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Abstract 

Title: Creating Residential Real Estate Customers’ Perceptions: Using E-commerce in 

Hanoi, Vietnam. 

Level: Final assignment for Master Degree in Business Administration 

Authors: Benjamin John Sesay & Dam Tran Duc 

Supervisor: Dr. Ehsanul Huda Chowdhury 

Examiner: Dr. Maria Fregidou-Malama 

Date: 2017 – January 

Aim: This study aims to investigate how e-commerce can be used to create perceptions of 

the residential real estate customers. 

Method: A qualitative abductive method is used aimed at collecting relevant data. The 

data was collected in Hanoi, Vietnam from sixteen interviews of residential real estate 

managers and customers respectively. In regards to the data analysis, content analysis 

technique was used on the notes gathered in the sixteen interviews.  

Results & Conclusions: The main results reveal online advertisement was found to be a 

substantial factor in the creation of residential real estate customers’ perceptions in the e-

commerce application. In addition, the results show that social media information could as 

well create their perceptions. 

Suggestions for future research: The relationship between the agencies and the 

customers can be examined by using the residential real estate customers from the chosen 

agencies rather than using a convenient sampling technique.    

The contribution of the thesis: This study has contributed to creating a model of 

residential real estate customers’ perceptions in the use of e-commerce.  

Keywords: e-commerce, residential real estate, customers’ perceptions, agencies, online 

advertisement, information. 
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CHAPTER ONE 

1.0 INTRODUCTION 

This chapter provides a general background of e-commerce, real estate industry, e-commerce in 

residential real estate, and customer perception. Even so, the section presents a problem 

formulation, research gap, aim and research questions, delimitation, and the study disposition. 

1.1 E-commerce 

Using electronic commerce (e-commerce) has increasingly gained attention in social research 

(Chaffey, 2004; Tassabehji, 2003). This is apparently due to the concept’s usefulness in online 

business transactions and current literature such as (Chaffey, ibid; Laudon & Traver, 2008). 

However, Tassabehji (2003) argues that e-commerce can be beneficial to organizations in many 

ways. According to the author, by using e-commerce, a local business can have an access to a 

worldwide customer network. Meanwhile, e-commerce has made national borders become 

borderless and provided the groundwork for companies to go global. The concept has equally 

reduced businesses’ operational costs by eliminating the use of paper-based information. 

Moreover, the concept allows companies to customize products in a mass scale. (Tassabehji, ibid)  

 

Notwithstanding the above, a general definition of e-commerce was proposed by Zwass (1998) in 

Chaffey (2004).  The author defines e-commerce as the process of “sharing of business 

information, maintaining a business relationship, and conducting a business transaction by means 

of telecommunications networks”. According to Laudon & Traver (2008: 6-7), several industries 

have been shaped by the use of e-commerce channels. Based on the authors’ arguments, e-

commerce may probably continue to expand due to the potential for more products and services to 

be acquired through online networks. Apart from discussions by various authors, Henderson & 

Cowart (2002) argue that literature concerning the concept’s use in real estate industry appears to 

be gradually gaining momentum in social research.  

1.2 Real estate industry 

Drawing from Brueggeman & Fisher’s (2011:2) work on “real estate finance and investments”, 

the authors define real estate as one which relates to “things that are not movable such as land and 

improvements that are permanently attached to the land”. However, Henderson & Cowart 

(2002:375) distinguish real estate business into two: the residential real estate (RRE) and the 

commercial real estate (CRE). The authors describe RRE business likewise known as residential 

property as one that “relies on mass communication of standardized information to promote 
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property availabilities”. Brueggeman & Fisher (2011: 254) similarly describe RRE as “the 

property that provides residences for individuals or families” such as houses, apartments, etc. 

Meanwhile, Henderson & Cowart, (ibid) describe CRE business as that which “relies less on 

standardized information and more on building client relationships in order to conduct complex 

and varied transactions”. Considering this study’s inquiry, e-commerce in RRE will be an 

essential component.  

1.3 E-commerce in Residential Real Estate  

Using e-commerce in RRE service has been the subject of different studies. Authors like Baen & 

Guttery (1997) argue for the downsizing of RRE agencies’ services due to the development of the 

internet and e-commerce application. In the meantime, Muhanna & Wolf (2002) claim the use of 

e-commerce has had potential benefits to RRE agencies as correspondingly indicated in section 

1.1. Even so, Muhanna (2000) recognizes the difficulties faced by both customers and service 

providers to adopt e-commerce in RRE transactions due to the nature of the service. Based on the 

author’s argument, the absence of the human element in the online environment has made it 

practically difficult to establish trust with customers in the use of e-commerce in RRE. The author 

views trust as an important component, especially when considering the value of the transaction in 

RRE market. Even so, in an attempt to create a clearer understanding around these discussed 

difficulties, customer perception issues may require attention.  

1.4 Customer Perception 

According to Solomon, Bamossy, Askegaard & Hogg (2010:118), a perception is derived from a 

sensation. From the customers’ perspective, the authors argue the concept of sensation can be 

linked to the instant response of customers’ sensory receptors such as through the eyes, ears, nose, 

mouth, and fingers. However, the authors define perception as the process by which the above-

mentioned stimuli are selected, organized, and interpreted. According to the authors, generating 

perceptions relates to the process of adding or taking away from one’s sensations aimed at 

assigning meaning to them. Furthermore, the authors argue that the concept of customers’ 

perceptions is the cornerstone of many theoretical models of service quality. On the other hand, 

the authors describe the perceptual process of customers as a vital component, especially in 

creating understanding around the issues of customer perceptions.  

In a retrospect of the above standpoints, Ulaga & Chacour (2001:530) define customer perception 

or perceived value from an industrial market perspective. The authors define the conception as 

that which relates to “the trade-off between the multiple benefits and sacrifices of a supplier’s 

offering as perceived by key decision makers in the customer’s organization”. However, the 
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authors’ definition is based on the available substitute that suppliers may offer under a specific-use 

circumstance. Nonetheless, problematizing the above-mentioned issues raised will be a vital 

component in this study.  

1.5 Problem Formulation 

Considering the assertions earlier in this study, the use of e-commerce to create RRE customers’ 

perceptions cannot go without difficulties due to the transaction nature of the business. Even so, 

connecting e-commerce, RRE, and RRE customers’ perceptions is crucial to problematize the 

issues under consideration in this study. In regards to the concept of e-commerce, Chang & Chen 

(2009) stress the importance of perceived interface quality and security as two important factors 

that contribute to customer loyalty on the concept’s use in RRE. The authors claim the perceived 

interface quality and security can become strong determinants in terms of building customers’ 

confidence about the use of e-commerce in RRE.  

With respect to the use of e-commerce to influencing customers’ perceptions, Solomon et al. 

(2010) argue the digital revolution has had an essential influence on customers’ consumption 

pattern of a product/service. These authors based their arguments on the e-commerce web impact, 

which has expanded due to its use by more people around the globe. Moreover, according to the 

authors, since customers are generally regarded as determining factors in a business transaction, 

their perceptions can become a vital component. In the meantime, customers claim to be 

influenced by a variety of perceptions that include information security among other factors. 

(Solomon et al. 2010:15-22) 

Drawing from Saber & Messinger’s (2010) research work about the impact of e‐information on 

RRE services, the authors claim the customer-perceived value of RRE agencies has been reduced. 

According to the authors, the reason is fundamentally due to the availability of e-information on 

the Internet. Hence, this has increased RRE customers’ level of web experience as well as reduced 

their perceived value of RRE agencies. Therefore, how to influence customers’ perceptions is an 

important question for the survival of an RRE brokerage service in the online environment. (Saber 

& Messinger, ibid) 

However, in view of the use of e-commerce in RRE, Ford, Rutherford, & Yavas’ (2005:92) argue 

“houses listed on the internet take slightly longer to sell and also sell for marginally higher 

prices”. The authors’ arguments may deserve an in-depth investigation. This is because RRE 

customers may have their own perceptions on the use of e-commerce with RRE agencies. Linking 

e-commerce, RRE, and RRE customers’ perceptions are vital in this study. Notwithstanding the 
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above-mentioned assertions, there are a number of flaws in the use of e-commerce to create RRE 

customers’ perceptions which need to be identified in this study.  

1.6 Research gap 

This study recognizes articles concerning customers’ perceptions on e-commerce tend to focus on 

the retail sectors. A number of these articles comprise Chang & Chen (2009), Chen & Dubinsky 

(2003), Guzzo, Ferri & Grifoni (2016), Resnick & Montania (2003), Su, Li, Song & Chen (2008), 

Yang, Pang, Liu, Yen & Tarn (2015), Richard & Habibi (2016), and Richard & Chebat (2016). 

The aforementioned articles fundamentally focus on the perceptions of customers in the use of e-

commerce as well as their intention of adopting e-commerce in the online retail environment. On 

the other hand, the other articles above concern the application of e-commerce in the RRE market 

and they focus on the role of information and website design. Cherif & Grant (2014) argue the 

applications of e-commerce in RRE businesses such as web advertising, online brokerage, and 

information based value chain creation are technologically progressive and essential in a Business-

to-Customer (B2C) relationship.  Kummerow & Lun (2005), Littlefield, Bao & Cook (2000), 

Crowston et al. (2001), and Zumpano, Johnson & Anderson (2003) explore the effect of 

information on customers’ decisions in the market. Other articles like Ford et al. (2004), Muhanna 

(2000), and Muhanna & Wolf (2002) consider the effect of the internet on the real estate market. 

Hinton & Tao (2006) and Sun & Ifeanyi (2014) study the e-commerce application in the Chinese 

real estate market. The aforementioned authors focus their research works on different 

standpoints. Under these circumstances, the former authors’ research work focuses on 

investigating the key sources of competitive advantage gained from e-business applications by the 

Chinese real estate developers. The latter authors base their investigation on e-business adoption 

by real estate agencies in China. However, both of these articles based their arguments on the 

perspectives of the agencies. Nonetheless, little research has been done focusing on the creation of 

RRE customers’ perceptions by using e-commerce in Hanoi, Vietnam, which forms the cardinal 

standpoint of this study.  
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1.7 Aim and Research Questions 

This study aims to investigate how e-commerce can be used to create perceptions of the residential 

real estate customers. Subsequently, investigating how the RRE agencies use e-commerce together 

with the customer perception creation is crucial in this study. In order to investigate the 

phenomenon, two research questions are formulated: 

1. How do the RRE agencies use e-commerce to create customers’ perceptions? 

2. How do RRE customers perceive the use of e-commerce? 

1.8 Delimitation 

The RRE market in Hanoi, the capital city of Vietnam has been chosen to conduct the empirical 

study. However, recent findings reveal the revenue in the Vietnamese e-commerce market 

accounts 1,821 million of United States Dollars (USD) (Statista, 2017). In the meantime, the 

country’s e-commerce market is predicted to have an annual growth rate of 16.5% with a volume 

of 4,024 million USD by 2021 (Statista, ibid). Drawing from the World Bank’s (2015) findings, 

the urbanization process of Vietnam has been driven by increased job opportunities in bigger 

cities. Subsequently, this has created the demand for affordable housing in Hanoi. Even so, the 

country has a growing market with one of the highest economic growth rates in the world. 

Moreover, the Bank’s findings show the country’s Gross Domestic Product (GDP) has a growth 

rate of 8%. In this context, the country’s economic prospect is assumed to be brighter than many 

other countries in the region of South East and East Asia. According to data from the Vietnamese 

Census 2009 and the General Statistics Office (GSO), the number of urban households per annum 

and geographic region (in 1,000 units) in Hanoi is expected to reach 1,123 with a total annual 

increase of “11% by 2020” (World Bank, 2015:14). In addition, data from the affordable housing 

segment reveal the capital city of Vietnam to “makes up 21 percent” of the housing production of 

the country (World Bank, 2015:24). And so, the housing market in the country’s capital city 

provides an interesting background for the study. Therefore, the chosen research area is well 

suitable for this study.  

In view of this delimitation, this study is constructed to investigate the use of e-commerce by 

linking it to the creation of RRE customers’ perceptions. Thus, the study focuses on the 

perspectives of managers of three RRE agencies and RRE customers.  
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1.9 Study Disposition 

This section provides an overview of the structure of the study outline in six chapters. 

Chapter One - Introduction: This chapter presents the general overview of the study comprising e-

commerce, real estate industry, e-commerce in RRE, customer perception, problem formulation, 

research gap, aim and research questions, and the delimitation. 

Chapter Two - Literature Review and Theoretical Framework: This chapter discusses: e-

commerce, e-commerce application in real estate with a specific and a greater focus on RRE, 

customer perception, customer perception in e-commerce, use of e-commerce in RRE to create 

customers’ perceptions, and a proposed theoretical framework formulated based on the literature 

review of the study. 

Chapter Three - Methodology: This chapter presents the research design that includes sampling 

design, data collection, and data analysis and presentation. The chapter equally presents the 

validity and reliability, the positionality, the ethical considerations and the method criticism.  

Chapter Four- Empirical Study: This chapter presents the results of the empirical study. Firstly, 

the chapter presents an overview of the RRE in Vietnam including Hanoi. To sum up, the chapter 

presents the results of the empirical study.  

Chapter Five- Analysis: This chapter provides the results’ analysis of the empirical study. The 

chapter comprising the use of e-commerce by the RRE agencies, use of e-commerce to 

create RRE customers’ perceptions, evaluating the use of e-commerce to create RRE customers’ 

perceptions, and a summary of the analysis and theoretical links. 

Chapter Six- Conclusion: This chapter answers the research questions in order to establish the 

concluding thoughts. Besides, it provides the theoretical and managerial implications. As a final 

point, reflections on the limitations of the study and future research suggestions are discussed. 
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CHAPTER TWO 

2.0 LITERATURE REVIEW 

This chapter discusses e-commerce, e-commerce application in real estate with a greater focus on 

RRE, customer perception, customer perception in e-commerce, creating customers’ perceptions, 

and a proposed theoretical framework.  

2.1 E-commerce 

Chaffey (2004) argues the involvement of e-commerce in the business world stretches further than 

the financial transaction between customers and organizations. E-commerce also has a potential 

impact on the post-purchase and pre-purchase process in the business. In that sense, there are four 

different perspectives for e-commerce including communication, business process, service, and 

online perspective. Therefore, the exchange process does not only include products and money but 

also concern information and services. The author also examines the concept of e-business in 

relation with e-commerce. E-business can be defined as “the transformation of key business 

processes through the use of Internet technologies” (Chaffey, 2004:8). Depending on the nature of 

different businesses, the relationship between e-business and e-commerce can vary. In some cases, 

e-commerce and e-business have some degree of overlap. In other cases, e-commerce is 

considered a part of e-business. Otherwise, they can be regarded as the same concept in a certain 

situation.  (Chaffey, 2004:7-12) 

Notwithstanding the above, the author likewise argues the use of the internet can be considered as 

a threat to existing businesses. Based on the author’s arguments, the use of e-commerce helps 

customers to contact directly a service provider and subsequently leading to the process of 

disintermediation. In this context, the author argues the distributors can gradually be eliminated 

from the supply chain. This is because the customers can easily bypass the distributors as well as 

allowing the producers to promote and sell directly to the distributors. In addition, the author 

argues the internet-based communication process can create new intermediaries’ services such as a 

supplier search and a product evaluation. Based on the above assertions, e-commerce application 

appears to continue posing a threat to businesses including the real estate industry.   

2.2 E-commerce Application in Real Estate 

According to Laudon & Traver (2008:591), real estate can be considered as a financial service. 

Although a property transaction process cannot be completed online, the authors argue real estate 
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websites have a major influence on the offline decisions of house purchasing. At this point, Baen 

& Guttery (1997) argue e-commerce has a negative effect on the real estate industry. Based on the 

disintermediation effect, these authors suggest that real estate agencies will have a limited role in 

the online environment. They imply real estate agencies will be shaped by better information 

technology. However, the authors recognize the use of information technology to help these 

agencies to be more efficient in terms of costs and transaction time.  

Nonetheless, the use of Internet as a marketing tool in a real estate business has been affirmed by 

Bond, Seiler, Seiler & Blake (2000). The authors base their assertion on increasing trend of the 

internet use among real estate agencies. According to Laudon & Traver (ibid), the primary 

purpose of using real estate websites is to search for house listings. Base on the authors’ views, it 

can likewise be linked to establish a portal to connect customers to other services such as 

mortgage lenders, credit reporting agencies, house inspectors, and surveyors. 

Taking one step further from the above authors, Cherif & Grant (2014) analyze six types of e-

business models of organizing and developing real estate including web-advertising model, 

brokerage business model, virtual value chain model, and diversify model. In the web-advertising 

model, companies use Website that provides free content and services as a tool for advertisement. 

The advertising message is added to these free contents and services. Banner ads and Google ads 

are often used by RRE agencies. The use of this model is not restricted to real estate and it is 

popular in other e-commerce markets. In brokerage business model, real estate agencies display 

information on property listings. In this context, the service provider makes money by the 

commission and other service charges. The success of this business model is based on the ability 

of the service providers to satisfy the customers and the value of the transactions. For the authors, 

the virtual value chain model focuses on the provision of digital information. The authors also 

analyze the portal website model where both information provider functions and other brokerage 

services are included in a website. 

Similarly, Muhanna (2000) identifies three different phases of real estate service processes where 

the application of internet has a potential impact on a property listing, buyer search, property 

evaluation, negotiation, and execution closing. However, concerning the scope of this study, the 

use of e-commerce in communication and advertisement in RRE is vital for the study under 

investigation.  
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2.2.1 E-commerce application in RRE communication 

Laudon & Traver (2008:433) regard email as an effective tool to communicate with customers. 

However, it was not as useful to attracting new ones. On the other hand, the authors argue email 

spam remains the foremost uneasy challenges in the improvement of the efficiency of the email 

marketing. Therefore, based on the authors’ claims, it is important to target the right customers for 

email marketing campaign. As the authors argue, companies’ websites often use catalogues to 

arrange products and service listings. According to the authors, the online catalogue can also be 

sent to customers through email.  Different from an offline catalogue, online catalogues based on 

the authors’ standpoint, makes it easier for users to compare between the products. Nonetheless, 

they equally claim the success of an online catalogue is very much depending on the customers’ 

experience with the internet. According to the authors, both of these methods can be applied to the 

RRE market. (Laudon & Traver, 2008:419-437) 

However, Crowston, Sawyer & Wigand (2001) argue the role of RRE agencies as information 

intermediaries is no longer appropriate in the online environment due to the ease of information 

accessed or provided by the Internet. Regarding the process of communication in RRE, the use of 

e-commerce including information communication technologies (ICT) has changed the position of 

RRE agencies in the market. Therefore, with the increasingly use of ICT, allows agencies to focus 

on providing other value added services. The authors argue RRE Agency services can be extended 

further to connecting buyers and sellers. By using business networks, RRE agencies will be able to 

guide the customers to mortgage providers, house inspectors, and similar services. According to 

the authors, another service that the agencies may provide includes consulting customers in the 

purchasing process. All these changes suggest RRE agencies website can be used as a portal of 

RRE services. (Crowston et al., 2001) 

2.2.2 E-commerce Application in RRE Advertising 

Laudon & Traver (2008:412-421) discuss different ways of using e-commerce in advertising that 

includes displays ads, rich media/video ads, search engines advertising, email marketing, online 

catalogue, and social marketing. According to the authors, display ads consist of banner ads and 

pop-ups which referred to the method of advertising that related to the promotional message 

displayed in websites. For the authors, rich media/video ads are similar to banner ads but contain 

more information and are more effective. The authors equally argue search engines advertising is 

the advertising tool provided by an online search website which allows companies to approach a 

targeted customer base.  According to the authors, all of these methods are based on the concept of 

ad targeting in which the marketing message is usually sent to a specific sub-group of a 
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population. However, these methods are criticized by smaller companies due to the growing 

increase of the cost involved. Based on the authors’ views, this increase can be attributed to the 

practice of search engines companies like Google to inflate the advertising price.  However, based 

on the authors’ arguments, these applications are applicable to the advertisement of RRE products 

in the context of an online environment. Meanwhile, the authors view e-commerce application in 

RRE as an advertising tool that allows information in the form of texts and numbers.  

According to Kummerow & Lun (2005), technological developments can help to develop virtual 

tours of RRE properties. The authors further argue this application will help the agencies to 

increase productivity. For the authors, even though virtual tour cannot completely substitute a 

physical viewing, it certainly improves the advertising image of the products. The authors also 

assert the agencies’ brand awareness to increase since they apply the technology that saves 

customers the time and the effort to travel to a physical location. Even so, the authors affirm the 

virtual tours to promote RRE projects which are in a construction phase. According to the authors, 

e-commerce application in RRE advertising attracts more buyers’ inquiries than the traditional 

advertising method.  

Nonetheless, by studying the effects of adopting e-commerce to RRE agencies, Sun & Ifeanyi 

(2014) reveal customers can be exposed to a wide range of listing by using the internet. The 

authors’ claim is based on the openness and the low cost of online advertising. According to the 

authors, RRE agencies have been made to have more channels to advertise their products. Thus, 

the authors claim using online advertisement is more effective in terms of attracting viewers than 

the traditional method of advertising. As such, providing customers with the required information 

can potentially be crucial in linking e-commerce and RRE advertisement.  

2.2.3 E-commerce Applications in providing Customer Information  

In a retrospect of the aforementioned assertions, the two application of e-commerce discussed can 

be used by RRE agencies to provide information to the customers. As such, the Internet can 

become an important source of information in the initial search for RRE information. Based on the 

discussed issues in the previous sections, this source of information can provide customers who 

are unfamiliar with the market with the required information to look for the RRE products and the 

services needed. However, Gwin (2004) argues using Internet application can reduce the 

informational cost in RRE services. Ford, Rutherford & Yavas (2005) examine the use of multiple 

listing services and internet listing in a real estate business. These authors’ findings show listing 

on the internet takes longer to sell but for a higher profit margin. In the customers’ perspective, 
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Zumpano et al. (2003) argue customers can save information cost in searching for RRE 

information. Moreover, the authors affirm the higher the values of property transaction the more 

likely customers will use the Internet in their information search. They further state the use of 

RRE brokers/agencies cannot deter RRE customers from using the Internet to search for more 

information in the market. Based on the authors’ standpoint, comparing between the agencies’ 

intermediation and the Internet intermediation, the former tends to reduce the searching time while 

the latter exposes customers with more information.  

Littlefield et al. (2000) explore how information provided by the internet is important in 

influencing home purchasers’ decisions. According to the authors, RRE agencies invest in the 

information technology in order to catch up with competitors in the market and to avoid losing 

potential customers. The authors further argue a customer satisfaction with the RRE services still 

determines the purchase process despite the increasing use of Internet information to aid the 

information search and the purchase process.  

According to Henderson & Cowart (2002), a significant growing trend of customers seeks to 

perform early real estate searches through the internet before contacting brokers. Subsequently, 

the authors’ assertion is based on the fact that successful brokers are expected to use e-commerce 

in both online and off-line channels aimed at providing information to customers of their products 

and services. The authors also explore the use of e-commerce in real estate website design. 

Moreover, the authors argue RRE websites can be significantly more user-friendly than CRE 

websites. Besides, the authors affirm RRE websites can contain significantly more informational 

contents about the brokerage listed properties than the CRE websites. The authors’ argument is 

based on the fact that the RRE websites can offer significantly better services than the CRE 

websites. For the authors, the ease of website navigation helps to improve customers’ experience 

in an RRE service. Therefore, the informational role of e-commerce appears to be much more 

important in the RRE market than the CRE. 

2.3 Customer Perception 

Customers’ perceptions about themselves or a product or a service play an important role in this 

construct. For Solomon et al. (2010:7), customers’ perceptions can be based on pre-purchase, 

purchase, and post-purchase issues of a product or goods and services. Based on the authors’ 

views, pre-purchase issues involve the stage in which customers can decide on the need for a 

product as well as processing the best information about it. The purchase issues relate to the 

stressful and pleasant experiences of a customer to acquiring a product. After the purchase issues 
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then come in the post-purchase issues. At this point, the authors view the post-purchase issues as 

the outcome stage. According to the authors, this stage can either be associated with whether the 

product is pleasant or perform its functions as expected.  

Meanwhile, from the authors’ viewpoint on perception, people with a low self-esteem tend to 

underperform a task as opposed to those with a high self-esteem. Moreover, the authors refer to 

self-concept as “the beliefs a person holds about their attributes” as well as “how they evaluate 

these qualities”. Based on the authors’ claims, there are aspects of a customer’s self that are 

evaluated more positively as opposed to the others. On the authors’ views, attributes of self-

concept including the character/personality or facial attractiveness versus mental ability, positive 

or negative self-esteem, etc. are viewed as vital customer perception components. (Solomon et al., 

2010:144) 

Notwithstanding the above, the authors relate customer perception with stimuli to sights, sounds, 

smells, tastes, and textures. For the authors, customer perception is linked to customers’ sensation, 

which in turn leads to sensory receptors and attention. Even so, the meaning created for a product 

and a service is linked to interpretation and a customer’s response. Subsequently, the 

aforementioned components can in practice lead to customers’ perceptual process or customers’ 

perceptions. (Solomon et al., 2010:118) 

However, in order to create a better understanding, an overview of customers’ perceptual process 

is illustrated as follows:  

Figure 1: An Overview of the Customers’ Perceptual Process 

 

 

 

 

 

 

KEY:              Arrows in figure 1 above illustrating the customers’ perceptual process 

Adopted source: Solomon et al., 2010:118 
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2.3.1 Creating Customers’ perceptions  

The issue of creating customers’ perceptions is vital in this study. According to Zeithaml (1988), 

consumers usually differ in perceptions, and it is these perceptions that affect their behaviour. The 

author likewise argues consumers' perceptions of quality are evolving due to extra information, 

growing competition in a product category as well as changing expectations. In addition, the 

author argues the changing nature of quality presents an impetus for marketers to start in tracking 

perceptions over time. According to the author, these include establishing product and promotion 

strategies in line with the shifting views of the market or the business environment. This is 

because, according to the author, products and perceptions are evolving. As such, based on the 

author’s view, marketers educate customers about the ways to assess quality. For the author, 

promotion, information provided in packaging as well as the observable factors associated with 

the products can be managed to induce anticipated quality perceptions. However, based the 

discussed assertions, customers’ perceptions may likewise differ in the context of e-commerce.  

2.4 Customers’ Perceptions in e-commerce  

Creating customers’ perceptions is critical in answering the research questions. De Ruyter, 

Wetzels & Kleijnen (2001) argue customers will likely to assess the e-service offered by a 

corporation based on a good organizational reputation more favourably as opposed to a 

corporation with a bad reputation. According to the authors, this assessment can be based on trust, 

perceived quality as well as the intention to use a product or a service. Chen & Dubinsky (2003) 

argue the perception of a product quality is influenced by the customers’ experience, price, as well 

as the reputation of internet vendors. From the authors’ standpoint, the value of a product 

perceived by the customers can be evaluated by comparing between the perceived risks 

associating with the quality and a product’s price.  

2.4.1 Creating Customers’ Perceptions in e-commerce 

Concerning the creation of perceptions in e-commerce, Su et al. (2008) argue the concept of 

perceived quality (CPQ) in e-commerce environments has generally been affected by differences 

in the interaction between the online retailer and the customer. They mean, the online retail 

environment fundamentally lacks person-to-person contact as opposed to the offline/non-online 

traditional system. As such, the authors argue this interaction excludes the attitude and proficiency 

of a salesperson that may have a significant impact on CPQ. Moreover, according to the authors, 

online consumers use a website through searching, comparing, ordering, and paying for products 

and services. The authors argue this situation often creates customer perceptions since they 

(customers) are limited to scrutinize the quality of goods when placing orders. According to the 
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authors, greater uncertainties threaten online customers than those in the context of a traditional 

retail environment. In this context, the authors argue customers’ personal information and their 

credit card details were generally required by websites when placing orders. According to the 

authors, this condition usually raises security apprehensions in the minds of online customers. 

Hence, based on the authors’ perspective, improving the traditional construct of a service quality 

is required in the e-commerce environment. The authors equally identify six conceptual 

dimensions of e-commerce CPQ as vital components. They include the ease of use, information 

quality, consumer service, website design, the process of controllability, and the outcome quality.  

Concerning the RRE business, the internet has been used to create customers’ perceptions, 

especially as an advertisement tool. Richardson & Zumpano (2013) investigate the effects of the 

Internet on RRE buyers’ search efficiency and conclude the Internet has offered substantial 

benefits to customers, especially in the process of information searching. While the authors did not 

describe the process used by RRE managers to create perceptions, Yuan, Lee, Kim, & Kim (2013) 

examine the possibility of applying e-commerce in recommending an RRE product based on the 

RRE home buyers’ needs and search behaviour. According to the authors, this house search 

process illustrates the RRE customers chain of thought in creating customers’ perceptions from 

the information gathers from RRE website.  

Yuan et al. (2013) argue the search process starts at going to a favourite RRE website. This 

according to the authors’ views, a property is chosen based on the location, price, and the physical 

characteristics to create the search results of few options of products. These initial search criteria 

in view of the authors’ arguments are very important in terms of a purchasing decision. Thus, the 

authors claim the users prefer a certain location over another. According to the authors, it is due to 

its distance to public facilities such as schools, work, transportation hubs or hospitals. Even so, the 

authors argue location can also affect other factors such as security and environment quality. For 

the authors, the physical characteristics can include the details of the property such as the type of 

property, space, the number of baths or bedrooms, or preferred orientation. In this context, the 

authors argue the price does not only include the price of the property but also the management 

fees. At this point, the authors affirm the results are compared to further narrow down in a more 

detailed information search. Hence, according to the authors, RRE agencies will be suitably 

contacted. The authors likewise argue the current websites can help the customers in the initial 

search that include filtering of the products according to the price, the location, and the physical 

characteristics. Notwithstanding the challenges, the author equally argue development in terms of 
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website design and searching software design may help to extend the use of e-commerce to 

recommend to the buyers the property they need. (Yuan et al, 2013) 

2.4.2 Challenges in Applying e-commerce to create Customers’ Perceptions 

According to Bhattacherjee (2000:411), one of the challenges in applying e-commerce to create 

customers’ perceptions is based on the customers’ hesitation in adopting e-commerce service 

practice. The author argues understanding what stimulates individuals and firms to accept e-

commerce services are crucial. For the author, attracting customers in an online environment is far 

more challenging than in a traditional offline business environment. Based on the author’s view, 

the reason for such an assertion may be associated with the practical behavioural changes required 

by adopters in learning how to use e-commerce technologies.  Based on the authors’ perspective, 

these can include trusting such technologies as well as making informed decisions in the use of the 

said technologies.  

Drawing from Agarwal & Prasad’s (1998:15) work on “the antecedents and consequents of user 

perceptions in information technology adoption”, the inclusion of perceptions has become vitally 

innovative independent variables. In a retrospect of the authors’ views, understanding the 

determinants of perceptions is crucial in this context. Meanwhile, based on the authors’ views, it is 

equally significant to scrutinize the relative usefulness of the mass media as well as the 

interpersonal communication channels in order to facilitate perception development. For the 

authors, information system implementation, technology acceptance as well as technology 

adoption have over the past two decades attracted attention in information systems’ literature. 

Therefore, according to the authors, the new information technologies have been regarded as 

innovative components for target users. However, the authors affirm the current rapid trends of 

information technologies have presented a socialized form of opportunities including a major 

change for the target users. (Agarwal & Prasad, 1998:15-16) 

According to Guzzo, Ferri & Grifoni (2016), the increasing acceptance of the Internet has resulted 

in the emergence of diverse categories of online services including e-commerce. For the authors, 

consumers are more likely attracted by purchasing on the Internet because of its convenience in 

terms of time and costs. Based on the authors’ arguments, consumers generally ask for opinions 

before undertaking an online purchase due to the perceived higher risks than in traditional offline 

purchases. The authors further argue the social media is changing the relationship between 

consumers and retailers by presenting new unavailable possibilities in traditional channels. And 

so, consumers’ acceptance has been increasingly influenced due to the ease to obtain information 
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about products from a wider geographically dispersed population. As such, this has likewise 

increased the facilitation of users’ collaboration as well as their opinion sharing. (Guzzo et al., 

2016) 

However, Salam, Rao & Pegels (2003) discuss the importance of risks in e-commerce transaction 

and how it can influence the customers’ decisions. The authors anticipated customers’ perception 

of risk is influenced by an institutional trust and an economic incentive resulted from transactions. 

Even so, Schimmel & Nicholls (2002) conduct a survey on consumers’ perceptions on online 

shopping. These authors claim the security factor is one of the most important factors in online 

shopping, including the visual confirmation on the products. Moreover, Muhanna & Wolf (2002) 

identify trust building as a major challenge in applying e-commerce in RRE. These authors argue 

due to the nature of the RRE market. In this context, the reliability factor is more important than 

convenient and price factors. The authors conclude customers still require reliable and trustworthy 

professionals to help them navigate the complex process of house purchasing decision.  

However, these aforementioned challenges on the previous page may be overcome by 

transforming the businesses to an internet portal. This includes the transforming of e-commerce 

application into an e-business. At this point, Laudon & Traver (2008:11) distinguish between e-

commerce and e-business by stating that unlike the former, e-business involves with the 

information system of the firm which facilitates a business process. Concerning the RRE business, 

the brokering agencies can either reduce their role as the information providers to focus on another 

service or integrate e-commerce into their business models. 

2.5 Links and Theoretical Framework 

The main theories used in the literature review are summarized on the next page of table 1.  
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Table 1: Reviewed Theories and their relevance for e-commence  

Theories/Concepts Author(s) Arguments 

E-commerce application in 

real estate 

 Laudon & Traver (2008) 

E-commerce was not used in 

real estate financial transaction 

Bond et al. (2000) 

Muhanna (2000) 

E-commerce can be used as a 

real estate business portal 

E-commerce application in 

RRE communication 

 Laudon & Traver (2008); 

Crowston et al. (2001) 

E-commerce use as a 

prominent communication 

tools 

E-commerce application in 

RRE advertising 

Kummerow & Lun (2005); 

Sun & Ifeanyi (2014) 

E-commerce application in 

RRE advertising expose 

customer to a wide range of 

product and product 

information 

Kummerow & Lun (2005) 

Virtual tour can be used as a 

RRE advertising service 

E-commerce applications in 

creating customer perception 

Su et al. (2008) 

Customers’ perceptions can be 

created through online 

communication 

Yuan et al. (2013); Zeithaml 

(1988) 

Customers’ perceptions can be 

created through online 

advertisement 

Gwin (2004); Ford et al. 

(2005); Littlefield et al. 

(2000); Henderson & Cowart 

(2002) 

Internet is the main source for 

RRE information. 

Yuan et al. (2013) 

Creation of RRE product 

perception from online 

information 

Challenges in applying e-

commerce to create RRE 

customers’ perceptions 

Laudon & Traver (2008) 

Increasing online advertising 

cost is a concern for real estate 

managers 

Muhanna & Wolf (2002); 

Chen & Dubinsky (2003); 

Salam et al. (2003); 

Schimmel & Nicholls (2002) 

RRE managers concern 

providing quality information 

is a challenge in creating 

customer trust 
 

Source: Own, 2016 

Combining these theories, a theoretical model is proposed for the RRE business on the next page: 
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Figure 2: Creation of RRE Customers’ Perceptions 

 

 

Source: Own, 2016 

However, the process of creating RRE customer perception starts with two major e-commerce 

applications that comprise online communication combining online advertisement. These 

applications provide the customers with RRE information that is processed by the customers 

through the cognitive process to create the final product of perceptions.  
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CHAPTER THREE 

3.0 METHODOLOGY 

This chapter provides a methodological overview, a description of the research design that 

includes sampling design, data collection, and data analysis and presentation. Moreover, it 

presents the validity and reliability, the positionality in the research area, the ethical 

considerations and the method criticism.  

3.1 Methodological Overview  

In an attempt to create a better understanding of this chapter, a methodology overview is 

diagrammatically illustrated below:  

Figure 3: Methodological Overview 

 

Source: Own, 2016 

KEY: Research process 

           Reflection protocol 

Research Design 

Abductive, Qualitative Research 

 

Sampling Design 

 Snowball for the RRE Managers. 

 Convenient Sampling for the RRE Customers.  

 
Ethical considerations 

 Purpose of the Study was explained to the 

interviewees. 

 Consent of interviewees sought whether their 

names were to be published  

 Protocols were sent to interviewees to cross-

check data 

Positionality 

 Accessing and entering the research area to 

obtain data. 

 Securing the cooperation of the interviewees 

in the research area.  

 Interviewers’ “insider” and “outsider’s” 

backgrounds were useful to persuade the 

interviewees. 

Validity and Reliability 

 Internal and External validity 

 Reliability 

Methods of Data collection 

 Secondary Data – Journals, scientific articles, and the 

selected companies’ websites and achieves.   

 Primary data – Semi-structured interviews (face-to-

face combined with Skype) interviews. 

Data Analysis and Presentation 

 A combination of content analysis and narrative 

structure analysis was used. 

 Common themes and the differences in the 

interviewed answers highlighted. 

 Case Selection: A multiple case study for the 

RRE managers’ interviews and a single case 

study used for the RRE customers’ interviews. 

 

Method criticism 

 A focus group would have been more useful. 

 Time consuming due to translation/ 

interpreting to mitigate the language barrier 

of one the interviewers. 

 The sampling only represents a segment of 

the Vietnamese RRE market. 
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3.2 Research Design 

As indicated earlier, this study was conducted in Hanoi, Vietnam. Fundamentally, two sets of 

actors are considered in this study. The first set of actor identified is the RRE Agencies/managers 

in order to ascertain their perspectives on the use of e-commerce to create perceptions of the RRE 

customers. However, this study identifies the RRE customers as the second set of actors whose 

perspectives are vital. The study uses a wide range of data collection techniques. Hence, not much 

in-depth data may be lost in this study.  

In order to investigate the use of e-commerce to create RRE customers’ perceptions combining 

managers and customers’ perspectives, this study uses a qualitative method of data collection. 

According to Holloway (1997:2), a qualitative study usually focuses on the interpretation of 

personal experiences as well as to “explore the behaviour, perspectives, and experiences of the 

people”. Considering the scope of this study, a qualitative method is appropriate for the aim and 

the research questions set out in the introduction of this work. Furthermore, the study is combined 

with an abductive method in a bid to obtain a better understanding of the issues under 

investigation in accordance with Chamberlain’s (2006) work on researching strategy formation 

process. This includes according to the author’s views on ensuring the detailing of a naturally 

vigorous description of the study. In the meantime, this study likewise includes the gathering of 

data collected from both primary and secondary sources. Subsequently, a method of semi-

structured interviews was used to gather the primary data. 

In a reconsideration of the above, this research design links the research questions to the aim, 

theories, and methodology including the sampling design and the case selection. According to 

Robson (2002:79-82), a general framework for a research design is based on fundamentally 

linking the research questions to the aim, the theory, and the methods including the sampling 

strategy and the case strategy of the study. However, this study uses case studies’ research strategy 

in line the aforementioned author. From the author’s perspective, case studies are one of the 

fundamentally suitable research strategies for a real-world research scenario. Thus, the methods of 

the study are chosen to ensure suitability for the research questions in accordance with the 

author’s standpoint. Nonetheless, the data sampling and the case selection techniques used are 

vital in this study.  

3.2.1 Sampling Design  

The population for the first interview category includes the RRE managers for the three chosen 

RRE agencies. Each Agency has three to five senior managers with fifteen to twenty line 
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managers involving in RRE sale and marketing activities. The second category of data sampling is 

aimed at obtaining the RRE customers’ perspectives. As such, the population for the study 

potentially includes the RRE customers in Hanoi, Vietnam. According to the World Bank’s (2015) 

findings, Hanoi is projected to have an annual increase of 42,000 households between the periods 

2015 and 2020. Although this number includes a percentage of households who do not need 

accommodation, it equally reflects the potential number of customers of the RRE agencies. Thus, 

the study fundamentally uses two non-probability sampling methods. These methods include 

snowball and convenience sampling techniques. According to Bryman (2015:187), a non-

probability sampling implies certain units of the population are likely to be selected as opposed to 

the others. Hence, each of these two sampling methods is used for the two categories of the 

interviews. 

3.2.1.1 Snowball Sampling 

In the context of this study, a snowball sampling is used for the RRE managers’ interviews. 

According to Bryman (2015:188-189), a snowball sampling is unlikely to be the sample 

representative of a population due to unforeseen circumstances. At first, a senior RRE manager 

(Manager 1) in Hanoi is contacted via email by the researchers. Manager 1 equally plays a gate-

keeping role in helping us to connect with the other interviewees. From this first contact, the 

researchers established contacts with two senior managers from two other RRE agencies - 

Manager 4 and Manager 5 (see Table 2 for the interviewed managers’ details). Each of these three 

managers introduced the researchers to another manager from their agencies. Therefore, the 

interviews were conducted with six managers from three RRE agencies based in Hanoi Vietnam. 

Meanwhile, two of the agencies are major players in the country’s RRE market. Since three of the 

interviewed managers chose to remain anonymous, all six of the managers’ names will not be 

shown in this study. Even so, the interviews were conducted in line with the interview guide - 

appendix 3.  

However, the information of the interviewed managers is summarized on the next page. 

Table 2: Interviewed Managers 

 
Position Experience (in years) Agencies 

Manager 1 Sales Manager 9 Đại Việt trí tuệ 

Manager 2 Sales Team Leader 3.5 Đại Việt trí tuệ 

Manager 3 Sales Team Leader 2 Cen group 

Manager 4 Sales Manager 8 Cen group 
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Manager 5 Sales Manager 8 Đất xanh miền bắc 

Manager 6 Sales Team Leader 3 Đất xanh miền bắc 

Source: Own, 2016 

3.2.1.2 Convenient Sampling 

In addition to the managers’ interviews, this study equally uses a convenient sampling technique 

for the ten RRE customer interviews. Bryman (2015:187) also argues a convenient sampling 

technique is used due to its availability and accessibility to researchers. For this reason, the 

researchers adopt it in order to explore the availability and accessibility of the data in Hanoi. At 

first, the RRE agencies provided the researchers a list of recent customers for interview contacts. 

However, since few interview requests were granted from these sources, the researchers decided to 

use convenient sampling. This was done by choosing the customers from the RRE managers’ 

personal contacts. All chosen interviewees are RRE buyers who have purchased houses or 

apartments in Hanoi, Vietnam within the last four years. The interviews were conducted in 

accordance with the interview guide of the study in appendix 3.  

Hence, the information of the interviewed customers is summarized on table 3. 

Table 3: Interviewed Customers 

No. Name Age Product of interest Purpose of Purchase Use of Agency 

1 Đặng Thu Hương 32 Apartment investment Yes 

2 Đỗ Quốc Cường 41 Collective House accommodation Yes 

3 Đỗ Vương Vinh 35 Apartment accommodation Yes 

4 Trần Danh Hợi 34 Apartment accommodation Yes 

5 Trần Thị Minh Hằng 38 Apartment accommodation Yes 

6 Nguyễn Hồng Phong 40 Town house accommodation No 

7 Lương Xuân Chiểu 40 Apartment accommodation Yes 

8 Ngô Ngọc Quý 40 Apartment accommodation Yes 

9 Đặng Minh Tân 37 Apartment accommodation No 

10 Trần Thị Cẩm Hà 40 Apartment accommodation No 

Source: Own, 2016 
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3.2.2 Case Selection  

This study was conducted in the context of the use of e-commerce in the Vietnamese RRE 

industry. According to Yin (2003) in Baxter & Jack (2008:545), a case study design is usually 

considered when the “focus of the study is to answer how or why questions”. At this point, the 

researchers “cannot manipulate the behaviour” of the research participants. As such, the case 

selections are suitable to enable the researchers to cover contextual situations relevant to the 

phenomenon under investigation. These views are equally supported by Yin (2012:5-8). 

Meanwhile, Miles and Huberman (1994) in Baxter & Jack (ibid) define a case as “a phenomenon 

of some sort occurring in a bounded context”. Based on the authors’ view, a case is in effect your 

unit of analysis. According to the authors’ standpoint, a case is driven by vital questions such as 

“do I want to analyze the individual? Do I want to analyze a program? Do I want to analyze the 

process? Do I want to analyze the difference between organizations?” can be equated to ascertain 

what a case is. On this note, the unit of analysis of this study is based on analyzing the process of 

how the use of e-commerce can create customers’ perceptions in RRE combining the managers 

and the customers’ perspectives. As such, a case study is used in this study in an effort to enable 

the researchers to analysis the unit of analysis process with the how research questions.  

 

However, Creswell (2009:99) identifies three types of case studies that including single, multiple 

or collective, and intrinsic case study. Notwithstanding the above, this study used a multiple and a 

single case study respectively.  

3.2.2.1 A Multiple Case Study 

This study used a multiple case study approach to present the results obtained based on the 

managers’ perspective of the agencies. The aim was to find the multiple cases of the selected 

agencies to compare the phenomenon in several perspectives. However, the agencies were 

compared into three cases and their managers’ perspectives presented in a table along with the 

agencies’ descriptions. According to Creswell (ibid), a multiple case study is used in order to 

create an understanding of the “diverse logic” in a case study. For Baxter & Jack (2008:548-550), 

a multiple case study is used when “a case contains more than a single case”. The authors defined 

a multiple case study as one that “enables the researcher to explore differences within and between 

cases”. However, this study has fundamentally used a multiple case study in order to capture the 

different worldviews of the RRE managers concerning the study under investigation. 
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3.2.2.2 A Single Case Study  

Notwithstanding the above, the RRE customers are presented as a single case study. This approach 

is suitably used due to the fact that the customers cannot be linked to the reviewed agencies. As 

such, a single case study is considered in this context in an effort to categorize the RRE customers 

as a group to be investigated. According to Flyvbjerg (2006:221), a single case study is used when 

“involving a single group observed at one time only”. Therefore, the approach is appropriate since 

it has the prospect to complement the investigation of this study.  

3.3 Data Collection Method 

As part of collecting relevant data of this study, both secondary and primary data sources were 

used. According to Ritchie, Lewis (2003), even though secondary data have merits due to access 

to previously published data, they may as well have misleading ramifications. However, the 

primary data are sourced from the transcripts of sixteen interviews of RRE managers and RRE 

customers. Thus, as supported by the authors, the secondary and the primary data obtained were 

combined in order to increase their trustworthiness in this study.  

3.3.1 Secondary Data 

Collecting secondary data is crucial for analysis in a qualitative study. As such, Glass (1976:3) 

defines secondary analysis as the “re-analysis of data for the purpose of answering the original 

research question with better statistics techniques”. At this point, the author correspondingly 

defines the conception as the process of “answering new questions with old data”. This study used 

secondary data from course books, relevant journals and scientific articles including official 

websites relating to the study. Moreover, the reviewed RRE agencies’ websites and reports were 

used to provide background information for this study.   

3.3.2 Primary Data  

For Glass (ibid), primary analysis is defined as “the original analysis of data in a research study”. 

To answer the first research question in this study, the researchers interviewed six managers of 

three RRE agencies in order to gain a perspective on how e-commerce is used to create customers’ 

perceptions. As for the second question, the subjects of the interviews were for RRE customers 

aimed at examining how they evaluate the use of e-commerce with RRE agencies.  

As a point of departure, contacts with the researchers’ interviewees were first established via 

email one month before the interviews. This was aimed at providing the interview questions to the 

interviewees in advance. In regards to the primary data collected, the study used face-to-face 
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combined with skype interviews to ensure the full participation of both the interviewers and the 

interviewees. This method was adopted in both the RRE managers and the customers’ interviews. 

According to Bryman (2015:492), there are much greater interests in a respondent’s standpoints 

when it comes to using a qualitative interviewing technique. Thus, this study used face-to-face 

combined with skype interviews. Since most of the interviewees’ English level was insufficient to 

carry out an in-depth conversation, all interviews were conducted in Vietnamese. As one of the 

researchers cannot speak Vietnamese, a translator was used to assist with the interviews’ 

translations. Hence, the interviews were then transcribed and translated into English (see 

Appendix 4 for the English interview transcripts). However, although using an interpreter was 

time-consuming in all the interviews, one of the researchers is a native of Vietnam who is familiar 

with the country’s culture and does speak fluently both Vietnamese and English respectively. As 

such, the issues of interpretation and translation were easily overcome.  

Therefore, the study similarly used a semi-structured interview technique. Some questions were 

prepared in advance and send to the interviewees. In this context, ten fixed questions were used 

for the managers and six questions were used for the customers. These questions were divided into 

four categories including background information, the use of e-commerce by RRE agencies, 

creating customer’s perceptions using e-commerce, and evaluating the use of e-commerce in 

creating perceptions. Thus, all interviews questions were presented in Appendix 2. At this point, 

follow-up questions were raised by the researchers spontaneously along the process of the 

interviews. Since the interviewed managers were not familiar with the theoretical concepts in this 

study, a brief introduction to the study and important concepts was explained at the beginning of 

each interview. Under this circumstance, the use of follow-up questions in semi-structured 

interviews helped the researchers to convey the meaning of each interview questions.    

For Ritchie & Lewis (2003:142), a face-to-face interview technique encourages flexibility and 

interaction between the interviewees and the interviewers, which usually increases the exchange 

of useful information. Bryman (2015: 469) likewise argues a qualitative interviewing technique 

usually reflects the apprehensions of researchers as well as tends to be flexible in response to 

emerging issues including towards the interviewee’s views. Thus, since the nature of face-to-face 

interviewing techniques was both digital and non-digital, not much relevant data were missing. All 

though the nature of interviewing was time-consuming, the approach attracted appropriateness 

since not much data were lost. As argues by Bryman (2015:200), in qualitative interviewing the 

researcher is primarily concerned in obtaining detailed answers that can be easily coded and 
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interpreted. According to the author, in a semi-structured interview, the researcher usually has a 

list of fairly specific and flexible interviewing questions anchored by an interview guide. As such, 

the interview guide was as well useful in guiding the semi-structure interviews/the research 

process of this study. For Wengraf (2001:5), semi-structured interviews are usually designed by 

the researchers in a bid to have several interviewing questions prepared in advance. Based on the 

author’s view, for semi-structured interviews to be successful, they require adequate preparations 

as well as discipline and creativity before each interview. According to the author, this includes 

the establishment of thorough analysis and interpretations after all interview sessions.  

Notwithstanding the above, each of the managers’ interviews lasted from thirty to forty-five 

minutes. In this context, all the respondent managers of the three RRE agencies were based in 

Hanoi, Vietnam. These agencies have at least six years of working experience in the RRE market 

with a substantial customer based. Accordingly, the managers were first asked for their experience 

in RRE, and the use of e-commerce in their agencies. Finally, they were allowed to expressing 

their views on e-commerce and the way it was used to create customers’ perceptions in the RRE 

market. Conversely, in the second category of interviews, the researchers interviewed ten RRE 

customers. In this context, each interview lasted for at least 15 to 20 minutes. The customers were 

first asked for their recent purchase of a house or an apartment and then their opinions on the use 

of e-commerce by RRE agencies. Under this circumstance, seven customers used the RRE 

agencies’ services while the other three did not. Even so, the researchers did not know the 

correlation between the customers and the selected RRE agencies. The reasons were partly due to 

the fact that the RRE agencies’ customers failed to respond to the requested interviews.  This was 

likewise compounded with the limited time to relate with the customers whose communication 

contacts were shared by the RRE agencies. In addition, the customers find houses based on 

Vietnam’s RRE development project and not directly through the RRE agencies. However, the 

details of the RRE development project will be explained later in chapter four of this study.  

Meanwhile, since the interviewees failed to allow the researchers to record answers in the 

interviews, notes were taken but audio recordings strictly prohibited. This method was highly 

useful since it helped the gathering of relevant data based on the managers and the customers’ 

perspectives. Under this circumstance, when one of the researchers asked questions, the other took 

notes and vice versa. Hence, the researchers decided who will ask which questions before the 

interviews. Hancock, Ockleford & Windridge (1998:24-26) argue keeping records and to be 

organized are fundamental components of notes taking in social research. According to the 
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authors, the approach is useful in data handling and analysis especially through the use of constant 

comparison of interview results. 

3.4 Data Analysis and Presentation 

According to Bryman (2015: 386), the designing of the initial research concepts together with the 

respondents’ worldviews are essential in a thesis analysis. As such, the author argues the data can 

be analyzed using triangulation techniques to cross-check the various data collected from the 

study. Moreover, the notes and interviews were translated and interpreted into English based on 

the various interview question themes of the study. According to Silverman (2006), there are four 

different ways to analyze textual data in a qualitative research including content analysis, narrative 

structure analysis, ethnography, and ethnomethodology. Concerning the aim of this study as well 

as the research questions, a combination of content analysis and narrative structure analysis will 

be used to analyze the collected data. Firstly, all interviews were translated and transcribed into 

textual data. In this context, keywords were identified in each of the answers to formulate tables in 

order to summarize the key findings of the interviews. By using these tables, the common themes, 

as well as the differences in the interview answers were then highlighted. The themes and 

concepts are equally created which seek to aid the research results and analysis. However, there 

were three themes concerned in the interviews and the analysis section. They consisted of the use 

of e-commerce by RRE agencies, creating customer’s perceptions using e-commerce, and 

evaluating the use of e-commerce in creating perceptions. 

However, this study failed to largely use data coding, which Bryman (2015: 11) describes as a 

crucial stage in the process of a content analysis. According to the author, this includes the 

designing of a coding schedule and a coding manual. In the context of a coding schedule, all 

coded data relating to the interview question themes will be entered; whilst, the coding manual 

involves the dimensions that will be used in the coding process such as the occupation of the 

interviewees, etc. in line with Bryman (2015: 11, 583). Based on the author’s viewpoint, these 

techniques were useful in ascertaining qualitative method efficiency in a final study. These views 

are equally supported by (Creswell, 2009; Mikkelsen, 2005: 180-181). 

3.5 Positionality in the Research Area 

In qualitative research, the problem of accessing the research area is crucial. According to Flick 

(2006:114), how to secure the cooperation of the respondents and how to achieve not only their 

willingness to participate but also to obtain the concrete interviews and the relevant data needed 

for the study. Sultana (2007:374-375) argues conducting a research in the global south requires 
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taking into consideration of the backgrounds of the interviewees. In the context of this study, the 

cultural and other emerging issues in entering the research area were quickly handled due to the 

composition of the research team. As mentioned earlier, one of the researchers is an “insider” that 

speaks Vietnamese as well as familiar with the culture. In addition, the other researcher is viewed 

as an “outsider”/non-Vietnamese but has a previous experience in international research work. 

Thus, these combinations of advantages aided the study. Consequently, the respondents’ 

cooperation was easily secured. As argues by Scheyvens (2014:61), the challenges link to 

accessing a research area can be overcome on the basis that the respondents may regard the 

researchers as either “insiders” or “outsiders” that can offer solutions to their encounters. 

3.6 Validity and reliability 

From a general perspective, Ritchie & Lewis (2003:270-271) refer to validity and reliability in 

social research as “confirmability of findings”, “trustworthiness” or “consistency”. For the 

authors, validity and reliability are essential in a qualitative inquiry because of their contributions 

to increasing the strength of a study’s data (Ritchie & Lewis, 2003:270). Hence, this study 

recognizes the significance of the validity and the reliability of the data collected from both 

primary and secondary sources. However, this section seeks to establish the trustworthiness of the 

results of the empirical study.  To do so, the concepts of validity and reliability will be explained 

in specifics.  

3.6.1 Validity 

Since two managers are chosen from each Agency, the validity of the study was maintained by 

comparing the opinions of the two managers. Robson (2002:93) defines validity as that which 

relates to “whether the findings are what they appear to be about”. For Ritchie & Lewis 

(2003:270-271), the concept of validity relates to the process of a “well-informed” evidence. 

Fundamentally, by way of increasing the validity of the data collected, the study used triangulation 

and peer review techniques. According to Johnson (1997:283), one of the strategies used to 

promote qualitative research validity are through triangulation and peer review. In the context of 

this study, the researchers cross-checked the data collected from the interviewees before the thesis 

publication. Such a process is referred to by Johnson (1997: ibid) as triangulation, which the 

author defined as the process of “cross-checking information and conclusions through the use of 

multiple procedures of sources”. For Bryman (2015:11), triangulation is related to the cross-

checking of results derived from either a qualitative or a quantitative study. The data sampling 

process equally helped to improve the validity through triangulation of the data sources. 

Moreover, the researchers sought the worldviews of classmates including those of the thesis 
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supervisor through discussing thoughts and interpretations of the study’s conclusions. However, 

Johnson (ibid) relates this kind of approach as a peer review, and defined it as that which is linked 

to the “discussion of the researcher’s interpretations and conclusions with other people”. 

Meanwhile, this process can similarly take the form of internal and external validity.  

Internal Validity  

This study considered the importance attached to the internal validity of data collected in the 

research area. Johnson (1997:287) defines internal validity as “the degree to which a researcher is 

justified in concluding that an observed relationship is causal”. According to the author, 

qualitative researchers are interested in cause and effect relationships. Eisenhardt (1989:542) on 

the other hand pointed out that the usefulness of qualitative data. The author’s argument is linked 

to increasing internal validity in qualitative research. For the author, “why or why not” up-and-

coming relationships hold is crucial in internally validating data collected.  

External Validity  

Notwithstanding the internal validity consideration of this study, the external validity is equally 

essential in order to generalize and to increase data trustworthiness. Johnson (1997:289) argues 

external validity is essential when wanting to “generalize from a set of research findings to other 

people, settings, and times.” Another factor considered crucial to increase the results’ 

sustainability evidence can be reliability.  

3.6.2 Reliability  

The differences in the interviewees’ answers will be the focus of the analysis in accordance with 

the external environment of the empirical study. The results will then be compared to the theory in 

chapter five. These methods helped to link the reality with the hypothesis as well as improving the 

generalization criteria. All procedures for data collection and analysis described above were 

strictly followed in the study process. Ritchie & Lewis (2003:270-271) define the concept of 

reliability as that which relates to “a sustainable evidence”. The RRE managers from each RRE 

agencies were interviewed concerning their use of e-commerce to create RRE customers’ 

perceptions. Therefore, this method maintained the reliability of the data. Even so, two of the 

concerned RRE agencies are large agencies in the Vietnamese market who distribute a majority of 

RRE products in Hanoi, Vietnam. Therefore, their views are used to reflect the status of the local 

market.  
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3.7 Ethical Considerations  

In the process of obtaining data, the researchers adopted a flexible data collection method. In 

addition, the purpose of the study was discussed with the respondents. This included disclosing to 

the respondents who the researchers are, how the data will be used, the interview duration as well 

as assuring the interviewed participants’ anonymity and confidentiality in line with Ritchie & 

Lewis (2003). As such, the study equally sought to secure the consent of the respondents during 

the interviews before publishing the results. In other words, the study protected the respondents’ 

identities based on their consent. Therefore, due to the request of three RRE managers, all 

managers’ names were not disclosed. However, in the second category of interviews, the 

customers agreed for their identities to be published. These methods are followed in accordance 

with (Creswell, 2009:69-74; Mack, Woodsong, MacQueen, Guest & Namey 2005; Scheyvens, 

2014:61). According to Scheyvens (2014), building mutually constructive relationships with 

research participants in the field as well as acting in a sensitive and respectful way is essential in 

the field of social research. For this reason, the study considers factors aimed at increasing trust 

and confidentiality with the interviewees.  

3.8 Method criticism 

All though the methods used in this study are considered appropriate by the researchers, they may 

still be subjected to criticisms. Firstly, the abductive approach used by this study may create a 

challenge for the researchers. This is based on the expectations that the results can be drawn from 

the reviewed theory. Therefore, the perceive intention of the researchers may have an influence on 

the results of this study. However, necessary steps were taken to strictly follow the interview 

guide in appendix 3. Therefore, these considerations may facilitate the process of reducing the bias 

of this study. Furthermore, the interviews were carried out using face-to-face combined with 

Skype interview techniques. These simultaneously combined methods may create discomfort for 

the interviewees. It may also raise the suspicion that the information was not going to the right 

person. This is because the interviewees only met digitally with one of the researchers via Skype 

interviews. Thus, measures were taken to address these challenges by ensuring that all interviews 

started with a clear introduction of the researchers. This was done by following the content of the 

interviewees as indicated in the ethical consideration section. Furthermore, the interview questions 

were sent to both managers and customers prior to each interview. 

Meanwhile, a focus group discussion will have contributed to add meaning to data collected in the 

research area. This is because it will have increased the RRE customer interviewees’ confidence 
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and willingness, who felt shy during the interviews. As argues by Mikkelsen (2005:172), a focus 

group can aid a researcher in obtaining a “large body of knowledge” in regards to an issue under 

investigation in a research area. The author likewise claims homogeneous or mixed group 

discussions are “relevant when the dynamics of the group situation is considered to provide 

additional useful information” (Mikkelsen, 2005:80). However, one of the demerits of such a 

method is that “care must be taken not to combine mixed groups with in-built-breaks on open 

discussion” (Mikkelsen, ibid.). However, given the time limit and travel limitations of the research 

location, the method was not considered as an optimum option. 

Likewise, the convenient sampling used to choose the interviewed customers has a potential flaw. 

This is because all the interviewed customers have a similar level of high education comparing to 

the average of other countries in the world. Consequently, this high level of education implied 

their income is higher. Therefore, the sampling only represents a segment of the Vietnamese RRE 

market. In addition, since the interviews were conducted in Vietnamese, translation has been done 

to the original transcript. Mistakes may have been done in the translation process, especially when 

considering the major differences between the two languages used in this study. The process of 

notes taking may also create the potential for translating mistakes. However, respecting the wish 

of the interviewees, the researchers did not have a better alternative. Although the translator and 

researchers have done their best to avoid these translation mistakes, they are not professional 

translators. Thus, they were unable to adequately or perfectly reflect the opinions of the 

interviewees.  
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CHAPTER FOUR 

4.0 EMPIRICAL STUDY 

This chapter presents the results of the empirical study. Firstly, the chapter presents an overview 

of the RRE in Vietnam including Hanoi. As a final point, the chapter presents the results of the 

empirical study.  

4.1 Residential Real Estate in Vietnam 

This section attempts to provide useful statistics linking the country’s population, the urbanization 

process, and the RRE Market. As a final point, the section links the country’s land-use-rights and 

its RRE market (World Bank, 2011; World Bank, 2015; Kim, 2007).  

Population, Urbanization and RRE Market  

In an attempt to link Vietnam’s population, urbanization process as well as its RRE market, the 

World Bank’s (2015) report indicates the country’s population amounts 89 million, and 32% of 

which is living in urban areas including Hanoi. This report further reveals that the process of 

urbanization is fuelled by the process of industrialization, which shifts the employment structure 

from agriculture to the manufacturing and service industries. However, the report likewise reveals 

a 3.5% annual increase of urban population in Vietnam. This trend has contributed to the demand 

for affordable housing and subsequently to a thriving RRE market in the country. Nonetheless, 

this evidence is made possible despite the financial and legal challenges in house ownership in the 

country. (World Bank, 2015) 

Notwithstanding the above, Vinacapital’s (2015) report reveals RRE sector accounts for 

approximately 85% of the real estate market in the country. 

Land-Use-Rights and RRE Market  

Vietnam’s land-use-rights still remain the same in spite of the country’s population demand for 

affordable land in its RRE Market (World Bank, 2015). According to Vinacapital (2015), changes 

in laws of Vietnam’s land-use-rights and regulations can allow a foreigner to participate in the 

country’s RRE market. Kim (2007) discusses a major complication in land ownership law in the 

country. The author argues land is not permanently owned but acquired through a land-use-rights’ 

certificate. Under this circumstance, the author linked these land-use-rights as having a political 

implication due to the government interference. The author further argues this political implication 
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raises obstacles not only with RRE developers but also to their customers, especially those who 

want to own houses. Furthermore, due to the limited land resource, most of the new housing 

projects developed in large cities in recent years are apartment buildings. This fact according to 

the author complicates the legal issue of land-use- rights for the RRE developers and the RRE 

customers. 

The World Bank’s (2011) findings equally reveal how the Vietnamese RRE market shares a 

similar characteristic in terms of business transactions with those of the United States (US) and the 

European market. Nonetheless, the Bank’s findings likewise show the Vietnamese RRE market is 

still different from those of the US and the European market in the context of culture and political 

landscapes. Even so, Vietnam’s RRE market is in the period of development. According to these 

findings, the growth of the middle-class raises demand for affordable housing options in big cities 

including Hanoi. The findings correspondingly suggest both RRE investors and house buyers 

depend on the information provided by the RRE agencies. (World Bank, 2011) 

However, since the results are primarily drawn from the RRE agencies and the RRE customers in 

Hanoi, Vietnam, this study focuses on the perspectives of these two parties. 

4.2 Agencies’ Perspectives on the use of E-commerce in RRE 

By way of presenting the results from the six interviewed managers, three agencies that provided 

the RRE brokerage services in Hanoi, Vietnam are described in this section. Two of them (Dat 

Xanh Mien Bac and Cen Group) are major agencies that act as distributors for many RRE 

developers. Meanwhile, Dai Viet Tri Tue owns one of the most popular online RRE portals – such 

as batdongsan.com.vn. Therefore, this Agency can create a portal business in the RRE market. 

4.2.1 Dai Viet Tri Tue 

Dai Viet Tri Tue (DV) was established in August 2006. Over the years, the Agency has 

established multiple businesses including information technology, media, and RRE. The Agency 

owns batdongsan.com- one of the most popular channels of providing RRE information in 

Vietnam among other e-commerce websites. Among the three agencies, DV has the most potential 

to develop an e-business RRE model. The Agency aims to provide customers with reliable 

services. Acknowledging the increasing demand of higher quality service, the Agency strives for 

improving its services while acting in an ethical manner. Focusing on the development of the 

service sector and information technologies, DV has involved in RRE service since its 

establishment. In the environment of Vietnam with a fast pace of urbanization, there is plenty of 

opportunities for the future growth of the Agency. With the acquisition of Batdongsan.com.vn as 
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the number one channel providing RRE information and listing, the Agency has the potential to 

fully utilize the e-commerce development in RRE business. (Dai Viet Tri Tue, 2016) 

4.2.1.1 The use of e-commerce 

In regards to the use of e-commerce, the two interviewed DV managers have different levels of 

experience in the RRE market.  One has nine years of experience and the other nearly four years. 

They both agreed that it was very difficult to use e-commerce in RRE similarly to its use in the 

retail sector. From their view, they claim RRE transactions cannot be completed online. According 

to these managers, the main applications of e-commerce in the DV RRE Agency are at the 

customer management and advertisement levels. Based on the managers’ perspective, the Agency 

usually offers information subscription services to interested customers. According to the 

managers, the e-mail of existing customers is also gathered to send vital information for the 

purpose of purchasing such as a payment notice, and changes in housing design. Based on the 

managers’ perspectives, the Agency similarly used e-mails to send advertisement messages under 

a new RRE development project. Other than the source of customer information from the 

subscription services, the Agency purchases customer data through online channels such as that of 

RRE forum. Meanwhile, exchanging of customer contacts with their partners in the forms of 

banking or insurances also takes place. As a matter of fact, the Agency uses other online channels 

to promote RRE products. These channels include banner ads, Google AdWords, and targeted e-

mail marketing.  However, as Manager 2 reveals, the advertisements only focus on the RRE 

development project. Manager 2 further claims e-commerce is indirectly used in the brand 

building process for RRE services. Moreover, our findings show the use of e-commerce as an 

information providing tool is limited. Even so, certain kind of information is deemed important by 

the customers. For instance, this kind of information may include the progress of the RRE 

development project which can rarely be updated online or even communicated to the buyers by 

the RRE Agency. 

4.2.1.2 Creating customers’ perceptions 

Concerning the use of e-commerce to create customers’ perceptions, the DV Agency recognized 

the importance of information in this process. The advertising message in online channels 

including e-mail usually focused on the information that customers regard as important together 

with price and location. However, the two interviewed managers of the Agency agree the price 

designed for advertisements is not always correct. In this context, the advertising price is often 

used to create an initial impression to the buyers about the products. Other pieces of information 
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such as location or picture of the project serve as the background of the online banner ads. This 

practice helps to capture customers’ attention for the products. Nonetheless, both manager 1 and 2 

of the Agency agree if the information quality is improved, the customers will have more trust in 

the RRE agencies. Therefore, they will be more receptive to the use of e-commerce. However, 

despite the large customer information contacts, it is uneasy for the Agency to scan these contacts 

to adapt their advertising messages based on the acquired customers’ information.  

4.2.1.3 Evaluating the use of e-commerce to create RRE customers’ perceptions 

The DV Agency considers the use of e-commerce as an important tool for the Agency’s business 

process. Most of the Agency’s RRE products are advertised online. Manager 2 states since it is 

getting easier to get access to the internet, the habit of searching for information to purchase a 

product or a service is becoming a common phenomenon among customers. Besides, manager 2 

also views the internet as the first source of information in creating the initial impression of the 

customers on RRE products. The use of e-commerce does not directly contribute to the brand 

image of RRE agencies. However, by affiliating with popular RRE projects, the Agency’s 

reputation is increased. As a matter of fact, it can create a good image not only with the RRE 

buyers but also the RRE sellers and the developers. However, despite spending a significant 

marketing budget on e-commerce application, the effectiveness of this spending remains unclear 

for the Agency. As Manager 1 stated, spending in advertising does not guarantee an increase in a 

purchase but rather it keeps customers interested. Moreover, Manager 2 suggested that a 

combination of online and offline marketing can be used to attract RRE customers. Both managers 

agree the most significant challenge in applying e-commerce in RRE is to improve the information 

quality. Thus, if RRE information is more accurate and updated frequently, the customers tend to 

trust the RRE agencies. Furthermore, Manager 1 regards the lack of software in facilitating e-

commerce transactions as the main reason for the limitation of e-commerce adoption. Manager 2 

views the quality of information as the main reason to create customers’ perceptions on the use of 

e.commerce.  

However, the perspective of DV’s managers concerning the use of e-commerce application in 

creating customers’ perceptions is summarized on the next page. 
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Table 4: Summary of Managers’ Perspective in Dai Viet Tri Tue 

Themes  Concepts Manager 1 (DV) Manager 2 (DV) Summary 

The use of e-

commerce by 

real estate 

agencies 

E-commerce use in 

RRE financial 

transaction 

 No. Lack of 

software and 

information control 

 No. Lack of 

important 

information. 

 E-commerce cannot be used in 

financial transaction 

E-commerce use in 

RRE advertisement 

 Banner ads, third-

party listing, instant 

messaging, social 

media, email, SMS 

 Multiple channel, 

focus on project 

website 

E-commerce can be used to 

advertise through different 

channels 

E-commerce as 

customer’s 

information 

provider 

 RRE forum data 

scanning, 

information 

subscription 

 RRE forum data 

scanning, 

information 

subscription 

E-commerce can be used to 

gather customers’ information  

E-commerce use in 

communication 

not frequently, 

limited to email 

not a focus, limited 

to email 

 E-commerce use as a 

communication tool is limited 

 

 

 

Creating RRE 

customers’ 

perceptions 

using e-

commerce 

 

E-commerce use in 

RRE branding 

Limited to product 

and RRE 

developers   

Through affiliation 

with RRE project 

 E-commerce use in branding is 

limited 

Information in 

advertisement 

message 

 Price and location. 

Picture to attract 

customers’ 

attention 

 Price and location. 

Picture to attract 

customers’ 

attention 

 Advertisement is the main 

source of providing information 

The extent of using 

e-commerce 

 70% products, 

90% marketing 

budget, match 

competitor 

spending  

 80% products, 

match competitor 

spending 

 Major resource is spent on 

online advertisement. 

 

 

 

Evaluating the 

use of e-

commerce to 

create RRE 

customers’ 

perceptions  

Effectiveness of 

using e-commerce 

in creating 

perceptions 

 Provide many 

contacts, less 

effective than 

telesales 

Provide many 

contacts, less 

effective than 

traditional method  Provide many contacts 

Difficulties in using 

e-commerce in 

creating 

perceptions 

 Lack of software, 

training, customer 

trust 

 Lack of customer 

trust  Lack of customer trust 

Advantage of using 

e-commerce in 

creating 

perceptions 

 Identify 

customers’ needs. 

Easy for 

customer’s 

information search 

 Cost effective per 

contacts  Cost effective 

 

Source: Own, 2016 
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4.2.2 Cen Group 

The Cen Group (CG) was incorporated on October 2002 with the motto “real property- real 

value”. The corporation’s businesses include investment, operation, consulting, leasing, 

brokerage, and marketing as well as a valuation of RRE properties. However, the CG Agency was 

developed from a franchise acquired from the leading RRE Corporation in the US (CENDANT 

Corporation). Nowadays, the CG Agency has become a full-service provider of investment and 

exploitation, lease and sublease, consulting, marketing and RRE valuation. The Agency focuses 

on building its image as a professional RRE investor and an RRE service provider with strong 

financial strength. As such, the Agency aims to become a powerful entity within the field of RRE 

business as well as a leading RRE service provider in Vietnam. In this context, the Agency further 

seeks to provide a full range of RRE services and distribution networks nationwide. The product 

range and the scope of CG’s operations are larger than the other two agencies. In the meantime, 

the CG Agency has been involving in 21 different RRE projects in both Hanoi and Ho Chi Minh 

Cities. Besides brokerage services, the Agency also offers RRE investment consulting services, 

RRE specialized training, valuation of assets, enterprise value and RRE properties, RRE trading 

floor, management, investment and operation of RRE properties, and marketing planning and 

RRE project communications. Therefore, the Agency’s customers include individual RRE buyers 

and the RRE development agencies. In addition, the Agency is equally an RRE product distributor 

for Vingroup - one of the three major RRE developers in Vietnam. (Cen Group, 2016) 

4.2.2.1 The use of e-commerce 

The two interviewed CG managers have a different range of experiences in the RRE market. 

Manager 3 has only worked two years in the RRE business while Manager 4 has nine years of 

work experience in the business. Similar to the case of the DV Agency, both managers agree e-

commerce cannot be used in RRE financial transactions. The main use of e-commerce in the CG 

Agency is to promote RRE products as well as managing customer contacts. Nevertheless, both 

managers are sceptical on the use of e-commerce to improve the Agency’s brand image. 

Concerning the use of e-commerce in managing customers’ relationship as well as improving 

service quality, the CG Agency has a limited used of e-commerce in online communication. 

However, the most method of online communication used by the CG is e-mail. This is due to the 

fact that the managers considered communicating through social media as well as an instant 

messaging application as unprofessional. Different from the DV Agency, the CG Agency does not 

rely heavily on an own website for creating customer contacts. The contacts often come from the 
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RRE project websites which are specifically built for certain projects. Similar to other companies, 

the CG Agency usually scans data on RRE forums to acquire potential customer contacts.  

4.2.2.2 Creating customers’ perceptions 

However, while the DV Agency does not use social media to build customer relationships, the CG 

Agency makes use of the Facebook page for certain projects to identify interested customers. 

Under this circumstance, if the customers express their interest on the Facebook page, the CG 

Agency will make contacts and offer them information and advice. Furthermore, Manager 3 

reveals the CG Agency is developing a virtual tour of RRE property to improve their service 

process. This new development may help the Agency in terms of saving resources. Moreover, 

using a virtual tour will provide the customers a view of RRE products without having to build a 

model house. Furthermore, the Agency’s service has the potential to be updated if there are any 

changes in the interior design. This unique aspect is important to the customers who buy the house 

for residential needs.  

4.2.2.3 Evaluating the use of e-commerce to create RRE customers’ perceptions 

Both interviewed managers of the CG Agency claim e-commerce is mainly used for RRE product 

advertising and for the Agency. The majority of their products are advertised through online 

advertisement. Although the spending on these advertisements is unspecified, Manager 3 reveals 

the CG Agency has to match with its competitors’ spending. This is in an effort to attract the most 

traffic-related challenges encountered in the development project’s website. Nonetheless, both 

managers confirm the use of e-commerce is cost effective considering the number of contacts 

created and communicated. However, Manager 3 expressed a concern on the increase in cost 

created by the competition in online advertising. Meanwhile, Manager 4 argues the challenge in 

using e-commerce is linked to the lack of proper training for users. Thus, the two managers have 

different opinions on the effectiveness of e-commerce. Manager 3 stated that the use of e-

commerce’s effectiveness depends on different market segments while Manager 4 regards 

telesales as more effective due to its closer contacts with customers. Nonetheless, both managers 

agree that the emergent of e-commerce, especially the social media has a potential negative impact 

on the Agency’s reputation. However, their arguments are based on the difficulties encountered by 

the Agency to control the source of information that customers get. Furthermore, they claim 

negative information usually spread faster in the online environment. This trend usually results in 

a decrease of a reputation for the Agency. Hence, the use of e-commerce amplifies the negative 

information effects, regardless of the authenticity of the source of information.  
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However, the perspective of CG’s managers concerning the use of e-commerce in creating 

customers’ perceptions is summarized on table 5. 

Table 5: Summary of Managers’ Perspective in CENGROUP 

Themes Concepts Manager 3 (CG) Manager 4 (CG) Summary 

The use of e-

commerce by 

real estate 

agencies 

E-commerce use 

in RRE financial 

transaction No. No. 

E-commerce cannot be used in 

financial transaction 

E-commerce use 

in RRE 

advertisement 

Project website, 

social media, 

virtual tour 

Project website, 

social media 

E-commerce can be used to 

advertise mainly through 

project website and partly 

through social media 

E-commerce as 

customer’s 

information 

provider 

Data purchase, 

RRE forum data 

scanning 

Data purchase, 

RRE forum data 

scanning, 

information 

subscription 

E-commerce can be used to 

gather customers’ information 

E-commerce use 

in 

communication Limited Limited to email 

E-commerce used as a 

communication tool is limited 

 

 

 

Creating RRE 

customers’ 

perceptions using 

e-commerce 

 

E-commerce use 

in RRE branding 

Through affiliation 

with RRE project, 

negative impact of 

online information 

Negative impact of 

online information 

Online information has the 

potential to create bad 

reputation if it is not managed 

well. 

Information in 

advertisement 

message Price and location. 

Price and location. 

Picture to attract 

customers’ 

attention 

Advertisement is the main 

source of providing 

information 

The extent of 

using e-

commerce 

70% products, 

match competitor 

spending 

70% products, 

substantial 

spending 

Major resource is spent on 

online advertisement. 

 

 

 

Evaluating the 

use of e-

commerce to 

create RRE 

customers’ 

perceptions 

Effectiveness of 

using e-

commerce in 

creating 

perceptions 

Effectiveness 

depend on market 

segment 

Provide many 

contacts, less 

effective than 

telesales Provide many contacts 

Difficulties in 

using e-

commerce in 

creating 

perceptions 

Increasing total 

cost, depend on 

segment, losing 

information control 

Lack of training, 

customer trust, 

losing information 

control 

Concern on losing information 

control 

Advantage of 

using e-

commerce in 

creating 

perceptions 

User friendly, cost 

effective Cost effective Cost effective 

 

Source: Own, 2016 
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4.2.3 Dat Xanh Mien Bac 

The Dat Xanh Mien Bac (DX) Corporation is an RRE Joint Stock Company and a member of the 

Dat Xanh Group. Meanwhile, its parent company has one of the most popular brands in the field 

of RRE investment and brokerage in Vietnam. Nonetheless, the DX Agency officially entered the 

RRE market in July 2010. Throughout the process of formation and development, the Agency has 

always been committed to the goal of bringing customers the best RRE products with the most 

professional services. Currently, the Agency plans to enhance its position in the RRE market as 

one of the leading RRE brokerage services in Northern Vietnam. The Agency focuses on building 

a distinctive corporate culture, creating an ideal environment for staff to develop their careers in 

the RRE sector. Besides, the Agency expressed the wish to expand its business beyond the 

national borders of Vietnam. Even so, the Agency’s mission is to bring value to its customers and 

investors as well as bringing what it refers to as the dream houses to all Vietnamese people with 

fascinating prices. The Agency employs the business philosophy of maintaining an understanding, 

keeping trustworthy and high prestige to all its clients, business partners, and shareholders. This 

philosophy also includes meeting its clients’ demands such as providing clear and updated 

information, sharing success with clients, partners, and shareholders. In addition, the Agency has 

five offices, four of which is in Hanoi. Moreover, the Agency provides brokerage services for the 

purchase of apartments, villas, resort, collective house, and town-house as well as leasing of 

offices and residential houses. (Dat Xanh Mien Bac, 2016) 

4.2.3.1 The use of e-commerce 

The two interviewed DX managers have a different range of experiences in the RRE market. 

Manager 5 has worked eight years in the RRE business while Manager 6 has three years of work 

experience in the business. Similar to the two other companies, both managers agreed that the 

possibilities of using e-commerce in a financial transaction are slim in RRE business. However, 

most of the e-commerce applications in the Agency are in advertising. Moreover, since most of 

the advertisements focus on the RRE development project, the Agency’s brand can only be 

improved through association with the project. All the same, different from the other agencies, the 

DX Agency used YouTube video to promote its products. Meanwhile, the e-commerce application 

in communication is limited to e-mail in the Agency.  

4.2.3.2 Creating customers’ perceptions 

Concerning the use of e-commerce in advertising to create customers’ perceptions, both managers 

in the DX Agency agreed that price and location are the most important pieces of information. 

This opinion depends on the customers’ need of information. The managers claim e-commerce 
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provides different ways to create customers’ perceptions. One of the applications notable in the 

case of the Agency is YouTube video. Comparing with the other agencies, the use of YouTube 

video is the unique characteristic in the DX Agency. The advertising messages in the DX 

Agency’s video are created based on a customer’s point of view which invokes the feeling of the 

customers. Likewise, as Manager 5 states, the use of music in the YouTube video correspondingly 

helps to create the perceptions of the viewers of a luxury, and relaxing environment in a villa.  

4.2.3.3 Evaluating the use of e-commerce to create RRE customers’ perceptions 

Concerning the effectiveness of e-commerce application, the interviewed managers in the DX 

Agency agree e-commerce extends the reach of advertisement messages to a large number of 

customers. However, in creating customers’ perceptions in luxury products, it is not as useful as 

telesales due to the lack of personal contacts. As most of the Agency’s RRE products are 

advertised online, the cost tends to increase due to the growing competition in the Vietnamese 

RRE market. This generally leads the Agency to work towards matching its budget with those of 

its competitors in the online advertisement. Similar to most of the managers in the other two 

companies, the interviewed DX Agency managers regard the customers’ trust as a fundamental 

challenge in applying e-commerce in RRE.  

However, the perspective of the DX managers concerning the use of e-commerce in creating 

customers’ perceptions is summarized on the next page.  
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Table 6: Summary of Managers’ Perspective in Dat Xanh Mien Bac 

Themes Concepts Manager 5 (DX) Manager 6 (DX) Summary 

The use of e-

commerce by 

RRE agencies 

E-commerce use 

in RRE financial 

transaction No. No. 

E-commerce cannot be used in 

financial transaction 

E-commerce use 

in RRE 

advertisement 

Project website, 

youtube video 

Project website, 

youtube video 

E-commerce can be used to 

advertise mainly through 

project website and partly 

through rich media (YouTube) 

E-commerce as 

customer’s 

information 

provider 

Data purchase, 

information 

subscription 

Data purchase, 

information 

subscription 

E-commerce can be used to 

gather customers’ information 

E-commerce use 

in 

communication Limited to email Limited to email 

E-commerce used as a 

communication tool is limited 

 

 

 

Creating RRE 

customers’ 

perceptions 

using e-

commerce 

 

E-commerce use 

in RRE branding 

Through affiliation 

with RRE project Limited to product Limited use 

Information in 

advertisement 

message 

Price and location. 

Picture to attract 

customers’ 

attention 

Price and location. 

Picture to attract 

customers’ 

attention 

Advertisement is the main 

source of providing 

information 

The extent of 

using e-

commerce 

Majority of 

product, match 

competitor 

spending 

Majority of 

product, match 

competitor 

spending 

Major resource is spent on 

online advertisement. 

 

 

 

Evaluating the 

use of e-

commerce to 

create RRE 

customers’ 

perceptions 

Effectiveness of 

using e-

commerce in 

creating 

perceptions 

Provide many 

contacts, less 

effective than 

telesales 

Provide many 

contacts, less 

effective than 

telesales Provide many contacts 

Difficulties in 

using e-

commerce in 

creating 

perceptions 

Customer trust, 

increasing cost 

Customer trust, 

increasing cost Customer trust, increasing cost 

Advantage of 

using e-

commerce in 

creating 

perceptions 

Attracting mass 

customer 

Attracting mass 

customer Attracting mass customer 

 

Source: Own, 2016 

 

4.3 Customers’ Perspective on the use of E-Commerce in RRE: 

Based on the findings, there are only seven in ten of the interviewed customers that use the RRE 

agencies’ brokerage services. However, all of whom have been approached by the three agencies. 

Therefore, the customers have different views on the use of brokerage services in the RRE 

business. Meanwhile, four in ten of the customers find the services to be useful in assisting 
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customers in various stages of the purchase. Nevertheless, two of the customers feel they are 

untrustworthy or not useful. These two customers further claim the information provides by the 

agencies is unreliable. In this context, the RRE agencies only concern on the commission receive 

from both buyers and sellers.  

4.3.1 The use of e-commerce in residential real estate 

The interviewed customers affirm online communication applications such as an instant 

messaging or the social media are used frequently. This result is confirmed by seven over ten 

customers. Besides, an e-mail is sometimes used to send advertising messages as stated by three of 

the customers. However, an e-mail is usually used as an advertising tool rather than a direct 

communication tool in this context. Meanwhile, all ten customers view online advertisements by 

RRE agencies and developers as a way to provide them with an initial impression of the RRE 

products. This includes reference information on the price and the RRE product characteristics 

such as location and design. The aforesaid opinion is confirmed by eight in ten interviewed 

customers. Another potential use of e-commerce in RRE is revealed in the customers’ interviews 

as the brand image improvement. In addition, there are five in ten of the interviewed customers 

who stated the use of e-commerce combining quality services will improve the brand image of an 

Agency. On the other hand, this is not a strong trend as three of the customers are skeptical on the 

use of e-commerce to improving the image of RRE agencies and developers. Even so, all 

customers agree the degree of open information on the internet can spread a bad reputation easily.  

4.3.2 Creating Customers’ Perceptions 

Since e-commerce application is not used in traditional/non-digital communication, its likelihood 

in creating customers’ perceptions is not present in the results of this study. Therefore, the main 

application of e-commerce to create customers’ perceptions is online advertising. The perceptions 

of RRE products created by online advertising are formed by pieces of information in the 

advertising messages. However, location is the most important component regarded as the first 

information notice by eight over ten customers. Moreover, the information on price is another 

contributing factor to the perceptions of the products. In fact, five out of ten interviewed 

customers consider price and location to be used to determine the initial perception of the value of 

the RRE products. Another piece of information customers regard as important in the initial 

evaluation of the RRE products is the RRE developers’ reputation. Additionally, three out of ten 

customers argue a good reputation of the developers implies a good quality of RRE products.  
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4.3.3 Evaluating the use of e-commerce to create RRE customers’ perceptions 

The entire interviewed customers use the internet to search for RRE information. They rely on the 

RRE websites and advertisements as the first source of information to look for product 

information. However, it depends on the customers’ attitude towards the use of RRE agencies’ 

products. In this context, the extent and types of information customers look for on the websites 

may be different from each other. For the customers who are skeptical about using intermediaries, 

they often look for general market information. The only exception is customer 4 who has a 

positive attitude towards the agencies but only uses internet for general market information. 

However, this customer has an acquaintance with the three RRE agencies. Hence, this eliminates 

the need to search for agencies’ contacts through online channels. In the meantime, other 

customers who have a positive attitude toward the agencies often look for contacts through online 

channels. On the other hand, the customers consider the applications of e-commerce as easy to 

provide important information. This result is supported by eight out of ten customers. Nonetheless, 

the customers regard the main deterrence in adopting unreliable information, especially in the 

context of price information. For now, seven out of ten interviewed customers have the same 

opinion on this issue. A considerable number of customers identified other challenges linking to 

the delay in information updates on websites. This includes the lack of information on a certain 

market segment as well as the lack of information on the brokerage service process. Besides, one 

of the customers’ claims online advertisements of RRE websites only focuses on a specific RRE 

development project and product. 

All the same, the next page provides a summary of the RRE customers’ perceptions on the use of 

e-commerce on the next page.  
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Table 7: Summary of RRE Customer Perspectives on the use of e-commerce 

Issue  Summary 

Use of agencies’ Services Yes (7/10), No (3/10) 

Perception on the use of agencies’ services Positive (4/10), negative (2/10),4 neutral (4/10)   

E-commerce use in communication No use (7/10) (3/10) limited to email            

E-commerce use in residential real estate 

advertisement Provide reference information (9/10) 

E-commerce use in residential real estate 

branding 

Improve branding for companies with good product/service 

quality, information on social media influence the image of 

RE companies (6/10).  

Use online communication to create 

perception No use (7/10) 

Use online advertisement to create 

perception 

Price and product characteristic create perception on 

product. (8/10) Reputation of developers implies quality 

(3/10) 

Importance of e-commerce Rely on the internet as the first source of information 

Evaluating the use of e-commerce in 

creating perceptions Easy to use (8/10), unreliable price information (7/10) 

Source: Own, 2016 

4.4 Summary of the Empirical Results 

To sum up the empirical results, all the agencies do not use e-commerce in the RRE financial 

transaction. Nonetheless, e-commerce is intensively used in advertising as well as in acquiring 

customers’ information. Even so, there is little evidence of e-commerce being used in the 

communication and the branding activities. Likewise, e-commerce is seen by the managers as an 

effective tool to create customers’ perceptions through providing product information price and 

location. The results also show all the agencies spend a significant amount of marketing budget on 

online advertising. Moreover, the managers reveal the advantages and the disadvantages of using 

e-commerce in RRE business. 

Notwithstanding the above, the customers’ opinions are presented in table 10. Even though a 

majority of the customers use RRE agencies’ services, there is a mixture of opinions about the 

services. Concerning the use of e-commerce, the customers perceived it has little use in 

communication as well as branding. Nonetheless, it plays an important role in RRE advertisement. 
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However, the results reveal only online advertisement can be used to create perceptions while 

communication was not. Besides, all customers regard e-commerce applications as the first source 

of information in providing product information. In addition, these applications give customers an 

initial impression of the RRE agencies’ image. Finally, e-commerce applications are easily used 

and can provide a wide range of information despite being unreliable in terms of the price 

information. 
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CHAPTER FIVE 

5.0 ANALYSIS AND DISCUSSION 

This chapter provides an analysis of the results. The chapter comprises the use of e-commerce by 

RRE agencies, use of e-commerce by the agencies to create RRE customers’ perceptions, 

evaluating the RRE customers’ perceptions on the use of e-commerce, and a summary of the 

analysis and theoretical links. 

5.1 Use of e-commerce by RRE agencies  

This section provides an analysis of the use of e-commerce by the RRE agencies with the view to 

appealing to customers. The perspectives of the RRE agencies through their managers provide the 

groundwork for this analysis.  

From the results of the interviews, it can be assumed that the use of e-commerce by RRE agencies 

is limited. Applying e-commerce to transaction activities was not found in the results of the 

empirical study. This result is in line with the arguments by Laudon & Traver (2008). These 

authors view the use of e-commerce in RRE transaction as practically difficult to undertake. 

Considering the DV Agency’s perspectives on the use of e-commerce, RRE agencies can use their 

website as a portal to connect with different real estate services. This Agency claims by using e-

commerce it has acquired the RRE forum as an extension of their services. The Agency further 

claims this RRE forum can be considered as a portal website. According to the Agency, this portal 

website usually functions not only to create links to other services as RRE brokerage but also 

provides listings, promotion, and generated potential customers’ information. As researchers, we 

found this conception as a business model linked to an e-business portal as discussed by Bond et 

al. (2000) and Muhanna (2000). Even so, the portal website is similar to the portal model of e-

business in RRE discussed by Cherif & Grant (2014). 

In addition to the above, the DV Agency views the application of online communication in RRE 

as restricted to e-mail communication. Moreover, the use of e-mail is limited to advertising new 

development projects. This process is not frequently used to update information on purchased 

products and other after sale services. Nevertheless, e-mail marketing was used by all three 

researched RRE agencies. This result confirms the arguments by Laudon & Traver (2008) on the 

popularity of e-mail as an online communication tool. All the same, the practice of e-mail 

marketing in RRE market was not well received by the customers. Most customers see little use of 

e-mail in communication as well as the service process. In addition, e-commerce applications 
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were not used as a prominent tool of communication between the RRE agencies and the 

customers. In this context, both RRE managers and the customers preferred to communicate by 

telephone or face-to-face conversations. 

Even so, the use of e-commerce on advertisements is found on the results of the empirical study. 

Under this circumstance, both managers and the customers confirmed that the internet is the first 

source of information used in the process of RRE product searching. Similarly, this use of e-

commerce has been reviewed by Muhanna (2000). Besides, Zumpano et al. (2003) confirm the 

Internet can expose customers to more products regardless of its use by the RRE agencies. Thus, 

this theory helps to explain the case of two customers who did not use the agencies’ brokerage 

services. However, the Internet information still plays an important role in RRE purchase 

processes. This result also confirms theories by Kummerow & Lun (2005) and Sun & Ifeanyi 

(2014). 

Comparatively, the empirical results by the CG and the DX agencies reveal different practices of 

using e-commerce. In this context, the CG Agency uses social media as well as creating a 

Facebook page for its project. Even so, the use of social media is only limited to promoting the 

products or establishing initial contacts. However, the Agency plans to use the virtual tour in the 

future to improve their service process as one of its interviewed managers’ reveal. This application 

of information technology in e-commerce has been discussed by Kummerow & Lun (2005). 

According to the two interviewed managers of Agency DX, the Agency’s use of YouTube video 

such as the rich media/videos ads was to promote their luxury products. In like manner, the 

advantages and the way to use rich media in e-commerce have been reviewed by Laudon & Traver 

(2008).  

Despite the identified differences, the prominent tools used in all three researched agencies are 

provided by Google including Google AdWords. In a similar token, the banner ads are also used 

in combination with Google AdWords, and Google AdSense as important tools of advertisement 

in all three agencies. All the same, in all three agencies, information subscription service is also 

used to advertise a product as well as in gathering customers’ information. Consequently, these e-

commerce applications are search engine applications which were discussed by Laudon & Traver 

(2008).  

In general, the use of e-commerce in RRE is limited to information providers including 

advertising. However, there are still potentials to extending its use. The selected three agencies 

have revealed different practices including the future uses of e-commerce. Correspondingly, 
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except for the use of e-commerce in communication, the empirical data in the different uses of e-

commerce are in line with the theory discussed in chapter 2. Additionally, the limited use of e-

commerce in communication can be explained by the lack of trust. Likewise, this has been 

featured prominently within the context of this study including in the limitations of the 

applications of e-commerce discussed in chapter 2. 

5.2 Use of e-commerce by the agencies to create RRE customers’ perceptions  

Communication can potentially be improved by online channels. Nonetheless, the efficiency of 

communicating online is limited by customers’ perceptions through the quality of information 

provided by the RRE agencies. In the meantime, if there is more transparency of information, a 

customer can potentially change the perceptions of the RRE services. In light of this, an element 

of trust can be easily built between the customers and the RRE agencies leading to a more 

convenient purchasing process. Nevertheless, this result was not in line with the theory proposed 

by Henderson & Cowart (2002) and Gwin (2004) about the role of communication. As a matter of 

fact, Littlefield et al. (2000) argue the customers’ satisfaction determines the purchase process. On 

the other hand, the online communication cannot guarantee it. Therefore, this result can be viewed 

as a characteristic of the studied market. However, the lack of an element of trust and the issues of 

privacy and security expressed among customers continue to be vital components of this study.  

Notwithstanding the above, e-commerce applications are useful for the RRE customers where the 

decision process can depend on a different range of information.  This view is supported by 

Littlefield et al. (2000) on their discussed work in regards to the customers’ decision process. 

Concerning the advertisement issue, the RRE agencies can provide most of the information that 

captures the attention of customers. In like manner, e-commerce application has a significant 

impact on the process of information searching. In a similar token, advertisement and listing in a 

third-party website are regarded by the majority of the interviewed customers as useful methods 

for creating initial contacts. As such, it provides easy tools for an information searching process. 

Even so, the third-party website provides a comprehensive picture of the RRE market. In this 

context, buyers can compare different products as well as short-listing products by location and 

price range. These views are by extension supported by Laudon & Traver (2008) and Yuan et al 

(2013). The former authors argue the shortlisting of a product is a common practice in simplifying 

the online purchasing process. For the latter authors, RRE customers regard location and price 

range as an important form of information in the process of house searching. According to the 

authors, the price and location factors can create an initial impression or perception about the RRE 

products. The location can be considered as a physical product characteristic in the context of the 
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RRE business. Hence, these practices can be linked to the theories discussed by Solomon et al. 

(2010) and Zeithaml et al. (1988). These authors based their arguments on the basis that price and 

product characteristics are the main components or impetus in creating perceptions. In the context 

of the results of this study, since online advertisements are often associated with a specific 

product, they can only promote perception on the RRE project rather than the service of the RRE 

agencies.  

Meanwhile, social media can be used by the RRE agencies to create customers’ perceptions. An 

example of this application is the Facebook community. Under this context, the RRE customers 

link this assertion to the Facebook page created by users who buy houses/apartments in the same 

housing project. As a matter of fact, the Facebook page often creates networks that help the users 

to share information on the project. For instance, this relates to the project’s progress, price, and 

information about the quality of the previous project by the RRE developers. Nevertheless, the 

brand image of the RRE agencies often tends to improve if they find a way to connect and manage 

the relationship with the Facebook created networks. In addition, most of the customers agree that 

the brand image can be improved by combining online advertising with the offline service 

process. Moreover, in the case of the CG Agency, both managers have expressed their 

apprehensions about the negative impact of the information provided through online websites 

beyond the agencies’ control. However, without taken an appropriate measure to manage control 

in terms of the brand image, negative information can have a devastating effect on the RRE 

business.  

5.3 Evaluating the RRE customers’ perceptions on the use of e-commerce  

Since most of the interviewed customers regard the internet as the first source of information, e-

commerce application is the main method of initiating contacts with customers. Therefore, RRE 

agencies spend a significant amount of resources on online advertisement. However, the 

disadvantage of using this tool in a competitive market such as the Vietnamese RRE market has 

been revealed by all six interviewed RRE managers. Besides, the increase in advertising cost and 

the need to match competitors’ spending have led all RRE agencies to spend most of their 

marketing budgets on online advertising. This challenge is equally discussed and supported by 

Laudon & Traver (2008).  

Notwithstanding the above, the RRE agencies often find difficulties in reconciling the interests of 

the buyers and the sellers regarding information control. Additionally, there are certain types of 

information such as the progress of the RRE development project which the RRE developers 
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would like to hide from a buyer. Thus, the quality of information can be considered as one of the 

issues that most of the RRE managers have expressed concern on especially in the use of e-

commerce. Even so, the consequence of this information gap is reflected in the customer 

interviews. Under this circumstance, many customers like to verify the information provided by 

the RRE agencies through different verification channels. This is because the answers in the 

interviews may reflect a considerable scepticism towards the quality of information including the 

process of information updates of the RRE agencies. Moreover, customers’ apprehensions on trust 

and the quality of information provided by the RRE agencies are major challenges in the use of e-

commerce in RRE. Nevertheless, the above-mentioned results support the theories by Muhanna & 

Wolf (2002); Chen & Dubinsky (2003); Salam et al. (2003); and Schimmel & Nicholls (2002). 

However, another challenge in the use of e-commerce in RRE lies in the efficiency of the online 

activities. Even though online channels can attract more viewers on a certain project, it similarly 

reduces the percentage of success purchase per contacts. Consequently, this can potentially divert 

the resources of the RRE agencies from other activities. These views are equally drawn from the 

theory discussed by Chaffey (2004).  

In general, e-commerce application plays an important role in the RRE market. Hence, it is the 

easiest way for customers to look for the RRE product information. Even so, the RRE agencies 

often spend considerable resources in online advertising. However, the effectiveness of using e-

commerce in the RRE market has often been hindered by diverse reasons including information 

quality control, low efficiency as well as the rising costs due to increased competitions.  

As a point of reviewing, online advertisement is usually being interpreted on basis of RRE quality 

information to create customers’ perceptions. Similarly, the social media information often creates 

perceptions by influencing the reputation of the RRE agencies. Therefore, the e-commerce 

application which constitutes an online advertisement and social media components is added to 

the revised model. Based on the results of the empirical study, it can be hypothesized that the 

process of creating RRE customers’ perceptions from the online advertisement is slightly different 

from social media. As a matter of fact, social media information creates a reputation for the RRE 

agencies. Subsequently, this contributes to the process of creating customers’ perceptions.  

To sum up, the empirical results support one part of the proposed theoretical framework in 

creating RRE customers’ perceptions. However, there are differences that required a revised 

model as presented on the next page.  



 

52 
 

Figure 4: Creation of residential real estate customers’ perceptions (Revised Model). 

 

 

Source: Own, 2016 

5.4 Summary of Analysis and Theoretical Links 

Based on the analysis above, the overall results can be summarized with links to the reviewed 

theories on the table at the next page. 
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Table 8: Findings and Theoretical Links 

 Themes Theories Author(s) Findings  

The use of e-

commerce by 

residential 

real estate 

agencies 

E-commerce was not used in RRE financial 

transaction Laudon & Traver (2008) 

Findings comply 

with theory 

E-commerce can be used as a e-business 

portal  

Bond et al. (2000) 

Muhanna (2000) 

Findings comply 

from theory 

E-commerce use as a prominent 

communication tools 

Laudon & Traver (2008); 

Crowston et al. (2001) 

Findings differ from 

theory  

E-commerce use in advertising 

Kummerow & Lun (2005); 

Sun & Ifeanyi (2014) 

Findings comply 

with theory  

The use of virtual tour as a real estate 

advertising service Kummerow & Lun (2005) 

Findings comply 

with theory  

Creating RRE 

customers’ 

perceptions 

using e-

commerce 

 

Customers’ perceptions can be created 

through online communication Su et al. (2008) 

Findings differ from 

theory 

Customers’ perceptions can be created 

through online advertisement  

Yuan et al. (2013); 

Zeithaml (1988)  

Findings comply 

with theory  

Internet is the main source for RRE 

information 

Gwin (2004); Ford et al. 

(2005); Littlefield et al. 

(2000); Henderson & 

Cowart (2002) 

Findings comply 

with theory  

Creation of RRE product perception from 

online information Yuan et al. (2013) 

Findings comply 

with theory  

Evaluating the 

use of e-

commerce to 

create RRE 

customers’ 

perceptions  

Increasing online advertising cost is a 

concern for RRE managers Laudon & Traver (2008)  

Findings comply 

with theory  

RRE managers concern providing quality 

information is a challenge in creating 

customer trust  

Muhanna & Wolf (2002); 

Chen & Dubinsky (2003); 

Salam et al. (2003); 

Schimmel & Nicholls 

(2002) 

Findings comply 

with theory  

 

Source: Own, 2016 
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CHAPTER SIX 

6.0 CONCLUSION 

This chapter answers the research questions in an effort to establish the concluding thoughts. 

Moreover, it provides the theoretical and managerial implications. At this point, reflections on the 

limitations of the study and future research suggestions are discussed. 

6.1 Answers to research questions 

This study aims to investigate how e-commerce can be used to create perceptions of the residential 

real estate customers. By way of responding to this aim, the study attempts to answer two research 

questions accordingly:  

1. How do the RRE agencies use e-commerce to create customers’ perceptions? 

Concerning how the RRE agencies use e-commerce to create RRE customers’ perceptions from 

the perspectives of the RRE managers, this study reveals customers’ perceptions can be created in 

two ways. Firstly, RRE agencies can use advertisement as well as providing the price and the RRE 

product quality to customers. By receiving this information, it can create RRE customers 

perceptions for purchase decisions. Secondly, by managing the social media, RRE agencies can 

improve their reputations to create an image of good customer services and products prior to the 

initial communication with customers. To conclude from the managers’ perspectives, the main 

result of the study reveals the RRE agencies used e-commerce prominently in advertising to create 

customers’ perceptions. 

2. How do RRE customers perceive the use of e-commerce? 

From the customers’ perspectives, investigating how the RRE customers perceive the use of e-

commerce to create perceptions requires attention on the quality information in RRE 

advertisement. Based on the investigation in this study, the quality of information in the 

advertisement is crucial to creating customers’ perceptions of the RRE products as well as the 

services. However, in the Vietnamese RRE market, there are many challenges that deter the RRE 

agencies to provide good quality information. To conclude, the results reveal the customers’ 

perceived e-commerce can be used in social media to create perceptions of RRE products, the 

agencies, and the developers.  
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6.2 Implications of the Study 

However, the main results of the study discussed above provide important implications for e-

commerce, and customer perception theories as well as for managers in the RRE business.  

6.2.1 Theoretical Implications 

This study highlights the importance of e-commerce in modern business. This is done in an 

attempt to combine the e-commerce and the consumer perception theories in the RRE market. 

Different from previous research relating to the RRE market, this study attempts to combine both 

managers and customers’ perspectives in relation to the RRE market in Hanoi, Vietnam.  

In addition, this study confirms the previous theories about the importance of information in the 

RRE market. However, the use of e-commerce in communication was not found to have an 

influence on the creation of customers’ perceptions. This shows the implication on the importance 

of physical contacts in RRE customers’ services. As a matter of fact, it is easier for RRE agencies 

to create a long-term connection with customers in the offline as opposed to the online 

environment. Thus, the lack of human contact may create an unintended drift in a customer- 

Agency relationship. In addition, this confirmed the disadvantage of using e-commerce in the 

service sectors. As such, it raised an implied impression that both online and offline environment 

are vital components to the concept of customer perceptions.  

The element of social media has been mentioned in the previous research on RRE market. 

However, this study suggests the social media play a prominent role in the process of creating 

customers’ perceptions in the RRE market. Even though only one Agency in this study uses the 

social media in their marketing plan, the customers regard it as an important reference for their 

house searching process. Therefore, this study confirms and expands the theories regarding the 

role of the social media in RRE marketing. 

6.2.2 Managerial Implications 

The results of this study have shown the potential use of e-commerce in the RRE business. Even 

though the possibility of creating the RRE market where transactions are completed online is very 

slim, the use of advertising/advertisements is indisputable. However, many e-commerce 

applications have not been used to the fullest in the context of a virtual tour or rich media 

advertisement. Meanwhile, the model of portal business is used by only one of the RRE agencies 

mentioned in this study. However, since the trend of e-commerce is the future of modern business, 

managers need to integrate e-commerce into their business models. Thus, all three agencies review 
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in this study simply adapt to these changes rather than embracing e-commerce as a vital 

component in the RRE business.   

Nonetheless, the difficulties in applying e-commerce cannot be ignored. In solving the difficulties 

that RRE managers face in applying e-commerce, the study highlights the differences in 

customers’ expectations as well as online information quality. This study has correspondingly 

shown the management’s concern on the openness of the internet and its potential negative 

impact. Nevertheless, if the appropriate marketing strategy is developed with a consideration of 

the online information element, RRE agencies can overcome these challenges as well as turn them 

into opportunities for business development. Hence, the study has shown that the RRE agencies 

combine online marketing with offline activities.  

6.3 Reflection on the Study 

There are limitations in the methodology section of this study which can potentially create ways 

for improvement in future research. Considering the available resources to the researchers, this 

study has been conducted within the most interviews that they can afford. However, the validity of 

the study can have been improved with more interview subjects as well as through an extension of 

the interview time frame. The alternative method of focus group can have been used by the 

researcher as discussed in the method criticism. Furthermore, the proposed model has not been 

examined thoroughly. The problem with the adopted method is that it is time-consuming since the 

interpreter takes the time to interpret during interviews. Nonetheless, one of the interviewers 

speaks Vietnamese who often complement the efforts of the interpreter. Another limitation lies in 

the scope of the study, which is in Hanoi, Vietnam. Even though the revised model has shown 

how RRE customers’ perceptions are created, it needs validation and extension in further research 

in other countries. Moreover, the generalization is limited due to the influence of the specified 

market that the study focuses on. 

6.4 Suggestions for Further Research 

Since the communication application of e-commerce was not used in the Vietnamese RRE market, 

a study on its role to create customers’ perceptions can be conducted in a different market. Such 

study can be used to validate the revised theoretical model. On the other hand, an extended study 

in the Vietnamese RRE market can be conducted to eliminate the potential weaknesses in the 

convenient sampling method used for the RRE customers. However, customers from the three 

selected RRE agencies can be interviewed to create a more comprehensive case study for each of 

the agencies.    
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Appendices 

Appendix 1: Tables and figures 

Table 9: Managerial Perspective on use of e-commerce  

 

E-commerce 

use in RRE 

financial 

transaction 

E-commerce 

use in RRE 

advertisement 

E-commerce 

as customer’s 

information 

provider 

E-commerce 

use in 

communication 

E-commerce 

use in RRE 

branding 

Information in 

advertisement 

message 

The extent 

of using e-

commerce 

Effectiveness 

of using e-

commerce 

Difficulties in 

using e-

commerce 

Advantage 

of using e-

commerce 

Manager 

1 (DV) 

No. Lack of 

software and 

information 

control 

Banner ads, third-

party listing, 

instant 

messaging, social 

media, email, 

SMS 

RRE forum data 

scanning, 

information 

subscription 

not frequently, 

limited to email 

Limited to 

product and 

RRE developers 

Price and 

location. Picture 

to attract 

customers’ 

attention 

70% 

products, 

90% 

marketing 

budget, 

match 

competitor 

spending 

Provide many 

contacts, less 

effective than 

telesales 

Lack of 

software, 

training, 

customer trust 

Identify 

customers’ 

needs. Easy 

for 

customer’s 

information 

search 

Manager 

2 (DV) 

No. Lack of 

important 

information. 

Multiple channel, 

focus on project 

website 

RRE forum data 

scanning, 

information 

subscription 

not a focus, 

limited to email 

Through 

affiliation with 

RRE project 

Price and 

location. Picture 

to attract 

customers’ 

attention 

80% 

products, 

match 

competitor 

spending 

Provide many 

contacts, less 

effective than 

traditional 

method 

Lack of 

customer trust 

Cost effective 

per contacts 

Manager 

3 (CG) 
No. 

Project website, 

social media, 

virtual tour 

Data purchase, 

RRE forum data 

scanning 

Limited 

Through 

affiliation with 

RRE project, 

negative impact 

of online 

information 

Price and 

location. 

70% 

products, 

match 

competitor 

spending 

Effectiveness 

depend on 

market segment 

Increasing total 

cost, depend on 

segment, losing 

information 

control 

User friendly, 

cost effective 

Source: Own, 2016  
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Table 9: Managerial Perspective on use of e-commerce (continues) 

  

E-commerce 

use in RRE 

financial 

transaction 

E-commerce 

use in RRE 

advertisement 

E-commerce 

as customer’s 

information 

provider 

E-commerce 

use in 

communication 

E-

commerce 

use in RRE 

branding 

Information in 

advertisement 

message 

The extent 

of using e-

commerce 

Effectiveness 

of using e-

commerce 

Difficulties 

in using e-

commerce 

Advantage 

of using e-

commerce 

Manager 

4 (CG) 
No. 

Project website, 

social media 

Data purchase, 

RRE forum data 

scanning, 

information 

subscription 

Limited to email 

Negative 

impact of 

online 

information 

Price and location. 

Picture to attract 

customers’ 

attention 

70% products, 

substantial 

spending 

Provide many 

contacts, less 

effective than 

telesales 

Lack of 

training, 

customer trust, 

losing 

information 

control 

Cost effective 

Manager 

5 (DX) 
No. 

Project website, 

youtube video 

Data purchase, 

information 

subscription 

Limited to email 

Through 

affiliation 

with RRE 

project 

Price and location. 

Picture to attract 

customers’ 

attention 

Majority of 

product, 

match 

competitor 

spending 

Provide many 

contacts, less 

effective than 

telesales 

Customer trust, 

increasing cost 

Attracting 

mass 

customer 

Manager 

6 (DX) 
No. 

Project website, 

youtube video 

Data purchase, 

information 

subscription 

Limited to email 
Limited to 

product 

Price and location. 

Picture to attract 

customers’ 

attention 

Majority of 

product, 

match 

competitor 

spending 

Provide many 

contacts, less 

effective than 

telesales 

Customer trust, 

increasing cost 

Attracting 

mass 

customer 

Source: Own, 2016 



 

64 
 

Table 10: Customers’ Perspective on use of e-commerce  

 
Use of agent 

Perception on the use of 

agencies 
E-commerce use in communication 

E-commerce use in real estate 

advertisement 

E-commerce use in real estate 

branding 

1 Yes Positive, give investment advice useful, detailed information by email Provide reference information No use, sceptical in advertisement 

2 Yes Neutral, assist purchasing process No use Provide reference information 
Improve branding for companies with 

good product/service quality 

3 Yes Neutral, assist purchasing process No use Provide reference information 
Improve branding for companies with 

good product/service quality 

4 Yes Positive, trust personal contact No use Provide reference information No use 

5 Yes 
Positive, professional service from 

the agencies 
No use Change perception on the product Improve RRE developers' image 

6 No 
Neutral, use the Agency as 

information source 
useful, detailed information by email Provide reference information No use 

7 Yes Neutral. No use Provide reference information Through association with project 

8 Yes Positive, assist purchasing process No use Provide reference information, attract attention 
Improve branding for companies with 

good product/service quality 

9 No Negative, agencies have little use No use Provide reference information 
Improve branding for companies with 

good product/service quality 

10 No 
Negative, agencies are not 

trustworthy 
Little use, contact by email Provide detail product information 

Improve branding for companies with 

good product/service quality 

 

Yes (7/10), No 

(3/10) 

Positive (4/10), negative (2/10),4 

neutral (4/10) 
no use (7/10) (3/10) limited to email Provide reference information (9/10) 

Improve branding for companies with 

good product/service quality (6/10) 

Source: Own, 2016 
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Table 10: Customers’ Perspective on use of e-commerce (continue) 

  

Use online communication to 

create perception Use online advertisement to create perception Importance of e-commerce 

Evaluating the use of e-commerce in 

creating perceptions 

1 

email providing important 

information 

Over advertising create scepticism. Reputation of 

developer implies product quality Provide initial contact with agencies 

easy to use, unreliable price information, online 

advertisement focus on product 

2 no use price and interior design create product perception Provide initial contact with agencies easy to use, unreliable price information 

3 no use price and location create perception Provide general market information. lack of information on the low-end segment 

4 no use location and design create perception Provide general market information  easy to use, unreliable price information 

5 no use price and location create perception 

Give general market information and initial contact 

with agencies, compare products 

easy to use, unable to view product under 

construction 

6 

email providing important 

information price and location create perception 

Give general market information and initial contact 

with agencies, compare products 

easy to use, unreliable price information, lack of 

update information 

7 no use location and reputation of developer create perception Provide initial contact with agencies easy to use 

8 no use location create initial perception 

Give general market information and initial contact 

with agencies, compare products unreliable price information, availability of product 

9 no use location create initial perception Give general market information, compare products unreliable price information 

10 e-mail developers’ reputation implies product quality Give general market information 

easy to use, information need to be updated 

regularly 

  No use (7/10) 

price and product characteristic create perception on 

product. (8/10) Reputation of developers implies 

quality (3/10) 

Rely on the internet as the first source of 

information 

easy to use (8/10), unreliable price information 

(7/10) 

Source: Own, 2016 
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Appendix 2: Interview Questions 

Managers’ Interview Questions 

Background 

1. Could you please tell us your experience in real estate business? 

2. Could you please tell us about your company and your role in the company? 

3. Does your job allow you to handle e-commerce? 

The use of e-commerce 

4. From your point of view, what role does e-commerce play in residential real estate? 

5. To what extent is your Agency using or applying e-commerce?  

Creating customer’s perceptions using e-commerce 

6. How does the use of e-commerce create perceptions on your customers? 

7. How do your company use online advertisements to create customers’ perception? 

8. How do you often communicate with customers in the online environment? 

Evaluating the use of e-commerce in creating perceptions 

9. What is the advantage of using e-commerce in real estate business?  

10. What are the challenges in applying e-commerce in real estate business?  

Customers’ Interview Questions 

Background  

1. Have you recently bought a house/apartment? 

2. Could you please tell me the process of purchasing? 

3. Do you use real estate agencies’ brokerage service for your purchase? 

4. Why do/don’t you use agencies brokerage service for your purchase? 

The use of e-commerce 

5. What is your opinion on real estate agents’ online communication? 

6. What is your opinion on real estate agents’ online advertisement? 

Creating customer’s perceptions using e-commerce 

7. Does online communication create awareness in the real estate service/products? 

8. Does advertisement create awareness in the real estate service/products? 

Evaluating the use of e-commerce in creating perceptions 

9. How can the use of e-commerce influence the brand image of real estate companies? 

10. How do you evaluate the use of e-commerce by real estate agencies? 

Appendix 3: Interview Guide 

Interview Guide of the Study to Follow:  

 Introduction of the researchers 

 Background of the study 

 Presentation of the aim of the study 

 Explaining the structure of the interview and how long it will take 

 Explanation of how the data will be used  

 Inform the participant of confidentiality and how confidentiality will be protected  

 Seeking for the consent that I would like to record the interview  

Source: Own, 2016 
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Appendix 4: Interview Transcripts 

Interviewed Managers’ Transcript 

Interview 1 

Hello! I am Dam Tran Duc and my colleague Benjamin John Sesay will join us on Skype. We are conducting a thesis research and 

would like to obtain information on the use of e-commerce to create customers’ perceptions in residential real estate (RRE) in 

Hanoi, Vietnam. First of all, we would like to clarify what we mean by the use of e-commerce in RRE business. The use of e-

commerce in RRE business includes using internet as a tool for advertisement, communication with customers or transaction 

activities in order to cut transaction cost, promote company brand, provide information and advice, generate new listings and attract 

new buyers. 

Your participation will be entirely anonymous, so you are welcome to express yourself freely. Moreover, there are no rights or 

wrongs for answers to the questions we will pose. Hearing your stories, your perspectives, reflections and experiences related to the 

research would be very useful for this study. It may take at least 30 minutes to complete this interview. Would you have time to 

participate? 

Yes. 

Thank you for taking part in this interview, it is highly appreciated. Please note that the information obtains will be used in our 

Master’s Thesis in Business Administration at the University of Gävle, Sweden. 

Could you please tell us your experience in real estate business? 

I have been working in real estate business for more than nine years in many different companies. 

How many different real estate or organisations have you already been working for? 

I have been working for four different real estate companies in different position. At first I was employed as a sale agent, selling 

property in apartment projects. Previously I worked for Sacomreal, Cengroup, Udicland. Now, I am working for Đại Việt trí tuệ.   

Could you please tell us about your company and your role in the company? 

I am working as a Sales Manager. My daily task involves managing a network of real estate agents. Some of them are employer of 

my company, some other are freelancers or other real estate agencies’ employee who involved in distributing the product for the 

project we involved in. 

Does your job allow you to handle e-commerce?  

Yes. I frequently involved in decision about advertisement message which was sent to the customers. We use different online 

channel to communicate with potential customers like email, SMS. Our company also used social media, especially Facebook to 

advertise real estate product. But we are just starting that recently and we don’t really have designated personnel to take care of that 

channel. 

From your point of view, what role does e-commerce play in residential real estate? 

I don’t think it is possible to use e-commerce as it is done in the retail sector where everything can be done online. At least in the 

near future, it is not. Because the information in the market is not transparent. There is a lot of information that real estate 

developers don’t want to disclose to the buyers. As real estate agents, we work for both and sometimes we must favour the 

developers since our relationship with them is more important. We would love to improve our customers’ service by providing 
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correct information to buyer, but it does not seem to pay off since it is only one off transaction. Another difficulty is that there is no 

software that facilitates real estate transaction online.    

How about advertisement? 

Yes, we frequently advertise real estate products via owned website, third party websites including real estate forum, advertisement 

website specialized in real estate, using mobile phone application, email advertising. Our website also offer information 

subscription service where people can sign up their email or alerts for real estate information or register their interest in a product. 

We have designated personnel for this purpose. We also use free messaging application as Skype, Viber, Zalo to contact with 

customer although not frequently because only users of these apps are young and they often don’t think of house purchasing. We 

use email more often. We also use email to send important information like payment notice or changes in housing design to 

existing customers as well as sending them advertisement message about new project. Another channel of communication is 

through SMS message but due to recent changes in law we are not able to send advertising message through SMS at the moment. 

How are you able to get contacts for sending emails and SMS messages? 

One way is through the subscription service above. We also have relationship with the banks, stock broker companies, car 

insurance companies. From those relationships, we will be able to access customer’s data, measuring their range of income to find 

the target customers. Another way is scanning data on real estate forum which is run by our partners. 

What message is often included in the online advertisements? (Do you show information for specific product (picture of the 

project, price range etc.) or information about your service process?)  

All those pieces of information are included. But the price is often stressed because that would attract the customers the most. The 

picture is often put into the background. It also depends on different channel. We don’t often advertise about the real estate service 

through online channel. Customer does not spend much time viewing these ads so it is difficult to create the message about the 

service through online advertising. Most of the message conveyed is about price and location. 

Does your Agency spend much effort in using e-commerce?  

Around 70% of the products are advertised online. Total budget for online advertising is about 90% of all marketing budget. It is 

quite similar with other companies in the market. We have to match the spending of the competitor in online advertising, especially 

on the channel as Google Adwords or Adsense. The more we spend on it, the more likely our product will be put in the first page of 

search result and the more inquiries will be attracted. However, these spending do not guarantee result in terms of actual purchase. 

How do you evaluate the use of e-commerce in real estate? 

Does the use or application of e-commerce create perceptions on your customers? 

Yes, advertising the product online changed the customers’ perception on the real estate service. Although its impact on customers’ 

perceptions only limited on the single product not the whole range of service offered by real estate Agency. So for Agency brand 

building, using e-commerce does not change radically. However, if the customers know more about the real estate product through 

online advertising, the reputation of the real estate developer can be improved. As e-commerce application can provide the 

customers an initial view on different real estate development and segments in the market, they can make better decision in terms 

of negotiating price and choosing the right product. 

Does e-commerce provide more accurate information?  

Yes, to some extent.  
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Can you elaborate on that statement? 

Like I said, some of the information is intentionally hidden from the customers by the seller or some agencies. 

What is the advantage of using or applying e-commerce in real estate business?  

It help customer to get information easier and faster. For us as real estate agents, we get more customers; it provides more tools for 

identifying customers’ need. 

How about the disadvantages? 

Due to increasing competition, the cost of advertising is getting higher. The use of e-commerce often requires knowledge in 

marketing. This is difficult for an average real estate agent who often does not have proper training in marketing. Besides, due to 

unreliable information in terms of prices, the customers do not trust the agents enough for online transaction. 

What other method do you use to approach the customers rather than using internet? 

The most common method is telemarketing. If the contact is carefully studied and categorized according to segment, it is much 

more effective than online advertising through email which lacks the factor of personal contact. 

That’s all we need for now. Thank you for participating in our research. If we had more questions, do you mind answering when 

we send them via email? 

Not at all. 

Interview 2 

Hello! I am Dam Tran Duc and my colleague Benjamin John Sesay will join us on Skype. We are conducting a thesis research and 

would like to obtain information on the use of e-commerce to create customers’ perceptions in residential real estate (RRE) in 

Hanoi, Vietnam. First of all, we would like to clarify what we mean by the use of e-commerce in RRE business. The use of e-

commerce in RRE business includes using internet as a tool for advertisement, communication with customers or transaction 

activities in order to cut transaction cost, promote company brand, provide information and advice, generate new listings and attract 

new buyers. 

Your participation will be entirely anonymous, so you are welcome to express yourself freely. Moreover, there are no rights or 

wrongs for answers to the questions we will pose. Hearing your stories, your perspectives, reflections and experiences related to the 

research would be very useful for this study. It may take at least 30 minutes to complete this interview. Would you have time to 

participate? 

Yes. 

Thank you for taking part in this interview, it is highly appreciated. Please note that the information obtains will be used in our 

Master’s Thesis in Business Administration at the University of Gävle, Sweden. 

Could you please tell us your experience in real estate business? How many years of working experience do you have in residential 

real estate? How many different real estate or organisations have you already been working for?  

I have been working in real estate for 3.5 years for three different companies: Hoàng Vương trading JSC,  Đất xanh miền Bắc, and 

Đại Việt Trí Tuệ 

Could you please tell us about your company and your role in the company? 
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What is your current position? 

I’m working as a Sales Team Leader. I’m in charge of a team of sale agents involved in distributing real estate product from the 

real estate developers 

Does your job allow you to handle e-commerce? (Do you send advertisement message to customer via social media, email, SMS? 

Do you communicate with customer online?) 

Yes. I frequently communicate with customers through email. However, our company do not have complete control over the 

advertisement message for real estate project. The real estate developer is the one has more control.  

From your point of view, what role does e-commerce play in residential real estate? 

We can’t completely digitalize 100% of the real estate purchase process because the customers do not trust the agencies enough. 

The information that we can provide concerning the real estate transaction is not sufficient for them to make purchase decision.  

However, we apply e-commerce in advertising and communicating with the customers via owned website, third party websites 

including real estate forum, advertisement website specialized in real estate, using mobile phone application, email advertising.  

How about information subscription services? 

On both project website and our own website allow the customer to subscribe for product information. The subscription is free, 

email will be sent weekly to the customers registered email. However, we don’t use any specialized software to handle it but rather 

we gather the subscription request and there are employees directly process the subscription request.  

Can customers cancel the subscription when they don’t need the information anymore? 

Normally we stop sending email if there is no response from the contact after a period. However, the subscribed email address is 

still saved in record to send promotion email for future projects. 

Do your company use instant messaging like Skype or Viber to contact with customers? 

Yes, but we are not focus on these communication channel since customers prefer to contact by telephone.  

Do you use targeted email and SMS in advertising real estate product? 

Yes. We acquire customers contact through purchasing them from online forum, or exchange contact with other companies as 

banks, insurances.  

Are you able to identify the customers’ need before contacting them? 

We check customers’ telephone and contact through Google search to acquire information about their need. Having customers’ 

information help us in the communication process with them. Knowing their age and jobs help us to convey the right tone in 

communicating with them. However, it does not help us to choose which product to introduce to them.  

Which online channel do you focus on to advertise your product? 

Our focus is on the project website. Because our real estate brand is not strong enough to attract customer so we don’t focus on 

advertising on owned company website.  

What message is often included in these advertisements?  
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We show picture of the project, price range, and other detail such as space areas, number of bedrooms, facilities, etc. The service 

process is sometimes included, depending on the project. However, the price is not the final price. The price displayed in the 

advertisement message is often lower than actual price, design to attract customer, creating an initial impression on the product. For 

example, the price tag less than one billion VND for an apartment is considered low-end product while more than five billion 

convey the message of luxury product. Other information like location, space areas and number of bedrooms is needed for the 

purchase decision. 

To what extent is your Agency using or applying e-commerce?  

For the whole product range of the company, about 80% of the product was advertised online. 

How do you evaluate the use of e-commerce in real estate? Does the use or application of e-commerce create perceptions on your 

customers? 

Yes. It plays an important role in creating customers’ perception because the Internet is normally the first source of information 

that the customers look for in the search for real estate products. The increasing use of e-commerce has created the habit to look for 

information in the internet. It is easier and more convenient to establish contact with the customer using e-commerce. 

How about the quality of information in the Internet? 

Increase the accuracy of information provided it is regularly updated.  

How does the use or application of e-commerce create your customers’ perceptions? 

Through advertising on the Internet, customer will know about the project and our companies’ affiliation with the project which 

will help to increase our reputation as professional real estate agencies. 

Does the use or application of e-commerce increase consumers’ exposure to real estate products? How? 

Yes, through subscription services we can connect with the customer and offering more products.  

What is the advantage of using or applying e-commerce in real estate business?  

It is a fast way to advertise real estate product to a large customer’s base. However, it is difficult to control the information in the 

internet. For example, the information in the real estate forum established by third-party is difficult to control. Sometimes there are 

conflicting information from different sources that may confuse the customers. For example, while some website claims the 

construction of apartment building A is on progress, some information source on social media claim it is not going well. This may 

result in customers’ hesitation of purchasing the products or reduce of their trust in the agencies.  

What other method do you use to approach the customers rather than using internet?  

Telemarketing, flyer, physical banner, newspaper. 

Which is more effective in terms of attracting new customers? Why? 

They are equally useful; sometime they can complement each other. Sometimes the customers see the flyer, then look for the 

project information in the internet and find us. In some other case, we contact customer through telephone, send them different 

project information to their email. Even though the online channel creates more contacts, it does not attract more buyer comparing 

with the traditional method. 
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That’s all we need for now. Thank you for participating in our research. If we had more questions, do you mind answering when 

we send them via email? 

Not at all. 

Interview 3 

Hello! I am Dam Tran Duc and my colleague Benjamin John Sesay will join us on Skype. We are conducting a thesis research and 

would like to obtain information on the use of e-commerce to create customers’ perceptions in residential real estate (RRE) in 

Hanoi, Vietnam. First of all, we would like to clarify what we mean by the use of e-commerce in RRE business. The use of e-

commerce in RRE business includes using internet as a tool for advertisement, communication with customers or transaction 

activities in order to cut transaction cost, promote company brand, provide information and advice, generate new listings and attract 

new buyers. 

Your participation will be entirely anonymous, so you are welcome to express yourself freely. Moreover, there are no rights or 

wrongs for answers to the questions we will pose. Hearing your stories, your perspectives, reflections and experiences related to the 

research would be very useful for this study. It may take at least 30 minutes to complete this interview. Would you have time to 

participate? 

Yes. 

Thank you for taking part in this interview, it is highly appreciated. Please note that the information obtains will be used in our 

Master’s Thesis in Business Administration at the University of Gävle, Sweden. 

Could you please tell us your experience in real estate business? 

I have been working for only one real estate company Cengroup for the last two years.  

Could you please tell us about your company and your role in the company? What is your current position? 

I’m working as a Sales Team Leader. 

Does your job allow you to handle e-commerce? (Do you send advertisement message to customer via social media, email, SMS? 

Do you communicate with customer online?) 

I contact customer daily via email, I also involve in creating online advertisement message. Sometimes I work with third-party 

website to get property listing online. 

From your point of view, what role does e-commerce play in residential real estate? 

It play an important role in advertising and customer contacts management. 

Does your Agency use or apply e-commerce in transaction activities? 

Not in financial activities. 

Does your Agency advertise real estate products on internet? 

Yes, we invest heavily in online marketing activities. Since we offer a wide range of real estate product in terms of price, types of 

residents, and location, we emphasize on advertising online to be able to approach a large customer base. Our website does not 

offer the subscription service. However, if we acquire the customers email, we will send them information about the products they 

need. Each of the sale staff took care of their own customer; we don’t really have centralized function for this subscription service. 
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Nonetheless, for the customers’ contacts we acquired by other means such as data purchase and data scanning, we send information 

about the most popular projects to these contacts. If they contact us, we will know what kind of product they are interested in and 

offer them the information. 

Does your Agency communicate with customer by internet and social media? 

Yes, we create Facebook page for certain types of project and dedicated staff to manage these pages. If the customers like or follow 

the page, we will send more information to them. However, we don’t often communicate by social media since it does not seem 

very professional unless the customers want to (which is rare). Communication on social media often limited to customers asking 

for our office address or telephone for sale person.  

Are you able to identify customers need from the online channel to offer them the right products? 

It is difficult. Normally sale staff must talk to them directly in order to find out what they need. Since we often deal with real estate 

project in the development phase, we could be able to see the pattern of customer’s interest in either villas or apartment to offer 

them the right product. 

To what extent is your Agency using or applying e-commerce?  

Around 70% of the product is advertised through online channel.  

Do your company spend a significant amount of money on online marketing activities? How does it compare with other 

companies?  

Even though we spent a lot on online channel, so does the other companies. Since many customers search for real estate products 

online, we must spend at least equally to other company in order to get the most traffic. This is especially important when it comes 

to Google search advertising and other similar tools. We also pay to advertise in third party website as online newspaper and real 

estate forum.  

How often do you communicate with customer in the internet? 

We spend a significant amount of time to communicate with customers by email. However, we don’t often use instant messaging. 

It only used to establish initial contact. The most common way of communication with customer is through telephone. 

Other than advertising and customer communication, does your company use internet in other marketing activities? 

We are in the phase of developing an online tour of the apartment for some of the luxury product. I think if it goes well, it will save 

time of the sale staff. It also helps the customers to visualize the house they will live in without having to travel. Besides, most our 

products are unfinished apartment so it will save the trouble of building a model house/apartment. 

Does the use of e-commerce create perceptions on your customers? 

Yes. Advertising in the online channel gives customers a glance of the real estate products. It gives them the initial impression 

about the price, location, interior design, etc. They can compare between different products offered by different companies. 

However, the main affect is limited on the real estate products. It is difficult to create their perception on the real estate agencies 

service. Furthermore, the more customers use the Internet, the more information they will have. If there are some incidents about 

bad customer service or the bad product quality offered by the real estate developers, it will seriously damage the reputation of the 

agencies. With the use of internet, more customers will be exposed to these types of information than it is in the traditional market. 

Managing this information is difficult and sometimes is out of the agencies’ reach. 
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Does e-commerce provide more accurate information? 

In most case, it does not provide more accurate or update information than the information provided via other means. This is 

particularly true with price and product availability. In most cases the real estate product in a project was distributed through 

primary distributors like us and then we will give a percentage of them through smaller agencies. This creates difficulties in 

controlling the availability and price since the commission varies between agencies or even among the sale staff of one company. 

Furthermore, in many case, investment buyers often re-sell the apartment, making it difficult to track the availability. 

Does e-commerce increase brand awareness for your company? 

To a certain degree, it helps improve the image of the product and our company image is improved by associating with it. 

Based on your view, does e-commerce attract customers for your Agency? 

It is the most effective way of attracting new customers. 

Does e-commerce help to provide new listing for your Agency? 

No, normally if individual customers want to sell a house, they will list of a third-party website or finding seller from their personal 

contact. They do not normally go through real estate agencies.  

What is the advantage of using or applying e-commerce in real estate business?  

The online tools are easy to use. And like I said advertising online is the most effective way to attract customers. 

How about the disadvantages? 

The cost for each customer’s contacts may be cheaper than the traditional method but the amount of spending in online increase 

very fast over the years. Moreover, some of the market segment is not appropriate for online advertising. It is most effective for 

customers in the middle class. For luxury product, it requires personal contact and personal selling technique to close the deals. 

That’s all we need for now. Thank you for participating in our research. If we had more questions, do you mind answering when 

we send them via email? 

Not at all. 

Interview 4 

Hello! I am Dam Tran Duc and my colleague Benjamin John Sesay will join us on Skype. We are conducting a thesis research and 

would like to obtain information on the use of e-commerce to create customers’ perceptions in residential real estate (RRE) in 

Hanoi, Vietnam. First of all, we would like to clarify what we mean by the use of e-commerce in RRE business. The use of e-

commerce in RRE business includes using internet as a tool for advertisement, communication with customers or transaction 

activities in order to cut transaction cost, promote company brand, provide information and advice, generate new listings and attract 

new buyers. 

Your participation will be entirely anonymous, so you are welcome to express yourself freely. Moreover, there are no rights or 

wrongs for answers to the questions we will pose. Hearing your stories, your perspectives, reflections and experiences related to the 

research would be very useful for this study. It may take at least 30 minutes to complete this interview. Would you have time to 

participate? 

Yes. 
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Thank you for taking part in this interview, it is highly appreciated. Please note that the information obtains will be used in our 

Master’s Thesis in Business Administration at the University of Gävle, Sweden. 

Could you please tell us your experience in real estate business? How many years of working experience do you have in residential 

real estate?  

I have been working in real estate for 9 years. 

How many different real estate or organisations have you already been working for?  

Let me think…. Too many since I used to worked for 2 or 3 companies as freelance agents for a while. But I used to work 

exclusively for Tài Tâm colliers, Sacomreal, An Lạc, Thien Phu Invest. And now I’m managing the sale for one of the project 

distributed by Cengroup 

So you are a Sales Managers for Cengroup? 

Yes, it’s fair to say that. 

Does your job allow you to handle e-commerce? Do you send advertisement message to customer via social media, email, SMS? 

Do you communicate with customer online? 

I involve in all of these activities. Except for SMS advertising. It’s limited now since the government is trying to block spam SMS 

messages from advertiser.  

From your point of view, what role does e-commerce play in residential real estate? Does your Agency use or apply e-commerce in 

transaction activities? 

Yes, but not for financial transaction and contract signing since we don’t have the computer facilities and the customers does not 

trust the sellers enough to conduct transaction with that much value. If you bought a house in Vietnam before, you’ll know that the 

mortgage payment does not last for many years as it is in Western countries. Usually the buyers only pay for four or six times 

depending on the progress of the real estate development project. The amount of payment will be as much as 50% of the total value 

of the house. 

So what do you often use e-commerce application for? 

To advertise the product via owned website, third party websites including real estate forum, advertisement website specialized in 

real estate, using mobile phone application, email advertising, etc.  

What message is often included in these advertisements?  

For all channels, we focus on price and location for customers to compare with other product. On banner ads we could show the 

picture of the project … very nice one… to attract their attention. The mobile phone application ads are the new one. We do not 

apply it yet. It is still in the phase of finding out which types of application we will put the ads on. May be online banking 

application or the application of real estate forum as batdongsan.com apps. But it will cost a lot to runs those. 

Does your company website offer information subscription service (where people can sign up their email or alerts for real estate 

information or register their interest in a product)? 

No, not on company owned website. But for each project we involve in distributing, there is a dedicated website. Customers can 

register their interest through these websites.  
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Besides the subscription, do you use targeted email and SMS in advertising real estate product? 

Yes. We use data from previous project, contact the one who contacted us but has not purchased yet, except for some contact that 

buy the house for investment. These investment contacts are always the first one we use to send out new project information.  

What other source of customer data do you use? 

We could scan data on forum, buying them from partners as banks and insurance companies. Recently we use Facebook as the new 

channel. We create Facebook page for the new real estate project. If someone “like” it, we will look at their page to find email 

address and phone number to send in email marketing campaign.  

Do you get more information from these contacts rather than their email? For example, are there needs for specific types of 

product? 

It is difficult and time consuming to analyze those types of information and we simply don’t have the infrastructure and manpower 

to do that. To identify the specific customer needs, we have a conversation with them either via phone or face-to-face in a café.  

Does your Agency communicate with customer by internet and social media? Does your company’s website have a chat function? 

Do you use social media to communicate with customer? 

No, but again like the subscription, these functions are available through the project website not the company website. 

To what extent is your Agency using or applying e-commerce?  

About 70% of the product is advertised online. We also spend a fairly amount of money in the advertisement.  

Do you spend a lot of time communicating with customers online? 

Not much, the email conversation is often one way; we send information about new project or update the customers on the payment 

period. Most of the conversations happen over telephone.  

Do your company uses ecommerce application to find sellers? 

Yes, but not often since they still prefer to go through forum 

Does the use or application of e-commerce create perceptions on your customers? 

It increases the amount of real estate product that the customers see and it can change their opinion on certain product. When I first 

working in real estate, the customer who interested in apartment often has high level of income. The middle class still prefer the 

townhouse. However, recently, the most sale of apartment is generated among middle class. Although this could be attributed to the 

increase of available product, the middle-class customers seem to appreciate the convenient of the apartment building thanks to the 

image and advertisement being broadcasted over different channels. Advertising online cost much less per contacts than the 

traditional advertising but in terms of attracting real buyer, telemarketing is the most effective. The image of the company can be 

improved. However, it could equally harmful to the company reputation. Since anyone can post the comment on our product and 

services online, untrue claim about bad services could be used by competitors to damage our reputation. 

Is there any other the disadvantages or challenges in applying e-commerce? 

There is limited education among real estate agents about the use of e-commerce. Many of us do not know how to use these 

advertising tools without proper training. Lack of manpower is another difficulty. Our company cannot afford to dedicated staff 

especially in charge for a specific channel. So sometimes there are differences in the information provided across channel 
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especially on the price. Therefore, the customers still hesitate and treat the online information as references. They still verify the 

information through different means. Besides, more information available will erode the profit margin in terms of lower 

commission. 

That’s all we need for now. Thank you for participating in our research. If we had more questions, do you mind answering when 

we send them via email? 

Not at all. 

Interview 5 

Hello! I am Dam Tran Duc and my colleague Benjamin John Sesay will join us on Skype. We are conducting a thesis research and 

would like to obtain information on the use of e-commerce to create customers’ perceptions in residential real estate (RRE) in 

Hanoi, Vietnam. First of all, we would like to clarify what we mean by the use of e-commerce in RRE business. The use of e-

commerce in RRE business includes using internet as a tool for advertisement, communication with customers or transaction 

activities in order to cut transaction cost, promote company brand, provide information and advice, generate new listings and attract 

new buyers. 

Your participation will be entirely anonymous, so you are welcome to express yourself freely. Moreover, there are no rights or 

wrongs for answers to the questions we will pose. Hearing your stories, your perspectives, reflections and experiences related to the 

research would be very useful for this study. It may take at least 30 minutes to complete this interview. Would you have time to 

participate? 

Yes. 

Thank you for taking part in this interview, it is highly appreciated. Please note that the information obtains will be used in our 

Master’s Thesis in Business Administration at the University of Gävle, Sweden. 

Could you please tell us your experience in real estate business? 

I have working in real estate business for 8 years.  

How many different real estate or organisations have you already been working for? 

I only work for Dat Xanh Mien Bac.  

Could you please tell us about your company and your role in the company? 

I’m currently working as sales manager. Our company main business is real estate brokerage, we offer a wide range of real estate 

products from buying and selling apartment, townhouse and resort, villa to office leasing for companies.  

Does your job allow you to handle e-commerce application? 

Yes, depending on different real estate development projects, I involve in online advertising of the product, managing the online 

message sent to customers via email, deciding which information are included in advertising message as well as customers email.  

From your point of view, what role does e-commerce play in residential real estate? 

Mostly it was used for advertisement. It is not applied to online transaction.  

How does your Agency advertise real estate products on internet? 
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On our own website, all available products are listed with the general information such as general location, flats space. There are 

links to website dedicated to real estate development projects. Project website offer more detail information as well as contacts of 

sales agents.  

Does your company website offer information subscription service? 

We have subscription service. However, it was not in the owned website but it was on the website dedicated to each project. 

Which channel do you use to advertise your product? 

Many channels were used including real estate forum, third party websites, Google AdWords, banners, social media etc. 

How did you decide to choose the channel of advertising for a product?  

The channels are chosen depending on market segments. 

What message is often included in these advertisements?  

Price and location are included. Sometimes the photo is used to attract attention.  

Does your Agency communicate with customer by internet and social media? 

Yes, but mostly on email, we don’t use instant messages and social media for communication. 

How do you find the email and phone number? 

From data purchasing of previous project. 

How do you decide which email address, which phone number to contact, do you rely on the information acquired from the internet 

and project social media page?  

Email address was mostly used to send advertisement message. It is difficult to decide which product information was sent to 

which customers. Besides advertising, the internet was only used to create initial contact for customers. 

To what extent is your Agency using or applying e-commerce?  

Most of the products was advertised online.  

Do your company spend a significant amount of money on online marketing activities? How does it compare with other 

companies?  

Yes, we spend a lot. Especially on Google search or Google AdWords to match competitors spending.  

What is the advantage of using or applying e-commerce in real estate business?  

It is fast and easy in approaching the mass customers. However, the total cost is high and increasing due to increase in competition. 

It offered many ways to send advertising message to customers. The customers can compare between different products. The trust 

of customer is the major issue in increasing the application of e-commerce. 

How does the use or application of e-commerce create your customers’ perceptions? 

On YouTube, videos on the project were also used to promote the product image especially for the luxury product. The advertising 

video captures a customers’ story who has already bought the villa which create the emotion on the potential customers. Music was 
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also used to provoke the emotion of the customers and created the perception of a luxury product complimented by high level of 

service. By using YouTube video, other customers can also upload their own video, further promoting the product to the other 

contacts. 

Does e-commerce provide more accurate information? Why? 

It depend on the project types and the information type. Sometimes the price information is not entirely perfect, some real estate 

developers are hesitate to disclose the information on construction progress. 

Does e-commerce increase brand awareness for your company? How? 

Yes, by associating the company with quality real estate project, the brand image can be improved. 

Based on your view, does e-commerce attract customers for your Agency? 

Despite its usefulness in creating mass customers, telesales is more effective 

Does e-commerce help to provide new listing for your Agency? 

No, since the individual customer who wants to sells houses or rent houses to live does not use Agency but find the contacts 

through forum or personal contact. 

That’s all we need for now. Thank you for participating in our research. If we had more questions, do you mind answering when 

we send them via email? 

Not at all. 

Interview 6 

Hello! I am Dam Tran Duc and my colleague Benjamin John Sesay will join us on Skype. We are conducting a thesis research and 

would like to obtain information on the use of e-commerce to create customers’ perceptions in residential real estate (RRE) in 

Hanoi, Vietnam. First of all, we would like to clarify what we mean by the use of e-commerce in RRE business. The use of e-

commerce in RRE business includes using internet as a tool for advertisement, communication with customers or transaction 

activities in order to cut transaction cost, promote company brand, provide information and advice, generate new listings and attract 

new buyers. 

Your participation will be entirely anonymous, so you are welcome to express yourself freely. Moreover, there are no rights or 

wrongs for answers to the questions we will pose. Hearing your stories, your perspectives, reflections and experiences related to the 

research would be very useful for this study. It may take at least 30 minutes to complete this interview. Would you have time to 

participate? 

Yes. 

Thank you for taking part in this interview, it is highly appreciated. Please note that the information obtains will be used in our 

Master’s Thesis in Business Administration at the University of Gävle, Sweden. 

Could you please tell us your experience in real estate business? How many years of working experience do you have in residential 

real estate? 

I have been working in real estate for three years.  

How many different real estate or organisations have you already been working for?  
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At first, I worked for Cengroup. Now I’m working for Dat Xanh Mien Bac to distribute the project of Flamingo Đại Lải. 

Could you please tell us about your company and your role in the company? 

I’m working as sale team leader for this project. The product we offer is in the luxury range, so it involves heavy advertisement and 

personal selling, doing sale pitches and managing close relationship with potential customers. 

Does your job allow you to handle e-commerce application?  

Yes. A part of my job is creating email form which was then adopted by the sale agents to specific customers. I also involved in 

website design process of the project as well as coordinating in news update in the website. 

From your point of view, what role does e-commerce play in residential real estate? Does your Agency use or apply e-commerce in 

transaction activities? 

No. It is difficult to conduct the financial transaction online. There are three reasons for this. First, the customers do not trust online 

transaction. Second, values of the transactions are large and finally e-commerce is relatively new in the market. So the application 

is limited to advertising.  

Does your Agency advertise real estate products on internet? 

Yes. As for the project that I’m currently working in, the advertisement is created in the real estate forum, third-party website, 

online newspaper, Google advertising tools, etc.   

What message is often included in these advertisements?  

Price is the information is included. Since this is the most important piece of information. 

Does your company website offer information subscription service? 

Yes, on both project and company website. The subscriptions are free and customers can stop the service when they want. In the 

project website, we also created a chat box where customers can inquire the about the product and we have dedicated staff to 

support customer and answer these inquires. In our website, there are links to the social media page as Facebook page, Twitter 

account, Google plus, and YouTube. If the customers leave contacts information on one of these channels, they will be contacted 

directly, preferable by telephone by sale agents to identify their needs. 

How do you choose which channel to advertise for customers? 

Normally, we choose the channel base on the segments. For example, Facebook is often used to promote mid-range product and 

Banner and Google AdWords are used for high-end.   

Do you use targeted email and SMS in advertising real estate product? 

Yes, these are two most common tools to communicate with real estate customers.  

How do you find the email and phone number or how do you decide which email address, which phone number to contact? 

Through purchasing data of previous similar project.  

To what extent is your Agency using or applying e-commerce?  

A majority are advertised online. For most of the product range, we try match the competitors’ spending on online advertising.  
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How often do you communicate with customer in the internet? 

Very rare. Since the product are in the high-end, personal contact as telephone or meeting are vital to close the deal. The email and 

chat function were mostly used to create initial contact. 

Other than advertising and customer communication, does your company use internet in another way? 

As the project is a combination of residential real estate and resort, there is tourism service offered in the website and the social 

media page.  

What is the advantage of using or applying e-commerce in real estate business? 

The use of e-commerce will help customers to find more real estate product easily and compare between different ones. However, 

this increases the competition in the market and reduces the use in intermediary in real estate transaction.  

How does the use or application of e-commerce create your customers’ perceptions? 

The use of e-commerce offer many ways to advertise the product to customers through different channel. This may influence the 

customer’s opinion on certain product through many ways. Using an online video to introduce the product provide the customers a 

look of the product without having to travel. This creates the initial impression of the customers on certain product. 

How about the disadvantages? 

The information is not often reliable. Contacts gathered from the internet have the large percentage of viewers not buyers. Even 

though the cost of contacting customer is low, the total cost of advertising is relatively high especially when the competition is 

tense and companies have to match each other in online marketing spending. The information update process is limited by the 

information quality. Some information cannot be disclosed to all customers therefore, in some cases, direct contact on telephone or 

meeting is preferable.  

What other method do you use to approach the customers rather than using internet? 

We also use SMS, flyers, traditional media such as television and radio.  

Which is more effective in terms of attracting new customers? Why? 

In luxury project, the television and radio is equally useful to internet in attracting mass customers but using television and radio is 

cheaper.  

That’s all we need for now. Thank you for participating in our research. If we had more questions, do you mind answering when 

we send them via email? 

Not at all. 

Interviewed Customers’ Transcript 

Customer 1  

Hello. I am Dam Tran Duc and my college Benjamin John Sesay will join us on Skype for this interview. We are conducting a 

thesis research and would like to obtain information on the use of e-commerce to create customers’ perceptions in residential real 

estate in Vietnam. We would like to ask you a few questions about your opinion on this matter. The information obtain will be used 

for our master’s thesis at the University of Gävle. Do you have time to participate as the interview will last for at least 30 minutes? 

Yes.  
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First of all, have you recently bought a house/apartment? 

Yes. 

How long has it been since you purchased the house/apartment? 

Uhm… I am in the process of purchasing an apartment.  

OK. Have you decided to buy one? 

Yes, I have. 

So… How long has it been since you start looking for a house/apartment? 

Since I start deciding to look for a house, it has been three months.  

Could you please tell me the process of purchasing? 

I decided to buy a house for investment. I have already had a house given to me by my parent. But I have some savings and I have 

been looking for a way to invest that money. So I decided to purchase a house by those savings combined with loans. Then I want 

to find information on housing development projects, especially apartment. I decided to look for the project which is close to my 

current house. I ask my acquaintances, real estate agents and finally the agents recommend me for the one I am buying. 

Do you use real estate agents for your purchase? 

Yes, I do. 

Can you tell me why? 

I wanted to contact directly to the real estate developers or the sellers and I have no choice but to use the intermediary since most 

developers do not sell directly to buyer. Besides, I need their investment advice.  

Which types of information is important when you look for real estate products’ information? 

Since I am looking for the house for investment, the first information I noticed was the price and the possibilities of an increase in 

price in the future. The location is also important, the planning of the whole neighbourhood, and the reputation of the developers. 

Although there is an important piece of information that I was unable to find. Since many of the real estate I am interested in were 

still in constructing, the progress of the project is not frequently updated by the agencies. 

How do you find these pieces of information? 

Mostly online. When I found out about a real estate project, I look for its information online. There often are designated websites 

for the project in development.  

Do you pay attention of real estate advertisement online? 

Not really. Because my perception is, it cost a lot of money to advertise so the commission and the cost invested in advertising will 

drive the price much higher than it worth. Therefore, it is not worth investing. If I were buying the house for living, I would pay 

more attention to those. 

How your contact with the agencies does was initiated? 
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I went directly to their office. When I look for the real estate project online, they provide me the contact of the Agency that acted as 

a distributor for that project. Then I came to the agencies at the contact listed in the project’s website. 

Do you often stay in contact with them?  

Yes, of course. 

How? 

Mostly by telephone. 

Does the use of e-commerce make information searching easier? Are you able to find a larger range of products?  

Yes, it is easier. I find more information. However, the information is not reliable in my point of view. For example, the price quote 

is often lower than the actual price. The information is not updated frequently. I always contact either by telephone or appointment 

with the agents for the correct information.  

How do you evaluate the real estate information in the internet?  

The internet is only a mean of initiating contact.  

Does it improve the brand image of the real estate agencies/developers? 

The companies’ presence online does not affect my opinion on them. It only creates an impression on the certain project. Because 

the information of the product is the only one was focus in. The reputation of the developers or the services offered by the company 

was not reflected in the online environment. 

Were you approached by the real estate agencies online to advertise or initiate contact? 

Yes, by email. 

How do you feel about their approach of sending emails? 

The emails are useful. They often include more detailed information than the advertising banner. 

That’s all we need for now. Thank you for participating in our research. If we had more questions, do you mind answering when 

we send them via email? 

Not at all. 

Customer 2 

Hello. I am Dam Tran Duc and my college Benjamin John Sesay will join us on Skype for this interview. We are conducting a 

thesis research and would like to obtain information on the use of e-commerce to create customers’ perceptions in residential real 

estate in Vietnam. We would like to ask you a few questions about your opinion on this matter. The information obtain will be used 

for our master’s thesis at the University of Gävle. Do you have time to participate as the interview will last for at least 30 minutes? 

Yes.  

First of all, have you recently bought a house/apartment? 

Yes. I bought an apartment last year. 
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How long have you spent on looking for information of the house/apartment? 

I have the intention to buy a house for 5-6 years. However, I didn’t have the money for it. So I did not actively seeking to buy an 

apartment until about three months before I decided to buy my current apartment. 

So, you spent about three months to search for the apartment. It is correct? 

Yes. 

Could you please tell me the process of purchasing? 

First, I look for house and apartment for sale online. In there I can find the real estate agencies contacts. However, I don’t go to 

their office directly. Instead, I went directly to the apartment site of construction of real estate project. Sitting in some café near the 

site, I can find the buyers who went to check on the progress. They can provide the information on the progress as well as the true 

price of an apartment. Other information can also be retrieved about the neighbourhood. Sometimes the advertisement on website 

is not entirely true so I need to go to the site and check by myself. If I feel the project/apartment is good, I went to the designated 

agencies provided by the real estate developer to see more information as the interior design, availability and terms of contracts. 

After the process of negotiating contract terms and price, I try to find the information relating to project and the developers by other 

means like verify the information through acquaintances. I was very close to signing one contract then I cancelled it to find another 

one.  

Could you please tell me why did you cancelled the first one? 

For that one, after I went to the agencies, all apartment in the project was sold. However, they told me that there is one of the 

buyers would like to sell his purchased apartment with a higher price than the quoted price by the agencies. Since I’m interested in 

it, I came close to signing the contract. Just a few days before I pay the deposit, I look for the information about the project and 

came across a listing of the same apartment by the sellers. I contacted him and found out that his offered price was cheaper than the 

one quoted by the agent. I feel that the agencies cannot be trusted and cancelled the signing of the contract. I also find out that the 

interior design was not as good as I expected. 

For the one I decided to buy, as I went to their office, I feel that they are more reliable. I can trust them. Partly because I went there 

before the apartment was open for sale by the developer. The project is still in the introduction and advertising phase. The 

information was clear. For the previous one, I could find such clarity in information. 

So you started to find the apartment online? 

Yes. First I look for information in third-party website and the real estate project website. 

How do you evaluate the information provided by real estate agencies?  

I try to avoid using the agencies by contact directly with the real estate developers. But most of the developers do not sell directly. 

Furthermore, I still need the agents to guide me through the purchase process.  

Do you watch or see real estate advertisement online? 

Yes, sometimes. 

What do you think about them? 

They provide information on the project like price, design etc. 
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Do you think using e-commerce can project a good image for real estate companies? 

No. Since the advertisement usually focus on project. Beside the reputation also depend on what does the company do. If they 

produce bad quality housing then no amount of advertisement can cover those and in the internet, it is easy for the bad news to 

spread. 

Were you approached by the real estate agencies online to advertise or initiate contact? 

Yes, they often send email. 

How do you feel about their approach of sending email? 

The emails were informative. However, most of the time they do not offer the products I’m interested in by emails.  

That’s all we need for now. Thank you for participating in our research. If we had more questions, do you mind answering when 

we send them via email? 

Not at all. 

Customer 3 

Hello. I am Dam Tran Duc and my college Benjamin John Sesay will join us on Skype for this interview. We are conducting a 

thesis research and would like to obtain information on the use of e-commerce to create customers’ perceptions in residential real 

estate in Vietnam. We would like to ask you a few questions about your opinion on this matter. The information obtain will be used 

for our master’s thesis at the University of Gävle. Do you have time to participate as the interview will last for at least 30 minutes? 

Yes.  

First of all, have you recently bought a house/apartment? 

Yes. I bought an apartment house two years ago, the one I bought is from a collective house belong to a government subsidized 

housing project for people with low income. It is not a sold widely to the public. Only people with certain condition can buy it.  

How long have you spent on looking for information of the house/apartment? 

About six months. 

Could you please tell me the process of information searching and purchasing? 

I search for information online, I also went to different agencies but they did not offer the product within my price range. Then I 

heard about the information of the government subsidized housing project for people with low income. Then I came to the real 

estate developers’ office and they give me the contact of a residential real estate Agency that took care of the contract signing and 

buyers checking procedure.  

So you did not have any choice but to use the agencies service? 

Yes. But they helped me a lot in completing the purchasing procedure, especially when it comes to the paper needed for the buyer 

verifying process. As I mentioned since this is a government subsidized project, the buyer must prove level of income and many 

other procedures to be able to sign the contract. 

Which types of information is important when you look for real estate products’ information? 

Price is the most important. 
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Do you often watch real estate advertisement? 

Yes, I often see these advertisements on TV, newspaper, on banner ads, etc. 

Which information catches your attention in these advertisements? 

Mostly the price and the location. Since these are the two things I cared about when looking for the apartment. 

How do you contact with the agencies/ real estate developers/buyers? 

I always come to their office or contact by phone if it is urgent. 

Why don’t you use online communication? 

This type of communication is not available.  

Is it possible to convince you to complete the purchasing process online without having a look at the physical house/apartment? 

Why? 

No. because I don’t trust online transaction. 

How do you evaluate the information provided by the agencies? Is the information provided by them often updated online? 

The information is very accurate, especially on the price, the procedure to buy the house. All these information is provided to me 

directly by the agents via telephone or meeting. 

Do you verify these pieces of information? 

For the information on construction progress I come to the site. However, everything is always completed on time. So later on I 

don’t need to come as often. 

How do you evaluate the use of e-commerce in real estate? 

It give me an overview of the real estate market, showing what the price range should be for an apartment of a certain quality in 

certain area. This gives me an idea when I look for more detail, identifying which one is cheap and which one is expensive. It is 

easy to compare real estate products if they are listed online. 

Does it improve the brand image of the real estate agencies/developers? 

To a certain degree. However, if the developers does not provide good quality housing or agencies does not deliver good service, 

their reputation can be decreased due to the open of information and anonymity in the internet. 

Do you sometime receive email from the real estate agencies? 

Rarely. Just once or twice a year. 

How do you feel about the use of email by real estate agencies? 

They are mostly promotion information for new project. I do not pay much attention to them.  

That’s all we need for now. Thank you for participating in our research. If we had more questions, do you mind answering when 

we send them via email? 
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Not at all. 

Customer 4   

Hello. I am Dam Tran Duc and my college Benjamin John Sesay will join us on Skype for this interview. We are conducting a 

thesis research and would like to obtain information on the use of e-commerce to create customers’ perceptions in residential real 

estate in Vietnam. We would like to ask you a few questions about your opinion on this matter. The information obtain will be used 

for our master’s thesis at the University of Gävle. Do you have time to participate as the interview will last for at least 30 minutes? 

Yes.  

First of all, have you recently bought a house/apartment? 

Quite a long time ago. About three years ago. 

How long have you spent on looking for information of the house/apartment? 

About one year. 

Could you please tell me the process of purchasing? 

At first, I would like to have bought a land and construct a house on my own. However, after looking for different options, I feel 

like it was too expensive for the locations near the cities where the entire good infrastructure is. Besides, the advertisements on the 

high-rise apartment’s housing project make me re-think the needs for housing. Then I decided to look for these types of apartment. 

At the time, I look for the house; the demand for housing has driven the price higher than what I can afford. For apartment 

building, however, I can afford around 1 billion VND (about 50,000 dollars) for an 80-100 square meter apartments in a decent 

location. It took a lot of time for me to find an appropriate real estate project that fit my needs and my price range. Eventually I find 

one through one of my acquaintance who happen to run a real estate Agency. The process was very long but it started from 

searching for information online, then I ask around in my network to find out the contacts for real estate agencies then use one to 

find the house.  

Why do you feel that you need the agencies in the process of purchasing? 

They have more information. They have knowledge about the project. And in my case, I know the real estate agencies. I am his 

mothers’ college so I feel I can trust the information that he gives me. 

All real estate projects were advertised through different channel. 

Which types of information is important when you look for real estate products’ information? 

For me, price is the most important.  

I search for the project information by name of the project and the name of the developers. I did not use the third party website that 

is specialized in real estate. 

How do you find out the name? 

From my friends, colleagues, and my extended family. There are flyers, banners, television.  

Do you often watch the real estate advertisement online? 
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Yes, I often see them, but more on television than on website. I did not pay much attention on the banner ads on online newspaper 

or advertisement on Facebook. I am interested to see the location and the design of the house in these advertisements. I can 

recommend them to my friends if the need my advice. 

Do you often stay in contact with the agents? 

In the process of buying the house, yes. I mostly used telephone.  

Do you verify these pieces of information provided by the agents? How? 

Yes, I often visit the site of construction since it has not been finished. I wanted to check on the progress since it heard many real 

estate projects were delayed. I also went there to test how far it is from the apartment to the school in the area, hospitals, and my 

work place. In many agencies, these pieces of information often are not correct.  

How about the information about price in the real estate website? Is it correct? 

In many cases, different prices were offered for the same listing in different website. That’s the reason why I wanted to find 

someone that I can trust who also has the knowledge about the market and is willing to help me on the search. Recently, I feel that 

the information in the market is more transparent. However, the price differences are still a major concern for buyer like me. 

How do you evaluate the use of e-commerce in real estate? 

It helps me to find information easier and more convenient; however, I still need to verify it especially with the price. It depends on 

the quality of information. However, the internet is mostly used as a first step to make me aware of a certain real estate product. 

The next step of purchase still requires face-to-face conversation with sellers/agents and all the information need to be verified 

through other means. 

Does it improve the brand image of the real estate agencies/developers? 

To some extent, in my point of view, it just for references, I still rely on my personal contacts to evaluate the trustworthiness of the 

company.  

Were you approached by the real estate agencies online to advertise or initiate contact? 

Yes, sometimes I got email advertising about real estate. 

How do you feel about their approach of sending email? 

I don’t often read these advertising emails. 

That’s all we need for now. Thank you for participating in our research. If we had more questions, do you mind answering when 

we send them via email? 

Not at all. 

Customer 5 

Hello. I am Dam Tran Duc and my college Benjamin John Sesay will join us on Skype for this interview. We are conducting a 

thesis research and would like to obtain information on the use of e-commerce to create customers’ perceptions in residential real 

estate in Vietnam. We would like to ask you a few questions about your opinion on this matter. The information obtain will be used 

for our master’s thesis at the University of Gävle. Do you have time to participate as the interview will last for at least 30 minutes? 
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Yes.  

First of all, have you recently bought a house/apartment? 

Yes. I bought an apartment two years ago. 

How long have you spent on looking for information of the apartment? 

In three months. 

Could you please tell me the process of purchasing? 

At first I wanted to buy a townhouse then I changed my mind to buy an apartment. At first, I find one project that I was interested 

in. However, I am still sceptical on the progress of the project since it’s not finished constructing. Then after a time searching 

through different products, I went back to the first one and decided to buy it. 

Why did you change your opinion from purchasing townhouse to apartment? 

Partly because recently I have health problem which I could not walk on the stair easily so I wanted an apartment. Moreover, there 

are many advertisements on the apartment building project that I see which change my mind. Before that I often perceive living in 

apartment building is too quiet and the neighbour does not really care about each other. However, after talking to people who live 

in apartment building I see that this is not always the case. Besides, according to the advertisement I see, the real estate developers 

has recently spent money and resource on developing the facility like open air area, shopping center and other services which help 

develop the apartment community. All of these factors have changed my view on the life in apartment building. 

How do you find the information on real estate products? 

I look for the information online. Each project has its own website. They are also listed on the websites of the real estate agencies. 

Which types of information is important when you look for real estate products’ information? 

Location, price of course, and then design. 

Do you contact real estate agencies in your purchasing process? 

Yes, my apartments were listed across many different real estate agencies. I chose to use the agencies that I can trust even though 

they asked for more commission. I do not want to involve my personal contact in house purchasing because it gets very hard in 

price negotiation. I would not negotiate the price much if the place was offered by my acquaintance. I feel more comfortable in 

dealing with the agents.  

How do you initiate contact with the real estate agencies? 

First of all, I look for the information of the projects online via either its own websites or the agencies website. Then I find the 

contacts of the agencies in these websites. I prefer to contact them on the phone. When I feel from that first contact that they are 

professional and reliable, I’ll visit them and the site of the construction. 

I only contact them in signing contract  

Even though I wanted to, I was not able to verify the information. The apartment I bought is from a government housing project for 

the police force. Some of the people benefitted from the project re-sell the house through the agencies who list the project on their 

website. The price is higher on the original price. The price is equal the other projects. Since it’s government backed, I was not able 
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to see the house while it is being constructed. However, because there are some differences between the original design and the 

actual house that I wish I could verify before receiving the key. Some minor differences in interior design and quality of the house. 

I needed to spend more money on the apartment before moving in. 

How do you evaluate the use of e-commerce in real estate? 

It’s more convenient and easy way to search for information. I can find more products online in a shorter time. I can also compare 

between different projects or arrange them by locations, price range. I think if the information provided is correct, I can see that it 

will improve the image of the agencies and the real estate developers. 

Does it improve the brand image of the real estate agencies/developers? 

From the advertisement, most of the time I know the name of the project; the agencies do not advertise themselves. It does improve 

the image of the developers.   

Were you approached by the real estate agencies online to advertise or initiate contact? 

Yes, by email. 

How do you feel about their approach? 

Those emails go straight to the spam folder. I prefer a call or face to face meeting. 

That’s all we need for now. Thank you for participating in our research. If we had more questions, do you mind answering when 

we send them via email? 

Not at all. 

Customer 6 

Hello. I am Dam Tran Duc and my college Benjamin John Sesay will join us on Skype for this interview. We are conducting a 

thesis research and would like to obtain information on the use of e-commerce to create customers’ perceptions in residential real 

estate in Vietnam. We would like to ask you a few questions about your opinion on this matter. The information obtain will be used 

for our master’s thesis at the University of Gävle. Do you have time to participate as the interview will last for at least 30 minutes? 

Yes.  

First of all, have you recently bought a house/apartment? 

Not recently, about 4 years ago. 

How long have you spent on looking for information of the apartment? 

About 6 months 

Could you please tell me the process of purchasing the house/apartment? 

I was looking for a townhouse for purchase. First, I went online to look for the information. However, online information normally 

focus on apartment houses which I ‘m not interested in or villa which I cannot afford. There are some websites that list different 

property including townhouse for sale. However, there is not much option in there. Through my brother’s contact, I find a seller of 

the house which I’m interested in with the price range I asked for. Therefore, I contacted them directly, negotiate the price and 

purchase the house. 
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So, you did not use real estate agencies in your purchasing process? 

Yes 

Why don’t you use these agencies’ service? 

I have contacted some agencies but their product range on townhouses is not enough. These agencies normally focus on apartment 

houses. I think because the commissions for selling these products are higher. Moreover, I prefer my own personal contact than 

relying on the paid service for the important decision as house purchasing. 

Which types of information is important when you look for real estate products’ information? 

Location and price. 

Do you often watch real estate advertisement? 

Yes. Because recently I’m planning to buy another house. May be I’ll buy it in the next 5 years for my son.  

Which information catches your attention in these advertisements? 

Location  

Are you contacted by the agencies or real estate developers? 

Yes, I often received calls from the real estate agencies.  

Do you stay in contact with them?  

Yes.  

By phone ? 

No, I gave them emails. They gave me information so that I can keep up with the market information. However, for my next 

purchase I will avoid using the real estate agencies service. At certain time of the year, they call a lot and sometimes it is not at the 

right moment and that annoy me sometimes. 

Is it possible to convince you to complete the purchasing process online without having a look at the physical house/apartment?  

No. It’s hard to imagine that will happen in Vietnam. 

How do you evaluate the information provided by the agencies? Is the information provided by them often updated online? 

The information about the physical design of the house or apartment is fine. However, for other information, especially price is not 

correct. The information about facilities is some time either inaccurate or being changed without an update to the buyer. One of my 

friends brought an apartment where the real estate developer designates one floor to build a day care centre. However, in the 

middle of construction process, the floor is redesigned to become another 10 apartments for sale without any notice to the buyers. 

Similar incident make me feel the real estate developers and agencies are not trustworthy.  

How do you evaluate the use of e-commerce in real estate? 

I use the real estate agencies as information provider. The internet has helped me to have access to more of the market information. 

However, it does not change my perception on the general state of the real estate service. 
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Do you think online advertisement can improve the image or reputation of the real estate companies? 

No. It’s what they do, not what they say in the advertisement that improve the image. 

That’s all we need for now. Thank you for participating in our research. If we had more questions, do you mind answering when 

we send them via email? 

Not at all. 

Customer 7  

Hello. I am Dam Tran Duc and my college Benjamin John Sesay will join us on Skype for this interview. We are conducting a 

thesis research and would like to obtain information on the use of e-commerce to create customers’ perceptions in residential real 

estate in Vietnam. We would like to ask you a few questions about your opinion on this matter. The information obtain will be used 

for our master’s thesis at the University of Gävle. Do you have time to participate as the interview will last for at least 30 minutes? 

Yes.  

First of all, have you recently bought a house/apartment? 

Two years ago 

How long have you spent on looking for information of the house/apartment? 

For two weeks 

Could you please tell me the process of purchasing? 

After having the contact with the agencies, I frequently called them and they offered me the information on the projects and other 

one within my affordable price range. However, I still choose the one that I first looked up online.  

How do you find the information for real estate? 

I look up the information online. I went on a website that list property. I short-listed different project in development by its location 

and then find the link to developers’ website. And then I was able to find the contact of real estate agencies and contact them 

directly. Before that I used to look for the information through acquaintances but recently I feel that it is easier looking for 

information in the internet.  

Which types of information is important when you look for real estate products’ information? 

Location is the most important. Otherwise, the reputation of the real estate developers is also important. Then it comes to price.  

Do you often watch real estate advertisement online? 

Yes. Sometimes I look for the information in there. However, the information in there is often not what I need. Though it has been 

changing recently, the information on the real estate developer is not stressed. The ads only include location and price which is 

more important for buyer with the purpose of  

How do you initiate contact with the real estate agencies? 

I have their contact through the projects website then I contact them by telephone and meet with them. 

How do you evaluate the use of e-commerce in real estate? 
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It is easier to look for information, also faster. It simplified the process of purchasing a house. It also shortened the time of 

information searching. It also helped to improve the image of the developers and real estate agencies. I feel that the one with 

internet presence is more convenient, if I see more of their advertisement online; they are more familiar to me. By exposing 

themselves more online, these companies will attract more feedback from customers that I can see through different real estate 

forum. However, some of the company is over-advertised and the developers can be exposed for their low-quality construction. 

The main use of the internet on real estate so far is to create an initial contact with the buyers. However, every information must be 

checked by face-to-face meeting with the real estate agents. 

Were you approached by the real estate agencies online to advertise or initiate contact? 

Yes, by email. But I just ignored them since I don’t have the interest to buy a house, at least for another 10 years when my kids 

grow ups. 

That’s all we need for now. Thank you for participating in our research. If we had more questions, do you mind answering when 

we send them via email? 

Not at all. 

Customer 8 

Hello. I am Dam Tran Duc and my college Benjamin John Sesay will join us on Skype for this interview. We are conducting a 

thesis research and would like to obtain information on the use of e-commerce to create customers’ perceptions in residential real 

estate in Vietnam. We would like to ask you a few questions about your opinion on this matter. The information obtain will be used 

for our master’s thesis at the University of Gävle. Do you have time to participate as the interview will last for at least 30 minutes? 

Yes.  

First of all, have you recently bought a house/apartment? 

Yes, I bought an apartment last year. 

How long does it take you to find the apartment? 

About one month 

Could you please tell me the process of purchasing the house/apartment? 

First of all, I have a talk with my wife about deciding which type of house we will purchase townhouse or apartment. After 

searching through real estate for sale in the internet, we decided that the apartment is better since there are more of them available 

in our price range and more apartment development project offer excellent facilities and services which are very close to our work 

place. Then we look for information online about real estate projects, finding out the real estate agencies contact in charge of 

distributing for that project. Then we come to their office to find out more information about the project, see the model apartment, 

negotiating contract and buy the apartment. 

How do you find the information on real estate products? 

Do you contact real estate agencies in your purchasing process? 

Why do you use these agencies’ service? 
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I believe that their service has a purpose. They provide information, assistance in the purchasing process. Of course they do the 

jobs for commission so sometimes the price offered online is different between agencies. However, since the purchase is normally 

one time, so there is no motivation for them to improve their services.  

Which types of information is important when you look for real estate products’ information? 

Price and location is the most important. If on the same area there is different project with the same price, the interior design and 

the apartment facilities and management fee is considered. 

Do you often watch real estate advertisement? 

Yes 

Which information catch your attention in these advertisements? 

Location is the most noticeable. They often include some arbitrary price, but it is not actual price but it is something like 

“apartment from 1 billion VND”. It certainly attracts attention but not from actual buyers since the buyer would know it will be 

more than that. 

Do you feel that the image of the real estate companies can be improved by using e-commerce? 

May be more people will know about them but not necessary in a good way. 

Can you explain that? 

If they deliver what they promise, that would improve their image. But since many of them are not reliable in terms of giving 

quality information, it brings more negative reputation. Except for a few well-known developers like Vin Group.  

How do you contact with the agencies? 

Very often. To ask on the progress of the project since it’s not completed. 

Do you rely on their information or you need to verify them? 

Of course I need to check. I often go to a forum which is established by the community of buyers from that project to ask them if 

there is any news. Many of them work close by the construction site and are able to check on the progress daily. Sometimes I went 

to a café near the sites where the investor and buyer often go meet on weekend to ask for the news. 

Do you often stay in contact with them? How? Do you use online application/email? 

Yes. I only use telephone. 

Why don’t you use online communication? 

I don’t think it’s appropriate. 

Is it possible to convince you to complete the purchasing process online without having a look at the physical house/apartment? 

Why? 

No. I feel that the internet can only be used to establish contact with the agencies and real estate developer. I simply can’t trust 

them enough to conduct the whole transaction without having a face to face meeting. 
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How do you evaluate the information provided by the agencies? Is the information provided by them often updated online? 

I believe that the information is provided by the agencies is in their best knowledge and the developers or construction contractor 

may hide the information about the project progress. However, the information on price and availability of apartment which are in 

the agencies control are not reliable and not frequently update. Nonetheless, the internet provides convenient tools in looking for 

initial information. 

Were you approached by the real estate agencies online to advertise or initiate contact? 

Yes, they often send email; sometimes they call me directly or send SMS. 

How do you feel about their approach? 

I don’t really pay attention since I don’t have the need to purchase the house at the moment. Sometimes, it is annoying receiving 

call during lunch break. It’s not just real estate, the banks, car sales also uses this technique. 

That’s all we need for now. Thank you for participating in our research. If we had more questions, do you mind answering when 

we send them via email? 

Not at all. 

Customer 9  

Hello. I am Dam Tran Duc and my college Benjamin John Sesay will join us on Skype for this interview. We are conducting a 

thesis research and would like to obtain information on the use of e-commerce to create customers’ perceptions in residential real 

estate in Vietnam. We would like to ask you a few questions about your opinion on this matter. The information obtain will be used 

for our master’s thesis at the University of Gävle. Do you have time to participate as the interview will last for at least 30 minutes? 

Yes.  

First of all, have you recently bought a house/apartment? 

I have bought a house in 2013, three years ago. 

How long have you spent on looking for information of the house/apartment? 

About three months 

Could you please tell me the process of purchasing the house/apartment? 

I first look up the information on house for sale in the internet using Google search. There are a lot of web pages that provide house 

listing services. Many real estate agencies advertise apartments on the internet. I consider my house purchasing process very 

different from other real estate buyers. Most people in big cities like Hanoi and Ho Chi Minh City buy houses from real estate 

development project. They have to pay up front, waiting for the construction to complete in one or two years while still renting a 

place to live. I want to have a stable place to stay so I decided to find an apartment which is completed and ready for me to move 

in. After looking up the information online, I feel that although the information are abundant, it is often not correct, especially for 

the type of apartment I\m looking for. The information that real estate agents listed in there were out-dated most of the time. 70% 

of the time I call the contact of the listing it was incorrect. Either the house has been sold or has been rented out; the price quote on 

the website is lower than the one they told me on the phone. So, I looked up the apartment around the desired location, and then I 

came directly to the building, asking around for the information about a house for sale. Though it takes time, I got the correct 

information needed. It takes me three months to get the direct contact with the owner of the apartment and make a deal with him. 
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How do you find the information on real estate products? 

I contact directly to the previous owner. 

So, you did not contact real estate agencies in your purchasing process? 

Yes 

Why don’t you use these agencies’ service? 

For my housing needs, I could not find the product and reliable information from Real Estate Company. So, contacting the seller 

directly is much more efficient. I also do not see the need to buy and sell house through the real estate Agency. If you buy a house 

from a real estate development project, then you can trust the company and the Agency. But, in the case of buying a finished house 

from a previous owner, this market segment lack transparency of information. The agents in this segment does not even directly 

contact with the owner, they take the information from other agencies and listed on their website. I do not trust them with my 

money. And they take commission from both buyers and seller. Why do we bother with the Agency when we can make contact 

with the seller directly? I think it will be better for the buyers to take time out of their busy day go finding out the information 

themselves.  

Did the agencies for the real estate development project make contact with you? 

Yes. 

How do you feel about them? 

They are more reliable, but not entirely. When I show interest in certain project, they always tell me the stock is limited; there are 

not many apartments available. Therefore the price will be increased and they make more commission. The information they 

provided is not entirely correct, especially on price and availability. The agents always try to persuade me to deposit some money; 

they will make the apartment available. 

Which types of information is important when you look for real estate products’ information? 

Location is the most important. Even if the price is a bit more expensive, I could take a loan from my family or friends to buy it. 

The commuting time is essential since the traffic infrastructure in Vietnam us not very good. Therefore, finding a house near the 

workplace is essential. However, I need to balance between price, location and quality. I could have been content with a further 

house but a better quality and lower price. Thinking in the long-term, the people living in the same building and the environment 

are also important. After 5 to 10 years, the quality of the building will be deteriorated, and then people will have to contribute 

money to fix something like lighting, elevator maintenance, etc. Though all building has management fee, it is not enough to cover 

the cost. This is further complicated in the apartment where people does not own the flat but only renting it. In many building the 

elevator can be broken for month without a sufficient fund to fix it. In the building where people have higher income, it will be 

easier for them to pay for these maintenances.  

Do you often watch real estate advertisement? 

No, I don’t pay much attention to them. But since the real estate companies advertise a lot, it is impossible to ignore them. 

Which information catches your attention in these advertisements? 
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They often focus on location and service. The picture of the apartment or villa is also noticeable. The price however, is just a 

reference. The price is often advertised as “from 1 billion VND” or “from 30 million VND per square metre” for example to give a 

clue about the estimate cost of the house. The price between real estate agencies is also varied. 

Is it possible to convince you to complete the purchasing process online without having a look at the physical house/apartment? 

Why? 

No. Since it is difficult to established trust online. 

How do you evaluate the use of e-commerce in real estate? Does it make information searching easier? Are you able to find a 

larger range of products?  

In the case of buying from real estate development project in constructing phase, it is easy to find and compare between different 

options. However, as the project going through construction phase, it gets difficult for the customers to find the correct information. 

The way real estate product distributed in the market is the main reason. The developers often assign one major agencies to 

distribute the product for them, then this major agencies further distribute the product to smaller one and so on. There is not 

coordination and information control in place for the price as well as availability of apartment. This creates a gap for unethical 

practice among the agents to collude and raise the price when the project is nearly completed. 

Does it improve the brand image of the real estate agencies/developers? 

It has minor impact on my view on these companies. Even though the advertisement is everywhere, it only focuses on the house, 

the project, the price. It does not reflect the service quality. For the developers, some brand name is noticeable as Vinaconex which 

proves their quality construction through the project they have done. Some companies advertise heavily online but they cannot 

have a good image if they don’t produce good quality housing and services. I believe that it is important to look at thing with my 

own eyes. The online advertisement is just to provide initial contact and preliminary information on the real estate market. 

Do you sometime receive email from the real estate agencies? 

Yes. But not recently. I used to subscribe in a real estate website but recently they stop sending new email. 

How do you feel about the use of email by real estate agencies? 

It provides similar information they list on the website. So don’t pay much attention to them. 

That’s all we need for now. Thank you for participating in our research. If we had more questions, do you mind answering when 

we send them via email? 

Not at all. 

Customer 10 

Hello. I am Dam Tran Duc and my college Benjamin John Sesay will join us on Skype for this interview. We are conducting a 

thesis research and would like to obtain information on the use of e-commerce to create customers’ perceptions in residential real 

estate in Vietnam. We would like to ask you a few questions about your opinion on this matter. The information obtain will be used 

for our master’s thesis at the University of Gävle. Do you have time to participate as the interview will last for at least 30 minutes? 

Yes. 

First of all, have you recently bought a house/apartment? 



 

98 
 

I am in the process of buying the house from a real estate development project. I made 50% of the payment. Since the building is 

still under construction, I still waiting for it to complete. 

How long have you spent on looking for information of the house/apartment? 

It took me around one year. 

Could you please tell me the process of purchasing the house/apartment? 

I and my husband start to look for the real estate development project near our current house. We are living with my parent in-laws. 

We don’t want to disrupt the lives of our children and we need to stay near to take care of my parent in-laws. The needs are not 

urgent so we try to wait for the news of some real estate development project nearby. After 9 months, we find this new project 

which is in construction in the location.  

How do you find the information on real estate products? 

We look for information about the project on the internet. 

Do you contact real estate agencies in your purchasing process? 

No. We contact directly with the real estate developer. We find the contact of their sale department on the website, phone them 

then we meet with them. No intermediaries were used. 

Why don’t you use these agencies’ service? 

I want to deal with sellers/developers directly. The contract is signed with the developer directly. I have a feeling that the 

information from the residential real estate agencies is not reliable. They often provide incorrect info about the value of the project. 

Since my husband and I took so much time for information searching, we have the opportunity to validate the information. The 

agencies always over promoting the products. 

Can you provide an example? 

For example, initially the construction contractor for the project is Posco. They are South Korean companies with good reputation 

and quality. It is one of the best one in terms of construction quality. But after a part of the construction is completed, we heard 

information from a friend (who works in construction industry) about a change in contractor, we ask the agents about this. They 

keep insisting that the contractor is not changed. But about one month later, the contractor is changed to a different one. 

Which types of information is important when you look for real estate products’ information? 

The quality is the most important and this information is related to which developers and contractors are involved in the project.  

Do you often watch real estate advertisement? 

Yes. I often watch to compare between different options, especially online advertisement. 

Which information catches your attention in these advertisements? 

The design of the building, the utilities in the building, and maintenance services and price. 

How do you contact with the real estate developers? 

Through the contact listed in their website. 

Do you often stay in contact with them? Do you use online application/email? 

Yes. But I normally use telephone. 
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Is it possible to convince you to complete the purchasing process online without having a look at the physical house/apartment? 

Why? 

No. Since the value of the transaction is large and I do not trust the seller enough, 

How do you evaluate the information provided by the agencies? Is the information provided by them often updated online? 

Apart from the information about price and the detail on construction, the information is relatively reliable.  

How do you evaluate the use of e-commerce in real estate? 

Since many of the apartments were bought when the building is not finished, the internet can provide buyers like us an initial view 

of the apartment. The internet is the only way to provide buyers with information about the overview of the building. It is easy to 

search for information online. We can compare the options. Before deciding to contact a certain project, I always look for the 

information online. I think everyone who are interested in real estate regardless of their need think like that. 

Does it improve the brand image of the real estate agencies/developers? 

Yes, but is has both side. In the internet, there is some information that is good for real estate companies but there is also negative 

information. Such as bad quality for previous project or delay in construction. Even for the developers of my current apartment, 

they also have bad reputation. However, in the process of purchasing this apartment, I feel that they have good service, and the 

apartment I bought is a good option. 

Do you sometime receive email from the real estate agencies? 

Yes.  

How do you feel about the use of email by real estate agencies? 

They only use that to promote their product but I think that it could be used to update information for buyers. If someone needs to 

buy the house, they will look for the information from the project website. 

That’s all we need for now. Thank you for participating in our research. If we had more questions, do you mind answering when 

we send them via email? 

Not at all. 

 

 


