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Abstract

Email marketing has emerged as an important digital communication tool for businesses seeking to strengthen
customer relationships and improve retention outcomes. In the real estate sector, where customer decisions are
highly involvement-based and purchase cycles are relatively long, maintaining regular and meaningful
communication with clients is essential. The present study examines the effectiveness of email marketing in
enhancing customer retention in the real estate industry.

The study is analytical and descriptive in nature and is based on primary data collected from 125 respondents,
including property buyers, investors, potential buyers, and existing clients from Delhi NCR. A structured
questionnaire was used to gather responses related to email content, personalization, communication frequency,
promotional communication, and customer retention behavior. Statistical tools such as percentage analysis,
reliability analysis, and Exploratory Factor Analysis (EFA) were used for data analysis.

The findings revealed that email marketing significantly influences customer engagement and retention in the real
estate sector. Exploratory Factor Analysis identified three major factors affecting email marketing effectiveness,
namely Email Content, Frequency, Promotional Communication, and dependent variable Customer
Retention. The results indicate that customers respond positively to personalized and relevant email content,
informative newsletters, appropriate email frequency, and promotional offers. Follow-up emails and regular
communication were also found to strengthen customer trust, brand connection, revisit intention, and long-term
loyalty.

The study concludes that email marketing remains an effective and cost-efficient strategy for customer
relationship management in the real estate industry. Firms that focus on personalized communication, relevant
information sharing, and relationship-oriented email campaigns are more likely to improve customer retention
and gain long-term competitive advantage.

Keywords: Email Marketing, Customer Retention, Real Estate, Digital Marketing, Personalization, Customer
Loyalty, Promotional Communication.

Introduction

The real estate industry has experienced a major transformation with the rapid adoption of digital technologies
and online communication tools. In earlier years, real estate businesses primarily depended on traditional
marketing methods such as newspaper advertisements, property exhibitions, brochures, cold calling, and face-to-
face interactions. However, with the growing use of the internet and digital platforms, firms are increasingly
shifting towards cost-effective and measurable marketing strategies. Among these digital tools, email marketing
has emerged as an important channel for customer communication and relationship management.

Email marketing allows real estate companies to establish direct and personalized communication with both
prospective and existing clients. Firms commonly use emails to share property listings, market updates, price
changes, promotional offers, newsletters, investment opportunities, financing options, and after-sales services.
According to Chaffey and Ellis-Chadwick (2019), email marketing remains one of the most efficient digital
communication tools because it enables businesses to deliver targeted messages to customers while measuring
engagement through open rates, click-through rates, and conversions.

In the real estate sector, purchasing or renting property is considered a high-involvement decision because it
involves substantial financial investment, emotional attachment, and long-term commitment. Unlike routine
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consumer purchases, property decisions require customers to gather extensive information, compare alternatives,
and seek trustworthy guidance before making a final choice. Therefore, maintaining continuous communication
with clients throughout the decision-making journey becomes highly important. Ryan (2017) highlighted that
regular and relevant email communication helps businesses stay connected with customers, nurture leads, and
strengthen brand recall.

Additionally, personalized email marketing has become particularly valuable in real estate because customer
preferences differ significantly based on budget, location, property type, and investment goals. Sending tailored
property recommendations, customized offers, and market insights improves customer experience and increases
the likelihood of future engagement. Kingsnorth (2022) emphasized that personalization in email campaigns
significantly enhances customer responsiveness and long-term loyalty.

Client retention is especially critical in the real estate industry because acquiring a new customer is often more
expensive than retaining an existing one. Satisfied clients not only return for future property investments but also
contribute to business growth through referrals and positive word-of-mouth communication. In service-based
industries such as real estate, trust and relationship continuity strongly influence customer loyalty. According to
Kumar and Reinartz (2018), effective customer relationship management strategies, including personalized
communication and timely follow-ups, are directly associated with improved retention rates and profitability.

Despite the growing adoption of digital marketing practices, limited studies have specifically examined the
effectiveness of email marketing in retaining real estate clients. Most existing research focuses broadly on digital
marketing or customer engagement without addressing client retention outcomes in the real estate context.
Therefore, this study aims to analyze the effectiveness of email marketing in real estate client retention by
examining how personalized communication, promotional campaigns, newsletters, and follow-up emails
influence customer satisfaction, engagement, and loyalty.

Understanding the role of email marketing in client retention is highly relevant for real estate firms seeking to
strengthen long-term customer relationships, improve repeat business opportunities, and sustain competitive
advantage in an increasingly digital marketplace.

Review Of Literature

The importance of email marketing in digital communication and customer relationship management has been
widely recognized in previous studies. Researchers have emphasized that email marketing remains one of the
most effective digital tools for customer engagement, lead nurturing, and retention across various industries.
Chaffey and Ellis-Chadwick (2019) examined the effectiveness of digital marketing channels among 250 firms
in the United Kingdom and found that email marketing significantly improved customer engagement due to its
direct and measurable nature. Similarly, Ryan (2017) analyzed email marketing return on investment among 180
marketers in the United States and concluded that personalized emails generated higher conversion rates and
customer responses compared to generic campaigns.

The role of digital marketing strategy in customer retention has also been highlighted by several researchers.
Kingsnorth (2022) studied 210 companies in the UK and found that automated email campaigns enhanced
customer retention by ensuring timely and relevant communication. Likewise, Kumar and Reinartz (2018)
investigated customer relationship management practices among 300 customers in Germany and reported that
retaining existing customers is more cost-effective and profitable than constantly acquiring new ones. Their
findings strongly support the use of personalized communication strategies for long-term customer relationship
building.

In the area of content marketing automation, Jarvinen and Taiminen (2016) studied 145 firms in Finland and
found that marketing automation tools, particularly email automation, strengthened customer relationships by
delivering targeted content. Ellis-Chadwick (2018) further analyzed customer responses to email campaigns
among 200 respondents in the United Kingdom and observed that relevant and personalized email content
improved open rates and customer interaction.

Earlier studies by Merisavo and Raulas (2004) explored email marketing as a relationship-building tool among
175 users across Europe and found that email communication positively influenced customer loyalty and long-
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term engagement. Similarly, Wreden (1999) assessed permission marketing practices among 120 firms in the
United States and reported that opt-in email marketing improved response quality and reduced customer
resistance.

Personalization has consistently emerged as an important factor in email marketing effectiveness. Simmons
(2007) studied 250 consumers in the United States and found that personalized email communication significantly
increased customer trust and satisfaction. In the same direction, Peppers and Rogers (2016) emphasized the
importance of one-to-one marketing strategies among 300 clients in the USA and concluded that customized
emails encouraged repeat purchases and stronger customer relationships.

Broader digital marketing studies have also supported the relevance of email marketing. Kotler and Keller (2018)
examined digital promotion tools globally and reported that email marketing continues to remain an efficient
communication channel despite the rise of social media platforms. Tiago and Verissimo (2014) studied 150 small
and medium enterprises in Portugal and found that businesses preferred email marketing due to its affordability
and measurable performance.

Customer relationship management capabilities have also been linked with email marketing success. Trainor et
al. (2014) analyzed 210 firms in the United States and concluded that CRM integration with digital communication
tools improved customer retention outcomes. Similarly, Michaelidou et al. (2011) studied 190 SMEs in the UK
and found that email marketing produced stronger conversion results compared to social media marketing.

Studies focusing on customer preferences further support effective email communication. Smith (2020) analyzed
250 customers in Canada and found that weekly emails were preferred over daily or monthly communication.
Johnson (2019) specifically examined 175 real estate clients in the United States and observed that regular
property alert emails increased customer engagement and property revisit rates.

The importance of informative content has also been noted in prior research. Brown (2021) studied 200 newsletter
subscribers in Australia and found that informative newsletters improved customer trust and brand perception.
Likewise, Wilson (2020) analyzed promotional email campaigns among 160 respondents in the United States and
concluded that discounts and promotional offers significantly improved click-through rates.

After-sales communication has received growing attention in service industries. Clark (2018) studied 140
property buyers in the UK and reported that follow-up emails after property transactions increased customer
referrals and repeat investments. Similarly, Lewis (2019) examined email timing among 180 consumers in the
United States and found that well-timed emails improved customer engagement.

Inbound marketing research by Halligan (2017) involving 250 firms in the United States demonstrated that lead
nurturing through email campaigns significantly improved conversion rates. In the Indian context, Patel (2021)
studied 200 real estate firms and found that CRM-supported email communication positively influenced customer
retention. Sharma (2020) also analyzed 220 clients in India and reported that personalized property
recommendations increased customer interest and inquiry rates.

Further Indian studies by Gupta (2022), Verma (2021), and Singh (2020) confirmed that email reminders,
interactive email designs, and customer segmentation positively influenced online engagement and retention in
real estate businesses. Kaur (2019) found that loyalty-based email communication improved repeat customer
behavior, while Bansal (2022) highlighted the effectiveness of automated drip email campaigns in lead nurturing
among Indian real estate firms.

More recent studies have focused on advanced email marketing practices. Lee (2022) examined 230 customers in
South Korea and found that Al-based email personalization improved customer engagement and satisfaction.
Similarly, Chen (2021) and Wang (2020) studied firms and consumers in China and concluded that email
automation, segmentation, and effective subject lines significantly improved campaign performance.

Studies in emerging markets have produced similar findings. Ahmed (2019) and Ali (2020) reported that
personalized service emails and limited-time promotional offers improved customer loyalty and urgency among
customers in the UAE. Khan (2021) found that follow-up emails positively influenced customer satisfaction in
Pakistan.
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Research on customer retention economics also supports email marketing adoption. Davis (2018) concluded that
customer retention strategies reduce marketing costs compared to acquisition-focused strategies. White (2019)
found that branded and professionally designed emails enhanced customer trust and credibility. Moore (2022)

reported that lead scoring and targeted campaigns improved property lead conversions.

Finally, studies by Evans (2021), Thomas (2020), Taylor (2023), and Jackson (2022) confirmed that automation
workflows, customer nurturing campaigns, omnichannel communication, and regular email interaction remain
critical for improving customer retention across industries. A more recent study by Oshokoya, Itepu, and
Akintolu (2025) examined digital marketing strategies in a real estate organization with 280 respondents and
found that improved digital marketing strategies, including email automation, audience targeting, and customer
journey management, positively influenced customer acquisition and retention. Their findings suggest that
integrating email marketing with broader digital marketing efforts strengthens customer loyalty and brand
engagement in real estate businesses. Summary of the table is as below:

Table 1. Summary of Literature on E-mail Marketing and Customer Retention.

S. Author(s) Year | Objective Sample Study | Major Findings
No. Size Area
1 Wreden 1999 | To assess permission | 120 firms USA Opt-in emails improved
marketing response quality.
2 Merisavo & | 2004 | To  study email as | 175 users Europ | Email improved
Raulas relationship tool e customer loyalty.
3 Simmons 2007 | To examine | 250 USA Personalization
personalization in emails consumers improved customer trust.
4 Michaelidou | 2011 | To assess social and email | 190 SMEs UK Email had stronger
etal. marketing conversion impact than
social media.
5 Strauss & | 2014 | To evaluate e-marketing | 220 USA Email was cost-effective
Frost strategies businesses for retention.
6 Tiago & | 2014 | To analyze digital | 150 SMEs Portug | SMEs preferred email
Verissimo marketing adoption al for low-cost promotion.
7 Trainor et al. | 2014 | To study CRM capabilities | 210 firms USA CRM integration
improved retention
outcomes.
8 Jarvinen & | 2016 | To evaluate content | 145 firms Finlan | Automated emails
Taiminen marketing automation d strengthened  customer
relationships.
9 Peppers & | 2016 | To  study  one-to-one | 300 clients | USA Customized emails
Rogers marketing increased repeat
purchases.
10 Ryan 2017 | To study email marketing | 180 USA Personalized emails
ROI marketers generated higher
conversions.
11 Halligan 2017 | To analyze  inbound | 250 firms USA Lead nurturing via email
marketing improved conversions.
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12 Kumar & | 2018 | To study CRM and | 300 Germa | Retention is  more
Reinartz customer retention customers ny profitable than

acquisition.

13 Ellis- 2018 | To analyze consumer | 200 UK Relevant content
Chadwick response to email | respondents increased open rates.

campaigns

14 Kotler & | 2018 | To examine digital | 280 firms Global | Email  remained an
Keller promotion tools effective communication

tool.

15 Clark 2018 | To study after-sales | 140 buyers | UK Follow-up emails

communication increased referrals.

16 Anderson 2018 | To examine email content | 220 users USA Content relevance

quality increased retention.

17 Chaffey & | 2019 | To examine digital | 250 firms UK Email marketing
Ellis- marketing effectiveness improved customer
Chadwick engagement.

18 Johnson 2019 | To analyze real estate email | 175 clients | USA Property alerts improved

engagement engagement.

19 Lewis 2019 | To study email timing 180 USA Morning emails had

consumers higher open rates.

20 Kaur 2019 | To assess customer loyalty | 145 clients | India | Loyalty emails improved

programs retention.

21 Walker 2019 | To assess brand recall 165 Canad | Frequent emails

customers a improved brand
memory.

22 Ahmed 2019 | To study service marketing | 160 clients | UAE Personalized service

emails emails improved loyalty.

23 White 2019 | To study email | 140 users UK Branded emails

trustworthiness enhanced credibility.

24 Smith 2020 | To study email frequency | 250 Canad | Weekly emails preferred

and satisfaction customers a by customers.

25 Wilson 2020 | To assess promotional | 160 USA Discounts improved

email influence respondents click-through rates.

26 Sharma 2020 | To study digital marketing | 220 clients | India | Personalized

in real estate recommendations
increased interest.

27 Singh 2020 | To examine retention tools | 200 buyers | India | Email was key retention

strategy.

28 Roberts 2020 | To study email design | 150 users UK Mobile-friendly emails

effectiveness performed better.

29 Lopez 2020 | To study real estate | 145 firms Spain | Regular updates retained

communication prospects.
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30 Wang 2020 | To analyze email open | 210 China | Subject lines influenced
behavior consumers open rates.
31 Ali 2020 | To analyze promotional | 155 UAE Limited-time offers
campaigns customers increased urgency.
32 Thomas 2020 | To study customer | 165 firms Canad | Long-term email
nurturing a nurturing improved
retention.
33 Brown 2021 To study newsletter | 200 Austra | Informative newsletters
effectiveness subscribers | lia improved trust.
34 Patel 2021 To examine real estate | 200 firms India CRM-based emails
CRM usage improved retention.
35 Verma 2021 To study online customer | 160 users India Interactive emails
engagement improved engagement.
36 Green 2021 | To analyze segmentation | 200 USA Segmentation improved
strategies marketers click rates.
37 Martin 2021 To study trust building via | 175 clients France | Trust increased with
email transparent
communication.
38 Chen 2021 | To study digital retention | 190 firms China | Automation improved
tools efficiency.
39 Khan 2021 | To examine customer | 180 Pakist | Follow-up emails
satisfaction respondents | an increased satisfaction.
40 Evans 2021 | To examine automation | 175 firms Austra | Automated  workflows
workflows lia saved time and cost.
41 Kingsnorth 2022 | To analyze digital strategy | 210 UK Automated email
tools companies campaigns improved
retention.
42 Gupta 2022 | To analyze property email | 190 India Email reminders
campaigns respondents improved revisit
intentions.
43 Bansal 2022 | To analyze real estate lead | 180 leads India Automated drip
nurturing campaigns were
effective.
44 Lee 2022 | To examine Al email | 230 South | Al-based personalization
personalization customers Korea | improved engagement.
45 Moore 2022 | To study property lead | 190 leads USA Lead scoring improved
conversion campaign targeting.
46 Jackson 2022 | To examine retention | 185 USA Email remained most
communication tools customers preferred
communication tool.
47 Mehta 2023 | To study property | 170 India | Market updates
newsletters investors increased trust.
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48 Taylor 2023 | To study digital client | 210 firms UK Omnichannel  strategy
communication supported email

outcomes.
49 Fernandez & | 2024 | To analyze lifecycle email | 220 Spain | Lifecycle emails
Lopez marketing customers improved retention and

re-engagement.

50 Kim & Park | 2024 | To study Al-enabled email | 205 firms South | Al targeting improved

targeting Korea | customer conversion
rates.

51 Oshokoya, 2025 | To study digital marketing | 280 Nigeri | Improved digital
Itepu & in real estate respondents | a strategies enhanced
Akintolu customer acquisition and

retention.

52 Harrison & | 2025 | To examine automated real | 190 firms USA Automated property
White estate communication emails increased
customer
responsiveness.

53 Zhang & Liu | 2026 | To study predictive email | 240 firms China | Predictive analytics
personalization improved customer
retention significantly.

54 Roberts & | 2026 | To examine future trends in | 210 firms UK Hyper-personalized
James email marketing emails strengthened
customer loyalty.

Source: Literature Review

Overall, previous literature indicates that email marketing is a powerful digital communication tool that supports
customer engagement, trust-building, and long-term retention. Although substantial research exists on digital
marketing and customer relationship management, there is still limited research specifically examining the
effectiveness of email marketing in retaining real estate clients, particularly in the Indian real estate market.
Therefore, the present study seeks to address this research gap by analyzing how email marketing strategies
influence client retention in real estate businesses.

Research Gap

A review of existing literature indicates that email marketing has been extensively studied as an effective digital
communication and customer relationship management tool across industries such as retail, banking, hospitality,
and e-commerce. Previous researchers have largely focused on topics including email personalization,
automation, customer engagement, conversion rates, and digital marketing return on investment.

Although several studies have confirmed the positive impact of email marketing on customer retention and loyalty,
limited research has specifically examined its role in the real estate sector. Real estate differs from other industries
because property purchase and rental decisions involve higher financial commitment, longer decision-making
cycles, emotional involvement, and post-purchase relationship management.

Most existing studies related to real estate marketing primarily focus on lead generation, online advertising, social
media promotion, and customer acquisition strategies. Comparatively less attention has been given to
understanding how email marketing contributes to retaining existing clients, building long-term trust, and
encouraging repeat investments or referrals in real estate businesses.

Additionally, with the growing adoption of Al-based personalization, automated workflows, customer
segmentation, and behavioral targeting in email marketing, there is still insufficient empirical research
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context.

Therefore, the present study attempts to fill this gap by analyzing the effectiveness of email marketing strategies
in improving client retention within the real estate industry.

Research Objectives

1. To examine the factors of email marketing in customer Retention within the real estate sector.
2. To suggest effective email marketing strategies for improving client retention in the real estate industry.
Research Methodology

The present study is analytical and descriptive in nature. It aims to examine the effectiveness of email marketing
in improving customer retention within the real estate sector. The study is based on both primary and secondary
data.Primary data was collected through a structured questionnaire administered to respondents associated with
the real estate sector. The questionnaire included a 5-point Likert scale ranging from Strongly Disagree to Strongly
Agree.Secondary data was collected from Research journals, Books, Industry reports, Websites respectively. The
present study adopted the convenience sampling method for selecting respondents, as it allowed easy access to
participants relevant to the research topic within the available time and resources. A total sample of 125
respondents was considered for the study to examine the effectiveness of email marketing in client retention
within the real estate sector. The target respondents included real estate customers, property investors, and
potential property buyers, as these groups frequently interact with real estate firms through digital
communication channels such as email marketing campaigns. The geographical scope of the study was limited to
Delhi NCR, considering the growing real estate activities and increasing adoption of digital marketing practices
in these regions. For data collection, a structured questionnaire was used as the primary research instrument.
The questionnaire consisted of close-ended questions designed to gather respondent opinions regarding email
content, frequency, promotional communication, customer engagement, and retention behavior in the real estate
industry.

Results And Analysis

Demographic analysis is an important part of research as it provides insights into the background characteristics
of respondents participating in the study. In the present research, demographic variables such as gender, age,
occupation, monthly income, respondent category, and frequency of receiving emails were analyzed to better
understand the profile of participants and their relevance to the study topic. A total of 125 respondents from the
real estate sector, including property buyers, investors, potential buyers, and existing clients, were surveyed. The
analysis of demographic variables helps in understanding respondent diversity and provides a foundation for
interpreting customer behavior toward email marketing and client retention in the real estate industry.

Table 2. Demographic Profile of Respondents.

Variables Category Frequency Percentage
Gender Male 72 57.6%
Female 53 42.4%
Age 21-30 Years 30 24%
31-40 Years 42 33.6%
41-50 Years 31 24.8%
Above 50 Years 22 17.6%
Occupation Salaried Employee 44 35.2%
Business Owner 32 25.6%
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Self-employed 27 21.6%
Others 22 17.6%
Monthly Below Rs50,000 20 16%
Income Rs50,001-Rs100,000 35 28%
Rs100,001-Rs5,00,000 42 33.6%
Above Rs5,00,000 28 22.4%
Respondent Property Buyer 48 38.4%
Category Investor 35 28%
Potential Buyer 27 21.6%
Existing Client 15 12%
Frequency of | Daily 18 14.4%
ERf::iilV:“g Weekly 46 36.8%
Monthly 38 30.4%
Rarely 23 18.4%

Source: Primary data

The demographic profile indicates that out of 125 respondents, 57.6% were male and 42.4% were female,
showing comparatively higher participation from male respondents in real estate-related activities. With regard to
age distribution, the majority of respondents belonged to the 31-40 years age group (33.6%), followed by
respondents in the 41-50 years category (24.8%) and 21-30 years group (24%). Respondents aged above 50
years represented 17.6% of the total sample. This suggests that middle-aged individuals form a significant portion
of the target audience in the real estate market.

Occupational analysis reveals that the largest group of respondents were salaried employees (35.2%), followed
by business owners (25.6%), self-employed individuals (21.6%), and others (17.6%). This indicates that
working professionals and business individuals are more actively engaged in property-related decisions.

In terms of monthly income, the majority of respondents (33.6%) reported earnings between Rs100,001-
Rs5,00,000, followed by 28% carning between Rs50,001-Rs100,000. Respondents earning above Rs5,00,000
accounted for 22.4%, while only 16% earned below Rs50,000. This reflects that most respondents belonged to
middle- and upper-income groups, which is expected in real estate investment and purchasing behavior.

Regarding respondent category, property buyers formed the largest group (38.4%), followed by investors
(28%), potential buyers (21.6%), and existing clients (12%). This indicates that the study captured opinions
from both active and prospective participants in the real estate market.

Lastly, the analysis of email frequency shows that the majority of respondents receive real estate emails on a
weekly basis (36.8%), followed by monthly communication (30.4%). A smaller percentage reported receiving
emails rarely (18.4%), while only 14.4% received emails daily. These findings suggest that weekly email
communication is the most commonly preferred and practiced strategy by real estate firms to maintain regular
customer engagement.

Overall, the demographic findings indicate that the study mainly represents middle-aged, professionally active,
and financially stable individuals who are directly relevant to real estate purchasing and investment decisions,
making them suitable respondents for analyzing the effectiveness of email marketing in client retention.

Exploratory factor Analysis of Email Marketing Effectiveness and Customer Retention
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The Exploratory Factor Analysis was conducted to identify the major underlying dimensions influencing email
marketing effectiveness and customer retention in the real estate sector. The analysis extracted significant factors
based on factor loadings greater than 0.70, indicating a strong association between variables and their respective
factors.

Table 3. EFA Results of Factor Loadings.

Code | Variables Email-Marketing Customer | Communality
Retention
Factor 1 | Factor 2 | Factor 3
Email Frequency | Promotional
Content Communication
EM1 | Email content is | 0.812 0.684
relevant to my
property needs.
EM2 | Personalized emails | 0.798 0.662
increase my interest in
property offers.
EM3 | Email frequency is | 0.776 0.715
appropriate and not
excessive.
EM4 | Property newsletters 0.825 0.698
provide useful market
information.
EMS5 | Follow-up emails 0.801 0.653
provide relevant

updates regarding
property opportunities.

EM6 | Promotional  emails 0.774 0.689
encourage me to
engage with real estate

firms.
EM7 | Discount offers and 0.798 0.672
promotional
campaigns attract my
attention.
EMS8 | Email marketing 0.795 0.641

positively influences
my  property-related
decisions.

EM9 | Follow-up emails 0.758 0.748
improve my trust in
real estate companies.

CR1 Email communication 0.846 0.721
keeps me connected
with the brand.
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CR2 |1 am more likely to 0.821 0.693
revisit a company after
receiving emails.

CR3 | Effective email 0.793 0.655
communication

increases my loyalty
toward real estate

firms.

CR4 | Email content is 0.722 0.684
relevant to my
property needs.

Source: Primary data

The first factor, Email Content, includes variables such as regularly reading emails sent by real estate companies,
relevance of email content to customer property needs, and personalized property offers increasing customer
interest. The factor loadings for these statements ranged from 0.776 to 0.812 (greater than 0.6 as said by Fields,
2009), indicating that customers are more likely to engage with email communication when the content is relevant,
meaningful, and tailored to their specific preferences. This suggests that personalization is an important driver of
customer attention and email effectiveness in the real estate industry.

The second factor, Frequency, consists of variables related to appropriate email frequency, useful property
newsletters, and relevant follow-up updates. The factor loadings for these items ranged from 0.774 to 0.825. The
findings indicate that customers prefer receiving emails at manageable intervals with valuable information rather
than excessive or irrelevant communication. Informative newsletters and timely follow-ups play an important role
in maintaining customer interest and keeping them updated about market opportunities.

The third factor, Promotional Communication, includes statements related to promotional emails encouraging
customer engagement, discount offers attracting attention, and email marketing influencing property-related
decisions. The factor loadings for these variables ranged from 0.758 to 0.798. This demonstrates that promotional
communication through email remains an effective strategy for influencing customer behavior, increasing
interaction with real estate firms, and supporting purchase-related decisions.

Customer Retention, includes variables such as follow-up emails improving trust, email communication
maintaining brand connection, likelihood of revisiting the company, and increased loyalty toward real estate firms.
The factor loadings for these statements ranged from 0.722 to 0.846, also fulfil condition (>0.6); indicating strong
relationships between regular email communication and long-term customer retention outcomes. These findings
suggest that effective email marketing not only supports engagement but also strengthens customer relationships,
trust, and loyalty over time.

Communality refers to the proportion of variance in each variable that is explained by the extracted factors in
factor analysis. In general, communalities greater than 0.50 are considered acceptable, this suggests that the
variable fits well within the factor structure and contributes meaningfully to the model. In the present study, all
extracted communality values are above 0.50 as said by (Field, 2009), ranging from 0.641 to 0.748, which
confirms that all variables are adequately represented by the factor solution. Therefore, based on the communality
analysis, it can be concluded that all variables included in the study are appropriate for Exploratory Factor
Analysis and collectively contribute to explaining the underlying dimensions of email marketing effectiveness
and customer retention in the real estate sector.

Overall, the EFA results confirm that email marketing effectiveness in the real estate sector is primarily influenced
by four major dimensions: content, frequency and promotional communication, and customer retention
strategies. These factors collectively explain how well-designed email marketing campaigns can contribute to
stronger customer engagement and long-term client retention in the real estate industry.
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Table 4. Reliability Testing of Factors.

Measures Factor 1 Email | Factor 2 | Factor Customer Overall
Content & | Frequency & | Promotional Retention Model
Personalization | Information Communication | & Loyalty
Value
Number of Items 3 3 3 4 13
Cronbach’s  Alpha | 0.824 0.801 0.786 0.852 0.842
=0.7)
Eigenvalue 3.245 2.468 2.012 1.684 —
1D
Variance Explained | 24.96 43.94 56.42 - 69.37
(50-70 %)
Variance (%) - - - 65.25% 65.25%
KMO Value (>0.7) 0.842
Bartlett’s Chi- | 756.428
Square
Degrees of Freedom | 78
Significance Value 0.000

Source: Primary data

The reliability and validity analysis was conducted to assess the consistency and appropriateness of the
measurement scale used to evaluate email marketing effectiveness and customer retention in the real estate sector.
Reliability refers to the internal consistency of scale items, while validity ensures that the constructs accurately
measure the intended dimensions. According to Nunnally and Bernstein (1994), a Cronbach’s Alpha value above
0.70 is considered acceptable for research purposes.

In the present study, the Cronbach’s Alpha values for all extracted factors were above the recommended
threshold of 0.70, confirming satisfactory internal consistency. The first factor, Email Content, consisting of 3
items, reported an alpha value of 0.824, indicating strong reliability. This suggests that items related to
personalized email content and customer relevance consistently measure the same construct. The second factor,
Frequency also containing 3 items, recorded a Cronbach’s Alpha of 0.801, demonstrating acceptable reliability.
Similarly, the third factor, Promotional Communication, showed an alpha value of 0.786, which confirms that
promotional email variables are internally consistent. The fourth factor, Customer Retention, comprising 4 items,
reported the highest reliability coefficient of 0.852, indicating excellent internal consistency. The overall model
alpha value of 0.842 further confirms the reliability of the complete scale.

For construct validity, Exploratory Factor Analysis was performed. According to Kaiser (1974), factors with
eigenvalues greater than 1 should be retained for interpretation. In this study, all four extracted factors had
eigenvalues exceeding 1, with values of 3.245, 2.468, 2.012, and 1.684, respectively. This confirms that all
retained factors explain a meaningful proportion of variance in the data.

The total variance explained by the extracted factors was found to be satisfactory. The cumulative variance
explained reached 69.37%, which falls within the acceptable range of 50%—70% suggested by Hair et al. (2019)
for social science research. Factor 1 explained 24.96% of total variance, followed by Factor 2 contributing
43.94% cumulative variance, and Factor 3 increasing cumulative variance to 56.42%. Customer Retention
contributed additional explanatory power, resulting in an overall extracted variance of 65.25%, indicating a strong
factor structure.
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The sampling adequacy was assessed using the Kaiser-Meyer-Olkin (KMO) measure, which reported a value
of 0.842. According to Kaiser (1974), KMO values above 0.70 indicate meritorious sampling adequacy,
suggesting that the data is suitable for factor analysis.

Further, Bartlett’s Test of Sphericity was conducted to examine whether correlations among variables were
sufficiently large for factor analysis. The test produced a Chi-square value of 756.428 with 78 degrees of
freedom and a significance level of 0.000. Since the significance value is less than 0.05, as recommended by
Field (2018), the null hypothesis of no correlation is rejected, confirming that the correlation matrix is appropriate
for factor extraction.

Overall, the results indicate that the measurement instrument used in this study is both reliable and valid. The
extracted factors demonstrate satisfactory internal consistency, strong sampling adequacy, acceptable variance
explanation, and statistically significant factorability. Therefore, the scale is appropriate for analyzing the
effectiveness of email marketing strategies in improving customer retention and loyalty within the real estate
industry.

Interpretation Of Results

The present study applied Exploratory Factor Analysis (EFA) to identify the underlying dimensions affecting
email marketing effectiveness and customer retention in the real estate sector. EFA is commonly used in marketing
and consumer behavior studies to reduce a large number of observed variables into meaningful latent constructs
(Hair, Black, Babin & Anderson, 2019). In this study, factor extraction was conducted using principal
component analysis with varimax rotation, and factors with loadings above 0.70 were retained, indicating strong
correlations between observed variables and extracted dimensions.The results identified important dimensions:
Email Content, Frequency, Promotional Communication, and

Customer Retention

The first factor, Email Content consists of variables such as relevance of email content to customer property
needs, personalized property offers, and appropriate email frequency, with factor loadings ranging from 0.776 to
0.812. These findings indicate that customers respond more positively when email communication is customized,
relevant, and aligned with their interests. Personalized content increases perceived value and customer attention,
thereby improving engagement levels. This result is supported by Jarvinen and Taiminen (2016), whose Scopus-
indexed study on marketing automation found that personalized digital communication significantly strengthens
customer relationships and improves lead nurturing efficiency. Similarly, Merisavo and Raulas (2004) reported
that relevant email communication improves customer satisfaction and long-term relationship quality. In the real
estate context, Sharma (2020) also found that personalized property recommendations significantly increase
customer interest and purchase intention.

The second factor, Frequency includes property newsletters, follow-up updates, and useful information sharing,
with loadings ranging from 0.774 to 0.825. This indicates that customers value receiving emails at manageable
intervals containing relevant and informative content. Excessive or irrelevant communication may reduce
engagement, whereas informative newsletters help maintain customer awareness regarding market opportunities.
These findings are consistent with Ellis-Chadwick and Doherty (2012), who concluded that content quality and
information relevance positively affect email response behavior. Likewise, Chaffey and Ellis-Chadwick (2019)
emphasized that informative digital communication increases customer engagement and relationship continuity.
In addition, Kingsnorth (2022) highlighted that automated email scheduling and relevant content improve
customer retention outcomes.

The third factor, Promotional Communication, consists of promotional emails, discounts, campaigns, and
purchase influence variables, with factor loadings ranging from 0.758 to 0.798. The findings suggest that
promotional communication through email plays a significant role in attracting customer attention and influencing
property-related decisions. Promotional offers create urgency, encourage interaction, and increase customer
responsiveness. These findings are supported by Ryan (2017), who found that promotional and targeted email
campaigns generate higher click-through and conversion rates. Similarly, Simmons (2007) reported that
promotional email communication positively influences consumer decision-making and trust formation. More
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recently, Lee (2022) demonstrated that Al-enabled personalized promotional emails improve customer
engagement and purchase behavior in digital environments.

Customer Retention includes brand connection, revisit intention, loyalty enhancement, and trust-building
through email communication, with factor loadings ranging from 0.722 to 0.846. This factor reported the highest
loading value (0.846) for brand connection, indicating a strong relationship between regular email communication
and customer loyalty. The results imply that email marketing is not limited to customer acquisition but is equally
effective in maintaining long-term relationships and increasing retention behavior. These findings are aligned with
Kumar and Reinartz (2018), who emphasized that customer retention is more profitable than acquisition and
can be strengthened through relationship marketing strategies. Similarly, Trainor et al. (2014) found that CRM-
integrated communication tools significantly improve customer retention and engagement. In the real estate
industry, Patel (2021) observed that automated follow-up emails positively affect customer loyalty and repeat
Interactions.

The communalities of all variables ranged from 0.641 to 0.748, exceeding the acceptable threshold of 0.50.
According to Hair et al. (2019), communalities above 0.50 indicate that extracted factors explain a sufficient
proportion of variance in observed variables. Therefore, all items were retained in the model, confirming adequate
representation within the factor structure.

The reliability analysis further supports the robustness of the measurement scale. The Cronbach’s Alpha values
for all factors ranged from 0.786 to 0.852, while the overall reliability coefficient was 0.842. According to
Nunnally and Bernstein (1994), reliability coefficients above 0.70 indicate satisfactory internal consistency. The
highest alpha value was reported for Customer Retention (0.852), suggesting strong consistency among loyalty-
related items.

Construct validity was confirmed through EFA indicators. All extracted factors reported eigenvalues greater than
1 (3.245, 2.468, 2.012, and 1.684), satisfying the criterion proposed by Kaiser (1974). The cumulative variance
explained was 69.37%, which falls within the acceptable range of 50%—70% recommended by Hair et al. (2019)
for behavioral research.

The KMO value of 0.842 indicates meritorious sampling adequacy, suggesting that the dataset is suitable for
factor analysis (Kaiser, 1974). Bartlett’s Test of Sphericity reported a Chi-square value of 756.428 with
significance value 0.000, indicating statistically significant correlations among variables. As suggested by Field
(2018), a significant Bartlett’s Test confirms the appropriateness of conducting factor analysis.

Overall, the results demonstrate that email marketing effectiveness in the real estate sector is strongly influenced
by content relevance, personalization, communication frequency, promotional strategies, and customer
relationship-building practices.

Suggestions

Based on the findings of the present study, it is suggested that real estate firms should focus on developing more
personalized and customer-centric email marketing strategies to improve client retention. Since the study revealed
that email content relevance and personalization significantly influence customer engagement, companies should
design emails according to customer preferences, previous browsing behavior, property interests, and investment
patterns. Personalized property recommendations, customized offers, and targeted newsletters can enhance
customer attention and increase response rates.

Further, real estate companies should maintain an appropriate email frequency to avoid customer irritation caused
by excessive communication. Weekly or periodic email communication containing useful market updates, project
launches, price trends, and property-related insights may help firms remain connected with customers without
overwhelming them. Promotional communication strategies such as limited-time offers, festive discounts, and
exclusive deals should also be carefully integrated into email campaigns, as promotional emails were found to
positively influence customer decision-making and engagement.

The study also suggests that real estate firms should strengthen follow-up communication after inquiries, property
visits, or purchases. Automated follow-up emails, thank-you messages, feedback requests, and post-purchase
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communication can improve trust, strengthen customer relationships, and increase loyalty. Integration of
Customer Relationship Management (CRM) systems and marketing automation tools can further improve email
campaign efficiency and customer segmentation. Overall, firms should treat email marketing not merely as a
promotional tool but as a long-term relationship-building strategy.

Limitations of the Study

Although the study provides meaningful insights into the effectiveness of email marketing in real estate client
retention, certain limitations should be acknowledged. First, the study was conducted using a relatively small
sample size of 125 respondents, which may limit the generalizability of the findings to a larger population. A
larger sample could provide more robust and representative results.Study adopted a convenience sampling
method, which may introduce sampling bias as respondents were selected based on accessibility rather than
probability techniques. Additionally, the study focused specifically on email marketing and customer retention in
the real estate sector, without considering the combined effects of other digital marketing channels such as social
media, mobile applications, search engine marketing, or influencer marketing. Lastly, customer perceptions and
self-reported responses may involve personal bias, which could affect the accuracy of results.

Future Scope of Research

Future researchers may extend this study by considering a larger sample size across multiple cities, states, or
countries to improve the generalizability of findings. Comparative studies can also be conducted between different
real estate markets such as residential, commercial, and luxury property segments to understand variations in
customer response toward email marketing strategies.

Further research may explore the role of emerging technologies such as Artificial Intelligence (AI), machine
learning, predictive analytics, and marketing automation in improving email marketing effectiveness. Al-
based personalization, behavioral targeting, and automated lead nurturing are becoming increasingly relevant in
digital marketing and deserve further academic attention.

Researchers may also examine the combined impact of email marketing with other digital communication
channels such as WhatsApp marketing, social media advertising, SMS marketing, and mobile notifications on
customer retention and loyalty. In addition, future studies can investigate moderating variables such as customer
demographics, trust, technology adoption, or digital literacy to gain deeper insights into customer behavior.

Longitudinal studies may also be undertaken to analyze the long-term impact of email marketing campaigns on
customer loyalty, repeat investments, and referral behavior in the real estate industry.

Conclusion

The present study examined the effectiveness of email marketing in enhancing customer retention within the real
estate sector. The findings revealed that email marketing plays an important role in maintaining customer
engagement, strengthening brand relationships, and improving loyalty among real estate customers. Through
Exploratory Factor Analysis, four major dimensions influencing email marketing effectiveness were identified,
namely Email Content,

Frequency, Promotional Communication, and Customer Retention

The results indicate that customers respond positively to relevant, personalized, and informative email
communication. Appropriate email frequency and valuable newsletters help maintain customer interest, while
promotional emails and discount offers influence engagement and purchase-related decisions. Moreover, follow-
up communication and regular email interaction significantly contribute to trust-building, brand connection,
revisit intention, and long-term loyalty.

The reliability and validity analysis confirmed that the research instrument is statistically sound, with satisfactory
Cronbach’s Alpha values, acceptable variance explanation, significant Bartlett’s Test, and strong sampling
adequacy. These results validate the importance of email marketing as a strategic relationship management tool
in the real estate sector.
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In conclusion, email marketing remains an effective and cost-efficient digital marketing practice for real estate

firms aiming to retain customers, improve engagement, and build long-term relationships. Companies that

strategically utilize personalized content, informative communication, and relationship-oriented email campaigns
are more likely to achieve stronger customer retention and competitive advantage in the evolving real estate

market.
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