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9.2.  Access to listings: various conduct and practices makes acquisition of listing by

SMEs platforms difficult. These include the following:

9.2.1.

9.2.2.

8.2.3.

In online classifieds, platforms can receive listing stock from estate agents via
listing engine services. This is estate agents preferred method - in simple
terms, a listing engine refers to a software developed to enable estate agents
to captures listing information at one “single point of capture” and the listing
is then distributed to multiple platforms of the estate agent's choice).
Competing platforms are unable to receive listing stock/feeds from
established platforms listing engines (the largest engines) while established
platforms listing engines feed stock to/from each others' platforms;

Leading platforms charge of R500 monthly fee for the incoming feed where
an estate agent has switched. This discourages switching by estate agents.
This limits the size of business listings that potential entrants (e.g., other listing
engine firms) can bring to a platform at launch; and

The shareholding of large estate agents in Private Property through the
EAPPC, and the partnership with REBOSA (a body representing estate
agents), incentivises continued use of Private Property and impedes third
party platforms from securing support and listings from these large estate
agents. To this end REBOSA encourages members to utilise Private Property
and does not offer the same support to other platforms. The directors of
REBOSA are also shareholders in Private Property.

10. The fourth section of the Provisional Report provides the assessment of business user

competition. Market features that hinder competition amongst business users (real

estate agents in property classifieds and dealerships in automotive classifieds),

undermine consumer choice in South Africa and/or give rise to exploitative treatment of

business users can be broadly categorised as follows:

10.1. Price discrimination: Classifieds platforms discriminate between large and small

business users by differentiating in their pricing models based on volume of

listing categories. This results in small business users with limited/few listings

paying significantly higher rate per listing relative to large dealers. The

discrimination also extends to value-added services (e.g., promotional such as

premium and featured ranking). Listing and promotional fee discrimination can

be as high as 300%. This raises the marketing costs of smaller business users

and impedes their ability to afford other value-added services and also

participating in the industry effectively;



10.2.

Visibility and discoverability: Established platforms offers value-added services

“promotional packages” that influence ranking and appearance of the business
users on the platforms. In classifieds platforms promotional packages account
for a significant portion of income (it can account for up to 40%) and there has
been a high degree of uptake by business users. Platforms encourage the use
of these packages by informing business users that the use of these packages
will results in, amongst others, increased leads and customer views. Evidence
indicate that fewer SMEs relative to larger business users make use of promoted
visibility.













































































































































































































SEOQ, understanding algorithms and its updates, and attaining higher ranked organic

position may be prohibitive for smaller platforms.

3.1.10. SEO algorithm updates and criteria

181.According to CarFind, in 2017 Google rolled out major algorithmic updates and
changes that impacted on the SEO ranking and influenced competition between
platforms on Google Search. CarFind states that prior to 2017, most of the sites would
show up, however, a change in the algorithms meant that platforms had to change
some aspects of their site (from technical and development perspective) to attain higher

visibility in terms of organic ranking.?®’

182.SEQ drives a significant percentage of organic traffic. However, platforms require
content in a form of listings to improve user experience and engagement that impact on
the SEO ranking.?®® Small platforms with less listings stand little chance appearing
before the established platforms. This issue is highlighted by Mr Grové [MyProperty]:
“we see if there is more listings added to our website, you know the search engine
optimisation, the ranking, everything improves”. MyProperty also highlights that
platforms need “budget and money to improve search engine”. %

183.Property24 also submits that both organic and paid results rankings on Google are
also determined by the levels of engagement displayed by Google users on a portal.2¢°
Portals with more content get more engagements and the traffic derived through paid
adverts search results also enhances the engagements to those portals. Thus, smaller
and new emerging platforms that are still at the stages of attempting to attract more
listings and stocks from business users will always struggle to achieve higher organic
search ranking than well-established platforms with ample listings and high traffic

volume.

184.MyProperty also states that companies that are large in size, have financial backup
and are dominant in the market turn to do well in organic ranking (i.e., SEO tends to
favour companies with size and financial backup).?®" The platform states that there are
various factors that determined ranking on organic search including age, the website,

the trust of that website. In terms of age, the platform submits that if a platform has been

257 CarFind—oral submission from Ms Viljoen in the public hearing, 17 November 2021, page 4.
258 MyProperty—oral submission from Mr Grové in the public hearing, 16 November 2021, page 6.
258 MyProperty—oral submission from Mr Grové in the public hearing, 16 November 2021, page 5.
260 Submission by Property24 dated 10 September 2021.

261 MyProperty—oral submission from Mr Grové in the public hearing, 16 November 2021, page 6.
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was difficult for consumers to find that. So, | mean it is a given, if you do not have the
listings your numbers will drop and, yes, we did get affected by that”**® MyProperty
also highlights that platforms with low levels of listings generally have lower customer
engagements as reflected by high bounce rates as customers cannot find properties
they are looking for in a specific area. These customers end-up moving to the next

website’.

3.2.9.4. Adverse effects on the business model of smaller platforms

258.The business model of some smaller platforms is to allow estate agencies and
individuals to list properties on their portals for free while the platform builds up
momentum, critical mass and the traffic to deliver quality leads. However, the ultimate
objective of these platforms is to charge a fee at some point in time and monetise to
enable customer acquisition.*® Thus, these platforms are not profitable at their initial
stages. The focus at the early stages is to build a sustainable operation by acquiring
sufficient volume of listings and customer traffic. Lack of access to listing affects the
sustainability of these platforms’ operations and delays their ability to be effective

competitors and to properly monitise from business users.

3.2.9.5. The impact of the inbound fee on competing syndication software
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I - rthermore, the R500 inbound charge imposed

by both Property24 and Private Property increases the switching costs from PropCtrl

and Fusion to Entegral for syndication software, undermining the revenue that it does
generate from syndication software. The conduct of these two leading platforms

therefore has effects in both the software and platform markets.

260.Against this background, evidence suggests that the conduct of denying the smaller
platforms access to syndication services does not only limit competition between

established platforms and smaller platforms, but it is also likely to affect competition in

366 Private Property —oral submission from Mr Mwela in the public hearing, 16 November 2021, page 17-18.

37 MyProperty —oral submission from Mr Grove in the public hearing, 15 November 2021, page 5.

365 Property Central—oral submission from Mr Jhagaroo in the public hearing, 15 November 2021, page 12.
MyProperty—oral submission from Mr Grové in the public hearing, 16 November 2021, page 33.
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