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Abstract: This paper examines the evolutionary logic of real estate marketing strategies under the 
backdrop of digital transformation. The study investigates how technological advancements, in-
cluding big data, artificial intelligence (AI), virtual reality (VR), and the Internet of Things (IoT), are 
reshaping traditional marketing models in the real estate sector. By transitioning from product-cen-
tric approaches to customer-centric strategies, real estate enterprises are adopting innovative digital 
tools to enhance consumer engagement, personalize marketing efforts, and optimize business oper-
ations. Through a review of existing literature and a theoretical framework based on dynamic capa-
bilities and service-dominant logic, the paper develops a conceptual model to guide real estate mar-
keting strategies in the digital age. Key findings suggest that digital transformation is a crucial 
driver of strategic evolution in real estate marketing, with significant implications for both academic 
research and practical applications. The study also identifies several areas for future research, in-
cluding the role of emerging technologies, consumer behavior, and organizational challenges in 
digital marketing adoption. 
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1. Introduction 
1.1. Research Background: Digitalization in the Real Estate Industry 

In recent years, digital transformation has emerged as a major force reshaping indus-
tries across the globe, and the real estate sector is no exception. Traditionally, real estate 
transactions were heavily dependent on personal networks, physical interactions, and of-
fline marketing channels such as brochures, newspapers, and open houses. However, 
with the rapid advancement of technologies such as big data analytics, artificial intelli-
gence, virtual reality, and blockchain, the landscape of real estate marketing has experi-
enced a fundamental shift [1]. 

Digital platforms now enable real estate firms to reach wider audiences, provide im-
mersive property experiences, and deliver highly personalized marketing messages based 
on consumer data. Technologies such as AI-driven recommendation engines, 3D virtual 
tours, and predictive analytics allow firms to better understand customer needs and pref-
erences, thereby improving engagement and conversion rates [2]. Moreover, social media 
platforms and online listing services have significantly shortened the information asym-
metry between sellers and buyers, enhancing transparency and trust in the market. 

Against this backdrop, marketing strategies in the real estate industry have moved 
beyond traditional product-centric approaches. Companies are increasingly adopting 
customer-centric and data-driven models that prioritize experience, personalization, and 
value co-creation. The ongoing digitalization has not only transformed the operational 
aspects of real estate marketing but has also triggered a deeper strategic rethinking about 
how value is delivered and perceived in the digital economy. Understanding the nature 

Received: 12 April 2025 

Revised: 19 April 2025 

Accepted: 01 May 2025 

Published: 03 May 2025 

 

Copyright: © 2025 by the authors. 

Submitted for possible open access 

publication under the terms and con-

ditions of the Creative Commons At-

tribution (CC BY) license (https://cre-

ativecommons.org/licenses/by/4.0/). 

https://doi.org/10.71222/p9seks64


Economics and Management Innovation https://www.gbspress.com/index.php/EMI 
 

Vol. 2 No. 2 (2025) 2 https://doi.org/10.71222/p9seks64 

and logic of this strategic evolution has become crucial for real estate firms aiming to 
achieve sustainable competitive advantage in an increasingly digitalized environment [3]. 

1.2. Research Questions and Objectives 
This study seeks to explore how digital transformation influences the evolution of 

real estate marketing strategies and to build a theoretical framework that captures this 
dynamic process. Specifically, it addresses the following key research questions: 

1) How have traditional real estate marketing strategies evolved in response to 
digitalization? 

2) What are the underlying mechanisms driving the strategic transformation? 
3) How can a theoretical model be constructed to explain and guide the marketing 

practices of real estate firms in the digital era? 
To answer these questions, the objectives of this research are defined as follows: 
First, to systematically review and analyze the transition of marketing strategies from 

traditional to digital-oriented models within the real estate sector. 
Second, to identify the major technological, organizational, and consumer-driven fac-

tors that have shaped and continue to drive this transformation. 
Third, to construct a comprehensive conceptual framework that integrates key theo-

retical perspectives — such as dynamic capabilities theory and service-dominant logic — 
to explain the evolutionary logic of real estate marketing strategies in the context of digital 
transformation [4]. 

By achieving these objectives, this paper aims to provide both theoretical insights and 
practical guidance for academics and practitioners interested in the intersection of digital 
transformation and real estate marketing. 

2. Digital Transformation and its Impact on Real Estate Marketing 
2.1. Concept and Scope of Digital Transformation 

Digital transformation refers to the integration of digital technologies into all areas 
of business operations, fundamentally altering how organizations create value, engage 
with customers, and compete in the marketplace [5]. In the real estate industry, digital 
transformation transcends the mere adoption of online marketing tools; it signifies a pro-
found shift toward data-driven decision-making, customer-centric service models, and 
the reconfiguration of traditional marketing and sales processes [6]. 

The scope of digital transformation in real estate includes the digitalization of prop-
erty search and listing services, virtual and augmented property experiences, predictive 
customer analytics, and the use of smart technologies to enhance property management 
and customer relationships. It not only affects how real estate products are marketed but 
also reshapes the entire customer journey, from initial awareness to post-sale engagement. 

2.2. Key Technologies Shaping Real Estate Marketing 
A variety of emerging technologies have played pivotal roles in transforming real 

estate marketing practices. As shown in Table 1, technologies such as big data analytics, 
artificial intelligence (AI), virtual and augmented reality (VR/AR), and the Internet of 
Things (IoT) contribute to different aspects of the marketing process, including customer 
segmentation, personalized communication, immersive property experiences, and real-
time data collection. 

Table 1. Key Technologies Transforming Real Estate Marketing. 

Technology Application in Real Estate Marketing Impact 

Big Data Analytics 
Customer segmentation, trend fore-

casting 
Enhanced targeting and 

predictive insights 
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Artificial Intelligence 
(AI) 

Chatbots, recommendation systems, 
predictive lead scoring 

Personalized communi-
cation and automation 

Virtual and Augmented 
Reality (VR/AR) 

Virtual property tours, augmented 
property visualization 

Immersive customer ex-
periences 

Internet of Things (IoT) 
Smart property management, real-

time monitoring of property features 
Real-time data for mar-

keting and sales 
These technologies enable real estate firms to move beyond mass marketing strate-

gies and adopt more targeted, efficient, and engaging approaches. They also allow firms 
to anticipate customer needs, create more meaningful interactions, and foster long-term 
customer relationships in ways that were not possible with traditional marketing tech-
niques [7]. 

By leveraging these technologies, real estate companies can offer more interactive 
and transparent experiences, improve customer satisfaction, and ultimately drive higher 
conversion rates. 

2.3. Shifts in Consumer Behavior and Experience Expectations 
The digital age has brought about significant changes in consumer behavior, partic-

ularly in how customers search for, evaluate, and purchase real estate properties. Modern 
consumers demand greater transparency, instant access to information, personalized ex-
periences, and seamless digital interactions. 

Customers now expect to browse properties online, take virtual tours, receive instant 
responses through AI-powered chatbots, and access detailed information about neighbor-
hoods and property histories with minimal effort. Additionally, there is a growing pref-
erence for self-service options, mobile accessibility, and the ability to complete transac-
tions digitally without the need for extensive face-to-face interactions. 

These shifting expectations require real estate firms to not only adopt new technolo-
gies but also to rethink the design of their customer journeys, placing greater emphasis on 
convenience, personalization, and value co-creation [8]. Companies that can align their 
marketing strategies with these evolving consumer expectations are better positioned to 
achieve sustainable growth and competitive advantage in the digital marketplace. 

3. Evolutionary Logic of Real Estate Marketing Strategies 
3.1. Traditional Real Estate Marketing Models: A Review 

Historically, real estate marketing has been predominantly product-centric, focusing 
on promoting the tangible attributes of properties such as location, size, price, and amen-
ities. Traditional marketing models relied heavily on mass communication channels like 
print media, outdoor advertising, and physical open house events to attract potential buy-
ers. 

The interaction between sellers and buyers was largely unidirectional, with limited 
feedback mechanisms and minimal personalization. The role of real estate agents was crit-
ical in bridging information gaps, acting as the primary source of property knowledge 
and market insights for consumers [9]. 

Moreover, marketing strategies emphasized transaction-oriented relationships ra-
ther than long-term engagement. Success was often measured by the volume of sales ra-
ther than customer satisfaction or loyalty. As a result, the marketing approach tended to 
be standardized, offering little differentiation based on individual customer preferences 
[10]. 

3.2. Drivers of Strategic Evolution: From Product-Centric to Customer-Centric Approaches 
Several forces have driven the strategic shift from traditional product-centric market-

ing to modern customer-centric models in the real estate industry. 
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First, the availability of digital platforms has democratized access to information, em-
powering consumers to independently research properties and market trends. Second, 
technological advancements such as data analytics and AI have enabled firms to gather 
and interpret vast amounts of customer data, allowing for highly personalized marketing 
strategies [11]. 

Third, evolving consumer expectations — characterized by demands for transpar-
ency, personalization, and immediacy — have pressured real estate firms to adopt more 
customer-focused approaches. Additionally, increased market competition has forced 
companies to differentiate themselves not merely by the properties they offer but by the 
experiences they create for customers. 

These drivers collectively necessitate a paradigm shift wherein customer needs, pref-
erences, and experiences form the core of marketing strategy design and execution. 

3.3. Patterns of Strategic Change under Digital Context 
The strategic transformation of real estate marketing under digital influence follows 

identifiable patterns. As shown in Table 2, marketing strategies have evolved across mul-
tiple dimensions, including communication methods, value propositions, customer en-
gagement models, and performance metrics. 

Firms are transitioning from mass communication to personalized interaction, from 
emphasizing property features to focusing on customer experience, and from viewing 
transactions as endpoints to nurturing long-term relationships. 

Table 2. Strategic Changes in Real Estate Marketing under Digital Transformation. 

Dimension Traditional Approach Digital-Era Approach 

Communication 
Mass media, unidirectional mes-

saging 
Personalized, interactive digital 

channels 

Value Proposition 
Property features and pricing fo-

cus 
Customer experience and value 

creation 
Customer Engage-

ment 
One-time transactions Long-term relationship building 

Performance Met-
rics 

Sales volume Customer satisfaction and loyalty 

By understanding these patterns, real estate firms can more effectively realign their 
marketing strategies to meet the demands of the digital age. A dynamic, customer-centric 
approach not only enhances competitiveness but also builds brand trust and loyalty, po-
sitioning firms for sustained success in an increasingly volatile market environment. 

4. Theoretical Framework Construction 
4.1. Theoretical Foundations: Dynamic Capabilities and Service-Dominant Logic 

The development of marketing strategies in the context of digital transformation in 
real estate is rooted in two key theoretical foundations: Dynamic Capabilities Theory and 
Service-Dominant (S-D) Logic. These theories provide the lens through which we can un-
derstand the evolution of marketing practices in response to digital disruption. 

4.1.1. Dynamic Capabilities Theory 
Dynamic capabilities theory emphasizes a firm's ability to reconfigure its resources 

and capabilities to address changes in its environment. In the digital era, this theory be-
comes particularly relevant as firms must continuously adapt to rapid technological ad-
vancements and shifting consumer behaviors. For real estate firms, dynamic capabilities 
refer to the ability to not only integrate new digital tools but also to adapt and innovate in 
their marketing processes. Key capabilities such as data analytics, customer relationship 
management, and real-time responsiveness are essential for firms to remain competitive. 
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In the case of real estate marketing, this theory suggests that firms should invest in flexible 
marketing strategies, which are capable of quickly adjusting to new technologies and con-
sumer expectations. This includes adopting advanced data analytics to identify emerging 
trends and leveraging digital tools to create personalized marketing campaigns. 

4.1.2. Service-Dominant Logic 
Service-Dominant (S-D) Logic, offers a shift in perspective from traditional goods-

dominant logic. It argues that value is co-created through interactions between service 
providers and customers rather than embedded in the product itself. In the context of real 
estate marketing, S-D Logic emphasizes the importance of engaging customers in the 
value creation process, where both the firm and the customer contribute to the perceived 
value. 

This shift aligns with the digital transformation in the real estate sector, where firms 
must move beyond transactional relationships and focus on ongoing engagement with 
consumers. For example, providing personalized property experiences, responsive cus-
tomer service, and interactive digital tools (such as virtual tours and AI-driven property 
recommendations) all reflect the principles of S-D Logic. 

By integrating these two theories, real estate firms can better understand how to lev-
erage digital technologies to create and deliver value in a customer-centric manner, ulti-
mately leading to improved customer satisfaction and loyalty. 

4.2. Development of a Conceptual Model for Digital Marketing in Real Estate 
Based on the previous theoretical foundations, we propose a conceptual model for 

digital marketing in real estate, integrating dynamic capabilities and service-dominant 
logic. This model highlights how digital transformation reshapes marketing strategies. 

It conceptualizes digital marketing capability as a key factor enabling real estate firms 
to leverage digital technologies for personalized, engaging customer experiences. The 
model also emphasizes customer engagement and co-creation of value, suggesting that 
marketing should focus on long-term relationships over one-time transactions. 

Key Components: 
1) Technological Resources: Digital tools like AI-based recommendation systems, 

big data analytics, AR/VR for immersive experiences, and chatbots for customer 
service. 

2) Digital Marketing Capabilities: A firm’s ability to use technology to meet cus-
tomer needs, personalize marketing, and offer seamless digital interfaces for 
property viewing and transactions. 

3) Customer Value Co-Creation: Value is co-created through interaction, where 
customers actively participate in decision-making via customized recommenda-
tions and real-time engagement. 

4) Performance Outcomes: Outcomes like customer satisfaction, loyalty, brand eq-
uity, and sales growth, reflecting the success of a customer-centric approach en-
abled by digital transformation. 

The model suggests that digital marketing capability mediates the relationship be-
tween technological resources and customer value co-creation, leading to improved mar-
keting performance. 

4.3. Explanation of Model Components and Hypothetical Relationships 
The proposed conceptual model consists of several interconnected components, each 

representing a key element in the digital transformation of real estate marketing. The re-
lationships among these components reflect how digital technologies can be leveraged to 
enhance customer value and improve marketing outcomes. 
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4.3.1. Technological Resources 
At the core of the digital marketing strategy are technological resources. These re-

sources include big data analytics, artificial intelligence (AI), virtual/augmented reality 
(VR/AR), and smart devices (IoT) that enable real-time data collection, personalized cus-
tomer experiences, and immersive property tours. The availability of these technologies 
significantly enhances a firm's ability to respond to customer needs and market trends. 

4.3.2. Digital Marketing Capabilities 
Building upon the technological resources, real estate firms need the capability to 

integrate these tools into their marketing processes effectively. Digital marketing capabil-
ities include customer segmentation, targeted communication, personalized property rec-
ommendations, and automated services. Firms with strong digital marketing capabilities 
are better able to engage customers in meaningful ways, anticipate their needs, and tailor 
marketing messages that resonate with individual preferences. 

4.3.3. Customer Value Co-Creation 
This component reflects the collaborative process between real estate firms and cus-

tomers. Digital technologies enable customers to interact with firms in various ways, from 
virtual property viewings to participating in decision-making through feedback loops. By 
actively engaging customers in the marketing process, firms can co-create value, which 
enhances the overall customer experience and builds trust. This continuous interaction 
fosters a deeper connection between the firm and the customer, leading to greater loyalty 
and satisfaction. 

4.3.4. Performance Outcomes 
Finally, the model suggests that the ultimate success of the marketing strategy is re-

flected in performance outcomes such as customer satisfaction, brand loyalty, and in-
creased sales. Real estate firms that can effectively integrate digital technologies into their 
marketing strategies and co-create value with customers are more likely to achieve supe-
rior performance outcomes. 

4.3.5. Hypothetical Relationships 
The following hypothetical relationships are proposed within the model: 
1) Technological resources positively influence the development of digital market-

ing capabilities. 
2) Digital marketing capabilities facilitate customer value co-creation by enabling 

personalized and engaging interactions. 
3) Customer value co-creation leads to improved performance outcomes, such as 

higher customer satisfaction, loyalty, and sales growth. 
These relationships highlight how real estate firms can use digital technologies not 

only to enhance their marketing processes but also to create deeper and more meaningful 
relationships with their customers, ultimately driving long-term success. 

5. Practical Implications and Future Trends 
5.1. Strategic Recommendations for Real Estate Enterprises 

To succeed in the digital age, real estate firms must adopt a comprehensive strategy 
that integrates advanced technologies, enhances customer engagement, and creates long-
term value. This involves leveraging big data, AI, and machine learning to collect and 
analyze customer data, enabling personalized marketing strategies that improve engage-
ment and conversion rates. Firms should also shift from product-centric to customer-cen-
tric marketing by prioritizing customer experiences, implementing CRM systems, and us-
ing real-time communication platforms like chatbots. Investing in immersive technologies 
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such as VR and AR can enhance customer experiences by offering remote property tours 
and visualizing potential modifications, especially in the post-pandemic world. Finally, 
collaborating with tech startups, real estate platforms, and other ecosystem players fosters 
innovation, provides access to cutting-edge technologies, and helps firms stay competitive. 

5.2. Anticipated Technological Disruptions and Market Transformations 
The real estate industry is undergoing rapid transformation driven by emerging tech-

nologies. Blockchain and smart contracts are expected to revolutionize property transac-
tions by enhancing transparency, security, and efficiency, significantly reducing transac-
tion times and fraud risks. AI-powered platforms will continue to reshape marketing and 
sales processes by predicting trends, personalizing property recommendations, and facil-
itating virtual interactions, while future AI applications may also impact property design 
and construction. The integration of IoT will transform property management, enabling 
smart homes and buildings that optimize energy use, security, and maintenance. Addi-
tionally, augmented reality (AR) will enhance virtual showings by offering highly inter-
active and personalized experiences, helping buyers visualize customized properties be-
fore purchase. Together, these technologies will redefine how real estate is marketed, 
managed, and transacted. 

5.3. Directions for Future Research and Theoretical Expansion 
While considerable progress has been made in understanding digital transfor-

mation’s impact on real estate marketing, several important areas warrant further explo-
ration. Future research could investigate how AI-driven recommendations influence con-
sumer decision-making and purchasing behavior, providing insights into the psychology 
behind AI interactions. The integration of blockchain with real estate marketing also pre-
sents opportunities to enhance transparency and trust in client interactions. Additionally, 
the broader effects of VR on consumer perception and brand engagement need deeper 
study, particularly its role in influencing remote purchasing decisions. Long-term impacts 
of digital marketing strategies on customer loyalty remain underexplored, suggesting the 
need for longitudinal studies examining retention patterns. Finally, as sustainability be-
comes increasingly important, future research should address how digital tools can pro-
mote environmentally responsible practices in real estate development and marketing, 
such as advancing green buildings and energy-efficient solutions through digital plat-
forms. 

6. Conclusion 
This study examines the evolution of real estate marketing strategies in the context 

of digital transformation. Key findings highlight that digitalization drives strategic change, 
replacing traditional methods with data-driven, customer-centric approaches. Technolo-
gies like AI, big data, and VR are pivotal in creating personalized marketing strategies, 
while immersive tools such as AR/VR revolutionize property showings. A notable shift 
from product-centric to customer-centric models is observed, emphasizing long-term re-
lationships over immediate sales. The study contributes both theoretically and practically: 
it integrates digital transformation with marketing models, offering a framework for firms 
to adapt strategies, and provides actionable insights for improving marketing operations 
through data-driven decisions and customer engagement. However, the research has lim-
itations, including a focus on specific markets and a lack of longitudinal data. Future stud-
ies could explore cross-sector comparisons, organizational challenges, and consumer per-
spectives, while expanding the theoretical model to include factors like leadership and 
employee skills. Such research would enhance the understanding of how digital transfor-
mation shapes marketing strategies over time, helping firms stay competitive in the evolv-
ing market. 
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