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Abstract—The Fourth Industrial Revolution has brought It's also possible to notice that the working class has been
significant changes for the society as a whole, generating great affected in all the important technological revolutionkisTis
impacts on the ways people relate to each other and even d¢ret  due to the fact that human work is replaced by automation and
ways of consuming, moving, learning, banking and working. Such py the so-called creative destructions, which eliminate ways of
changes, emphasized in the 21st century, are capable of producing and making business [2].

automating processes to replace people, which may cause some

professions and jobs to disappear in the mid-term. This The job market has already gone through gigantic changes,
transformation results in changes on how we live, providing both  but since they have been slow, their impacts haven't been
benefits and damage. This work aims to understand such changes proportionally so expressive. At the beginning of thehl19
and its relation to some professions, especially real estate agents. century, agriculture in the U.S.A used 90% of the country's
These professionals need to reinvent themselves in order to adapt workforce; today, it's only 2% [3].

to this new scenario and preserve their space in the job market. . . L
The results show that in order to survive the digital Moreover, while some professions stop existing, new ones

transformation, which has become faster due to the pandemic, real appear, or they do not exist yet. This subject already calls
estate agents need to study, adapt and become a 4.0 profesdiona attention within companies and universities and is the main
by adopting behaviors that meet the customer's wishes and make focus of several studies searching for answers on hevuture
a difference in the moments of purchase and sale. The profession will be like, with regard to the job market and the destination of
will not stop existing, but people who are unable to adapt to these careers. One of them was released in 2019, named “The Skills
changes will no longer have space in the market. Revolution”, by ManpowerGroup, identified that 64% of the
Keywords—Fourth Industrial Revolution, housing market, realtor companies stated that they will not decrease the number of jobs.
Another 19% said they plan to increase their workforcelewh
only 12% intend to reduce their teams [3].
I.  INTRODUCTION

Since the beginning of the 21st century, significant : . = .
technological and gocialgchanges have been hagpenigg, causiffprmation and points out that the Fourth Industrial Revolytion
intense impact on the consumer's habits: There are newtovaysPromoted precisely by the dissemination of technology aad th
buy, pay, move, get accomodation and entertainmenl”temet* will resu!t in the elimination of more than 5 m|II|or_1
communicate, live, study, access products and services and ey@RS: The material shows that areas such as computing,

use anything without the need to buy it, due to new possibilitiediathématics, architecture and engineering will generate more
of rental [1]. than 2 million jobs [4].

The report “The Future of Jobs” (2016) goes against this

These wide-ranging changes are so extensive that, with t
emergence of constant innovations, many once consider : )
modern habits of the 21st century's 2nd decade, may quickPuntries over the n(()axt 25 years. According to the sumvey
become old-fashioned. Klaus Schwab explains, in the bodigl€ Can reach 47%, mainly impacting the manufacturing
“Shaping the Fourth Industrial Revolution”, that this industry [S].
phenomenon, called The Fourth Industrial Revolution, reshap  Nevertheless, while the Fourth Industrial Revolution can
the global economy and the societies as a whole. Systems usgsherate unemployment, it also highlights opportunities. A
in 2020, for example, that seem to have long life ahedidall  study commissioned by Dell Technologies for the IFTF

be completely transformed: From the ways goods and servicgstitute for the Future), released in 2017, indicatesab#t of
are produced and delivered, to the way we communicate [1] professions in 2030 haven’t been created yet.

To soothe the impacts, it is essential that leaders in all social Furthermore, consumers are increasingly demanding: They
and economic spheres urgently build themselves the capécity &re well informed and more aware, have less time to lose, are
managing the risks and complexities of this change. less patient, want to use things rather than having them. They

e Another 2017 study by the University of Oxford predict th
Elae unemployment levels will be staggering in developed
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value the experience of shopping and consumption. Therefore An example of how the markets are going to react to the
it's to notice that this change of behavior was caused by automation and usage of artificial intelligence, and how it
phenomenon that happened very fast, together with thguestions the existence of professions as the real estate agent is
technological development - the dissemination of the Internetthe following: Is it necessary to maintain a fdodace

which gives access to information, reference and price researghk)ationship in order to buy real estate or are the informatial
exchange of ideas, purchases and even reputation analysis [4jplatforms available on the Internet enough to safely purchase

?
It is proven that, in the 20th century, consumers \wasaly and make a good deal? [7].

influenced by marketing campaigns and listened to authorities Regardless of these great transformations, the real estate
and experts. This scenario, however, changed very quinkly a agent as a professional remains an important element for the real
in a short time - the first decades of the 21st century. The samestate market, overcoming the automation barriers and
author states that recent surveys, carried out in diffeegiors  limitations whilst helping people achieve their dreams. After all,
of the economy, point out that the majority of the consumer may be that most people buy a single house in their fifé, a
believe more in their social circle (friends, family, followefs o unlike buying a pair of shoes, this transaction requires
social media), than in the marketing strategies of companies,cammercial experience and the ability to enchant and engage the
trend that also gave rise to businesses like TripAdvisor and Yelpublic, qualities often found in a professional real estate agent
platforms for seeking reputation, but with “strangers”, making [8].

the convincing job more difficult for brands [6]. This work therefore aims to study how the technological

Now, being more sure of what they want and totally involvecchanges impact the real estate agent's professional practice.
with this disruptive process, consumers have adopted new habits It has th ii | of A Academically studving th
that have directly affected many products and services. These - 125 h€ Specific goal of: A. Academically studying the
habits put into question the existence of professions and thing§'V/c¢ and retail marketing omni-channel, as well as new
regarded back in the 20th century as impossible toniteut, echnologies in the real estate market; B. Understanding how

such as the taxi, which gave place to Uber, telephone calls {gehnological - changes impact the real estate agents
order food were replaced by a click in an app, the vieetat performance; C. Understanding how these professionals can

stores lost market to Netflix and songs are all available ofi?Pine innovation and new technologies to continue doing

Spotify. These new resources have technology involved, but L?Lra\rg\li%(d I\Tvaa more efficient, modemn, fast, informative and
a mean, not as an end, since the end is always the consumer Y.

Besides that, digital innovations can provide countries with 'S @ basis to support the study, a quantitative survey will be
long-term prosperity. In the ranking of innovations vgtieater carried out with 90 real estate agents from different Brazilian

relevance are: mobile Internet, automation, the Internet \i}_‘zates, to understand their behavior towards innovations and

Things, cloud computing and even 3D printing. All these new'°" their profession can be impacted or even stop existiag du
features have been available for some years, but only now ha technology.
started to cause significant impacts [6]. After some years in a severe crisis, the Brazilian real estate

Following all the changes mentioned above, the real estaf@arket' which has a direct and positive impact on the cosintry’

; .. economy - also because of its construction industry -, shows
market was also severely impacted by technology. The Brazma‘?}%nS that an economic upturn is coming. As made publiey t

housing demand demonstrates the size and the potential of L web-portal in 2019, the construction industry should push
real estate market in the country. A study commissioned by T Brazilian GDP and investments upwards in 2020. Director

Sao Paulo State Housing Union (Secovi - SP) has regarded Economic Policy of the Central Bank of Brazil Fabio
demands for residential real estate in Brazil. The study has be ic rolicy : . zll, Faol
anczuk, said in his statement published in a news artitle o

conducted by the University FGV (Fundagdo Getulio Vargas o L
and has been released in the Real Estate Market Yearbook 200§c€mber 12, 2019, that "The Investment must positively
Sufprise us in 2020 and grow 4.1%, driven by the estdte

only considering the years 2015 to 2025. Accordingeasthdy, o ; .

it's estimated that 14.5 million houses will be built, around 1_é1;1ark|et - The Ceontrﬁ! Bank of I_SLazk:l estlmkates that the country
million units a year. The study considered different social>HOUId 9row 2.2% this year. With the market warming Lgirag
economic and demographic factors, such as populatio%nd the construction of new units to meet the country sihgu
dynamics, evolution of the household supply, evolutiothef demands, the real estate sector shall bring more investnient an
number of family arrangements and GDP. Such factors afgeate new Jobs in Brazil [3].

considered as being driving forces for housing demand [7]

. . . . . Il. THEORETICAL FRAMEWORK
The Secovi (2018) union considers the outlined scenarios

perfectly feasible, taking into account the amount of family A Retail Marketing
arrangements per year in Brazil, as well as people who decide to Si he bedinni ¢ i kind has developed
move from a rented residence to their own one. During the SNC€ the beginning of time, mankind has develope
period of the previously mentioned study, 39% of tHe51 negotiation technlque_s, in order Fo satisfy peoples basic ngeds,
million necessary housings in Brazil (5.7 million) will beased ~ Such as food. Over time and with the evolution of mankind,

in the Southeast, 21% (3 million) demanded in the State of S&B/IMan needs began to increase, desires started to appear and
Paulo and 9% (1.3 million) in the Metropolitan Region. Not tothe development of businesses started. Things that betil t
mention commercial real estate [7]. were only used for proper consumption began to be sumld a
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exchanged (clearly a commercial transaction) and this is howproduct disclosure, frequently conducted in a way that ignores
the retail trade started [10]. essential information to solve doubts of consumers in differen

stages of their purchase journey [15].
The revolutions brought professionalization and large-scale g P J y[15]

production, causing the segment to be solidified worldwide as The post-purchase phase, in addition, is pointed as the most
one of the economy's flagships [10]. neglected step of the entire journey. With the sales agreement
. I . . signed, the majority of the sales chain's members (Real estate
Retail definitions are different when considered to the letter gents, construction and property development companies)
Important authors, however, have similar explanations - Re"a@bandons the consumer with no understanding of the processes
briefly consists of directly selling products and services to thgy, olved giving rise to many comings and goings foyérs

end consumer. Retail traders are responsible for providing,q get completely lost in the face of the complex steps
products and services to better satisfy consumers. The Sectgfolved until the purchase is completed [15]. Not only in the
does not exclusively cover products offered in points of sate, b re5| estate market, but in any other field of work, providing
also a wide range of services, such as pizza delivery, flighfoog customer experience is an essential responsibility of retail
tickets and even haircuts [11]. marketing, without generating value for consumers and taking

The digital transformations changed the retail market's worl€are of their needs and expectations, it's not possiblenfor a
approach. Companies - from multinational giants to smalcompany to enhance its sales [16].
enterprises and businesses - are betting in new contact channels
and formats to attract the final consumer and win the great salés Service Marketing
battle. Retalil is believed to be Something Simple in its essence, When it comes to sales promises from CompanieS, the
which becomes challenging and complex in the moment ofonsumer's expectations should be identical, but the practical
doing it, due to the fact that there are a lot of peégacting  reality is very different. The buyer of a service doesn’t always
among each other between product and sale [12]. receive what they should and expect to receive, thereig a b

This kind of trade has been changing in recent yearsap k difference between what is offered and what is actually

up with technological evolutions and meet the new consumefi€livered by the companies. The service marketing aims to
profile, giving rise to new ways of providing consumer &&rv reduce this difference in this scenario, by offering solutibats

and performing sales, everything in order to improvendra address this gap and generate real value for the customers [17]

positioning, create closer relationships, attract buyers and keep Selling a service is certainly more difficult than selling a

them loyal. The changes brought by the Fourth Industriabroduct. This is due to the simple fact that we are able to
Revolution are impacting the economy, but these changegeasure, touch and physically evaluate a product, while
should be even more Significantfor the retail market. ACCOfding;erviceS, as exp|ained by the marketing Specia”st Daniela
to Dart (2014), at least 50% of the retailers and consunuEsgo Khauaja, are intangible. In an interview to the Brazilian

companies will not survive the next years [13]. business magazine Exame (2011), Khauaja said that “the

It's not an easy task in any field of work to efficiently keep SETVIce is something indivisible, because it's generallyyme
a working business with a healthy financial life. This scenario?Nd consumed at the same time. The fact that a servicediepe
can be even more challenging for companies that sell produc® Who is offering where and yvhen, is highly variable and not
and services to the end consumer. Making plans, strategies aR@ssible to be stored, therefore, it's nature is perishable.” [18].

anticipating trends are essential attitudes for those who aim to | addition to that, she also says that the consumeratealu
succeed in thisbranch. When searching for intelligent growthhe quality of a service every time it's delivered, that's why i
with profit, five key pillars are mandatory to be studied, so important for service providers to pay attention to their
evaluated and implemented: 1_) RelauonSh'P to the _prOdl.JCt’ Zustomer's level of satisfaction. According to Khauaja, “There
The role of the stores, 3) Experience, 4) The integratitnt®  are five key factors of service quality: Reliability, Security,
digital world, 5) The purpose and culture [12]. Response capacity, Empathy and Intangible items” [18], it's the

In retail, whether buying in person or online, having a good salesperson's job to make what is offered real for thentiaite
experience is at the top of the ranking of criteria considleye ~ PUYer to understand [18].

customers when choosing a brand that delivers a concrete Even for a company that sells products, service marketing is
product, orasubjectively invisible service. From day one, the an important thing to pay attention to. For a series of fields of
quality of the service provided is evaluatecharucial factor,  work, recurrent maintenance is a source of income for
taking the whole path, from payment to after-sales support, intocompanies. In this regard, Dell is a case of success: The
consideration. Keeping consumers satisfied by providing acompany's technical support service, available by phonerand
positive and memorable experience is no longer a diffafen  the internet. To make this success a reality, excellence starts in
but an obligation that assures a brand to survive and 0ccupy ¢he manufacturing phase. Each equipment ordered receives a
privileged position in the consumer's mind [14]. code, a sort of ID, that saves all the device's history: Pefiod o

In the Brazilian market, buying real estate means going Warranty, eventreport and useful life [19].

through a long, bureaucratic and complex journey, winetei When a customer faces a technical issue or any doubt
end, the buyer - often exhausted and unsupported - Dteedn  regarding the device's operation, the code gives access to a
like their dream came true, but like having experienced anseries of answers and specific instructions for their equipmen
enormous headache. This complexity starts in the moment off the customer calls the support service by phone, nrentjo
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their device's code solves 70% of the problems without duyer can buy whenever they want and how they prefer to buy,
technician, and if the customer actually needs a technician, tHeads to a 30% longer customer life [6].
professional arrives well prepared, with all the components and

information necessary to address the issue [19]. When a company evolves to the point of adopting an-omni

channel marketing strategy, it leaves a series of past dogmas and
For a customer who, despite the technology, is in search adtigmas behind and becomes able to offer a product and a

someone to help when in need, looking for fast and efficientomplete experience to the consumer, regardless of the thanne

solutions, this kind of support is a source of greatfsation, used for the conversion. There are several ways to adopt this

by making processes easier, faster and less bureaucratic [19]strategy; the consumer can first see the product atysgal

store and then buy online or vice versa, but more congpldx

The_ Real Estate Agent has the mission of providing E\/ery effective combinations are also available, according to the
consulting service and the necessary support for buyersri& wo authors of 25 Nee@o-Know MBA Models [20]
that consists of mediating the sale of a property, givingastipp '

and guidance to salespeople and customers, so that a very For example, an Internet user is impacted by an
professional sales transaction happens safely and according @advertisement and gets introduced to a product while surfing on
the law. Moreover, by understanding their customer's resetls the internet. At another point, that same product appedinsst
desires, real estate agents humanize these transactions, offeringgr in another type of media, on television for example, the
purchase options that suit these needs. This requires a sincerger then associates it with the advertisement seen on Instagram.
and close relationship (fate-face if possible), something that From that moment on, the user may start to consider the
no automation is able to replace [8]. purchase of that product or service that they perhaps didn't need
or even know. An interest has been generated through different

b esltnvsze ?onZg&seftiggsirg'cf;’,igg\';ngoﬁg%%?,;ﬁﬁi‘ﬁfat'sg,yiiéh%hannels, which made the potential customer advance in the
y . P 9 9 ' purchase journey [20].

real estate agent shall not only know the product on sale, but
also possess general knowledge in Real Estate Law, financial Inaddition to that, more than 70% of consumers do not leave
mathematics, engineering, economics and ethics. This set diome to buy something without previously consulting on the
capabilities will give the customer the security and supporinternet, whether on websites, apps or social media. Another
needed to make a good deal [8]. important aspect of this strategy has been mentioned in the book
"Marketing de Varejo" ( "Retail Marketing" - 2019, FGV
niversity Press, Brazil, not published outside of the country)
he omni-channel era includes data action, where the

Information and digitalisation are accelerating everything,
in ways that vary according to the economic sector an

profession. However, with aggressive impacts and significan&onsumer.S profile is tracked and segmented in ordentader

results, which require a different approach with a hybrid,, ooteq offers, like Netflix, which accurately offers titles based
performance, that combines physical and digital platforms. The

g . X X on the user’s tastes. The same happens with Spotify, which
gcl)grlr:glavgglsd Isasnpdeeo:lr:gug?ritgs crelsaetggssnd %fmgsﬂ?_fﬁ’ann recommends songs based on analyzed behaviors on the platform

performance, recognizing these changes and knowing how tgnd accurate profile analysis. All of this represents an irapbrt

h the strat d which ket h Is to adopt et of actions that together complete the omni-channel
choose the strategy and which marketing channels to adopt gl yeting, which is important and efficient regardless of the
be decisive for survival [20].

market segment, the difference is in the way it’s done [22].

C. Omni-chanel Marketing Integrated technology and the usage of data to evaluate and
Nowadays, the consumer is not the same as in the 20 egment are not just about increasing the digits in retail sales,
century With7 the internet the consumer as become morBUt mainly to ensure best consumer experience, which not only

empowered and demanding: Provided with the possibility tOaims to retain customers, but also to generate positive @ford-

compare and a lot of information to question brandsswmers mouth [2].

may even destroy the reputation of a product or service that Not only in real estate, but aimost for every market segment,
doesn't deliver what is promised, or even the least expected: éffline media helps make a brand or product known, but & larg
good service. Another one of the new consumer's characteristiggrt of sales is made by digital means.

is not knowing what they want, allowing brands to offeatvh . - -
they still don't know they need [21]. Traditional models of publicity and advertising are

considered, at best, a sort of noise, and at worse, afgeten

If the consumer is no longer the same, the once successfifvisible. The astronomical amount of content produced and
methods and channels adopted by companies are also neiceived every day by consumers, makes their attention and
attractive anymore, retail as a whole needs to be reinventedbsorption of information even more disputed and valuable. T
bringing buyers unlimited possibilities. This new landscape ofefficiency of the channels adopted for each type of bssine
the market gave birth to omni-channel marketing. This term, ifluctuates a lot. To always be looking for and testing
English language doesn't only mean selling both physically antechnologies and platforms is the secret of having permanent
online [20], adopting omni-channel marketing to integrateadvantage and growth [23].
multiple channels, so that one complements the other, offering .
an uniqgue and continuous experience to the consumer. Like all other segments, the real estate market suffered

According to the author, providing many channels where thdmportant transformations in the last few years, many ehthe
causing people's work to be questioned. The only way to surviv
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in the face of these changes is to efficiently adapt to whetheswners that also work with sales. The data were collected from
technological or procedural transformations. If real estatasgenJanuary to April 2020 and analysed by the platform'dahlai

have an omni-channel vision and know how to use nels too tools, such as graphics and spreadsheets, with the security
they will not only be able to stand out, but also have competitiv@ecessary to validate the information.

advantages [8].

Furthermore, the world stopped in 2020. Absolutely
everything was closed, schools, churches, stores. Empty streets, V. RESULTSAND DISCUSSION

isolated people, astronomical numbers of deaths. But this is N The respondents are part of different age groups: Aged 25-35,
a war. The damage is caused by the COVID-19 pandemigs 45 45.55 and above 55 years, with professional experience
which started in China and quickly spread across all continents,q (eg| estate agents that varies from 1 month up to 20 years.

A disease that has shocked the world and brought a seri@8% of them are owners or partners of real estate companies,
of social and behavioral changes with it. It has accelerate@0% are self-employed and 56,7% are real estate company
transformations and generated long-term impacts in manyepresentatives. The survey showed that 5.6% of these
markets, businesses have been closed and companies gmdfessionals deal with Minha Casa, Minha Vida (was a
careers have been rearranged. Although the pandemic is stilll@using program launched back in 2009 by the Brazilian
very new and uncertain topic, it sped up the digitalFederal Government, which has subsided the purchase of
transformation in several countries (including Brazil) to meethouses and apartments for families with a total monthly income
the needs of working, communicating and even having fungf yp to BR$1.800 and also makes it's purchase easier for
Solutions until then considered tapoos became.a realitymnd. families with an income of up to BR$9.000. Nowadays, the
now treated as normal, such as distance learning, home offiCB5ilian President Mr.Bolsonaro intends to redesign the
telemedicine, online happy hours and much more. Thesg,qram with the new name "Minha Casa Verde e Amarela” -
changes also impact the real estate agent's job. My Green and Yellow house - A Reference to the colors of the

Brazilian Flag consumers, 12.2% of them serve Class A buyers
. MATERIAL AND METHOD - high-standard properties, 32.2% sell to Class B buyers and

In this study, the method adopted was quantitative researc#6.7% of them work with different consumer profiles, that is,
with the goal of identifying the real estate agent's work profilepeople from diverse social classes, who demand different real
and its relationship to technology, in order to understavd h estate standards.
these professionals are adapting to the changes and 16 of the 90 respondents work as real estate agents alongside
investigating if this profession can survive. another profession, such as real estate appraiser, speaker,
professor, urban traffic manager, architect, government
employee, photographer, App driver, nurse, marketing and

roduct advisor, expert assistant, construction work manager
thd psychologist.

As for the goal, this research is classified as a non
probabilistic (judgement and convenience) sample. Thedfype
sample was chosen due to the fact that the interviewed peo
were not randomly selected, which reduces the probability o
interference in the results [24]. Although 100% of the respondents have answered that

digital tools help in sales, not all of them have answered that

This is an exploratory descriptive study, a type of researcly, o sq these tools, either to advertise products or hagea
that has the purpose of describing an episode by verifying, ii o\\stomer portfolio and their customer relationship.
detailed information [24]. Exploratory research is focused on

obtaining inspirations or deeply understanding the natuee of
situation, providing qualitative data [25].

The technical procedure chosen for data collection was
Google Forms, a free service that enables the creation of forms
and storage in the cloud. The fact that it's an online tamad
to expand the universe of research and to have access to real
estate agents from diverse parts of Brazil.

The data collection instruments were the forms, made of
written and multiple choice questions, which were used for the
collection of data, and answered directly within the platform.
The questions were designed according to the work's object of
study. The form has many advantages, such as simultaneously
reaching a higher number of respondents from a bigger
geographic area, obtaining faster and more precise answers and
less risk of distortion because there is no interviewer [24].

The survey link was sent via e-mail and whatsapp to the
target audience, mostly composed of self-employed real estate
agents, employees and/or partners of real estate companies, and
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Chart 1: Tools used for real
advertisement*

estate of Brazilian

What tools do you use to advertise properties to your customers?
S0 replies

Facsbaok
Instzgram
site 30 (33,3%)

49 (54,4%)

Zap I— 10 (21,1%)
\iva Resl P 1 (23,3%)
o P20 (31,1%)

58 (B5.6%)

Whatsspp
Visits:

54 (60%)

78 (86.7%)

— 11 (12.2%)
_— 4 (44%)

PAP .2 (2.2%)

2 (2.2%)
B1(1,1%)

Newspaper ad

Pamphiet
Party snnouncements
IMOVELWEE

PapP

Youtube

Linkendin

Catchment Point

direct mail.
Email 2nd Linkedln
STREET]|

KT EMAIL

Flyer

PAF, DOOR DOOR
Recommendstian
Banner
Recommendstion
LINKEDIN

Referrals / Network

[1} 20 40

69 (76.7%)

SOURCE: Made by the authors (2020).

are automatically stopping their own performance from
increasing. Drawing a parallel to other fields of work and
professions, it's worth considering that the need for infoomati
continues to exist exactly as it did before the internet, but printed
means of information no longer meet this need; they hege b
replaced by similar products, available on the internet.
Publishers of printed encyclopedias that didn't switch to digital
were crushed by the rise of the internet, many other market
seggments, such as newspapers, cars and services, have similar
examples [26].

A multiple question has been placed about which tools the
real estate agents use to advertise their products, that is, the
respondents could select more than one option. The seven most
chosen answers, talk about the most used digital tools.
Whatsapp comes as first, pointed out by 86.7% of the real estate
agents, in the second place, Facebook, selected by 65.6&6 of th
respondents, Instagram comes in the third place, chmgen
54.4% of the interviewees. An internet page comes next, with
33.3% of preference. The vertical portal OLX has the fourth
place, corresponding to 31.1% of the answers, in theffiftbe
comes the Brazilian real estate portal Viva Real, by the real

*The chart’s items are, from the top to the bottom: Facebook, gtate holding called Grupo ZAP, and as next, ZAP, part of the
Instagram, Internet Page, OLX (Vertical Portal), Whatsappsame holding and chosen by 21.1% of the responderilisieOf
Customer Visiting, Phone calls, Newspaper Ads, PAP (Doormeans, such as phone calls and newspaper advertisements were
to-Door), Advertisements in Parties, Distribution of Flyers,a|so covered by the research and also had a great percentage of
Direct Mailing, Email, PaP (Doaie-Door), LinkedIn, Email +  choice: 60% for phone calls and 12.2% for newspaper ads.
LinkedIn, Network + Recommendation, Marketing Emails, Other non-digital tools such as distribution of flyers, direct

Streets, LinkedIn, ImovelWeb (Real Estate Portal)mailing, banners and brochures also appear in tinier percentage.
Egi(;](zrgfmse;:gatlon, Youtube, Banner, Flyer, DueDoor, When questioned about which tools they believe to be the

most effective to attract customers and generate sales, 55.6% of
. the interviewed estate agents answered Whatsapp and 51.1% of

When asked if they use CRM, 52.2% of respondents saifhem said phone calls. Facebook (36.7%), Instagram (22.2%),
no, and 43.3% said yes. The others were not familiar with thiSnternet page (12.2%), vertical portals (Zaf4.4%, Viva Real

tool, that has the main goal of organizing their customer 1 204 OLX- 17.8%) and visits (31.1%) also appeared in the
base, helping with workflow and sales management. list.

Chart 2: Usage of Customer database

Do you use CRM? (Database of all your customers)
50 replies

Chart 3: Best tools for customer attraction

Which of the tools work best to attract customers and convert your sales?

90 replies

® ves

® Ho
spreadshest

@ Ownsystem

@ donctknow

8

e r
PP "R

SOURCE: Made by the authors (2020).

SOURCE: Made by the authors (2020).

It is suggested to real estate agents to use digital tools more
32% of the respondents that do not use CRM (15and to better fill up their companies CRM, because not keeping
respondents), said that they use notebooks or schedules to keggdated means lagging behind and losing their jobs.
their customer base and their respective data. Other 18
respondents (38%) that don't use CRM said that they bee ot
tools, considered digital, for this type of declutteringgtsas V. CONCLUSION )
excel spreadsheets, online platforms for task management, cell Consumers have been empowered by all the transformations

phone and email schedules or real estate agency systems. brought by the internet and the democratization .Of technology,
they now adopt a new posture towards the choice ofupted

Besides the risk of losing space in the market, real estalgnd services. Criteria such as quality and price are considered
agents that don't know to use technology to their own advantagg, opligation, and the value delivery is what now makes the

ISSN 2447-8326. V.1 © 2020 BTSYM
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difference. Needs and channels have also been adaptedand th Pesquisas Fisicas. Disponivel em: <http://portal.chipfbr/ultimas-
digitalization has impacted all segments, creating new ways to
interact with the public, show products, develop marketing

actions and even exist, now that physical points of sale are ng

necessary anymore. New professions, products and servic

have also been created, which provides new business

opportunities. This wave of transformations has directly

impacted the real estate market, which has an enormous

relevance for the Brazilian economy, but that is very tiatil
and resistant to innovation.

The research carried out in this work emphasizes the
resistance and hardship of real estate agents. Their profession is

considered at risk by many future scholars, who arggiethey
will be replaced by robots.

Although the interviewed real estate agents see the digital
tools as an ally to optimize workflow management, increase
efficiency and improve sales conversion, many of them still relyj4]

on traditional non-digital means, like phone calls, which
represent 51.1% of thmswers to the question “Which tools are
the best to attract customers and convert sales?”. Phone calls

may work for two reasons: first because they do not use other

means and second because they are not able to meas;urle:[8 T

compare, or because they are complementing other actions.

example: when a customer that receives a call and gets
interested in buying a property had already got to know it

through an internet advertisement or because they have
searched for it on their own and were already provided withg]

enough information to make a decision.

Just a phone call is not enough to convert a sale. Thgq

purchase of a property involves a complex process, compos

by many steps, such as Discovery, Interest, Desire and Action.

A call is just one of many actions, like disclosure, attraction

visit scheduling. Therefore, the usage of digital channels have

been standing out in the real estate market. They allove#he r

(8]

estate agent to gain in scale and to attract more customers in this

process.

The present work makes it possible to conclude that irﬁg]

order to survive the digital transformation, especially n@w th

they are faster due to the pandemic, real estate agents need to
study, adapt and become 4.0 professionals, by adopting

behaviors that meet the customer's wishes and make amtiffere
in the moments of purchase and sale. Their profession

not stop existing, but professionals who are urtakdelapt
to these changes will no longer have space in the market.

willo]

For future studies, it's recommended to apply the impacts of

the fourth industrial revolution in other professions,comore
deeply understand the hardships, barriers and facilitielseof t
real estate agents in the face of new technologies that came
revolutionize the real estate market.
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