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ABSTRACT

Recently, WeChat has become a very popular platform as Social Network Site (SNS). The
purpose of the study is to investigaté the relationship of the real estate marketing by using
WeChat platform in China. There is the limited literature review in English based since most
of the research is in Chinese based which regards towards the WeChat platform.

Mass media, income and attitude will be the independent variables that used to discuss in this
research. Through these three independent .variébles, the researchers will study is there any
relationship between the IV and the willingness of the people to purchase the housing
through the WeChat platform.

The research methodology is used correlation which is a quantitative survey to study the
relationship among the 1V and DV. The non-probability convenience sampling method will
be conducted during the distribution of the questionnaires. Income may have the highest

influence towards the real estate marketing when using WeChat platform in China.

Key words: China , WeChat platform , Real estate marketing
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L INTRODUCTION

In chapter 1, the background states the usage of WeChat platform and the real estate industry
in China. The problem statement identified relates certain disadvantages towards marketing
of the real estate industry in China. Hence, three factors including mass media, income and
attitude is the independent variable and real estate marketing using WeChat platform in China
is the dependent variable. For the significance of study, it is deemed that there is
transformation of buying procedures and impact on income and employment levels towards
academic and the industry. For society or community, there is reliant on social platform. As
.the research is done only in China, the major limitation is that this research cannot represent

' t
all countries throughout the world and can only be accurate if used in China.

d.Introduction

The usage of WeChat platform within the marketing of real estate as well as factors that
affects it is explained in this chapter. At the same time, it also provides the reasons to identify
the most crucial factors that would affect marketing of real estate with the usage of Wechat
platform within China. That would be the study’s problem statement. On top of that, the
study’s limitation, research assumption, research significance, research objectives, and also

research questions were described within this chapter.

..The Real Estate Industry in China

Having one of the world’s largest population, real estate industry in China is booming in the
recent years due to high demand from residences in the country (Zhao, 2009). As the country
is on a massive development, more people are moving to cities for job opportunities. Young
people left their natives in rural areas and set new roots in urban cities for better livings.As
the country is on a massive development, more people are moving to cities for job
opportunities and young people left their natives in rural areas and set new roots in urban
cities for better livings (Chen, 2010). The real estate industry in China does ot only cater the
demand for local residences, but also overseas expatriates as a result from the booming
country development in global businesses (Qiulin, 2015). Shanghai had become a world class
business center that attracts businessmen around the world, followed by Beijing. One of the

significant real estate landmark in Shanghai is the Shanghai World Financial Center, which is
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~a supertall skyscraper carrying various businesses such as offices, hotels, observation decks,

" conference rooms, suites, and shopping mall (Du & Chen, 2013).

China has an obvious growing interest in real estate, wealthy buyers tend to invest in bricks
“and motars as the development in China is expected to keep growing for few more decades
“(Du & Chen, 2013). As reported in Bloomberg news, the price of new homes in Shanghai has
an average growth of 10% in just past two months, from 42,300 yuan ($6,470) to 47,000
“yuan per square meter, as demand remains robust with supplies going fast, according to data

rom real estate information platform anjuke.com (Zhang et al, 2010).

In China, real estate is typically important as it acts the biggest part of people’s national

sealth and they are well affected by the tradiotional concept of *set up home before establish

"us_iness’ (Shen et al., 2016). Besides, the agent-based systelﬁ in China had been adopted for
a 6ng time as it is important tools to promote real estate industry as it will fluctuate the
_o.verail economic situation of China (Ma, Zhenjiang & Kawakami, 2013). According to
“ stoff, Boylan and Simons (2004), disruptive technologies had promoted growth in the
- industries where it penetrated and created entirely new industries by the introduction of

- products and services which is dramatically cheaper, better, and more convenient.

¢ emergence of Wechat in China had provided an alternative to dealing business for people
nd it had become one of type of e-business form for China’s businessmen (Chinabgao,
-2015). Wechat business had integrate the traditional business method and social networking
ommunication into a new plaform for people to carry out marketing and building
ationship with their customers (Yang, Chen & Li, 2016). Therefore, Zhang, Zhu and Ye,
;":('2016) had stated that real estate industry have the potential to operate online as the finding
~ from 2009 to 2013 shown that there is a relationship between thee growth rate of commercial
property sales and the vacancy rate of commercial properties as well as the growth of e-

commerce.

The WeChat Platform in China

WeChat, also known as weChat in China, is the most popular chatting app in the country. It
has 1.1billion of registered accounts and 650million of active users from around the world
(Zhang et al, 2010). Among these numbers, only 100million users are of outside China while

the remaining are China registered users, especially in Tier 1 cities like Shanghai and Beijing,
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“almost 93% of the population has an active account in the platform (Jarrett & Sun, 2010). The
purpose of the app is not only for chatting, but it also allows users to share moments of
pictures, short videos, notes, status, or .short passages on their personal page which hence
attracted many business oriented users to do advertising and marketing on the platform

' (Zhao, 2009).

- On average, WeChat has 570million users who are active on the platform on daily basis.
(Chen, 2010). According to statistics, Chinese adults spend an average of 1 hour on WeChat
n daily basis, and the percentage of WeChat users who purchase products online through the
latform is as high as 83% (Wang & Lv, 2013). As can be seen, the Chinese market is a full
potential market for real estate marketing if the correct approaches and tools are brings

dopted aiming at the right group of potential buyers.

The Blend of Real Estate Industry into the Popular Chatting App WeChat (WeiXin) Platform
“not only has the real estate industry, many other businesses also seen the potentiality of
WeChat platform as a strategic marketing tool to reach the large population at once (Qiulin,
-2015). Besides, it is definitely one of the most economical way to do mass marketing as
WeChat registration is free, therefore, many individual agents use this approach to reach their

- potential clients and spread their network from there (Chen, 2010).

1.2.Problem Statement

_WeChat has launched its first API to official accounts and a few more to some of the selected
partners, and industry people began to discuss and talk about whether the app will eventually
become a platform like Facebook that can accommodates different kinds of applications
(Qiulin, 2015). Official accounts are allowed to send rich-media messages to followers and
offered a dashboard with basic analytics metrics. Some developers built HTML35- powered
features so that their official WeChat accounts could function like real apps (Phan, 2003).
Even though the WeChat platform is a powerful, popular and convenient instant among the
Chinese, there are some drawbacks of using the app for business cspecially for marketing

purposes.

Ji and Wang (2015) found that some problems of using WeChat as platform to promote

business, for instance, unlimited Moments advertisements and overdraft credit, business
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ywhers sending advertisements on WeChat Moments frequently which causes consumers lose
':iﬁterest for reading Moments messages, and business owners just focus on the profits instead
=._:of providing valuable products and seﬁices. Meanwhile, Fang, Zhi and Zhang (2013) also
ntioned that customers are disgusted with unlimited WeChat advertisements and well-
f"khown reputations business owners have dominated all channels as well as it is Jack of
- professional practical training for using WeChat as platform to operate business. Besides,
“another drawback is does not eﬁist any WeChat regulation system to evaluate the service of
:-_pfovicied thought WeChat and punish those violation regulation of WeChat business owners

. Wang, 2015).

he efore, the purpose of my study is to identify the effectiveness and usefulness of using
NeChat as the platform to carry out real estate marketing. Moreover, this research also like to
study on the factor which influence the willingness of customers for purchasing real estate

“through WeChat platform in China

1.3.Research Objectives

.

ZCCording to Farrugia, Bhandari, Petrisor and Farrokhyar (2010), research objective is

scused on reason why the particular study have been done and a good research paper must
ave clear and detail research objective in order to express the explicit understanding of the

dy. Thus, the research objectives of this research paper are shown as follow:

To determine if the three factors (mass media, income, attitude) have influence on real

state marketing when using the WeChat platform in China

2. To determine if income have the highest influence towards real estate marketing when

using the WeChat platform in China

3. To determine if government policy has a moderating influence on real estate marketing

when using WeChat platform in China

13



1.4.Research Questions

According to Farrugia, Bhandari, Petrisor and Farrokhyar (2010), research question helps to
| tructure and give a clear direction to the study where the data can be collected and analysed
in order to achieve the research objectives. Thus, it should be formulated after research
objectives in order to aligned and cconsistent with the research objectives. The following are

‘the research question for this study:

Will the three factors (mass media, income, and attitude) have influence on real estate

“marketing when using WeChat platform in China?

Will income have the highest influence towards real estate marketing when using Wechat
tatform in China? ,
Does government policy has a moderating influence on real estate marketing when using

.':'ﬁ_WeChat platform in China?

-1.5.Significance of the Research

.1.Significance to Academe

‘ew years back, the real estate industry in China became a hot topic in news due to the crisis
n this industry. Consequently, developers and property agencies try to optimize their
ctivities and services in the highly intensive Chinese market (Qiulin, 2015). The internet
ccame an excellent vehicle in creating and capturing value in which it leads to a tremendous
rhpact on the industry (Shen et al., 2016). The utilization of the internet in the real estate
“industry facilitates the transactions between the different entities and the transparency of real
“estate activities has been improved (Pu & Chen, 2013). Many potential property buyers have
used online sites to search real éstate listings and keep track of the property market utilizing
all available online resources (Baen & Guttery, 2005). This have shortened the entire buying

procedure and thus real estate agents are able to close the deals faster than before.

1.5.2.Significance to Industry

According to a study conducted by Baen and Guttery (2005), the researchers have examined

the potential impact of online materials and other information technology on the residential
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eal estate industry which come out the conclusion that the increased use of the internet and
6nnation technology would have a drastic and negative impact on the real estate industry
n terms of both income and employnient levels. Liu and Zhang (2014) also argued that
dvancement of technology such as the features in WeChat have allowed users to simplify
heir purchasing procedure. Besides, Zhu (2014) also averred that the WeChat build-in
eatures which include browsing homes for sale, view property photos, virtual tours and
eos, research schools and nf.;ighborhoods, lookup home values, use mortgage calculators
nd also negotiating with sellers through instant messaging are totally different ways of

ealing business compare to traditional marketing.

itionally, buyers bear the cost of real estate agent service charges as well as the
urchasing transaction cost (Saini & Johnson, 2005). But foday, buyers and sellers can use
ocial platforms to list and search for houses, potentiaily bypassing traditional real estate
igents (Kotler, 2009). News have been reporting that Chinese buyers spent billions of dollars
nvesting in U.S. properties each year and the buying process is entirely done through
WéChat, no face to face interaction involved (Zhao et al, 2008). This is bringing a collapse
or traditional real estate agents, consultants, and realtors in the industry as it indicates that
physical presences are no more important. Besides, it also shows that China customers
re not influence by the traditional real estate agents through the process of introducing and
ursuing for purchasing particular real estate. Therefore, my study will examine on how the

illingness of customers to purchase real estate by using WeChat marketing.

-1.5.3_Significance to Society

According to the REAL trends online performance study in 2015, statistics show that 90% of
roperty buyers will do an online research prior to their purchase of a property with an agent,
45% of consumers will expect an initial response from an online inquiry within 15 minutes,
and 89% of consumers agreed that response time was very important when choosing an agent
(Qiulin, 2015). As a matter of fact, people had relied on technology so much and digital
marketing should be the trend for businesses to introduce or sell their products (Kostoff,
Boylan & Simons, 2004). On the other hand, popular social platforms like WeChat have too

many users and official accounts, making the place too congested and losing the initial
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