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Abstract
The real estate industry is one of the most profitable activities worldwide, for instance, GDP-wise in 2020 it had
a share of 5.8% within the Mexican economy, that is above 62 billion dollars (Statista, 2022; The World Bank,
2022). An activity with such relevance should keep up with world trends such as digitalization, e-commerce, and
communication especially during the pandemic. COVID-19 accelerated the need of a multichannel integration in
order to compete in today’s fierce competition. Digitalization has helped companies and people to find each
other allowing them to communicate and exchange value, all of these resulting in long relationships. The
problem analyzed within this research is made up of the little knowledge the realtors have regarding digital tools
and how they can use them in their daily work activities as well as the effect they may have. Therefore, the
purpose of this study is to analyze the influence of e-marketing communication on customer’s loyalty in the real
estate business and to find out if there are any variations in terms of people's income. PLS-SEM was used so as
to determine the link between each of the constructs in the proposed model, results show that e-marketing
communication has a favorable and significant impact on customer loyalty, and that this influence is related to
people's income.
Keywords: e-marketing, loyalty, family income, real estate
1. Introduction
There have been many changes in the lifestyles during the COVID-19 pandemic, e-commerce, for instance, has
dramatically expanded its sales, with people being increasingly customed to online shopping (Park & Lee, 2021).
Purchase channels have evolved into direct electronic visits and purchases with simpler paying methods, less
timeframes and labor required (Evans & Schmalensee, 2016). This transformation, as well as the digital
entrepreneurship that it has spawned, has resulted not only in wealth creation, but also competitive instability
and disorder (Nosova et al., 2021).
In this context, the "conventional" real estate sector has been seriously damaged by lockdown and social distance
regulations derived from the pandemic however, this has the potential to accelerate the evolution of multichannel
retailing and a growing integrating role of physical stores. (Nanda et al., 2021; Hoesli & Malle, 2021; LaSalle,
2020). Consequently, there has been a renewed interest to examine the risks associated with the real estate
industry due to the COVID-19 pandemic (Uchehara et al., 2020), as knowledge on the aspects affecting buyers’
decision, the associations between these aspects, and the kind of online buyers translate into priceless
information for e-marketers and the real estate industry itself (Rahman & Rahman, 2020).
Digitalization is quite important for every organization in today’s fierce competition. The development of
Information and Communication Technologies (ICT) has helped companies change the way they reach clients
and improve their performance, as a consequence, e-business practices play a very salient role in the economy of
companies and countries. Through ICT, the process of making, communicating, and conveying value to
customers can also be used to maintain customer relationships for mutual benefit -loyalty- (Haudi, et al, 2022).
Therefore, companies need to consider electronic marketing opportunities so that they design strategies targeting
the intended audience as well as for maintaining customer relationships.
According to INEGI (2020), in 2019 there were in Mexico 19,501 economic units within the construction and
real estate industry, which generated 2.5% of formal jobs of the country -676,301 jobs-, thus taking the fifth
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place in the ranking of the activities that generate the most jobs. GDP-wise in 2020 the real estate industry had a
share of 5.8% within the Mexican economy, that is above 62 billion dollars (Statista, 2022; The World Bank,
2022). Considering the figures just mentioned, this study aims to analyses the relation between the e-mkt
communication strategy real estate companies implement and the loyalty of their customers in order for
companies to have a better understanding of the online shopping intention and to set up better marketing
strategies in targeted segments.
2. Theoretical Framework
2.1 E-marketing Communication
As it is common in the social sciences, there is no standardized concept for e-marketing, even so, there are
authors who say that there is really no difference between e-mkt and traditional mkt since at the end of the day
the objective of any type of marketing is to retain the customer and stimulate future sales and digital
communication tools that help to contact and maintain long-term relationships with customers (Stokes, 2013). In
their study, Liu et al. (2019) show how e-marketing is transforming the world of marketing, and that it is now
thought to be on par with or even outperforming traditional marketing strategies. Customers interact with brands
through digital platforms for several reasons such as, for example, entertainment, brand engagement, access to
customer service and content, product information, and promotions (Shawky et al., 2020).
Recently, the marketing communication media environment has changed dramatically by becoming global
thanks to digital technologies that have also enabled firms to reach both new markets and the existing ones with
different channels (Pantano et al. 2019). Therefore, e-mkt is the employment of digital platforms for marketing
purposes in companies, as it becomes a means of communication between the company and customers and
determining the needs and behaviors of each individual client, through which the relationship with the customer
is strengthened (Nour El Din, 2014).
2.2 Numbers Regarding Digital Platforms
Facebook, for instance, had over 2.45 billion active users monthly with an 8% increase year over year (Arrigo et
al, 2021). In 2020, there were 3.80 billion active social media users globally, each of them with an average of 8.3
accounts (Hootsuite, 2020). In addition, 91% of retail brands use more than two social media channels to reach
and communicate with current and potential customers (Smith, 2019).
The outstanding reach digital platforms possess is unparalleled to any form of advertising, moreover, the
opportunity they give users to personalize communications simultaneously to millions of people can quickly
translate into economic growth (Shanahan et al., 2019). That means, a well implemented e-mkt communication
campaign will help organizations improve their performance by making, communicating, and conveying value to
customers, all of these resulting into better long-lasting customer relationships and consequently, loyalty (Haudi,
et al, 2022; McClure & Seock, 2020).
2.3 Customer Loyalty
Similar to the concept of e-marketing just presented, there’s not one worldwide accepted definition of customer
loyalty. Singh and Sirdeshmukh (2000), for example, describe it as a stable and lasting relationship between
customers and providers of products or services. Anderson & Srinivasan (2003) used more concise definition
simply saying it was a favorable customer attitude toward a company that includes repeat buying and usage
behavior. Yet, Oliver’s (1999) definition is the most commonly accepted, he defines customer loyalty as the
commitment to repurchase a good or service over time, despite situational influences and marketing efforts aimed
at causing change. of product brand.
According to Jiménez & Vargas (1995), loyalty has its origin in two currents of thought:
a)

The theory of rational processes. The repurchase leads to a learning process that leads to the belief in the
superiority of a brand.

b) The socialization processes. In this perspective, the consumer generates an affective relationship with a
brand. This approach is commonly associated with family influence and or peer pressure.
From a customer’s approach, customer loyalty is a persistent commitment to form a positive word of mouth after
multiple purchases of the product or service (Chang et al. 2009). From the perspective of corporate development,
customer loyalty is an important factor affecting corporate success and profitability, so enterprises often regard
customer loyalty as a crucial goal of their long-term development (Srivastava & Rai, 2018).
There are a good number of studies that demonstrate loyalty has a significant influence on the performance of
companies such as Singh et al. (2019), Fernandes-Sampaio et al. (2020), Utomo et al. (2020), and Dick and Basu
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(1994) who found that organizations with a better customer loyalty rate have higher sales volume, in addition,
they generate resistance to the competition and give positive references to their social circle, regardless peer
pressure, income, age or many other aspects.
This study centers on examining how e-mkt communication influences customer loyalty. This is because authors
such as Haudi et al. (2022) on CRM users; McClure & Seock (2020) on social media fan pages, and Dick and
Basu (1994) on loyalty attitude, have found that a well implemented e-mkt communication campaign will help
organizations improve their performance by, among other things, creating better long-lasting customer
relationships and loyalty.
The goal of this study is to determine and compare the impact of e-mkt communication on customer loyalty in
the real estate industry in five groups according to the individual income customers or potential customers have.
This groups were taken from National Survey of Occupation and Employment1 (ENOE in Spanish) the main
source of information regarding the Mexican labor market (INEGI (2020). Thus, this study formulates three
hypotheses presented in Table 1.
Table 1. Research hypothesis
No
H1
H2
H3
H4
H5
H6

Hypothesis
E-MKT communication has an influence on customer loyalty in the real estate industry in Aguascalientes,
Mexico.
E-MKT communication has an influence on customer loyalty of people with an income lower than $4,310 MXN
(215 USD approximately) in the real estate industry in Aguascalientes, Mexico.
E-MKT communication has an influence on customer loyalty of people with an income in between $4,311 and
$8,620 MXN (215 and 431 USD approximately) in the real estate industry in Aguascalientes, Mexico.
E-MKT communication has an influence on customer loyalty of people with an income in between $8,621 and
$12,930 MXN (431 and 646 USD approximately) in the real estate industry in Aguascalientes, Mexico.
E-MKT communication has an influence on customer loyalty of people with an income in between $12,931 and
$21,550MXN (646 and 1077 USD approximately) in the real estate industry in Aguascalientes, Mexico.
E-MKT communication has an influence on customer loyalty of people with an income above $21,550 MXN
(1077 USD approximately) in the real estate industry in Aguascalientes, Mexico

Source: Own development. Exchange rate used for conversion: 1 USD = 20 MXN
3. Sample and Method
This study used a quantitative approach on people who were or had been in digital touch with real estate firms in
Aguascalientes, Mexico. The sample was determined using data from INEGI (2021) which stated that the city of
Aguascalientes had a population of 591,245 economically active citizens out of 1.024 million inhabitants. Survey
takers were classified based on their income into five strata.
The study sample was estimated using the sample size formula for finite populations. A representative sample of
382 was derived from this, with a 95 percent confidence level. A total of 937 surveys were conducted, chosen
through simple random sampling, of which 386 were validated. Surveys were applied to people who had recently
being in contact with real estate companies through digital platforms, because of either buying or renting a
property or just asking for information. Table 3 summarizes the information presented above.
Table 2. Research sample
Population Size
Sample size
Location
Segment
Data collecting method
Data collection

591,245
386
Aguascalientes
Economically active people
Individual survey
October-November 2021

Source: own development based on INEGI (2021)
This study's questionnaire was made up 47 items contained in three sections. Section one had 13 items focused
on customer's basic information. Section two, with 17 items, focused on E-MKT communication by means of 3
dimensions measuring how informative, entertaining, and annoying the communication was. Finally, section
three referred to loyalty and had 17 items. A five-point Likert-type category-scaling format was used to measure
all of the items in sections II and III (1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, and 5 =
1

The National Survey of Occupation and Employment (ENOE) is the main source of information on the
Mexican labor market, offering monthly and quarterly data on the labor force, occupation, labor informality,
underemployment, and unemployment.
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Strongly Agree). Scale items were drawn from previously verified scales based on the authors presented in Table
2.
Table 3. Questionnaire structure
Part
I
II
III

Scale
Customer’s data
E-marketing communication
Business performance

Author
Does not apply
Cheng et al. (2009)
Oliver (1997)

Source: Own Development
4. Results
4.1 Data analysis
The obtained results from the statistical analysis revealed means greater than 2.5 for all of the items. A 5-point
Likert-type scale, consequently all results greater than 2.5 are above average. Table 4 displays each mean
together with its standard deviation, which indicates how distributed the results are regarding their mean.
Table 4. Mean and standard deviation obtained from the sample per factor and dimension

E-MKT
COMMUNICATION
INFORMATIVE
ENTERTAININ
G
ANNOYING
LOYALTY

Whole
Sample
Mea
SD
n

Below 215
USD
Mea
SD
n

215- 431
USD
Mea
SD
n

Income
431-646
USD
Mea
SD
n

646-1077
USD
Mea
SD
n

ABOVE
1077 USD
Mea
SD
n

0.96

3.65

0.88

3.81

0.94

3.45

0.89

3.70

0.95

3.55

1.06

3.43

0.891

3.89

0.914

3.75

0.93

3.71

0.825

3.92

0.88

3.78

0.951

3.71

0.95

3.51

0.826

3.72

0.918

3.43

0.881

3.64

0.886

3.56

0.966

3.12

1.046
1.063

3.56
3.48

0.908
0.997

3.96
3.43

0.981
1.175

3.21
3.21

0.952
1.026

3.53
3.45

1.085
1.04

3.32 1.256
3.39 1.107

3.47
2.9

Source: Own development using SPSS 22; SD = Standard Deviation.
Table No. 4 depicts the behavior of the means of each variable; note that the means do not surpass 4 points in
general, indicating that the customer's view of real estate businesses is generally favorable, but not exceptional.
Means for e-mkt show quite similar results, very close to the average value of 3.65. Loyalty-wise, means are
similar except for people with the highest income who had the lowest value, which means they have weaker
loyalty attitude toward such companies.
The most outstanding fact in table 4 is the fact that group of people with the highest income had the lowest
means, while the rest of the data shows similar results and do not necessarily increase in the opposite direction.
This study is based on the model given in Figure 1, which shows the relationships between each construct, as
well as their dimensions and elements. This study used PLS-SEM to test the conceptual model, once the
structural equations have been solved, we may use this model to reply to the hypotheses that have been
suggested.
The PLS-SEM analysis was run through SmartPLS 3.3 so as to examine whether or not the research hypotheses
raised in this empirical study can be accepted (Hair et al., 2019). In the literature, PLS-SEM is regarded as a
statistical modeling tool (Chin, 2010; Hair et al., 2011; Henseler et al., 2015) used in a variety of disciplines
(Richter et al., 2016; do Valle & Assaker, 2015; Sarstedt et al., 2014; Ringle et al., 2012). The SmartPLS
technique allows the path coefficients and other model parameters to be calculated maximizing the explained
variance of the constructs (Dijkstra & Henseler, 2015).
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Figure 1. Research Model
In order to examine the reliability and validity of the scales, a confirmatory factor analysis (CFA) for each
construct is required. The findings of the application of the structural equation model through partial least
squares (PLS -SEM) are shown in Table 5 and indicate the existence of both reliability and convergent validity.
Regarding reliability, it was measured through Cronbach's Alpha and the CR, all values are higher than the
recommended value of 0.7, except for item V30 within the entertaining dimension in e-mkt communication; this
item was removed to keep all values in the right range. In the case of convergent validity, it was measured
through the AVE, values are greater than the recommended benchmark (0.5). Consequently, it can be assured that
the data derived from the application of the scales of e-mkt communication and loyalty are reliable and valid for
decision making (Richter et al., 2016).
Table 5. Confirmatory Factor Analysis
E-marketing Communication
Informative
Entertaining
Annoying
Loyalty
Loyalty

Cronbach’s α

CR

AVE

0.902
0.874
0.909

0.925
0.905
0.931

0.663
0.615
0.731

0.980

0.981

0.755

Source: Own development using SmartPLS 3.3
As for discriminant validity of the scales used, Table 6 shows the HTMT (Heterotrait-Monotrait) values, all the
values are clearly below the most conservative threshold of 0.85. Subsequently, there’s statistical evidence of
discriminant validity between e-mkt communication, its dimensions and loyalty in the sample. That is, all
constructs are measuring different variables, but that they are related to each other (Henseler et al., 2015).
4.2 Results Analysis
Table 6 shows that all of the standardized factor loadings of e-mkt communication and loyalty are greater than
the recommended value of 0.7 (Hair et al., 2014). Furthermore, the values of the construct e-mkt communication
demonstrate it has strong favorable impact on loyalty (β=0.631, p<0.001) which explains 39.9% of the variance
in customer loyalty (R2=0.399).
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Table 6. Results analysis
β

Factor Loading
E-marketing Communication
Informative
V23
V24
V25
V26
V27
V28
Entertaining
V29
V31
V32
V33
V34
Annoying
V35
V36
V37
V38
V39
Loyalty
Loyalty
V44
V45
V46
V47
V48
V49
V50
V51
V52
V53
V54
V55
V56
V57
V58
V59
V60

0.631

p-value
0.00

R2
0.995

0.701
0.785
0.806
0.855
0.872
0.810
0.789

0.847
0.877
0.873
0.897
0.775

0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.874
0.00
0.00
0.00
0.00
0.00

0.853
0.860
0.861
0.861
0.863
0.884
0.878
0.882
0.868
0.861
0.855
0.884
0.872
0.881
0.876
0.868
0.872
0.855

0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00

0.397
0.782
0.803
0.821
0.846
0.794
0.012

0.399

Source: Own development using SmartPLS 3.3
Regarding e-mkt communication, its dimensions explain 99.5% of its variance (R2=0.995). Dimensions
Information and Entertainment have significant positive effects on the construct (β=0.701; β=0.397). However, it
seems unlikely that customers consider the e-mkt communication annoying (β=0.012, p=0.874), since it only
explains 1.2% of the effect.
As for the items within the loyalty construct, results demonstrate that they explain 39.9% of its variance, that is,
those items can predict to some degree the customer loyalty. You can see all previous information in figure 2
below.
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Figure 2. Results analysis
4.3 Differences Between Subgroups
So far, results indicate e-mkt communication efforts do have an effect on customer loyalty in the real estate
industry, being the informative aspect the most relevant and the annoyance of been in contact with such
communication not predicting the attitude of customers who are in contact with such companies digitally. Next
step is to compare the differences among the groups formed based on the customers income and the sample itself.
Table 7 presents the summarized information.
Table 7. Sample and groups results
Whole
Sample
β
R2
E-MKT
COMMUNICATION
LOYALTY

Below 215
USD
β
R2

215- 431
USD
β
R2

Income
431-646
USD
β
R2

646-1077
USD
β
R2

ABOVE
1077 USD
β
R2

0.631 0.995 0.698 0.918 0.883 0.887 0.698 0.925 0.745 0.929 0.790 0.841
0.399

0.487

0.695

0.488

0.555

0.624

Source: Own development using SmartPLS 3.3
Table 7 shows the differences on the loyalty attitude of real estate company’s e-customers generated by the
e-marketing communication strategy used. As regards loyalty, results demonstrate that the e-mkt communication
strategy has a significant positive effect in both the whole sample and the subgroups, being the group of people
with an income between 215 and 431 USD monthly the highest β value, 0.883, explaining or predicting up to
69.5% of the customers loyalty attitude. On the other hand, the subgroups with the lowest result, but still
significant and positive, were number 1 and 3, that is, people making below 215 USD monthly and people
making in between 431 and 646 USD. Both subgroups have a β value equals to 0.698 explaining 48.7 or 48.8%
of the loyalty attitude respectively. Subgroup number 4 with people making 646-1077 USD had values in
between the previous two cases.
We can summarize the information above in three similar subsets, one the lowest values with subgroups 1 and 3,
the second on with the middle values consisting of people making 646-1077, and finally the one which e-mkt
communication results demonstrated having a greater effect on customer loyalty, consisting of people making
either 215- 431 USD or ABOVE 1077 USD. constructs are significant. Table number 8 presents the hypotheses
test for this paper.
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Table 8. Research model hypotheses test
No
H1
H2
H3
H4
H5
H6

Hypothesis
E-MKT communication has an influence on customer loyalty in the real estate
industry in Aguascalientes, Mexico.
E-MKT communication has an influence on customer loyalty of people with an
income lower than $4,310 MXN (215 USD approximately) in the real estate industry
in Aguascalientes, Mexico.
E-MKT communication has an influence on customer loyalty of people with an
income in between $4,311 and $8,620 MXN (215 and 431 USD approximately) in the
real estate industry in Aguascalientes, Mexico.
E-MKT communication has an influence on customer loyalty of people with an
income in between $8,621 and $12,930 MXN (431 and 646 USD approximately) in
the real estate industry in Aguascalientes, Mexico.
E-MKT communication has an influence on customer loyalty of people with an
income in between $12,931 and $21,550MXN (646 and 1077 USD approximately) in
the real estate industry in Aguascalientes, Mexico.
E-MKT communication has an influence on customer loyalty of people with an
income above $21,550 MXN (1077 USD approximately) in the real estate industry in
Aguascalientes, Mexico

Result
Supported
Supported
Supported
Supported
Supported
Supported

Source: Own development using SmartPLS 3.3
5. Conclusions
5.1 Conclusions
The results obtained in this research paper have some salient conclusions, first of all, the theoretical model of the
effects of e-marketing communication on customer loyalty have good consistency, as it generates a high
correlation between two analyzed constructs, which allowed the acceptance of the proposed research hypothesis.
These results match those of Stokes (2013), on e-mkt, and Nour El Din (2014), McClure & Seock (2020),
Shawky et al. (2020) and Haudi et al, (2022), on customers and social media, their research stated that e-mkt has
a positive effect on customers generating longer relationships and engagement. The relevance of this study is the
fact that there’s scarce information / research regarding real estate companies and e-mkt strategies.
Second, it was proven that the e-mkt communication strategy does have an effect on customer loyalty, regardless
the income. Moderating the sample based on the income customers get did make a change, but still, all results
were positive and significant. E-mkt communication has a greater effect on people making either 215 - 431 or
above 1077 USD. Therefore, real estate marketers should focus on these groups when segmenting. On the other
hand, people making below 215 USD or 431 - 646 USD monthly had the lowest effect, consequently, marketer
should consider developing this customers’ loyalty differently or making a bigger effort.
Third, as for the dimensions within the e-mkt construct, whether or not the strategy is informative does affect
customer’s loyalty (β=0.701), as they may be looking for options before actually going to a place or speaking
with a real estate agent. With regard to communication being annoying, it did not affect significantly (β=0.012).
That may be obvious as the sample consisted of people who had been in contact with realtors because they were
interested in buying or renting a property or had just done it. Communication being entertaining did have an
effect on customers (β=0.397), but it was barely half as important as being informative. Marketers should keep
this in mind when coming with campaigns and strategies.
Finally, results of these research grants marketers and realtors with more information on how to properly invest
money in marketing strategies. Loyalty and real estate are two concepts that are hardly ever seen together,
however this paper demonstrates how people appreciate these digital efforts and the information they can get
from them. Apart from people appreciating e-mkt information. Realtors need to realize it is not just about
promoting properties but also about relationships and loyalty. The findings in this paper demonstrate customer
loyalty can be developed through e-mkt communication in the real estate industry.
5.2 Limitations and Future Studies
As with many of the studies developed in the last couple of years, COVID-19 pandemic kept people form having
person-to-person contact and opted for digitalization of processes. Not only people but business strategies
migrated to digital platforms overwhelming people with information, links, surveys, messages, e-mailing, etc.
People were tired of online surveys, and some rejected the idea of taking a research survey.
On the other hand, realtors were skeptical about loyalty and real estate, they stated most people were just
one-time shoppers and did not seem to be interested at first. Once the research team explained what loyalty was
and how it may reflect on their business, they were more open-minded to such research, this situation was a
24
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heads up regarding future studies.
The real estate industry in Mexico, has not been widely explored, consequently people in this field lack
knowledge on some topics and on the benefits organizations can get from scientific research. Possible future
studies can center on loyalty programs, specifically on revisit and recommendation intentions. In this way,
realtors will realize how loyalty does not mean repetitive purchases but recommendation and brand advocacy.
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