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Abstract

The extensive developments in information and communication technology have led to fundamental transformations in
traditional marketing patterns and have revealed the necessity of redefining digital marketing strategies in service industries,
including the real estate sector. The present study was conducted with the aim of identifying influential components and
explaining an effective digital marketing model in the Iranian real estate industry. This study adopted a qualitative approach
and employed the grounded theory methodology within the framework of the systematic model proposed by Anselm Strauss
and Juliet Corbin (1990). The research data were collected through 18 semi-structured interviews with experts and managers
active in digital marketing within the real estate industry and were analyzed using open, axial, and selective coding. The
data analysis resulted in the identification of six main categories, including causal conditions, contextual conditions,
intervening conditions, the core phenomenon, strategies, and consequences, as well as 30 subcategories. The core
phenomenon of the study was identified as “customer behavior-based branding, interactive approach, and responding to
customers’ digital expectations.” The proposed strategies included enhancing brand positioning, developing digital
interactions, producing value-creating content, involving customers in the marketing process (electronic word-of-mouth [E-
WOM])), and technological innovation. The outcomes of implementing these strategies were analyzed as increasing market
share, organizational effectiveness, brand value enhancement, and the development of digital business. Ultimately, the
paradigm model developed from this study can be used as a localized conceptual framework for designing and implementing
digital marketing strategies in the real estate industry, assisting decision-makers in this field in improving digital performance
effectiveness.
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Extended Abstract

Introduction

The rapid advancement of digital technologies has profoundly reshaped the foundations of marketing,
compelling organizations across industries to rethink how they engage with customers and create value. The
traditional marketing paradigms—rooted in linear communication and mass-market targeting—are
increasingly inadequate for addressing the complex expectations of today’s digitally empowered customers.
Digital marketing has emerged as a critical strategic approach that leverages interactive platforms, real-time
data analytics, and personalized communication to foster deeper customer engagement, enhance brand
perception, and improve organizational performance (Otto, 2024; Williams & Green, 2022).

Several studies have highlighted the central role of customer engagement and trust in driving the effectiveness
of digital marketing strategies. Engaged customers are more likely to develop emotional attachment and loyalty
to a brand, which in turn fosters repurchase intentions and positive word-of-mouth behavior (Otopah et al.,
2024; Otto, 2024). Trust has also been identified as a pivotal determinant of online consumer behavior, as the
absence of trust discourages customers from actively interacting with digital platforms (Jackson & Brown,
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2022; Zhang & Lee, 2023). The interaction between engagement and trust serves as a powerful mediator,
strengthening the influence of digital marketing efforts on customer purchase intention and overall satisfaction.
Moreover, the rise of social media and interactive online communities has redefined the boundaries of
relationship marketing and customer relationship management (CRM). Digital platforms enable two-way
interactions, allowing customers to co-create value and influence brand narratives. These platforms can
significantly enhance CRM effectiveness, foster loyalty, and stimulate electronic word-of-mouth (E-WOM)
by empowering customers to share their experiences and opinions (Dao et al., 2025; Phan Tan, 2024). This
dynamic underscores the necessity for organizations to not only disseminate messages but also to actively
facilitate customer participation throughout the marketing process.

Customer experience has also emerged as a sustainable competitive advantage in the digital era. Designing
marketing strategies that prioritize customer experience can enhance satisfaction, strengthen loyalty, and
ultimately drive profitability (Alizadeh et al., 2024; Nasiri & Bagheri, 2024). Qualitative research in the
Iranian market has confirmed that grounded theory approaches are effective in uncovering hidden dimensions
of customer expectations, thereby enabling companies to tailor their digital marketing strategies based on
authentic behavioral insights (Alizadeh et al., 2024). This aligns with evidence suggesting that experience-
driven marketing significantly influences loyalty and customer retention, especially in virtual businesses
(Nasiri & Bagheri, 2024).

In emerging markets, digital marketing has proven to be a powerful enabler of growth for small and medium-
sized enterprises (SMEs). Digital tools enable these firms to reach wider audiences at lower costs, improve
operational efficiency, and enhance competitiveness (Deku et al., 2024). However, implementing digital
marketing strategies in B2B environments remains challenging due to cultural resistance, misaligned
infrastructure, and the scarcity of digital skills, all of which can hinder the success of digital transformation
initiatives (Andersson et al., 2024). Overcoming these barriers requires developing digital human capital and
fostering organizational cultures that embrace technological innovation.

In parallel, data-driven marketing capabilities have become indispensable for improving targeting precision
and campaign effectiveness. Techniques such as data mining allow companies to segment customers more
accurately and offer tailored propositions that align with their preferences (Rajan & Josephine, 2024; Yan et
al., 2025). For example, advanced clustering algorithms like DBSCAN have been successfully applied to
segment banking customers and design more effective marketing strategies (Yan et al., 2025). Similarly,
sentiment analysis through text mining has emerged as a powerful method for capturing customer feedback
and improving satisfaction (Ghadiridehkordi et al., 2025).

Beyond technological capabilities, psychological factors shape the success of digital marketing. Perceived risk
significantly affects consumers’ willingness to engage with digital brands, while trust reduces uncertainty and
fosters positive attitudes toward online transactions (Jackson & Brown, 2022). Additionally, brand image
plays a mediating role between sustainable marketing efforts and customer loyalty, highlighting the importance
of building strong brand equity in digital contexts (Rastogi et al., 2024). Studies also show that commitment
and trust, moderated by corporate image, can drive customer satisfaction in service industries like financial
and insurance sectors (Saoula et al., 2024).

Furthermore, destination brand equity has been shown to encourage customers to forgive service failures,
preserving long-term relationships with brands even during crises (Sahaf & Fazili, 2024). This insight is
particularly relevant to the real estate industry, where transactions are high-involvement and trust-based.
Digital strategies in this sector must focus not only on economic value creation but also on building emotional
and social connections with customers (Swapna Datta Khan, 2024). Complementing this, research on Iranian
real estate firms suggests that implementing sustainable marketing strategies, supported by information
technology, can significantly improve organizational performance (Shadbakhs, 2023).
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Taken together, these studies indicate that successful digital marketing strategies must integrate technological
(e.g., data mining, analytics), behavioral (e.g., engagement, trust), strategic (e.g., branding, sustainability), and
psychological (e.g., risk reduction, brand image) components. This integration is especially vital in the real
estate industry, which faces intense competition, rapidly changing customer preferences, and the critical need
to establish long-term trust. Against this backdrop, this study aims to identify the key influencing components
and develop an effective digital marketing model for the real estate industry in Iran.

Methods and Materials

This study employed a qualitative research design using the grounded theory methodology within the
systematic model proposed by Strauss and Corbin. Eighteen semi-structured interviews were conducted with
digital marketing experts and managers operating within the real estate industry in Iran. Participants were
selected through purposive sampling to ensure maximum variation in perspectives and experiences.

Data were collected through in-depth interviews that explored participants’ views on digital marketing
strategies, challenges, customer engagement practices, and technology adoption in the real estate sector. Each
interview lasted between 60 to 90 minutes and was audio-recorded with the participants’ consent.

The data were analyzed using open, axial, and selective coding. First, open coding was used to break down the
interview transcripts into conceptual labels. Axial coding was then applied to establish connections between
categories based on causal conditions, context, intervening conditions, strategies, and consequences. Finally,
selective coding was used to integrate these categories around a central phenomenon to construct a coherent
paradigm model.

Rigor was ensured through member checking, peer debriefing, and maintaining an audit trail throughout the
data analysis process. Theoretical saturation was confirmed when no new concepts or categories emerged from
the interviews.

Findings

The analysis resulted in the identification of six main categories: causal conditions, contextual conditions,
intervening conditions, the core phenomenon, strategies, and consequences. Thirty subcategories were also
derived from the data.

The core phenomenon was identified as “customer behavior-based branding, interactive approach, and
responding to customers’ digital expectations.” This represented the central organizing concept that linked
all other categories.

Causal conditions included factors such as increased digital adoption, shifting consumer expectations,
competitive market pressures, and the declining effectiveness of traditional marketing. Contextual conditions
encompassed organizational culture, technological infrastructure readiness, and management support.
Intervening conditions included resistance to change, skill gaps, regulatory constraints, and the level of
customer digital literacy.

Based on these conditions, participants described several key strategies for effective digital marketing in the
real estate industry. These included: enhancing brand positioning through personalized messaging, developing
digital interactions via social media platforms, producing value-driven and customer-centric content,
encouraging customer participation in marketing activities (particularly through E-WOM), and embracing
technological innovation to optimize digital experiences.

The implementation of these strategies was reported to generate several consequences, including increased
market share, improved organizational effectiveness, enhanced brand value, stronger customer loyalty, and the
overall development of digital business capabilities within the firms.

Discussion and Conclusion

The findings underscore the pivotal role of customer-centric branding and engagement in the success of digital
marketing initiatives in the real estate sector. Actively involving customers in the marketing process enhances
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their sense of ownership and fosters trust, which are crucial for long-term loyalty. The results align with prior
research highlighting the mediating role of engagement and trust in strengthening the impact of digital
marketing on purchase intentions.

Furthermore, the emphasis on producing value-driven content and cultivating a positive brand image supports
the notion that brand perception is a critical mediator between marketing efforts and customer loyalty.
Strengthening brand image not only drives customer retention but also enhances resilience in the face of market
fluctuations and service failures.

The findings also highlight the transformative potential of data-driven marketing. Leveraging advanced
analytics, data mining, and sentiment analysis enables firms to better understand customer behaviors and
design tailored strategies, thereby improving campaign effectiveness and customer satisfaction. This shift from
intuition-based to evidence-based marketing represents a fundamental strategic evolution for real estate firms
aiming to compete in digital marketplaces.

Additionally, the study emphasizes that successful digital transformation requires addressing contextual and
intervening conditions, such as organizational culture, employee skills, and infrastructure readiness. Building
digital human capital and fostering innovation-friendly cultures are critical enablers of this transition.

In conclusion, this study presents a localized paradigm model that integrates behavioral, technological,
strategic, and psychological dimensions to guide the design and implementation of effective digital marketing
strategies in the real estate industry. By adopting this model, decision-makers can enhance their firms’ digital
performance, build stronger customer relationships, and achieve sustainable competitive advantage in an
increasingly digital marketplace.
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