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Abstract 

This study examined the effect of social media marketing on the performance of real estate firms 

in the Federal Capital Territory (FCT), Abuja, Nigeria, with specific focus on Facebook marketing 

and YouTube marketing. The increasing adoption of digital marketing technologies and the 

growing competitiveness within the real estate sector necessitated the investigation into how social 

media marketing affect performance of firms. The study adopted a cross-sectional survey research 

design. The target population comprised 1,784 registered real estate firms in the Federal Capital 

Territory, Abuja, while Taro Yamane’s formula was used to derive a sample size of 360 

respondents. Primary data were collected through structured questionnaires administered to 

owners and managers of selected real estate firms. Descriptive statistics and Partial Least Square 

Structural Equation Modelling (PLS-SEM) version 3 were employed for data analysis and 

hypothesis testing. The findings revealed that Facebook marketing has a positive and significant 

effect on the performance of real estate firms in the Federal Capital Territory, Abuja, Nigeria. The 

study also found that YouTube marketing has a positive and significant effect on the performance 

of real estate firms in the Federal Capital Territory, Abuja, Nigeria. The study concluded that 

social media marketing significantly enhances customer engagement, brand visibility, market 

reach, and business growth among real estate firms. The study recommended that real estate firms 

should intensify investment in Facebook and YouTube marketing strategies to improve 

organizational performance and competitive advantage within the Nigerian real estate industry. 

Keywords: Performance of Real Estate Firms, Social Media Marketing, Facebook, YouTube, 

Diffusion of Innovation Theory (DOI), PLS-SEM. 
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Introduction 

Globally, The performance of real estate 

businesses has increasingly become dependent 

on digital marketing strategies due to changes 

in consumer behavior and technological 

advancement. Social media platforms are now 

the new essential hubs for information 

collecting, maintaining relationships among 

staffs, clients and expanding enterprises. 

Studies have shown that 3.9 billion people now 

utilized social media (Stacey, 2023). Every 

social media user is a prospective client, 

therefore real estate marketers see a wide range 

of opportunities in that space (Stacey, 2023). 

As a subset of social communication, social 

media platforms create social interaction and 

they are communication tool that democratizes 

knowledge and turns businesses into content 

creators. These platforms have shown to be 

quite valuable in the real estate industry. It has 

enhanced the relationship between users and 

real estate buyers, enabling smooth 

communication and feedback in the process 

(Hall, 2021). 

The Nigerian real estate sector has increasingly 

adopted social media marketing to improve 

property visibility, attract prospective buyers, 

and enhance sales performance in a highly 

competitive market environment. Reports by 

the Nigerian Bureau of Statistics (NBS, 2024) 

indicated that the real estate sector contributed 

approximately 5.8% to Nigeria’s Gross 

Domestic Product (GDP), highlighting its 

economic relevance. Despite the growing use 

of Facebook advertisements, Instagram 

property showcases, and YouTube virtual 

tours, many firms still experience varying 

levels of market reach, customer conversion, 

and profitability.  

In Abuja, particularly within the Federal 

Capital Territory (FCT), real estate firms have 

intensified the use of social media platforms to 

market residential and commercial properties 

due to increasing urbanization and housing 

demand. Abuja remains one of Nigeria’s 

fastest-growing property markets, with reports 

from the Federal Mortgage Bank of Nigeria 

(FMBN, 2024) estimating a housing deficit of 

over 3 million units within the FCT and 

surrounding areas. This increasing demand has 

encouraged firms to adopt digital marketing 

strategies such as sponsored Facebook 

campaigns, YouTube marketing, and TikTok 

promotional videos to attract young and 

technologically oriented customers.  

Social media marketing in the real estate 

industry plays a crucial role in shaping 

consumers' purchasing decisions, increasing 
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brand awareness, and enhancing customer 

engagement. Additionally, the informative 

content provided through social media 

platforms contributes to consumers making 

more informed and educated decisions 

regarding real estate investments and property 

acquisition (Zinneha & Yilmaz, 2025). 

Facebook, Founded by Mark Zuckerberg, 

Andrew McCollum, and Eduardo Saverin in 

2004 (Tankovska, 2021) were the first social 

media platforms that revolutionized the way 

people interact online. What started as an 

online space where friends and family can 

connect has also proven to be an incredible tool 

for businesses. Facebook has an estimated 2.91 

billion monthly active users, with 2.75 billion 

of these being mobile active users (Meta, 

2022). Facebook marketing has become an 

important component of real estate 

performance because it provides opportunities 

for targeted advertising, customer interaction, 

and property promotion to large audiences. 

Facebook provides businesses with several 

benefits, including increased brand recognition 

(Hall, 2021). Additionally, Facebook is 

described by Stacey (2023) as a virtual 

marketplace for businesses. Real estate 

companies increasingly use Facebook to share 

property listings, promotional content, virtual 

tours, and customer testimonials to influence 

purchasing decisions and strengthen customer 

relationships (Akhila & Rachan Reddy, 2025). 

Through improved communication and 

audience reach, Facebook marketing 

contributes to higher lead generation and 

increased business performance within the real 

estate industry. 

YouTube was founded by Char Hurley, Steve 

Chen, Jawed Karim in 2005. YouTube is a 

social media network that allows registered 

users share their videos and advertise their 

products, services or brand. With 76 languages 

supported, YouTube boasts more than 1 billion 

users. One of the earliest popular sharing 

websites and platforms for uploading videos,  

according to Stacey (2023) study findings, 

YouTube is the second most popular 

application and platform worldwide, with 26% 

of real estate agents settling for it. In addition 

to the enormous potential viewership. 

YouTube's high-quality videos provide 

engaging shows and home tours. To improve 

their brand, users can submit videos and even 

integrate them into other websites or blogs 

(Marcus & Shalom, 2018). 

Social media marketing, particularly Facebook 

marketing and YouTube marketing, has 

increasingly been associated with improved 

organizational performance through enhanced 
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customer engagement, brand visibility, lead 

generation, and market expansion within 

service-oriented industries, including real 

estate (Dwivedi et al., 2021; Yadav & Rahman, 

2018). In the real estate sector, Facebook 

marketing facilitates targeted advertising and 

customer interaction, while YouTube 

marketing supports property visualization and 

information dissemination, thereby 

contributing to customer acquisition and 

business performance outcomes (Opele et al., 

2024; Dwivedi et al., 2021). These platforms 

have become strategic tools for strengthening 

competitive positioning and improving firm 

performance in digitally evolving markets.  

Opele et al. (2024) emphasized the growing 

relevance of Facebook and YouTube 

marketing as social media tools for enhancing 

business visibility, customer engagement, and 

market communication within the real estate 

sector. Their findings showed that these digital 

marketing platforms contribute positively to 

real estate business outcomes, demonstrating 

their strategic value in contemporary property 

marketing. Inspired by the increasing adoption 

of social media marketing and the need to 

establish its influence on organizational 

outcomes within the Nigerian property 

industry, the above dimensions were 

considered appropriate for this study, given the 

peculiarity of the Federal Capital Territory 

(FCT), Abuja.  

Real estate firms in the Federal Capital 

Territory (FCT), Abuja, operate in an 

expanding property market driven by rapid 

urbanization and increasing housing demand. 

The Federal Capital Territory Administration 

reported continued population growth within 

Abuja, while Nigeria’s housing deficit remains 

estimated at over 28 million housing units, 

increasing pressure on property development 

and real estate service delivery (Federal 

Mortgage Bank of Nigeria, 2026). Despite real 

estate firms’ adoption of digital marketing 

strategies such as Facebook and YouTube 

marketing to improve customer reach, 

visibility, and business performance, 

variations in market penetration and 

competitive performance persist, creating the 

need for empirical assessment of social media 

marketing and performance of real estate firms 

in Federal Capital Territory, Abuja, Nigeria.  

Based on the above problem statement, the 

study investigates the following two 

objectives:  

i. evaluate how Facebook Marketing 

affect the performance of real estate 

firms in the Federal Capital 

Territory, Abuja, Nigeria.  
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ii. examine how YouTube Marketing 

affect the performance of real estate 

firms in the Federal Capital 

Territory, Abuja, Nigeria.  

To achieve the objectives of this study, the 

following hypotheses were developed:  

H01: There is no significant effect of Facebook 

Marketing on the performance of real estate 

firms in the Federal Capital Territory, Abuja, 

Nigeria.  

H02: There is no significant effect of YouTube 

Marketing on the performance of real estate 

firms in the Federal Capital Territory, Abuja, 

Nigeria. 

The findings of this study is significant to real 

estate firms, marketers, policymakers, and 

researchers by providing empirical evidence 

on how Facebook and YouTube marketing 

influence business performance within the real 

estate sector in Abuja. The study will also 

assist stakeholders in formulating effective 

digital marketing strategies and policies aimed 

at improving customer engagement, sales 

growth, and competitive advantage in the 

industry.  

This study focuses on the effect of social media 

marketing, particularly Facebook marketing 

and YouTube marketing, on the performance 

of real estate firms in the Federal Capital 

Territory (FCT), Abuja, Nigeria, covering the 

period, 2026. The reason for the this study is 

because of the increasing adoption of digital 

marketing technologies and the rapid growth 

of internet and social media usage among real 

estate firms and customers in Abuja within 

recent years.  

Literature Review 

Conceptual Framework 

Performance of Real Estate Firms 

Zinneha and Yilmaz (2025) described real 

estate firms as business organizations engaged 

in the development, marketing, leasing, and 

sale of landed properties such as residential 

houses, commercial buildings, and investment 

properties, while utilizing digital 

communication platforms to connect with 

potential customers and influence purchasing 

decisions within the property market. 

Performance of real estate firms refers to the 

ability of real estate businesses to achieve 

improved sales growth, profitability, market 

expansion, customer patronage, and 

competitive advantage through the effective 

utilization of digital and social media 

marketing strategies in the property market 

(Opele et al., 2024).  According to Egunleti et 

al. (2024) performance of real estate firms is 
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the extent to which real estate organizations 

achieve improved business outcomes such as 

increased property sales, customer attraction, 

market competitiveness, profitability, and 

overall operational efficiency through the 

effective adoption of social media marketing 

strategies.  

This study defined performance of real estate 

as the ability of property firms to achieve 

business objectives such as increased sales, 

profitability, customer acquisition, market 

share, and operational efficiency through 

effective marketing and service delivery 

strategies. It reflects the overall success and 

competitiveness of firms within the real estate 

industry.  

Social Media Marketing 

Social media marketing in the real estate sector 

refers to the use of digital social networking 

platforms such as Facebook, Instagram, 

YouTube, and TikTok by real estate firms to 

promote properties, communicate with 

customers, influence consumer behavior, and 

enhance customer awareness and education 

about available real estate services (Zinneha & 

Yilmaz, 2025). The scholars emphasized that 

effective social media marketing improves 

customer engagement, increases property 

visibility, and contributes positively to the 

performance of real estate firms through 

enhanced sales opportunities, brand 

recognition, and customer interaction. Social 

media marketing is described as a group of 

internet-based application build upon the 

ideological and technological foundation of 

web 2.0 to transform communication into an 

interactive discourse (Salpoglou, 2021). Social 

media marketing refers to the strategic use of 

social networking platforms such as Facebook, 

Instagram, WhatsApp, LinkedIn, and 

YouTube by businesses to promote products 

and services, create customer awareness, 

enhance communication, and strengthen 

customer relationships in order to achieve 

organizational goals within the real estate 

industry (Opele et al., 2024). According to 

Egunleti et al. (2024), social media marketing 

refers to the application of social networking 

platforms and digital communication 

technologies by real estate firms to advertise 

properties, disseminate market information, 

interact with clients, and influence customer 

purchasing decisions in the real estate market. 

The authors emphasized that social media 

serves as a modern marketing medium that 

enhances visibility, communication efficiency, 

and customer engagement in property 

transactions.  
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Social media marketing is opined by this study 

to be social networking platforms such as 

Facebook, YouTube, Instagram, WhatsApp, 

and TikTok by businesses to promote products 

and services, engage customers, and improve 

organizational visibility and performance. It 

enables firms to communicate directly with 

target audiences and influence consumer 

purchasing decisions.  

Facebook Marketing 

Akhila and Rachan Reddy (2025) defined 

Facebook as a social media marketing platform 

used by real estate businesses to promote 

properties, improve brand visibility, 

communicate with customers, and influence 

consumer decision-making through digital 

content and engagement activities. The authors 

emphasize Facebook as an online platform that 

supports property advertising, customer 

interaction, and relationship building within 

the real estate sector. According to Tuten and 

Solomon (2018), Facebook marketing refers to 

the strategic use of Facebook and other social 

networking technologies by organizations to 

communicate with customers, build 

relationships, increase brand awareness and 

influence consumer purchasing behaviour. 

Kingsnorth (2019) opine that Facebook 

marketing involves the application of 

Facebook advertising tools, business pages and 

content-sharing strategies to attract target 

audiences, generate engagement and improve 

business performance. Drawing from Shi et al. 

(2020), Facebook marketing may be 

understood as the utilization of Facebook 

business activities such as posts, likes, stories 

and online interactions to promote products or 

services and influence business outcomes, 

including sales performance. 

Facebook marketing according to this study is 

the use of Facebook’s digital features, 

including pages, sponsored advertisements, 

videos, and customer interaction tools, by real 

estate firms to promote properties, increase 

brand awareness, and attract potential buyers. 

It enhances customer engagement and market 

reach through targeted online advertising.  

YouTube Marketing 

Na et al. (2023) conceptualized YouTube as a 

corporate social media platform that enables 

firms to directly operate and manage digital 

content channels to communicate with 

customers, disseminate promotional 

information, receive consumer feedback, and 

influence present and future firm value through 

audience engagement and interaction. Tuten 

and Solomon (2023) defined YouTube as a 

social media and video-sharing platform that 
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allows individuals and organizations to create, 

distribute, and promote visual content for 

marketing communication, customer 

engagement, brand awareness, and 

relationship development. Kingsnorth (2022) 

viewed YouTube as a digital marketing 

platform that supports content marketing 

strategies through video advertising, audience 

targeting, and interactive communication 

aimed at improving organizational visibility 

and business performance. Chaffey and Ellis-

Chadwick (2022) defined YouTube as an 

online video-sharing channel utilized by 

organizations to deliver marketing messages, 

enhance customer reach, encourage consumer 

participation, and strengthen digital brand 

presence. 

YouTube marketing is asserted by this study as 

the use of video-sharing content on YouTube 

by real estate firms to advertise properties, 

provide virtual property tours, educate 

customers, and influence purchasing decisions. 

It serves as a visual marketing strategy that 

improves customer awareness and promotes 

firm performance through interactive video 

communication.  

Empirical Reviews  

Opele et al. (2024) examined the impact of 

social media marketing tools, specifically 

Facebook, WhatsApp, and YouTube, on real 

estate client management in Nigeria, focusing 

on members of the Real Estate Developers 

Association of Nigeria, Lagos Chapter. Using 

a cross-sectional survey design and regression 

analysis on a sample of 179 respondents, the 

study found that Facebook positively affect 

real estate marketing, indicating its 

contribution to business transformation and 

customer engagement. The study 

recommended that real estate firms should 

prioritize informative promotional content 

relating to property features, pricing, location, 

and documentation. However, the study 

focused on Lagos State and broader social 

media platforms collectively, thereby creating 

a contextual and platform-specific gap for 

studies examining Facebook marketing and 

firm performance among real estate firms in 

Abuja. 

Shi et al. (2020) conducted a study on the 

impact of Facebook on real estate sales in the 

United States, with the objective of examining 

how Facebook business page activities 

influence real estate transactions and whether 

time lag effects exist between social media 

engagement and property sales. The study 

adopted a quantitative research methodology 

using collected Facebook and real estate sales 

datasets, while statistical analysis was 
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employed to determine relationships between 

social media variables and sales performance. 

The findings revealed that Facebook likes, 

links and stories positively influenced real 

estate sales, whereas average sentiment scores 

showed a negative relationship, and Facebook 

activities demonstrated significant time lag 

effects on sales outcomes. The authors 

recommended that real estate stakeholders 

strategically utilize Facebook for promotion 

and forecasting sales performance; however, 

the study was limited because it focused 

mainly on Facebook activities and may not 

fully capture the influence of other social 

media platforms or broader market conditions 

affecting real estate sales. 

Akhila and Rachan-Reddy (2025) examined 

the impact of social media marketing 

(Facebook marketing) on real estate 

businesses, with emphasis on platforms such as 

Facebook in enhancing brand visibility and 

customer engagement in India. The study 

adopted a mixed-method approach using 

surveys and interviews with 107 respondents 

in India. Findings showed that Facebook and 

other social media platforms positively 

influence customer communication, property 

promotion, and consumer decision-making in 

real estate transactions. The study 

recommended increased strategic use of 

Facebook marketing, although the limited 

sample size may affect wider generalization of 

the findings. 

Na et al. (2023) conducted a study in South 

Korea to examine the impact of YouTube 

activities and customer reactions on firms’ 

present and future corporate value using 

Korean KOSPI-listed companies operating 

official YouTube channels. The study adopted 

a quantitative research design using text 

mining, TF-IDF analysis, topic modeling, and 

regression analysis to analyze YouTube 

comments and corporate value indicators. The 

findings revealed that direct YouTube 

operation improves future firm value despite 

lower current value, while effective 

management of customer feedback and 

negative opinions contributes positively to 

long-term organizational performance. 

However, the study focused on large listed 

firms in South Korea, limiting generalizability 

to developing economies and sectors such as 

real estate firms in Nigeria.  

Dehghani et al. (2016) conducted a study in 

Italy to evaluate the influence of YouTube 

advertising on attracting young customers by 

examining how entertainment, 

informativeness, customization, and irritation 

affect advertising value, brand awareness, and 
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purchase intention. The study adopted a 

quantitative survey research design, collecting 

data from 315 students of Sapienza University 

of Rome, and analyzed the data using statistical 

techniques to test the proposed relationships. 

The findings revealed that entertainment, 

informativeness, and customization positively 

influence YouTube advertising effectiveness, 

while irritation negatively affects advertising 

value, and YouTube advertising significantly 

enhances brand awareness and consumers’ 

purchase intention. However, the study 

focused mainly on students in Italy, which may 

limit the generalization of findings to other 

populations, industries, and developing 

economies such as Nigeria.  

Theoretical Framework 

Diffusion of Innovation Theory (DOI) 

The Diffusion of Innovation Theory (DOI) was 

propounded by Everett Rogers in 1962. The 

theory best explains the effect of social media 

marketing and performance of real estate 

firms, how new ideas, technologies, and 

innovations are adopted and spread within 

organizations and societies over time. The 

central thrust of the theory is that the adoption 

of an innovation depends on factors such as 

relative advantage, compatibility, complexity, 

observability, and trialability. The theory is 

relevant to this study because Facebook 

marketing and YouTube marketing are 

innovative digital marketing tools that real 

estate firms in Abuja can adopt to improve 

customer engagement, sales growth, brand 

visibility, and overall organizational 

performance. However, critics argue that the 

theory does not adequately consider 

environmental and financial constraints that 

may hinder technology adoption among firms. 

Nevertheless, the theory remains appropriate 

for explaining how the adoption of social 

media marketing can influence the 

performance of real estate firms in the Federal 

Capital Territory, Abuja, Nigeria.  

  

 

 

Fig. 1: Researcher’s Conceptual Framework (2026)  
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Methodology 

The study used a cross-sectional survey design. 

The target population of this study is 1, 784 

registered real estate firms in the Federal 

Capital Territory, Abuja, according to Real 

Estate Development Association of Nigeria. 

The study relied on the use of a sample as this 

size would be too large for the research to 

cover. To determine the estimated sample size 

for the study, Taro Yamane's (1967) sample 

size calculation formula was used. The study 

sample included approximately 360 real estate 

firms with the attrition of Israel (2013) ten (10) 

percent. With the help of research assistants 

knowledgeable in their respective fields, 

questionnaires were distributed to owners and 

managers of the real estate firms across the 

Federal Capital Territory, Abuja to collect 

primary data through a field survey. 

Descriptive statistics such as mean, median, 

maximum and standard deviation were used in 

the data analysis of this study to examine the 

characteristics of the variables. To model the 

regression analysis, test the hypotheses, and 

determine whether each independent variable 

and the dependent variable have an effect 

relationship, the partial least square structural 

equation model (PLS-SEM) version three (3) 

was  used.  

 

 

 

 

 

Figure 2: Model Specification 



Fuoye Journal of Management, Innovation and Entrepreneurship. 

ISSN: 2814-2578. Vol. 5. No. 1, JUNE, 2026. 

 190 

 

 

Result and Discussion 

Table 1: Reliability of the Study Scale 

 

All the values fall within the Hair, et al., (2019) 

rating of good consistency. The Cronbach 

alpha values were above 0.60 which is the 

minimum threshold as recommended by 

Sekaran (2010). To test for the convergent 

validity, the average variance extracted (AVE) 

S/N Variables   Factor 

Loadings 

Cronbach 

Alpha 

Composite 

Reliability 

Rho A Average 

Variance 

Extracted 

(AVE) 

No of 

Items 

1 FACEBOOK 

MARKETING (FBM) 

FBM1 

FBM2 

FBM3 

FBM4 

FBM5 

0.806 

0.695 

0.806 

0.779 

0.899 

0.790 0.856 0.791 0.543 5 

2 YOUTUBE 

MARKETING (YTM) 

YTM1 

YTM2 

YTM3 

YTM4 

YTM5 

0.632 

0.817 

0.894 

0.810 

0.737 

0.799 0.862 0.799 0.556 5 

3 PERFORMANCE OF 

REAL ESATATE 

FIRMS (SMEP) 

 

PREF1 

PREF2 

PREF3 

PREF4 

PREF5     

0.782 

0.874 

0.701 

0.808 

0.958 

0.819 0.874 0.831 0.583 5 
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was used. All the latent variables showed 

values greater than 0.50 which indicates that 

the constructs explain at least 50 percent of the 

variance of its items. According to Henseler et 

al., (2015) the Fornell-Larcker criterion does 

not perform well when explaining discriminant 

validity, particularly when the indicator 

loadings on a construct differ only slightly. As 

a replacement, they proposed the Heterotrait-

Monotrait (HTMT) ratio of the correlations 

which is the mean value of the item 

correlations across constructs relative to the 

(geometric) mean of the average correlations 

for the items measuring the same construct 

(Voorhees et al., 2016). Discriminant validity 

problems are present when HTMT values are 

higher than 0.90 for structural models 

(Henseler, et al., 2015).  

Table 2 

Heterotrait–Monotrait Ratio (HTMT) 

Variables 
Facebook 

Marketing 

Performance of Real Estate 

Firms 

YouTube 

Marketing 

Facebook Marketing —   

Performance of Real Estate 

Firms 
0.739 —  

YouTube Marketing 0.842 0.803 — 

Note. HTMT values below 0.90 indicate satisfactory discriminant validity among the study 

constructs (Henseler et al., 2015). 

Source: SmartPLS Output (2026). 

Assessing the Structural Model  

Having satisfied the measurement model 

assessment, the next step in evaluating PLS-

SEM results is to assess the structural model. 

Standard assessment criteria, which was 

considered include the path coefficient, t-

values, p-values and coefficient of 

determination (R2). The bootstrapping 

procedure was conducted using a resample of 

5000. 

Fig. 3: Path Coefficients of the Regression Model 
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Table 3: Path Coefficients 

Hypothesis Variable Path Coefficient 

***(Beta) 

t-value p-value  

Ho1 Facebook Marketing -

>Performance of Real 

Estate Firms 

0.467 11.444 0.000 Rejected 

Ho2 Youtube Marketing -

> Performance of 

Real Estate Firms 

0.411 11.099 0.000 Rejected 

Source: Smart PLS Output, 2026 

Results revealed that Facebook marketing has 

a positive and significant effect on the 

performance of real estate firms in the Federal 

Capital Territory (FCT), Abuja, Nigeria. The 

beta coefficient value of 0.467 with a t-value 

of 11.444 and a p-value of 0.000 indicated a 

statistical significance at the 5% level of 

significance. This implies that increased 

adoption and effective utilization of Facebook 

marketing strategies by real estate firms can 
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contribute meaningfully to improving 

organizational performance through enhanced 

customer engagement, wider market reach, 

brand visibility, and business growth. Based on 

this finding, the study rejects the null 

hypothesis which stated that Facebook 

marketing has no significant effect on the 

performance of real estate firms in the Federal 

Capital Territory, Abuja, Nigeria. 

Furthermore, the results revealed that 

YouTube marketing has a positive and 

significant effect on the performance of real 

estate firms in the Federal Capital Territory 

(FCT), Abuja, Nigeria. The beta coefficient 

value of 0.411 with a t-value of 11.099 and a 

p-value of 0.000 demonstrates significance at 

the 5% level. This suggests that the effective 

use of YouTube marketing, such as video 

property showcasing, promotional content, and 

audience engagement activities, can 

significantly enhance the performance of real 

estate firms by increasing visibility, attracting 

potential clients, and strengthening 

competitive positioning. Consequently, the 

study rejects the null hypothesis which stated 

that YouTube marketing has no significant 

effect on the performance of real estate firms 

in the Federal Capital Territory, Abuja, 

Nigeria.  

Conclusion and Recommendations 

The findings of the study indicated that both 

Facebook marketing and YouTube marketing 

have a positive and significant effect on the 

performance of real estate firms in the Federal 

Capital Territory (FCT), Abuja, Nigeria. The 

findings demonstrated that social media 

marketing strategies contribute meaningfully 

to organizational performance, thereby 

confirming that digital marketing platforms 

play a critical role in enhancing business 

outcomes within the real estate sector. The 

positive and statistically significant effect of 

Facebook marketing and YouTube marketing 

implies that real estate firms are likely to 

achieve improved performance when they 

effectively adopt and utilize these social media 

platforms to enhance customer engagement, 

increase market reach, strengthen brand 

visibility, and attract potential clients. These 

findings underscore the importance of 

leveraging digital marketing technologies to 

improve competitiveness, business growth, 

and sustainability among real estate firms in 

Abuja. 

Established on these findings, it is 

recommended that real estate firms focus on 

strengthening their Facebook marketing 

activities by investing in targeted advertising 

campaigns, customer engagement initiatives, 

and consistent content strategies that can 
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improve market visibility and customer 

relationships. Furthermore, real estate firms 

should enhance their utilization of YouTube 

marketing by adopting video-based 

promotional strategies, virtual property 

showcasing, and audience interaction 

approaches to improve brand awareness and 

market penetration. Supporting initiatives that 

encourage digital marketing adoption, capacity 

building, and technological innovation among 

real estate firms could significantly contribute 

to improving organizational performance in 

Abuja and potentially across other regions of 

Nigeria. 
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