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Abstract

The purpose of this master's thesis is to investigate social media advertising's impact on first-
time homebuyers' decision-making in Georgia. The population focus was narrow as it included
only individuals who have purchased a home in the last 1-3 years or who were in the home-
buying process. This focus became beneficial as it allowed targeted investigation into a small
and under-researched consumer group. Unlike real estate studies, this study focused on a
demographically defined group, first-time homebuyers, who are relatively inexperienced,

financially insecure, and emotional while making investments.

The research assessed how advertising channels, content types, and demographic
characteristics influenced buyer's awareness, consideration, and purchase intentions to
influence first-time homebuyers at the residential real estate level. An original quantitative
research design was used with a structured online survey of 204 qualified respondents. The
data was analyzed creating patterns and relationships using various statistical tools such as
SPSS, Excel, and ANOVA tests. The results provide support for social media advertising as a
factor that influences the early stages of the decision-making process, however, there were
varying results based on demographic characteristics of the user, advertising platform, and
content type. The research found that demographic factors such as age, education, and income
moderated the way users within different audiences perceived and reacted to advertising,

suggesting the use of specific communication strategies to convey a message.

This study provides research-based insights into the digital behaviors of first-time homebuyers
within the context of Georgia's real estate landscape. Drawing conclusions based on a
demographically defined audience, it also highlights the value of using targeted digital and
social media strategies to influence one of the most financially and emotionally impactful
choices in a consumer's life. Consequently, this thesis has offered guidance to real estate
practitioners, marketers, and developers in relation to exploring the digital platform for their
social media outreach strategies to improve their cost-relevance, efficiency, and conversion

potential.
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