for six months will be analyzed and shown. By using the data from the 

Facebook and Instagram results, content type, orientation, and communication cues will be ana-

lyzed. For easier comparison, the full amount of Facebook posts will be studied, and the same 

amount of Instagram posts will be studied, even if the total amount of posts exceeds the amount of 

Facebook posts. 

Instagram Average Reach Average Engagement

Photo 138 16

Video 187 25

Carrousel 119 18
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Table 25: Total Reach and Engagement Facebook and Instagram 

 Analyzing the data collected in table 25 it is revealed that photos, self-oriented, and emo-

tional cues are the content with most reach and engagement. When looking at what types of posts 

these are (Appendix 3 & 4), the posts with most engagements are those with an agent from Terra 

Firma Group on the post. Personal content is showing much higher reach and engagement than that 

of generic content. 

6. Discussion 

 The data used can be seen as skewed since the respondents in the survey in the different age 

groups varied a great deal in numbers (i.e., 51 between 31-40 and only 7 in 60+) and the same ac-

Face-
book

Insta-
gram

Total Reach Engagement Total Reach Engage-
ment

Sample size 38 38

Content Type

Link/Carrousel 8 29 3,1 17 137,17 18,88

Images 21 44,2 8,3 19 141,4 15,7

Video 9 37,2 4,3 2 187,5 23,5

Content Orienta-
tion

Task Oriented 16 28,8 2,2 12 137 17

Interaction oriented 18 47,17 8,47 12 130,6 17,33

Self oriented 4 48,75 8,25 14 168,3 17,9

Communication 
Cues

Informational 10 39,1 6,4 11 126,9 16,45

Emotional 10 38,7 4,1 13 144,76 16,46

Mixed 18 42,16 7,94 14 147,7 19,14
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counts for the content that has been analyzed (more Instagram followers than Facebook followers). 

Due to a lack of participants and similar posting schedules, some numbers may seem higher or low-

er than what would be expected. The numbers should, therefore, instead be regarded in comparison 

to the total number of respondents instead of the total numbers of the age groups.  

 The following section will discuss and evaluate the project’s research questions and results. 

Here, each question will be reviewed one by one.  

6.1 Research Question 1 

"Does investing in Social Media highlight a shift in target audience from an older target audience 

to one that is younger?" 

 With Instagram growing at 5% pr. quarter and Facebook growing at 1,7% pr. quarter, it 

shows that the two platforms definitely are getting more members, but this growth can be both from 

the younger generations finally being able to use social media or the older generation that has de-

cided to follow trends or be pressured into using the platforms (Braun, 2013). The source used is 7 

years old but is arguably still valid as the entire population is not on social media, and the reasoning 

behind joining the different platforms are still valid. As the younger generation is born with tech-

nology, it is a natural evolution for them to join the most popular platforms, compared to the older 

generation that has incentives such as family or friends who utilize the platforms. By having learned 

social media and the different technologies early on, the younger generation has accepted the al-

ready existing social media platforms as it is part of the individual's experience through their social 

norms, as argued by Dahl (2015). The platforms chosen by the generations has, therefore, been de-

termined both useful and easy to use by the consumer. The consumer has already found their neo-

tribe and is being influenced by their social behavior and their consumption pattern. 

 Older research from 2010 showed that the main social media market should be targeting 

users between 18-29 as 86% of them had social media, compared to 10% of 50-64-year-olds and 

5% of 60+-year-olds. Looking at this research paper's survey results, most of all of the 143 respon-

dents had a social media presence. Most of the respondents had a Facebook with only the age group 

of 60+ had a percentage lower than 90%. The 60+ group were not using their Facebook profiles as 
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often as the younger generations. This low percentage can be based on the low number of respon-

dents in this age group. With only 7 respondents and 6 of them have a Facebook profile, the result 

seems much higher than 85%. When looking at Instagram, on the other hand, it is clear to notice a 

shift in audience. The reported use decreases drastically after the first age group between 20-30 that 

had a 100% user base. Mohsin (2019) stated that 50% of Instagram users followed a business pro-

file, so even if the user percentage is lower than Facebook, it seems like more of their audience and 

users are interested in purchasing through the app. 

 The respondents of the thesis survey showed that even with the youngest age group being 

much more present on the two platforms, the biggest engagement and enjoyment comes from the 

second age group 31-40 years old. This complies with the data found through Facebook and Insta-

gram Insight. The most active age group is the 31-40-year-olds. This could have base in this age 

group being the target audience of Facebook when Facebook first emerged. Questions 17 and 18 

gave remarkable insight on the promotional side of the two platforms. Most of the respondents un-

der 50 had interacted with a promotional post even if they all agreed that they did not find promo-

tional posts useful. The younger generation are more prominent on the social media platforms, 

which can have base in the value creation that they receive. Looking at the interviews (Appendix 2) 

all of the respondents state that the motivation behind using the technology is because of their fami-

ly and friends being on it. The technology is being accepted by the different age groups because 

their peers are online.  

 By looking at the data and the reasons behind why individuals choose to use technology, it 

can be concluded that by using social media, the target audience is being shifted from an older tar-

get audience to one that is younger. Prior to social media, the older audience used newspaper adver-

tisements or friends to find their real estate agent, whereas the younger generation, who grew up 

with social media and are much more tech-savvy, finds their real estate agent online. With the net-

work effect happening, the behavioral similarities have increased, and by analyzing the survey, the 

older generation has become part of social media platforms. Even with their engagement in the dif-

ferent platforms, the target audience is still the younger generation as the use of the platforms are 

different between the generations. The older generation has focused on what the platforms were in-
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tended as; connection, where the younger generation uses the platforms for all social behavior. The 

overall target audience for the realtor has not shifted, as the primary client always will be 'anyone 

looking to sell or buy a home', and this target audience has not changed. By using social media, the 

real estate agents can find leads that might have been unobtainable through other means. 

6.2 Research Question 2 

“Is there a hierarchal correlation between income and investment in social media?” 

 The hyper-personal relationship created through social media has surpassed the real-life re-

lationships making the communication more asynchronous. The idealization that this leads to can 

affect the buyers' or sellers' choice of method. With the individual searching to become part of a 

neo-tribe that they share values and norms with, the individual looking to sell or buy could become 

biased when it comes to purchasing preferences depending on what their peers seem to enjoy. Look-

ing at the statistics, the average home buyer in 2017 in the Los Angeles area was a 42-year-old 

white male that had an income of $80K+. This buyer is through the survey and content analyses 

found to be the most active on the two studied social media platforms. This could be found as a co-

incidence considering the small sample size on both the content available and the respondents, but 

as these respondents are part of the largest respondent group, it is considered a valid argument. 

There can, therefore, be found a correlation between income and use of social media since most of 

the respondents having an income of $80K+ were part of the group that enjoyed and used social 

media platforms most. 

 As Dahl (2015) argued, consumption patterns may be highly personal, but individuals who 

share overall characteristics do have certain similarities between them. The sharing of norms and 

technological use can have a correlation between why higher-income people seem to use social me-

dia platforms more than people with lower income. This correlates with the age group having the 

highest income also be the ones finding the social media platforms most useful and stating that they 

on a higher level than the rest of the respondents use social media often (Table 10, 11 and 12).  

  Page !  of !70 90



The Effects of Social Media on the  Real Estate market in Los Angeles, California   24311

 Research question 2 can in itself become a full research paper as it has several layers incor-

porated in the question to test. There could be a time correlation between the use of social media 

and the income of the respondents, and the use of social media could, therefore, have basis in the 

lack of time of the respondents. It could also have base in an excessive amount of time, meaning 

that the respondents have too much time on their hands and therefore searches on social media plat-

forms for a new home instead of having an agent do it for them. Another aspect that could be con-

sidered is marital status and education on higher-income individuals. This could show patterns and 

reasoning behind a purchase. Buying a home could seem more realistic for a family than for a sin-

gle individual. It could also seem like a better investment for someone with a degree or more possi-

ble for someone holding a degree as the job market might favor them. The buyer's motive was not 

investigated in this thesis, so it is unknown if the motive is investment, prestige, or accommodation. 

 It can, on basis of the survey and the content analysis, be concluded that yes, there is a hier-

archal correlation between income and investment in social media. The investment in social media 

can be concluded as having base in the shared norms between the individuals with an income of 

$80K +. Apart from this research paper, the correlation between the income and use of social media 

cannot be concluded as it cannot be examined in full isolation. The use of social media is not only 

based on their digital footprint but also on their none-digital lives. Without knowing the individual's 

capitals, there cannot be a full conclusion. There is a lack of data to conclude on this research ques-

tion fully. 

6.3 Research Question 3 

“Who responds to social media advertisement on the different platforms?” 

 As earlier noted, it is the younger generations who are using the platforms at a much higher 

level than the older generations. The audience likes the social correlations created through online 

media, and that draws them to the use of social media. The different platforms will first be dis-

cussed separately and then compared. 
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 Facebook: Looking at the respondent's answers on the survey, it is prominent that almost all 

respondents had a Facebook profile, but when asking about advertisement and business profiles, it 

was mostly the younger generations that seemed interested in the matter. Since Facebook was creat-

ed in 2004, it can be argued that the basis for the age group 31-40 being the most engaging is that 

they were young when it came out and were part of the generation that accepted the social media 

platform straight away (Dahl, 2015). 

 Instagram: Looking at the feedback from the survey, the younger generation appears more 

likely to respond to an advertisement on Instagram than the older generation. This is supported by 

the statistics from Statist that state that 71% of the monthly active users are under the age of 35. 

Since Instagram is a newer platform, the chance of a younger crowd is statistically higher, as the 

younger generations were more prominent with adopting new platforms. Lichy’s (2012) study pro-

vides the reasoning behind the statistics by stating that with Generation X growing up with digital 

tools, they are more motivated to participate in newer technology as they were raised with it.   

  

 Compared to Facebook, which is used by almost all age groups equally, Instagram is much 

more likely to be used by someone younger than 50. Statistically, Instagram should be used by more 

women than men, but Terra Firma Group turned out to have a higher following by men than by 

women, which could indicate that more men are interested in real estate than women, or that men 

are the influencers when buying homes. Facebook is primarily used by men, which correlates with 

the data taken from Terra Firma Groups followers. Most respondents of the survey, though, were 

women, which can be attributed to the fact that the group was picked from a female Facebook pres-

ence, among other reasons. The older generation of 60+ does not seem to be responsive to Insta-

gram but is a bit more responsive on Facebook, yet not a lot more. 

 From the survey, and from RQ2, it can be seen that people with a higher income are more 

responsive to posts on both Instagram and Facebook. Once again, this cannot be adequately con-

cluded by the data collected in this study as there has to be conducted a much more in-depth study 

about more than just age, income, and gender. 
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 Looking at the data, it can be argued that the individuals who were new homeowners and 

had bought their home within 5 years were more active on both platforms and had a higher possibil-

ity of interacting with the advertisements on the social media platform. This is based on the results 

from the survey stating that most new home buyers were between the age of 31-40, which showed 

to be the most responsive. 

 It can be concluded that it is a younger crowd who responds to an advertisement on Insta-

gram, as it is individuals between 20-40 who are the most responsive. Comparing content collected 

with the survey, gender-wise, they do not correlate. Terra Firma Group has more male respondents, 

whereas the survey respondents state that the females are the ones responding to an advertisement 

on Instagram. It seems to be individuals with a higher income and new home buyers who were 

more responsive on Instagram too. On Facebook, the individuals most likely to respond to adver-

tisements are the individuals between 20-50, which raises the age limit compared to Instagram. 

Most men respond to the advertisement posted, which correlates with the Facebook statistics on 

most men having a Facebook profile. Just as with Instagram, it is individuals with a higher income 

who are new home buyers who are most responsive. 

6.4 Problem statement   

“Which strategies should agents in the real estate market apply to optimize their market competi-
tiveness?” 

 Based on the Heuristic-Systematic model of persuasion, real estate agents in Los Angeles 

should choose to engage with their clients or potential clients in a friendly manner that will engage 

with the consumer's cognitive processes. This accounts for both personal and online presence. The 

cognitive processes need to be reached in order for the real estate agent to be able to connect prop-

erly with the client and in order to persuade the client into buying a home. The agent should use 

both the heuristic and the systematic processes when trying to sell a home, as the buyer will either 

have decided they want to buy the home prior to purchase or need persuasion. The results from the 

survey indicated that the users of the given social media platforms had no gap between their suffi-

ciency threshold and their confidence level. The results showed that most of the respondents be-

lieved that social media was of some importance to their life. According to the theory, if the social 
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media users believed that social media was actually crucial to their life, the content posted would 

have been dismissed by the users as the sufficiency threshold would have been unmet. The dis-

missal has base in the framework that states that the systematic processing capabilities would not 

allow them to proceed. The results indicated that most of the post engagements were created based 

on heuristic processing, as the results of the survey showed that the respondents slightly disagreed 

when asked if they were interested in real estate posts. By showing a lack of motivation, it can be 

concluded that there was no concurrent processing being used by the respondents. A lack of en-

gagement can be explained by the homeowners not being interested in looking or buying a new 

home as they are already homeowners. The respondents were not averse when it came to engaging 

with a business page on Facebook. This indicates that there was a persuasion happening prior to the 

engagement. With real estate, typically being a recommendation and word of mouth based industry, 

bringing in social media gives the industry a whole new market that is led by persuasion and tech-

nology. 

 Based on statistics, the real estate agents should choose to have their own website instead of 

sharing a website with their company. In case the agent splits from their team, the agent would lose 

online presence, and currently, online presence seems like the new way of real estate. With 66% of 

new home, buyer's being millennials, having an online presence is crucial since 80% look online 

before buying a home. Not only does the millennials look for homes online, but they also look for 

real estate agents online, and without a website or a Facebook page with high SEO, the agent will 

be invisible to the clients.   

 Regarding the content posted by the agents, the content analysis shows that they should stick 

to pictures as they have both higher reach and engagement than links, videos, and carousels. The 

content orientation should be interactive, and the communication cues should be mixed as both of 

these had higher reach and engagement than the others. These numbers are likely skewed as most 

posts were mixed and interactive. When looking at individual posts, it was noticeable that personal 

content, such as live Facebook and Instagram videos, received a higher engagement and higher 

reach than any other content. The real estate agent should, therefore, create videos that showcase 

themselves. Both task-oriented content and self-oriented content was assumed to reach much higher 
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and gain more engagement as both of these communication cues requires the follower to consider 

the brand or product in one way or another. The interaction-oriented content should receive much 

lower as it requires cognitive processing from the consumer. Interestingly enough, it gained a much 

higher reach and engagement, which is why the agents should utilize this type of orientation.  

 When analyzing the different times in figure 6, it shows that most of the followers are online 

around 3 pm. The increase in followers starts around 8 am and ends around 12:00 am. This means 

that the agent should start posting between 8 am, and 9 am as they will reach more followers than if 

posting around 3 pm. If they post around the time when most of their followers are logging on, they 

will have missed all the followers who have already been on. Looking at figure 6 it shows that the 

most effective date to post on Facebook is Wednesday, Thursday, and Saturday, whereas, for Insta-

gram, it is only Thursday. The agents should post on these given days to higher their reach and en-

gagement. Looking at the posts posted on Facebook and Instagram, it can be seen that photo posts 

receive more average reach and engagement than any of the other forms of posts, with links per-

forming poorest. The content that receives the most engagement is personal posts that request a 

form of reply. When looking critically at the results, had the content posted on the specific days 

been different, the outcome might have come out differently, too. It could be the specific content 

that created greater reach and engagement or if the day and time did matter. 

 Based on the survey, it can be argued that real estate agents do not create valuable content 

for the consumer as most of the respondents were not interested in following or engaging with a 

post created by a real estate agent. The scope of this study does not answer to the lack of engage-

ment beyond this degree. It can be argued that; the consumer does not cognitively process the mate-

rial shared by a real estate agent, as they do not have motivation for it. There can be several reasons 

for this, one being the content seeming irrelevant, the information given by the agent does not seem 

trustworthy, the cognitive structure already possessed by the consumer is sufficient or simply lack 

of interest.  

The neo-tribe described by Maffesoli in Dahl (2015) that follows Terra Firma Group could be fol-

lowing the brand for several reasons; searching for an agent, having them as an agent, searching for 
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a house, an interest in real estate or personally knowing the agents. If Terra Firma Group chose to 

re-brand themselves, it could result in a loss of followers as the individuals in the specific neo-tribe 

could follow them for reasons such as location or price. The more heterogeneous of the content feed 

could be a part of Terra Firma Group gaining followers (Moran & Gossieux, 2010). By being an 

active brand community, meaning that Terra Firma Group lets its followers be prosumers, the reach 

and engagement are greater. The subcultures are believed to be drawn to personal connection and 

following a leader, which the framework on primal branding by Hanlon (2006) supports. Following 

a leader will increase their trust and keep them interested. 

 As stated by Boyd & Nowell (2014), when consumers want to be part of a brand, it creates 

prosumers. By continually asking what the consumer thinks, Terra Firma Group gives the followers 

the feeling of influence. Tom Struckhoff from Terra Firma Group stated in his interview (Appendix 

1) that they strived to become anthropomorphic (Dahl, 2015) so they would stand-out from other 

agencies and be their go-to agency for anything real estate related. By having several 5-star reviews 

(Appendix 5), Terra Firma Group can capitalize on this and create a network effect through adver-

tising themselves as trusted and reliable (Leo et al., 2018). It would, therefore, be ideal for Terra 

Firma Group to utilize buzz marketing by having their clients and followers create a buzz about 

their service (Dahl, 2015). Terra Firma Group used buzz marketing on some of their posts by writ-

ing a mysterious caption such as "something new is coming very soon, stay tuned". The followers 

would be interested in the happening, hopefully creating a ripple effect that would lead to more in-

terested followers, making people believe the brand is worth following and by that gaining more 

followers (Surowiecki, 2004). 

 Research done by Dholakia and Durham (2010) showed that by joining a brand community, 

the followers become emotionally attached, and generate a higher rate of positive word of mouth. 

Phycological factors behind the consumer's preferences and awareness have been proven to exist 

when seeing online ratings. The ratings affect the consumer's attitude towards a brand and create a 

product preference (Adomavicius et al., 2018). 
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 The thesis indicates what type of content that the real estate agents should post on each giv-

en platform. It gives the real estate indications on what and how to post on social media to gain the 

highest forms of engagements. The more time the agent puts into their social media platform, the 

higher engagement they receive. Even with consumers responding and showing engagement to 

posts both on Instagram and Facebook, the cognitive processes are not being used by the followers, 

resulting in the low scores on the survey and the low average likes and comments on the posts. On 

both platforms, it is photos that have a personal connection and requires engagement that is the con-

tent with the most engagement. 

7. Conclusion 
 The major players in the market are social media users between the ages of 20-50. This is 

the age group that is most prominent on social media platforms and who are the most respondent to 

online content. It was assumed that the older generation would prefer traditional/analog methods, 

whereas the younger generation would prefer buying or selling a home through social media. This 

assumption is proved as the older generation, also described as ‘big buyers’ were less visible on so-

cial media and were less interested in the use of social media and getting in contact with real estate 

agents on the two platforms. The ‘new money’ buyers were much more likely to use social media as 

their preferred method of getting in touch with an agent. The ‘new money’ buyers are much more 

prominent on social media and have a higher likeliness to use the two platforms to connect with 

agents.  

 A small conclusion of the problem statement and the three research questions will be given: 

• RQ1: Investing in social media will shift the target audience from an older audience who are 

used to the old measures of advertisement, to a younger audience who grew up with social me-

dia and therefore has a greater acceptance of it.  

• RQ2: There cannot be concluded that there is a hierarchal correlation between income and in-

vestment in social media as there is a lack of evidence. Based on the survey it could be assumed 

that there is a correlation. This notion will need further investigation.  
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• RQ3: Depending on the platforms, different genders and age groups responds to real estate ad-

vertisement. Looking at Facebook, it is mainly men between the age of 31-40 who are active on 

social media and who responds to the different posts, whereas looking at Instagram it is mainly 

20-30 year old women who responds. The older generation of 60+ does not seem to be very re-

sponsive to social media platforms.  

• Problemstatement: The parameters that seems to have the most significant influence on the con-

sumers interest in the social media content are for both platforms’ photo’s that are interaction or 

self oriented with emotional or mixed communication cues. Both platforms tend to favour con-

tent that is personal and shows the teams progress. The agents should increase their use of social 

media and post more personal content on the two platforms. In order to optimise their social me-

dia reach, Terra Firma Group should consider paying for sponsored adds and be more present on 

their social media platforms. 

  

8. Future Research 
  This dissertation provides insights on social media use in the real estate market in Los Ange-

les. Social Media is an ever-changing concept as the algorithms and functions on all platforms keep 

changing, making it near impossible to stay entirely up to date on all of the best strategies and how 

to best utilize the different platforms. Some things are certain, though; different ages and genders 

use the different platforms, and Social Media is currently there to stay. This research could be ex-

plored in real estate markets other than Los Angeles, or be applied to other industries such as the 

clothing industry. Sticking to the real estate market, it could be interesting to explore whether the 

conclusion would change if the Social Media platforms from another firm were available, a firm 

that is either older and more established or either high end or low end. Consumers following or in-

teracting with these other real estate agents and agencies might do so for other reasons than the ones 

following and interacting with the Terra Firma Group, making this dissertation very context-depen-

dent. This dissertation is, therefore, only relevant for the part of the real estate market focused on 

the same target group as the Terra Firma Group. If this study was to be conducted in other cities or 
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countries, there could be a cultural difference as the media use and the real estate market might be 

used and interacted with differently. 

 Furthermore, as this dissertation only focuses on Facebook and Instagram, broader research, 

including the use of Twitter, YouTube, and Pinterest, could be interesting as these might be better 

platforms to use for real estate agents. Looking at YouTube, the second-largest search engine in the 

world, 86% of homebuyers have stated that they look up communities and neighborhoods or even 

tour homes before considering buying. These other media could, therefore, be exciting to look at.  

 In conclusion, considering that most people own a smartphone, are becoming more depen-

dent on it, and have it as their main Social Media outlet, conducting this research based on mobile 

devices only could show new data or lead to where Social Media within the real estate market is 

headed.  
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