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1. Introduction

The real estate market in Sub-Saharan Africa is changing fast. Population growth, rapid
urbanization, and foreign investments drive this shift. In Ghana, real estate is a core pillar of the
economy. Yet, the country faces a massive housing deficit of about 1.8 million homes (Ghana
Statistical Service [GSS], 2021). People need places to live, but building them is harder than ever.

Ghana's economy has faced severe recent headwinds. High inflation and the depreciating local
currency (the Cedi) make construction very expensive (World Bank, 2023). Prices for basic
materials change weekly. Still, demand for homes in major cities like Accra and Kumasi stays
strong. A growing middle class wants modern, secure homes (Oxford Business Group, 2024). A
large Ghanaian diaspora also wants to invest back home. This puts the housing sector at a
strategic crossroads.
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Heritage Properties Ghana launched in 2012. It is now a key player in this market. The
company sells private homes, luxury apartments, and commercial spaces. It competes well against
growing rivals. But high mortgage rates, land disputes, and market swings force the company to
update its marketing and operations constantly (Centre for Affordable Housing Finance in Africa
[CAHF], 2022). What worked five years ago no longer works today. Most real estate research
focuses on mature Western markets. Those markets rely on big data and advanced tech tools. West
African markets operate differently. They often lack clear sales data. They also have unique
cultural buying habits. This article fills that research gap. It studies how a top Ghanaian real estate
firm builds and executes its marketing plans. The goal is to analyze how Heritage Properties
adapts to local challenges. We also propose new strategies focused on PropTech and digital
transformation for long-term survival and growth.

2. Literature Review and Theoretical Framework

To understand real estate marketing in an emerging economy, we must apply basic theories to
local realities. Textbooks written in New York or London are helpful. But reality on the ground in
West Africa is messy. A marketing strategy cannot just look good on paper; it has to survive high
inflation, power cuts, and cultural nuances. Here is how we adapt foundational marketing theories
to fit the Ghanaian market.

2.1 STP Marketing Theory

The STP framework (Segmentation, Targeting, and Positioning) structures marketing
campaigns to avoid a generic approach (Kotler & Keller, 2016). You simply cannot sell to
everyone using the same pitch.

Segmentation: This divides the broad market into specific, manageable groups. In a mature
market, you might segment by age or credit score. In Ghana, buyers vary in much more complex
ways. Some are local professionals earning Cedis who desperately want to escape high city rent.
Others are wealthy locals wanting luxury apartments in prime areas like Cantonments. Then, you
have the diaspora Ghanaians living in London or New York earning foreign currency. They care
most about secure property titles and high rental yields. You have to understand who is in the
crowd before you speak to them.

Targeting : Once you sort the market, you must pick the best segments to serve. A company
will fail if it tries to be everything to everyone. Heritage Properties targets multiple, specific
groups. It serves local middle-income families looking for starter homes. It also targets wealthy
buyers and Ghanaians living abroad who want premium, secure investments. Each target group
requires a completely different conversation.

Positioning : This builds a clear, lasting image in the buyer's mind. Good positioning must
focus on the customer and stand out from competitors (Kotler & Armstrong, 2018). In Western
markets, developers often position themselves around "luxury" or "lifestyle." In Ghana,
positioning often revolves around something much more basic: safety. Because land scams are
common, a developer that successfully positions itself as "The Safe, Legally Verified Builder"
wins the market. Trust is the ultimate positioning tool.

2.2 The Marketing Mix (The 4Ps)

Created in the 1960s, the 4Ps theory remains the core of how a business actually executes its
strategy (Kotler & Armstrong, 2018). But in an emerging market, these four pillars take on new
meanings.

Product : In real estate, the product is both physical and abstract. Yes, it covers the build quality,
the tiles, and the roof. But in Ghana, a good product must also include survival amenities like
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backup generators and reliable water tanks because city utilities often fail. Furthermore, the
"product” includes legal safety. A beautiful house with a disputed land title is a worthless product.

Price : Pricing in Ghana is incredibly complex. Developers must balance customer value
against wildly fluctuating building costs. Cement and steel prices can change weekly. Therefore,
dynamic pricing is essential for survival (Jain & Kaur, 2019). Many firms price homes in US
Dollars to protect themselves against the depreciating Cedi. They then offer flexible payment
plans tied to construction milestones. This protects the builder's cash flow and gives the buyer
peace of mind.

Place : This covers how customers find and buy properties. Ten years ago, "place" meant a
physical office in Accra and a network of street brokers. Today, the primary "place" of business is
a smartphone. The digital storefront through portals like Meqasa, secure websites, and WhatsApp
is where the actual shopping happens. If a developer is not easy to find online, they essentially do
not exist to the diaspora buyer.

Promotion : This covers ads, public relations, and direct sales. Traditional promotion relied on
dusty billboards and newspaper ads. That is no longer enough. Promotion today is about
interactive visual evidence. Short-form videos on Instagram, live site walk-throughs on TikTok,
and WhatsApp broadcasts are now the key tools for finding and keeping leads.

2.3 Integrated Marketing and Digital Transformation

Integrated Marketing Communications (IMC) is a simple concept: everyone in the company
needs to sing the same song (Schultz, Tannenbaum, & Lauterborn, 1993). The message on the
billboard must match the website, which must match what the sales agent says on a phone
call.Digital transformation makes this seamless coordination possible today. By using digital
platforms, Customer Relationship Management (CRM) systems, and virtual tours, a company can
guarantee a smooth customer experience. When a buyer in New York gets an automated, accurate
update about their property in Accra, their anxiety drops. These digital tools do more than just
organize data; they build essential trust in a market prone to missing information.

3. Research Methodology

To truly understand how real estate works in Ghana, looking at spreadsheets is not enough. You
have to talk to the people writing the checks and the agents closing the deals. Therefore, this
study uses a mixed-methods research design (Kotler & Keller, 2016). By combining hard
numbers with personal narratives, we capture both the cold business metrics and the raw, human
realities of the market.We divided our research into three distinct phases to ensure a complete
picture.

Quantitative Survey Data we first needed to measure how buyers currently interact with
Heritage Properties. We wanted to know what marketing channels actually work and where the
sales funnel breaks down.To do this, we designed a digital survey focused on customer
satisfaction, preferred communication methods, and perceived brand value (Bowen & Shoemaker,
2017). We distributed the survey links directly via email and WhatsApp to 200 current and
prospective clients. WhatsApp was crucial here, as it is the primary communication tool in West
Africa. We received 145 valid responses, giving us a strong 72.5% response rate. The survey used
simple 1-to-5 rating scales. This quantitative data gave us a clear, statistical baseline of customer
behavior and loyalty (Reichheld, 2021).

Qualitative In-Depth Interviews numbers show us what is happening, but they rarely tell us
why. To understand the underlying motivations driving these purchases, we conducted
semi-structured, one-on-one interviews (Kotler & Armstrong, 2018).We sat down with 15 key
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stakeholders: five company executives and agents, five local middle-income buyers, and five
diaspora investors. These conversations lasted about 45 minutes each. We did not just ask stiff
corporate questions. We asked about their fears regarding land scams, their frustrations with local
banks, and their daily struggles with inflation. These candid talks revealed the deep emotional
drivers and trust deficits that dictate real estate decisions in emerging economies (Bowen &
Shoemaker, 2017).

Secondary Macroeconomic Data real estate does not operate in a vacuum. A brilliant marketing
plan will still fail if the national economy crashes.To understand the broader environment, we
analyzed internal sales reports from Heritage Properties spanning the last three years. We then
cross-referenced this internal data with external macroeconomic reports from the World Bank
(2023) and demographic records from the Ghana Statistical Service (GSS, 2021). This allowed us
to map the company's sales performance directly against national inflation rates and currency
depreciation (World Bank, 2023). It showed us exactly how macroeconomic stress forces buyers
to change their habits.

4. Qualitative Investigation: Themes and Buyer Psychology

Numbers only tell half the story. A spreadsheet might show a drop in quarterly sales, but it
cannot capture the anxiety a buyer feels when wiring their life savings across the ocean. In Ghana,
buying a home is a deeply emotional and highly stressful journey.To understand the human
psychology behind these financial decisions, we conducted in-depth interviews with 15 key
stakeholders. We kept the conversations open and candid to capture real frustrations and
motivations. We spoke with five Heritage Properties agents to understand daily selling challenges,
five local middle-income buyers navigating the economy, and five diaspora investors dealing with
remote buying anxieties.After analyzing the transcripts, three major themes emerged. These
conversations prove that modern real estate marketing in West Africa is less about selling luxury
and more about selling security (Bowen & Shoemaker, 2017).

The Trust Deficit and Land Anxiety the most dominant theme across our interviews was the
fear of fraud. Land ownership in Ghana involves a complex mix of state laws and traditional
customary rights. Families often dispute who actually owns a plot. Because of this, buyers are
terrified of fake land titles and "double-selling" where a rogue agent sells the exact same plot to
multiple people.Our biggest takeaway was simple: trust is the ultimate currency. Buyers care
much more about legal safety than they do about imported kitchen tiles or smart-home features
(CAHF, 2022).

Developers must provide constant, visible reassurance to win the sale.As one diaspora investor
living in the UK explained: "I have heard too many stories of people sending money home to
build, only to find out the land belongs to someone else's uncle. I only buy from developers who
can show me verified, government-stamped documents upfront. If the paperwork is not perfect, |
walk away immediately.

Currency Depreciation as a Buying Catalyst usually, a struggling economy stops people from
buying houses. However, our conversations revealed a fascinating psychological paradox. Buyers
in Ghana view real estate as a vital shield against the rapidly depreciating Cedi (World Bank,
2023).

They are literally pouring their money into concrete to stop it from losing value in a traditional
bank account.Because of this, buyers strongly prefer properties priced in USD to lock in their
investment's value (Jain & Kaur, 2019). But there is a catch. Local bank mortgages carry interest
rates over 25%, making traditional loans impossible for most. Therefore, buyers demand flexible,
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milestone-based payment plans. They want to manage their cash flow by paying in stages as the
building goes up.

A local buyer in Accra summed up this pressure perfectly: "The money in my bank account
loses value every single month because of inflation. Putting it into a house is the only way I can
protect my savings. But I cannot pay all at once. I need a partnership. I need to pay in stages as
they build the walls and the roof."

The Demand for Digital Transparency finally, agents noted a massive shift in customer
expectations. Ten years ago, buyers would wait days for an email reply. Today, they expect instant,
visual proof of progress. The diaspora market, in particular, feels physically disconnected. They
demand to be involved digitally every step of the way.Static, glossy brochures no longer work.
Buyers demand live video calls, WhatsApp updates, and virtual tours before committing funds
(Reichheld, 2021). Transparency is not just a customer service tactic; it is the only way to actually
close a deal.A senior sales agent at Heritage Properties highlighted this shift: "When I am trying
to close a deal with a client in New York, a beautiful PDF brochure does not work. They do not
trust it. I have to get on a WhatsApp video call, walk them through the dirt site in real-time, and
show them the actual foundation being poured. Seeing the cement mix—that is what closes the
sale."

5. Real Estate Market Context in Ghana

Understanding the local economy and its rules is essential for building effective strategies. A
real estate business simply cannot survive if it ignores the environment operating around it. To
ground our analysis of Heritage Properties, we first need to look at the macroeconomic factors
and the competitive landscape shaping Ghana today.

5.1 PEST Analysis

We break down the external environment using the PEST framework to see exactly what
developers are up against.

Political: Regulations in Ghana are notoriously complex. The reliance on customary land
ownership often leads to messy title disputes between families and builders. However, the
government is actively trying to fix this. The Land Act 2020 aims to improve buyer safety by
strictly formalizing land records. Furthermore, the state now offers tax holidays for affordable
housing developers to encourage new building projects (Oxford Business Group, 2024).

Economic: The financial hurdles are steep for everyone involved. High inflation and a weak
Cedi make imported building materials, like steel and cement, incredibly expensive (World Bank,
2023). On the consumer side, mortgage interest rates routinely exceed 25%. Because traditional
bank loans are simply too expensive for the average person, buyers mostly rely on cash savings,
staggered installment plans, or diaspora remittances (CAHF, 2022).

Social: Major cities like Accra and Kumasi are expanding rapidly. Severe daily traffic
congestion is actively pushing professionals to look for homes closer to their workplaces or in
well-planned suburban enclaves. Additionally, a young, educated population and a growing
middle class are driving the demand for safe, modern, and mixed-use developments (GSS, 2021).

Technological: West Africa is highly connected. Internet penetration and mobile money
(MoMo) usage are massive. Many Ghanaians run entire businesses straight from their
smartphones. As digital property portals continue to grow, developers who adopt these
technologies early gain a massive competitive advantage over those stuck in traditional ways
(Porter, 1985).
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5.2 Competitor Analysis

A few key players dominate the Ghanaian market. The threat of new entrants remains moderate
because construction requires huge upfront capital and deep local networks to navigate land
issues (Porter, 1985). Interestingly, buyer power is very high in the luxury sector, but quite low in
the affordable housing space, where demand far outstrips supply.We can group the main
competitors into three distinct categories:

State Housing Company (SHC): This is a state-backed firm focused on large-scale affordable
housing. They enjoy strong government support and easy access to state land. However, their
bureaucratic nature means they often move slowly and struggle to meet modern design trends.

Gold Coast Developers: A private firm focused heavily on prime luxury and mixed-use spaces.
They target ultra-wealthy locals and corporate expatriates, building high-end properties in
exclusive neighborhoods like Cantonments.

Heritage Properties Ghana: As a top independent firm, they sit comfortably in the middle. They
offer high-quality mid-market and premium homes. Their strategic edge comes from balancing
excellent build quality with highly accessible, flexible payment plans. This allows them to capture
the large segment of buyers who are priced out of ultra-luxury but want better quality than state
housing.

6. Analysis of Heritage Properties Ghana

We have looked at the macroeconomic hurdles and the intense competition in Ghana. Now, we
need to examine how a company actually survives in this environment. Heritage Properties Ghana
serves as our primary case study because they represent the "agile independent" tier of developers.
They are large enough to have real market impact, but small enough to pivot when the economy
shifts.

6.1 Corporate Profile and Performance

Founded in 2012, Heritage Properties started as a modest local builder. Today, the company
operates six branches across the country with a dedicated staff of 85 employees.To understand
their market position, we have to look at their recent performance. In 2023 a year marked by
severe national inflation the company still managed to close 310 property deals. Even more
impressively, they maintained an 89% customer satisfaction rate. Numbers like these do not
happen by accident in a volatile economy; they are the result of building deep customer loyalty
and trust (Reichheld, 2021).A major driver of this recent success was a deliberate push toward
digital operations. Recognizing that buyers were getting frustrated with slow response times, the
company upgraded its secure website and implemented a basic Customer Relationship
Management (CRM) system. The results were immediate. This digital shift moved 60% of their
initial customer inquiries online and sped up their deal-closure rate by 25%. By organizing their
leads digitally, sales agents stopped losing track of potential buyers.

6.2 Current Marketing Strategies

To see how Heritage Properties captures its market share, we broke down their daily operations
using the classic 4Ps marketing mix (Kotler & Armstrong, 2018).

Product : In Western markets, developers compete on luxury finishes like marble countertops.
Heritage Properties understands that in Ghana, the "product" must solve daily infrastructural
problems. Their core products are secure, gated communities and premium apartments equipped
with heavy-duty backup generators and reliable water storage. Furthermore, they package legal
security directly into the product. Every home comes with pre-verified, dispute-free land titles,
directly addressing the market's biggest fear.
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Price : Pricing a house in a market where the local currency fluctuates daily is incredibly
difficult. Heritage Properties uses value-based pricing, but they list their properties primarily in
US Dollars (USD). This is not to exclude local buyers; rather, it is a necessary defense
mechanism against inflation (Jain & Kaur, 2019). While the price is pegged to the dollar, they
allow buyers to pay the Cedi equivalent on the day of the transaction. They also offer flexible,
milestone-based payment plans to help buyers avoid punishing 25% bank mortgage rates.

Place : Distribution in real estate means how a buyer finds and interacts with the seller.
Heritage Properties uses a smart omnichannel approach (Schultz et al., 1993). They maintain
professional, physical offices in Accra and Kumasi because older, traditional buyers still want to
sit across a desk to hand over a check. However, they heavily utilize digital portals like Meqasa
and their own secure website to capture the massive, remote diaspora market.

Promotion: Historically, the company relied on traditional outdoor billboards and newspaper
spreads. While they still maintain a few strategic billboards for brand prestige, their promotional
budget has heavily shifted toward social media. They realize that modern buyers want visual
proof. Their marketing team now focuses on Instagram and WhatsApp, sharing actual video
updates of construction progress rather than just glossy, computer-generated mockups.

7. Strategic Diagnosis (SWOT Analysis)

A business cannot survive on past success alone. To figure out where Heritage Properties
should go next, we need a brutally honest picture of where they stand today. We use a SWOT
analysis to map their internal capabilities directly against the external pressures of the Ghanaian
market. This framework helps us see exactly how the company can use its strengths to defend
against national economic threats (Porter, 1985).

Table 1.1: SWOT Matrix for Heritage Properties Ghana

Strengths Weaknesses

- High brand trust and clear land titles. - Geographic focus only in Accra and Kumasi.

- Diverse property portfolio. - Internal CRM systems remain basic.
- Strong appeal to diaspora buyers. - High price points lock out lower-income buyers.
- Effective use of social media. - Heavy reliance on imported building materials.

- Flexible payment plans.

Opportunities Threats

- National housing deficit (1.8m units).
- Growing demand for green and smart homes.
- Government tax breaks for affordable housing.
- Rise of PropTech and virtual reality tours.

- Strong diaspora remittance flows.

- Persistent high inflation and Cedi depreciation.
- High mortgage interest rates (over 25%).
- Intense competition from luxury developers.

- Rising costs for cement and steel.

27 International Theory and Practice in Humanities and Social Sciences

WWW.wisvora.com



https://ac.wisvora.com/index.php/itphss
http://www.wisvora.com/

Table illustrates the core strategic tension for Heritage Properties. The company must use its
internal strengths (buyer trust and payment flexibility) as a shield against severe external threats
(inflation and a weak currency). Meanwhile, their most reliable path for growth requires
bypassing the local credit crisis entirely by targeting the foreign-earning diaspora market.

Heritage Properties' biggest advantage is its reputation. By guaranteeing dispute-free land titles,
they completely neutralize the buyer's deepest anxiety. This trust forms a massive competitive
moat. Furthermore, their flexible payment plans act as an internal financing system. This allows
buyers to purchase homes without touching toxic 25% bank loans.However, their internal
weakness lies in the supply chain. Local manufacturing is limited. They must import many of
their finishing materials. This means their internal building costs are constantly at the mercy of
global shipping rates and import taxes.

The external environment is a mix of high risk and high reward. The biggest opportunity sits
outside the country. The diaspora market represents a massive pool of buyers holding strong
currencies like the US Dollar and British Pound (CAHF, 2022). Selling to this group instantly
protects the company from local currency drops.The threats, however, are severe and constant.
Rapid inflation and the depreciating Cedi are the primary threats to the company's survival
(World Bank, 2023). A sudden drop in the local currency can wipe out the profit margin on a
house before the roof is even built. To survive, Heritage Properties must constantly adjust its
pricing and aggressively target buyers who hold foreign currency.

8. Proposed Marketing and Digital Transformation Strategies

While a strategic plan is ultimately only as effective as its execution, Heritage Properties must
pivot by bridging the critical gap between developer capital needs and the profound anxiety
experienced by buyers, utilizing practical, data-backed steps to secure their market position today.

Because relying on gut feeling is a costly mistake in today's volatile market, the company must
shift toward data-driven segmentation to eliminate the guesswork of determining exactly what
buyers want. By transitioning away from intuitive assumptions and leveraging advanced website
analytics to meticulously track diaspora search patterns, Heritage Properties can definitively
position itself as the "Safe and Verified Builder," a strategic messaging shift that directly
addresses and neutralizes the deep-seated customer fears surrounding fake land papers and title
disputes (CAHF, 2022).

As the physical real estate product must continually evolve to meet the sophisticated demands
of modern Ghanaian realities, integrating Property Technology (PropTech) such as Virtual Reality
(VR) tours will empower remote buyers to comprehensively visualize their investments before
the foundation is even poured. Furthermore, incorporating eco-friendly features like solar panels
and rainwater harvesting has transitioned from a mere luxury to a fundamental necessity, as these
critical additions directly mitigate the chronic local challenges of rolling power cuts and utility
shortages while instantly increasing the intrinsic value of the property (World Bank, 2023).

Navigating a high-inflation market requires extreme pricing transparency, which can be
effectively achieved by implementing a dynamic, dual-currency pricing model that displays costs
in both USD and Cedis, updated daily to protect the firm from sudden currency depreciation
while setting clear, honest expectations for the buyer (Jain & Kaur, 2019). Additionally, by
aggressively promoting milestone payment plans that tie financial contributions directly to visible
construction progress, the company can build deep, structural trust, ensuring buyers feel entirely
secure because they only release further funds upon seeing tangible physical advancement on
their future homes.
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To ensure distribution remains frictionless for the modern buyer who seamlessly navigates
between physical offices and digital spaces, Heritage Properties must deploy a robust Customer
Relationship Management (CRM) system designed to automatically capture and track every
single lead so that no potential sale slips through the cracks. Moreover, integrating Mobile Money
(MoMo) directly into their sales funnel to allow buyers to conveniently pay initial reservation
fees straight from their smartphones aligns perfectly with local financial habits and the rapidly
growing demand for digital convenience at every transactional step.

Recognizing that static billboards are increasingly inefficient, promotional efforts must shift
entirely toward interactive digital formats, utilizing short-form video tours and comprehensive
neighborhood guides that perfectly cater to a mobile-first audience. To effectively penetrate the
lucrative overseas market, partnering with trusted diaspora influencers proves highly
advantageous (Schultz et al., 1993), while simultaneously producing educational content such as
detailed guides on how to properly verify a land title in Ghana will establish massive brand
authority by demonstrating that the company operates with absolute transparency and has nothing
to hide.

Because a strategic plan is merely a theoretical document without a robust operational
foundation to support it, Heritage Properties must focus on three internal pillars to ensure the
flawless execution of these digital strategies.

Customer-Centric Culture: Recognizing that technology remains entirely useless without
properly trained personnel, the company must ensure its staff acquires modern digital skills,
transitioning real estate agents away from traditional, pushy sales tactics and molding them into
trusted financial advisors who are highly capable of guiding buyers through complex, high-stakes
investments.

Data Governance: As digital transformation inherently introduces new digital risks, the firm is
obligated to protect its technological infrastructure with strict cybersecurity protocols, which is a
non-negotiable requirement when handling the sensitive financial data and personal identification
of diaspora buyers, since a single data leak would instantly eradicate years of carefully cultivated
brand trust.

Clear Metrics: Because leadership cannot effectively manage what they do not meticulously
measure, the company must rigorously track key performance indicators such as Customer
Acquisition Cost (CAC), Lead-to-Sale Conversion Rates, and Return on Ad Spend (ROAS),
ensuring that management knows exactly which marketing channels generate actual revenue so
they can confidently eliminate waste and scale the strategies that actually work.

9. Conclusion

Ghana's real estate market stands at a critical turning point. The national demand for housing is
massive, driven by rapid urbanization and a growing middle class. Yet, the economic hurdles are
steeper than ever. High inflation, a fluctuating Cedi, and complex land laws create a tough daily
environment for developers. However, this study shows that these challenges are not permanent
roadblocks. They are catalysts for innovation. Private companies can thrive if they stop relying on
outdated methods and adapt quickly to the current economic reality.

The Heritage Properties case study provides a clear blueprint for market survival and growth.
Traditional marketing models like the 4Ps and STP still matter. But they must be upgraded with
modern technology. Mixing foundational business strategies with digital tools is the only way
forward.

We saw how adopting Virtual Reality (VR) tours, automated CRM systems, and milestone
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pricing directly solves local problems. These tools speed up transactions and reduce operational
costs. More importantly, they bridge the massive trust gap for diaspora investors who are eager to
buy but afraid of fraud.

Furthermore, this research highlights that real estate in West Africa is deeply personal. It is not
just about selling bricks and mortar. It is about protecting wealth from inflation and securing a
family's future. Our qualitative findings proved that technology must serve a human purpose.
Digital transformation is useless if it does not build trust. Live video updates, transparent
dual-currency pricing, and secure digital platforms ease buyer anxiety. They turn a risky overseas
investment into a safe, verified, and comfortable process.

The lessons from Ghana apply across Sub-Saharan Africa. Emerging economies cannot simply
copy and paste Western real estate models. They must adapt global tech to fit local culture and
daily economics. Incorporating mobile money (MoMo) for payments and solar energy for reliable
power directly addresses daily realities on the ground. Innovation must always improve both
business efficiency and human-centered customer value.

Ultimately, the future of African real estate belongs to agile, tech-savvy developers. Companies
that embrace PropTech, prioritize absolute transparency, and focus on customer trust will capture
the market. Those who stick to old, opaque selling methods will be left behind. Heritage
Properties shows that with the right strategic adaptation, building a sustainable, highly profitable
real estate business in an emerging economy is entirely possible.
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