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Abstract
Digital platforms have transformed how Philippine real estate firms attract prospects, present properties, communicate with buyers, process inquiries, and provide after-sales services. This integrative review examines the relationship between customer relationship management (CRM) and consumer loyalty in the digital marketplace, with particular attention to the Philippine real estate industry. Recent empirical studies, institutional reports, and regulatory sources, published primarily from 2019 to 2025, were thematically analyzed with respect to platform quality, personalization, salesperson behavior, trust, customer satisfaction, after-sales service, emerging property technologies, and data privacy. The evidence indicates that CRM supports loyalty when digital technologies are integrated with responsive, ethical, and personalized human service. Platform usability, information quality, seller credibility, communication reliability, transparency, and service responsiveness improve customer satisfaction and strengthen consumers’ willingness to reuse a firm, purchase another property, recommend the company, and engage in positive electronic word-of-mouth. However, digital communication cannot compensate for inaccurate listings, delayed responses, poor after-sales support, unethical selling practices, or inadequate protection of personal information. In high-value and high-risk property transactions, trust and satisfaction operate as central mechanisms linking CRM practices with loyalty. Philippine real estate firms should therefore adopt an integrated CRM model connecting property portals, social media, virtual tours, sales personnel, transaction support, and post-purchase services while maintaining transparency, privacy, and professional accountability.
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Introduction
Digitalization has altered the customer journey in the Philippine real estate industry. Prospective buyers increasingly discover properties through developer websites, property portals, social media pages, online advertisements, messaging applications, virtual presentations, and video content before contacting a salesperson or visiting a project site. This shift is supported by the continuing expansion of the Philippine digital economy, which accounted for 8.5% of gross domestic product in 2024 (Philippine Statistics Authority [PSA], 2025). Digital channels are therefore becoming important not only for promotion but also for relationship development across the property search, purchase, turnover, and post-purchase stages.
Customer relationship management refers to the strategic use of customer information to personalize communication, coordinate sales, resolve concerns, and sustain relationships. Electronic CRM performs these functions through websites, social media, messaging tools, customer databases, property portals, and analytics. In real estate, it should connect inquiries, property preferences, viewing schedules, financing concerns, transaction documents, and service requests, rather than merely serve as a lead list.
CRM is particularly significant because property transactions are costly, complex, infrequent, and emotionally consequential. Buyers may spend months comparing locations, prices, financing arrangements, developers, and legal requirements while interacting with several digital platforms and personnel. The consistency of these interactions shapes perceived credibility and risk.
Because property purchases are infrequent, loyalty is expressed through repeat investment, lease renewal, broker or developer reuse, favorable reviews, referrals, and resistance to competing offers. Referrals and electronic word-of-mouth are particularly important because buyers often consult past customers and online communities before making a decision.
Recent Philippine research has examined real estate investment intention, salesperson behavior, after-sales service, virtual property technologies, and electronic customer relationships. Nevertheless, few studies have directly tested an integrated relationship among digital CRM, customer satisfaction, trust, data privacy, and loyalty in the Philippine property market. This review synthesizes the available evidence and identifies implications for real estate firms operating in an increasingly digital marketplace.

Objective(s)
This review examines how customer relationship management influences consumer loyalty in the Philippine digital real estate marketplace. Specifically, it seeks to:
1. identify the digital CRM practices that shape the experiences of Philippine real estate consumers;
2. analyze how platform quality, personalized communication, salesperson conduct, transparency, after-sales service, and data privacy influence customer satisfaction and trust;
3. explain how satisfaction and trust contribute to referral intention, advocacy, repeat investment, and other expressions of loyalty; and
4. propose managerial and research directions for strengthening relationship management in the Philippine real estate industry.
Conceptual Framework
The review adopts a relationship-process framework in which digital CRM practices influence consumer loyalty through customer satisfaction and trust. Platform usability, information quality, personalization, responsiveness, ethical salesperson behavior, after-sales service, immersive property technologies, and privacy protection constitute the principal CRM inputs. Their cumulative effect is reflected in referral intention, positive electronic word-of-mouth, willingness to transact again, repeat investment, lease renewal, and continued engagement with the real estate firm.
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Figure 1. Conceptual framework of digital CRM and consumer loyalty in real estate
Research Methodology
1. Population and Samples
The review population comprised scholarly and institutional publications addressing digital CRM, consumer experience, satisfaction, trust, loyalty, property marketing, real estate technology, and privacy regulation. The final evidence base consisted of nine core sources, published primarily between 2019 and 2025. Philippine real estate studies were prioritized. Philippine digital-marketplace research and international real estate evidence were included only when they clarified mechanisms that had not yet been extensively investigated in the local property sector.
2. Research Instrument
A structured literature-review matrix served as the research instrument. Each source was coded according to publication year, setting, research design, participants, CRM dimension, relationship outcome, principal finding, and applicability to the Philippine real estate industry. The analytical categories were platform quality, personalization, responsiveness, salesperson conduct, transparency, customer satisfaction, trust, after-sales service, immersive technology, loyalty, and data privacy.
3. Collection of Data
Sources were identified through academic journal databases, publisher platforms, Philippine research repositories, and the official websites of the PSA and National Privacy Commission. Search terms combined customer relationship management, electronic CRM, consumer loyalty, customer satisfaction, digital marketplace, property portal, real estate marketing, virtual tour, online trust, and Philippines. Sources were included when they examined Philippine real estate consumers, Philippine electronic customer relationships, real estate digital marketplaces, or regulatory conditions directly affecting CRM. The Data Privacy Act of 2012 was retained as the principal Philippine legal framework governing the processing of personal information through CRM systems.
4. Data Analysis
The selected literature was analyzed through thematic synthesis. Findings were first grouped by the CRM dimension examined and then compared by their reported effects on satisfaction, trust, purchase or investment intention, referral behavior, and loyalty. Similar findings were integrated, while differences in context and method were retained. Because the studies used heterogeneous samples and outcome measures, a statistical meta-analysis was not appropriate.



Result(s)
The synthesis identified six interrelated findings: digital platform quality establishes the initial relationship environment; personalization and responsiveness improve relevance; salesperson conduct remains essential despite automation; trust and transparency reduce perceived risk; after-sales service converts transactions into durable relationships; and data privacy determines whether personalization is experienced as responsible or intrusive.
Digital Platform Quality
Effective CRM begins with the digital platform. Property websites and applications should provide accurate listings, clear navigation, current availability, transparent pricing, location information, and accessible communication channels. Paulino, Aterrado, and Romero (2025), using data from 1,462 Metro Manila digital consumers, identified usability, service reliability, seller credibility, promotional influence, and price preference as core electronic-relationship dimensions. These factors are directly relevant to online property search.
Sector-specific evidence likewise indicates that electronic service quality contributes to satisfaction and loyalty. Yalçın and Çatlı (2024) found that the measured dimensions of electronic service quality significantly affected satisfaction and loyalty among users of real estate marketplaces. Satisfaction mediated the relationship between service quality and loyalty, suggesting that technical features create loyalty primarily when they generate a satisfactory experience. Philippine real estate platforms should therefore function as integrated service environments rather than static advertising boards.
Personalization and Responsive Communication
CRM systems can classify prospects by budget, location, property type, financing capacity, household requirements, and buying stage. This supports relevant recommendations and reduces indiscriminate promotions. Personalization strengthens relationships when it is useful, timely, and consent-based; repetitive or unrelated messages encourage disengagement.
Ferreira et al. (2023) demonstrated that the effectiveness of real estate CRMs depends on user-centered design. Their study showed that accessible CRM interfaces could improve usability and satisfaction while helping professionals organize customer profiles, communication, events, and sales activities. Response speed is equally important. Automated acknowledgment may confirm receipt of an inquiry, but meaningful relationship management still requires accurate and timely human responses. Delays, conflicting answers, and repeated requests for information already provided signal weak internal coordination.
Salesperson Conduct and Human Service
Digital CRM does not remove the salesperson from the relationship. It changes how leads are received, how customer information is retrieved, how interactions are recorded, and how follow-up is coordinated. Albite and Basig (2025), in a study of 300 customers of two Metro Manila real estate firms, found a positive relationship between salesperson behavior and customer satisfaction. Ethical conduct was rated favorably, while listening skills required improvement. Salesperson conduct explained 21.4% of the variation in customer satisfaction, demonstrating that human behavior remains consequential even when the customer journey begins online.
Advanced CRM cannot generate loyalty when agents mislead, pressure, or neglect customers. Competent personnel use records to recall discussions, provide documents, and follow up appropriately. CRM performance should therefore include technical indicators, such as response time, and behavioral indicators, including honesty, empathy, listening, and competence.
Trust, Transparency, and Perceived Risk
Trust is especially important in digital real estate because consumers may encounter a property before visiting the location or meeting the seller. Listings may be incomplete, outdated, exaggerated, or fraudulent. Gumasing and Niro (2023), studying 400 Filipino millennials and members of Generation Z, found that perceived property value, risk tolerance, and aversion to illegal real estate practices significantly influenced investment intention. Their findings underscore the importance of legitimate practitioners and transparent, current property information.
CRM can reduce risk through verified listings, consistent information, documented communication, transparent fees, current availability, and accessible transaction records. Prices, specifications, promotions, and availability should remain consistent across websites, portals, social media, and salesperson communication; contradictions weaken organizational credibility.
Table 1. Digital CRM dimensions and expected relationship outcomes
	CRM dimension
	Application in real estate
	Relationship outcome

	Platform quality
	Accurate listings, search tools, current availability, clear pricing
	Reduced effort and greater satisfaction

	Personalization
	Recommendations based on budget, location, property type, and buying stage
	Perceived relevance and engagement

	Responsiveness
	Timely replies, scheduled follow-up, coordinated communication history
	Confidence and lower switching intention

	Salesperson conduct
	Listening, honesty, empathy, competence, and ethical advice
	Satisfaction and interpersonal trust

	Transparency
	Verified listings, consistent terms, documented fees and transaction updates
	Reduced perceived risk

	After-sales service
	Turnover updates, complaint tracking, repairs, documentation, property support
	Referrals, advocacy, and repeat use

	Privacy protection
	Consent, limited data collection, secure records, withdrawal mechanisms
	Trust and willingness to remain engaged


Customer Satisfaction, After-Sales Service, and Loyalty
Customer relationships continue after reservation, contract signing, and payment. Buyers require updates concerning construction, financing, documentation, inspection, turnover, repairs, association matters, and ownership concerns. Sison (2019), using 309 survey responses and seven interviews involving Metro Manila property buyers, found that service-quality dimensions were positively associated with satisfaction, with reliability and empathy exerting significant positive effects. Although the study preceded some recent digital developments, it confirms that dependable and considerate after-sales service remains central to the buyer relationship.
Digital CRM strengthens after-sales service through organized complaint records, assigned responsibilities, deadline tracking, documented resolutions, and status updates. Satisfaction follows reliable interactions, while loyalty develops when the firm repeatedly fulfills its promises through referrals, favorable reviews, repeat investment, lease renewal, or continued service use.
Immersive Technologies and Data Privacy
Augmented reality, virtual reality, interactive maps, and video tours allow customers to evaluate properties remotely. Bautista, Curiano, and Sinto (2024) found that immersive technologies offer substantial opportunities for Philippine real estate marketing but are constrained by cost, connectivity, equipment, and implementation challenges. These technologies can support CRM by recording property preferences and enabling personalized presentations; however, digital representations must remain accurate. Unrealistic imagery may lead to dissatisfaction when the physical property does not meet online expectations.
CRM systems also process names, contact details, financing preferences, family information, identification documents, and transaction histories. The Data Privacy Act requires transparency, a legitimate purpose, and proportionality in the processing of personal information. Customers must be properly informed about direct marketing, profiling, recipients, retention, and automated processing (National Privacy Commission [NPC], 2012). A privacy-respecting CRM strengthens trust by demonstrating that the firm values the customer beyond the immediate sales opportunity.
Table 2. Synthesis of selected evidence
	Source and setting
	Focus
	Key contribution to the review

	Paulino et al. (2025). Metro Manila
	Electronic customer relationships
	Identified usability, service reliability, seller credibility, promotion, and price preference as core dimensions.

	Albite and Basig (2025). Metro Manila
	Salesperson behavior and satisfaction
	Confirmed that ethical and competent human interaction remains important in real estate CRM.

	Gumasing & Niro (2023). Philippines
	Real estate investment intention
	Showed the importance of perceived value, risk, legitimacy, and transparent information.

	Ferreira et al. (2023), real estate CRM
	User-centered CRM design
	Demonstrated that accessible interfaces improve CRM usability and user satisfaction.

	Yalçın and Çatlı (2024), digital property marketplace
	Electronic service quality
	Found that satisfaction mediates the relationship between service quality and loyalty.

	Bautista et al. (2024). Philippines
	Augmented and virtual reality
	Identified opportunities and implementation constraints for immersive property marketing.

	Sison (2019), Metro Manila
	After-sales service quality
	Established reliability and empathy as important contributors to buyer satisfaction.

	NPC (2012), Philippines
	Personal-data protection
	Provides the legal and ethical basis for consent, transparency, and proportionality in CRM.



Discussion
The evidence supports a sequential explanation of loyalty formation in digital real estate. Platform usability, accurate information, relevant communication, ethical salesperson behavior, transparent transactions, and dependable after-sales service shape customer satisfaction. Satisfaction reduces uncertainty and contributes to trust. Accumulated trust and positive experiences then support referrals, advocacy, repeat investment, and willingness to maintain a relationship with the firm.
Technology alone cannot create loyalty. CRM fails when systems are disconnected from sales and service delivery, records are inaccurate, or automated messages are irrelevant or sent without consent. Its strategic value therefore rests on organizational integration rather than software acquisition.
Philippine firms should adopt an omnichannel model in which websites, social media, property portals, messaging, virtual tours, site visits, and sales offices contribute to one coordinated customer history. Information should remain consistent across channels, while dashboards support rather than replace professional judgment and empathy.
Loyalty indicators must also reflect the distinctive nature of real estate. Repeat purchase alone is inadequate because property transactions are infrequent. Appropriate measures include referral intention, positive electronic word-of-mouth, willingness to use the same broker or developer, purchase of additional units, lease renewal, participation in future projects, and continued use of property-management services.
Philippine studies generally examine separate relationship components rather than an integrated model connecting CRM quality, satisfaction, trust, privacy, and loyalty. Future longitudinal studies should include major regional markets and distinguish residential buyers, investors, tenants, commercial clients, and overseas Filipino purchasers.
Suggestion
1. Integrate property portals, websites, social media, messaging platforms, sales records, transaction support, and after-sales service into a unified CRM system with one verified customer history.
2. Establish response-time standards and clear ownership of every inquiry, complaint, document request, and turnover concern.
3. Train agents and staff in listening, ethical communication, accurate disclosure, data recording, and the appropriate use of automated tools.
4. Verify listings and synchronize prices, specifications, availability, and promotional conditions across all digital and physical channels.
5. Use personalization only when it is relevant, proportionate, secure, and supported by valid consent under Philippine privacy requirements.
6. Measure loyalty through referrals, advocacy, repeat investment, lease renewal, broker or developer reuse, and continued service engagement rather than repeat purchase alone.
7. Conduct Philippine longitudinal research testing whether satisfaction and trust mediate the relationship between digital CRM practices and real estate consumer loyalty.
Reference
Albite, C. J., & Basig, M. (2025). Impact of salesperson behavior on customer satisfaction in real estate industry. Psychology and Education: A Multidisciplinary Journal, 42(1), 100–108. doi:10.70838/pemj.420105
Bautista, R. M., Curiano, J. O., & Sinto, J. J. P. (2024). Overcoming constraints on implementing augmented and virtual realities technology in the real estate industry in the Philippines. International Journal of Research and Innovation in Social Science, 8(8), 1113–1127. doi:10.47772/IJRISS.2024.808085
Ferreira, M. S., Antão, J., Pereira, R., Bianchi, I. S., Tovma, N., & Shurenov, N. (2023). Improving real estate CRM user experience and satisfaction: A user-centered design approach. Journal of Open Innovation: Technology, Market, and Complexity, 9(2), 100076. doi:10.1016/j.joitmc.2023.100076
Gumasing, M. J. J., & Niro, R. H. A. (2023). Antecedents of real estate investment intention among Filipino millennials and Gen Z: An extended theory of planned behavior. Sustainability, 15(18), 13714. doi:10.3390/su151813714
National Privacy Commission. (2012). Republic Act No. 10173: Data Privacy Act of 2012. Manila, Philippines: Author. Retrieved from https://privacy.gov.ph/data-privacy-act/
Paulino, E. P., Aterrado, A. L., & Romero, K. C. C. (2025). Quantifying connection: Scale development for measuring e-customer relationships. Journal of Relationship Marketing, 1–19. doi:10.1080/15332667.2025.2508030
Philippine Statistics Authority. (2025). Digital economy contributes 8.5 percent to the Philippine economy in 2024. Quezon City, Philippines: Author. Retrieved from https://psa.gov.ph/content/digital-economy-contributes-85-percent-philippine-economy-2024
Sison, J. K. I. (2019). An assessment of service quality and its impact on customer satisfaction in after-sales services of real estate buyers in Metro Manila. Management Review, 5(1).
Yalçın, A., & Çatlı, Ö. (2024). A study on the electronic service quality of digital marketplaces in real estate marketing. International Journal of Business and Economic Studies, 6(2), 110–128. doi:10.54821/uiecd.1489012



