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ABSTRACT 

 

Nowdays, the era of internet is so hype. Moreover, the internet is also can be a 

powerful tool for marketing in every business including property business. However, 

one of the dominant factors of success business is because of capability in executing 

marketing strategy. According to a research, the e-adoption level of property 

companies will increase their marketing performance. To this regard, the research’s 

main objective is to analyze and find out the e-adoption level of three property 

companies in Indonesia as well as the marketing performance such as financial 

performance and non-financial performance. The data is collected by interviewing 

the three marketing manager of each companies. The cross-case analysis is used to 

find similarities as well as difference of e-adoption level and its marketing 

performance. In conclusion, the researcher found that the internet marketing used 

level such an effective marketing tool for property business to increase marketing 

performance. 

Keywords: Property Companies, E-Adoption, Marketing Performance, Marketing       

Performance 
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