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ABSTRACT 

Kaylin Fredericks 

MA Thesis, Department of Linguistics, University of the Western Cape 

The property marketing landscape in post-apartheid South Africa is continuously evolving 

and is shaped by technological advancements, changing buyer preferences, and societal 

trends. Understanding demographic patterns and preferences helps stakeholders tailor 

marketing efforts to specific target markets. Property agents are continuously competitive 

in branding and positioning themselves, and marketing houses to a diverse and democratic 

society. The diversity of the population, fast urban growth, and changed living patterns 

shape the property marketing landscape. The real estate industry should be able to respond 

to the challenges of marketing properties across different communities regarding socio-

economic background and reflecting the nation's transformation. Due to this, property 

agents make use of language, visuals, and branding that aligns with South Africa's 

multicultural society while keeping in mind the legacy of apartheid-era inequalities. This 

study focuses on how semiotics is used in the different advertisements presented on 

Property24 by the marketing agents. This research examines ways in which real estate 

companies create their brand identity, make use of devise differential messages, and refine 

their messages for specific target audiences in a post-apartheid South Africa through 

focusing on three different areas within Cape Town: Durbanville, Mitchells Plain, and 

Khayelitsha. An interpretive qualitative research design and document analysis were used 

to collect the data from the Property 24 site, the company websites, and social media. A 

critical multimodal discourse analysis will be used as the theoretical framework for this 

study. This study adds to the literature by concentrating on semiotics and strategies in 

property marketing. This research has targeted a few important objectives: it identifies the 

semiotics employed by the companies to represent their brand identity and explores how 

these resonate with the transformation of post-apartheid South Africa; then, it seeks to 

investigate semiotics that are employed in marketing discourses of Durbanville, Mitchells 

Plain, and Khayelitsha. Finally, the research explores the meanings inscribed into this 

semiotics and how they constitute brand narratives and marketing discourses. Fourthly, it 

finds out how marketing strategies are effective in selling properties while contributing 

positively toward post-apartheid societal transformation. The final part of the research 
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focuses on the broader implications of semiotics and marketing strategies employed in the 

estate of sale to different socio-economic markets. What becomes clear is that estate 

agents use imagery, linguistic options, and design features in ways that together speak 

particularly to target audiences. The semiotics reflect that all real estate companies interact 

with global marketing trends with their local nuances to present nuanced ways in which 

property is branded and promoted within post-apartheid contexts. Through the 

deconstruction of semiotic practices, the analysis reveals a reading of how property 

advertisements reveal meanings that intersect with cultural, social, and economic 

transformations. Ultimately, these advertisements highlight the broader changes in post-

apartheid South Africa's cityscape, which still exhibit remnants of apartheid spatial 

segregation, despite the creative selling discourses employed by agents. 
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CHAPTER ONE: 

BACKGROUND INFORMATION OF THE STUDY 

Introduction 

Branding and marketing are considered very complicated processes of communication that 

help and affect consumer behaviour immensely in most industries. Great numbers of 

researchers, in light of it, explore branding and customer choice-making. Their research gives 

insight into semiotic strategies companies apply in conveying messages and building 

relationships with goods and services (Barthes, 1957; Aaker, 1996; Mafofo, 2015). However, 

there is a lack of studies on language features in brand and marketing in the real estate sector, 

particularly, within specific geographical regions of African cities. As the previous research 

of Williamson (1978) and Kress and van Leeuwen (2006) suggests, branding discourse 

commonly uses linguistic and semiotic strategies to make potential customers affected by the 

marketization process in question or be engaged with the product being marketed by. 

Kapferer (2008) illustrates the symbolic significance in branding that extends beyond the 

marketing product's attributes, showing us the consumer identity and their loyalty to the 

product. 

 

Additionally, Anholt (2010) reports that place-branding strategies are frequently implemented 

in property marketing communication to significantly increase the attraction of properties by 

capitalizing on the symbolic meanings of location. Property marketing in South Africa is a 

multifaceted domain deeply rooted in the country’s historical and socio-economic context. 

The legacy of apartheid, characterised by enforced racial segregation and inequality, has left 

a profound impact on property ownership patterns and access to housing. According to 

Strauss (2019), a range of political, economic, legal, and social factors interact to sustain 

urban segregation and inequality in South Africa. Johnson-Castle (2017) and Boddy-Evans 

(2019) outline in their research the Group Areas Act (GAA) of 1950, one of the fundamental 

parts of apartheid legislation, which split residential properties into similar racial groups and 

led to sheer removals, displacement, and the severing of people's lived environments. 

According to Johnson-Castle (2017), the apartheid days of property ownership were 
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specifically framed by the GAA wherein places of residence were allocated along racial lines 

that were enforced by law, leading to segregation with limited access to houses for the non-

white population. In many cases, non-whites were displaced and moved far away into 

underdeveloped areas with little social or economic potential (Boddy-Evans, 2019). 

Economic and social disparity was increased and participation in the property market was 

made more difficult. The GAA was a key tool in enforcing apartheid's vision of a racially 

divided South Africa. It sought the racial division of urban areas, with certain areas planned 

for whites only, and other districts reserved for black, Indian, or coloured people, notes Posel 

(1991). Christopher (1994) argues that the Act enforced massive changes in the social 

thermostats of South African cities, destroying social, cultural, and economic coherence 

within communities that would be displaced, and suffered physical and psychological losses 

when they were moved. On a larger scale, Maylam (1995) says the intention was to secure 

racial disparities through economic affluence and spatial hegemony for whites. By this 

legislation, South Africa was divided into different residential areas based on the individual's 

race where white South African individuals were favoured and were placed in developed 

areas, while individuals of colour like black, coloured, and Indian South Africans were not 

favoured and placed in the less developed areas. Sparks (2019) says this forced individuals on 

where to live and restricted their social life and economic opportunities. Millions of coloured 

individuals lost their homes and livelihoods due to this significant social and economic 

upheaval (Hart and Sitas, 2004; Tomlinson, 2015). This separation was physical and 

psychological causing division and inequalities that led to lasting impacts on the country.  

 

Harrison (2018) and Mabin (1992) state the end of apartheid started transformation and 

reconciliation to build up a democratic society highlighting equality and inclusivity. In 

property marketing, the focus is placed on inclusive and equitable advertisements, with 

additions such as affordable housing advertisements and affordable housing projects to 

improve overall living conditions (Tomlinson, 2015; Harrison, 2018). The GAA still 

influences property marketing in South Africa as most areas and communities are still 

reminded of the segregation with many individuals not having access to housing and services. 

For these challenges to be addressed, policymakers and communities would need to work 

together to create a sustainable environment for all.  
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The GAA has its roots in beliefs about race and segregation that the apartheid government 

incorporated into city planning practices. It was put into effect after the 1913 Land Act land 

rights for South Africans and subsequent laws pushed non-white communities to the outskirts 

of urban areas. The GAA legitimized these actions by mandating the segregation of areas 

through means leading to the forced relocation of more than 3 million South Africans from 

1950, to 1986 (Lemon, 1991). The legislation had a major impact on cities like Cape Town. 

Areas like District Six known for their diversity and energy were cleared forcefully to make 

way for residents to be moved to poorer neighbourhoods on the outskirts of the city like 

Mitchells Plain, says Field (2001). Many of these new neighbourhoods lacked the facilities 

and services needed to connect residents with employment at the downtowns. Other policies 

solidified white strongholds such as the Cape Town suburbs (Smith, 1992). Seekings (2021) 

says even in a post-apartheid; the careful moulding of demographics continues to shape South 

Africa's geography. 

 

However, the forceful replacement of communities did not only create spatial features, the 

cultural and linguistic impact of the GAA was equally as significant due to the function of a 

multilingual network being decimated, reticulating around forcefully displaced communities. 

In Cape Town, for example, the removal of Afrikaans-speaking coloured people from places 

such as District Six changed the rich linguistic mosaic of the city (McCormick, 2002). 

Rudwick and Parmegiani (2013) state this fragmentation shunted Indigenous and minority 

languages to the geographical and ideological periphery, reinforcing linguistic stratification 

in step with the socio-political goals of apartheid. The impact of the Act was not just 

physical, however, as it curtailed processes of the transfer and communication of cultural 

practices and oral histories amongst black and coloured communities (Bickford-Smith, 1995). 

Heugh (2003)’s research shows the spatial segregation of non-white ethnic groups reinforced 

cultural and linguistic barriers, narrowing the scope for cross-cultural exchange that might 

contest the prevailing white cultural narrative. These divisions illustrate themselves in urban 

planning with the establishment of homes and schools, even in a post-apartheid society as 

planning continues to prioritize English and Afrikaans positions independently of any 

indigenous languages leaving historical disparities unaddressed (Alexander, 2012). 
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The legacy of apartheid that began in 1948, combined with the GAA after the “reform”, has 

created spatial divides that linger into the urban fabric of cities like Cape Town even decades 

post-apartheid since the abolition of legalized segregation in 1994. Unfortunately, despite 

their explicit integrationist goals, post-apartheid urban policies have not been able to 

overcome these trends because of a lack of resources, the opposition of wealthier residents, 

and the magnitude of material socio-spatial inequalities, claims Turok (2001). Researcher 

Lemanski (2006) also implies that this is the case as areas such as Durbanville are still 

drawing in local white families from middle-to-upper-income types, due to their 

infrastructural advantages and proximity to job nodes, whilst places like Khayelitsha remain 

under-serviced, high-density suburbs comparable in nature to those found during apartheid 

times.  

 

Even though apartheid ended in 1994, and efforts were made to promote integration, in cities 

like Cape Town through apartheid urban policies some spatial separations created by past 

laws like the GAA persist due to challenges such as lack of resources and opposition, from 

wealthier neighbourhoods that benefit from long-standing inequalities (Turoks, 2001). Places 

such as Durbanville attract middle-income families because of their good infrastructure. On 

the other hand, Khayelitsha is overcrowded due to neglect, during the apartheid era. Real 

estate developers and advertisers have adjusted to the setting by aiming their messages at 

particular demographic groups, with customised content that frequently reinforces current 

divisions in society. Advertisements for properties in neighbourhoods emphasise amenities 

such as gated communities and proximity to schools which attract affluent buyers who are 

mostly white residents. Conversely, marketing efforts for regions like Mitchell’s Plain or 

Khayelitsha focus on affordability and community connections which perpetuate social 

inequalities rooted in the apartheid era (Rex et al., 2014). 

 

The context this research lays out is an incredibly fraught one, especially in Cape Town's 

history and so semiotics can tell us something about how property marketers communicate to 

potential buyers. Using images, languages, and cultural messaging to create stories that link 

assets with idealized ways of living or identities (Barthes, 1957 and Chandler, 2007). Luxury 

properties in Durbanville can evoke images of manicured gardens, modern architecture, and a 
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sophisticated lifestyle indicative of exclusivity and ease. On the other hand, advertisements 

for houses in Khayelitsha may highlight all things resistance and community-oriented, maybe 

emphasizing notions of strength and warmth along with phrases that resonate familiar to 

normal working-class families. In addition to responding to social and economic 

development, such semiotic strategies indirectly reinforce these divides by informing 

consumers of the ideal home and lifestyle, argues Kress and van Leeuwen (2006). As such, 

semiotics is significant to understand as it provides a theoretical framework through which 

property marketing can be examined to socio-cultural and economic dynamics at a broader 

level drawing on post-apartheid South Africa. 

 

In addition to the raw implications for housing and property ownership, apartheid had a far 

more insidious impact in destroying the vast linguistic and cultural footprint of space in an 

urban place like Cape Town. This created a geographical separation with different language 

and cultural groups being clustered in a way that reinforced linguistic fragmentation and 

limited language use to some racial groupings because of apartheid policies (Rudwick and 

Parmegiani, 2013; Moyo and Zuidgeest, 2018). Researchers Rex, Campbell and Visser 

(2014) state how South Africa today has taken steps through the government to implement 

legislation and policy aimed at promoting equal land ownership and restoration of assets lost 

due to past injustices since 1994. Various initiatives have been introduced to address 

inequality and stimulate growth, including land restitution programs and the Housing 

Development Agency. However, persistent challenges such as poverty, unemployment, and a 

housing backlog continue to shape property marketing strategies and access to housing in 

post-apartheid South Africa. South Africa’s property marketing is deeply entwined with the 

complex socio-economic dynamics and rich cultural past of Cape Town (Turok, Visagie, and 

Scheba, 2021) given its historic apartheid real estate marketing is provided by Cape Town’s 

unique blend of historical relevance and cultural variety. The real estate market is 

predominantly observed through an economic lens; however, this does not take into 

consideration the branding and marketing discourses that are paramount to shaping 

consumers’ perceptions and their decision-making. Linguistic analysis provides a better 

understanding of the use of language in narrative construction, and in generating emotion and 

engagement with potential renters and owners (Fill and Penz, 2006; Phillips and McQuarrie, 

2004). 
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This research investigates semiotics and strategies used in property advertisements on 

Property24 looking at three diversified areas in Cape Town: Durbanville, Mitchells Plain, and 

Khayelitsha. These three areas have been randomly chosen because they reflect the socio-

economic division within the South African property market, brought about by historic forces 

such as the GAA, which separated the populations according to apartheid policies. The 

research aims to investigate how this changing demographic and economic inequality, 

entwined with the complex legacy of racial segregation, is reflected in advertising discourses 

of post-apartheid South Africa. In this light, this research looks into the online marketing 

activities of three reputable real estate agents, JAWITZ, RAWSON, and RE/MAX Unlimited, 

all three very active in these particular suburbs, to ensure that the upper class, middle class, 

and working class of the selected suburbs are represented in this research. These agencies 

have been randomly selected based on their market share and presence in affluent and 

economically disadvantaged areas so that property marketing in modern-day South Africa 

can be understood from a holistic perspective. 

 

1.1 Background information for Durbanville, Mitchell’s Plain and Khayelitsha 
 

The GAA legislation pushed millions of non-white South Africans into 

underdeveloped areas, denying them proper access to economic opportunities, 

resources, and infrastructure. It is areas like Durbanville, which were essentially 

designated for white residents, where the benefits of such apartheid-era planning 

continue. 
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Figure 1.1: Durbanville Map 

 

Durbanville's infrastructure, schools, health facilities, and commercial centres express its 

history of privilege, which continues to define the nature of socio-economic life in this 

town today (Seekings, 2022; Christopher, 2022). Real estate agencies, therefore, capitalise 

on such a comparative advantage to promote Durbanville as an ideal suburb in which to 

reside. They characterise the suburb as offering the ideal balance of modern conveniences 

with quiet suburban solitude. Indeed, estate agents such as Harcourts (2023) and Seeff 

(2023) regularly list access to the Mediclinic Durbanville, a world-class medical centre, 

and Fairmont High School, a centre of academic excellence. These attributes make 

Durbanville nothing short of perfect for families in pursuit of security, excellent services, 

and a prestigious address. It is located near Cape Town's economic centres and adds a lot 

to its appeal, especially to professionals and wealthy buyers. Agents reinforce these 

positive points; thus, Durbanville sounds like a haven of convenience and quality where 

the historical privilege of the area is very much systemic in inequality. 
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Figure 1.2: Mitchell’s Plain Map 

With Mitchell's Plain, the GAA fundamentally redesigned Mitchell's Plain into a 

segregated and systematically underdeveloped community, still reeling from the planning 

of apartheid. Under the GAA, there was the forced removal of thousands of non-white 

South Africans, especially from central urban areas like District Six, to Mitchell's Plain. 

Seekings (2022) and Christopher (2022)’s research explains how this set of forced 

removals broke up well-settled communities and replaced them with new ones far away 

from economic opportunities, basic services, and developed infrastructure. Mitchell's Plain 

was more than another suburb; it was designed to stand on the outskirts of Cape Town, to 

physically stand in the way of the spread of so-called "Coloured" suburbs into the white 

neighbourhoods. The newly developed area was very badly planned in terms of available 

resources and services, thus condemning its occupants to travel long distances to find 

employment and jobs and to attend seriously under-resourced schools and health facilities. 

Designed to reflect the apartheid government's will for marginalization and control of non-

white populations, it has left long-standing socio-economic challenges that still affect its 

residents today. It is this historical backdrop that frames Mitchell's Plain not only as a 

place of residence but also as one that has emerged from systemic racial planning, built to 

reinforce inequality. 
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Figure 1.3: Khayelitsha Map 

 

The GAA depicts the apartheid-planned geographical segregation, and Khayelitsha is among 

those that would stand to date.  Researchers Parnell (2007) and Nqadini, (2000) note that 

Khayelitsha was a purposefully built area for racial segregation, serving as a township to 

house Black South Africans displaced from other parts of Cape Town. Henri Lefebvre's 

"right to the city" theory helps to bring to light how Khayelitsha's spatial configuration denies 

poor people equal access to urban resources and, therefore, becomes a cause for continued 

poverty and exclusion (Lefebvre, 1991; Massey, 2012). Despite post-apartheid efforts, the 

space bears inadequate infrastructure, overcrowding, and poor service delivery, a challenge to 

be addressed by urban planners and policymakers in the struggle for structural inequity 

(hooks, 2009; Nqadini, 2000). However, real estate agents mount another discourse on 

Khayelitsha by positioning the space as up-and-coming, with increasing opportunities. They 

refer to its community resilience, proximity to major transport routes, and the development of 

affordable housing targeted at first-time buyers or low-to-middle-income families, says 

Nqadini (2000). The media portrayal of Khayelitsha as a vibrant and culturally active 

neighbourhood mixes with discourses of aspiration encapsulated in messaging about urban 

regeneration. These themes of past exclusion pinned against aspirational rebranding create a 
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specific prism through which to analyse how apartheid's geographical inequalities influence 

the current lived experiences of its residents and advertising attempting to attract new buyers. 

 

1.2 Statement of the problem 

South Africa is known as the ‘rainbow nation’ because of its diversified and cosmopolitan 

terrain, says Nevitt (2024). This cultural mosaic is never more visible than in Cape Town, 

a city where these various racial communities coexist and prosper. The seamless blending 

of the rich customs and legacy of many different communities shapes the distinctive fabric 

of Cape Town, which serves as a melting pot. Much research has been published on issues 

related to multiculturalism, multilingualism, and a harbour for tourism among other areas 

of interest. However, a significant literature gap remains in the language and 

communication field in understanding how property marketers position themselves as 

brands and the semiotics they draw upon to construct their branding and selling discourses 

in Cape Town. Although previous studies have examined the impact of branding and 

marketing techniques or looked at the selling discourse in different domains, the lack of 

research on the kind of semiotics and strategies used to brand property companies and 

marketing discourses has remained unexplored in South Africa. Cape Town is one of the 

most diverse, multicultural, multilingual cities, and exploring the discourses and strategies 

used in real estate marketing is important. 

1.3 Aims and objectives  
This research aims to investigate the semiotics and strategies of branding and marketing 

properties in three selected suburbs in Cape Town namely: Durbanville, Mitchells Plain, 

and Khayelitsha. Specifically, this research will be focusing on the following objectives:  

 

1. To identify the kinds of semiotics used to communicate the brand identities of 

the selected real estate companies and how they resonate with the 

transformation of a post-apartheid South Africa.  

2. To find out the kinds of semiotics used to create marketing discourses by 

selected property real estate marketers in marketing houses in Durbanville, 

Mitchells Plain, and Khayelitsha  
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3. To explore the kinds of meanings these semiotics carry in communicating the 

brands of the real estate companies and their selling discourses of properties in 

Cape Town 

4. To investigate the kinds of strategies employed in the marketing of houses in 

these three areas and their effectiveness in selling houses and positively 

contributing to the transformation of a post-apartheid South Africa. 

5. To investigate the implications of such semiotics and discourses in selling 

properties in the three areas in post-apartheid South Africa.    

1.4 Research questions 

1. What are the kinds of semiotics used to communicate the brand identities of the 

selected real estate companies and how do they relate to the transformation of a post-

apartheid South Africa? 

2. What are the kinds of semiotics used by selected property real estate marketers in 

Durbanville, Mitchells Plain, and Khayelitsha 

3. What kinds of meanings do these semiotics carry in communicating the brands of the 

real estate companies and their selling discourses of properties in Cape Town? 

4. What are the kinds of strategies employed in the marketing of houses in Durbanville, 

Mitchells Plain, and Khayelitsha, and how effective are they in both selling houses and 

contributing to the transformation of a post-apartheid South Africa? 

5. What implications arise from the use of semiotics and discourses in selling properties 

in the three areas in post-apartheid South Africa? 

1.5 Significance of study 

Little literature is known on property marketing in the fields of language and 

communication or Linguistics to understand how property is marketed to clients in post-

apartheid South Africa. By investigating how marketers from real estate companies use 

symbols to position themselves and interact with their target audience, this study will seek 

to expand understanding of semiotics in property marketing. It aims to reveal how 

semiotic strategies are influenced by socio-cultural environments by comparing three 

different areas. By raising consumer awareness and other important stakeholders, this 

research will offer a linguistics analysis that could empower the stakeholders and 

consumers the ability to critically assess the branding and marketing messages of real 
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estate companies in post-apartheid South Africa. It offers strategies and insights for more 

research, laying the groundwork for future studies in related settings. 

 

1.6 Thesis organisation 

Chapter One provides the critical background and rationale that underpin the research. 

First, it situates the research within the wider context of the post-apartheid South African 

property marketing landscape to indicate a direction toward its complexities and how it 

demands inclusive and transformative strategies. This chapter highlights the problem 

statement, specifying the gaps in the existing knowledge concerning how semiotics and 

marketing strategies are performed to reach different audiences in Durbanville, Mitchells 

Plain, and Khayelitsha. It discusses the importance of the research about how it could add 

to the understanding of how estate agents use signs, symbols, and different messaging to 

convey brand identities and sell houses. This chapter introduces the theoretical framework 

that underlines the research critical multimodal discourse analysis exploring the interplay 

of language, visuals, and context used in property marketing. It also outlines the research 

questions, aims, and objectives of the study. 

 

Chapter Two is a critical literature review to set up the theoretical and conceptual 

framework of the research. It begins by putting property marketing into perspective in 

multilingual and multicultural South Africa, emphasizing the challenges and opportunities 

this diversity presents concerning branding and advertising. This chapter will explain how 

marketing discourses reflect the need for communication across linguistic and cultural 

barriers while tracing the socio-political transformation of the country in review. It 

examines the discourse of branding and advertising by focusing on the language, visual 

components, and signs that help create an attractive advertisement for a property. It also 

gives the prime status of social media and visual marketing as fast-accelerating channels 

of communication toward varied audiences centred around text, image, and user 

interactivity. Also, property marketing media discourses are reviewed with an insight into 

how advertisements create messaging that influences consumer perception and choices. It 

describes semiotics, CDA, and MDA as some of the major theoretical perspectives 

underpinning the analyses. Semiotics is a means through which signs and symbols are 

employed in constructing meanings in property advertisements, whereas CDA and MDA 
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study how language and visuals in context combine in marketing to convey power, 

ideology, and identity. It also highlights areas of omission in the literature, such as the 

limited focus on South Africa's unique socio-cultural dynamics, and points out similarities 

and differences in the strategies employed by property marketers 

 

Chapter Three provides a detailed description of the research approach and techniques of 

data collection and analysis. A qualitative interpretive framework is therefore considered 

particularly appropriate in this type of text-based research concerned with exploring and 

analysing the semiotic tools and strategies that are being employed in property marketing. 

The design of the research underlines a qualitative, interpretive approach for a detailed 

analysis of textual and visual data allows for patterns and meanings that provide deeper 

insights to be identified. Both data collection and the method of sampling were therefore 

carefully designed with relevance and depth in view. Information in this study is retrieved 

from company websites, Property24 listings, and social media platforms, as this medium is 

the core of real estate marketing. Purposeful samples of marketing material will be used, 

which is representative of real estate companies for branding and strategies within these 

three towns: Durbanville, Mitchells Plain, and Khayelitsha. A qualitative approach to data 

analysis was used, where critical multimodal discourse analysis considered text-image and 

other semiotic interactions. It enables an in-depth interpretation of how the combination of 

different elements creates meaning and positions brands across different socio-economic 

and cultural contexts. The research sites-Durbanville, Mitchells Plain, and Khayelitsha 

were selected because they have been promulgated into differentiated socio-economic 

profiles and, as such, help ascertain how marketing strategies are adapted for different 

audiences in Cape Town. This ensures ethical considerations to perform the task as 

transparent. The data chosen is publicly available marketing materials, thus avoiding 

ethical dilemmas but still fulfilling the academic requirements of rigor. 

 

Chapter Four gives a detailed analysis of the findings of the study in light of the larger 

picture of the research methodology of the first three research objectives. Chapter Four 

does not explain the methodology but uses it to present the data gathered. The chapter 

begins by locating the research briefly in a qualitative interpretive research tradition under 

which meaning and discourse employed in property advertisements were researched. The 

focus lies on how discourses and semiotics organize real estate advertisements, notably 

those of Durbanville, Mitchells Plain, and Khayelitsha. The study uses critical multimodal 
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discourse analysis (CMDA) to analyse the language-image-context nexus in Property24 

ads, business websites, and social media. Some of the data themes are explained, 

addressing some degree of variation in marketing approaches across different socio-

economic and cultural contexts. Also, the chapter maps the research locations, illustrating 

the range of influences on marketing practice in the locales. The case is supported by 

illustrations that show the interaction between textual and pictorial elements of adverts, 

representing underlying trends and strategies used by estate agents. Finally, ethical 

concerns such as confidentiality, intellectual property rights, and compliance with research 

ethics are covered in a bid to ensure the credibility and integrity of the research. 

 

Chapter Five discusses the findings leading to objectives four and five, showing a holistic 

sense coming from the research done on semiotic tools for estate branding and marketing 

disparate socio-economic landscapes. This research will indicate how semiotics in real 

estate marketing are entwined into post-apartheid transformation and identity. It addresses 

the semiotic tools estate agents use to brand and sell, underlining those with the rich 

cultural and social dynamics from Durbanville, Mitchells Plain, and Khayelitsha. It 

unpacks the symbolic meanings of these semiotic tools of imagery, language, and the 

visual layout, and how those connect with the aspirations and struggles of South Africa's 

diverse communities. Comparing these semiotic strategies across the three areas points to 

differences in marketing approaches that are tailored for different audiences. This analysis 

gives an idea of how marketers strategically use signs and symbols in appealing to target 

demographics in the interest of both economic realities and cultural identities. 

 

Chapter six concludes the study with a detailed overview of the findings that will provide 

comparative insights into the five research objectives and go on to discuss the wider 

implications of the results. This chapter discusses the major themes and outcomes of the 

research, locating them within the context of property marketing in post-apartheid South 

Africa. General comments summarize the contributions of the study, underlining how the 

examination of semiotic tools and strategies throws light on the manner through which 

property marketing reflects and constructs social, economic, and cultural narratives about 

South Africa. It has pointed out semiotics in understanding the branding of real estate 

companies that need to address a multicultural and multilingual society. This is therefore a 

comparative reflection of the objectives that have explored in detail how the research 

findings relate to the identification and analysis of semiotics in branding regarding the 
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effectiveness of these semiotic tools in engaging with diverse audiences, as well as their 

roles in contributing to societal transformation.  This not only explores how such strategies 

take on different forms across Durbanville, Mitchells Plain, and Khayelitsha because of 

diverse socio-economic contexts, which, in turn, provide unity through the theme of 

inclusivity. This section reflects upon the theoretical and practical implications of this 

study. It considers how real estate marketers might adopt more culturally sensitive and 

effective strategies, using semiotics to enhance their connection with potential buyers. It 

also calls for further research in this area to be able to respond to any evolving dynamics 

in property marketing. 
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CHAPTER 2:  

LITERATURE REVIEW AND THEORETICAL FRAMEWORK 

2.0 Introduction 

Although there are a lot of studies done on semiotics and languages used in property 

marketing, it is important to review and discuss what the researchers say about them. 

This literature review specifically investigates the complex relationship between South 

Africa’s linguistic and cultural diversity and how it affects the field of real estate branding 

and marketing. This study uses semiotic and multimodal discourse analysis to show how 

language, culture, and visual aspects intertwine in property marketing. Furthermore, this 

research shows the similarities and contrasts in marketing strategies within South Africa’s 

unique context by comparing various literature.  

 

2.1 South Africa as a multilingual and multicultural country 

The history, culture, and social structure of South Africa are all connected to the country’s 

multilingual and multicultural character. The nation is a prime example of unity in variety, 

with eleven official languages and a varied populace that represents a wide range of ethnic 

and racial backgrounds, states Versi (2017). With South Africa’s eleven languages and 

diverse cultural practices, a complex approach needs to be taken with the marketing strategies 

used. According to Hyman and Leach (2018), such diversity does require marketing 

strategies that are flexible, and inclusive, and can create resonance across different language 

groups with their respective cultural practices. This intricate web of languages and cultures 

provides a background against which the research mentioned above will explore the 

intricacies of Cape Town real estate branding and marketing semiotics and strategies. This 

variety necessitates a highly organised method of real estate branding and marketing to be 

able to connect with multiple languages and cultures. This study (through language, culture, 

and identity) shows the strong connection between linguistic pluralism, racial integration, and 

local development in South Africa.  Additionally, South Africa’s diversity, like other diverse 
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countries, stresses the importance of why marketers should consider multiple cultural 

symbols and values. However, South Africa’s post-apartheid past, as well as its several 

languages, present distinct branding and marketing challenges and opportunities. 

 

The diverse linguistic landscape in South Africa is an essential piece of the cultural and social 

puzzle. Its 11 official languages, isiZulu, Afrikaans, English, Xhosa etc., each with its 

connotations both personal and historical. This linguistic multiplicity is therefore 

acknowledged in this research as an important lens through which branding and marketing 

within the Cape Town real estate market should be considered. As Khumalo and Scherzinger 

(2019) argue, this multilingual environment challenges marketers to construct messages that 

appeal to a variety of cultural populations without causing alienation. This kind of 

multilingual world puts pressure on marketers to develop messaging that is effective within 

different cultural populations but does not push others away. As semiotics intersect directly 

with cultural codes, the complexities of this linguistic terrain are important in this research. 

There is thus no radical sameness or equality afforded to these languages; for example, 

isiXhosa and Afrikaans symbolically signify very different things embedded within South 

Africa's colonial/apartheid past, requiring semiotic strategies that straddle inclusiveness with 

the ambivalence of cultural appropriateness, notes Mesthrie (2022). 

 

Cultural identity, development, and the South African experience are all part of this research 

aside from language. The marketing of properties in Cape Town is as much an exercise in the 

commodification of space as it is an expression of how communities bargain with their 

identities aimed to change a nation. As noted by De Kock (2019), post-apartheid marketing 

needs to balance historic narratives with aspirations toward the future in a way that speaks to 

an inclusive audience but does not forget its past. Certain language choices or symbolic 

elements in property advertisements can make the local communities proud, while 

multilingual campaigns enable messages to reach a broader and more diverse population. The 

study examines property marketing semiotics to see how certain strategies reinforce or 

challenge the existing socio-cultural hierarchies. Through these explorations, this research 

joins discussions within real estate marketing regarding the poles of inclusivity versus 

hierarchy in a complex, diverse social context (Mesthrie, 2022; Van der Merwe, 2021). 
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South Africa is known as the “Rainbow Nation” due to its many cultures and languages. The 

country’s 11 official languages demonstrate the commitment to embrace the cultural variety 

making sure all the languages are represented (Versi, 2017). This language and cultural 

diversity are fundamental to South Africa’s national identity. Each language highlights its 

unique expression and cultural traditions. This language diversity comes from South Africa’s 

history with the indigenous languages that existed before the arrival of Europeans. 

Researchers Alexander and Heugh (2000) state that through this, language has evolved over 

the years, and other languages were incorporated enhancing communication and cultural 

exchange.  

 

In property marketing, this multilingual and multicultural diversity has its advantages and 

disadvantages. Real estate marketers use advertising to communicate with a diverse audience. 

Oswal (2012) says for advertising to be communicated effectively, the cultural background 

and demographics need to be understood to shape the consumers’ perception. The property 

advertisements in Cape Town emphasize the lifestyle and natural beauty of the area, making 

this appealing to a diverse audience, while in Johannesburg the advertisements highlight the 

economic opportunities (Oswald, 2012; Alexander, 2000).  

 

2.2 Branding and advertising discourses 

Researcher Aaker (1991) describes branding as the process of giving a product, service, or 

company a distinct identity, typically through a name, logo, or other elements that are 

different from competitors. Advertisements are the tools or methods used to promote 

the brand to the customer, shape customer perception and encourage purchasing behaviour, 

says researchers Kotler and Keller (2016). With customers’ purchasing decisions, branding 

and advertising are equally important and are what build the customer’s trust and awareness. 

Great branding and advertising strategies are what dramatically influence how people 

perceive the agency or the property they are buying. Keller (2003)’s research shows how 

successful branding creates a favourable association with customers, which often increases 

loyalty and trust. 
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As South Africa is a diverse country, the above concepts are understood. Marketers need to 

use semiotic analysis to better understand how cultural symbols and language influence 

consumer sentiments, says Chandler (2007). Consumers from different cultural backgrounds, 

for instance, may understand the same advertising differently based on the symbols and 

meanings applied. Studies show that adding culture to branding makes the customers feel 

more interested in the product or service which automatically increases brand loyalty 

(Pongsakornrungsilp and Schroeder, 2015). For branding and advertising to resonate with a 

diverse range of customers, real estate marketers in South Africa need to understand the 

cultural environment. 

 

South Africa has a rich racial and linguistic diversity providing an interesting context for 

looking at how discourses are used in branding and advertising in South Africa. Oswald 

(2012) says with this diversity, South Africa provides a complex working environment for 

marketing agents. It affirms the necessity for marketers to be familiar with the meanings that 

their messages convey symbolically. The significance of branding is magnified in real estate 

due to heavily influencing consumer perceptions, building trust and decision-making. The 

branded real estate agencies and consumer behaviour (Xu et al, 2017). In this study, the 

specific influence of strong brand identity on positive perceptions by consumers is improved 

trust and improved consumer satisfaction that results in loyalty. It highlights the importance 

of investigating how real estate agencies brand and market in different locations. 

 

Semiotics has a significant impact on consumer attitudes and behaviours, particularly in a 

diverse country such as South Africa. Marketers connect and interact with a diverse range of 

potential buyers by understanding the cultural implications and symbolic meanings used in 

advertising messaging. Looking at advertising communications through the lens of semiotics 

principles helps to illustrate how marketers intentionally employ linguistic cues and cultural 

symbols to communicate with a wide range of people. Combining semiotic analysis and 

theory leads to a more effective branding strategy overall. Oswald (2012) examines how 

cultural symbols influence the customers’ perceptions of marketing. Both Oswald and 

Newsome (2016) agree that cultural context is important for branding, however, Newsome’s 

study focuses on the theory of advertising, while researcher Oswald focuses on the symbols. 
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Generally, the literature mentioned above strongly highlights the role of branding and 

marketing in changing consumer behaviour in the case of real estate. Given the way that 

semiotic analysis is applied in the wider field of marketing, it becomes clear that an 

understanding of branding through semiotic analysis is important across cultures. South 

African branding, like other multicultural regions, should consider both linguistic and 

cultural symbols, with a special emphasis on local issues of society and politics. 

 

In South Africa’s multilingual and multicultural landscape, it becomes even more 

important to brand and advertise correctly to shape perceptions. This research explores 

how semiotic elements in branding and advertising both reflect as well as interact with 

Cape Town`s fragmented multicultural society.  According to Chandler (2007), the 

Interpretive paradigm emphasizes the symbolic nature of language and cultural signs 

governing consumer behaviour namely semiotics. For example, sexual advances in 

advertisements related to property from beautiful local scenery or images of modern 

homes are an essential part of the happy life symbols because of a stable and flourishing 

area. But these symbols could trigger an array of meanings for South Africa's culturally 

diverse audiences. To illustrate how semiotics are used not just in marketing, but also to 

build community and belonging, this research analyzes real estate brands and their 

adjustment of advertising within that cultural context. This is in agreement with Oswald 

(2012)’s work which asserts that symbols are entitled to consideration during marketing 

strategy development, emphasizing that linguistic and symbolic processes need to be 

consistent with audience experiences. 

 

Additionally, real estate branding reaches beneath the surface with discourses for emotions 

that evoke trust, aspiration, and familiarity. The iconography of advertising is what this study 

itself analyzes not only consumer behaviour but also how semiotics in marketing are used to 

address the socio-politics of South African reality. For example, post-apartheid advertising 

might show imagery of togetherness or taglines surrounding inclusivity that tap into the 

national discourses around reconciliation and progress. But that messaging must also reflect 

the local cultural identities of target buyers. Through the analysis of these discourses, this 

research aims to reveal what semiotic infrastructures exist and operate to engage consumers 

in Cape Town real estate. Pulling these concepts together, this strategy highlights Keller's 
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(2003)’s insights on how branding contributes to brand loyalty - tying the semiotic theories 

into actual marketing results. 

With platforms such as Instagram and Facebook, visual content has taken centre stage in the 

advertisement of property. Through visual semiotics, this research demonstrates the 

importance of these platforms in convincing consumers how they should behave and feel. 

Indeed, visuals also communicate something more effective than words (Sturken and 

Cartwright, 2018), which is essential in buying real estate, as an emotionally bonded 

prospective buyer could easily convert. Impressive images can trigger a desire, which is 

essential for turning any customer into the client that real estate agents always expect. The 

visuals are primarily what makes the difference in selling a property especially one that is 

going to be sold for a huge amount of money and this is where social media helps real estate 

marketers tell their own story about why someone needs a specific property through photos, 

videos (virtual tours) or interactive content. Such an approach not only makes for a better 

experience than going to the mall but also subconsciously indulges in the marketing strategy 

that leaves them open to associating with this property within minutes of arrival. This method 

not only provides a more interactive experience compared to conventional shopping but also 

subtly moulds the consumer's relationship with the property, influencing their decision-

making almost immediately upon viewing (Kress and Van Leeuwen, 2006). 

 

2.3 Advertisements on social media and visual marketing   

Real estate websites are commonly used as there is a drastic increase in the advertising of 

social media and visual marketing as online platforms. There is a discrepancy between 

how the audience reads and understands the advertisement and how the property is 

marketed as a social semiotic (Skerde and Andersen; 2023). In contrast to their academic 

reading, the agent does not pay particular attention to the grammar of visual design, such 

as composition and modality, which is understandable as a special language is needed to 

do so. Instead, the agent highlights the policy of selling homes by selecting some semiotic 

resources over others.  

 

Social media and visual marketing are indispensable in property advertising because both 

techniques use visuals to draw buyers through interactive content. According to Smith and 
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Taylor (2022), visual marketing is important in real estate, especially in Instagram and 

Facebook, because it allows agents to showcase listings in the most exciting way for the 

consumer, catering to their impulse to see things. The development of Instagram and 

Facebook resulted in new techniques like high-quality images, comment sections, and 

virtual tours to create an emotional response from buyers, noyes Simplilearn (2024). 

According to Sturken and Cartwright (2018), visuals play a significant part in how 

consumers receive property advertising messages because visuals speak louder than 

words. Due to this, property agents focus on using graphics to influence buyers, making 

social media platforms like Facebook an ideal space for property marketing. 

 

Digital advertising is one of the primary interests in this research, given that it 

encompasses both linguistic and visual aspects when communicating property value and 

building emotional connections with possible buyers. As Smith and Taylor (2022) discuss, 

these major factors of visual marketing strategies all interlink with my research into 

semiotics and branding, whereby the interaction between images and text forms 

perceptions within the minds of consumers. That understanding is further developed by the 

examination of how estate agents chose images and textual prompts that would engage 

targeted cultural and socioeconomic groups in South Africa. For example, the inclusion of 

either virtual tours or high-resolution images not only increases access but also elaborates 

on the aspirational elements of homeownership. This research also critically evaluates how 

those visuals align with cultural expectations and symbolic meanings toward a deeper 

understanding of consumer behaviour through semiotics (Machin, 2013; Van Leeuwen, 

2008). 

 

Moreover, the increasing dependency on social networks such as Instagram and Facebook 

relates to this research since these provide centres where real estate marketing, joining 

visual semiotics with interactive engagement, is commonly practiced. According to 

Sturken and Cartwright (2018), the power of persuasion about visuals is usually stronger 

compared to textual descriptions, something important in understanding how visual 

narratives in property advertising provide momentum to decisions. This research examines 

such narratives, especially in assorted South African contexts where cultural symbols are 

important in the shaping of consumer trust and engagement. By using theories of semiotics 

into the practice of visual marketing, this research seeks to trace patterns in how linguistic 

and visual elements combine to create powerful property advertisements that work across 
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multicultural audiences. This research, therefore, contributes to the higher discourse of 

establishing how semiotics of visuality and linguistics can serve to optimize branding 

strategies within the real estate industry. 

 

2.4 Media discourses: A case of advertisements in property marketing 

Visual marketing matters in property markets, especially in post-apartheid South Africa. This 

is due to the influence of historical, cultural, and socio-economic elements on the production 

and reception of advertising within this context. Semiotics offers insight into a very 

interesting phenomenon: how property advertisements might be crafted, in a way that works 

in many ways for the readers (Block Watne, Skerde, and Andersen, 2023). In Cape Town, 

property advertisements can differ based on the location. In wealthy areas, they may highlight 

luxury and exclusivity, while in less wealthy areas, affordability might be the main selling 

point. These differences reflect the city’s diverse socio-economic situation. Another thing to 

note is how these property advertisements are driven by social media platforms. Not only do 

they function as promotion channels, but they also allow users to interact and localize 

discussions. This in turn impacts public perception and marketing.  

 

The research conducted by Block Watne et al.(2023) highlights prizing social media in 

encouraging viewer participation and its role in modern advertising practices. Furthermore, 

Cook (2001) points out that there is still a need for more studies on discourse advertising to 

fully comprehend the complex dynamics of communication in real estate marketing. This 

observation agrees with Van der Westhuizen (2020) who has found the influence of digital 

media in the marketing of property in South Africa. The research looks at how consumer 

engagement through visual and interactive content has changed over time. Therefore, both 

marketers and developers must comprehend these dynamics to be able to adjust their 

strategies according to a target audience’s tastes and expectations. Effective property 

marketing requires the use of both visual and interactive aspects. Researcher Watne studies 

the significance of symbols, whereas Jewitt focuses on how interactive aspects increase 

the consumers’ involvement. Looking at other areas, social media’s impact on real estate 

marketing is a global phenomenon. However, in South Africa, it interacts uniquely with the 

country’s post-apartheid economic and social context. Understanding how digital media 
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impacts consumer engagement is crucial for adapting marketing strategies to meet 

expectations.   

 

It is the study of the media discourses in property advertisements, that directly aligns with 

this research since semiotics show how such practices come from the invisible influence of 

society. Property advertisements work like a mirror to greater post-apartheid issues faced 

within Cape Town's multi-socio economic landscape, showing disparities and aspects that 

touch on culture. This research will aim to establish how visual and textual semiotic 

resources are adopted for strategic use to resonate with identified audiences. For example, 

advertisements for high-income areas leverage symbols of exclusivity, such as gated 

communities or panoramic views, while advertisements for lower-income areas emphasize 

affordability and community accessibility, argues researchers Block Watne, et al. (2023). 

These developments do have a direct relevance for the analysis, given the complex socio-

economic dynamics of South Africa and how semiotic strategies are tweaked to reflect these 

dynamics. This research also contributes to a greater understanding of marketing practices in 

terms of how they reinforce or challenge societal structures. 

 

This study has also discussed how digital media, mainly social media platforms, have been 

used in reshaping property marketing discourses. In this line, Van der Westhuizen (2020) 

noted that "digital platforms create virtual spaces for citizens' interaction, bringing them 

together in a two-way communication model and influencing citizenly perceptions of 

property value." This research extends that of others by examining how this engagement is 

mediated through linguistic and visual elements, such as comments, likes, and user-generated 

content, which add layers of meaning to advertisements. The integration of Jewitt's (2012) 

focus on interactivity with that of Watne's (2023) on symbolic significance provides a 

framework for analysing how digital media operates as a semiotic space. This view not only 

deepens our understanding of marketing strategies but also throws light on the greater 

importance of digital consumer culture in post-apartheid South Africa. 
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2.5 Semiotics 

Semiotics studies signs, and symbols and how they are used and understood. From a 

linguistic standpoint, it is vital to understand marketing communication. One of the key 

protagonists in this field, de Saussure (1916), who introduced the concept of ‘linguistic sign’ 

which involves ‘signifier’ (the form of a word or phrase) and “signified” (the idea or meaning 

that it represents). This enables us to understand how our language influences our perception 

of things. Eco (1976) went on to develop Saussure’s interpretations further in 1976 by 

looking into how signs operate within broader cultural settings, thereby affecting our 

interpretation of them. He said that meaning was not fixed but was an outcome of different 

social and cultural factors. A theoretical base helps build strategic marketing planning. These 

are sign systems operating as brands according to Prior (2018). Thus, semiotic research must 

be carried out for the effective creation of messages that touch the hearts of our target group. 

Both theories are important to understanding how language and symbols intertwine to convey 

messages. 

 

Saussure (1916) explores how signals are constructed, whereas Eco (1976) focuses on 

their cultural significance. Together, these theories provide a comprehensive approach to 

semiotic analysis. This method is particularly beneficial for looking at how property 

marketing makes use of signs and symbols to attract various types of potential buyers. 

Semiotics gives a clear approach to understanding the symbolic language used in 

marketing. It demonstrates how different cultures influence how people understand these 

messages. In recent years, there have been studies showing the real value of semiotics in 

marketing practice. For example, Anggreni’s and Antara’s (2022) research demonstrated 

how font selection, colour choices, and image preferences in Facebook real estate 

advertisements could have a profound effect on consumer perception and building 

identity. Similarly, Cobley and Jansz (2003) emphasize that marketing can only be 

meaningful if it decodes symbolic language to communicate brand messages and foster 

relationships with consumers. Thus, the importance of semiotic principles in real estate 

marketing is brought out. 

 

In his book, Conejo (2013) introduces semiotics, a branch of social science that applies the 

principles of structural linguistics to the study of verbal, visual, and spatial sign systems. 
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Conejo proposes a step-by-step process for organizing and emphasizing meanings related 

to the brand, the customer, and the culture to achieve strategic goals as an example of how 

semiotics may be applied to marketing. Oswald’s semiotic studies are grounded in the 

structuralist tradition of Saussure. It claims that meaning and thus, brands are 

fundamentally cultural creations. They can be interpreted in a variety of ways, but they are 

nonetheless established by convention. However, Conejo (2013) states further how the key 

to its successful application to marketing is the structuralist hypothesis of meaning’s 

dialectic arrangement into binary pairs: verbal, visual, and spatial sign systems are first 

recognized. The appropriate semiotic areas for segmentation and differentiation are then 

revealed through their study. Brands may be expanded, refocused, and reinvented far more 

successfully by matching brand meanings with customers’ personal, social, and cultural 

requirements.  

 

The implications of changing social and semiotic landscapes of residential 

neighbourhoods have valorisation-based effects on property value and, therefore, the 

marketing of real estate in post-apartheid Cape Town. Since the end of apartheid, former 

gangsters and thus the areas had much branding and symbolism that attempted to re-

identify the community and attract various buyers. Sebeok (2001) would argue that real 

estate marketing has recently adopted a semiotic approach to brand identity that combines 

both verbal and non-verbal signs in an attempt to alter a segregated public image of these 

places (Paul Manning, 2010). Brand meaning in these neighbourhoods is often based on 

the familiar social categories approach of “cultural code” (Oswald 2001), drawing on 

categories that people know and want to be associated with. Brands gain meaning through 

social categories that influence the experience of identity, and this strategy is clearly 

visible in the neighbourhoods of Cape Town where brand messaging often appeals to the 

narratives of the local population of overcoming struggle and advances in sophistication 

and inclusivity aiming to be relevant to both long term residents and newcomers (Sobarna, 

Indrayani, Yuliawati and Tawami, 2022). Similar to how marketers use semiotic 

instruments, such as colour palettes and icons, property marketers do the same by using a 

particular aesthetic (or becoming one holistic marketing aesthetic) to convey a sense of 

oneness and target a vast array of demographic groups by emphasizing transformation and 

diversity as integral values of such spaces (Carr and Manning, 2010). 
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Virtually every city in South Africa, the residential areas of Cape Town are shedding their 

segregated past and are on the edge of a new, repackaged existence. Researchers  Zhang, 

Zhang and Lin, (2024) state this change resonates with Cobley and Jansz (2003) view which 

states that in branding meaning needs to expand cultural history whilst also encouraging 

contemporary situatedness. Through the mobilisation of common cultural narratives and a 

careful selection of visual symbols, property marketing continues to redefine perceptions, 

imprinting on Cape Town residents’ place identities that are steeped in history yet oriented 

towards futures. 

 

Semiotics in branding is used to successfully analyse and influence consumer behaviour by 

identifying the symbols and meanings of a brand. Chandler (2007) defines semiotics as how 

verbal, visual, and spatial signs convey messages to customers. Nalbant and Aydin (2024) say 

semiotic analysis in property marketing assists marketers in better targeting their 

communications to certain cultural and social groups, hence increasing brand appeal. 

Research Conejo (2013) demonstrates the application of semiotics in marketing by 

identifying the binary oppositions seen as consisting of luxury vs. affordability or modern vs. 

old, and later including it as a concern to better segment the market. For example, a diverse 

region like Cape Town has been shaped by historical, cultural, and social factors in post-

apartheid regions, which impacts the perception of branding. Using semiotics, real estate 

agents can understand the cultural connotations that potential consumers identify with these 

areas, resulting in more targeted and effective marketing methods (Klink and Athaide, 2012). 

After apartheid, residential neighbourhoods in Cape Town underwent enormous social and 

spatial crises, resulting in new patterns of segregation. Sprinks and Street (2001) say although 

there is progress in segregated urban environments, many neighbourhoods continue to reflect 

the residue of apartheid’s spatial planning. Semiotic analysis assists in unpacking the 

complex cultural connotations associated with various regions, such as perceptions of safety, 

status, or cost, which are critical for real estate marketing. Brands reaching out to these 

neighbourhoods must realize how historical and social factors influence consumers' 

perceptions. 
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The semiotics used by estate agents in the advertisements of Durbanville, Mitchell's Plain, 

and Khayelitsha will thus illustrate how semiotics are strategically adopted in the expression 

of brand and identity within marketing. The backbone of this research is semiotics, as it helps 

unpack how linguistic and visual elements are put together in property marketing to 

communicate messaging. It looks at how semiotic strategies have taken centre stage in post-

apartheid Cape Town real estate advertisements, shaping societal perceptions.  Building on 

Saussure's work regarding the signifier and the signified has enabled me to deconstruct both 

literal and implied meanings in property advertisements, while Eco's thoughts on cultural 

relevance have led this analysis of how these signs are taken up in meaning differently across 

diverse social groups (Saussure 1916; Eco 1976). Advertisements aimed at wealthy 

neighbourhoods may focus on exclusivity with representations of gated communities, while 

those for up-and-coming neighbourhoods are transformation and inclusion-based, with signs 

of growth and community. This meets the idea of decoding how semiotic elements shape 

public perception and identity within the evolving Cape Town urban landscape. 

 

This research further draws on the binary oppositions suggested by Conejo (2013) to 

analyse some of these dichotomies or contrasting themes-such as "luxury vs. affordability" 

and "modern vs. historic"-which are often apparent in the property marketing of Cape 

Town. This research extends this framework to consider how these binaries are mobilized, 

reshaped, and re-voiced to reflect local socio-cultural contexts, such as the playing out of 

Cape Town's colonial heritage in its modern-day aspirations for inclusivity. Semiotics, 

according to Chandler (2007) and Nalbant and Aydin (2024), help to make market 

messages meet cultural and social identities with ease. It is this principle to highlight how 

advertisements at Cape Town resonate with different demographics. By keeping in view 

how such elements interact within the specific socio-political context of the city, this 

research makes contribution to semiotics while also offering practical insights toward the 

design of culturally sensitive marketing strategies. 

 

2.6 Theoretical framework: A critical multimodal discourse analysis 

This research will be based on CMDA as an analytical framework to deconstruct how the 

marketing of property in post-apartheid South Africa reflects the power relations, ideologies, 
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and configuration of society. According to Kress and Van Leeuwen (2006), and Machin and 

Mayr (2012), this framework suggests how meaning creation and communication are 

composed through semiotic resources such as images, text, colours, spatial design, and 

layout. These semiotic elements cooperate with project-specific ideologies concerning 

property ownership and social status. This research also looks at how property advertisements 

and branding strategies use language and visuals to create persuasive messages using CMDA. 

This is highly relevant to the research topic because it will develop how such marketing of 

properties reinforces or disrupts social hierarchies and reflects ideologies about ownership, 

power, and inclusion post-apartheid. Key to this approach is understanding the role of 

ideology and power ways in which the underlying beliefs and values represented by 

Fairclough (2001) are embedded in communication and influence the view of property 

ownership and who it is targeted towards  power, defined by Van Dijk (1993) as the ability 

for groups to influence others, a state often realized in how marketing materials will prioritize 

certain demographics over others. Such marketing strategies highlight the unequal power 

dynamics buried within representations of property ownership and its far-reaching social and 

political consequences. 

 

The CMDA is necessary for explaining how language, visuals, and design interface in 

communicating power and ideology within estate marketing. CMDA stresses that semiotic 

resources such as texts, images, spatial layouts, colours, etc are never neutral but rather filled 

with ideological and cultural significations. Property marketing in post-apartheid South 

Africa, therefore, assumes the status of a critical prism to review how these semiotic 

resources sustain and/or subvert historical power structures. It is against this background that, 

through CMDA, this study deconstructs advertisements and branding strategies that position 

property ownership within systemic inequality and transformation (Kress and Van Leeuwen, 

2006; Fairclough, 2001). A critical lens for this study could be the interaction between 

semiotics and ideology, in which marketing materials serve as bearers of implicit messages 

about ownership, status, and belonging. The study contextualizes power as relational and 

embedded in discursive practices, based on work by Fairclough (2001) and Van Dijk (1993). 

For example, aspirational language about a property may appeal to upward mobility but also 

explicitly target and exclude certain demographics. Equally, the selective use of imagery, 

such as images of luxury spaces or family-oriented spaces to reinforce ideals regarding who 
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should occupy space. The semiotic choices thus betray underlying ideologies about race and 

class, inclusion, which are crucial for the understanding of socio-political dynamics in 

property marketing within the studied areas. 

 

This theoretical framework gives a grounding for analysing how real estate marketing in 

Durbanville, Mitchells Plain, and Khayelitsha reflects broader societal patterns. This research 

critically explores semiotic and linguistic elements of marketing strategies to see how such 

materials do more than sell properties and construct realities about identity, community, and 

power. Machin and Mayr (2012) notes in the CMDA approach, research is not just 

descriptive but critical, contributing to broader academic discussions on semiotics, discourse, 

and post-apartheid societal transformation. This thus addresses the research title by drawing 

together semiotic practices and broader questions of equity, ideology, and social change in 

South Africa. The framework below supports analysis in terms of semiotics and linguistic 

techniques, including aspirational language, selective imagery, and spatial arrangements, to 

examine how such elements constitute perceptions of property ownership. The CMDA thus 

provides access to tools for the deconstruction of those elements which will show messages 

that would not be readily obvious and allow a nuanced understanding of the relation between 

language, visuals, and the socio-political dynamic of property marketing. Situating the study 

within the CMDA means that it will also partake in the purpose of critically discussing 

semiotic and discursive strategies adopted for real estate branding and marketing. 

 

2.6.1 Critical discourse analysis 

The use of Critical Discourse Analysis (CDA) in the present study is going to be enlightening 

since it will provide the means with which to critically explore how the language and visuals 

of real estate marketing create and maintain power dynamics and socioeconomic inequalities. 

The CDA says that language is not just a simple way of communication but a specific kind of 

social practice that produces, reproduces, and/or resists societal structures, argues Fairclough 

(1995). The approach thus allows an in-depth investigation of the implicit and explicit 

meanings within property marketing, especially in the South African post-apartheid context, 

where housing is still a site of continued transformation and contestation. 
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This study uses CDA to tease out the ideological underpinnings and dominant power 

relations within property marketing discourse. As originally developed by Fairclough (1989), 

CDA is based on the assumption that language is a social practice constitutive of and 

constituted by power and ideologies. Fairclough underlined how discourse operates not only 

as a means of communication but also as a method of social control, maintaining and/or 

challenging existing power dynamics. Intertextuality is about how a text draws and engages 

with other texts in both reinforcing and disrupting ideologies. That is where Fairclough's 

framework is drawn, and within the property marketing of advertisements, examples have 

been seen inlaying greater narratives of society about wealth, status, and inclusion. 

 

This research, therefore, highlights the power relations encoded in real estate marketing to 

show how different linguistic and semiotic choices reflect or resist the socio-political realities 

of post-apartheid South Africa. The study borrows from Van Dijk's (1993) about the 

relationship between discourse and power to investigate how marketing materials privilege 

certain demographics while marginalising others. For example, aspirational language and 

exclusionary imagery can keep afresh ideals of ownership aligned with affluence and often 

subtly reinforce historical inequalities. These strategies are unpacked in a manner that situates 

property marketing both as a product of and contributor to continued social transformation. 

The use of CDA also aligns well with this research aim in analysing semiotics attached to 

marketing strategies within the areas of Durbanville, Mitchells Plain, and Khayelitsha. These 

areas against striking contrasts in socio-economic conditions are fertile grounds in which to 

examine how marketing discourses welcome or exclude particular audiences. By 

investigating how property advertisements engage intertextually with more general cultural 

and economic ideologies, this research contributes to a complex framing of how language, 

visuals, and layout mediate perceptions about ownership, power, and belonging. This 

approach underlines the discursively constructive work of social identities within their 

negotiation in a transforming South African context. 
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Examples of linguistic tones in the advertisements include selling exclusivity, privilege, and 

security. All these indirectly reinforce class divisions and racial segregation that remain from 

apartheid. The words "luxurious," "modern," and "secure" target a specific market which is 

people with wealth. Linguistic and visual semiotics are used in this research to present how 

marketing practices fabricate perceptions of property ownership, access, and belonging. This 

is especially relevant in the South African context, where the post-apartheid government 

positioned housing as a key feature in making amends for the injustices of the past. Yet 

property marketing often reflects existing power hierarchies. While advertisements for luxury 

developments might invoke ideas of wealth and social mobility and leave little room for 

stories about inclusion and equity, CDA can provide the researcher with information about 

these underlying patterns, showing how marketing furthest or resists systemic inequalities. 

Indeed, Fairclough (2001) asserts that discourse is never neutral; rather, it is always 

constituent of and constituted by solidarities and power relations, making it an ideal 

instrument for studying complex social issues. 

 

From a linguistic viewpoint, CDA also shows how the language and imagery of marketing 

are constructed to fool consumer perception. Advertisers (sometimes unintentionally) use 

euphemisms, metaphors, and selective imagery in ways that will appeal to certain 

demographics while concealing issues of inequity. For example, the term "gated community" 

subtly suggests exclusiveness and segregation beneath a veil of safety. By examining such 

decisions, the study demonstrates how discourse naturalizes exclusionary property-selling 

practices. Wodak (2015) further corroborates this when she mentions that CDA brings 

implicit values and ideologies within texts into view while simultaneously disclosing 

invisible social structures. 

 

Additionally, CDA also applies to this study by filling in the gap between linguistic practices 

on one hand and larger socio-political contexts on the other. While housing is a commodity, it 

is equally a signifier of identity, stability, and citizenship. Any real estate marketing strategy 

in South Africa must therefore address these symbolic meanings against the country's 

historical inequalities. By using CDA, this study discusses how discourse reflects and 

reinforces ideological battles over space, belonging, and privilege. This is especially true for 
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any post-apartheid setup where housing markets often represent the microcosm of the nation's 

socioeconomic divide. Fairclough (1995) and van Dijk (2008) both argue that the ultimate 

goal of CDA is not the critique of existing structures of power but the envisioning of 

alternatives. By underlining the prejudiced and limiting elements in the current marketing 

methods, this research appeals to inclusiveness and equity in such marketing strategies. It 

calls upon marketers to rethink property advertisements as enabling them to challenge 

stereotypes and work toward greater social cohesion (Wodak and Meyer, 2016). For the 

linguist, it therefore offers a rich crossroads of language, power, and ideology on how 

discourse shapes and reflects society. Through the application of CDA, the research points to 

the undercurrents of meaning in property marketing, not only to further an understanding of 

the equity and representative struggle that faces South Africa beyond apartheid. 

 

2.6.2 Multimodal discourse analysis 

In this light, the specific research into MDA takes a particular linguistic theory perspective, 

Systemic Functional Linguistics (SFL), because it aims to discover how various semiotic 

resources of text, images, and layout interact in property marketing materials to create 

convincing stories (Halliday, 1994). By integrating MDA and SFL in the research, this 

research intends to demonstrate that property advertisements, while informing, also shape 

perceptions, fabricate identities, and generate effects in the psyche of prospective buyers. 

 

The MDA's representational metafunction allows this research, from a more linguistic point 

of view, to explore how properties are framed as more than physical spaces, but also as 

signifiers of some lifestyle or social status. Using SFL's transitivity analysis, this study shows 

the roles that are assigned to those in the advertisement-the property, viewer, and agent. This 

is often the case with desirable attributes, such as "luxurious," "spacious," and "peaceful," for 

example, being maintained by the property alone according to cultural aspirations. Such 

semiotic selection reflects how property marketers construct reality through language and 

images, where the physical space carries heavy symbolic values of wealth, success, and 

comfort (Martin ad White, 2005). Analysing the physical, mental, and relational processes, 
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this research can trace how these properties are depicted by the consumer, often positioning 

the viewer as a potential beneficiary of the lifestyle being marketed. 

 

The interactional metafunction takes this one step further in terms of relational dynamics 

between viewer and advertisement through which an emphasis is placed upon how the viewer 

is represented or invited into the narrative. Applying the tools of visual grammar allows this 

research to investigate how the gaze, angle, and proximity of images work linguistically to 

place the viewer in a particular social role (Kress and van Leeuwen, 2006). For example, a 

smiling figure gazing directly at the viewer creates a sense of intimacy and inclusion, placing 

the viewer as one who is already part of the desirable lifestyle that the advertisement 

promotes. This constitutes an appeal to the emotions, in which, following Halliday (1978) on 

"intersubjectivity," the advertisement establishes a relationship between the subject, that is, 

the viewer, and the object, the marketed property. Through the analysis of these visual cues 

within the broader social and cultural context, this study points out the way such images may 

help to construct identities, building up not only how the viewer perceives the property but 

also the way they relate themselves to it. 

 

The metafunction of composition focuses on laying out and organizing the semiotic modes in 

the advertisement. The focus here is on how the spatial disposition of the text and images 

works to guide the viewer's attention and interpretive processes. By applying layout analysis, 

this study looks at how marketers position visual and textual elements in strategic ways to 

highlight specific qualities of the property to then affect the viewer's emotional response 

(Kress and van Leeuwen, 2006). For example, the centrality of an image of the high-quality 

property tells by implication that this is of importance, and it therefore forms the centre of an 

advertisement. Complementary elements, symmetry, and contrast fine-tune this desired 

emotional effect concerning the luxury, comfort, or modernity the advertisement wishes to 

convey. By applying the tools of SFL to this compositional structure, this research shows 

how the viewer is subtly led to interpret the advertisement in terms of certain social and 

cultural conventions, which are integral to building up the larger narrative of lifestyle that is 

at the heart of real estate marketing, says O’Toole (2011). Work by Kress and Van Leeuwen 

(2006) on multimodal communication further supported such an analysis of how 
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compositional elements in advertisements, like layout and gaze, position potential buyers and 

create relationships between the viewer and the property. Such a multimodal perspective 

illustrated that real estate advertisements represent more than transactional devices but, 

indeed, vehicles to communicate cultural values and the hierarchies of society. This coincides 

with the theory of cultural capital forwarded by Bourdieu (1984), in which he stated that 

advertisements often appeal to specific tastes and lifestyles to attract certain demographics, 

thus reinforcing socio-economic stratification. 

 

It also drew on the construct of resemiotisation as supported by Iedema (2003), when the 

articulation of meaning transformed across semiotic modes, for example, from text to image, 

is examined. This is crucial in real estate advertising since linguistic descriptors such as 

"spacious" or "modern" are often paralleled visually by, for example, wide-angle shots or 

minimalist interior designs. Interactions among these modes were explored via frameworks 

such as Halliday's SFL (Halliday and Matthiessen, 2014) and Kress and Van Leeuwen's 

(2006) visual grammar. Halliday's framework, the ideational metafunction played an 

important role in this analysis of how worldviews are linguistically constructed in 

advertisements. It is not coincidental that advertisements of property in Durbanville 

repeatedly boast of being "secure" or "gated". This reflects not only physical attributes but 

also social anxieties and aspirations of exclusivity. 

 

In addition, this research explores the concept of resemiotisation itself, which Iedema (2003) 

defines as the translation of meaning into and across modes of communication. This is a 

crucial process in property marketing in that it tries to expose how meaning is elaborated or 

changed as one moves along the textual-visual axis. For example, a textual description of a 

place being "spacious" can be re-iterated by visually showing it through a wide-angle shot 

with the intent of increasing the perceived size of the area. This very dynamic enables this 

research to show how the switch from one mode to another embeds additional meaning, 

reinforcing the advertised attributes of the property. This is also where the role of 

multimodality in real estate marketing comes into play: each of the modes-text, image, or 

video-functions not in a vacuum but interacts to amplify the overall message (Machin and 

Mayr, 2012). 
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As part of this multimodal framework, the visuals have been included. High-quality images 

and videos are the main modes of meaning concerning property advertising, shaping 

conceptions of value, size, and lifestyle. Machin and Mayr (2012) state these lighten, frame, 

and angle in ways to enhance the property's appeal and evoke emotions that are consistent 

with the aspirational lifestyle on sale. As buyers, the features introduce 360-degree views of 

properties and virtual reality involvement with a property in manners that text and images 

themselves can only dream of. Their interactivity extends the semiotic frame further 

linguistically within ads so that the sense of immersion and place of the viewer is more 

advanced without what is represented by the property with static advertisements. 

 

Marketers create successful property advertisements through the use of a multimodal 

approach: a combination of language, visuals, and layout in such a way that evokes the 

emotional attention of the viewer while providing practical information (Kress and van 

Leeuwen, 2006). Such could be the case when an advertisement shows a family sitting 

quietly in a spacious living room; comfort and security are implicitly conveyed. It is 

complemented by textual descriptions that can emphasise the size of the property, proximity 

to schools, or other practical benefits. This dual focus also chimes with the argument by 

Bezemer and Jewitt (2010) that property marketing not only sells a physical product but also 

attaches it to more general social and cultural narratives of desire, thus appealing to both the 

practical and aspirational needs of possible buyers. 

 

By incorporating these sets of analytical tools transitivity, visual grammar, layout analysis, 

and resemiotisation this research can critically engage with how property advertisements 

function at a linguistic and semiotic level to affect consumer behaviour Kress and van 

Leeuwen (2006). This approach sets out to demonstrate how real estate marketing constitutes 

social identities and shapes and indeed may drive consumer choices. This study precisely 

shows how the various resources, images, and layout interact in specific ways to establish 

riveting narratives that will spur consumption and effectively explain how property marketers 
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use linguistic strategies to shape perception and condition consumption practices in post-

apartheid South Africa.  

 

The advertisements in Durbanville make use of terms like "exclusive" or "luxury," since their 

target audience is rich and wants status and security. The Khayelitsha advertisements, 

because of their fit to the socio-economic realities, decidedly intensify the focus on 

community-oriented values and affordability. From the textual and visual strategies followed 

by advertisements, it was very clear that these advertisements carry messages about class, 

lifestyle, and aspiration. 

 

2.7 Summary of chapter 

This chapter has presented a discussion of the main concepts and themes related to 

the relevant literature. This chapter highlighted how South Africa’s language and 

cultural diversity majorly impact property marketing. With critical discourse analysis 

and multimodal discourse analysis merged, this gives a complete picture of how 

language, culture, and visuals work together in the advertisements used in property 

marketing. Comparing South Africa to other diverse markets shows similarities and 

differences, offering marketers valuable insights into complex social and cultural 

issues. This chapter presented the existing discussions and compared the findings to 

create a strong platform to reveal the research gaps for further studies and the gap this 

set study aimed to fill. The following chapter presents the methodological approaches 

for the study.
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CHAPTER THREE: 

RESEARCH METHODOLOGY 

3.0 Introduction 

This chapter explores the research methodology, concentrating on real estate marketing 

strategies in post-apartheid South Africa. It employs a text-based approach, utilising 

discourse analysis of property advertisements through a qualitative interpretive research 

design. The chapter outlines the research design, data collection methods, data analysis 

techniques, and ethical considerations involved in the study. It highlights the importance of 

the selected methods to reveal the subliminal and hidden messages in the advertisements, 

which later in the analysis chapters demonstrate how real estate sellers employ persuasive 

techniques to manipulate aspirational frames of reference by carefully crafting both language 

and visual elements. 

 

3.1 Research design towards a qualitative interpretive approach 

Qualitative research is a methodological approach from anthropology and sociology, 

emphasising exploration and comprehension of the meanings of individuals or groups to any 

social phenomenon. Wundt (1832–1920), one of the founders of psychology, has an indirect 

influence on the qualitative approach because of his interest in cultural and interpretive 

analysis of social sciences. This term and method later crystallised with Malinowski in 

ethnographic studies back in 1922, where he emphasised participant observation and the 

description of cultural contexts. As Creswell (2013) points out, it became an integral part of 

investigations into multi-layered social realities and subjective meanings. This qualitative 

approach is an important foundation in researching how socio-economic ideologies are 

signified through linguistic and semiotic elements in real estate advertisements, and how 

individuals in given cultural and economic contexts such as Durbanville, Mitchells Plain, and 

Khayelitsha perceive them. Thus, this methodology allows one to research a complex 

interplay between textual choices and visual strategies that show broader ramifications for 
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identity, property value, and social constructs. 

This study followed the interpretive traditions of qualitative research design, which means 

engaging with lived experiences, and constructivism-researching how realities are built 

socially in interaction. These paradigms were necessary to unpack how advertisements 

discuss practical property details and broader social and cultural narratives.  

 

The other justification for adopting a qualitative approach was the ability to show evidence of 

the contextual richness of the post-apartheid South African real estate market. Whereas 

quantitative methods help establish general trends or correlations, they were at best 

superficial and could not fully explain the complex interplay of language, imagery, and socio-

cultural factors. According to Zeegers and Barron (2015), qualitative research is 

indispensable while exploring such phenomena because a layered meaning can only be 

deciphered by digging into the details of human communication and performance. This 

therefore places the current study within the growing body of work that positions advertising 

as cultural production, shaped by and reflective of the wider socio-political context in which 

it is produced and propagated. 

 

This qualitatively interpretive approach thus entails that this research does not just report on 

the linguistic and semiotic strategies adopted by the property advertisements but presses on to 

the larger implications of these strategies for how space, identity, and value are constructed in 

post-apartheid South Africa. It is an approach that underlines the importance of regarding real 

estate advertising as not just a means to an end but, instead, as an important site of meaning-

making that reflects and perpetuates societal ideologies. 

 

3.2 Research sites  

The chosen research sites for this investigation include Durbanville, Mitchell's Plain, and 

Khayelitsha. As stated in Chapter 1, the historical and socio-economic comparison between 

the three areas is necessary to understand the legacy of apartheid spatial planning, shaping 
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present-day property marketing strategies. Each advertisement therefore displays unique 

historical contexts shaped by the GAA, through its policy of forced segregation of South 

Africans according to race and created distinct socio-economic disparities that continue to 

this day. Durbanville is the typical white suburb that was systematically reserved for the 

privileged few, while Mitchell's Plain, which was allocated for coloureds, represents a kind of 

middle ground between forceful relocation and limited upward mobility. By contrast, 

Khayelitsha, a township formed for Black South Africans, represents systematic 

marginalisation and infrastructural neglect characteristic of apartheid policies. For all these 

differences, each of the three areas shares a relationship with apartheid's racialized spatial 

planning and offers a lens to examine how these histories shape contemporary real estate 

marketing. Analysing these sites through the lens of three prominent real estate agencies 

(JAWITZ, RE/MAX Unlimited, and RAWSON) further underlines how different these areas 

are marketed today. Whereas Durbanville is often put across as aspirational and affluent, 

Khayelitsha and Mitchells Plain as growth areas and affordable. This comparative approach 

is necessary for highlighting how place and space narratives are built, challenging or 

reinforcing historical inequalities in post-apartheid South Africa. 

 

Durbanville is a northern suburb of Cape Town with considerable historical and socio-

economic importance and, therefore, is an important site to consider in this research. From its 

early beginning as a rural outpost, Durbanville developed during the colonial era into an 

agricultural centre associated with wheat farming and, subsequently, with vineyards. 

Apartheid legislated Durbanville to become a "whites-only suburb" through the GAA. The 

Act has systematically displaced black and coloured communities from urban areas across to 

marginal townships far from economic opportunities. This enabled Durbanville to develop as 

an exclusive area with better infrastructure, upmarket residential estates, and proximity to 

Cape Town's city centre, making it an immovable suburban retreat for the white upper class 

during apartheid says Parnell (2007) and Christopher (2001). Post-apartheid Durbanville has 

been transformed into a fully-fledged economic zone, and the local economy thrives on wine 

tourism, real estate, and commercial development. Most significantly, according to South 

African History Online (2020), certain renowned wine estates in this area, such as 

Diemersdal Wine Estate and Durbanville Hills Winery, draw both local and international 

visitors in their numbers, further entrenching its reputation as a high-profile residential and 
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leisure destination. It is ironic, though, that it seems the inequalities brought about by 

apartheid still prevail as Durbanville has become and remains a constant reflection of 

privilege and exclusivity. Estates here boast high-end properties, which are being sold in their 

peace and tranquillity, proximity to high-class schools, and health facilities like Durbanville 

Mediclinic. Seef, Harcourts, and RE/MAX Unlimited real estate agents make full use of these 

historical and economic privileges when marketing their properties. Hence, Durbanville is 

being marketed as a suburban oasis of aspirational living, with modern amenities set amidst 

nature. Agents boast continuously of the area's safety, its family-lifestyle orientation, and 

ease of access to economic hubs as attractions for upper-middle-class and affluent buyers.  

 

Mitchell's Plain is one of the most significant urban spaces that was created out of the 

racial engineering of apartheid, situated on the Cape Flats. Mitchell's Plain was created in 

the 1970s under the GAA to relocate members of the "coloured" population who had to be 

moved from areas such as District Six and Claremont. This was a more conscious act of 

social engineering, moving families from the centres of urban areas to the periphery, 

alienating them from economic opportunities, better-equipped schools, and other 

infrastructure. Mitchell's Plain was thus developed as a buffer zone between white suburbs 

and the predominantly Black African townships, reflecting apartheid's spatial logic of 

segregation (Seekings and Nattrass 2005; Christopher 2001). These policy decisions 

continue to have socio-economic implications for Mitchell's Plain today. The area 

continues to fight through poverty, unemployment, and underdeveloped infrastructure. 

Despite all such challenges, Mitchell's Plain remains resilient and strongly community-

based with budding economies. The housing initiatives of the post-apartheid government 

and the subsequent urban development projects have been launched to improve living 

conditions, but historical underinvestment remains. Today, the area has mixed housing 

types and local businesses, with growing urbanisation that provides the opportunity for 

many middle-income families to enter the housing market, according to Parnell and 

Pieterse (2010). Real estate agents like RE/MAX, RAWSON, and Harcourts have now 

started marketing Mitchell's Plain in a different light, marketing it as affordable with 

community spirit and proximity to transport links such as the R300 and N2 highways, 

which connect residents via quick commutes to Town. These estates also boast of new 

developments in estates such as Westridge and Strandfontein to attract first-time buyers 
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and families for whom access to nearby schools is a priority. Some names of schools like 

Glendale High School are also commonly used in advertisements to entice buyers who 

value proximity to schools. Marketing campaigns are also riddled with the story of upward 

mobility, building Mitchell's Plain as a growth area, a vibrant community amidst socio-

economic struggles. 

 

Khayelitsha is one of the largest and most rapidly growing townships in South Africa.  

Cook (2011) states it was created under the apartheid regime's GAA, which systematically 

removed black South Africans from central urban areas, relocating them to the designated 

townships on the urban periphery. Khayelitsha was formed in 1983 as a solution to the 

overcrowding of previous townships like Langa and Nyanga but confronted extremely 

rigid constraints because of apartheid planning, which put up minimal infrastructure and 

deliberately hindered the socio-economic development of Black communities. Christopher 

(2001) explained that Khayelitsha is still influenced by high levels of poverty, informal 

housing, unemployment, and lack of proper delivery of services of the apartheid legacies. 

Despite these obstacles, however, the area is on the move. Policies of post-apartheid and 

initiatives for urban development seek to incorporate Khayelitsha into the wider socio-

economic structures of Cape Town, but the pace is slow and irregular (Seekings and 

Nattrass, 2005). The emergence of community groups and infrastructure initiatives 

demonstrates a shift toward resilience and growth, yet systematic disparities remain a 

significant hurdle. Even estate agents, like RE/MAX Unlimited and RAWSON (2023), 

have begun to rebrand Khayelitsha as a space of opportunity, emphasizing the area's 

affordability. These campaigns deliberately target first-time buyers and other buyers 

looking to invest in emergent housing markets. These opportunity discourses negated the 

systemic issues accompanying Khayelitsha. For this study, Khayelitsha is one of the 

principal sites of investigation into how the spatial legacy of apartheid intersects with 

modern property marketing strategies, providing insight into how real estate agents frame 

spaces that were historically marginalized. 

 

The three agencies chosen for this study are RAWSON Properties, JAWITZ Properties, 

and RE/MAX Unlimited, all playing key roles within the South African property arena, 

each with their brands of marketing strategies, yet showing several broader socio-

economic trends related to housing access and desirability. These agencies actively 

advertise their property offerings on Property24, a leading South African online platform 
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that centralizes property listings for easy comparison by potential buyers and sellers. 

RAWSON has focussed on the customer at its heart, with over 200 franchises 

countrywide, trying to promote property solutions oriented towards the community, which 

ranges from residential sales to property development. In turn, their marketing campaigns 

are focused on value, affordability, and proximity to suburban amenities; therefore, they 

attract middle-income consumers who are in pursuit of change in transitional 

neighbourhoods, says Harrison et al. (2022). JAWITZ focuses on high-end and luxury 

segments of the market, placing great emphasis on personal attention and local knowledge 

of upmarket urban and suburban areas. Donaldson and Kotzé (2020) note that agents use 

aspiration, creating narratives around lifestyle and exclusivity that resonate with higher-

income demographics. RE/MAX Unlimited (which is part of an international network) 

seamlessly connects their global branding with local relevance targeting a wide range of 

buyers. 

 

The Property24 platform is one major website with combined inventory in setting up the 

semiotics of property marketing in South Africa. The user-friendly design and the detailed 

listings make the messaging from agencies all the more poignant, as it links features of the 

property to historical narratives of space and socioeconomic mobility. This research shows 

the way semiotic elements of advertisements emanating from the platform reflect and 

perpetuate the socioeconomic legacies of apartheid and gives insight into how 

Durbanville, Mitchell's Plain, and Khayelitsha are being marketed in ways that complicate 

or reinforce such historic dynamics. The critical understanding of the agencies' roles and 

their advertising practices contextualise the study's focus on property marketing strategies 

in post-apartheid South Africa, drawing on the broader discourse on urban development, 

social justice, and housing equity (Christopher 2022; Harrison and Todes 2022). 

 

The three estate agents, JAWITZ, RAWSON, and RE/MAX Unlimited, were selected due 

to their high exposure in the South African property market, as well as their dynamic 

operations in these three areas. All three real estate agents have been powerful drivers of 

how properties are marketed, and their advertisements reflect broader trends in the way 

that South African property is advertised. In this connection, this research focuses on these 

three agents and their respective advertisements to capture the various ways in which 

established agencies' advertising strategies may differ regarding the socioeconomic profile 

of areas where they serve. This research explores how JAWITZ, RAWSON, and RE/MAX 
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Unlimited make use of semiotics, imagery, and language in constructing persuasive 

narratives for prospective buyers in Durbanville, Mitchells Plain, and Khayelitsha through 

online property advertisements. 

The real estate market in Durbanville is preconditioned through the high-end demographic 

segment of high-end housing, exclusive communities, and suburban living. Therefore, real 

estate marketing strategies here put Durbanville in the spotlight as an idyllic and peaceful 

place to live, especially targeting the classes with higher middle and high incomes. Indeed, 

many of the advertisements stress the lifestyle associated with the area, including such things 

as vast greenery, facilities for families with children, and options for sports and recreation 

like the famous Durbanville Wine Valley Reytenbach (2020) and Van der Merwe, (2019). It 

is certainly indicative of a higher class, standard of living, and a quality property investment 

that is becoming synonymous with property marketing in the area targeting the middle to 

upper-income consumer concerning exclusivity, security, and quality of life. 

On the other hand, Mitchells Plain has high levels of unemployment, poverty, and 

resource-starved public services are the challenges that face the community in Mitchells 

Plain. Where Mitchells Plain varies significantly in socioeconomic factors from 

Durbanville, with the area experiencing the highest criminal rates and a lack of access to 

quality housing, as well as resources, there is a similar push from property advertisements 

in Mitchells Plain, notes Lemanski (2009). Property advertisements in this area highlight 

low-income groups that are mostly bargaining for value-for-money property. The homes 

in these advertisements are nearer and less densely populated in informal settlements. 

Despite its challenges, Mitchells Plain enjoys a strong sense of community, with local 

businesses and organizations making efforts to build social cohesion and resilience in the 

face of adversity, according to Pessoa (2023). Property marketing in Mitchells Plain often 

reflects these themes of community, adaptability, and potential for improvement, with a 

particular focus on providing housing for first-time buyers or those looking to invest in the 

area’s growth. Most of the advertisements for this area have been for affordable properties 

with basic amenities, targeting families or any individuals who may seek cheaper housing. 

This contrast of marketing strategies speaks to the sharp divisions in income levels and 

community needs between Mitchells Plain and more affluent areas like Durbanville. 
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Khayelitsha has a core lively and robust community that seems to have emerged to forge a 

strong culture of activism as well as entrepreneurship at a local level. Poor in 

infrastructure, Khayelitsha is still proof of community-driven development and social 

capital, according to Neves (2008). Real estate marketing in Khayelitsha focuses on the 

provision of affordable housing in informal settlements or newly developed low-cost 

housing schemes. Advertisements more often than not emphasize the opportunity for 

property ownership and investment opportunities within a rapidly growing township. 

Similar to Mitchells Plain, advertising in Khayelitsha focuses on available, affordable, and 

functional properties, while marketing campaigns more often than not emphasize social 

mobility and resilience-a catch-all phrase of the township's singular mix of challenges and 

opportunities. 

A focus on Durbanville, Mitchells Plain, and Khayelitsha as research sites therefore allows 

for depth in how property advertising in South Africa both is historically framed and set 

within contemporary socio-economic contexts. These areas were selected for their dense, 

varied history and for their modern relevance within the post-apartheid housing market. 

They further provide examples of the way real estate advertising strategies target different 

socio-economic groups and reflect the continuing transformation of South African society. 

To properly place such dynamics within property marketing in South Africa, a broad range 

needs to include not just the poor suburbs like Durbanville but even the poor areas of 

Mitchells Plain and Khayelitsha. This illustrates several perspectives that real estate agents 

take in trying to reach various communities. 

 

3.3 Data collection and sampling methods 

Data collection refers to information gathered from the observations or experiments. The 

term "data collection," according to Creswell (2018), initially is derived from scientific 

research methods. However, in this sort of qualitative research, it is applied in a modified 

way. Qualitative research shows an explicit and systematic process of data collection from 

various types of information, such as texts, images, and narratives, to construct a complex, 

detailed understanding of a phenomenon, according to Denzin and Lincoln (2011). This study 

used qualitative data collection methods to explore property marketing through semiotics, 

imagery, and the cultural contexts of advertising real estate across socio-economic divides. 
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This is relevant to this research because it allows an in-depth look into exactly how real estate 

advertisements communicate messages of aspiration, identity, and socioeconomic positioning 

through both visual and textual representations. Qualitative research is usually focused on 

meaning-making processes, and in that direction, the advertisements come across as texts full 

of social, cultural, and economic connotations that could be decoded to understand how 

marketers frame their messaging for different audience segments, note Silverman (2016). 

This data is openly sourced, and hence, research can be said to have remained on ethical 

grounds. Document analysis was used as the data collection method. The data comprised text 

and images. The textual data here includes written descriptions of property advertisements. 

These texts were analysed as ways to understand the persuasive language of marketers in 

targeting buyers across different economic brackets. In Durbanville, the advertisement 

language was aspirational, emphasising such words as luxury, exclusivity, and spaciousness 

to appeal to wealthier audiences. On the other hand, advertisements for Mitchells Plain and 

Khayelitsha focused on practicality, affordability, and investment, targeting middle and 

lower-income buyers. 

 

The visual data was obtained from screenshots of property advertisements on Property24, 

which is one of South Africa's most-used property websites. These have indeed proved to be 

very fruitful material for analysis, as they give indications about how property developers and 

marketers have designed their advertisements to appeal to specific target groups. Properties in 

Durbanville are advertised with high-resolution images of large, expensive homes set against 

beautiful backdrops featuring well-manicured gardens with modern architecture. On the other 

hand, Khayelitsha and Mitchells Plain’s advertising reflected smaller, more functional homes; 

images focused on the affordability and practicality of the structures to attract a more 

economically minded audience. Data was lastly collected for property advertisement texts, 

available on social media sites like Property24, where marketers would usually post messages 

in a more entertaining and emotive fashion to provoke interest. A Facebook post for a 

property in Durbanville could boast of "luxury homes at unbeatable prices" for a limited 

period, while the posts for properties in Mitchells Plain boast of "great value for first-time 

buyers." 
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The purposive sampling used applies in qualitative research when a researcher selects certain 

cases based on relevance to the objectives of the research (Patton, 2015). The selected areas 

of Durbanville, Mitchells Plain, and Khayelitsha have different socio-economic 

demographics. This purposive sampling has allowed for an in-depth comparative analysis of 

the property marketing strategies that are found within each context. Each advertisement 

represented a socioeconomic group while ensuring that the research captured diverse 

perspectives on the marketing of property. For this purpose, textual and visual data were 

collected through purposive sampling from Property24. The combination of advertisements 

from three different agents allowed for the comprehensive discourse analysis of real estate 

advertisements. These materials were analysed to see how the language, imagery, and 

framing done by the property marketers create targeted buyer segments. This approach also 

allowed for finding semiotic strategies adopted for the advertising of real estate and provided 

insight into how properties are marketed across different economic strata in post-apartheid 

South Africa. 

 

This therefore means that data collection was an important part of this research in 

establishing an appropriate relationship between marketing strategies of property and socio-

economic demographics. Using the purposive sampling method, (Patton, 2015) the research 

explores how property marketers employ visual and textual elements in appealing to distinct 

audience segments, with particular attention paid to semiotics in real estate advertising. It 

relies on publicly available data, using a qualitative approach that brings nuances into the 

property marketing strategies of South Africa, reflecting the continued socio-economic 

divisions within the country. It is a qualitative approach in the selection of cases either 

purposefully or with relevance to the research objectives. A purposive sample was used in 

this research, this allows for an intentional sampling of six advertisements that best represent 

the linguistic and semiotic variation across the three socio-economic settings in Cape Town: 

Durbanville, Mitchells Plain, and Khayelitsha. The purposeful selection strategy 

corresponded with the focus of the research, which allowed detailed research on how the 

language and visual design of real estate marketing address certain buyer profiles and 

sociocultural dynamics at large. 
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While random sampling is a strategy emphasising generalisation, purposive sampling 

emphasises depth and contextual relevance (Creswell and Poth, 2018). This was particularly 

fitting for this research, given that it explored how language and semiotics intersect with 

socioeconomic identity through property marketing. Advertising to Durbanville's luxury 

market was exclusive and aspirational to high living standards through a refined and 

articulate vocabulary and imagery attractive to high-end buyers. In contrast, advertisements 

in Mitchells Plain and Khayelitsha used everyday language and practical images that were 

appealing to the economic realities and communal nature of their target audiences. This 

purposive sampling of sites and advertisements enabled the research to look at exactly how 

language constructs meaning and corresponds to the socio-economic identities of prospective 

buyers, an issue discussed by Fairclough (2001) in his discussion related to language and 

power. Purposeful sampling further allowed an in-depth discourse and semiotic analysis. 

Linguistically, the study analysed register, syntax, and lexical choices that set the 

advertisements' apart. Semiotic analysis then drew on the aesthetics of colour, layout, and 

iconography to reveal how such aspects supported linguistic messages in coherent and 

effective marketing strategies. The approach here is consistent with Braun and Clarke's 

(2006) contention that purposive sampling can capture diversity and complexity in qualitative 

research. 

 

The integration of linguistic and semiotic analysis also pointed out that the study would 

address the broader sociocultural and economic narratives in property marketing in a post-

apartheid South African context. Using those specific advertisements addresses the interplay 

of language and semiotics in constructing value, identity, and aspiration across distinct 

geographic and economic settings. The methodology adopted has been a necessity to 

understand how real estate advertisements sell not only properties but also cultural and social 

meanings to diverse audiences. 

 

3.4 Data analysis  

Thematic analysis is a well-known qualitative research method due to its interpretive and 

identifying nature. It highlights the patterns within qualitative data. Its underlying 
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approach has been particularly useful in analysing volumes of textual or visual data using 

categorization into themes representative of wider underlying meanings. It was formalized 

by Braun and Clarke (2006) who summarized it as a systematized process of data coding, 

theme development, and interpretation aimed at bringing out those important patterns that 

answer research questions. Generally, thematic analysis involves the organization of data 

in ways that bring clarity to complex social and cultural phenomena. 

 

Qualitative research generally concerns deeper meanings, experiences, and social 

constructs emanating from data such as interviews, advertisements, or any form of media. 

Thematic analysis offers a way of approaching such studies as it allows the researcher 

insight into how meaning is constructed and changes with context. It allows flexibility in 

the analysis of a wide range of data sources and is effective in the study of cultural texts, 

which makes this approach particularly relevant to research that involves semiotics of 

visual data (Braun and Clarke, 2006). The collection of a variety of real estate 

advertisements from Durbanville, Mitchells Plain, and Khayelitsha was the first 

preparatory step in getting this data ready for analysis. This was both textual and visual. 

These advertisements were then separated into categories based on themes, such as luxury, 

security, and affordability, which were identified through a preliminary review of the 

materials. This helped establish the core areas of focus for thematic analysis, which Braun 

and Clarke (2006) recommend should first be familiarised through a process of repeated 

reading and immersion before categorisation into themes. 

 

 

Thematic analysis also allows for an in-depth understanding of how effective marketing 

strategies are. It also enables the researcher to study how particular semiotic strategies 

work or fail in their sets of brand meanings and messages more or less effectively. Such an 

analysis is important for understanding how the language and design choices that property 

advertisements make have both cognitive and emotive effects on potential buyers. Further, 

it highlights their role in social change by exploring how real estate companies reinforce 

or challenge existing socio-political situations in post-apartheid South Africa. It is in this 

light that thematic analysis also features as an important aspect of this research, through 

which real estate advertisements do not simply convey specific product features but act as 

carriers for larger societal messages. A property advertisement might use words like 

"secure," "prestige", or "exclusive," and thereby communicate ideas about class, race, or 
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status integral to understanding the socio-cultural context of post-apartheid marketing. 

Thematic analysis, therefore, helps this research go into the deeper, normally subtle 

messaging in advertisements. 

 

It brings out several key patterns and trends across the property adverts from these 

selected areas. One crucial finding evident is related to exactly how advertisements aim 

differently towards different socio-economic groups across the properties. For an affluent 

area like Durbanville, the properties follow a consistent appeal for exclusivity, luxury, 

security with their telling stories around an existence which suggests something to quality 

living. The imagery and languages used are often spacious homes, big gardens, and high-

end amenities that assure a life of peace and high-status Reytwnbach (2020). On the other 

hand, advertisements more often talk about affordability, increase in demand, and good 

community structures in economically challenged areas like Mitchells Plain and 

Khayelitsha. These areas highlight properties as functional, budget-friendly, and ideal for 

first-time buyers, with an emphasis on the possibility of homeownership and investment 

opportunities (Pessoa, 2023). What follows this are the themes on safety, family-oriented 

living, and investment potential but within specific areas of context. In the area of 

Mitchells Plain, advertisements show a resilient community, which adapts itself in their 

advertising, while the ads in Khayelitsha put more emphasis on moving up the social 

ladder by owning property, emphasising this neighbourhood’s ever-changing 

infrastructure, says Neves (2008). These trends also agree with Braun and Clarke's (2006) 

insights on thematic analysis, where patterns in data are identified through repeated 

themes that give further insight into the cultural and social contexts of the advertisements. 

This differentiation in messaging and branding strategies underlines the fact that real 

estate advertisements play an important role in shaping public perception and attitudes 

toward properties based on socioeconomic factors. 

 

Data coded through thematic analysis of this research is developed and linked with the 

theoretical framework proposed in Chapter 1. This forms the backdrop against which 

semiotic codes and strategies in real estate marketing are noted, enabling the analysis to be 

retained within the purview of the objectives and theoretical framework of this study. It 

also informs the analysis in drawing upon the concepts of branding, identity, and 

marketing discourse in post-apartheid South Africa and furthers how advertisements create 

meanings and influence real estate sales in these particular areas. 
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What follows is the in-depth analysis of this data through the theoretical framework and 

objectives set out in Chapter 1, which enables this research to meaningfully connect 

marketing strategies, semiotics, and wider social and political transformations of post-

apartheid South Africa.  Following Braun and Clarke (2006), thematic analysis is applied 

in this study to systematically extract, examine, and interpret latent patterns in property 

advertisements' visual and textual content. The study further employs the Critical 

Multimodal Discourse Analysis (CMDA) to illustrate the interplay of language, image, 

and context in conveying the complete meaning of property advertisement. A thematic 

analysis is conducted in the process of categorising the semiotic patterns and recurring 

themes in various property adverts. The analysis is carried out through several crucial 

steps: data familiarisation, initial code generation, theme identification, theme definition 

refinement, and integration of findings within the general research design. Advertisements 

were coded for linguistic properties, visual elements, and form of structure, and coding 

was used to ascertain dominant themes in branding, representation, and positioning in the 

marketplace. This methodology process provides a qualitative examination in depth of the 

way semiotic resources work in real estate advertising. It provides an opportunity to see 

how language, images, and brand stories are being developed systematically depending on 

different target audiences. The use of thematic analysis, together with critical multimodal 

discourse analysis provides a platform for ensuring critical analysis of marketing practices 

utilised by estate agencies.  

 

3.5 Ethics consideration 

This research pays special attention to ethical problems connected with working with 

openly available data, especially regarding confidentiality and privacy. As the study did 

not envisage any contact with respondents, data were provided by online advertisements 

available to anyone. Since these advertisements are not of a confidential nature, the issue 

of consent to access the data was not relevant. To ensure ethical conduct, however, the 

research fell within strict guidelines to ensure that no persons appearing in the 

advertisements had their privacy violated. 
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Even though their names and images were already in the public domain, this research 

takes a precautionary approach to anonymising them in this study. Both agent and 

company confidentiality are respected in this study since this provides the basic ethical 

considerations of the research.  This moreover illustrates the commitment as a researcher 

not to add to harm or violations of privacy, even with data that is in the public domain. 

The steps taken also go toward ensuring integrity, transparency, and respect for 

individuals' privacy in doing the research, hence adhering to ethical guidelines on research 

that put forth confidentiality. This approach further guarantees the protection of the 

identities of the individuals concerned in the research while achieving the overall aim of 

exploring and analysing the language and semiotic strategies in property advertising. 

Indeed, this research used made-up names for each establishment, not using the agents' 

photos or contact details so that this study could concentrate on the advertisements' 

contents while observing ethical standards about the protection of personal information. 

 

3.6 Summary of chapter 

This chapter critically presented the methodology used in investigating real estate 

marketing strategies in post-apartheid South Africa, as introduced in Chapter 1. The 

research thus stipulates the text-based research design using a qualitative interpretive 

approach, with an emphasis on discourse analysis for unpacking the persuasive techniques 

embedded within property advertising. The collection of data consisted of textual and 

visual analysis of selected advertisements that were required to provide the analyses of 

whether, and how, language and imagery manipulate aspirational references. This chapter 

proceeded to discuss the analysis of the data, indicating in what ways both subliminal and 

open messages concerning real estate marketing had been identified and interpreted to 

disclose the strategies used by the agencies in their attempt to attract buyers. Further, 

ethical considerations of data privacy or avoidance of biases in interpretation were fully 

addressed. This chapter, finally, emphasised how real estate marketing requires a deeper 

look into language and visuals for social and more hidden cultural implications, as initially 

introduced in the chapter introduction. 
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CHAPTER FOUR:  

 

SEMIOTICS AND BRAND IDENTITY IN SOUTH AFRICAN REAL 

ESTATE MARKETING 

 

4.0 Introduction  

Chapter Four provides the findings of the research against the study objectives and 

discusses the semiotic analysis of property advertisements. The chapter presents an 

analysis of kinds of semiotic resources that are used in real estate branding and selling 

discourses of the houses and the kind of meanings such discourses reveal in a post-

apartheid South Africa. It includes looking at the RAWSON, JAWITZ, and RE/MAX 

Unlimited brand names and how they relate to the socio-political transformation of post-

apartheid South Africa. Through keen observation of visual as well as textual elements in 

real estate advertisements, it dissects the way such semiotic decisions represent the path to 

South Africa's representation and inclusivity. This research looks at the construction of 

marketing discourses for possible consumers in Durbanville, Mitchell's Plain, and 

Khayelitsha which are three geographical areas focusing on socio-economic, and cultural 

conditions. Comparison between the three areas makes it clear how various styles of 

property marketing are constructed to resonate with the heterogeneous hopes and anxieties 

of various social constituencies. The analysis reveals how estate agents communicate 

using certain language, symbols, and imagery to address these differentiated publics, 

reconciling aspirational values with affordability. The chapter ends by evaluating 

meanings infused into these semiotics, illustrating how they convey the brand identities of 

the real estate agents and structure value, community, and identity perceptions in Cape 

Town's property market. Through the deconstruction of such semiotic practice, the chapter 

provides a reading of how property advertisements reveal meanings which cut across 

cultural, social, and economic transformation and ultimately reveal to us wider 

transformations in post-apartheid South Africa's cityscape which however still show the 

remnants of apartheid spatial segregation regardless of the agents’ creative selling 

discourses. 
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4.1 Exploring semiotic tools in real estate branding and their meanings in post-

apartheid South Africa 

 

In the process of examining how selected real estate companies use branding techniques, 

semiotics seems to be at the heart of brand identity communication in post-apartheid South 

Africa. Images, colours, and symbols are chosen out of visual semiotics reflecting the 

social change from apartheid-era segregation in the spirit of reconciliation, inclusivity, and 

opportunity. Real estate agents use images that are representative of the diversity and 

community they wish to achieve in a changing South African society. This strategy relies 

on codes: For example, advertisements for properties in white areas (like Durbanville) use 

symbols of openness and modernity while advertisements in marginalised areas like 

Khayelitsha typically employ aspirational ideas of families thriving with symbols of local 

communities. Using such symbols, companies try to position their reputations as being 

socially responsible in the context of building a more united nation, notes Sonntag (2020). 

This semiotic perspective makes it possible to develop a brand image which derives from 

the fundamental idea of equality at the national level, thereby building a holistic brand 

perspective appealing to a post-apartheid nation. 

 

The property advertisements analysed from the different socio-economic areas have, 

therefore, come up with some key findings that address the research objectives. Included 

among the major objectives of this study are how real estate advertisements reflect and 

construct social, cultural, and economic values in South African communities. Results 

indicate clear trends in the differential use of properties for different socio-economic 

groups, which again directly relates to the concept of "linguistic landscaping" (Landry and 

Bourhis, 1997). The advertisements for upmarket areas like Durbanville would use terms 

such as "luxury," and "security," while the advertisements in Khayelitsha would use words 

like "affordable," "community," and "investment potential." This is supported by the 

research of  Reytenbach (2020), in which language in property advertisements was said to 

reflect the social stratifications that exist in the market. One interesting pattern is the 

repetition of the term "family-friendly" across all areas. While this phrase has been used in 
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suburban real estate, as noted by Heath and Di Natale (2015), it was surprising in the 

urban townships studied. The theme of "family-oriented living" would also include aspects 

of improving social mobility and opportunities through homeownership in Khayelitsha. 

What is surprisingly unexpected is the finding of a common "family-friendly" narrative 

across all areas which perhaps says something about how the advertisers are perceiving the 

population in another way and possibly recognizes a shifting tide of social mobility into 

traditionally poorer and marginalized areas. It thus carries a heavy implication for 

communities in light of the self-identification with property ownership and economic 

upward mobility. Moreover, a comparison of these findings with previous studies by 

Neves (2008) underlines how real estate advertisements are not only commercial but also 

social agents of change, even in the way the concept of "home" and "ownership" is 

framed, depending on who the target audience is. 

 

4.1.1 Analysing the use of semiotics in JAWITZ real estate marketing 

 

Looking at Figure 4.1 below, the branding of JAWITZ involves a palette mostly of black 

and white. Black conveys sophistication, authority, and timelessness, all qualities that 

resonate with high-net-worth individuals. White is a colour of simplicity and transparency 

that adds to the integrity of your motto. The occasional bold accents draw attention to such 

key elements in their marketing, like featured properties, which subtly guide the viewer's 

attention according to Machin and Mayr (2012). In general, the layout of JAWITZ's 

marketing materials mingles the motto with visuals of families' serene landscapes, or 

luxury interiors to establish a multisensory appeal. Images are carefully selected to present 

diversity and inclusivity and reflect contemporary South African demographics. Under 

Peirce's triadic model of semiotics, the motto is a "symbol" of language that engages 

"icons", images of people and homes-and "indices," which are colours and layouts 

suggesting luxury and trustworthiness. Indeed, JAWITZ's motto and its semiotic elements 

show quite a reflective understanding of how language and visuals work together in 

constructing an aspirational narrative (Peirce, 1931). It is this human-centred approach that 

differentiates the brand and resonates with the cultural values appealing to South Africa's 

changing real estate market. 
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Figure 4.1: JAWITZ Logo 

 

The mission statement by JAWITZ, "Whoever you are and whatever your residential and 

commercial property needs may be, we at JAWITZ PROPERTIES look forward to 

offering you a positively unique and memorable property experience," incorporates 

inclusive and relational language when trying to reach a wide audience. "whoever" and 

"whatever" underscore that their services are for everyone, regardless of who the client is 

or what the property requires. This makes the tone open and inviting. The phrase 

“positively unique and memorable” strategically combines emotional appeal with service 

differentiation. Words like "unique" and "memorable" suggest a tailored approach that 

aligns with branding strategies that seek to establish an exceptional customer journey, 

argues Kapferer (2012). The declarative “we at JAWITZ PROPERTIES look forward” 

personalised the statement, making it feel direct and relational, fostering trust and 

anticipation for engagement but also seems to discard the past which has a painful history 

of segregation. This focus on inclusivity and positive customer experiences is a key trend 

in property marketing, reflecting broader shifts in the industry to humanise brands and 

emphasise emotional connections with clients (Aaker, 2012). JAWITZ mission statement 

reads as: 

 

Whoever you are and whatever your residential and commercial property needs 

may be, we at JAWITZ Properties look forward to offering you a positively unique 

and memorable property experience. 

 

JAWITZ uses various semiotic means to constitute a brand identification aligning with a 

post-apartheid South Africa: inclusive and diverse. Looking at Figure 4.1, immediately 

you see a logo featuring a sleek professional design with clean lines and a simple, modern 

font that suggests reliability and sophistication. The colour scheme is majorly black and 

white, expressing trust, professionalism, and transparency, which any real estate company 
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would want to appeal to across wide demographics. These elements will lead to a strong 

visual identity; thus, making the brand to be highly recognisable in the competitive 

market. These features are coupled with the broader post-apartheid ethos of 

professionalism and trustworthiness, rather crucial to address past inequalities in the 

property sector. The images on this website as shown in Figure 4.2 above is strategic in 

showing families from different racial backgrounds, reflecting multi-ethnicity much like 

South Africa, and an apparent commitment to inclusiveness. 

 

  
 

Figure 4.2: JAWITZ Website brand materials 

 

This shows the compositional metafunction elements of the Given and the New, the 

images as families from different backgrounds are positioned as part of the Given and are 

ushered into JAWITZ PROPERTIES’ homes as customers. This is important to note in the 

post-apartheid South African context as by positioning itself as an agent of inclusivity 

through selling houses it creates a strong brand. However, a close look at the images also 

show that the different racial groups are photographed in different areas or different 

houses which shows remnants of apartheid where people were grouped in different areas, 

and this points to the continued struggle the country faces in trying to move beyond its 

apartheid legacy. The question is how real this inclusiveness is in practice and to what 
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extent it mainly serves as a marketing tool. This showcasing of multi-ethnic families 

speaks to broader national goals of reconciliation and equity. Such inclusiveness is highly 

questionable in its actual effectiveness and may be at least in part a symbolic marketing 

tool rather than an actual reflection of transformation.  

 

However, the verbs which are shown in the motto “Buy Sell Rent Manage Own” in Figure 

4.3 below strategically shows that it tries to cater for everyone in its motto 

 

 

 
Figure 4.3: The behavioural processes of JAWITZ 

 

All these behavioural processes (Halliday 1994) as one can ‘buy, sell, rent, manage or 

own’ the properties. See Figure 4.3 below for the caption which also stands out as it is 

well-positioned for the viewer not to miss it as the colours make it stand out but also the 

position as part of the New signals its interests as a business. The colours white and black 

are also a contrast in design but could also be interpreted to represent the racial groups in 

the country as separated during apartheid through the Group Areas Act.  The image in 

Figure 4.4 below shows this contrast between black and white. At first glimpse, one 

cannot miss the positioning of a black woman now sitting at the receptionist inviting the 

customer through smiling, an interactive gesture (Kress and Van Leeuwen, 1996) which 

makes it attractive to the customers.  
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Figure 4.4: JAWITZ properties past and present 

 

This positions the black woman as the Ideal communicating an imagined South Africa 

where the black woman ushers others into new dispensation but as a mouthpiece of the 

company where she is talking about the founder of the company who is pictured and 

placed on the far right as the New but also near the Real below to signal that he could 

know more details as the founder. 

 

Moreover, JAWITZ PROPERTIES' mission statement proclaims, "service beyond the 

deal," or the pledge of relationship-building beyond transactional engagements. This 

articulation creates a cultural and historical imperative for trust in the South African real 

estate industry, where it was clearly in policies such as the GAA that spatial inequalities 

and dispossessions during apartheid were present. The emphasis on community-oriented 

language, such as "making homes happen," attracts post-apartheid aspirations for stability 

and equality but, in the same breath, strongly reinforces their role as a facilitator of upward 

mobility. 
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Further supported by the language and tone of JAWITZ's marketing materials, there is an 

emphasis on accessibility and a client-first approach. Terms used in advertisements like 

"your dream home" connote personalization and care, appealing to a range of 

demographics as everyone would interpret (visualise) this phrase differently. These 

linguistic choices are semiotic strategies directed toward the elicitation of emotional 

connections, presenting JAWITZ as the facilitator of homeownership for all South 

Africans, regardless of race or class. This approach has, therefore, attempted to bridge 

historical divides in the post-apartheid context by promoting equality in access to property. 

 

It places a historical perspective on their branding strategies. Real estate during apartheid 

was a very segregated and exclusive industry; blacks and coloured individuals were 

forcibly removed from the urban settings to make way for others. Fast-forward to today, 

where JAWITZ's marketing shows a movement toward an integrated society, at least 

symbolically. By placing such emphasis on property in traditionally affluent suburbs, 

though, they subtly manage to suggest that upward mobility is accessible mainly within 

certain frameworks of privilege and financial capacity. 

 

Their transformation narrative is evident in their agent profiles, where diverse personnel 

have been showcased, thus creating an image of inclusivity within their workforce. Deeper 

research makes it clear that core operations still operate within high-income suburbs like 

the Southern Suburbs in Cape Town. This therefore begs the question of whether or not 

JAWITZ's transformation of the sector is a game-changer concerning structural 

inequalities propagated through apartheid or just an old game rebranded for a different 

target audience. 

 

Through visual semiotics, inclusive imagery, and strategic branding, JAWITZ 

PROPERTIES creates a brand positioning that is modern and socially aware. It is one 

marketing strategy that recognizes the old divides of South Africa and propels a vision of 

unity and progress. Such a narrative could pose a critical reflection on the transformation 

of society as a whole: one that places special attention on places of affluence risks the 

encouragement of socioeconomic segregation. The branding is aspirational; there is a 

complex relationship between historical legacies and modern marketing strategies. 
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These semiotic strategies taken all together align JAWITZ with the ideals of a post-

apartheid South Africa, while positioning the brand as modern, inclusive, and professional. 

By knitting together diverse imagery, considerate design, and inclusive language within its 

marketing, JAWITZ reflects the continuing social evolution toward equality and 

reconciliation. However, a critical analysis would say this is in part performative 

semiotics, highlighting the tension between aspirational branding and lived realities in a 

transforming nation. 

 

4.1.2 Analysing the use of semiotics in RAWSON real estate marketing 

 

RAWSON, as represented on their website, is a real estate agent developed through 

complex interplays of visual, linguistic, and cultural semiotics. These are strategies that 

are in line with the aspirations of post-apartheid South Africa, which reflects the evolution 

of the socio-political landscape while targeting diverse consumer segments in the real 

estate market.  

 

 

  

Figure 4.5: RAWSON Logo 

 

 

Dominant colours used in RAWSON’s logo are yellow and black, giving that striking 

impression, bold yet inviting. Looking at Figure 4.5 above, this intentional colour 

combination speaks to the company's desire to relate to a wide demographic and conveys 

vibrancy with professionalism, which is what this country is all about-inclusion and 

equality. Yellow conveys optimism, growth, and energy, part of the company's brand 

which invites customers to “Buy or Sell with Rawson.” This creates an approachable and 
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optimistic image for the brand. In marketing semiotics, yellow can symbolize innovation 

and friendliness, which are valuable features for a real estate company eager to attract a 

wide range of customers, according to Kress and van Leeuwen (2006). The colour black 

adds depth and professionalism to signify reliability and authority. According to Cook 

(2011), all these colours together make the logo visually striking and thus instantly 

memorable; hence helping differentiate this brand in a competitive real estate market. The 

slogan accompanying the advertisement speaks to newness and dependability, which 

would likely strike a chord in the hearts of prospective customers seeking innovative and 

forward-looking estate services (Kress and van Leeuwen, 2006). The logo is in a bold 

sans-serif typeface, representing clarity, modernity, and confidence. Regarding branding, 

sans-serif fonts are commonly used to emphasise directness and transparency; RAWSON 

is known for its reliable service. The capitalised lettering further gives this perception 

strength and stability, which is crucial in the marketplace where trust is vital, as Barthes 

(1977) notes. There is consistency in the spacing between the letters; this structured 

approach aligns with the orderly solutions sought by potential buyers for streamlining 

properties. Using Peirce's semiotics, the logo is a "symbol" of RAWSON's brand values. 

While the yellow and black combination is an "index" to optimistic and professional 

feelings, typography is an "icon" that visually reflects straightforwardness and 

dependability in the identity of the brand (Peirce, 1931). This coherence in semiotic modes 

forms a clear and striking message, hence memorable and recognisable by consumers. The 

simplicity and boldness of the RAWSON logo reflect a broader cultural emphasis on trust 

and accessibility within post-apartheid South Africa's real estate industry. As Barthes 

(1977) pointed out, logos are not just design elements but also a cultural artefact that 

transports deeper meanings. Through this visual grammar, the RAWSON logo aligns itself 

with stories of inclusivity and dependability for an array of possibilities for clients. The 

brand identity of RAWSON Developers is one of the best cases of colour and layout 

combined to establish a strong brand through semiotics. The energy of yellow is mixed 

with the authority of black through modern typography to communicate trust and 

innovation, which seems to resonate very well with its target audience. 
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Figure 4.6: RAWSON Website and brand materials  

 

The website for RAWSON Properties was designed professionally and businesslike with 

an efficient layout given communicating key services directly; hence, a "strictly business" 

approach. This minimalistic and clean design allows for the ease with which the user 

navigates through the site to reach main sections, such as property searches, contact 

options, and agency information. Such a design underlines attention to function and not to 

aesthetic which often works for trust-building and showcasing prowess in the competitive 

real estate market. On the side of the page, the advertisement for winning a 2-million-rand 

luxury apartment is catchy. Features like this attract user attention to elements of the site 

and show an aspirational element to the brand, allowing buyers to engage with the chance 

to win. These strategic placements, leveraging curiosity and aspiration, aligns with 

RAWSON against ideals of luxury and opportunity. 
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Figure 4.7: The behavioural processes of JAWITZ 

 

The "Why Sell with RAWSON" section of the website immediately positions the brand as 

an expert and trusted real estate partner. This section brings to life, through text, crucial 

selling points of the long-established network, professional experiences, and extensive 

marketing tools through which a smooth sale of your property is assured. The use of words 

is confident and commanding to ensure some element of credibility and trust for the 

intending sellers. Terms such as "extensive network" and "expert team" build the picture 

that RAWSON is an authority, customer-oriented, professional, and personalized service 

on offer. This is typical of how business-to-consumer communications are carried out, 

where the messaging has to be clear and direct, in a bid to try to drive a decision one way 

or another. The website does not dwell on flowery language but resorts to a 

straightforward, informative tone behind a "strictly business" focusing on the practical 

advantages of working with RAWSON. This all serves to make the potential client feel 

secure in their choice of agency: efficient and trustworthy. This marketing strategy works 

best for industries like real estate, where transactions involve high monetary investments 

and require a sense of dependability and competence. In this respect, this kind of 

marketing strategy puts much emphasis on professional expertise and directly appeals to 

consumer needs. 
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Figure 4.8: RAWSONs happy customers' section 

 

Figure 4.8 above shows within the RAWSON website, the "We Do It All" section reveals 

the full-cycle approach of the company to the sale of properties as versatile and 

professional. This section positions RAWSON as the one-stop shop for clients in their 

quest for efficient real estate solutions. Moreover, by emphasizing the very fact that the 

services start with property listing and go right through to the actual closing of a deal, the 

language reinforces the imagery of RAWSON's omnipresence in the market, constructing 

an effective image of an able all-encompassing agency. Satisfied clients shown in the 

"Happy Customers" section are there for further reinforcement through imagery. The 

photos of the customer here have an effect in that they all make the platform more natural 

and trustworthy; future clients will deal with real people supporting the same services of 

the company. That being said, it highlights strong relations between them and the brand 

via positive social proof. From a linguistic point of view, this visual-textual alignment taps 

into the representational metafunction (Kress and van Leeuwen, 2006). The fact that 

images of happy customers are presented is a sign and symbol of RAWSON's reliability 

and customer satisfaction. Real customers' faces and words directly represent the 

advantages of dealing with the company and developing the idea of a reliable business 
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partner. Also, the strategic display of these customer endorsements links to the concept of 

power in visual communication. By showing satisfied, apparently successful, confident 

clients, the company-built authority and reminded people of its leading position in the real 

estate market. This is a usual approach with the use of visual power dynamics in branding: 

a company not only states its expertise but also claims completion of customers' 

expectations. 

 

The mission statement of RAWSON confirms its commitment to the development of 

meaningful client relationships. Words like "easier experience for our clients" highlight a 

customer-centric approach, humanizing the brand and increasing its relatability. This also 

speaks to the greater post-apartheid narrative of reconciliation and rebuilding community 

trust notes Fairclough (2003). By projecting this approachable and empathetic character, 

RAWSON appeals to a wide demographic while reinforcing its reputation for personalized 

service. 

 

RAWSON mission statement: “Three decades on, we're still on a mission to make 

buying and selling a simpler, easier experience for our clients. And we're one of 

the only property groups that does it all - from sales, rentals, commercial and 

industrial sales and letting, to bond origination and auctions.” 
 

The real estate sector in South Africa has very deep roots in the segregationist policies of 

apartheid, most notably the GAA of 1950, which restricted property ownership for black 

South Africans, according to Seekings and Nattrass (2005). Today, brands like RAWSON 

go out of their way to separate themselves from such a history by reflecting diversity and 

access in their marketing. Yet, the reality of economic stratification bubbles up in the 

prevalence of high-end property listings on their platform sign that where there is visual 

inclusivity, substantive transformation in access to property remains limited. 

 

RAWSON uses conversational and accessible language in its website and marketing 

materials. The use of words such as "smart," "innovative," and "team" develops a sense of 

collaboration and movement. Janks (2010) says this is in line with the linguistic ideals of 

post-apartheid South Africa, which emphasizes inclusivity, and building community. It 
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also reinforces the language of trust and expertise, which would have to be established in 

the property arena. 

 

While RAWSON's marketing evidences an attempt to identify with the socio-political 

values of changing South Africa, it also outlines the nature of dual transformation within 

the property sector. Seekings and Nattrass (2005) say the aspirational language and visuals 

create appeals to middle and upper-income demographics, and one has to question whether 

these marketing practices are genuinely trying to address historical inequalities or continue 

to drive economic divides further apart. 

 

Looking at Figure 4.8 RAWSON represents a brand that clearly illustrates how cultural 

narratives, language, and images work together to represent space and value. It speaks to 

the historical backdrop of South Africa but presents a very contemporary and inclusive 

character in its marketing materials. This is to entice prospective buyers and reflects a 

broader trend within how real estate enterprises position themselves within the fast-

changing socio-economic context. 

 

4.1.3 Analysing the use of semiotics in RE/MAX Unlimited real estate 

marketing 

 

Looking at Figure 4.9 below, the RE/MAX Unlimited logo prominently shows the colours 

red, blue, and white. The three colours hold significant semiotic weight when looking at 

the logo. Red conveys energy and action which symbolizes the brand’s proactive approach 

to real estate. Blue is the colour of trust and reliability, suggesting that RE/MAX is a 

trusted agent for property transactions (Kress and van Leeuwen, 2006). White symbolizes 

clarity and simplicity and therefore represents clarity in their operations. These colours 

create a professional and trustworthy environment while still addressing dynamism as part 

of the competitiveness in the typography in the RE/MAX Unlimited logo is clean and 

bold, reflecting modernity and confidence. The sans-serif font used denotes clarity and 

approachability, and thus the brand seems straightforward and consumer-friendly as well. 

According to Barthes (1977), placing the word "Unlimited" below the RE/MAX brand 

name underscores this possibility of expansion, resonating further with buyers' and sellers' 
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ambitions. The logo functions semiotically on many levels. Following Peirce's semiotic 

model of (1931), the use of red, blue and white echoing national colours in most countries 

functions as an "index", binding the brand to patriotism and communal trust in less overt 

ways. It automatically binds an emotional connection with clients who believe in these 

kinds of values. The bold typography works as an "icon," showing strength and 

dependability visually. The emphasis on universal and timeless values in the logo reflects 

its global reach and appeal. Its design is inclusive and professional, relating it to the 

diverse clientele base that RE/MAX attracts. As highlighted by Barthes (1977), a logo is a 

form of cultural text that shows and constructs cultural narratives. The RE/MAX 

Unlimited logo capitalizes on the above by presenting itself as an approachable yet 

authoritative brand-something that befits the modern cultural ideals of trust and ambitions 

in property marketing. The RE/MAX Unlimited logo effectively uses colour, typography, 

and layout to construct a brand identity communicating trust, energy, and limitless 

possibility. Through its semiotic strategy, it's positioned as the market leader which 

appeals to both the practical needs and aspirational desires of clients. 

 

 
Figure 4.9: RE/MAX Unlimited Logo 

 

Through its website, RE/MAX Unlimited uses semiotics to position its brand in the South 

African real estate market by using logos, colours, images, and mission statements that 

create messages of trust, reliability, and inclusivity. These are important in showing how 

the brand identifies with the post-apartheid transformation of South Africa and its shifting 

socio-economic landscapes. The RE/MAX Unlimited logo is an internationally well-

known red, white, and blue coloured hot air balloon. Red stands for passion and energy, 

white is a sign of transparency and confidence, while blue speaks of reliability and 

professionalism. This, according to Cook (2011), helps in supporting the promise of the 

company to deliver excellent services and the pledge of becoming a sure partner in every 
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property transaction. It thereby carries the feeling of familiarity and international prestige 

in the South African context by appealing to the different spectrums of demographics who 

would want to align themselves with established international standards. 

 

 
Figure 4.10: RE/MAX Unlimited Website 

 

Figure 4.10 shows the RE/MAX Unlimited website which is not as informative as 

RAWSON and Jawitz in terms of services, introduction of the team, and customer 

reviews. This shallowness might affect the company's authority and trust. The "News and 

Updates" section is a bit thin, without fresh content; this can hamper the brand's ability to 

captivate and sustain audience interest. Linguistically, this absence of specific and shifting 

information reduces the possibility of establishing power and authority through discourse, 

as captured by the metafunction of representation, whereby pictures and text combine to 

convey meaning (Halliday, 1978). 
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Figure 4.11: RE/MAX Unlimited news and updates section 

 

The mission statement of RE/MAX Unlimited, "To be the worldwide real estate leader, 

achieving our goals by helping others achieve theirs. Everybody wins," shows aspirational 

wording in the development of its corporation's culture. This is supported by a linguistic 

approach, stating, for example, "worldwide" to be more global in their view, and "leader" 

to assure power within the estate section. Helping others achieve theirs implies a 

symbiotic relationship wherein the goals of the company are merged with those of the 

clients and stakeholders to instil trust. The declarative simplicity of "Everybody wins" 

further strengthens the inclusivity and positivity of the brand image. This mission 

statement supports branding theories, which support clarity and resonance as crucial in 

communicating corporate values. As such, Kapferer (2012) believes that a mission 

statement represents an important way for the organisation to define its identity and align 

it with the expectations of all stakeholders. Its motivational tone combined with universal 

appeal positions RE/MAX Unlimited as both client-focused and driven by mutual success, 

a critical factor in real estate marketing, states Aaker (2012). 

 

RE/MAX Unlimited mission statement: “To be the worldwide real estate leader, 

achieving our goals by helping others achieve theirs. Everybody wins.” 
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Looking at Figure 10, the semiotic weight of the hot air balloon symbol itself is great. It 

speaks of upward mobility, aspiration, and freedom, which are concepts that appeal so 

much to South African consumers navigating a post-apartheid society where property 

ownership is equated with financial security and personal success. The image of the 

balloon represents a movement and rising, fitting the idea of personal and social growth 

for transformation. RE/MAX Unlimited using Table Mountain as a background to their 

website is a smart touch in marketing. Table Mountain is universally known and reflects 

Cape Town, evoking images of beauty, prestige, and desirability qualities relating to a 

lifestyle that one can only dream about. This association will hopefully tie their properties 

to an iconic, high-quality location. This use of imagery is a semiotic strategy playing on 

aspirational values; viewers subconsciously relate the brand with the pride and status of 

living in a place near such a landmark. According to Barthes (1964), the image is a 

particularly potent bearer of cultural meaning, and here Table Mountain does much more 

than tell geography shows an ideal. Likewise, Kress and van Leeuwen (2006) observed 

that the visual in marketing functions as a mode of communication through which value 

and desirability are communicated. In the context of property marketing, such visual 

symbols will play an important part in emotional and aspirational address (Chandler, 

2007). 

 

The mission statement at RE/MAX Unlimited is worth highlighting uncompromising 

service, relationship-building, and trust of the clients. Statements such as "We make your 

property dreams a reality" evidence the customer-first philosophy of aspirational 

homeownership and safety. Through the use of relatively straightforward yet aspirational 

terminology, this brand manages to present an approachable yet refined approach. This 

approach also happens to echo the broader movement throughout South Africa for post-

apartheid empowerment in terms of equity regarding resource access (Seekings and 

Nattrass, 2005). 

 

Apartheid-era restrictive property laws, like the GAA of 1950, led to serious inequalities 

in property ownership and access to desirable residential areas, as stated in South African 

History Online (2020). In this regard, RE/MAX Unlimited marketing aims to speak to this 

history by showcasing properties in traditionally affluent areas and those that are emerging 

as an aspirational place. Yet, the concentration of high-value properties suggests that 
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economic disparity is a reality, indicating that visually, at least, inclusivity may not be 

quite real. 

 

The language of the RE/MAX Unlimited website uses some key semiotic tools: action-

oriented verbs-for example, "buy," "sell," and "invest"-and phrases that invoke stability 

and growth. In this way, the company builds trust by using a tone of professionalism 

coupled with warmth to appeal to the emotional and financial aspirations of its clients. 

This strategy is in line with South Africa's post-apartheid narrative of striving for equity 

and opportunity (Fairclough, 2003). 

 

While RE/MAX Unlimited has taken every step to position itself as an inclusive, 

aspirational brand, its focus on upper-income property listings reveals the very different 

reality of enduring economic stratification across South Africa. This difference reflects a 

bigger contradiction in the country's real estate industry, in which well-intentioned steps 

toward inclusiveness often violated practical constraints imposed by the country's 

continuing socioeconomic inequities. RE/MAX Unlimited underpins the interplay between 

cultural narratives, language, and in image the fashioning of brand identity. At once 

drawing on global brand standards, yet incorporating localized messaging, the company 

attempts a navigation of the unique socio-political context of South Africa. It yields a 

brand that echoes both historical transformation and contemporary consumer aspirations, 

even as challenges of economic disparity remain. 

 

4.2 Analysis of semiotics and their meanings in real estate marketing across 

Durbanville, Mitchells Plain, and Khayelitsha 

Various advertisements including those for luxurious houses in parts of Durbanville focus 

on modern designs, abundant nature, luxury, and aspiration lifestyles while, on the other 

hand, advertisements in areas such as Mitchell’s Plain show quite the practical focus by 

promoting community needs of safety, family stability, and values. In taking these 

semiotic elements, the advertisers have adopted interpretations of secure architecture that 

are family-oriented designs targeted toward the middle-income segment of the market. 

However, Cook (2011) notes how semiotic analysis of Khayelitsha advertisements extends 

to include depictions of active communities as well as new growth and the promise of 
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advancement, which in turn fosters a degree of optimism and prospects. This selective use 

of semiotics in these areas effectively shows how discourses of real-estate marketing are 

constructed as per the requirements of the clients and what the specific community values 

most. 

At the heart of this discourse analysis is Fairclough (2001) on language and power, 

highlighting that choices in language, including wording, sentence structure, and descriptive 

language strong enough to elicit emotion or urgency, are ultimately tools for shaping 

perceptions of prospective buyers. This approach aligns closely with Kress and Van 

Leeuwen’s (2006) visual semiotics theory, which suggests that visual elements in 

advertisements, like colour schemes, photographic angles, and lighting, are not arbitrary but 

serve a rhetorical function. These visual choices create an appealing image of the property, 

guiding viewers’ attention and influencing their perception of the space’s desirability and 

aesthetic. Machin and Mayr’s (2012) concept of multimodality, or the combined use of 

various modes of communication, is integral to understanding the layered messaging within 

real estate marketing. Multimodal discourse analysis looks at how textual descriptions, visual 

elements, and interactive components (such as virtual tours and augmented reality) work 

together to create a more engaging narrative for potential buyers. This layered messaging not 

only enhances the attractiveness of properties but also reflects broader cultural meanings, 

connecting the properties to local identities and societal values. By blending Fairclough’s and 

Kress and Van Leeuwen’s approaches, this research offers a detailed view of how real estate 

marketing operates as a powerful socio-cultural tool, creating connections between properties 

and specific lifestyles or aspirations.  

 

Semiotics analysis of JAWITZ, RAWSON, and RE/MAX unlimited advertisements located 

in Durbanville, Mitchells Plain, and Khayelitsha, respectively, therefore serves to illustrate in 

quite an instructive way just how agents strategize their marketing according to area-related 

socio-economic and cultural dimensions. Each advertisement presents certain images and 

texts that subtly lead to messages that would be most appealing for each targeted audience of 

those specific areas due to their particular socio-economic features and hopes. Among the 

semiotics in the advertisements from Durbanville are affluence, modernity, and exclusivity. 

Looking at Figure 12 below, JAWITZ Durbanville shows how the idea of luxury may be 

pushed by high-resolution shots of expansive interiors, complete with well-maintained 
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gardens, thereby pushing a dream lifestyle for family units or even investors. Semiotics in 

real estate marketing are important to shape perceptions and influence consumer behaviour. 

For example, the bright blue pool in the yard is a signifier of luxury and relaxation, evoking a 

sense of wealth and exclusivity, note Douglas (2010). The expansive green grass and well-

maintained garden are also loaded with semiotic meaning, symbolising maintenance, 

tranquillity, and a harmonious relationship with nature (Barthes, 1972). It conveys the 

spaciousness of a yard to represent freedom, opportunity, and possible uses highly desirable 

in the advertising of property, according to McCracken (1986). In addition, it would light the 

interior with plenty of natural light to create openness, comfort, and modernity to further 

support this idea of a sophisticated lifestyle, according to Lury (2011). According to Eco 

(1976), such elements in real estate advertisements are intentionally designed to convey 

specific ideals and aspirations, influencing potential buyers' perceptions of both the property 

and the lifestyle it offers. Also, RAWSON uses security and open-plan living with natural 

surroundings and assurance of high-net-worth properties. RE/MAX Unlimited differentiates 

itself by presenting its new developments with a polished appeal to innovation and 

progressiveness, clearly targeting the upscale buyer interested in modern, upscale living. 

There is also a common visual language of wealth and stability targeted at an audience that 

associates property ownership with status and success, through the sleek logos, neutral tones, 

and professional layouts used by all three agents as seen in Figures 4.13, 14 and 15 below. 
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Figure 4.12: JAWITZ Durbanville 

In real estate marketing, words have the power to influence buyers through the arousal of 

certain feelings and desires. Looking at Figure 13 below, "Private retreat" are words that 

suggest exclusivity and serenity, inviting the potential buyer to fantasize about a haven from 

stressors. The phrase "Idyllic setting" gives the impression of a dream home, hence more 

tempting for people to reside in this estate (Barthes, 1972). The term "enchanting thatch roof 

home" glorifies the estate by making it sound like an ideal place for someone seeking a rustic 

setting. "oasis of peace" gives a soothing sensation suggesting tranquillity in which the 

buyers will dwell comfortably (Eco, 1976). The use of language here is an act of conscious 

manipulation of connotations to match the advertising of idealised lifestyles, using semiotic 

principles for the interest of prospective buyers. 
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Figure 4.13: JAWITZ Durbanville Description 

The semiotics used in Figure 13 are carefully selected to build up a story of luxury, 

modernity, and peace. This advertisement picture cover is a high-quality aerial shot that 

shows exclusivity and wealth. The swimming pool, surrounded by greenery, acts as a symbol 

of leisure and serenity, drawing on Barthes' (1964) conceptualisation of connotative signs 

whereby the visual elements evoke ideals of culture. In this advertisement, three solar panels 

on the roof hint more at sustainability and technological novation, making this house catchy 

to eco-sensitive consumers in congruence with a modern "green consumer" concept spoken 

about by Peattie (1992). Aside from this, the enormous green lawn and mature trees reflect 

two characteristics such as privacy and attachment to nature, that usually distinguish 

properties of high value according to Eco (1976). Inside, the imagery of the modern interior 

uses spaciousness and natural light, which are commonly used semiotic markers of openness 

and liveability in real estate marketing, according to Kress and Van Leeuwen (2006). The 

beautiful marble kitchen island stands for luxury and sophistication, which indicates a way of 

life focused on entertainment and gourmet delight. A modern firepit and sleek furniture 

featured in outdoor shots highlight community and socialisation, therefore appealing to 

buyers of the present world who like their spaces multifunctional. Elements like these are 
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"semiotic resources" (Halliday, 1978) that help build in the mind a concept of the property 

both as a functional dwelling and an aspirational lifestyle. This advertisement knits such signs 

together into an idealised vision of living, chiming with buyers' cultural aspirations for 

sustainability, luxury, and comfort. 

         

 

Figure 4.14: RAWSON Durbanville 

Figure 4.14 is packed with persuasive and emotively charged terms that would surely attract 

the desires and dreams of the buyers. Terms such as "family oasis" symbolize peace, comfort, 

and the ideal place for familial bonding in reference to Barthes' (1964) theory of connotative 

meaning. This advertisement has been published as "everything you could wish for and so 

much more!", a hyperbolic way of creating the impression of completeness and perfection, 

thus appealing to the emotional longing of the buyer regarding an ideal lifestyle. 

Alternatively, practicality through the phrase "convenience of 3 en-suite bathrooms" is 

evoked but coupled with luxury in presenting a feature promising comfort and privacy 

qualities attached to the premium living identified by Halliday (1978). The "charming 
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country-style kitchen is a chef's dream!" merges the descriptive with the aspirational. The 

word "charming" carries a connotation of warmth and character, while "chef's dream" 

presents the kitchen not as functional but as an outstanding place for creativity in cooking, 

which might be appealing to prospective buyers who connect such facilities with a high level 

of lifestyle (Kress and Van Leeuwen, 2006). Together, the terms are selected with great 

consideration to combine emotional resonance and practicality in constructing the perfect 

picture of home. 

 

 

Figure 4.15: RAWSON Durbanville Description 

The front cover picture of the house in Figure 14 below shows a high-quality photo that 

shoots the expansive front yard with its green grass, and a gate frames the foreground. The 

composition in this shot is distanced, a deliberate semiotic choice to emphasize the magnitude 

and beauty of the house, hence invoking associations of status, exclusivity, and spacious 

living. Green grass and an ample yard are also embedded with ideals of suburban comfort and 

leisure outdoors, reinforcing this as a desirable family home (Barthes, 1964; Kress and Van 

Leeuwen, 2006). Angles and lighting show modernity, space, and natural light in interior 
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shots. Its large windows let sunlight in to flood the interior, thereby creating an "inside-

outside" feel, which semiotically signals openness, harmony with nature, and a luxurious 

lifestyle, according to Halliday (1978). These features are indicative of aspirational living, 

wherein natural light symbolizes vitality and positivity. This open-plan design, 

complemented by a large white marble kitchen table island, suggests freedom of movement 

and multifunctionality of the most salient qualities associated with the contemporary living 

space. The use of white marble as a focal point semiotically expresses elegance and 

cleanliness, attracting buyers who associate the same with high value and modernity. These 

semiotic elements are chosen for their overall ability to communicate the image of a spacious, 

luxurious house that seamlessly integrates functionality and aesthetic appeal. This agrees with 

Barthes's theory of the mythologies by which these representations evoke universal desires to 

be comfortable, sophisticated, and enjoy a better lifestyle. 

 

Figure 4.16: RE/MAX Unlimited Durbanville 

Figure 4.16 uses adjectives in the description of the advertisement, such as "exclusive," 

"luxurious", and "desired" in selling the property and affecting the buyers that this is the 
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house to buy. Some of the phrases used, like "Magnificent Masterpiece for the Entire 

Family," portray perfection, and this could mean this house is not just a house but a piece of 

art. This wording furthermore suggests that it is targeted to meet family needs and combines 

functionality with elegance (Barthes, 1964). The "Sole and Exclusive Mandate" suggests 

exclusivity and rare opportunity, therefore, that property presents itself as a chance given to a 

few buyers. The exclusive nature of the property adds more value, (Leech, 1966). There are 

adjectives like "exceptional" and "rare" that can be used in statements such as "Proudly 

presenting this exceptional opportunity, a rare gem in the real estate market for the discerning 

buyer" to increase the attractiveness of the property. The term "discerning" can only target a 

rich class since it implies that only refined tastes buyers would appreciate the home and, 

therefore, subtly places the property in a luxury market segment (Cook, 2001). Another 

phrase used "This home stands to bear testimony to what is truly redefined luxury and 

thoughtful design, offering an expansive living experience like none other" uses abstractions 

such as "redefined luxury" and "thoughtful design" to show that this house has class. The 

phrase "unlike any other" makes this more emotive by the expression of uniqueness, and in 

such a competitive market, it is bound to stick out. This choice of wording fits within 

semiotics in marketing because it constructs idealized narratives through language, appealing 

to cultural and social aspirations. 
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Figure 4.17: RE/MAX Unlimited Durbanville Description 

 

The semiotics used by JAWITZ, RAWSON, and RE/MAX Unlimited in the Durbanville 

advertisements are strong in meaning and align their brands with affluence, modernity, and 

exclusivity. A well-thought-out selection meant to impress the high-income demographics of 

the area. For example, the high-resolution images of expansive and luxurious interiors, 

perfect gardens as shown above used by JAWITZ create an aspirational vision of 

homeownership, emphasizing a dream lifestyle for families and investors alike. Similarly, 

RAWSON makes much of open plan living and homes securely wrapped in nature, speaking 

volumes of harmony and safety, further adding an emotional value to the properties. 

RE/MAX Unlimited focuses on the themes of progressiveness and innovation, as can be 

shown from its polished presentation of new developments, positioning itself as a choice for 

the modern buyer looking to the future. Together, the agents make use of sleek logos, neutral 

tones, and professional layouts to create a visual language of wealth and sophistication. These 

semiotic choices not only express the prestige of the properties but also mirror the broader 

societal association of home owning with stability, success, and high social status 
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configuration in the compelling discourse for the marketing of property in the affluent 

neighbourhoods of Cape Town. 

 

Into this more working-class demographic of Mitchells Plain, the advertisements move 

toward the theme of affordability and practicality. As seen in Figure 18 below, JAWITZ uses 

modest but comfortable interiors; its aim at first-time buyers or small families can then be 

well emphasized by giving value for money. The front picture is of a face brick house with a 

black gate in front. Already it is easily noted that this house is a lot smaller than the 

properties in Durbanville. Inside the house, the lack of sunlight and smaller rooms indicate 

the size of the property not being big, though the renovated kitchen suggests improvement 

and functionality. These semiotic choices in this advertisement suggest that while the 

property may not compete with expensive homes in Durbanville, it caters to buyers seeking a 

well-maintained and efficient living space, given that this house is affordable and practical, 

suggests Chandler (2007). The neatness of the kitchen and entertainment areas reflects 

readiness for buyers to live there and communicates care and attention to detail, which are 

essential traits for attracting prospective homebuyers, notes Cook (2001). Conjoined with the 

modernised elements of the house, modesty brings a balance of affordability with comfort. 

Practical renovations seem to be consciously undertaken, highlighting liveability in front of 

middle-income buyers for whom functional and aesthetic improvements in homes mean more 

than area. Semiotically taken all together, these elements present this estate as an affordable 

yet worth-the-investment deal for any family or single who dreams of a well-juggled life in a 

maintained home. Figure 14 with RAWSON conveys functionality and convenience: 

proximity to amenities and living spaces with secure areas core to this demographic. Figure 

16 with RE/MAX Unlimited combines professional imagery with inclusive language, 

positioning well-cared-for homes as fit to start a family in. In this case, the semiotics are 

steeped in community and upward mobility, using accessible language and imagery that 

reflects the practical needs and aspirations of a working-class audience. 
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Figure 4.18: JAWITZ Mitchells Plain 

 

The language used in Figure 4.18 is specifically used to target families looking for affordable 

yet practical houses. Terms like "secure home," and "space you are looking for" highlight the 

safety and a good investment, attempting to convince first-time buyers and families who are 

on a budget looking for value for money properties. Notice how such descriptive phrases as 

"perfect for the growing family" and "A large open-plan kitchen with lots of cupboards" are 

indicative of value-added features that are put across to indicate move-in-ready, yet 

affordable, properties. This kind of linguistic approach would have been specifically adopted 

for the purpose of framing homes that offer a cost-comfort balance, which in itself falls 

within the socio-economic profile of the area (Barthes, 1964). Phrases like "can 

accommodate all the kids AND an additional family member of 2" and "there is a bonus 4th 

bedroom with a spacious bathroom alongside it" emphasizes value, functionality and comfort 

of family members, which testifies that this is a good investment to buy for your family by 

emphasizing and capitalizing the word "AND" and purposely making use of the word 

"bonus". The language reflects what the buyers would want and are looking for which is 
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safety, convenience, and space for the family, which is an important part of the appeal in this 

advertisement. 

 

 

Figure 4.19: JAWITZ Mitchells Plain Description 

 

Figure 19's property in Mitchells Plain is engaging in semiotics that has changed perceptions 

by highlighting just how desirable a house here might be: neat and well-looked-after if the 

newly plastered, secure walls facing the front of the house are anything to go by, neatly lined-

up stones at the outside of the property become meaning-laden signifiers, embodying order, 

safety, pride of ownership. The brown walls complement the house, together with the modern 

grey automatic garage door, showing sophistication and functionality in a way that is pleasing 

to the eye and at the same time practical. This enhanced photography used in showcasing the 

house displays bright colours like the popping blue sky and striking red accent colour in both 

the dining and TV room, creating emotional appeal by infusing warmth and modernity. The 

semiotics of the colour red in furniture and curtains appoint energy, vibrancy, and style, while 
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the blue of the sky shows openness and optimism (Barthes, 1964). The kitchen with red bar 

chairs, large floor tiles, and a kitchen island in an open-plan layout constitutes a point of 

modernity and practicality, symbolizing communal and functional living. The renovations 

throughout this property show all buyers the quality and attention to detail right from the 

kitchen, the ceiling, and down to the flooring where everything shows the semiotic message 

of this not being just any Mitchells Plain house but a modern home. Looking at all these 

images in Figure 18, the takeaway from this property is that it represents a rare find in its 

location, a true gem, and a find for buyers in search of a modern lifestyle on a budget. Selling 

the image of the perfect homemaker through semiotics, this ad stitches together an eclectic 

mix of style and accessibility to rewrite the story of Mitchells Plain's housing market by 

painting an aspirational, yet achievable, picture of home ownership to potential buyers. 

 

     

Figure 4.20: RAWSON Mitchells Plain 

The language used in Figure 4.20 is concise; it only needs a few words to complete what the 

picture is saying. A heading like "Welcome to a property that has so much potential!" 

instantly frames the house as an opportunity for growth and invites buyers to imagine how 

they might make it their own. This reflects Barthes' (1964) research where he argues that 
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headings help potential buyers' interpretation of images. The aspiring language describes this 

property as "stylish" and a "forever home" for potential buyers to connect to a home that they 

can stay in forever. The term "forever home" reminds buyers of stability and permanence, 

which influences buyers to think of longevity and attachment to the property. These short 

descriptions are a modern trend in advertising, where marketers intentionally use fewer words 

for buyers to rely on the important information like the size and how many rooms the 

property has and force the buyers to rely on the visuals and key phrases for attention (Hodge 

and Kress, 1988).  

 

This lures the buyers to want to know more and allows the images to visually capture them 

and interest them to want to view the property as the advertisement is straight to the point. 

This contrasts with more elaborate listings that provide exhaustive details, showing a reliance 

on semiotic cues over explicit information. The phrase "so much potential" is the cliché that 

denotes versatility and invites buyers to project personalization onto a technique following 

the idea of empty signifiers as explained by Eco (1976), meaning left to the interpretation of 

everyone. The minimalist language strategy hereby supports the notion of Mitchells Plain as a 

chance area and addresses buyers with affordability in search of style. 
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Figure 4.21: RAWSON Mitchells Plain Description 

Figure 4.21 uses semiotics to bring into view practicality, security, and maintenance despite 

the small size of the property. The house is painted bold yellow, thus appealing visually to 

symbolize individualism and optimism-a semiotic sign showing vibrancy and pride of 

ownership, according to Saussure says (1916). The cement wall surrounding the property 

denotes protection and privacy; thus, this appeals to a buyer concerned with security, a very 

key issue in areas such as Mitchells Plain. Another significant semiotic cue is the paving in 

the outdoor area; it signals low maintenance and neatness, an attribute considered 

appropriate, convenient, and practical for suburban living (Hodge and Kress, 1988). The 

photographs, thought of poor quality, are clear enough and strategically taken to feature the 

main elements of interest. The way the ad displays all angles on the outside of the property 

shows its space, organization, and cleanliness. This shows how visual framing takes place in 

advertising, where the camera angles and focused views are constructed as a presentation of 

an idealized reality of the property in question, notes Barthes (1964). Neat, practical layout: 

internally it means a functional space that the buyer, looking to economize and get utility in 

the residence, would want. The modesty of the house itself is complemented by its 

presentation, indicating a conscious effort to appeal to first-time buyers or those seeking an 
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economical yet comfortable home. The boldness of the semiotics-interplaying visuals is 

yellow paint, functional layout, neat surroundings, and appeal to the working-class Mitchells 

Plain audience, where a functional house that looks nice often means everything when 

purchasing. This is but an example of how in general real estate marketing, houses with 

modest features are wrapped up in semiotics presenting them with potential and value. 

       

 

Figure 4.22: RE/MAX Unlimited Mitchells Plain 

The language in Figure 4.22, especially the phrasing "Perfect Family Home with Dual Living 

& Future Potential," "Incredible Opportunity," and "great potential," is evocative of the art of 

persuasion in building optimism and possibility. The header positions the property as ideal 

for families, underlining its suitability for dual living arrangements, which suggests 

practicality and adaptability key selling points in suburban markets. “Future potential" then 

suggests that there is value in the property, both in its current state and how it might be 

improved or invested in, which is in tune with aspirational narratives evident within the 

marketing of real estate (Barthes, 1964). “Incredible Opportunity" is there purposefully to 
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allure buyers; this advertises the property as having potential or nurtures urgency and 

excitement in the potential buyer. In a similar way, "great potential" itself shows that this 

place would require some work but provides great rewards, therefore alluring those buyers 

that seek cheaper homes where they can make improvements. The use of language 

demonstrates a semiotic strategy in which the future aspiration is wrapped within the present 

offering; this is a very common practice in real estate advertisements because this strategy 

appeals to the buyer's ambitions and imagination (Hodge and Kress, 1988). 

 

Figure 4.23: RE/MAX Unlimited Mitchells Plain Description 

In Mitchells Plain, the semiotics by JAWITZ, RAWSON, and RE/MAX Unlimited reflect the 

change from luxury to affordable, practical, and community based. JAWITZ uses modest but 

comfortable interiors for their target market of first-time buyers or small families, reflecting 

good value for money, as well as accessibility. RAWSON stresses functionality, offering 

properties that have secure living areas, proximity to essential amenities, and other such basic 

needs that this class grapples with daily. RE/MAX Unlimited uses professional imagery with 

inclusive and encouraging language, presenting homes as an ideal space to either begin or 

expand a family. These semiotic choices together create a narrative of upward mobility and 

stability, presenting homeownership as one step closer to a better future. The advertisements 
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use approachable and relatable imagery and language that reflect not only the economic 

realities but also the aspirations of a working-class audience. Such strategies brand real estate 

companies as partners toward an end goal of affordable homeownership and, simultaneously, 

a point of pride and community. 

In the poorer area of Khayelitsha, the semiotics are even more focused on affordability, 

potential, and access. Looking at Figure 4.18, the focus of JAWITZ is on affordability, 

highlighting low entry costs and possible government subsidies, targeting first-time 

homeowners moving out of informal settlements. Analysing the semiotics of real estate 

marketing in Khayelitsha, Figure 4. 24 is a small, orange-painted house that tells much about 

its choices of what to present visually and linguistically. This particular house does not have a 

front security gate; this fact is notable for this area since usually, one equates homes with a 

gate to imply safety and security, primary concerns in this area. A gate right next to the door 

attempts to convey some sense of security; its placement, however, speaks more to 

shortcomings in the overall security structure of the property. The first photo is from an 

awkward side angle, which includes an electricity line and serves to inadvertently frame the 

house within a context of utility rather than desirability. This angle is quite different from the 

glamorous and idealistic shots used to represent real estate in more well-to-do 

neighbourhoods and indicates certain inequities in property advertisements based on 

socioeconomic backgrounds (Hodge and Kress, 1988). The interior is represented with a 

single photo depicting part of the house containing the refrigerator and freezer. This 

highlights the property’s limited size and practicality but also subtly indicates a lack of 

features worth showcasing. The repeated emphasis on the outside, especially the front of the 

house, would indicate that there is some deliberateness to the messaging. By showing only 

what is available, mostly the exterior, there is an implicit recognition of the small size and 

limited offerings of the house. This falls in line with a semiotic strategy whereby the lack of 

images indicates affordability rather than luxury, targeting a demographic for whom cost and 

basic functionality outweigh aesthetics, says Barthes (1964). The line of electricity speaks 

unconsciously to infrastructure access in the photos feature that may have value within this 

context, yet one that is poorly framed within the visual narrative. The use of restricted 

imagery and subdued visual appeal also reflects the socio-economic positioning of the 

property within Khayelitsha. Since the ad does not overstate the features, it will not raise 

expectations but instead create pragmatic appeal, as has been common in property marketing 

in low-income areas (Hodge and Kress, 1988). The RAWSON properties in Figure 24 are 
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pictured as canvases for personality and growth; value-for-money properties located close to 

transport links. With Figure 22, RE/MAX Unlimited uses uplifting, hope-laden language 

combined with images of clean, basic homes that promise inclusiveness to buyers desiring 

stability and a better future. The semiotics in Khayelitsha also focus on functionality and 

optimism, in line with aspirations among low-income buyers while reflecting the socio-

economic realities of the area.  

     

 

Figure 4.24: JAWITZ Khayelitsha 

Figure 4.24 shows very little description of the property. This links to the underdeveloped 

visual presentation of the property for the fact that there is not much to show or talk about. It 

is worth noting that there is no heading, where all of the advertisements shown above have a 

heading. This lack of a heading could signal a more pragmatic marketing approach, where the 

focus is on the basic, practical attributes of the property rather than on creating an aspirational 

image (Kress and van Leeuwen, 2006). The description itself is concise and tailored to 

address the target audience’s immediate needs, emphasizing proximity to schools, shopping 

centres, and the beach. These are the main selling points for potential buyers who want 
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convenience and affordability more than they want luxury or aesthetic appeal. However, there 

is a striking linguistic mistake in the description, "walking distance to beach" instead of 

"walking distance to the beach." This advertisement says the property is ideal for a cash 

buyer; this perhaps speaks more to a reality when low-income neighbourhood access to bank 

loans might be restricted. This could be an indication that the property is priced in a way that 

excludes traditional financing options, thus signalling that the target buyer is likely someone 

with immediate liquidity rather than someone relying on bank loans, notes Baker and 

Leedham (2014). The simplicity of the language and the minimum description in this 

advertisement reflect a preoccupation with the practical and directness to speak to the 

realities in the target market in Khayelitsha. Compared with other advertisements that are 

often more polished and well-presented in richer areas, which cater to high-end individuals. 

 

Figure 4.25: JAWITZ Khayelitsha Description 

In Figure 4.25, numerous features of the property make up its messaging, illustrating one way 

in which semiotic choices might impact how house value is perceived. For example, the 

house is painted a brown colour and walled off from the street to connote a sense of safety 

and privacy; an essential feature in the urban environment where security tends to be one of 

the primary concerns of the buyer (Kress and van Leeuwen, 2006). However, the 

surroundings are described as "sandy," which can be looked at as a negative attribute. The 

sandy landscape may point to the fact that the yard is not landscaped or nicely maintained; 

this may then indicate that the property itself is not very developed and may need additional 

work in order to enhance its outward appearance more favourably (Baker and Leedham, 
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2014). Inside the house, the walls are coloured in bright pink, which is a very bright colour 

for a house to be and at times gaudy and even offensive. In the marketing of real estate, such 

a bold colour could be used to attain a feeling of individuality or even creativity. It may also 

be unappealing for the mass market, which in reality often uses neutral tones in a bid to make 

all people feel that they belong, and to create some sort of calm, according to Schirato and 

Yell (2000). Functional as it may seem, the cramped nature of this house exudes functionality 

rather than luxury. This is in line with the target audience where space may be limited, and 

functionality is more important than space or aesthetics. This emphasis that individuals 

looking to buy in Khayelitsha focuses on functionality over comfort or luxury which is 

further expressed through the small spaces (Baker and Leedham, 2014). Overall, this 

Khayelitsha property advertisement's semiotic choices communicate a property which is safe 

and practical, though unexceptional aesthetically or spatially, for wealthy and aspirational 

buyers. Security in a less desirable environment and functional though cramped interior 

design are signs which reflect the socio-economic circumstances of the area and lower 

realistic expectations of probable buyers. 
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Figure 4.26: RAWSON Khayelitsha 

Figure 4.26 has several key phrases that reflect the marketing strategies directed toward 

particular audiences. Phrases like "Dream Home with Massive Yard & Rental Potential in 

Litha Park!" combine aspirational language, such as "dream home," with practical benefits 

like a "massive yard" and "rental potential." Such words are designed to speak directly to 

buyers who may look at this property for both their personal use and income-generating 

potential, which is increasingly the main factor in more affordable markets (Baker and 

Leedham, 2014). Here, the problem is that in the phrase "Rental Potential", there is an error 

in spelling - missing "l" in "potential." As far as this is purely linguistic this error could 

hardly be noticed by a target audience that is supposed not to be concerned with all these 

trifles but rather with real things such as size and rental value. This reflects the role of 

functional literacy in real estate marketing, where messages are tailored to be understood 

more for their practical value than for grammatical accuracy (Kress and van Leeuwen, 2006). 

"Find this rare gem" is a phrase that points out exclusivity showing that this property is rare 

looking at Khayelitsha and the price. Figure 26 conveys that this property is a rare find in 

area and price. Excessive usage of exclamation marks throughout, amounting to four, further 

conveys excitement and urgency. This is a common option in advertisements as it is meant to 

create excitement and a feeling of urgency, which would get the potential buyers to take rapid 

action, state Schirato and Yell (2000). Although, out of this context, it may seem like an 

overuse of exclamations, in real estate marketing, it is used to emphasize emotional appeal 

and try to raise urgency and excitement among potential buyers. Overall, the language 

employed in Khayelitsha advertisements is forthright, aspirational, and full of functional and 

emotive appeals about the property in question. Even with small grammatical errors, such 

advertisements manage to communicate crucial information regarding the property value and 

investment potential in such a way that speaks volumes about the needs and aspirations of the 

target audience. 
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Figure 4.27: RAWSON Khayelitsha Description 

In Figure 4.27, the images give out a lot of information as far as how the property has been 

presented to the prospective client. The images carried along on this advertisement have 

focused on the house's front, with grey cement walling, a grey gate, and maroon paint on the 

house, having one door for the garage. These features represent not only security but also 

modesty; the cement wall and the gate indicate protection in an area where safety could be a 

concern for buyers, according to Kress and van Leeuwen (2006). The colour of the house, 

maroon, is a warm colour that may indicate stability and roundedness, as is generally 

expected in family homes within the lower-income bracket, according to Goffman (1979). 

What's odd with the pictures are the repetitions, two of them are from the same angle, just 

showing the side of the house with very little change, and it has a washing line as the point of 

interest. This might seem counterproductive, considering that the selection of such similar 

images does not allow the viewer to see the entirety of the property and may be perceived as 

an attempt to downplay the features of the property or simply that no better visual material 

was available. In marketing, images often serve as a primary semiotic tool for conveying both 

the aesthetic and functional qualities of a property (Baker and Leedham, 2014). The ease with 
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which images are so simply taken with few expansive angles may signal something in 

particular about positioning the property. It may be targeting a pragmatic buyer who is more 

concerned with functionality and practicality rather than high-end aesthetics. This strategy 

can reflect the socio-economic context of Khayelitsha, where buyers may prioritize 

affordability and security over more luxurious or visually appealing features (Schirato and 

Yell, 2000). By emphasizing the basic and utilitarian features, this advertisement seems to 

say that this is an accessible, practical property without embellishments or exaggeration of its 

value. 

 

Figure 4.28: RE/MAX Unlimited Khayelitsha 

Figure 4.28 is very direct and does not elaborate much on the description of the property 

itself; the description of the house starts with the phrase "Perfectly positioned, close to 

Hospital, Schools, Public transport," which brings out the location's key selling point for a 

buyer in urban settings where one needs proximity to these vital facilities, says Goffman 

(1979). This sentence, however, also contains a language error for having missed the article 

"a" both before "Hospital" and "Schools" and for not completing the sentence. Though this 

would be considered an error it is beyond the focus of the target audience since here, the 

focus remains on the functionality of the property, not linguistic precisions. The sentence 

"Negotiation negotiations negations!!! bepre-approved" further illustrates language mistakes, 
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the word "negations" is a typo for the word "negotiations," and "bepre-approved" should read 

"be pre-approved." The language works for this group in real estate marketing. These 

mistakes and colloquialisms may even delight the target audience, conveying informality and 

friendliness, appealing to a more functional and straightforward campaign approach (Schirato 

and Yell, 2000). The overusing of question marks ("!!!") and repetition of "Negotiations" can 

be understood as attempts at urgency or at how the negotiations will not be a bother. 

Linguistic mistakes here are also not considered an obstacle but even part of the strategy, the 

marketing here is directed not at linguistic perfection but accessibility and instantaneousness. 

 

Figure 4.29: RE/MAX Unlimited Khayelitsha Description 

The semiotics for Khayelitsha JAWITZ, RAWSON, and RE/MAX Unlimited are all related 

to the discourses of affordability, access, and possibility. This reflects the socioeconomic 

realities and aspirations of low-income buyers. JAWITZ plays up the affordability by  low 

entry costs, the possibility of government subsidy, and the appeal of a first home away from 

informal settlements. RAWSON sells properties as empty canvases to paint, grow, and make 

one's life personal space while connecting proximity with transport nodes to offer value for 

money. RE/MAX Unlimited uses the rhetoric of hope and optimism. Visually, this would be 

embodied by clean modern homes reeking of stability and development. Possibility and 
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inclusion go hand-in-hand in suggesting these semiotic strategies behind the reinforcing 

brand identities as agents for accessible home ownership. It merges the use of optimistic and 

functional imagery with the use of accessible language to hook both practical needs and 

aspirations of the demographic toward a safe and better future, cementing further the 

positioning of the companies as enablers of positive transformation within underserved 

communities. 

Interestingly, a comparison of these three areas presents striking differences in semiotic 

strategies, reproducing broader societal dynamics in post-apartheid South Africa. The 

advertisements in Durbanville stress exclusivity and modernity, thus correlating with the 

economic privilege of its residents. By contrast, Mitchells Plain and Khayelitsha 

advertisements stress affordability and community, targeting their marketing to working-class 

and low-income earners. Such tailored approaches speak to how real estate marketers employ 

semiotic tools of imagery, colour, and language to align brand identity with the 

socioeconomic identity of their target audiences. The present analysis underlines the 

transformation that the South African estate market is undergoing properties advertised do 

not only speak of personal aspiration but of a wider social and economic shift in the post-

apartheid period. This indicates a more advanced understanding of semiotics, and how it can 

effectively communicate brand identity and resonate with diverse consumer needs. 

 

4.3 Summary of chapter  

Estate agents use semiotic elements to construct advertisements of real estate in Cape Town. 

This chapter has paid attention to the following three areas: Durbanville, Mitchells Plain, and 

Khayelitsha. Analyses of JAWITZ, RAWSON, and RE/MAX Unlimited advertisements have 

shown that divergent approaches to semiotics reveal diverging socio-economic backgrounds 

and hint at brand identity. High-priced properties expressed luxury, exclusivity, and 

investment, while medium and low-cost properties have used practical and family-oriented 

language and visuals to sell to other economic groups. The advertisements also reflected 

residual apartheid influences where wealthy areas, such as Durbanville, were still exclusive, 

and Mitchells Plain and Khayelitsha were portrayed more out of necessity and affordability. 

This analysis connects to the broader post-apartheid transformation by showing how 

marketing discourses subtly reinforce socio-economic divides rather than challenge them, 
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using semiotic choices to mirror the historical and ongoing economic realities in Cape Town. 

Semiotics in such advertisements not only unfold the brands themselves but also the complex 

marketing implications of post-apartheid South Africa: how language, imagery, and design 

come together to achieve messages both aspirational and practical for diverse target 

audiences. 
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CHAPTER FIVE: 

MARKETING STRATEGIES AND THEIR IMPACT ON POST-

APARTHEID 

5.0 Introduction  

The purpose of this chapter is to present data analysis of the following two objectives in 

conducting an in-depth study on real estate marketing in Durbanville, Mitchells Plain, and 

Khayelitsha within a post-apartheid South African setting: First, this chapter examines 

strategies used by real estate marketers to market property within these three identified areas; 

the effectiveness with which such methods resonate among the target audiences; and 

contributions toward promoting socio-economic transformation in a post-apartheid setting. 

The second objective deals with the greater significance of the semiotics and marketing 

discourses used, whether those choices affect property sales, and how these changes reflect or 

deny the socio-political and economic realities of the particular areas. By addressing these 

objectives, this chapter aims to connect the semiotic strategies identified earlier with their 

practical outcomes and societal impacts, offering insights into the role of real estate 

marketing in shaping perceptions and opportunities in a transforming South African society. 

 

5.1. Marketing strategies in JAWITZ real estate marketing  

The semiotic strategies in marketing properties by JAWITZ in Durbanville, Mitchells Plain, 

and Khayelitsha strongly suggest an alignment into the respective socio-economic contexts of 

the particular areas. The use of specific signs, symbols, and language targeted at diverse 

demographics in each area effectively positions JAWITZ as a high-end and professional 

brand in the real estate market. These semiotics are, however, not only assisting in selling 

houses but are furthering the transformation process of the property market in South Africa 

by reinforcing or reshaping socio-economic identities in the post-apartheid era. What makes 

JAWITZ different from any other agency in the South African property market is the way the 

traditional practices have been blended into a digitally modern strategy. Its user-friendly 
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website carries detailed property listings, market insights, and personalized resources for 

buyers, sellers, and renters reflecting professionalism and expertise at the level of a leading 

brand. On Property24, they make use of good visuals and thorough descriptions to attract 

potential buyers. Through social media platforms, both Facebook and Instagram, JAWITZ 

encourages discussion through aesthetically pleasing visuals, updated information on the 

industry, and featuring properties, thus creating an interactive area for their clients. Such a 

method not only trains but also helps in gaining confidence among its viewers. In addition to 

this, JAWITZ applies the "high-touch, high-tech" approach in their business: using 

technology to reach, yet still having personal contact, which explains their stronghold in the 

market. It is this blend of innovation and tradition that has made them relevant and successful 

in an ever-changing industry. 

The semiotic strategy evoked in premium-priced properties such as R7,950,000 in 

Durbanville is that of exclusivity, status, and affluence. As seen in Figure 4.12, high-

resolution images showcasing interior luxury, manicured gardens, and sophisticated finishes 

create an aspirational narrative that will surely appeal to an upper-middle-class or high-net-

worth audience. Phrases such as "Idyllic Setting" and "tranquillity and charm" in Figure 4.13 

further drive home the point that this is a symbol of wealth and high social status, speaking to 

an elite, high-end suburb. The JAWITZ branding strategy here is to imply stability and 

professionalism, with its mission statement emphasising personal service and expertise to 

clients. The semiotics within this advertisement serve to reinforce Durbanville's historical 

positioning as an aspirational area, continuing the post-apartheid trend of catering to higher-

income buyers in spatially segregated regions. While aspirational semiotics, on the other 

hand, speak to those that have prestige, they do point to some of the divides that are yet to be 

broken down in the different socio-economic groupings in Cape Town.  

The Mitchells Plain property is a total contrast in that it sells for R1 149,000 and employs 

semiotics aimed at the upwardly mobile middle class. As seen in Figure 18, the images are 

rougher and lean toward functionality and practicality, highlighting open-plan living spaces 

and secure locations. These signs speak to a more modest lifestyle, with an emphasis on 

family values and affordability. Words like "perfect for growing family" and "remote 

controlled front gate" shown in Figure 4.19 appeal to middle-income buyers who would 

rather be practical than flashy. The use of bright, inviting colours in the advertisement speaks 

of warmth and community, placing Mitchells Plain as a place of promise and belonging. 
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Where in Durbanville JAWITZ was all about exclusivity, he had to adapt the approach in 

Mitchells Plain to suit the socio-economic realities found within the area. Such a shift, 

therefore, speaks to changing socio-economic dynamics in the post-apartheid era where areas 

like Mitchells Plain are being transformed into more middle-class settings, and the buyers 

here are looking for stability, security, and more affordability in their journey up the 

homeownership ladder.  

Lastly, the Khayelitsha advertisement, for R 250,000, focuses a great deal on issues of 

affordability, accessibility, and basic functionality. Looking at Figure 4.24, there is a sparsity 

of images featuring simple, functional housing structures which will address basic needs for 

first-time homebuyers. This property is relatively affordable and is near public transportation; 

it is being marketed as a "We are happy to present this 1 bedroom home" in Figure 4.25 for 

people entering the formal housing market for the first time. This semiotic strategy speaks to 

the aspirations of low-income buyers, offering a sense of inclusion and upward mobility. The 

language used here is hopeful, with the property framed as a stepping stone toward a better 

future. JAWITZ's semiotic choices in Khayelitsha align with post-apartheid narratives of 

empowerment and economic integration focused on providing opportunities for previously 

marginalized groups to enter the property market. On the other hand, the advertisements total 

lack of sumptuous visuals or aspirational imagery might reinforce views of Khayelitsha as an 

uncared-for place, pointing toward continued challenges in the attempt to address apartheid 

spatial planning legacy.  

 

JAWITZ's property advertisements are packed with the linguistic and semiotic presence of 

power dynamics and socioeconomic position within post-apartheid South Africa. Language 

thus mediates to establish precise conceptions about exclusiveness, aspirational attainment, or 

availability in the context of estate advertising. For example, Durbanville focuses on luxury 

estates, words such as "idyllic," "tranquillity," and "luxury" were used with high efficacy in 

driving a description regarding wealth and prestige. By contrast, Mitchells Plain and 

Khayelitsha use more pragmatic and inclusive language that highlights security, affordability, 

and the possibility of social mobility. These discourses do not only sell properties but also 

form part of the continuous socio-political transformation of South Africa, fitting into 

changing identities and aspirations in post-apartheid spaces (Fairclough, 2003). The ability of 

JAWITZ to change its message according to the socioeconomic category is indicative of a 
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strategic manipulation of linguistic power in order to shape the socioeconomic topography, 

reflecting and reinforcing broader changes in the country's real estate market. 

These three advertisements illustrate how JAWITZ adapts its semiotic strategies to the 

specific socioeconomic realities of Durbanville, Mitchells Plain, and Khayelitsha. While in 

Durbanville the semiotics are all about exclusivity and affluence, in Mitchells Plain, it's all 

about practicality, security, and family orientation for the emergent middle class. The 

semiotics in Khayelitsha speak much more to the first-time homeowner who has hope and is 

inclusive in his mind regarding affordability and function. Further, the ability of JAWITZ to 

reposition the messaging to a specific socio-economic category evidence adaptability within 

post-apartheid South Africa, where today's property market is increasing in diversity and 

inclusivity. On the other hand, various semiotic strategies underpin not only a 

socioeconomically fragmented Cape Town but also the potentials and problems 

accompanying the reformation of a real estate market from an entirely segregate past to an 

inclusively representative post-apartheid one. Such semiotic choices represent more than 

selling real estate; they are also cultural artifacts engaged in the ongoing socio-political 

transformation of South Africa. Accordingly, JAWITZ marketing strategies are both 

commercial and ideological since they reinforce or question historical spatial identities in an 

attempt to fulfil market needs. 

 

5.2 Marketing strategies in RAWSON real estate marketing 

The semiotic strategies of RAWSON for marketing properties in Durbanville, Mitchells 

Plain, and Khayelitsha will reflect the socio-economic landscapes of these areas while 

positioning the brand as a professional and trusted real estate entity. Catering to a different 

market segment, RAWSON uses different semiotic strategies which both constitute existing 

socio-economic divisions and hint at the subtle transformation of the post-apartheid property 

market. These strategies also lie in line with the company's broader goal of vending 

properties while trying to take part in the ever-transforming face of South Africa. RAWSON 

is an ethical, professional estate agency that genuinely puts clients at the heart of the 

business. The approach would then be to impress through this website and digital listings, 

serving detailed personalized services in the buying and selling of properties. Their web page 

features a very big portfolio of properties from detailed descriptions of properties, even up to 
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virtual tours, with testimonials from clients.  Furthermore, it cements them as one of the 

reliable and knowledgeable agencies. RAWSON makes effective use of Property24, which is 

one of the most popular property portals in South Africa, to extend its reach and ensure that 

its listings are seen by interested buyers throughout the country. Equally appealing is the 

social media presence wherein regular activity is posted on Facebook and Instagram, among 

others, regarding new properties, market trends, and client success stories. This blend of 

digital tools with customer-focused messaging enables RAWSON to be differentiated from 

competitors because such firms have married high tech with a personal touch so well. This is 

in line with what was said by Kaplan and Haenlein (2010) and Yadav et al. (2021). The 

critical factor differentiating RAWSON in such a competitive market is that it can represent 

itself both as innovative and approachable. 

 

The advertising strategy for Durbanville Hills by RAWSON Properties best describes how 

the company approaches buyers of high-net-worth nature who seek exclusivity in their 

luxury. From where clean, minimalist architectural shots to expansive lawns and beautiful 

mountain views reflect an aspirational lifestyle of just wealth and privilege. Other phrases, 

such as "prestigious location," "entertainer's dream," and "luxurious finishes," are linguistic 

markers of affluence, conjuring up images of an upper-class, status-driven community.  

 

By positioning Durbanville as an exclusive area, RAWSON taps into deep-seated historic 

connotations of the suburb as a place where wealthy, principally white communities have 

traditionally resided. In this advertisement, the agent subtly sustains the historic market 

position of Durbanville as a bastion of wealth through this ad and positions RAWSON as a 

key player in maintaining this socio-economic divide and attracting clients looking for 

properties that reinforce their standing within society. The high-end visuals that RAWSON 

employs as seen in Figure 4.14 above, along with the emphasis on exclusivity, suggest a 

branding strategy leveraging continuity with the past but to a clientele whose aspirations are 

set in privilege. This is in line with RAWSON's greater brand persona: professional and 

highly serviced to a status-seeking elite. 
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While Rondevlei Park's advertisement Mitchells Plain semiotic shifts to address aspirations 

toward a middle-class buyer, the semiotics used by RAWSON are more earthy and practical, 

with features of functionality, security, and family-friendly. Looking at Figure 4.20 above, it 

boasts pictures of modest but neat properties with functional space, secure yards, and in a 

straightforward design, to the buyers who look for stability and community. The search for 

"perfect family homes" and "secure neighbourhoods" suggests the notion of safety and 

security - the concept that will increasingly appeal to a rising middle class in Mitchells Plain. 

Semiotic elements for this advertisement are less luxurious, more accessible, and 

representative of upward mobility within a stable environment. This use of warm colours and 

community-oriented language positions Mitchells Plain as a space for upwardly mobile 

families who view home-ownership as one way of securing future generations. While 

RAWSON still uses his brand of professionalism, the emphasis on security, community, and 

affordability is strikingly different from the aspirational tone used in the Durbanville 

advertisement. The strategy underlines RAWSON's ability to adapt to a wider socio-

economic spectrum, an example of the burgeoning middle class in post-apartheid South 

Africa, populated by those with aspirations toward social and economic betterment. 

 

The Ilitha Park Khayelitsha advertisement is, in terms of affordability and access, targeted at 

first-time homebuyers. In these semiotic choices, the emphasis is on basic needs, 

functionality, and practicality over aspiration. As seen in Figure 4.26 above, pictures are 

basic, showing homes with basic amenities, and point out proximity to public transport. 

Descriptive phrases such as "incredible investment potential" and "perfect for families" speak 

directly to the perceived needs of the target market in providing homes that are both 

reasonably priced and well-located.  

 

Unlike the other two advertisements, the Ilitha Park listing does without aspirational language 

and luxury imagery. This would be in concurrence with the economic realities of 

Khayelitsha's target market for whom house ownership often needs to be circumscribed by 

current financial realities. The semiotic strategy here, employed by RAWSON in Figure 24, 

speaks directly to basic housing needs for a market that has long been marginalized. 
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Emphasis on accessibility and basic functionality speaks volumes to the economic limitation 

of the area while at the same time subtly hinting at the social mobility potential which home 

ownership is supposed to confer on people in Khayelitsha. While this approach is more 

functional than aspirational, it speaks to the broader socio-political context of post-apartheid 

South Africa within which areas like Khayelitsha are undergoing economic rejuvenation; an 

emerging market, so to speak, being integrated into the broader urban economy with 

connectivity and public transportation. The minimalistic approach might be seen to 

perpetuate the socio-economic divide that has prevailed between poorer neighbourhoods and 

affluent suburbs, such as Durbanville. 

 

The semiotic strategies of Rawson Properties reflect the socio-economic divisions of South 

Africa but also make adjustments according to different market segments in Durbanville, 

Mitchells Plain, and Khayelitsha. Because RAWSON relies heavily on Property24 and social 

media as a broadening mechanism to reach their audiences across different socio-economic 

groups, their messaging has to be framed correctly for them. This also makes the language 

appeal more in line with that agency's needs for a fast-changing world. The lexical choices in 

RAWSON advertisements elucidate deep-seated interrelations between language, identity, 

and socioeconomic status. Such strategies speak to different market needs, they are still 

instrumental in the perpetuation of the status quo by reinforcing the already existing socio-

economic structures. Nonetheless, there is still room for RAWSON to be much more 

inclusive with regard to messaging and support of the middle-class or first-time buyer bridge 

between wealthy buyers. This can also help to resolve the remaining socio-economic 

cleavage in post-apartheid South Africa by pointing to a more expansive view of 

homeownership. 

 

The three advertisements in their entirety convey the semiotics of RAWSON in reaching out 

to specific socio-economic sectors of Cape Town while retaining one salient brand identity-

professional, reliable, and proficient. In Durbanville, the semiotics is exclusivist, with 

RAWSON posing as the perfect agent for the wealthy looking for upmarket houses. Mitchells 

Plain is about security and family; Khayelitsha is for the affordable price, an appeal to a 

middle class that values stability and safety versus first-time buyers facing economic barriers. 
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These differentiated strategies speak to the continued impact of apartheid-era spatial planning 

on the property market, as RAWSON navigates the demographics while reinforcing socio-

economic divisions effectively. At the same time, however, the branding strategies insinuate 

that there is some room for a more inclusive narrative in future advertising. With RAWSON 

focusing on aspirational messaging for all socio-economic classes, they can contribute toward 

the realization of a more inclusive post-apartheid vision of homeownership-not just as a 

status symbol or an indicator of stability but as an avenue to empowerment across all divides 

in South Africa. While RAWSON's strategies are pretty effective in the sale of properties 

within their respective market segments, semiotic choices made in each advertisement reveal 

that though the company may adapt to different market needs, it is also reinforcing the 

existing socio-economic divides. RAWSON could adopt an integrated branding approach 

toward home buyers across all socio-economic lines, thus making a positive contribution to 

transforming post-apartheid South Africa and supporting the country's more inclusive vision 

of housing. This would therefore presuppose a readjustment of the language and images used 

in the marketing of properties, so that aspirational narratives are directed not just to rich 

buyers but also to middle and poor buyers who equally aspire for upscale mobility. 

 

5.3 Marketing strategies in RE/MAX Ultimate real estate marketing 

RE/MAX Unlimited applies various semiotic strategies within marketing campaigns and 

effectively targets different socio-economic segments of the property market in Cape Town. 

These depend on the combination of visual and linguistic choices, brand positioning that 

reflects and perpetuates socio-economic divides, and at the same time contributes to the 

marketing of properties in post-apartheid South Africa. Using different semiotic strategies in 

their advertisements for Vierlanden (Durbanville), Mitchells Plain Central, and Khayelitsha, 

RE/MAX Unlimited speaks to diverging market needs while at the same time reinforcing or 

challenging the legacy of apartheid-era spatial and economic inequalities. RE/MAX 

Unlimited claims to be the global real estate leader in service, committed to helping 

consumers achieve their objectives. Other than by mission, this comes into focus when 

considering its digital strategy: on social media, RE/MAX Unlimited showcases properties, 

engages prospects, and shares success via regular activity on Facebook and Instagram. Their 

online strategy is to reach their audience in every way that it could easily be through a 

website. RE/MAX Unlimited insists on how complete and easy it is to navigate this website. 
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Again, their future partnership with Property24 will further make property listing widely 

exposed to so many types of viewers; consequently, their exposure within the South African 

estate market remains very high. The integration of traditional and digital marketing 

techniques differentiates RE/MAX Unlimited, making it a forward-thinking brand that values 

customer satisfaction but also embraces the power of modern technology, which is supported 

by Kaplan and Haenlein (2010) and Chaffey (2015). They are unique in their approach 

because they consistently stress global reach while maintaining a strong local presence, 

offering personalized services backed by a well-established international brand. 

 

The semiotic strategies used in this advertisement for properties in Durbell clearly indicate 

that high-income buyers are being targeted. Looking at Figure 4.16, the sleek, modern homes 

in this advertisement boast expansive, open plan designs with high-end finishes to suggest 

sophistication and luxury. The use of phrases like "redefined luxury" and "Exclusive 

Mandate" in Figure 4.17 shows exclusivity and prestige, positioning the property as a high-

value asset that appeals to affluent buyers.  

 

These have been told by the colour scheme of stability, sophistication, and refinement in 

concert with the aspirations of its target market for wealth and social status. These semiotics 

reflect the historic identity of Durbanville: an area associated with affluence throughout 

history, being a predominantly white, high-income suburb during apartheid. While it is now 

seen as a more inclusive neighbourhood, that lingering semiotic sense of exclusion hangs on. 

This branding here by RE/MAX Unlimited focuses on professionalism and a promise of 

long-term value, leveraging its global reputation for safety and investment security. But this 

does risk the tendency to overemphasize affluence and exclusivity, polarizing socio-

economic divisions further. The positioning could thus be more appealing to a particular 

target interested in status and financial security, entrenching the historical pattern of wealth 

concentration in certain areas. 

 

On the other hand, the advertisement for Mitchells Plain Central targets the middle-income 

market with the selling points of affordability, stability, and family life. Looking at Figure 

https://uwcscholar.uwc.ac.za/home



 

109 
 

4.22, the pictures depict a humble, neat home with clear indications that it is functional, safe, 

and comfortable. Using words like "Perfect Family Home" and "Incredible Opportunity" in 

Figure 4.23 suggests functionality and convenience, thus reinforcing this property as a sound 

base for upwardly mobile families.  

The colour palette is so much warmer in this advert-earthly tones, brick facades that are very 

homely, safe, and warm. The language used highlights proximity to essential services such as 

public transport-a feature which endears the purchase to buyers who are chasing affordability 

with convenience. This is a common strategy employed in post-apartheid property marketing 

to address the growing middle class in areas such as Mitchells Plain, which has transformed 

into a predominantly coloured, middle-class community. This is the branding of RE/MAX 

Unlimited, balancing aspiration with practicality, reflecting Mitchells Plain's transformation. 

The semiotics here reflect a middle-income buyer aspirant with a need for stability and 

upward mobility at the same time with finite finances. The advertisement focuses on family 

and security to place Mitchells Plain as an area that offers social mobility through 

homeownership, aligning to broader socio-economic aspirations from a post-apartheid South 

African middle class. 

 

The Khayelitsha advertisement targets a first-time homebuyer in a lower-income bracket. The 

semiotic strategy here is one of functionality and affordability, rather than aspiration or 

luxury. Figure 4.28 shows pictures of basic, no-frills home with an emphasis on the very 

basic facilities that would make life reasonably comfortable. Terms like "Perfect for a starter 

family or investment" and "Perfectly positioned, close to Hospital, Schools, Public transport 

and exit routes R300 to N1 or N2" are used in Figure 4.29 which denote practicality, amenity, 

and convenience, but not luxury.  

 

The colour scheme is minimal, subdued tones reflecting the unornamented nature of the 

properties being sold. The focus is firmly on the utility of the property, with little emphasis 

on the surrounding neighbourhood, which might suggest lingering stigmas associated with 

historically marginalized areas like Khayelitsha. This reflects the socio-economic realities 

faced by lower-income buyers who prioritize affordability over luxury. For RE/MAX 

Unlimited, it speaks precisely to the financial constraint of a Khayelitsha target market 
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looking toward property as an entryway to the community. Through aspirational rhetoric, the 

advertisement represents a pathway toward increased economic security on behalf of the 

members. However, this plays down the aspiration aspect and reinforces socio-economic 

hierarchies. This makes it even harder for potential buyers to recognize themselves achieving 

upward mobility by owning a home in places like Khayelitsha. 

 

The semiotic strategies of RE/MAX Unlimited across the three areas of Vierlanden in 

Durbanville, Mitchells Plain, and Khayelitsha aptly reflect the socio-economic cleavages that 

have carried through into post-apartheid South Africa. The branding for Vierlanden has a 

strong aspirational emphasis, signalling exclusivity and investment, while the Mitchells Plain 

ad strikes a balance between practicality and aspiration, targeting a middle-income 

demographic. The Khayelitsha advertisement focuses on affordability and basic functionality 

alone, reflecting the financial limitations of the target market. While RE/MAX Unlimited 

positions its brand as professional and trustworthy across these listings, the aspirational 

quality communicated varies from one advertisement to another in meaningful ways. These 

differences represent ongoing challenges around spatial and economic equity within the 

housing market in post-apartheid South Africa. While advertising strategies pander to the 

financial capabilities of catchment groups, they are at the same time embedded in the socio-

economic stratification that continues to mark property markets in South Africa. 

 

It therefore becomes evident that the semiotic strategies RE/MAX Unlimited uses to market 

properties in Cape Town, that language and imagery carries immense power in building up 

perceptions of wealth, status, and accessibility. With the way the company segments its 

market into high-income, middle-income, and lower-income buyers, the message cements 

existing socio-economic divisions, yet simultaneously reflects post-apartheid transformation 

in the property market. The use of digital platforms along with its strong local presence on 

Property 24, demonstrates how RE/MAX reaches diverse socio-economic groups while 

maintaining global brand appeal. While these strategies may increase market reach, they also 

run a significant risk of perpetuating socio-economic divisions-presenting property as either a 

tool for social ascent or a commodity for the privileged. It shows that the brand's message has 

represented change and constraint in the South African post-apartheid housing market.  
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Additionally, each of these methods has certain effectiveness in terms of helping in the 

transformation of a post-apartheid South Africa. Thus, RE/MAX Unlimited supports the 

buyer's ability to locate affordable housing that is within the reach of the buyers while, on one 

hand, creating exclusivist discourses that separate others in cities such as Durbanville. In this 

respect, the Mitchells Plain ad does depict progress and stability, yet perhaps does not 

confront broader socio-economic hierarchies either. The semiotic strategies taken up by 

RE/MAX Unlimited give insight into the intricacy of real estate marketing in a post-apartheid 

context. Whereas this is the brand that addresses varied and emerging socio-economic 

markets' needs, the brand inadvertently contributes to continuous segregation in housing 

markets along socio-economic lines. These underline the challenges that remain in achieving 

true transformation and equity in the housing sector. RE/MAX Unlimited is, therefore, well 

placed to construct messages that include everyone, with overtones of transcending previous 

divisive history, fostering more inclusive visions of property ownership in all strata of 

economic society. 

 

5.4 Implications of semiotics and discourses in selling properties in post-

apartheid South Africa 

Semiotics and discourses in property marketing are particularly meaningful in the context of 

post-apartheid South Africa in terms of shaping perceptions of such areas. An analysis of 

how Durbanville, Mitchells Plain, and Khayelitsha are presented today demonstrates how 

past socio-economic divisions are being reengaged or subtly remade through estate agent 

marketing. The language, imagery, and framing in property advertisements express the 

historical context of each area, which in turn affects how potential buyers view these 

neighbourhoods and their potential for upward mobility or stability. 

 

Durbanville, once considered one of the most exclusive suburbs, with high property prices 

reflecting its high social standing, even to this day in post-apartheid South Africa, is little 

changed. Exclusivity, luxury, and affluence are again emphasized in the property marketing 

here through semiotic choices like sleek, modern architecture and aspirational language 
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("prestigious location," "luxurious finishes"). These elements uphold the socioeconomic 

hierarchies created under apartheid, where areas like Durbanville were reserved for the 

privileged. Though the area now markets itself as inclusive, its real estate still targets mainly 

higher-income buyers, perpetuating the legacy of apartheid spatial segregation. Thus, while 

there is a veneer of transformation, the branding is still in favour of economic powers, 

underlining how incomplete the societal transformation still is. 

 

Mitchells Plain, which was created as essentially a coloured working-class area, has 

undergone significant socio-economic changes since the end of apartheid. Here, property 

marketing balances aspiration and accessibility by positioning homes as "ideal family homes" 

in "secure neighbourhoods." The semiotics deployed-warm colours and functional imagery-

are reflective of a middle-class, family-oriented lifestyle. In the branding of Mitchells Plain in 

real estate adverts, growth of its middle class is recognized but modesty and stability are still 

cultivated as attractive to upwardly mobile families. It could be an indication that the 

approach might suggest a transformation toward a more stable, economically active middle 

class, but it does not escape the remnants of apartheid-era stigmas. The apparent 

transformation in Mitchells Plain is still very different from the wealthier suburbs, such as 

Durbanville. 

 

Khayelitsha is one of the largest townships in Cape Town, formed under apartheid as a site to 

which black and coloured South Africans were forcibly removed. Here, the property 

advertisements focus strongly on the aspects of affordability and functionality, hence 

highlighting the homes as "starter homes" or properties with "great potential." The semiotic 

strategies of the advertisements downplay aspiration in favour of practicality. The real 

striking difference in the marketing effort between Khayelitsha and places like Durbanville 

reflects the continued economic and social marginalization of historically disadvantaged 

communities. While infrastructural improvements and increased services have indeed made a 

difference, the way property is marketed in Khayelitsha is about a place that is essentially 

denied the wealth-infused transformation narratives of so much of the rest of Cape Town. 

The semiotics here emphasize the deficiency rather than the room for improvement, and thus 

reinforce the still-present socio-economic divisions within post-apartheid South Africa. 
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It becomes apparent, then, that semiotics and discourses in property marketing both within 

Durbanville, Mitchells Plain, and Khayelitsha reflect the continued presence of apartheid-era 

inequality and its uneven, sometimes slow march toward transformation. While Mitchells 

Plain reveals upward mobility and the development of a middle class, Durbanville and 

Khayelitsha are still reflecting a divide between rich and poor in their marketing strategies. 

The semiotics of each area-exclusivity, practicality, or affordability-reinforce the 

socioeconomic trajectories rooted in South Africa's apartheid past, and while transformation 

may be occurring at the local level, it is incomplete at the broader level of society. It follows, 

therefore, that property marketing either cements the divisions or challenges them. The 

question of whether such marketing is effective in the pursuit of a genuinely changed world 

still has to be answered. 

 

5.5 Summary of chapter 

This chapter thoroughly explains the semiotic strategies employed in real estate marketing in 

Durbanville, Mitchells Plain, and Khayelitsha, paying particular attention to how these 

strategies reflect the socio-economic realities of each area. The marketing of Durbanville 

reflects luxury and exclusivity, entrenching historical socio-economic divides. The marketing 

of Mitchells Plain is still modest, but growing middle-class and a sense of stability reflect 

some socio-economic progress. By contrast, Khayelitsha sells affordability and convenience, 

while sustaining the space for low-income groups and emphasizing their marginalization. 

These marketing strategies are symptoms of the unevenness of post-apartheid transformation: 

if areas like Mitchells Plain present some kind of socio-economic mobility, Durbanville and 

Khayelitsha suggest ways in which economic inequalities have been retained. This chapter 

demonstrates how real estate marketing both shapes and reflects these socio-economic 

divides, underlining the difficulties of socio-economic equality for post-apartheid South 

Africa. 
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CHAPTER SIX:  

GENERAL CONCLUSIONS 

6.0 Introduction 

The chapter provides the general conclusion of the study in comparative analysis of the 

findings on the five research objectives. It synthesises insights gained from the review of the 

marketing strategies of real estate in Durbanville, Mitchells Plain, and Khayelitsha in terms 

of effectiveness, framing public perceptions, and deepening socio-economic transformation 

in post-apartheid South Africa. It considers what such findings imply for the broader impact 

semiotics and marketing discourses have in either perpetuating or challenging inequalities 

created through history. Chapter 6 also explores the intersections of language, identity, and 

socio-economic realities within real estate marketing; it draws connections between targeted 

strategies for each area and their alignment with broader societal goals. Through such 

reflection, the chapter also aims to underline successes, limitations, and potential areas of 

improvement toward meaningful transformation in property marketing within an evolving 

socio-political context in South Africa. 

 

6.1 General remarks 

This research considers semiotic strategies and discourses of real estate marketing within a 

broad socio-political perspective on post-apartheid South Africa in three areas. Further 

unpacking revealed how language, imagery, and branding are strategically used in appealing 

to targeted sections of the socio-economic divide to shape conceptions of space, identity, and 

opportunity. Often, such strategies reflect historical and economic realities as part of the 

impact of apartheid eras of inequalities. 

 

Durbanville presents itself as aspirational and exclusive in its marketing, using semiotics that 

denote affluence, investment, and luxury. On the other hand, Mitchells Plain balances 

https://uwcscholar.uwc.ac.za/home



 

115 
 

aspirations of middle-class stability with practical messaging that signals economic mobility 

while reinforcing area growth in prominence among working-class families. Khayelitsha 

advertisements emphasize affordability and function over desirability, an accurate barometer 

of continued economic hardships among historically disadvantaged communities. 

 

This underlines, at a linguistic level, how real estate marketing can cement or disrupt socio-

economic stratification. The semiotics of Durbanville reinforce exclusiveness, whereas that of 

Mitchells Plain reveals some shifts toward inclusiveness. In Khayelitsha, pragmatic interests 

underscore the difficulty of aspirations within disadvantaged areas. Such findings reveal that 

marketing strategies may have adapted to the inclusion of a broader demographic base but 

more often reflect persistent inequalities rather than an active dismantling of such. This 

research demonstrates the potentially transformative power of real estate marketing in post-

apartheid South Africa. Through a strategic process of semiotic choice in light of inclusive 

and equitable goals, marketers may position themselves to countermand historical divisions 

and further an integrated housing market. At the same time, this study shows that doing so 

requires even more overt efforts to transform the narrative surrounding spaces associated with 

marginalization. It follows, therefore, that these results argue for a more critical engagement 

in the use of language and imagery to attain equitable social and economic outcomes in South 

African real estate marketing. 

 

6.2 Comparative reflections on the objectives  

This research examines the semiotic and discursive strategies of real estate marketing in 

Durbanville, Mitchells Plain, and Khayelitsha, and their implications for post-apartheid 

transformation. Comparatively analysed, the objectives bring to light important insights into 

how semiotics not only shape consumer perception but also reflect broader socio-economic 

and spatial realities. 

 

The first objective brings to light the semiotics of constructing brand identities that resonate 

with the demographics of each area. For example, the advertisements from Durbanville speak 
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of luxury, exclusivity, and investment potential, which is in keeping with this suburb's 

historic identity as an affluent suburb. Conversely, Mitchells Plain focuses on middle-class 

aspirations, while Khayelitsha emphasizes affordability and practicality. This distinction 

shows how brand identities continue to be implicated in apartheid's spatial and socio-

economic legacies, suggesting that, while semiotics may serve target markets, they 

simultaneously reinforce inequality. 

 

The second objective pursued how semiotic resources such as colour, language, and imagery 

fabricate narratives that appeal to selected audiences. Neutral shades imply sophistication in 

Durbanville, while warmer tones are used in Mitchells Plain to make a house a home and to 

speak to progress; in Khayelitsha, messaging is functional and low-cost, speaking to need, not 

aspiration. Such methods successfully address the targeted buyer but rarely manage to 

unsettle long-engrained social gradations. Marketing discourses subtly extend the spatial and 

economic segregations of the past, even as they try to serve plural markets. 

 

The third objective is to indicate how semiotics convey deeper meanings on the properties 

and the companies marketing those properties. In Durbanville, there is a feel and the 

messaging is pitched along lines of affluence and exclusivity to sell houses as status symbols. 

The semiotics across Mitchells Plain balance a pragmatic core with a hint toward visions of 

upward mobility, whereas Khayelitsha simply sells basic needs. Comparative reflection 

allows one to view how while semiotics effectively carries distinct values of different brands, 

semiotics also reflects very particularized socio-political realities across each area, testimony 

that inequalities persist well beyond the ambitions of post-apartheid. 

 

The fourth objective attempts to explore how strategies of marketing properties are 

implemented. For Durbanville, high-end branding attracts high-income earners and confirms 

the area as exclusive; in Mitchells Plain, appeal to middle-class stability resonates with its 

growing demography; in Khayelitsha, more affordable marketing does well by appealing to 

first-time homeowners. These are, however, far from being inclusive strategies as they are 
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steeped in historical spatial divides. Although they deal in properties, the potential for socio-

economic transformation is limited as they rarely question established hierarchies. 

The fifth objective underlines the greater societal relevance of these semiotics. Durbanville's 

marketing maintains exclusiveness, Mitchells Plain's discourses encourage gradual upward 

mobility, while Khayelitsha's messages are those of a struggle that is yet to attain basic 

equity. Taken together, these would seem to suggest that real estate marketing may grease the 

wheels for the market at this moment in time but does little to challenge apartheid's legacy. 

These semiotics and discourses present a transitioning society still wracked by systemic 

inequalities. 

 

Linked to the title of this research, this study demonstrates how real estate marketing reflects 

and shapes socio-economic and spatial realities in Cape Town. Semiotic strategies that 

articulate brand identities and resonate with specific audiences also foreground enduring 

divides. A linguist would say that such an analysis underlines the role of language and 

imagery in the perpetuation or challenging of social structures. While doubtless there is a hint 

of progress, this weight of its historical inequities continues to impede the transformation that 

real estate marketing can bring. This thus calls for more inclusive and aspirational semiotic 

strategies adding meaning to South Africa's socio-economic transformation. 

 

6.3 Implications of the study 

The implications of this study show how semiotics and discourses of marketing shape the real 

estate narratives and societal perceptions in post-apartheid South Africa. By analysing 

Durbanville, Mitchells Plain, and Khayelitsha, this research identifies occurrences in the way 

marketing strategies align with historical socio-economic division. 

 

While semiotics, such as specific imagery, language, and branding, serve effectively to target 

distinct audiences, they also reflect and reinforce existing inequalities. This represents tension 

between advertising priorities and social responsibility, for marketing tends to lean toward 
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sales rather than the promotion of unity and equity. The study further illustrates how real 

estate marketing reflects a lens through which broader dynamics in society can be seen, 

which demand more inclusive messaging to disrupt entrenched divides. It is now an 

opportunity to reimagine their marketing strategies to foster integration and equity, 

positioning strategies not as mere economic gain but as a contributor toward societal 

transformation in a still-divided South Africa. 
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