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Foreword 

I am deHghted to write a foreword to this book titled 
UHAL ESTA17i MARKE11NG & CODH OF CONDUCT IN 
NIGRHIA written by someone who has acquired 

experience in academic and professional pr<lctice 
spanning twenty-four years. My delight stems frc>m the 
f<lcl that there is paucity of literature on Real Estate 
Marketing and how practitioners should conduct 
Lhmnselvcs in transactions involving exchange of rights 
and interests in land and buildings. I am also delighted 
because the book is a pioneering effort in Nigeria at 
making available JHerature on the subject-matter. 

r harlthe opportunity of going through the manuscript and 
found lh<ll the author has dealt extensively on topkal 
issu()s that professionals and students of Estate 
M<lnag()ment will find useful to succeed in their chosen 
career of Estate Surveying and Va] nation in Nigeria. The 
book contains chapters on Concepts of Property and 
Properly Marketing. Of particul<lr importance are 
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discussions on Factors that Influence Real Estate 
Consumers, Steps to Success in Real Estate Marketing, 
and Sale by Auction. 

The book also espouses topical issues on the Nigerian 
Institution of Estate Surveyors and Valuers (NIESV) and 
the Estate Surveyors and Valuers Registration Board of 
Nigeria (ESVARBON), the regulatory bodies of the estate 
surveying and valuation profession in Nigeria. These are 
jn addition to discussions on Unethical Issues in Real 
Estate MarkeUng, and effects of the Economic and 
Financial Crime Commission (EFCC) and Money 
Laundering Acts on real estate marketing. 

I, therefore, recommend this book to practicing Estate 
Surveyors and Valuers, students of Estate 11anagement in 
tcrti<1ry institutions, and people aspiring to take real estate 
marketing as a profession. 

Prof. C. A. Ajayi 
Department of Estate Management, 

Obafcmi Awolowo University, Ile-Ife, Nigeria. 
August, 2009. 
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Preface 

T h.e means by which performance of practking 
Estate Surveyors and Valuers can be measured is in 
the number of prospects secured and how they are 

able lo keep and increase the number of clients. Real Estate 
MarkeUng, as a course of study, has been ·ignored by 
practitioners, professional examination bodies, the 
Nigerian Institution of Estate Surveyors and Valuers 
(NIESV), and Universities offering Estate Management 
programme. Only a few universities in Nigeria offer 
Properly Marketing as part of curriculum for the award of 
lLSc. degree in Eslale Management. Even the professional 
r,xaminat:ion for election to membership of the NIESV has 
no provision for the course, whereas modern trend in real 
cslate surveying and valuation demands clear 
understanding and practice of real estate marketing. 

No books have been devoted completely to property 
marketing in Nigeria. This book, therefore, becomes 
essen lial in laying foundation for the practice of real estate 
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marketing in the country. It will definitely serve as a 
useful tool in the hands of students of Estate Management 
in higher institutions, including those seeking 
qualificaUons in professional practice, and practicing 
!•:state Surveyors and Valuers. It is envisaged that there 
will be real awakening of professionals and higher 
institutions in Nigeria towards the subject matter of the 
book. 

The author is well aware, through his wealth of 
experience as a professional and University teacher, that 
Properly Marketing will, in the nearest future, become a 
field of specialization. There will be increased number of 
courses and expansion of real estate professional frontier 
that will demand greater understanding of the techniques 
and leaching of marketing from present and future 
pract.i tioners in real estate industry. 

I have constantly kept in mind the benefits of the book to 
practising and non-pructising Estute Surveyors and 
Valuers, students of Estate Management in Polytechnics 
and Universities, and graduates who are preparing for 
election into professional cadres of the NIESV In this 
regard, two main objectives guided the topics covered in 
the book. The first is to luy foundation for further studies 
and literature in the field of Estate Management and so 
con tribute positively to the development of real estate 
practice and education in the country. The second 
objective is to provide substantial basis for factual 
practical knowledge upon which students of Estate 
Managenwnt may subsequently bui'ld sound 
a pprecialion of the subject matter before they graduate 
into professionaJ practice. 

This hr 
!.each in 
Ota, Ni 
l'romre, 
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xv ••• ~I F'rcface 

This hook is a pioneering effort based on foresight and my 
leaching of Property Marketing at Covenant University, 
Ota, Nigeria. I eagerly look forward to receiving feedback 
from readers for its improvement. 

Olawande Oni, Ph.D., ANIVS, RSV, ARVA. 

Department of Estate Management, 
Covenant University, Ota, Nigeria. 

wandeoni@yahoo.com 
November, 2009. 
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