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Abstract 
With the current upsurge of technological innovations, businesses have em-
braced electronic commerce. The real estate sector has not been left behind in 
adopting these innovations. The purpose of this paper is to help the real es-
tate stakeholders appreciate the value of e-platform models in the real estate 
sector. The paper also helps new entrants to the real estate platforms to un-
derstand the key parameters required for the successful takeoff of their enter-
prises. Further, the research helps key stakeholders such as agents, property 
owners, service providers, and tenants understand the role of real estate plat-
forms. Lastly, the paper enables future scholars and practitioners alike to 
benchmark the e-platform features and best business models that can lead to 
competitiveness in the real estate sector. 
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1. Introduction 

The invention of information technology has significantly reshaped very many 
industries globally. According to Mills (2013), different types of information 
technologies adopted in various industries consume more than ten percent of 
the total global electricity. A greater percentage of activities in many industries 
now rely on the use of information technology, academia being one of the in-
dustries that has an information technology adoption rate of more than 67% ac-
cording to 2013 statistics (Dahlstrom et al., 2013). 

Adoption of information technology in real estate property management can 
be traced back to early 2000 when it first penetrated into the construction indus-
try. During this particular duration, it was first referred to as “Tipping Point” 
(Brandon et al., 2005). However, the adoption of information technology has 
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expanded out of the construction industry to cover other related sectors such as 
drawing and real estate property management. Information technology has also 
transformed the real estate industry from a very rigid traditional system to mod-
ern digital technologies. 

According to Stokes (2020), the work of a contemporary real estate manager 
has significantly been transformed as a result of many changes that have taken 
place in the last decade. He further asserts that contemporary property managers 
have greater duties and responsibilities that go beyond the traditional known 
chores of collecting rent and settlement of bills. Stokes also argues property 
managers have to organize for insurance, handle issues related to tax, ensure de-
signing and collection of property renovation bids, ensure proper coordination 
of maintenance services, ensure property security and ensure proper customer 
relationship management among others. 

In order for the above duties and responsibilities to be performed effec-
tively, various technologies have been adopted by real estate managers. These 
technologies include property management software which have registered a 
significant proliferation over the last one and half decades. These kinds of 
property management software have made it easier for property managers to 
collect and analyze data on various real estate issues thus making real-time de-
cisions. These kinds of real estate property management software have made it 
possible to provide customer-tailored services and maintain better relation-
ships (Stokes, 2020). 

As industry evidence reveals that there is expanded adoption of e-commerce 
in real estate property management, there is still a lot that requires further inves-
tigation in order to provide more knowledge on the subject. This article seeks to 
identify salient features of a property management e-commerce platform, inves-
tigate the drivers of e-commerce adoption and establish the models adopted in 
optimum pricing of property management systems. 

2. Literature Review 

In many countries around the globe, there has been an increase in the adoption 
of e-commerce in many industries including real estate. This trend has been 
witnessed in countries such as the United States of America (USA), China, Ma-
laysia, South Africa, and Singapore among others. There is also evidence of stu-
dies being conducted in the above countries relating to adoption of e-commerce 
in real estate property management (Zhang et al., 2016). In this section, the pa-
per focuses on a review of various studies conducted on salient features of a ro-
bust real estate property management system. 

2.1. Salient Features of a Property Management E-Commerce 
Platform 

Puķīte and Geipele (2015) while examining the theoretical aspect of a residential 
property management system indicated that the system must have five impor-
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tant elements which include legal norms, IT, the technical condition, finance ac-
cessibility and psychological preparedness. According to Vanags (2010) there are 
various laws that govern property management in different countries around the 
world. He further argues that a robust real estate property management system 
must take into account the laws that govern property. The system must not only 
capture the interests of the property owners but also the welfare of the society 
since a healthy and safe living environment is inscribed in the laws that govern 
property in most countries. 

Masis et al. (2017) also confirm that Information communications Technolo-
gy (ICT) is a very significant element of a robust real estate property manage-
ment system. The real estate industry relies heavily on information. Various cus-
tomers search for relevant information relating to buying, selling or even renting 
from the relevant sources such as real estate agents and other professionals. The 
developments in ICT such as internet enabled activities have made it possible for 
creation of a transparent market place where buyers and sellers can easily be able 
to interact. This makes it possible and easier for conducting internet based real 
estate transactions (Richardson & Zumpano, 2012). 

Collins (2021) indicates enumerates a total of ten most important features that 
an ideal property management system must have. The first among these features 
is a comprehensive accounting module that has been tailored for the industry. 
Collins further argues that property managers need accurate and reliable ac-
counting information. The accounting module makes it easier for rent payments 
to be made and accounting entries to be captured. It also reduces the time taken 
to conduct these activities. The whole essence of having a good accounting 
module in the property management system is to produce valid reports for deci-
sion making. 

Property management involves performance of some repetitive tasks. Auto-
mating property management is an important feature of a robust property man-
agement system since it removes manual performance of the repetitive tasks and 
also eliminates the possibility of committing errors and loss of paper documents 
(Collins, 2021). Online rent payment is also another important feature that a 
property management system has to contain. Allowing the tenants to take con-
trol of rent payment eliminates late and non-payment problems. It also saves 
time and cost on the part of the owner (Collins, 2021). 

According to Jianliang and Jianggyin (2012) an ideal real estate property man-
agement system should be one that provides a complete Business-to-Consumer 
e-commerce. They further assert that for this to be achieved, the system needs to 
have essential modules such as repair and maintenance, transportation security 
supplier, paid services module, green sanitation module, capability to connect 
with Enterprise Resource Planning (ERP) system and a toll system. Jianliang and 
Jianggyin (2012) also indicated that at the core of a real estate property man-
agement system is a property services centre that synchronizes all the other 
modules. 
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2.2. Drivers of E-Commerce in Real Estate Industry 

Ghaith et al. (2018) indicate that the drivers for adoption of e-commerce in the 
real estate industry can best be analyzed through the Technology Acceptance 
Model 3 (TAM3). Venkatesh and Bala (2008) while elaborating on TAM3 de-
fined it as a model that presents the various forces that determine adoption of 
different types of information technologies in an organization. Key drivers pro-
posed by TAM3 include Technology’s perceived ease of use, Cognitive instru-
mental process variables, anchor variables, adjustment variables and perceived 
usefulness of the technology. 

2.2.1. Perceived Ease of Use 
According to Al-Gahtani (2014) for any technology to be adopted and accepted 
by an organization, the perception on ease of use by the users plays a key role. 
He further argues that when the users of the proposed technology consider the 
same as one that is easier to use, they are likely to concentrate on usage of the 
technology. Ease of use of technology such as e-commerce platforms in real es-
tate industry and the level of enjoyment the users derive from usage of the tech-
nology determines its adoption and implementation. 

2.2.2. Cognitive Instrumental Process Variables 
Venkatesh and Davis (2000) define cognitive instrumental process as a concept 
that focuses on relevance to the job being done, the service quality and demon-
stration of results. Adoption of an e-commerce platform will depend on the per-
ception of the users with regard to its suitability in performance of tasks. Various 
users have different tasks to be carried out and the suitability of any information 
technology in performing these tasks will facilitate its quick adoption (Porter & 
Donthu, 2006). Any information technology (including real estate property 
management e-commerce) must be perceived as one that is capable of improv-
ing service delivery levels and leading to better results otherwise resistance to its 
implementation will be witnessed (Chuttur, 2009). 

2.2.3. Perceived Usefulness 
Ahmad et al. (2015) argue that the extent to which business owners and the 
management perceive technology as being useful is what mainly determines its 
adoption. While supporting this position Calderwood and Freathy (2014) also 
asserted that some managers and owners of businesses perceive e-commerce as 
innovative technology that should form part of their business, while others con-
sider it as a critical online selling tool that can significantly improve the revenues 
of their business. 

Still on perceived usefulness as a driver of e-commerce adoption in the real 
estate industry, Al-Qirim (2007) was of the opinion that the perception on use-
fulness of technology was dependent on the duration a firm had been in estate. 
Al-Qirim (2007) further opines that there is a inverse relationship between the 
age of a firm and level of success in implementation of new technologies exis-
tence. He argues that older firms that have been in the market for a long period 
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of time have greater experience and are highly likely to adopt new technologies 
such as e-commerce for real 

2.2.4. Anchor Variables 
Al-Gahtani (2014) has indicated that there are four anchor variables that will 
determine the adoption of e-commerce technology in an industry. He lists these 
variables as the perception on level of external control of the system, computer 
self-efficacy, playfulness with computers and anxiety associated with computer 
use. In implementing e-commerce in real estate, the perception of the users on 
their ability to use computers in carrying out various functions. When users 
have a conviction that they can be able to use e-commerce, its implementation 
becomes easier. However, Surendran (2012) raises a concern that e-commerce 
technologies are still relatively new in most developing and underdeveloped 
countries thus making it difficult for users to possess the necessary hands-on 
experience for adjustment and acceptance of new e-commerce platforms. 

2.2.5. Social Influence 
The culture that an organization adopts will determine whether it appreciate and 
implements e-commerce technology. An organization that has a culture of mo-
tivating employees towards the use of new technologies in improving services 
and further supports training on new technologies is likely to adopt new 
e-commerce technology faster than others (Calderwood & Freathy, 2014). 

Other social factors that determine adoption of e-commerce technologies may 
include the level of computer literacy among the target users, the level of mi-
strust on use of e-commerce and security issues arising from the use of 
e-commerce systems (Wu & Hisa, 2008). Supporting this position Ahmad et al. 
(2015) also assert that the ability of an organization to provide sufficient confiden-
tiality and privacy of customer information is key to adoption of e-commerce 
technology. Lastly, the owners of a business may not have enough time to com-
mit towards implementation of e-commerce technologies and this will hinder 
their adoption. 

2.3. Pricing Models Adopted by in E-Commerce Platforms 

Commercial markets are now more complicated than ever before. There is 
greater competition among firms thus leading to introduction of newer products 
into the market and making continuous improvements in order to retain cus-
tomers and protect the market share. On the other hand, consumers have also 
become more informed and literate. They have the ability to access important 
pricing information through the internet using the various e-commerce plat-
forms that are available online. It is no secret that consumers can take a very 
short time to compare the prices in both some physical traditional stores and 
those offered in e-commerce platforms online (Faehnle & Guidolin, 2021). 

It is therefore important for online retailing and forecasting to be significantly 
agile and responsive to the real time information originating from the market 
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and include the same into the firm’s pricing strategies. Several researchers have 
advocated for the use of time series pricing models for online businesses since a 
significant portion of the data normally comes from the market in form of time 
series (Takada & Bass, 1998; Franses, 2006; Hsu et al., 2008). Faehnle and Guido-
lin (2021) therefore advocate for dynamic pricing models for e-commerce busi-
nesses. 

According to Hajjar (2021) dynamic pricing involves adjustment of the prices 
depending on data from customers and the other competitors in the market. The 
author cites major e-commerce platforms such as eBay and Amazon which leve-
rage a lot on dynamic pricing in order to drive higher customer traffic to their 
sites and maximize profits. Hajjar (2021) argues that dynamic pricing is impor-
tant in e-commerce for three reasons. The first reason is to pull more customers 
into the site, the second is to increase sales and the third is to assist customers 
understand the level of demand for a particular product or service. 

Dynamic pricing begins at the point where an e-commerce platform collects 
market data (Faehnle & Guidolin, 2021). This is normally done through a 
module that is contained in the e-commerce platform such as the Amazon 
Price Checker (Hajjar, 2021). Once the data has been collected, the best dy-
namic pricing module is selected depending on the product under focus. After 
this the right type of dynamic pricing is selected, the right dynamic pricing al-
gorithms are then applied on the collected data and finally updating and opti-
mization of data takes place (Faehnle & Guidolin, 2021). For example, it is es-
timated that Amazon changes its prices more than 2.5 million times a day to 
set them lower than other competitors. This pricing strategy contributed sig-
nificantly to towards Amazon’s 25% increment in profitability for the year 
2016 (Hajjar, 2021). 

3. Methodology 

The paper systematically reviewed various articles on real estate and technologi-
cal applications in the sector. While reviewing literature, the researcher relied on 
online search engines such as Google Scholar, Emerald Insight and Science Di-
rect (see Table 1). In doing this, keyword and semantic searches were applied in 
attaining the required literature. The study approach involved use of keyword 
searches, screenings and categorisation (Ullah, Sepasgozar, & Wang, 2018). The pa-
per used keyword searches such as “e-commerce in real estate”, “e-platform in real 
estate, “Adoption of e-commerce in real estate” and “management of real estate 
using e-commerce” (see Table 1). 

In this paper, the researcher, with the help of a research assistant conducted a 
thorough literature review for a period of two months. This is in line with Para-
hoo (2006) who argued that when conducting systematic review, the researcher 
should indicate the time frame as well as the methods used in evaluating the 
findings of the study. In ensuring dependability and validity of the review 
process, the researcher applied the following criteria: clearly formulated research 
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questions; set a clear inclusion and exclusion criteria; selected and accessed the 
required literature for the study and analyzed, synthesized and disseminated the 
research findings (Ryan et al., 2007). 
While conducting the initial search, a total of 185,780 articles that matched the 
selection criteria were found. Google Scholar yielded the largest number of ar-
ticles followed by Direct Science and emerald insight in that order. These were 
captured as emerald insight 2490, Google Scholar had 163,606 and Direct 
Science had 19,684 articles as captured in Table 1. The articles that were initially 
found were subjected to thorough screening and filtering. This was a two-step 
process that entailed first and second screening and filtering. The process 
yielded 24 emerald insight, 60 Google Scholar and 15 Direct Science articles re-
spectively. The process focused on relevance, appropriateness and year of publi-
cation of the articles to either include or exclude the article to be reviewed. Further, 
the articles that lacked the keywords in the title or abstract and those that were not 
written in English were eliminated from the list of articles needed for review. 
Table 1 presents a summary of the methodology applied in the selection of the 
articles for review. 

4. Findings 
4.1. Technological Innovations in Real Estate Sector 

Evidence from the reviewed literature indicate that most of the real estate players 
relies on technological innovations such as internet, dynamic websites and 
e-commerce platforms with qualities such as clarity of information, service qual-
ity, capability of identifying property using features or address and perceived 
ease of use. Table 2 provides a summary of the findings from various authors. 

4.2. E-Platform Features and Value Proposition in Real Estate Sector 

In a competitive business environment, especially in the real estate space 
which has diverse players, business enterprises involved in online platforms need 
to strategically align key aspects such as purpose of each of the online platforms  

 
Table 1. Methodology used in filtering reviewed literature. 

Search  
Engine 

E-commerce in  
real estate 

E-platform in real estate 
Adoption of e-commerce  

in real estate 
Management of real estate 

using e-commerce 

Initial  
Search 

1st  
filtering 

2nd  
filtering 

Initial 
Search 

1st  
filtering 

2nd  
filtering 

Initial 
Search 

1st  
filtering 

2nd  
filtering 

1st  
search 

1st  
filtering 

2nd  
filtering 

Emerald 
insight 

2490 8 3 11 1 1 484 17 7 995 39 13 

Google 
Scholar 

163,606 54 23 406 5 2 32, 800 63 21 78,500 39 14 

Science 
Direct 

19,684 9 4 6, 683 15 4 1, 745 7 5 4825 4 2 

Total 185,780 71 30 7, 100 21 7 35, 029 87 33 84,320 82 29 
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in the real estate companies e-platform features, value proposition by the online 
platforms and their target customers. Empirical evidence obtained from various 
studies provides almost similar features that researchers consider as part of a 
robust e-commerce real estate property management system. Table 3 presents 
various online platforms with the mentioned aspects. 

 
Table 2. Technological innovations in real estate sector. 

 Authors Objective Findings 

1. Ullah and 
Sepasgozar 
(2019) 

Present a systems dynamics model for technology 
adoption in real estate domain using critical factors 
and clusters of real estate websites including the 
system quality, information quality, service quality, 
and perceived ease of use. 

The findings underscored the importance of a website as a 
key feature of an e-commerce real estate property 
management system. The intention to use a website was 
termed as very important. 

2. Puķīte and 
Geipele 
(2015) 

To establish residential building management 
system features and underlying factors in Latvia 

E-commerce real estate property management system 
needed to conform with the existing legal provisions and 
must also take into consideration all the stakeholders such 
government, users, property managers, owners, lessees and 
other related entities. 

3. Masis et al. 
(2017) 

Investigate how real estate agencies in Malaysia 
adopt Internet strategy, focusing on websites, in 
their business activities in Malysia 

Internet use is very important in proper functioning of real 
estate property management systems. Websites were 
critical in listing properties and brand promotion. 

 

Table 3. E-platform features and value proposition. 

E-platform purpose Features Value  
preposition 

Target  
customers 

1. Fantastic 
Stay 
- 

-Managing the operations of 
property rental businesses 
-Manage listings and 
advertisements 

Listing management, Calendar management, 
Reservation management, Channel management, 
Unified inbox, Automations, Reporting & metrics, 
Website builder, Payment processing, 24/7 guest, 
communication, Open API 

 Customer Types 
-Small Business 
-Medium 
Business 
-Freelancers 

App Folio -Accounting, maintenance, and 
marketing 
-Property managers and 
landlords need not only look at 
the potential income their 
property can generate, but also 
consider their potential renters 
and tenants. 

Online Owner Portal, Owner & Vendor eCheck, 
Owner, Contributions, Texting to Owners, Online 
Maintenance Requests, Maintenance Contact 
Center, Work Orders, Mobile, Inspections, Training 
& Support, Data Migration, Professional Websites, 
Rent Comparison Tool, Revenue, Management, 
Marketing Campaigns, Vacancy Dashboard, 
Vacancy Posting, Premium Leads, Guest Card 
Tracking, Mobile App, Rental Applications, Tenant 
Screening, Online Leases, Online Renter Portal, 
Texting & Email, Tenant Liability Insurance, Task 
Management, Schedule Rent Increases, Rent 
By-the-Bed, Universal Search, Accounting, 
Real-time Flexible Reporting, Online Rent Payments, 
Bulk Tenant Charges, CAM Tracking 
&Reconciliation, Holding Deposits, Automated Late 
Fees, AP Approval Process, Security 

 Customer Types 
-Small Business 
-Large 
Enterprises 
-Medium 
Business 
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Continued 

Landlord 
Tracks 

Landlord Tracks is an 
all-inclusive property 
management software with 
automated functions and mobile 
applications. It has two editions 
that let you oversee different 
types of rentals: short-term 
(vacation) and long-term. You 
can use the latter for the 
administration of either 
residential or commercial lets. 

Website Templates, Automated Vacancy Listing, 
Availability Calendar, Online Reservations, 
Corporate Subtenants, Automated Rent Collection,  
Online Payments, Automated Owner 
Disbursements, Background Checks, Document 
E-Sign, Accounting Tools, Text Message Alerts, 
Owner & Tenant Portals 

 Customer Types 
Small Business 
Large Enterprises 
Medium Business 
Freelancers 
 

Landlord 
Max 
 
 

Landlord Max is an on-premises 
property management software 
with single desktop and network 
deployment options. 
-Ability to track your portfolio’s 
financial health as well. The 
accounting area lets you generate 
reports based on your accounting 
entries and enables you to find 
out who among your tenants are 
behind on their payments so you 
can promptly collect their rents. 
Moreover, Landlord Max helps 
you protect your real estate data. 
You can lock the software with a 
password that only you and other 
authorized users know to ensure 
your security and privacy 

Data Management, Accounting, Invoices & Receipts, 
File Import & Export, Report, Network System, 
Password Protection, Logo & Letterhead, 
Customization & Emails 

 Customer Types 
-Small Business 
-Large 
Enterprises 
-Medium 
Business 
-Freelancers 

Yardi Breeze Yardi Breeze is an advanced but 
easy-to-use property 
management software that 
delivers support in as fast as 19 
seconds. It is an all-inclusive 
solution that you can access on 
your web browser for tenant 
screening, payment processing, 
maintenance tracking, and more 

Overview of Yardi Breeze Features 
Property Showcase, Files Upload, SMS Messaging, 
Tenant Applications & Screening, Tenant Portal, 
Invoice Emailing, Automated Rent & Fee Posting, 
ACH & Credit Card Payments Processing, & 
Electronic Maintenance Requests, Maintenance 
Requests Attachments, Photo & Video Capture, 
Progress Notes & Details, Payables, Receivables, 
General Ledger, Batch Receipts, Drill-Down 
Financial Statements, Custom Expense Pools, CAM 
Schedules & Automatic Percentage Rents 
Calculation 

 Customer Types 
-Small Business 
-Large Enterprises 
-Medium 
Business 

Zillow.com Zillow Group is committed to 
empowering 
consumers with unparalleled 
data, inspiration and knowledge 
around homes, and connecting 
them with the right local 
professionals to help 

Property listings, Research tab that provide trend 
price information, Zestimates (Ability to estimate 
market value for an individual property), High 
graphic experience while searching for properties 

Platform/Net
work: 
The website 
continually 
improves. 
The company 
improves the 
Zestimate 
algorithm 
precision. 

Buyers, sellers 
and 
house owners. 
Brokers, agents 
and 
bank. 
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Continued 

Trulia.com -Trulia is a subsidiary of Zillow 
-Focuses on all stages of the 
home lifecycle such as renting, 
buying, selling. 
-Connects buyers and sellers to 
get homes through referrals, local 
insights, GPS that guides on 
neighboring social amenities 
schools, churches and nearby 
businesses 

Simple website design, Property listings, Trend 
price information, Commuter information, Crime 
map data & Neighboring social amenities 

Platform/ 
Network: 
The website 
continually 
improves. 
Trulia.com 
launched a test 
version of its new 
real estate 
valuation service, 
Trulia Estimates. 

Buyers, sellers, 
house 
owners, brokers,  
agents and bank. 
 

Redfin.com -Enables clients find a home with 
brokerage, instant home-buying, 
rentals, lending, title insurance, 
and renovations services 

-Home listings 
-SharePlay—a set of features that make it possible 
for iPhone and iPad users to share experiences 
completely in sync while on a FaceTime call 

The company 
upgrades the 
iPhone App 
-Saved clients 
more billions in 
commissions 

Buyers, sellers, 
house 
owners, brokers,  
agents and bank. 
 

Realtor.com -Link buyer & seller of homes Listing of properties 
Add properties to Listing services portal 
, Portal for managing listings, Profile of agents, 
Premium Listings & Profiles, Website Integration / 
Widgets, CMA Tools, Mortgage Calculators, CRM 
Integration & MLS Integration 

Platform/Netwo
rk: 
Realtor.com 
website 
continually 
improves. 
It has extended to 
Realtor.com 
International web 
site. 

Buyers, sellers, 
house 
owners, brokers,  
agents and bank. 
 

Realestate.ya
hoo.com 

Links buyers, sellers and renters 
of homes with the information, 
tools and professional expertise 
they need to discover and create 
their perfect home 

Home listing, Showcase other domain home 
ownership such as renovation, design decoration, 
moving and storage and home maintenance 
Space blog, news, property home tour videos 

Platform/Netwo
rk: 
The website 
continually 
improves. 
The company has 
also introduced a 
range of new 
features for real 
estate 
professionals. 

Buyers, sellers, 
house 
owners, brokers,  
agents and bank. 
 

Craigslist.com classified ads on property for 
sale, services and anything for 
sale.It provides a platform to job 
seekers, discussion platform, 
information on available services 
and event to the community. 

Event calender, listings, discussion forums, gigs, 
members’ email address 

Platform/Netwo
rk: 
Craigslist 
company has 
consistently 
focused on the 
simplicity and 
usefulness of 
their site, with an 
extremely 
high-degree of 
availability. 

Community 
ranging from 
teenagers to 
adults, Buyers & 
sellers of 
property and 
services 
 

Source: Adopted from Ullah, Sepasgozar, and Wang (2018). 
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4.3. Drivers of Adopting E-Commerce in Real Estate Property 
Management 

Empirical evidence from various studies conducted reveals that there are a 
number of drivers that determine the adoption of e-commerce platforms. The 
results have been tabulated in Table 4 below. 

4.4. Approaches to Pricing in Real Estate Property Management 
System 

Empirical evidence reveals that there are various approaches to pricing models 
that can be used in business. However, pricing in e-commerce platforms tends to 
be slightly different since it relies heavily on market data and information from 
customers. The applicable pricing models must rely on time series since the data 
comes in time series. A dynamic pricing approach based on time series is rec-
ommended. The summary of findings is presented in Table 5 below. 

4.5. E-Platform Business Model 

The adoption of e-commerce in real estate sector has led to reduce transaction 
cost, improved speed up circulation process, restructure business process and 
improved service delivery (Aihua, 2010). The key success parameters in 
e-platform business model include: how to increase revenue streams, applicable 
pricing models adopted by online real estate companies cost structure of the 
platforms. Table 6 presents various platforms with their respective business 
models. 

 
Table 4. Findings on drivers. 

 Authors Objective Findings 

1. Al-Gahtani 
(2014) 

Empirical investigation of e-learning acceptance and 
assimilation: A structural equation model 

The self-efficacy of the users is important in 
implementation of an e-commerce system. Users must 
show that they are able to work with the system. 

2. Ahmad et al. 
(2015) 

To empirically examine determinants of 
e-commerce adoption among Malaysian small- and 
medium-sized enterprises (SMEs). 

E-commerce adoption within Malaysian SMEs is affected 
by perceived relative advantage, perceived compatibility, 
managers/owner’s knowledge and expertise, 
management characteristics and external change agents. 

3. Calderwood 
Freathy and 
(2014) 

Examine the extent to which on-line provision has 
reconfigured the mobility patterns of residents in the 
Scottish isles and whether e-commerce has reduced 
the propensity of individuals to undertake shopping 
related travel. 

Organizations that train employees on new technology 
use are likely to succeed in implementation of 
e-commerce technologies. Further an organization that 
motivates employees towards the use of new 
technologies to improve services is likely to adopt 
e-commerce faster. 

4. Wu and Tseng 
(2015) 

Explore the type of experience preferred by 
consumers of lativ, a well-known low-cost apparel 
brand in Taiwan, and further examine the 
relationship between customer satisfaction and 
loyalty. 

Estimated cost of implementing e-commerce and return 
on investment may be an impediment since majority of 
businesses are more focused on surviving rather than 
putting in place long term solutions such as adoption of 
e-commerce platforms 
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Table 5. Pricing approaches. 

 Authors Objective Findings 

1. Franses 
(2006) 

Forecasting in Marketing Proposed vector autoregressive moving average models (VARMA) as a useful 
tool for forecasting in marketing. They also revealed that competition plays a 
significant role in marketing. The study favoured simulation methods of 
forecasting since there are advanced methods of data collection that require the 
adoption of econometric models to assist in decision making. 

2. Dekimpe, 
and 
Hanssens 
(2000) 

Identify four developments 
that may significantly affect the 
future use of time-series 
techniques in marketing. 

Availability of larger datasets with a large number of variables, high-frequency 
data from the Internet and fast-changing and turbulent markets were 
considered as future challenges of time series. VAR models may efficiently 
exploit the advantages of longer time-series and provide a important tool for 
understanding the evolving behavior of a market 

3. Faehnle and 
Guidolin 
(2021) 

Dynamic Pricing Recognition 
on E-Commerce Platforms 
with 
VAR Processes 

The authors also proposed Vector Auto Regressive processes and Lasso 
Penalization in online pricing. They proposed a model with the ability to detect 
real time price variations in individual vendors based on variations of their 
immediate competition. 

 
Table 6. Platform Business model. 

Platform Pricing model Revenue streams Distribution  
channels 

Cost structure 

Fantastic Stay ree trial 
By quote 
Contact vendor 
FantasticStay’s pricing is quote-based, 
with packages crafted according to your 
business’ particular needs and the 
number of listings that you manage. 

Sale of properties on quote 
basis 

Web sale, 
advertisement on 
other Web sites, 
newspapers & 
social media 

System 
development 
maintenance and 
management 

App Folio Free trial 
HOA 
$0.80/unit/month 
Student Housing 
$1.25/unit/month 
Commercial 
$1.50/unit/month 
Residential 
$1.25/unit/month 
Discount offered with annual billing. 
$250 minimum monthly fee. 
Onboarding fee based on portfolio size. 
$400 minimum. Manage all your 
portfolio types with one solution. 

Monthly or annual payment 
based on properties 
advertised 

Web sale, 
advertisement on 
other Web sites, 
newspapers & 
social media 

System 
development 
maintenance and 
management 

Landlord Tracks Landlordtracks pricing plans: 
Free trial 
-Monthly payment 
-Annual Subscription 
-Quote-based 

Monthly or annual payment 
based on properties 
advertised 

Web sale,  
advertisement on 
other Web sites, 
newspapers & 
social media 

System 
development 
maintenance and 
management 
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Continued 

Landlord Max -One-time payment 
-LandlordMax has two kinds of enterprise 
pricing. One is for a single desktop and 
the other is for networks that allow for 2 
or more users. The options are listed 
below to help you choose which one is 
suitable for your needs. 

Monthly or annual payment 
based on properties 
advertised 

Web sale,  
advertisement 
on other Web 
sites, 
newspapers & 
social media 

System 
development 
maintenance and 
management 

Yardi Breeze Yardi Breeze Pricing Plans: 
Free trial 
-Annual Subscription 
-Monthly payment 

Monthly or annual payment 
based on properties 
advertised 

  

Zillow.com Paid subscription: 
To diversify from advertising as its 
primary income source 

Advertising: 
-free to use for owners, 
listing agents, and landlords 
-Makes money from selling 
space to brokers, agents and 
bank. 

Web sale, 
advertisement 
on other Web 
sites, 
newspapers. 

System 
development 
maintenance and 
management 

Trulia.com Paid subscription: 
To diversify from advertising as its 
primary income source 

Advertising: 
Trulia.com makes money by 
selling ad space, and having 
real estate agents pay to get 
more features on the site. 
Paid subscription: 
To diversify from advertising 
as its primary income source, 
Trulia started offering 
subscription services to real 
estate agencies and mortgage 
brokers. 

Web sale, 
advertisement 
on other Web 
sites, 
newspapers. 

System 
development 
maintenance and 
management 

Redfin.com Manage competition through Redfin 
charging sellers a discounted fee (either 
1.0% or 1.5% to list the seller’s properties). 
Charge sellers extra fee charged to cater for 
costs (2% - 3%) incurred by the buyer’s 
broker. 
Buyers who buy through Redfin also gets a 
percentage of the brokerages’ commission 
back (called the Redfin Rebate). 

Broker age: 
The revenue stream derives 
from intermediation services 
performed on behalf of two or 
more parties. Brokers and real 
estate agents earn 
commissions each time they 
successfully match a buyer and 
seller. 

Web sale, 
advertisement 
on other Web 
sites, 
newspapers & 
social media 

System 
development 
maintenance and 
management 

Realtor Monthly fees-willing buyers pay for 
advertising & leads through a lead 
program called “Connections Plus” 

Advertising: 
-The realtor pays monthly fees 
to Realtor.com to get his/her 
name to show up on top 10% 
of the time in a rotation. 
-Various projects that target 
Registered Agents 
Brokerage: 
The revenue of this website 
relies on the percentage of 
the transaction commission 
for generating leads 

Sale through 
referrals, leads, 
website 
advertisement 
campaigns, you 
tube 
advertisements 

System 
development 
maintenance and 
management 
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Continued 

Realestate.yahoo.com Thrives on ads Advertising: 
Yahoo real estate sells display 
advertising on the website to 
new home builders, real 
estate agents and brokers. 
Yahoo has advertising 
partnership with Zillow. 
Showcase ads and featured 
listings ads purchased 
through Zillow will 
automatically appear on both 
Zillow and Yahoo Real Estate. 

Web sale,  
advertisement on 
other 
Web sites, 
newspapers. 
 

System 
development 
maintenance and 
management 

Craigslist.com Free to post classified and browse and 
respond to ads 

Advertising: 
The website makes money 
from the company’s placing 
job adverts in San 
Francisco, Los Angeles and 
New York. 

Web sale, 
advertisement on 
other Web sites, 
newspapers. 

System 
development 
maintenance and 
management 

Source: Adopted from Ullah, Sepasgozar, and Wang (2018). 

5. Recommendations 

While designing property listing website to serve agents in the real estate, there 
is need for a different approach in the design of real estate websites. This implies 
that there is need to provide tools to enable these agents run their business on 
the platform. This will ensure competitiveness of the platform as compared to 
the market leaders. 

The concept of targeting specific markets using independent websites for each 
market seems to be well entrenched in the Real Estate sector. There is need to 
undertake more research to understand why this works better and if there are 
any big websites having multi-market (many countries) real estate listings on 
their websites. 

6. Limitations of the Study 

This study did not focus on big websites with multi-market real estate listings on 
their websites. Therefore, the findings of this study will not be directly applicable 
to them. 

This study was focusing on the salient features of real estate e-commerce 
platforms and not all e-commerce platforms. The findings are therefore industry 
specific hence may not be applicable to other industries. 

7. Conclusion 

The research indicates that the real estate market is dominated by licensed real 
estate agents who are the main clients of most real estate websites. These web-
sites mainly have a listing module that links the property buyers and property 
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owners or agents. Most buyers visit real estate websites to get in touch with reg-
istered agents in their areas as well as to look for properties they might be in-
volved in. The main deficiency in this article is the fact that it did not include big 
websites with multi-market real estate listings, an issue that future research work 
may consider exploring. 
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