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B Executive Summary

Project: User Experience Research Initiative: R8

Objective: Enhance the buyer search experience on REALTOR.ca to
inform the R8 Redesign

My Role Duration Tools Used
UX Researcher 6 weeks Figma
Project Lead UserTesting

Confluence



B Results

Key Findings

« Empowering Users Through Education: All

buyers, especially newcomers to Canada,
struggle with real estate terms in some
capacity. Educational resources can greatly
help.

Experience Disparity: New REALTOR.ca
users face challenges due to unclear
guidance and visuals compared to
experienced ones.

User-Friendly Filters: Buyers need easy-to-
use filters to navigate listings and stay
engaged.

Research Transition: Buyers search
behavior move from casual exploration to
detailed research but on REALTOR.ca, they
find it hard to access sold history on PDP.

Recommendations

« Implement onboarding for user education.
« Improve filter visibility and usability.

« Enhance REALTOR information and support.
« Provide flexible search options and tips.

(ﬂ Next steps

Implement changes to the R8 design for further
validation testing.



B Introduction

Background information

This project builds upon
our 2023 rental journey
research within
REALTOR.ca

Previous Research

We identified a significant gap in supporting
renters on REALTOR.ca, marked by insufficient
guidance, including inadequate information,
support, and features tailored to rental
searches, leading to the perception that the
platform does not sufficiently support rental
searches.

Context

As we prepare for the upcoming R8 redesign, it's
crucial to align our buyer findings with our
understanding of renters to create a more
comprehensive user experience.


https://crea2.sharepoint.com/sites/REALTOR.caProductTeam/Shared%20Documents/Forms/AllItems.aspx?id=%2Fsites%2FREALTOR%2EcaProductTeam%2FShared%20Documents%2FUX%20Team%2FProjects%2FRentals%5FResearch%5F2023%2FUT%2DResults%20%2D%20Exploratory%20Rental%20Research%2Epdf&parent=%2Fsites%2FREALTOR%2EcaProductTeam%2FShared%20Documents%2FUX%20Team%2FProjects%2FRentals%5FResearch%5F2023
https://crea2.sharepoint.com/sites/REALTOR.caProductTeam/Shared%20Documents/Forms/AllItems.aspx?id=%2Fsites%2FREALTOR%2EcaProductTeam%2FShared%20Documents%2FUX%20Team%2FProjects%2FRentals%5FResearch%5F2023%2FUT%2DResults%20%2D%20Exploratory%20Rental%20Research%2Epdf&parent=%2Fsites%2FREALTOR%2EcaProductTeam%2FShared%20Documents%2FUX%20Team%2FProjects%2FRentals%5FResearch%5F2023

B Introduction

Problem space

There is a need for a more in-depth
understanding of how different
buyer personas search for
properties within REALTOR.ca.




B Introduction

Research goal

To understand and enhance the property buying search
experience on REALTOR.ca.

In order to achieve this, we must:

Explore Understand Evaluate

The complexities of the The challenges, objectives, The effectiveness of the
current search journey. and motivations of buyers. various touchpoints.



Bl Research method

Research plan

e 1:1 Moderated
Interviews

e Tool: UserTesting.com

 Sampling:

A screener was used to select 12 participants
divided into two groups: the 'User' Group, which
included individuals familiar with REALTOR.ca, and
the 'Non-User' Group, consisting of those unfamiliar
with REALTOR.ca.

Within each group, participants were further
divided into 'App' and 'Desktop’' subgroups based
on their preferred method of finding real estate.

Canadians actively looking to purchase
a home in the next 12 months

A

\
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6 Users “l actively use 6 Non-Users “Not
REALTOR.ca” familiar with
REALTOR.ca”
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B Research method

Buyer personas

We categorized each o First Time Home Buyers

pa rtiCipa nt into various Purchasing a home for the first time and
buyer 'tyPES' based on has not owned a property in the past.
personas from previous |

Previously purchased and owned a home
research. These personas and is now in the process of purchasing

another property.

were identified during | ¢
nvestors

the study through self-
: - 4 : Purchases residential properties with the primary
identification. goal of generating income or profit.



https://crea2.sharepoint.com/_layouts/15/sharepoint.aspx?q=buyer%20persona&v=search
https://crea2.sharepoint.com/_layouts/15/sharepoint.aspx?q=buyer%20persona&v=search

B Results

Research Results

Integrating buyer and
rental insights for R8
recommendations.




B Results

Journey phases

Mapping the search

jOU rney Exploratory - 7 participants

We identified two phases in a buyer's Prospective homebuyers are actively
journey based on our findings. Note that a researChmg and explormg houses in the
buyer may start at any stage or exhibit market.

characteristics of both phases, and these

phases help us understand their current Focused Investigation - 5 participants

behavior and needs on REALTOR.ca at Reflects an advanced stage in home
different points in their journey. buying, with clear preferences and active
property pursuit.




esults

Key Themes

We have taken some key
insights and identified common
themes that were present
among the different buyer
types using REALTOR.ca.

1. Confidence through Learnin
2. Optimize search Experience

3. Information Delivery (Stages

w

@ A

-

2. Conduct compr ive personal

First Time Home Buyer

Motivations

1. Motivated to learn about the real estate landscape.

2. Requires advice from friends and family as they

navigate the real estate space.

Motivated to keep (filter) options open during the
exploratory phase.

Prefer minimal filters to avoid feeling overwhelmed.
Interest in learning ‘new’ features on REALTOR.ca
(like mortgage calculator & neighborhood
information) to familiarize themselves with the
market.

Repeat Home Buyer

Motivations

1. To understand the current market value of their

existing home.

2. To determine the optimal time for buying or selling

a property.

3. Desire for a strategic and purposeful involvement

of their existing REALTOR to enhance the
effectiveness of the home-buying process.

Investor

Motivations

. Strategically invest in real estate to maximize
returns and build wealth.

(leveraging years of experience in buying/selling)
and/ or relying on their business partner.

3. Browse online listings with refined search criteria

to find a property that suits their needs.

4. Recognizing the need for a REALTOR's expertise in

specific transactions.

Understanding Diverse Buyer Journeys on REALTOR.ca

Goal 1-2: Understand the current user journey from buyers through identifying key pain points, motivations, goals and behaviors.

Pain Points: A

-

. Onboarding: Newcomers and first-time users struggle with terms
like MLS and REALTOR.

)

Confusing and frustrating homepage search bar, especially for
neighborhood or specific building type searches.

Lo )

No Search Results: Initial filter misunderstandings lead to no
results, requiring users to pause, think, and troubleshoot, causing
frustration.

]

Lack of guidance: absence of knowledge on first time home
buying in Canada leads to reliance on other sources for
information.

= =

Pain Points: &

1. Users struggle with Advanced filters like "Building Type" or
advanced amenities, leading to inefficiencies in their search
process.

a. Users struggle to optimize Keywords when looking for specific
property information.

b. Advanced options like “Ownership Type” are confusing.

c. Absence of specific advanced filters are missing to help users
refine their search.

N

Missing Information: Repeat buyers feel the absence of critical
data such as detailed property information and historical data to

help with their decision making.

- <
Pain Points: &'

1. Users struggle with Advanced filters like "Building Type" or
advanced amenities, leading to inefficiencies in their search
process.

a. Users struggle to optimize Keywords when looking for specific
property information.

b. Advanced options like “Ownership Type” are confusing.

c. Absence of specific advanced filters are missing to help users
refine their search.

2. Missing Information: Repeat buyers feel the absence of critical
data such as investment insights, market trends, and property
analysis tools.

Users find filter terms confusing when accessing Advanced Filters.

Behaviors:

-

. Onboarding: Users seek external resources and community support.

N

Search & Filters: Users refine searches, rely on photos, and frequently
use quick filters like Price, Location, and #Bed/Bath.

w

During Exploratory phases: Users use quick filters, scan photos, read

property details, focusing on the description before liking.

N

. During serious searches: users revisit the site (PDP), reapply filters,
add refined search criteria like Property Type & engage with tools like
Mortgage Calculator.

gl

Next steps: Contacting REALTORs for additional information and
researching them on their own site is common & Visit open houses to
view the listing.

Behaviors:

=y

. Filters: Resorting to keywords when they can't find advanced filters,
leading to frustration and giving up due to a perceived lack of listings.

2. Seek other applications like Zillow/ House Sigma to understand the

current market value of their existing home/ understand the timing of

market transactions.

w

During Exp y ph Applying Ad d Filters, scan photos

quickly, and read details before liking.
4. During Focused Investigation: users revisit the site (PDP), visit the
properties

]

have their refined list.

Behaviors:

1. Filters: Resorting to keywords when they can't find advanced filters,
leading to frustration and giving up due to a perceived lack of listings.

2. Seek other applications like Zillow/ House Sigma to understand
potential renter markets, trends, property risks etc.

w

During Exp VE Applying Ad d Filters, scan photos
quickly, and read details before liking.

4. During Focused Investigation: users revisit the site (PDP), visit the
properties, communicating with their business partners.

Bl

Next steps: Engage with existing REALTOR/ their own tools when
they have their refined list.

Next steps: Engage with existing REALTOR/ their own tools when they

Goals: P ']

. Users aim to confidently navigate the real estate marketplace, utilizing
all necessary tools and information.
2. Users seek quick, transparent, and easy-to-understand information for
efficient scanning and curation of preliminary lists.
3. As users gain more knowledge, they aspire to narrow down their
property list, progressing towards informed decision-making and
boosting their confidence in the selection process.

»

Users desire information on listings that accurately matches the real-life
characteristics, ensuring a seamless and hiccup-free experience.

0

Users aim to make well-informed decisions and collaborate with a
REALTOR they can trust throughout the home-buying journey.

<

Goals: *9

1. Identify the current market value of existing homes and stay
informed about favorable market conditions for buying or selling
properties.

2. Easily browse online listings with refined search criteria to identify
properties aligning with specific needs and preferences.

3. Streamline the search process to minimize time wastage, ensuring
that the search is tailored to individual requirements, especially when
involving a REALTOR.

<

Goals: 9

1. Make optimized investment decisions by understanding market
dynamics, property values, and financial considerations.

2. Easily browse online listings with refined search criteria to identify
properties aligning with specific needs and preferences.

3. Establish efficient collaboration with a REALTOR/ partner for
effective communication in achieving investment objectives.

4. identify and invest in properties that will yield profitable returns.



Bl Results Theme 1l

First Time Home Buyers

1 - Confidence through Learning Often experience a learning curve in understanding
the real estate landscape, which can be challenging

A need for more accessible
resources and a quest for
knowledge.

without sufficient guidance or resources.

Repeat Home Buyers

Are challenged with evaluating their home's
market value and timing for transactions,
requiring accurate market data.

Investors

Seek to understand market dynamics, property
performance metrics, and conduct thorough risk
assessments, emphasizing the need for

comprehensive information.



B Results Theme 2

2 - Search Optimization

The importance of optimizing the search
experience for buyer journey phases.

Exploratory Phase Focused Investigation Phase
« All buyers utilize 3-4 filters to explore various options. o All buyers typically refine their list
« FTBH: focus on basic criteria such as bed and bath. through discussions, open houses, etc.
 Investors and repeat buyers: use more ‘specific’  Filters are used more frequently to narrow
criteria like property amenities. their search.

All buyers start out with a general list of properties.



Bl Results Theme 3

3 - Information Delivery
Buyers

Buyers demonstrate a similar pattern of quickly
searching, scanning, processing, and favoriting

as renters.

Renters

Renters however, are even more quick to judge since
they have a smaller time frame of usually the next
month to decide. This means first impressions are
important for all buyer and renters as they make

their first list.




B Results Nol - Metric

User Perception in Education

When participants were asked about their trust in REALTOR.ca and their ability to answer questions about
home buying, including financial and real estate education,

0 of all participants have a high level of trust
9 1 /O towards the brand among users and non users
of REALTOR.ca.

83% of participants doubt REALTOR.ca's ability to

830/0 provide guidance beyond their property search, such as
in finance and real estate education.



B Results Nol - Observation

First Time Home Buyers

showed a greater willingness to explore and utilize

Within REALTOR.ca...

new tools and features to enhance their 66% of first-time buyers are

understanding of the market. uncertain where to find real
estate resources like financial

Newcomers to Canada help, real estate education, etc.
to help them understand the

expressed that learning real estate terminologies
like 'REALTOR' and 'MLS' added complexity to their
search experience and market understanding, E ~ )

market.

encountering more barriers and spending extra
time in their search.

Repeat Buyers & Investors

typically have more knowledge or rely on other

reliable resources they have used in the past.



H Results Nol - Insight

User Perception in Education

Because we know all personas exhibit a desire for knowledge,
we can empower users through education - especially
newcomers who generally experience higher difficulty
understanding the market & the terminologies.




B Results

Previous Finding (Rentals)

New renters view REALTOR.ca as only for
buying and selling.

There is a need for user education and higher
visibility in rental-specific information.

Recommendation

1.

Introduce user-friendly terminologies,
descriptions and tooltips to guide new users.

. Explore delivering user-profile content and

education, such as trending listings that can
be customized based on user profiles.

. Alternatively, ensure the R8 homepage

features neutral imagery and language to
cater to both buyers and renters.

Re-thinking the living room blog, most
participants in this study did not acknowledge
or had little interest in this area.

Trending Listings from
Your Local Area

Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua.

Start your Search

Find a REALTOR®

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed
do eiusmod tempor incididunt ut labore et dolore magna
aliqua. Ut enim ad minim veniam, quis nostrud exercitation
ullamco laboris nisi ut aliquip ex ea commodo consequat.
Duis aute irure dolor in reprehenderit in voluptate velit esse
cillum dolore eu fugiat nulla pariatur.

[ ® Location j [ Namej [ Office j

Nol - Recommendation

@ Affordable chool district + ore @ Affordable @ School district

$730,000 sminsaze $1,250,000 16
1450 Boul. René-Lévesque O. #3404 1450 Boul. René-Lévesque O. #3¢
Montréal (Ville-Marie), Quebec H9GOE1 Montréal (Ville-Marie), Quebec H
= & = & |

2 Bedrooms 1.5 Baths 1,250 sqft 2 Bedrooms 1.5 Baths 1,2

Mortgage Calculator

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed
do eiusmod tempor incididunt ut labore et dolore magna
aliqua. Ut enim ad minim veniam, quis nostrud exercitation
ullamco laboris nisi ut aliquip ex ea commodo consequat.
Duis aute irure dolor in reprehenderit in voluptate velit esse
cillum dolore eu fugiat nulla pariatur.

[ $ Payment j [ & Land Transfer Tax j [ B Affordability j




Bl Results No2 - Metric

User Guidance

When asked how confident participants feel upon landing on the homepage or landing page of the app,

0 of all buyers lacked confidence in finding what
5 8 /0 they need (mostly in terms of guidance).




B Results

New Desktop Users

One participant found the homepage visually
busy and unprofessional.

Three participants tried to search by
neighborhood or property type on the
homepage search bar, with no success (no
results).

Two participants noted the absence of filters
and suspected they will need to do more search
work after - which was expressed as not ideal.

No2 - Observation

“The (homepage) looks very busy
and unprofessional.”

“I’m not sure what to do from here.”
(Search bar error)

-_'t\

aiin \ ;fw

-" :—; 7 # Residential

"‘IQFM oS from: rr3 E ALTORS

L'l 8 Commerc qal | '._‘, M .a"‘ :



B Results

New App Users

There were issues with the visibility and
accessibility of the Filter - noting how they
almost missed it.

And when their location was not set on the

main landing page, participants felt unengaged
to even start a search.

“I find (the landing
page: no location
setting) not really
engaging.”

No2 - Observation

SSSSSS

SSSSSSSSSSSSSSSSSSSSSSSS




H Results No2 - Insight

Inexperienced REALTOR.ca users and newcomers to the
platform or real estate market encounter a significant
disparity in their experience compared to those that are
familiar with REALTOR.ca. The lack of clear guidance and
visual cues poses challenges for new users.




B Results No2 - Recommendation

Previous Finding (Rentals)

Renters found it challenging to locate available
rentals when they started their search.

Recommendation

1. Implement onboarding screens for user

education with best practices for property Your future homé in the a5 |
hands of trusted REALTORS2 | /'

search.

2. Understanding property details and
introducing key features that can assist the
search. Qe e o5 omber resveniat. | s | 150000~ e2a0000

3. Optimize the neighborhood search feature or
remove placeholder text.

4. Accessible and user-friendly filter, include a 53,675+
'For Sale/Rent/Sold + Property Type' filter on i A e
the Homepage (consider #Bed/#Bath after
research).




Bl Results No3 - Metric

Challenges in Information Discovery

When it came to more refined searches,

0 of participants struggled in their search -
6 6 /O regardless of familiarity with the platform or
the type of buyer.




Bl Search

Keyword Issues

Three users struggled with keyword searches,
questioning their familiarity and trust with real
estate terminology.

One of them was unsure if REALTORs put in
accurate keywords just to get more ads & attention,
or if they were actually accurate to the listing.

The other two users said they would abandon their
search, after trying many times to find results of
‘basement walkout’, and ultimately assumed there
were no listings available when they were
unsuccessful.

No3 - Observation

Discovery of Filters

Two participants found bungalow properties using
photos or text in the listing description, not
realizing there was a filter available.

Confusing Labels

Other challenges were confusing filter labels like

‘Listed since’ and ‘Ownership’.

Min Price Max Price  Beds  Baths

Unlimited

Listed Since BuildingType ~ Storeys

Ownership/Title

J Open Houses Only O Live Streams Only



Bl Results

No results

Interestingly, most participants assumed that no
results were due to their filtering error.

When asked how they would feel about
receiving tips or flexible results (for example
another listing that met around maybe 70% of
their criteria), almost all participants expressed
a preference for either option or both instead of
no results.

No3 - Observation

“(If | had no results) | would be
disappointed... and maybe even leave.”

11 out of 12 participants prefer receiving tips or
flexible search results over encountering no results.

No Results

Please refine your search criteria.
Suggestions:

Modify your search criteria
Update your search location
Broaden your map area
Modify your keywords



H Results No3 - Insight

Buyers require effective, user-friendly filters and
comprehensive navigation guidance to avoid product
abandonment.




B Results

Previous Finding (Rentals)

Renters found the filtering experience frustrating
due to usability issues and misalignment with
rental needs.

Recommendation

‘Advanced Filters’:

1. Explore options to provide clear guidance on
‘confusing’ filters by adding tips or revised

labels.
2. Include advanced amenities as checkboxes in

ieu of keywords.
3. '"No results' support using tips and/ or flexible
search criteria.

No3 - Recommendation

For Sale For Rent Sold X

Property type

Any ( Residential ] Condo/Strata

( Recrational J Vacant Land Multi Family
Agriculture
Price range
CAD Minimum [ CAD 475,000 )
Rooms

Reset choices 650 results Apply filters




Bl Results No4 - Metric

Tailored Information Delivery

When participants were asked about how the information is displayed on the Product Details Page (PDP)
during both exploratory and focused investigative phases,

were satisfied with PDP layout

83%

wanted sold history

50%



B Results

Product Detail Page

When buyers are exploring, most of them
stopped looking ‘below the fold’ (after the
Listing Description or Property Summary).

When buyers are more serious, they typically
will revisit the site, go back to their listings and
will review the information below the fold.

Find a Home

Home ' OM | Greater Toronto | Milton | Harrison

F_ T—— 18

.'l.

$1,474,900

382 SCHREYER Crescent
Milton, Ontario L9T7T2
MLS™ Number: 40560156

Find a REALTOR® *

No4 - Observation

Mortgage Calculators

382 SCHREYER Crescent

* n\ﬁ il

Highlights Neigl

Listing Description

R O

Hide Fawvourite

Nestled on a HUGE pie lot boasting a Swim Spa for ultimate relaxation. This beautiful 4+1 is your dream home! Conveniently located within
walking distance to schools, and parks, easy highway access [upcoming Tremaine exit], and as well as the upcoming Education Village
featuring Laurier University/Conestoga College. Be greeted with 9ft ceilings, upgraded lighting, a neutral colour palette complimented by
hardwood flooring, and so much more! The gourmet kitchen is beautifully upgraded with stainless steel appliances, granite countertops, tons
of counter space and storage. Upstairs offers 4 generously sized bedrooms and convenient laundry. The primary suite features a spa-like
ensuite with a jacuzzi tub and walk-in closet, the perfect retreat after a long day. The bright, fully finished basement offers an additional
bedroom, full bathroom, and vast rec area for entertaining, all ready for you to enjoy. Come experience the magic of this exceptional property

for yourself. (67218382)

Location Description

Louis 5t. Laurent / Savoline / Schreyer

Property Summary

Property Type Building Type
Single Family House
Subdivision Name Title

1033 - HA Harrison Freehold
Annual Property Taxes Parking Type
$5,342.49 Attached Garage

Storeys
2

Land Size
under 1/2 acre

Time on REALTOR.ca
19 minutes

Square Footage
2051

Builtin

2010

@ Sign In

Living Room Blog '

@ Directions &= Print =5 Share

Amy Flowers
Broker

Book showing

4, 905-878-8101
A REALTOR" Websi

Royal LePage Meadowtowne Realty
Inc., Brokerage

459 Main St E - 2nd Floor
Milton, Ontario LST1R1

. 905-878-8101
o i

ce Website

Jennifer Seed
Salesperson

L. 905-699-3975
' REALTOR" Websi

Book showing

mum_ﬁ:

Royal LePage Meadowtowne Realty
Inc., Brokerage

459 Main 5tE - 2nd Floor



B Results No4 - Observation

A\F

®
N elgh bo rh OOd Neighbourhood
o . . Neighbourhood
MOSt pa rtICIPa ntS Who Were Serlous about thelr Get a taste for the neighbourhood where this listing is located.
search valued the Neighborhood feature. B T I
. . . Education
For first time home buyers, this helped clear © P o o =
queStions abOUt neW neighborhOOdS they Were | At least one elementary school within a 5-minute walk. oo
open to. ® Crawarvg s -
©
Ef‘”l'.'.-'DC-d School - o
For investors and repeat home buyers, they . P
Rockcliffe Park Public School : :
stated this could help them identify the best - - N
»
opportunities that align with things like their powered by [ tocat tosic —

Keyboard shortcuts = Map data 82024 Google  Terms ° Report &8 map emmor
Powered by | ] LOCAL LOGIC

Investment strategies.
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Involve a REALTOR®

First Time Home Buyers are more likely to
contact several REALTORs even earlier in their

exploratory phase.

Investors and Repeat Buyers, who are more
likely to involve their own REALTOR after they’ve
made their refined list. This is because they
don’t want to waste their REALTORs time with
the information before they have a more serious

defined list.

No4 - Observation

. Reba Wilson MARILYN WILSON DREAM PROPERTIES
g - Broker of Record INC,
Ahl

266 BEECHWOOD AVENUE
OTTAWA, Ontarno K1LEAG

. 613-842-5000 . 613-8472-5000
I8 613-842-5007

If all buyer types have a REALTOR they know,
they may also send the information and let their
REALTOR handle the communication side,
including having the REALTOR book the showing
for their client.

Therefore, booking a showing versus contacting
a REALTOR depends on the person if they have
a specific REALTOR in mind, who will book the
showing and where they are at in their buying

journey.



H Results No4 - Insight

Buyers start by casually exploring properties but later
transition into detailed research. While the Property Details
Page (PDP) supports this transition, serious buyers miss sold
history, leading them to search elsewhere.



B Results No4 - Recommendation

Previous Finding (Rentals)

 Renters prioritize quick access to images,
concise listings, days on market, occupancy
date, and neighborhood statistics.

PDP Information Architecture

Q search Q Favourties [] saved /@ REALTOR®

& Back Home > QC '» > MontCalm #305 | 2125 Rue Saint-Jacques, Montréal, QC & Hide Listing « Share L J

Recommendation

1. Emphasize location and key details.
2. Enhancing REALTOR information (clarify
- e - LA s . T = appropriate contact person).
= ® o @ — - = amag il O - 2.1. Make REALTOR card more clickable.
$730,000 TRt [ ———— 3. Showcasing neighborhood statistics.
e e 4. Consider additional features like Move-in Date

MOntreal {VI“E-MarIE‘:I, QUEbec HgGOEl [ Affordability Pass gl Open House EK Virtual Visit MLS® Number: 27229282

Are you interested in touring this listing?

8 s & tsows [ 120 ) Availability and Sold History.

Most viewed

150 users have viewed this listing in the past week. Book showing before it's too late! E Pickadate ~ ® Time of day
L ]
Are you interested in touring this listing? + Add time slot
Choose up to 3 date and time combinations. Highlights Property Rooms Neighbourhoad Statistics
B3 Pick a date v @ Time of day v
Listing Summary
+ Add time slot [| open House

Assignment Opportunity At Pemberton Group's 543 Richmond Residences At Portland. Nestled In The Heart Of

The Fashion District 543 Richmond Is Steps From The Entertainment District Minutes From The Financial District.
Book Sh . Building Amenities Include: Fitness Centre, Party Rm, Outdoor Pool + More! 3 Bed, 2 Bath W/ Balcony & Floor-To- Sep 17,2023 14.00-15.30 f5 Add to calendar
a0 owing Ceiling. N/W Exposure™** EXTRAS **** 9Ft Smooth Ceilings... Read more
13.30- 16.00

Oct 03, 2023 B Add to calendar
o|0 Property Type Building Type Stories
al< Single family House - 2
4 affordability Pass ] OpenHouse [+ Virtual visit L Y Name Lasthame 3.5 %
T Title & Landsize é";] Neighbourhood Name Residential Real Estate Broker
Freehold 28.97 ft X 109 ft Center Town

Most viewed \ 438-376-1826 © REALTOR® Website

150 users have viewed this listing in the past

week. Book showing before it's too late! Eﬂ = % » A

5 rooms 2 Bedrooms 1.5 Baths 1,250 sqft 2019 Residential

<™ Name Lasthame 3.5 %
Residential Real Estate Broker

Highlights Property Rooms Neighbou

% 438-376-1826 @& REALTOR® Website

Listing highlights

Welcome to Centretown! This 3 bdrm home is a rare find, with
a private long driveway accomodating up to 3 cars,in addition

to a detached garage. The spacious backyard is a true oasis w

T T T S Y 1 I R L
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