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Abstract:

This study aimed to identify and analyze the key components of luxury housing marketing from the consumer’s perspective
and to develop a comprehensive model in this context. The research was applied in nature and descriptive-analytical in design.
A qualitative method with a descriptive-analytical approach was used. Initially, through library studies, the main concepts and
dimensions of luxury housing marketing were explored. In the qualitative phase, in-depth interviews were conducted with
consumers to extract key themes. From 221 initial codes, 34 final codes were identified and classified under 11 main factors.
The results revealed 11 key factors influencing luxury housing marketing, including technical, physical, building-related,
aesthetic, marketing, environmental, facility, service, economic, locational, and cultural factors. Several of these factors are
critical even before the construction stage, particularly during project development, and significantly impact marketing success.
The findings also showed that private banks, as major market actors, contribute to speculation by restricting housing supply
and investing heavily in land and property, thereby driving price escalation. The findings highlight that luxury housing
marketing is a multidimensional process. Beyond technical and structural elements, cultural, economic, and environmental
factors play a significant role. Ignoring these dimensions may result in the failure of luxury housing projects in competitive
markets. The study offers a comprehensive marketing model from the consumer’s perspective, serving as a practical guide for
real estate managers and marketers.
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Extended Summary

Introduction

The housing sector has long been recognized as a critical pillar of economic development, social stability, and cultural
identity in both developed and developing economies. Housing is not merely a physical structure providing shelter, but also a
multidimensional commodity that embodies financial, social, and cultural values. In this regard, consumer behavior in housing
markets is influenced by complex interactions of economic, social, locational, and marketing-related factors. The evolution of
consumer demand, particularly in the luxury housing sector, reflects broader global trends of urbanization, rising affluence,
and the pursuit of social status (Ghaderi, 2006; Gholizadeh & Shokrian, 2011).

Over the past decades, numerous studies have explored the determinants of housing demand, affordability, and market
fluctuations. For instance, fluctuations in monetary liquidity, inflation rates, and credit allocation policies have been identified
as central drivers of housing market booms and busts (Afshari & Hemmati, 2013). Similarly, studies in metropolitan areas of
Iran have highlighted that economic and political factors, such as land price volatility and macroeconomic instability, rank
highest among the determinants of housing transactions (Ahmadi & Sepasian, 2022). Beyond purely economic drivers,
however, cultural and behavioral aspects also play a significant role. For example, fuzzy logic models have been employed to
better capture the subjective and nuanced decision-making processes of households when choosing housing (Gholizadeh &
Shokrian, 2011).

From a broader perspective, international studies underscore the importance of affordability, accessibility, and socio-spatial
dimensions in shaping housing choices. A seminal framework proposed for developing nations emphasized the role of
affordability and accessibility in housing supply for urban populations (Jan et al., 2016). Further evidence from Greece and
Turkey highlights how economic constraints, consumer expectations, and developer strategies converge in determining home
purchase behavior (Papageorgiou et al., 2020; Selvi et al., 2020). Similarly, research in Germany revealed how housing

characteristics, accessibility, and neighborhood dynamics significantly influence residential property prices (Wittowsky et al.,
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2020). These findings resonate with studies in Asian contexts, such as Malaysia and Indonesia, where location, financial
capacity, and quality of construction are paramount considerations (Cahya et al., 2020; Rachmawatia et al., 2019).

An emerging trend in housing studies is the integration of marketing perspectives into the analysis of consumer decision-
making. While traditional studies largely focused on affordability and economic feasibility, more recent approaches
acknowledge that branding, advertising, and digital marketing strategies increasingly shape consumer preferences. For
example, research in Istanbul emphasized the role of marketing strategies in boosting competitiveness in the housing market
(Cinar, 2014). Similarly, service design and tactical marketing implementation in construction projects have been shown to
enhance consumer engagement and improve business outcomes (Smyth et al., 2018).

The luxury housing market is particularly responsive to marketing strategies that emphasize symbolic and experiential
values. In many cases, luxury consumption is closely tied to social prestige, personal identity, and lifestyle aspirations. For
instance, studies on luxury brand consumption in unrelated sectors such as fashion and sports have found that prestige motives
significantly influence consumer behavior (Akoglu et al., 2024). These insights are relevant for housing markets, where luxury
residences are often marketed not merely as dwellings but as lifestyle products reflecting exclusivity and social standing.
Moreover, digital marketing has become a crucial channel for luxury branding. Social media platforms, in particular, have been
found to enhance consumer-based brand equity and shape purchase decisions in both online and offline contexts (Al-Khasawneh
et al., 2024; Jiang, 2024). Co-creation of brand experiences and electronic word of mouth (e-WOM) also reinforce consumer
trust and engagement (Qadri, 2025).

The expansion of digital technologies, including e-marketing, has created new opportunities for developers and real estate
firms. In Indonesia, e-marketing strategies have been effectively utilized to increase sales in telecommunications, offering
insights into how similar approaches can be adopted in real estate marketing (Gusti Ayu Kade Luxy, 2023). Likewise, studies in
tourism marketing highlight the powerful role of digital strategies in shaping consumer decisions across industries (Swadhi et
al., 2025). As housing increasingly intersects with digital ecosystems, the adoption of innovative marketing channels becomes
essential for developers targeting affluent buyers.

In the Iranian context, the housing market has experienced significant volatility driven by macroeconomic and policy-related
factors. Research shows that liquidity growth and credit expansion often lead to speculative booms, while structural weaknesses
in land management exacerbate market fluctuations (Anabestani & Mahdavi Hajilouie, 2015; Eyvazloo et al., 2019). Other
domestic studies reveal that land prices, household income levels, and construction costs are critical variables in shaping
demand (Akbari et al., 2011). These findings align with broader theoretical perspectives emphasizing the interplay of demand-
side and supply-side dynamics in housing markets (IMlotaghi, 2022).

The global literature also underscores generational shifts in housing preferences. Millennials, for instance, display distinctive
patterns, often prioritizing affordability, flexibility, and lifestyle-oriented housing attributes over traditional ownership models
(Cahya et al., 2020). In Malaysia and Indonesia, young buyers increasingly value design, amenities, and environmental quality,
reflecting a transition toward experiential and sustainable consumption (Rachmawatia et al., 2019; Thanaraju et al., 2019).
Similarly, in Hong Kong, research identified critical enablers for homeownership, including government policies, financing
schemes, and social support mechanisms (Wadu Mesthrige & Olugbenga Timo, 2019). These insights suggest that housing

marketing strategies must adapt to shifting generational values and socio-economic realities.
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In light of the above, this study sought to design and validate a comprehensive model for luxury housing marketing from
the consumer’s perspective, focusing on Shiraz, Iran. By identifying and categorizing the multifaceted factors influencing
consumer preferences, the study contributes to both theoretical and practical understandings of how luxury housing projects
can be effectively marketed in a volatile yet opportunity-rich market.

Methods and Materials

This study employed a qualitative research design with a descriptive-analytical approach. Data collection involved library
research to identify key concepts and themes, followed by in-depth semi-structured interviews with consumers in Shiraz who
had experience or interest in the luxury housing market. A total of 10 guiding questions were used to structure the interviews,
covering aspects such as location, design, price, additional services, trust in brand, and preferred marketing strategies.

Thematic analysis was applied to the interview transcripts, leading to the extraction of 221 initial codes. These codes were
refined through iterative categorization, resulting in 34 sub-factors grouped under 11 main categories: technical factors,
physical factors, building-related factors, aesthetic factors, marketing factors, environmental factors, facility-related factors,
service-related factors, economic factors, cultural factors, and locational factors. The model was conceptualized based on these
categories, and the relationships between them were analyzed to determine their relative importance in luxury housing
marketing.

Findings

The results revealed that consumers consider a wide range of factors when evaluating luxury housing projects. Among the
most frequently mentioned were location, design quality, branding, advertising, and access to green spaces. Thematic analysis
confirmed the centrality of 11 key factors.

Economic factors emerged as the most influential, with land price, housing price, and financing conditions consistently
highlighted by respondents. Locational factors, including proximity to city centers, accessibility to public transportation, and
neighborhood security, were also critical.

Marketing-related elements such as branding, advertising (both local and international), and the use of social media played
a significant role in shaping consumer preferences. Trust in brand reputation was particularly emphasized, underscoring the
symbolic and psychological dimensions of luxury housing.

Physical and technical attributes such as architectural design, construction materials, interior layout, and aesthetic appeal
were also important. Consumers valued high-quality construction and additional amenities like pools, gyms, and landscaped
environments.

Cultural and environmental considerations, including neighborhood culture, social composition, and environmental
cleanliness, influenced perceptions of desirability. These findings collectively point to a multidimensional model in which both
tangible and intangible factors converge to shape consumer decisions in the luxury housing sector.

Discussion and Conclusion

The findings demonstrate that luxury housing marketing cannot be reduced to a single dimension such as price or location.
Instead, it requires an integrated approach that addresses economic realities, technical and design excellence, cultural
preferences, and effective marketing strategies.

One of the key insights of this study is the importance of pre-construction stages in determining marketing success. Decisions
related to site selection, architectural design, and market research must precede and inform the construction phase to ensure

alignment with consumer expectations.
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Another important contribution of this study is the recognition of branding and digital marketing as decisive factors in
consumer decision-making. By leveraging social media platforms and building strong brand equity, developers can not only
attract but also retain consumer trust in a competitive market.

Furthermore, the role of cultural and social factors highlights the need for contextualized marketing strategies. Luxury
housing is not only an economic commodity but also a cultural and symbolic asset, and therefore must resonate with the values
and aspirations of target consumers.

In conclusion, the study provides a comprehensive model for understanding and implementing luxury housing marketing
from the consumer’s perspective. This model can guide developers, marketers, and policymakers in designing strategies that
integrate economic, cultural, and technological dimensions to enhance the effectiveness of luxury housing projects in Iran and

beyond.
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