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Abstract

The main purpose of this article is to know how IREstate (RE) Brokers providing Premium
products and services are managing their technoltigis done by comparing a RE premium
company with a traditional one. It is studied teehnology management inside these enterprises and
how they incorporate new technologies. RecentRartugal, there has been a substantial investment
on Real Estate Premium segment due Golden Visdahéye are very few articles on this topic the
significance of this one lies in the fact of thepmntance of technology and information in RE
Brokers. This research is not enough, should beneetd to more cases and compared, when
possible, with other segments, situations and atbentries.

Paper type —Research paper. Case Study

Keywords: Mobile Technologies, Social Networking, APPs, I(Real Estate Brokers Premium
Segment, Marketing.

1 Introduction

The housing market had been growing in the 80s%sdbut it begins to decline in Portugal since
the beginning of XXI century, as sustained by stativalues in Census 2011, (INE 2041aid with
more evidence due the recent economic decline.cbhstruction is almost at a standstill, and most
of Real Estate companies took over the rent agsiitHowever, there seems to be a niche for the
purchase of property that is not affected by th@nemic situation, the premium segment.

In Portugal, there are a few national investorsuxury Real Estate but, since the creation of the
Golden Visa, there are more and more foreignersnguyxury Real Estate, these investors spending
substantial amounts of money can also warrant dénoVisa.

By studying this target and in particular two sfiecases of Real Estate in this segment, Sotheby’s
and Engel & Volkers, this article aims to underdtéow these companies use their technologies to
provide the best services to their customers. i diticle, we aim to understand how the different
technologies are used in this target group and la@ \eant to know if new technologies improve
business and customer’s services.

There seems to be evidences that the premium migrkety sensitive to new technologies and is
already incorporating them into their way of dolmggsiness, not seeing it as modernity but as useful
tools and means to reach customers, keep thenfieshtésnd get profits in business. In a world of

LINE (2012) Evolucéo do Parque Habitacional emuRmit2001 — 2011. Edition 2012 EPHPT_2001_2011.
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billions it is important to be in touch with newexchnologies but in this study, it is also importent
know what benefits they can bring for business.

2 Review of Literature

In the world of Real Estate industry the word ofrkeding is historically related with having a
property flyer, postcards and a Web site to maakatoject or property for sale, lease or rent. jjoda
many potential buyers and renters are extremelgedisng. The modern consumer is an expert in
information and technology and knows how to vakdaformation online. They can be sceptical of
advertising and bombarded with information and aiisements all day long and so, realtors have to
be aware of this situation and must have propdstaoed means to provide the best services and do
not disturb their clients in this world of infornaa.

The Internet age has been a time of changing invthepeople communicate and do business. Real
Estate firms are not immune to these technologibahges. In recent years the marketing mix has
evolved to include multiple listing service, dataés and the Internet. Today there are new mobile
technologies and applications (Apps), we are ubiogs, Social Networking, Smartphones, Tablet
computers, QR codes, and GPS technology, amongsopttiteat are changing the way brokers
communicate with clients, (Goodwin and Stetelmd#1,3), do marketing activities and run business.

Nowadays, Real Estate reality for those in the cetitipe world of luxury, the way of doing
business has changed. No more confidential conisulta private viewings, and private phone
discussions for connecting with clients. Real Estatofessionals are seeing more of their clients
utilizing the Internet to conduct their own homeamsbes and occasionally find homes for
themselves. Although online searches by clients,th®ir own, the knowledge of Real Estate
professionals may not be replace and represergaieeincorporating technology rather than view it
as a supplement to the way they already do business

The luxury market, like other markets,being affected by budgetary constraints and evemtbst
prestigious Real Estate luxury, like Faith Hope §t3a, who oversees the retail operations of New
York City-based Prudential Douglas Elliman Realaiss 50 offices around the United States, has
worked extensively with luxury retailers such asrt@a, Versace, Giorgio Armani, Salvatore
Ferragamo, Judith Leiber and Baccarat in 2009 atdit some savings strategies including sales
offline, using the telephone and the Internet asears of increasing sales in the luxury market
(Chain Store Ag, 2009). From time to time complgxand economic problems arrive, now, the
realty hasnot changed and the issues are the same, it esseny to moderate expenses and use
technologies efficiently.

In technologies point of view, and considering tugrent mobile technologies, cloud computing,
social networking, Global Positioning Systems (GR8)ick Response code (QR code), Augmented
Reality (AR) among other more traditional applioag and sources of information all of them seem
to contribute to the dynamic of Real Estate busin&everal Real Estate brokers are using these
technologies incorporating them within their tools.

It is intended to know the contribution of Infornmat and Communication Technologies (ICT) in
general and on Digital Marketing in particular, terms of the Promotion, or in Relationship
Marketing. Finally and most important, we want toW if there is added value when these elements
and techniques are used. According to the colleabibdata and information on two of the most
important Real Estate Brokers that work in the Ruemsegment in Portugal, some highlights and
some conclusions can be found about the way ofteofinologies have influence on business and in
Digital Marketing, but mainly, how these technokgican have a global positive return for those
enterprises.



The reviewing literature on Real Estate and theslatechnologies are scarce and very rare at
scientific level. There are some magazines andsimgueports but there is a great difficulty in
obtaining information in this area of study.

3 Some factors that can boost Premium Segment

Business for premium enterprises can be descrilfetantly from other business in this area. We
will report the specifications of the enterprisasdéed here, the special way to deal with cliemts
differentway form others on traditional market. The main tangewithout doubt the client, but the
new technology can make difference and give custemenore comfortablé&knowledge, and broad
information through several means like smartphoteslets or personal computers and the huge
amount of new applications that these technologg@sbring.

3.1 Investing in new and high technology

According to the report by Cushman & Wakefield tteal estate market begins to recover in
Portugal and in last year of 2013, investment meseased 198 %, to 322 million Euros. From
January to December were traded in Portugal a ¢6td22 million Euros in commercial real estate
assets, triple the volume registered in 2012, dmbst double the 167 million Euros transacted in
2011.

The overall volume of investment in the real estsetor amounted to 859 billion Euros in 2013, an
increase of 22.6 % compared to 2012, this beinghilghest since 2007. Asia led in terms of
turnover due to growth markets such as China, JapahAustralia. Europe - Middle East and
Africa, the United Kingdom and Germany were themdegterminants of growth?2.

Companies in RE premium market have capabilitygadlfferent and to make difference because
they have means to do the best choice, get thetemwologies and knowledge, and so, do the best
choice for their clients. They have the power taeamstand their clients and see the best suitable
choice of technologies for them at a high levetaffidence, high quality and value.

3.2 Golden Visa

According to the Association of Real Estate Comgsirasind Professionals of Portugal (APEMIP), it
predicts that in 2014, the government can raise r60llon Euros in Golden Visas, doubling the
value of Golden Visa Investment in theirrent year. Until today, 542 visas were granted,
representing a total investment of 300 million Euro

In Portugal, in April 2014, statistics of Goldens#diinvestment and other data from Foreigner and
Frontiers Services, SEF (2014) said that 430.6@3Edros was achieved by purchasing a Real
Estate Property through Golden Residence Permgr&mme (ARI) from 08th October 2012 to 31st
March 2014. For these cases property acquisitiang five rules: minimum investment of 500.000
Euros, purchase of one or multiple propertiespadperty types qualify; possibility of co-ownership
freedom to use, rent or lease.

3.3 Environment

The good weather, both weather conditions and keaaronment, strategic geographic position
and the low cost of products and services makeRdstugal a very attractive country to invest and
to settle down. Lisbonis surroundings and Algarve are the main places itivestors aim to be.

2 Jornal de Noticias, 04-04-2014



There are luxury villages, apartments, farms anbistorical quantity of properties that are emesald
of architecture and history.

4 Technologies in Real Estate

Beyond the relevance of technologies, Real Estatis tan make agents look technologically savvy
to their clients and this sector must understandtwind of tools behind email and cell phones can
boost the sector and add value to their clientsal Hestate firms are not immune to these
technological changes.

Making use of technology, marketing mix as evoltedinclude multiple listing service (MLS)
databases and the Internet. “Today there are nelilentechnologies and applications using blogs,
social networking, smartphones, tablet computeRs,cQdes, and GPS technology that are changing
the way brokers communicate with clients and maRes! Estate”, (Goodwin and Stetelman, 2013).

3D modelling is also used in Real Estate reveadiach day a more detailed and realistic way to see
properties and environment and nowadays, AugmeReadity (AR) starts to appear in Real Estate
sector to improve information about propertiesainery delighted way, with deep detailed visual
information about properties.

For Real Estate brokers it is imperative to undedthow to use more effectively Information

Systems and Information Technologies (IS/IT) to emsthnd where people get Real Estate
information, how they use that information, and Wbl sources of information are no longer

relevant. Such information allows the broker to meflectively utilize the marketing budget for

each listed property, (Goodwin and Stetelman, 2@h8l) also to better understand client’s property
significance and wishes.

Regardlng REALTOR® (2013) report the three mosu&hle technology tools in responses were:
Real Estate software for forms and contracts swcba@cuSign, ZipForms, DotLoop, and
FormSimplicity;

» Software and desktop tools such as Visual Tour,b&dAcrobat, and AppFolio (property
management software - new this year);

* Mobile apps such as Dropbox, e-Key apps, Evermae this year), Google Maps;

* Electronic tablets (iPad, Kurio);

» Databases and property listing sites such as Mit&s, Realist (public records database),
Trulia, Zillow and REALTOR.com®;

* CRM solutions like Top Producer and e-Edge (Kalleiliams);

* Social media sites like Facebook and Twitter.

4.1 General characterization of technologies in USA

The USA has the tradition of statistics and studied for RE, the REALTOR association has been
detailing information that can be a mark or a stéaddor other studies.

The report of REALTOR® (2013) summarizes “some Ufiddings collected in January 2013
among sales agents, associate brokers, brokekgrbyaners, and managers regarding REALTORS
practices in 2012. These groups account for 1.138pteted surveys”. This report highlights that
topped list of most valuable tools in 2012 were:

* Forms software,

e Mobile apps,

* Electronic tablets,

* Property databases,



¢ CRM solutions.

Although one-third does not plan to purchase anpeflisted tools mentioned here, Apple iPads are
still the technology that probably will be purchdse the next 12 months also revealing they spent
more on technology for their businesses in 2014 th&2010.

REALTORS dedicate these investments on:
e Software,
« Databases,
* CRM solutions.

Now dominated by Apple, 92% of respondents use tpianes in their businesses.
* Spend a median 44% of their time corresponding waitl doing work for their clients on
mobile devices.
* 42% spend more than half their work time on mobéeices.
» The vast majority (94%) of respondents communicatie clients using a mobile device.
* Over half take/post photos (60%) and read/consuemes 1(59%).
e Use of Desktops/Laptops is most often (83% rank #i) to access their local or state
association websites.
« They cite smartphones second most often (55% rahkrd tablets third (60% rank #3).
* 89% of all respondents use social media in some way
0 80% use it for their Real Estate business.
o Facebook and LinkedIn continue to be the socialianéabls that respondents use
most, although use of both has decreased someimbcat2011.

The 20% of all REALTORS® who do not use social maddr their Real Estate business were asked
what their reasons were for this. The reasons aitest often were:

» Concern about security/don’t trust it,

e Too busy/don’t have time,

e Don’t know how,

e Don't see the value/ROl,

» Prefer personal contact.

REALTORS® who do use social media in their busieesste the following reasons for doing so
most often:

* Visibility/Exposure/Marketing,

* Free advertising,

e Easy communication/allows them to stay in toucthwmultiple clients at once,

* Clients expect it,

» Building relationships/networking,

* Promoting listings.

A large percentage, 79% of brokers and manageis ¢@wpany web sites.

For Lead Generation & Listings, Referrals, repesiess and the Internet remain the top three most
important methods of generating leads. Internaetydwver, is rated significantly less important than i
2011; 52% considered this “very important” in 20¥&rsus 61% in 2011.

4.2 Detailed and present technologies in Real Estate

The Real Estate professionals are seeing theiomgst using the Internet to conduct their own
searches and occasionally find a home for themselnelustry observers say that online searches
never fully replace brokers or agents, but the Resahte professionals see the need to incorporate
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technology rather than seeing it as a complemenhdoway they already do business, (Haman,
2013).

4.2.1 Mobile Technologies

Today there are new mobile technologies and apgita (Apps) using blogs, social networking,

smartphones, tablet computers, QR codes, and GP8diegy that are changing the way brokers
communicate with clients and do business in Rett&s(Goodwin and Stetelman, 2013) and we
may say that there is no business at premium tavigbbut these technologies including the most
new ones like Augmented Reality (AR) or 3D models.

Nowadays, as it is possible to put almost of afll@ations into a mobile platform, it is imperative
for brokers to understand that people can getimédion about properties anywhere at any time, old
information and irrelevant one can be boring argb & way to lose a client and so, relevant
information allows the broker to use more effediyibae marketing budget for each listed property
to know clients preferences and establish a gotatioaship with them through networking and
other technologies or applications and techniques.

4.2.2 Cloud computing

One of the new technique and services is Cloud @omgp that has been adopted from several
important enterprises like Microsoft and Skydri@gogle and Google Drive, Portuguese Telecom
(PT) and MEO Cloud, iCould from Apple, Dropbox aathers. Several servers support data and
applications and allow clients to be free from thery of disk space or data or SW update. Other
must in this option is that we can access inforomafrom the Cloud at any time and updated and
synchronized it since we have Internet and senavasgable.

In this technique, file sharing can be synchroniaed saved on the cloud so it can be accessible to
all computers, phones or tablets automatically.t®¥)jodocuments videos and other files can be
available wherever and whenever it is needed acahitbe especially helpful when working on team
projects. People can upload files to share, co-arsrkan make changes to those files and everyone
has access to the information at any time, (HagbRoh?2).

4.2.3 Social networking

Social networks are a dynamic process, a high efleecommunication tool with a fundamental
need of consumers involvement (Internet Advertigogeau (IAB), 2010), helping organizations to
communicate the offers of their latest productsnteot and exclusive events, enabling a
communication one-to-one to a huge audience likemieefore.

Using social media is a good way to obtain and giWermation. People use Facebook to build a
stronger presence on the Internet, and Linked#éngktform for networking and recommendations in
a professional atmosphere and Twitter is usedsimaill writing. Social media platforms like Twitter
and Facebook are becoming a fundamental part oRéa¢ Estate. Many brokers use their Twitter
and Facebook accounts to publish the completedactions, explaining details of a location or to
place interesting articles related to commerciadlHestate and become a resource for people in the
industry, (Hagblom, 2012).

* In Real Estate in Portugal

It appears that Facebook is one of the most impbrsocial networks in Portugal: For
communication and entertainment; as an importangy Wwacompanies / brands; advertise their
products / services interact with their customersn'sumers.



In 2012, from Florentino and Casaca (2013) work,airsample of 500 Real Estate Mediation
Companies the results concerning Social Networkiag: total of companies owning a website: 74
(15%); 12% use Facebook; 4% use Twitter; 1 pergentor LinkedIn; less than 1 percent prefer
Youtube. In general, it seems these Real Estatep@oi®s do not have corporate websites and if
they do, they do not make use of social networédjqularly those that are not franchised.

4.2.4 Global positioning systems (GPS)

One example for GPS importance says, accordingstitat from 2009 of Real Estate &
Construction, that GPS technology lets buyers be&eal Estate listings from any cell phone.
Clients can access the exact location, displayaldetbout the property, such as the price, nuraber
bedrooms and baths, mortgage, and taxes. “Whiendrthrough neighbourhoods, the GPS link lets
lookers pull the data of the exact property they atr It can also show nearby houses for sale on a
map. When the user wants to see a home, the “Gallee” button connects them directly to an
agent”. This application has a licensing fee to SenaAgent (2014) to affiliate the product with his
company, (Yohem, 2010).

The ESRI app is a specific application to suppatient who is asking about the demographics of an
area. With the ESRI app, an agent can drop a Vitpia' on a location and get information such as
average income, median age, business listings ecireexes, retail areas, consumer spending and
marketing potential, (Hagblom, 2012).

4.2.5 Quick Response code (QR code)

Present in Real Estate in recent years QR codedality for nowadays. With the inclusion of these
codes on posters and flyers property, agents deet@lguickly connect with potential buyers. A QR
code can provide additional information on a propetontact an agent or take users to a website
with all information, all at the touch of a fingdrhis is one more wayf using smartphone or tablet
that makes information immediately accessible, (tag, 2012).

4.2.6 Augmented Reality (AR)

AR is a really new technology but tendency is diift to point, we do not know if it will be adopted
or not by Real Estate. Augmented reality is a vidwthe real world environment whose elements are
augmented by computer generated graphics. Augmdeedity (AR) refers to computer research
that aims to produce information systems that meggeworld information with digital information.

In 1997, Ronald Azuma does not limit AR by the temlbgical hardware, he said that an AR system
contains the following characteristics: 1 - ComBineal and virtual; 2 - It interacts in real tin3e; It
is registered in 3-D, (Ford and Tobias, 2008).

Mobile Realty Apps’ augmented reality technologpwh customers home listings simply by aiming
their iPhone, iPad, or Android. As a “home huntgointing smartphone or tablet down the street, we
can see a view of the street and information orth@lhouses for sale popped up. There’'s even a
radar display that show the direction and proxinufynearby properties for sale (Mobile Really
Apps, 2014).

Others SW developers system are dealing with exeusobile marketing platform which
combines, augmented reality, geo-targeting, geokfign real time analytics and cloud based digital
video. Real Estate industry will now be able to uke power of mobile augmented reality
technology bringing pictures of properties to lifea video (Augmented Reality Trends, 2014).

Here are a few other ways in which realtors canefiefrom this augmented reality (Augmented
Reality Trends, 2014).



« Faster communication with customers which will havare relevance;

« New listings and clients can be generated;

« With geo-fencing, the right message can be deldsévethe right person and that too at the
correct time;

« It can create a mobile strategy in less than 48%jou

- Arealtor will be able to rule the Real Estate neankith his/her mobile device;

«  With augmented reality, we can make our logos, esand our listings interactive;

« We can communicate with prospective buyers instantl

The role of augmented reality in Real Estate cary w®pending on available technology and the
creativity of designers. Using augmented realitiRieml Estate is one way in which realtors hope to
help potential buyers identify new homes. Beyomuliig houses, augmented reality can also be
used to help potential buyers see their own liveeames decorated by another person. With new
advances in this technology, it may be possiblesemaugmented reality in other ways in Real Estate.

People often use augmented reality on their phgmesjding a mobile window through which they
can receive information about the world around thBealtors hope to use this window to facilitate
housing searches, allowing potential buyers to @ntlinformation about houses around them on the
go. This use of augmented reality in Real Estateksvby overlaying information about available
houses on images of those houses when the ph@uoinied toward the dwelling. In some designs,
buyers can also see photos of the insides of hous#s looking at them outside from their phones
(Wisegeek, 2014).

Using this solution a potential customer can fastaluate all benefits of the building and liteyall
“feel” the “view out of the window”. For a Real Esé¢ firm this solution is an innovative method for
presenting a building. It can be used at trades faimd sales offices and does not require traditiona
architectural model making (Augmented Pixels, 2014)

Augmented reality (AR) is a cutting-edge technoltiggt allows for a digitally enhanced view of the
real world, connecting us with more meaningful eontin our everyday life. With the camera and
sensors in a smartphone or tablet, AR adds layedigdal information, videos, photos, sounds,
directly on top of items in the world around us.

4.2.7 Some characteristics of technologies in Portugal

In Portugal we do not have much more statisticthia area, Real Estate statistic data are rare in
general, only the National Statistic Institute (INf&as some information and other information are

sporadic, but for Premium segment there are a fevar@ studies. From their studies, (Florentino

and Casaca, 2013) pointed evidences from studide ma2012/2013 for three samples of mediators
and agents from Real Estate which resume is inviatig table.

Table 1 — Three samples from a study in RE comparsen Portugal

49 R.E 53. RE companies in 500 Registered RE
Samples companies on Lisbon on Yellow T
companies in Lisbon
the web pages
Total of companies owning a website 30 (61%) 16 (30%) 74 (15%)
Total of companies without website 19 (39% B0%) 426 (85%)
Advertising on Facebook 3 (10%) 3 (6%) 9 (12%)
Advertising on Twitter 1 (3%) 2 (4%) 3 (4%)
Advertising on LinkedIn 1 (3%) 1 (2%) 1 (1 pent)




The conclusion from these three samples showsaithagrtising on Social Networks are low and
Facebook with an average around 9,33% is more tnsad Twitter with an average of use around
2%. Websites owned by RE companies are also loecedly in small companies.

4.2.8 Some characteristics of Social Networking Users (SN in Portugal

e In 2009 - a small number of well-known networksesatl into the life of approximately 1.7
billion Internet users from 216 countries (CIA, 20@nd 2.4 billion in 2012

* In 2009, according to the CIA, 5.168 million peopked the Internet in Portugal, more than
half of the population, 5.9 million in 2012

e In 2010, in Portugal, about 56.4% of Internet udead accessed social networks (UMIC,
2010): 60.7% women and 52.3% men

* In 2011, there were 59% of Internet users in Pait(§f0)

* 3 million people accessed SNU in 2011, (Marktestgiidting, 2011) and 4.66 million almost
55% in 2012

5 The impact of new technologies in Sotheby’s, Engé&l Volkers and Remax Golden Line

In this study we try to understand some Real Egaterprises cases, enterprises dealing in Premium
target and traditional ones, in order to understam they deal with news technologies and with
their clients. Real Estate enterprises in premianget are somehow different from traditional
enterprises in traditional targets. Here we anabm®e characteristics of top premium enterprises
and particularly Engel & Vélkers and a traditiooale RE like, Remax Golden Line.

Analysing REALTOR® (2013) report and the websiteenf de most important Real Estate
enterprises it can be said that technology botbvative and traditional is been used in this sector
* Interactive 3D models of all types of Real Estate gis a unique perspective as we are inside
the houses or other places.
» Diverse Software that helps homeowners organizeraarthge their home
* MLS real-time buyer marketplace for agents.
e Software that matches home buyers and sellers agtnts, based on skill, location and
experience
» Local search and discovery mobile app that provaige view into thousand cities
* Neighbourhood discovery tool that uses social tatgovide recommendations
» Estate CRM & Contact Management Software Systems
* Live Chaton line

However, traditional Real Estate franchised brokieosn popular enterprises like, REMAX or
Century21 have the same strategy for new techredpgithough for each franchised case, values of
investment and options related with ICT choices lbardifferent. It seems that both are using the
same approach for new technologies.

5.1 Best solutions for Sotheby’s
The Sotheby's International Realty network curgehds more than 12,000 sales associates located

in approximately 600 offices in more than 45 comstrand territories worldwide, and places over
7,500 referrals every year

? Internet world stats (2013). Statistics onlinedB32013 from http://www.internetworldstats.com/euadtm#pt
4 .
Ibidem



Both traditional and digital ways can be offeredSmtheby’s, including digital marketing, QR code,
3D modelling, Digital Tour among other techniqud@sie quite good quality of Soltheby’s site
showing amazing properties it is a guaranty ofltixerry they offer and put clients in contact to the
new cut-of-edge technology.

Sotheby’s has SIR Mobile, an apps for on Androrhane, iPad or Blackberry to connect clients
with their “global Real Estate experts no mattererehyou are”. This application can offer: GPS
search, find the closest homes, search globall5ircountries, driving directions to the home of
interest, social sharing on Facebook and Twitsgr td connect; call or email.

5.2 Best solutions for Engel & Volkers generally and irPortugal

In a continuing processing to update services andemization, in 2103 Engel & Vélkers has hired
Propertybase Real Estate CRM which has severaicesrused by Real Estate developers, sales
agents and property brokers for residential andnaseraial projects all over the world.

Engel & Volkers offes in return for payment fee a complete packageHeir partners:

» A system solution and marketing tools called “GloD&ice” Real Estate agent software that
enables a better optimally service to their custsmehilst at the same time agents organize
clients shop;

* An high-quality property descriptions, brochures, Imgi campaigns, print and online ads
that provides diverse target group-specific margetipportunities;

* An agent sub domain including a link via the EngeVdlkers website and using Engel &
Volkers web-based print shops, can be possiblegate several marketing tools;

* An online Merchandising Shop offers diverse, ativacproducts and Engel & Volkers-
branded customer gifts;

* “E&V Life" Intranet application can be accessednfranywhere in the world and contains
plenty of material to support you in developing guehensive Real Estate and marketing
expertise;

* It is available CRM tools as well as innovative nilservices and connections with social
networks.

5.2.1 Answerers from the questionnaire

In order to enhance this study it was applied astiorenaire for Engel & Vdlkers to collect
information related to ICT, investment, future tlenand other particularities of their business. In
this way we could get secure and accurate infoomdtiom one Portuguese franchised broker from
Engel & Volkers.

The following table revealthe present information on investment in ICT, isgllvalues and
guantities, mentioning also de Golden Visa values.

Table 2 — General Investment including Golden Visa

Premium Enterprises 2011 2012 2013 2014~
Quantity of Selling 10 6 19 11
Selling volume (Euros) 5.157.560€ 2.645.000 21 3B6E 5.556.000€
Golden Visa - Quantity of Selling - - 5 5

® http://www.sothebysrealty.com/eng/worldwide-prese@-05-2014
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Premium Enterprises 2011 2012 2013 2014~
Golden Visa - Selling volume (Euros - - 4.685.000€ 2.960.000€
1 **
Investment in IT/1S 9.000€ 20.000€ 12.000€ 17.000€
(global) (Euros)
Percentage of Investment in IT/IS o 0 0 i
(global) in global investment % 12% 55% 22%
Investment in IT/IS (Mobile) *** (Euros 25.000€ 28.000€ 19.000€ 6.500€
Percentage of Investment in IT/IS i ) i i
(Mobile) in global investment %

** Technology equipments
*** Real Estate Portals and mobile communications

Information related with clients:
* The average of clients is not specified;
» Clients tools available in house: Today the mospartant is the internet in its various
aspects
» Average time spending with clients per week — @ans); Not quantify
* Percentage of time spending with clients per wegk %): 80%
* What you think that is your best value to clief@srvice tailored to the needs

The main technologies used by this broker are: nmogbrtant - Quick Response code (QR code);
second in equal proportions - Cloud computing, &onetworking, Global positioning systems

(GPS) and with less importance all the rest - [Bdaes, Listing (properties, selling, events, etc.),
Forms, Contracts, Enterprise Site, email and Mdbitbnologies

The most valuable technology tools that thegd last year:

* Real Estate software for forms and contracts: Iwbidt, Iconnect — Word; Excel; Zip;

» Software and desktop tools and other property mamagt software: Adobe; Own software
company, Global Office 3 (GO3);

* Mobile apps such as Dropbox, e-Key apps, Everm@tmgle Maps: DS file; Div. App’s
Apple; My Cloud ; Whatsapp; Vibe; Dropbox; Skype;

* GPS App: Maps (Apple);

» Electronic tablets (tablets, iPad, etc.): no respaiNR);

» Databases and property listing sites (as local MIR&slist - public records database, Trulia,
Zillow and REALTOR.com®; etc.): Own software compafslobal Office 3 (GO3)

 CRM or ERP solutions: NR;

* Social media sites like Facebook and Twitter oreathFacebook; Twitter; Pinterest;
Linkedin; google+; podcast;

* Cloud Computing (Skydrive, GoogleDrive, MeoClouthers): Mycloud; DS File;

* Email (Gmail, yahoo, etc.) which one?: Enterprieendin;

» Cell phone / smartphone contact (apple, androatKierry, other): iphones;

Activities question: Which of the following actiigls do you engage in for work purposes using a
mobile device, activity - % percentage?

* Communicate with clients: 50%

» Take / post photos / videos: 10%

* Read/ Consume news: 20%

* Manage documents: 5%

* Cloud computing interchange: 5%
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* CRM (Customer Relationship Management) - Top Predand e-Edge (Keller Williams,
others): 10%

» Social media sites like Facebook and Twitter, otbéé

» Global positioning systems (GPS): 10%

* Quick Response code (QR code): 5%

* Augmented Reality (AR): 0%

» Create listings: 0%

* Other, please specify: NR

* | rarely use a mobile device for work (why?): 0%

Detailed activities question: Which of the followiractivities do you engage in for work purposes
using a social networking: Activities — Yes or Momments and % if possible?

* Communicate with clients — explain, show produdsriices — 5%

* Free advertising: no

* Visibility/Exposure/Marketing: 17%

* Get information / opinions / suggestions from digr3%

» Take / post photos / videos: 14%

* Read/ Consume news: 10%

* Manage documents: no

* Create listings: no

* Promoting listings: 7%

» Clients expect it: 14%

» Get clients together (sense of community): 14%

* Building relationships/networking: 17%

* Other, please specify: NR

Social Networking question: How comfortable are yasing social media? The response was
“Comfortable”.

ICT best solutions of your company question: Iniglogetworks we generalize information. About
20% of information is dedicated to the core bussreesd to the disclosure of the remaining properties
in more or less equally to general. The rest ofitii@mation is about the company, about the Real
Estate sector on activities and events in the laslbyeaand about general issues (politics, holidays,
curiosities, etc.). We have a specific programie$emination in social networks that automates the
publications through the choice of fonts and thewmred days and hours of publishing that ensures
the constant presence of the company in these rietwo

Differentiation question: What do you think abotther opportunities for this business and why is
your enterprise different from the others: We foonghemes of Lifestyle, not only by GG magazine
that is published by the company, but also throtighdisclosure of articles and topics on Social
Networking.

Future question: What do you think about the futimeestment, technologies, information, digital
marketing, other methods or techniques? Reinfdreause of iPads; replace the printed information
by digital format.

Other information: Changed in recent weeks, ouvesestarted to work on Cloud in order to all
consultants have permanent access to documentoanmhny information.
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5.3 Best solutions for Remax — Golden Line

Following the same strategy applied for RE premicase, we also applied the questionnaire for
Remax Golden Line, a traditional RE to collect mfiation related to ICT, investment, future trends
and other particularities of their business. Alse eould get secure and accurate information from
one Portuguese franchised broker in traditionahwag. At the end will be able to compare these
two cases.

Operating for more than ten years of experiend@eiras / Cascais area, the franchised broker office
Remax Golden Line selling a volume around 825.0@00& in 2013 are investing in Social
Networking and Mobile technologies. Their Inforneati System (IS) created and maintained by
Remax workers is centralized and it is the samalidiranchised Brokers, although the effort to be
different and to invest differently in new techngiles.

So, we are using Remax Golden Line, a traditionakér, to compare them with Engel & Vdlkers to
see differences between both brokers.

5.3.1 Answerers from the questionnaire

We have no information about values of selling ion@y or quantity, Remax Golden Line only
answered the other questions.

Information related with clients:

* The average of clients is 100 per month;

* Clients tools available in house: The highest paamge of customer contacts is through
internet - web site Remax and portals where thésesiports its property portfolio;

* Average time spending with clients per week — @ans); between 3 to 4 hours

* Percentage of time spending with clients per weg@k %): 40%

* What you think that is your best value to clier@$assified information, expertise / know-
how, qualification and attendance

The main technologies used by this broker are:gboetworking (please refer the most used) - with
Facebook; Data Bases for Mailings; Listing (projesrtselling, events, etc.) for Mailings; Contracts
where everything begins and the Enterprise Sieeb#st contact engine.

The most valuable technology tools that you usdtienast year:

* Real Estate software for forms and contracts: Iwdlist, lconnect — Remax Internal
Systems;

» Software and desktop tools and other property n@magt software: Adobe (PDF),
Microsoft Office (word/excel/ppt/outlook), Winzip;

* Mobile apps such as Dropbox, e-Key apps, EvernGeogle Maps: Several different
“Clouds”, Google Maps, Google Earth;

*  GPS App: Google Maps;

» Electronic tablets (tablets, iPad, etc.): no respaiNR);

» Databases and property listing sites (as local MIR&slist - public records database, Trulia,
Zillow and REALTOR.com®; etc.): Iwork (Remax InteirSystem);

* CRM or ERP solutions: Iwork (Remax Internal System)

» Social media sites like Facebook and Twitter oeatRacebook;

* Cloud Computing (Skydrive, GoogleDrive, MeoClouthers): no response (NR):

* Email (Gmail, yahoo, etc.) which one?:Remax e-rf@olwered by webmail);
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Cell phone / smartphone contact (apple, androatKierry, other): Android.

Activities question: Which of the following actiigls do you engage in for work purposes using a
mobile device - activity - % percentage?

Communicate with clients: 50%

Take / post photos / videos: 5%

Read / Consume news: 0%

Manage documents: 0%

Cloud computing interchange: 0%

CRM (Customer Relationship Management) - Top Predand e-Edge (Keller Williams,
others): 0%

Social media sites like Facebook and Twitter, othe#o
Global positioning systems (GPS): 5%

Quick Response code (QR code): 0%

Augmented Reality (AR): 0%

Create listings: 0%

Other, please specify: NR

| rarely use a mobile device for work (why?): NR

Detailed activities question: Which of the followiractivities do you engage in for work purposes
using a social networking: Activities — Yes or Momments and % if possible?

Communicate with clients — explain, show productervices — digital marketing: yes, to
post new listings or sold properties

Free advertising: yes

Visibility/Exposure/Marketing: yes

Get information / opinions / suggestions from dgmo
Take / post photos / videos: yes

Read / Consume news: yes

Manage documents: no

Create listings: no

Promoting listings: yes

Clients expect it: yes

Get clients together (sense of community): yes
Building relationships/networking: yes

Other, please specify: NR

Social Networking question: How comfortable are yasing social media? The response was
“Extremely comfortable”.

ICT best solutions of your company — explain: Webdsemax, the largest real estate portal in
Portugal that generateisits and contacts, presence on Social Netwdresdbook), next step: the
development of Android and iOS applications (odagynow).

Differentiation question: What do you think abouihe&r opportunities for this business and why is
your enterprise different from the others: The MWdradifferentiation, layouts, graphics and
advertisements, where the key of our highlight idIstarting a "brand within the brand".

Future question: What do you think about the futumeestment, technologies, information, digital
marketing, other methods or techniques? Futurebaiih mobile segment, virtual tours, and 3D.
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5.4 Portugal situation for studied brokers

In Portugal, these brokers use all central apptinai as they have to pay a fee according the
franchising contract they also have the right te aentral Information Systems. So, it is a global
world of businesses with good solutions, powertuategy that can be a good solution for small
enterprises who deal in a million Euros businesko&ver, franchised companies usually add more
applications to their IT infrastructure, accordihgir own rules of doing business and IT budget.

As it appears, the main Information System (ISuled in the same way in all franchised enterpgrise
studied here. The differentiation is more or lesgardinginvestment of each franchising in IS/IT
and new technologies and applications. For RE prenar traditional targets, it seems that strategies
are similar and the amount appears to be distihgdis

6 Future

More and more innovation are coming like Beaconhfietogy, somehow like QRcode, but instead
of a code, Beacons are small sensors that canabedln a location to send personalized location-
based information to a user's mobile device. Dgaat® are using Cloud Computing as a solution to
be adopted in the future gathering each time modenaore services to Real Estate business. Mobile
applications (Apps) seem to be an obligation imrfetas its characteristics allow flexibility, uptea
freedom and mobility among users.

7 Conclusions

Case collection and journal articles are hardnd fn this area of technology and Real Estate (RE)
companies. However, scientific articles begins xste mostly related to higher education in RE,
applications, equipment and software providers #ed#m to be interested in this business and
provide us some important information. Many appiaras can be related with RE, like AR, 3D
simulation models and QR code.

Today's mobile and social networked society studiesrare for Real Estate Premium target but it is
important to understand how these new technologa@abined with old ones are making the

difference, in a difficult and complex situation lortugal, dealing with deep economic and social
problems.

We can think that RE Premium can be different amié business differently from others RE
traditional brokers however, from this study it apps that strategy is identical for both targetsthB
are investing in new technologies and informatiapplying methods and similar techniques, only
being different due the amount of investment.

From the standpoint of RE companies, social netev@id mobile devices are one of the most
important targets of investment. These companiesnst® be focusing on mobile applications,

mobile communication and social networks as arnrratere way to boost and get in touch with

potential new customers, new promotions and margethrough these channels and means.
Companies in general seem to be very interesteaw technologies, new applications, platforms,
Social Networking, new ways of communicating, mérigeand doing business.
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Mobil technologies put us anywhere any time andgsiness strategies are trying to get the best
way to archive it. Applications that once were fx@e now mobile and examples like smartphones,
ipads / tablets, laptops or other mobile devices @art of our lives nowadays. Databases and
applications tend to move to cloud computing teébgya The commitment to improving reality is
accompanied with virtualization (AR), 3D models, @&des and interactivity that help these brokers
to better sell their products and services undengthality of those services or products.

Databases, good quality images, contacts with meste, personal and social relationships with
customers are ingredients to be closer to custoar@ghis can be enhanced by technology and its
quality. Traditional media are driven to a moreawnative way to communicate like social networks
that can bring modernity and be closer to the ecasto This relation can be “translated” into a bette
business understanding and further a better uradelisig of what customers want. It can be a mean
to know where they are or want to be or even, gyt want to buy.

The two case studies, one on premium target anth@nm the traditional segment seems to heavily
invest in technologies and in most current solitmbe closer to its customers and keep pace with
technological innovations. The difference seemsli¢oin the amount of investment that RE
companies in premium segment do and want to tranewd@r RE companies in the traditional
segment. In any case, there is a high importan@ngb social networks and mobile technologies. In
RE premium segment image quality, 3D, AR or Clowanputing also appears to be important.

8 Limitations and recommendations

There are few scientific studies in this area rafgrtechnology and Real Estate (RE) companies.
The existing studies are mostly related to higtdercation courses in RE. There are some reports,
statistics and articles from highly regarded asgams like REALTORS, official statistical agencies
that allow credible research. However, it is natyetp get information from RE companies and so
studies have limited or scarce information. Allgeéddifficulties should not constrain studies and
research so that it can improve business processads and future perspectives that can help these
companies. Importance of IT / IS and it's potentoalmarketing, decision making and improvement
of business processes should not be apart.
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