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The global competitive environment of the real estate market requires the adoption of 
new marketing approaches with the help of information and communication technology 
integration. The concept of Marketing 4.0, which emerged with the adaptation of 
Industry 4.0, is evaluated under the title of Real Estate 4.0, particularly for the real estate 
sector. While real estate companies are motivated for producing branded housing 
projects because of demand, they need to develop brand positioning strategies as an 
integral part of marketing, to create a certain image of the target customer, orient 
perception and manipulate decision-making and guide consumer preferences. There are 
numerous studies according to marketing strategies in various fields as well as the 
construction and real estate industry. There is also much research about brand 
positioning strategies in various fields. There is a gap in the literature about brand 
positioning strategies in the real estate industry. This exploratory study is focused on 
developing brand positioning strategies for real estate companies and aims to integrate 
the subject within Real Estate 4.0 concept. The research problem of the study is to find 
the real estate 4.0 equivalents of brand positioning strategies within the scope of 
marketing 4.0 and to reveal the corresponding services. For this purpose, findings from 
theoretical work are matched with a particular real estate company’s brand positioning 
effort. Within a three-stage research study, projects and services produced by the 
selected company AAA were analyzed and potential customers’ perceptions were 
revealed. It is understood that the brand is a dominantly catchy feature for AAA, while 
many innovative services and social projects do not attract enough attention. It is also 
seen that social media is the most effective tool to reach potential customers. In the 
continuation of this study, a complementary study on purpose-based brand positioning 
strategies for real estate companies will contribute to the literature. 
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1. Introduction 
With the effect of global-scale competition, the 
world has become a single market. The real estate 
industry, which is one of the leading sectors of the 
economy, is closely related to economic 
fluctuations, and consequently affected by the 
change in terms of supply and demand [1]. The 

construction sector creates added value by using 
many products and services, acts as a sponge by 
providing employment, and makes significant 
contributions to economic growth. [2, 3]. In the 
competitive environment of the construction sector, 
the production of housing projects upon increasing 
demand has become one of the key sectors [4,5,6]. 
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The Industry 4.0 era, which emerged as a result of 
the development of communication and 
information technologies, was reflected in other 
areas as well, and the concepts of Marketing 4.0 and 
Real Estate 4.0 were introduced in relation to the 
real estate sector [7, 8]. Real estate companies must 
develop marketing and communication activities 
based on consumer-oriented branding, to promote 
themselves in the market and raise awareness of 
customers [9]. In this context, beyond constructing 
buildings where physical and functional 
expectations are met, activities that contribute to 
social life, have a direct impact on social structure, 
carry social responsibility, and are environmentally 
friendly are expected from the sector [10, 11]. 
These activities will increase brand value through 
concepts such as transparency, reputation, status, 
quality, investment value, social contribution, etc., 
in corporate communication in the consumer-
oriented provision of Marketing 4.0. These values 
are also considered company assets that add value 
to the brand, encourage innovation, create a 
commitment, and play a critical role in growth [12]. 
At this point, brands are building sustainable 
business models that will provide social and 
economic benefits by prioritizing innovation, 
technology, and consumer approaches [13, 14].  
 In the construction sector, where the risks are 
high, the profit rate is limited, and competition is 
intense, companies need to produce in line with 
detailed market analysis and the demands of 
potential customers and reveal their differences 
with the right brand positioning strategies [15].  
 The research problem of the study is defined as; 
a lack of customer-focused brand positioning 
strategies and value-added services developed 
within the Real Estate 4.0 perspective, which will 
lead real estate companies not to be preferred by 
customers, in the competitive environment. There 
are numerous studies according to marketing 
strategies in various fields as well as the 
construction and real estate industry. There is also 
much research about brand positioning strategies in 
business, automotive, tourism, consumer goods 

such as food and beverages, domestic services, etc. 
There is a gap in the literature on brand positioning 
strategies within the scope of Real Estate 4.0. This 
study, it is aimed to fill this gap by researching the 
brand positioning strategies that real estate 
companies should follow, while presenting branded 
housing projects on the market and to determine 
how these efforts are perceived by consumers. By 
conducting a case study, the Real Estate 4.0 
equivalents of brand positioning strategies under 
Marketing 4.0 and the corresponding services for a 
particular company were determined. 
 
2. Conceptual framework 

2.1. Reflections on Industry 4.0  
While currently in ‘Industry 4.0’ and just starting to 
live in the ‘Industry 5.0’ period, which is called the 
world of unmanned technologies, significant 
transformations are experienced as a result of 
digitalization [16]. The concept of Industry 4.0, 
which was first put forward at the Hannover trade 
fair and later accepted as the national industrial 
strategy by the German National Academy of 
Science and Engineering in 2014, is defined as the 
real-time communication of people and machines 
[17,18]. The changes and transformations 
experienced affect the fields of economy, finance, 
health, law, etc., as well as the construction and real 
estate sectors. The integration of digital 
technologies into traditional industrial processes 
affects the dynamics of the production and service 
sectors. In the context of enterprises, Industry 4.0 
brings innovations and benefits such as efficiency, 
speed, flexibility, quality, low costs, zero defect 
approach, and new value creation [19]. 
 Therefore, while the developed world 
economies have become ing service economies, a 
much more creative, innovative, and high-value-
added marketing approach was developed for 
customer satisfaction [20]. Development processes 
of digital-based and consumer-based/interactive 
Industry 4.0 and Marketing 4.0 concepts are given 
in Fig 1 and Fig 2 [21, 22]. 
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Fig 1. Development processes of the industrial revolution (Created by the author, benefiting from; Kotler et al. [16]; 

Odabaşı [47]) 
 

 
Fig 2. Processes up to the concept of Marketing 5.0 (Created by the author, benefiting from; Kotler [30]; Odabaşı [7]) 

 
 Industry 4.0 has influenced marketing strategies 
as well as production technologies. Marketing 
strategies have been developing since the industrial 
revolution, such as Marketing 1.0 (product-
centered), Marketing 2.0 (consumer-centered), 
Marketing 3.0 (human/value-centered), and 
Marketing 4.0 (digital/virtual marketing) on the 
brink of a new era, Marketing 5.0 (internet of things 
marketing) [23]. Marketing 4.0, a new trend in 
developing brand-consumer relations and design 
marketing strategies, is a new generation that 
changes economic activities with digital 
transformation [24]. The most important aspect of 
Marketing 4.0 is that it relies on dialog and 
cooperation, as well as the creation of products with 
fully conscious consumers [25]. Thus, it is possible 
to focus on the increasing expectations of 
consumers and to follow all processes from product 
development to customer experience [26]. This 
situation has started a period in which it is possible 
to interact more with customers, to come up with 

new solutions, and to better understand their needs 
[27]. The market deficit created by industrial 
developments has also triggered marketing 
development with the need to reach the main 
customer and create differences between 
competitor brands in abstract and concrete elements 
[28]. In the scope of the customer-oriented 
Marketing 4.0 approach, creativity, differentiation, 
respectfulness, and regarding consumer 
expectations are observed [29]. Since these features 
are structured on the values of the previous periods, 
within the scope of the Marketing 4.0 approach, real 
estate companies can produce feasible solutions for 
predicting the target market conditions to meet 
potential customers’ requirements to determine 
product and/or service category, to determine the 
prices and effective communication channels [30]. 
In addition to these decisions, using the big data 
future expectations of the potential customers, and 
expectations for innovative solutions can be 
determined [31]. 
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2.2. The concept of Real Estate 4.0 and 
branded housing  

Real estate is a profitable market product, a low-risk 
and valuable asset class that has adapted relatively 
late to technological developments [32]. Due to the 
increasing competition in the global and dynamic 
market and the ever-changing and individualizing 
customer expectations and requirements, the 
market is gradually becoming risky and 
heterogeneous [33]. In this context, digital 
infrastructure investments such as; new generation 
analysis and reporting software, social media, 
project promotions with augmented reality, online 
construction tracking, drone, network, and digital 
customer tracking CRM (Customer Relationship 
Management) software, gain importance [34]. The 
concept of Real Estate 4.0 depends on digital 
investment and the internet of things. In addition to 
conventional methods, projects are developed 
following consumer expectations, and brand 
positioning strategies are created to adapt to market 
conditions.  
 As a result of digital transformation, definitions 
such as Proptech (Real Estate Technologies-
Property Technology) and Fintech (Financial 
Technologies-Finance Technology) have emerged 
in the field of real estate, and in parallel with 
Industry 4.0, the development of these processes 
continued by being numbered in itself. The 
concepts of Proptech and Fintech refer to 
innovations such as the analysis of consumer 
expectations using big data with artificial 
intelligence, the creation of personalized marketing 
strategies, mass funding that paves the way for 
small investors, the sharing economy that makes it 
easier to own real estate assets, and blockchain 
technology in real estate companies. While these 
concepts focus more on the marketing and 
economic dimensions of real estate, they are also 
considered within the conceptual framework of 
Real Estate 4.0 [35,36]. 
 In response to the positioning strategies created, 
producing a valuable perception in the consumers’ 
minds is the most critical element. The perception 
of the brand formed in the consumers' minds 
corresponds to various abstract concepts. 

According to the advertising texts examined, these 
concepts can be listed as; luxury, convenience, 
quality, modern, privileged life, different, specific, 
distinguished, prestige, uniqueness, etc. [37]. These 
concepts, which are decisive in terms of lifestyle 
and identity, constitute the infrastructure of real 
estate marketing [38]. 
 "Branding" in the real estate industry, is the 
whole of strategic marketing studies starting from 
the concepts of "space and city branding", that 
descend to subscales based on competition and rent. 
With the increase in competition between housing 
projects, branding studies have gained momentum. 
The concepts of "trust" and "quality" needed by the 
sector are emphasized in brand positioning studies 
[39]. "Branded Housing" projects, which make a 
difference with their effective brand positioning 
and care about consumer approaches, attract much 
attention from foreign and domestic investors [40]. 
Real estate companies producing "Branded 
Housing" under the umbrella of a corporate brand, 
require the need to develop strategic positioning 
methods. Customers prioritize location, cost, 
building quality, functionality, and design in their 
purchasing and/or leasing activities [8]. In this 
context, ensuring the relationship of benefit, value, 
trust, quality, satisfaction and long-term trust with 
customers should be prioritized within the 
positioning strategies. These concepts form the 
basis of purchasing activities with the perception of 
the total brand value of investors and customers. 
Customers tend to buy familiar brands they feel 
comfortable with [41]. 
 The concepts that stand out in "Brand 
Positioning", which is the heart of marketing, when 
considered within the scope of Real Estate 4.0 are 
as follows: offering solutions by following 
changing lifestyles and needs, designing flexible 
living spaces, developing innovative approaches, 
providing guarantees during and after the foreseen 
period, ensuring quality assurance, providing 
solutions to the problem(s) encountered during and 
after the purchase, being accessible, 
protecting/increasing the economic investment 
value, compatibility with modern technology, etc. 
On the other hand, the following concepts are 
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abstract elements: emotional associations and 
feelings, brand services, social contributions, social 
responsibility projects, etc. 

2.3. Concept and strategies of brand 
positioning 

All marketing strategies are structured on 
segmentation, targeting, and positioning elements. 
Brand positioning, the heart of marketing, aims to 
maximize the potential benefit and create the 
desired brand perception in the customers’ minds 
[29]. The brand position also reflects how people 
perceive the brand [42]. According to the study by 
Ries and Trout in the 1970s, the main subject of 
brand management is how the brand is perceived by 
consumers rather than how or what is presented 
[43]. Ries and Trout attribute the success of 
companies to the need to create positioning in the 
minds of potential customers in a society that is in 
intense communication [44]. Customers position 
the products in their minds with their effects, 
feelings, trust, benefits, functions, values, stories, 
etc., and by comparing them with the competing 
brands. The strategy should create the desired brand 
perception, by placing the planned positioning in 
the minds of the target customers [45]. The aim is 
to design the image of the company with a different 
and valuable position in the target consumers’ 
minds [46]. In this direction, businesses have turned 
to create value by focusing on the question of how 
to meet consumer needs, demands, and 
expectations [47]. 
 For this purpose, advertisements and 
promotions are carried out by using communication 
channels that can reach potential customers to 
create a permanent brand image and enable the 
positioning of the product/service. At the same 
time, customers attach importance to 
environmentally and socially sensitive activities. 
Social responsibility projects are considered 
significant by society and reinforce the sense of 
trust. 
 The priority in brand positioning is to determine 
the brand vision and mission about what the brand 
should be and what it should do [49]. There are 
many approaches used in brand positioning 

strategies positioning based on cultural symbols, 
positioning focused on lifestyles, positioning 
focused on brand personality, and brand history. 
Some of these approaches have been compiled from 
the literature and presented in Table 1 
[48,28,45,46,29]. Many of these approaches can be 
mixed to form powerful combinations. 
 There is plenty of work in the literature about 
brand positioning strategies. Some of the studies are 
focusing on the subject according to consumers’ 
perceptions [51,52]. Some of the studies are 
investigating brand positioning strategies from a 
corporate point of view conceptually and 
empirically [53,54]. There are also many studies 
about brand positioning strategies focusing on 
particular fields of businesses like automotive, 
tourism, food and beverage industry, domestic 
services, etc. [55,56,57] While much research about 
marketing in construction [58,59], in architectural 
firms [60]  and specifically in real estate industry 
[61]. There is a gap in the literature on brand 
positioning strategies in real estate companies and 
there is no study that integrates the subject with 
Real Estate 4.0. 
 
3. Method 
This study is focused on brand positioning 
strategies within the scope of Real Estate 4.0. The 
Real Estate 4.0 equivalents of brand positioning 
strategies under Marketing 4.0 and the 
corresponding services are aimed to be found out. 
While determining the research problem, a 
literature review was conducted on branding, brand 
positioning strategies, Industry 4.0, and its 
reflections on Marketing 4.0 and Real Estate 4.0 to 
structure the conceptual framework. The scope of 
the study is defined as brand positioning strategies 
in real estate companies, and the limits of the study 
are defined as branded housing projects. The 
method of the study is decided as a case study for 
exemplifying the subject of a particular real estate 
company, which has a good performance in 
branding efforts. 
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Table 1. Brand Positioning Strategies (Compiled from [48,28,45,46,29]) 
 Positioning Strategy Context 
1 Feature-based It is to highlight the differences related to rational characteristics. Quality and 

exclusivity are emphasized. Brand characteristics perceived by consumers; 
functionality, price, and social features. 

2 Benefit based It is the emphasis of the brand according to the rational and emotional benefit that 
will be obtained when the product/service is purchased. 

3 Problem-solving 
based 

These are services developed to understand consumer needs and to find solutions to 
potential problems with well-trained personnel with strong social and 
communication skills. 

4 Competitive based It is to bring to the fore the aspects of products/services that differ from competing 
companies by innovating in the market. 

5 Company reputation 
and image-based 

Use of existing brand reputation and image. It is a strategy that big brands can 
successfully execute. 

6 Target user based For each specific target audience of the brand; It is a positioning where detailed 
information, demographic and psychographic characteristics, purchasing behavior, 
and the underlying reasons are known. 

7 Reason based It is created to attract and retain self-identified customers through advertising and 
promotions for a specific cause. 

8 Purpose based Each of the concepts such as wishes, desires, and aspirations, creates a purpose. 
Consumers turn to brands that can help express these goals. 

9 Usage-based It is a positioning based on how and when consumers use the brand and emphasizing 
the intended use of the product/service. 

10 Value-based It is a positioning style based on the intangible/tangible equivalent of the 
product/service beyond its price. 

11 Personality/User-
based 

What people may find attractive is that personality traits as part of a brand's identity 
are often determined by the targeted user profile. 

12 Emotion-based It is an effective positioning strategy used to attract the emotional energies of 
consumers. Emotional benefits add depth to brand ownership and user experience. 

13 Positioning by  
the product group 

By emphasizing the link between the category (product class) to which the brand 
belongs and the customer, it ensures that the brand function is remembered when 
needed. 

 
 A three-staged exploratory study was designed 
to make in-depth research on the brand positioning 
strategies of a particular Real Estate company from 
the construction market and to understand the 
perceptions of their potential customers. For this 
purpose, the real estate company AAA was chosen 
among the members of Konutder [62], which is the 
umbrella organization of the companies producing 
branded houses in Turkey. Real estate company 
selection criteria are determined as producing 
branded housing projects in Turkey and abroad and, 
having studies corresponding to brand positioning 
strategies. AAA is found to be one of the leading 
companies in the development and production of 
branded housing projects. AAA is remarkable with 
its corporate brand, branded projects, and brand-
specific services. AAA is emphasizing its 

development, especially through customer-oriented 
brand structuring and announcing its reputation as 
a Turkish housing entrepreneur with its brand value 
in the real estate sector. Another factor for the 
selection of the company is that it had a brand value 
of 121 million dollars in the 2019 report "Turkey's 
100 most valuable brands", carried out annually by 
the Brand Finance valuation consultancy [63]. 
 In the first stage of the study, content analysis of 
AAA company was carried out by using the open 
access sources, such as the corporate website, social 
media shares, YouTube videos, newspaper news, 
and real estate channel news. With content analysis, 
98 terms that were repeated two or more times were 
reached. These concepts are arranged and classified 
according to related brand positioning strategies. 
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Fig 3. Research Framework 

 
 In the second stage, an in-depth interview was 
conducted with the marketing and communication 
officer of the AAA company by using 
predetermined open-ended questions about brand 
positioning and customer approaches of the 
company. With content analysis, 85 terms that were 
repeated two or more times were reached. These 
concepts are arranged and classified according to 
related brand positioning strategies. After that, the 
terms gathered in these two stages are simplified by 
eliminating the terms that are very close in 
meaning, and the terms of each stage are matched.  
 In the third stage, a survey is prepared by using 
a digital survey tool for organizations [64] to 
understand potential customers’ perceptions 
according to the brand positioning efforts of AAA 
company and its projects. Potential user is defined 
as; all individuals in the community over the age of 
18, who have heard of the AAA company or its 
projects at least once, with the assumption that they 
may one day contact the company and its projects 
for investment or use. The survey was designed 
with multiple-choice, check-box-type questions. To 
avoid biased questions, simple, short, and clear 
questions were prepared, without complicated 

content and leading explanations. The target 
population is limited to potential customers living 
in Istanbul. The probability sampling method is 
aimed to be used with simple random sampling. 
Although support was requested from AAA, no 
results could be obtained due to time constraints. 
For this reason, the digital extension of the survey 
was shared via online networks and sent to the 
groups that researchers could reach directly or 
indirectly via e-mail and text messages. Since the 
selected company is a well-known one, the target 
sample size is defined as 384. Considering the 
members of the groups and direct contacts, the 
number of people to whom the survey link was 
delivered is foreseen as a minimum of 1000. It 
resulted in 253 responses, 49 of which were 
eliminated because of missing data, so only 204 of 
them were valid. Collected data were analyzed by 
using relative frequency distribution.  
 
4. Results and discussion 

4.1. AAA corporate and social media content 
analysis 

AAA selected as a case study model in the real 
estate sector was primarily discussed in the 
corporate social media review within the 
framework of the brand positioning strategies 
determined in the study. Social media promotions 
highlighted by the company, slogans, and 
advertising texts with their conceptual equivalents 
are the equivalents of these strategies. 
 Declaring its international branding vision, the 
company emphasizes that it set out to make a social, 
cultural, environmental, economic, and social 
contribution in terms of brand value and brand 
behaviors as follows: "Since the real estate-
construction sector does not have an 
internationally represented brand, AAA set out with 
the belief that we can meet this"  [65]. The corporate 
values of the company are on the website as 
follows: We feel responsible for achieving a better 
society and environment by providing social, 
cultural, environmental, and economic benefits to 
our society, and we create awareness in society in 
this sense [66]. In this context, the company's social 
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contribution discourses support value, benefit, 
emotion, and personality-based positioning 
strategies. In the corporate website values section 
of the company, they state that they have a 
technological, innovative, functional approach to 
projects and a constantly developing corporate 
culture as follows: "To provide a learning and 
developing corporate culture, we try to constantly 
renew and improve our products and services by 
adopting the principle of being the best by investing 
in our employees and technology, understanding 
the expectations of all our stakeholders." [67]. 
AAA provides brand positioning by focusing on 
social media, advertising, sponsorship, and 
foundation works. The company reaches its target 
audience through social media, television, outdoor 
advertisements, and project launches, emphasizes 
the value, quality, competition, product class, 
functionality, innovation, and design concepts, and 
offers projects developed with these concepts. The 
brand story of the company is told by the 
spokesman on a YouTube channel as follows:  

The name of the company comes from the 
breath. It is the first and last thing we have ever 
taken throughout our life. My dream was to do 
socially meaningful work. Some things motivate 
everyone. The job I started by accident gained a 
lot of popularity. I said, If I have a talent for it, 
I have a duty for it. However, I also want to do 
something regarding social responsibility. 
Then, I said, I will start a social company. In 
other words, it is a company that does social 
work with its profit. You give everything back, 
you cannot take anything away. Therefore, AAA 
became a candidate for international branding 
and to reflect our philosophy [68].  

 In the value, emotion- and benefit-based 
positioning strategy, which the company refers to 
as doing something social, 51% of the distributable 
profit is to contribute to society, and these concepts 
are emphasized in brand promotions. These 
activities are carried out through "Charity 
Foundation", "Supporting Woman Production 
Atelier (SWPA)" and "City Atelier". 
 The company offers different categories of 
product and service brands to the market, including 

housing projects brands, project service brands 
developed for its customers, and social 
responsibility project brands under its corporate 
brand. The company, which stands out with its 
brand story, offers its brands to the market by 
developing the feature, benefit, competition, target 
user, value, emotion, and product class-based and 
mixed positioning strategies with the project and 
project services for different customer groups. 
Product and service brands offered to the market, 
under the main corporate brand, can be categorized 
as project brands, and brand-specific services. 
Project brands include different concepts of 
projects while brand-specific services are including 
social responsibility activities developed for its 
customers and society. Project brands and brand-
specific services can be listed as follows: 

Project brands of AAA:  

• AAA* - Mid-segment housing projects 
• AAA* - Upper-segment housing projects 
• AAA*- Student housing projects  
• AAA* - Office building projects 
• AAA* - Summer house projects 
• AAA* - Land investment projects 
• AAA* - Overseas housing projects 

* Different sub_brands developed under each 
project group 

Brand-Specific Services of AAA: 

• Charity Foundation 
• City Atelier 
• Supporting Woman Production Ateliers 

(SWPA) 
• Building completion insurance (BCI) 
• Guaranteed project account (GPA) 
• Online Customer Relationships (OCR) 
• App for regaining customer expenditures 
• Sponsorships 
• Pay per use - within the residential 

building (PPU- residential) 
• Pay per use - within the office building 

(PPU office)  
• Pay per use - within the projects in the 

country (PPU-city/country) 
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 The company develops Branded Housing 
production mainly for the mid and mid-upper-
income groups. Project categories are presented to 
the customers with various brand layers. Some of 
these innovative layers are patented and named 
functionally as; Pay per use - within the residential 
building (PPU- residential), Pay per use - within the 
office building (PPU-office), Pay per use - within 
the projects in the country (PPU-city/country). The 
objective of the patented Project concepts is, 
instead of making an investment for temporary 
needs, to pay for spaces whenever needed. For this 
purpose, depending on the concept, generic spaces 
can be rented within the residential building itself, 
within the residential buildings in the city (other 
than the one you live), or within the country. The 
same concept is also available for office buildings. 
Mid and mid-upper segment project categories, 
houses are released to the market with various 
project brands. Also, a dormitory building is 
designed for university students. Housing projects 
in key cities around the world are also offered to 
customers, named overseas projects here. The AAA 
land investment projects take part in promotions 
with value, price-based, and mixed positioning 
strategies under branded lands. The regaining 
expenditures application is a promotional system 
that makes the consumption of the facilities 
attractive to the users [69]. 
 In the target user-based and competitive brand 
positioning of the company, to ensure the trust of 
the customers, it offers the project end guarantee 
while blocking the entire cost of the project until the 
project delivery date [70]. The following discourse 
used in brand positioning: "Producing innovative 
projects without turning the needs of consumers 
into opportunities" supports the perception of the 
concepts of trust, value, quality, prestige, status, 
and reputation, especially in housing projects. 
 Project categories for different customer groups 
and recurring common concepts in services to 
contribute to society are a brand, branded housing, 
accessible luxury, first in the sector, innovative, 
original, innovative solutions, functional, 
technological approaches, privileged life, quality, 
famous architects and designers, customer 

orientation, trust and Building Completion 
Insurance (BCI). 

4.2. Meeting with the company representative 
In the in-depth interview with the AAA marketing 
and communication officer, the concepts repeated 
twice or more were evaluated in response to the 
questions about brand positioning strategies. The 
questions for brand positioning strategies were 
addressed specifically for the real estate sector. In 
the brand positioning approaches of AAA for 
Marketing 4.0, innovation, functionality, digital 
marketing, corporate reputation, trust, brand value, 
and brand communication are repeated concepts in 
the interview. Among these concepts, innovation, 
customer satisfaction, and functionality were in 
emphasis as a result of matching the brand-specific 
services developed by the company. Other 
repetitive concepts that the company emphasizes in 
brand positioning are reputation, trust, digital 
marketing, brand value, and brand communication. 
In marketing approaches, the company 
representative stated the reason for placing 
customer and user satisfaction at the forefront: "Not 
investing in marketing is already a suicide today. It 
means losing all over at the beginning. Let us not 
just view marketing works as advertising. It means 
giving things that make the consumer feel good at 
the point where they are read correctly. " [69]. 
 Brand positioning based on projects is created 
based on demographic data, and brand perception 
in the minds of consumers is realized with an 
emphasis on innovation, transparent 
communication studies, investment, trust, customer 
satisfaction, corporate reputation, and functionality. 
 Especially for brand investments in the digital 
area, "CRM (Customer Relationship Management), 
Power BI (Microsoft's cloud-based business 
intelligence and business analytics platform), 
ROAS (Return on Ad Spend) or ROI (Return of 
Investment)" platforms are used [69]. 

4.3. Survey Data 
In the survey study, the potential customers 
answered questions about the brand through 
selected concepts adapted to the real estate sector. 
The first question asked the potential customers to 
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indicate the first three words that came to their 
minds about the AAA brand; by directing the 
concepts in return for the brand positioning 
strategies used in the corporate website, social 
media, and interview of the company. The second 
question asked potential customers to indicate the 
first three communication channels the consumers 
reached through the AAA brand 
 For the first question, the distribution of the 
answers given by 204 participants is as follows: The 
word "Brand" took first place with a rate of 65% 

(127 People) (Table 2). While "high price" ranked 
second with 42% (81 people), "Distinctive 
Architectural Design (DAD)" ranked third with 
38% (74 people). 
 For the second question, the distribution of the 
answers given by 204 participants is as follows: 
Social media response was at a rate of 59% (118 
People), television ranked second with 39% (78 
people), and street and street advertisements ranked 
third with 32% (63 people) (Table 3). 
 

 
Table 2.  AAA concept evaluations 

First three words that come to your mind about AAA Frequency Percentage 
Brand 113 68,48 
High Price 70 42,42 
Distinctive Architectural Design (DAD) 64 38,79 
Luxury 45 27,27 
Investment/value 43 26,06 
Social environment opportunities 29 17,58 
PPU 20 12,12 
Trustable 16 9,70 
Charity Foundation 10 6,06 
Status 9 5,45 
Spokesperson 9 5,45 
Price advantage 7 4,24 
Charity Work 4 2,42 
Supporting Woman Production Atelier (SWPA) 0 0,00 

 
Table 3. AAA brand evaluations 

The Three Options You Hear The AAA Brand Most Frequency Percentage 
Social Media 99 58,58 
Television 68 40,24 
Street Advertisements 51 30,18 
Having a construction/building around 37 21,89 
Newspaper/magazine publications 30 17,75 
Buying/Renting by people around me 21 12,43 
Advice and/or statements from people around me 19 11,24 
News in the newspapers 16 9,47 
Housing/Building fairs 15 8,88 
Projects Catalogues 12 7,10 
Corporate website 9 5,33 
Spokesperson TV and news channels 8 4,73 
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 The first concept that appeared in their minds 
for the company was brand. Another factor, trust, 
the most critical concept of the company's emotion, 
value, and personality positioning strategies, has 
not been among the first concepts that come to 
mind. Also, the potential customers did not give 
priority to patented project concepts and project-
specific services either. As a result of the survey 
evaluation, consumers mainly accessed the 
company and the projects through social media. 
Newspapers, magazines, and project catalogs were 
not as effective as social media in getting to know 
the company.  

4.4. Evaluation of Data  
Raw data obtained from structured and unstructured 
resources like texts, interviews, and videos are 
studied holistically and categorized significantly 
with logic depending on the conceptual terms 
deduced from the literature review. Based on the 
ideas and patterns generated from the data in the 
literature, content analysis, which is defined as the 
examination of themes or categories, repetitive and 
prominent patterns/words/sentences, was applied. 
In this context, service brands, which are the target 
output of the AAA Brand have been achieved. 
Corresponded data is given in Table 4.

 

Table 4. Conceptual response and service models of AAA brand (’ed Housing) positioning strategies in return for 
Marketing 4.0   

Marketing 4.0 
Brand 
Positioning 
Strategies 

Social Media Analysis Interview Survey 

Real Estate 4.0 
AAAProject/ 
Service Brands 

Feature-based Project location 
Privileged life 
Tailored house 
Innovative 
Different concepts 
Innovative vision 

Innovation 
Qualification 
Design 
Functionality 
Value 
Brand 

Branded Housing 
DAD 
PPU-Home 
PPU-Office 
Quality 
DAD 

PPU-residential 
PPU-office 
PPU-city/country 
Upper Seg. housing 
Overseas housing  
Students housing  
Land Investment  

Benefit based Social benefit 
Charity foundation 
SWPA 
City Atelier 
Being beneficial 

Value 
Brand Value 
Investment value 
Quality 
Luxury/Privilege 

Brand 
Status 
Project location 
Quality 
Charity Foundation 

AAA Foundation 
SWPA 
City Atelier 
Charity work 
Sponsorships 

Problem-
solving based 

Problem-solving 
focused 
BCI 
GPA 
Customer focused 
Transparency in 
communication 
BCI 

Customer 
relationship 
Call center 
Sales office 
OCR 
CRM 
ROHA 

PPU-residential 
PPU-office 
  

AAAOnline 
AAAPlus 
PPU-residential  

Competitive 
based 

Brand Guarantee 
Brand value 
High quality 
Target group oriented 
Global brand 
BCI 
Keeping promises 
Innovative/Creative 

Brand-Value 
Design 
Sponsorships 
Global brand 
Brand investments 
Digital investment 
TV investment 
Innovative 

Brand 
DAA 
High price 
Advantageous price 
Investment/Value 
AAA Foundation 
Charity Work 
SWPA 

PCI 
GPA 
AAA Foundation 
Sponsorships 
SWPA 
City Atelier 
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Table 4. Cont’d 

Target user 
based 

Concept projects 
Luxury Segment 
Mid, Mid-upper 
income group 
Various customer 
groups 

Upper Segment 
Luxury Segment 
Mid and Mid-
upper 
Upper-income 
groups 

Luxury 
High price 
Advantageous price 

Upper Seg. housing 
AAA 
Student housing 
projects 
Overseas housing 
projects 

Reason based Desires 
Needs 
Prestige-Status-Value 
Touching the customer's 
dreams 

Reliability 
Famous Architects 
Transparency in 
communication 
Functional 

DAD 
Branded Housing 
Status 
Investment/Value 

 

Value-based Investment value 
Customer satisfaction 
Famous 
Architects/Designers 
Branded Housing 
Project value services 

Confidence 
Brand value 
Brand 
Branded Housing 
Investment value 

Investment 
High price 
Value 
Luxury 
Trustable 

PCI 
GPA 
Charity foundation 

Price based Advantageous Price 
Opportunity prices 
High returns in the long 
run 

Qualification 
Luxury 
Brand value 

Advantageous price 
High price 

PCI 
Guaranteed project 
account 

Personal 
based 

Trustable 
Reputable 
Prestigious 
Innovative/Creative 
Innovative 

Global brand 
Innovative 
Trustable 
Reputation 
Industry leader 

Status 
Trustable 
Spokesperson 

 

Emotion-
based 

High reputation 
Charity Foundation 
SWPA 
Innovative/original 
Privileged/Personalized 

Trustable 
Innovative 
Social benefit 
Distinctive 
Innovative 

Status 
Trustable 
Charity work 
SWPA 
AAA Foundation 

AAA Foundation 
SWPA 
City Atelier 
Sponsorship 
AAA Charity 
Movement 

Product group 
based 

Upper Seg. housing 
Land investment  
Overseas housing 
Students housing  
AAA 
18 patented products 

Upper Seg. housing 
Land investment  
Overseas housing  
Students housing  
AAA 
Exporting ideas 

Upper Seg. housing 
Land investment  
Overseas housing  
Students housing  
AAA 

Upper Seg. housing 
Land investment  
Overseas housing  
Students housing  
AAA 

Purpose based Accessible luxury 
Investment-Value 
Privileged life 

Investment value 
Brand value 
luxury life 

Investment/Value 
Social environment 
DAD 

 

BCI: Building Completion Insurance 
CRM: Customer Relationship 
Management 
DAD: Distinctive Architectural Design 

GPA: Guaranteed project account 
PCI: Project Completion Insurance 
PPU: Pay Per Use 

ROHA: Return on Investment 
SWPA: Supporting Woman Production 
Atelier 
OCR: Online Customer Relationship 
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 The concepts used by the company in return for 
the mixed positioning strategies developed and the 
concepts used repeatedly are with the boldface font. 
In return for positioning strategies, the project 
services offered by AAA to consumers and the 
models they developed are in Fig 4. 
 It is seen that AAA develops product and 
service brands in return for feature, benefit, 
problem-solving, competition, target user, value, 
emotion, price, and product class positioning 
strategies. The concepts frequently used in 
exchange for mixed positioning strategies are 
innovative, branded housing, value, quality, brand 
value, reputation, investment value, high price, 
luxury life, functionality, and DAD. According to 
the survey results, the company's confidence-
oriented models of Building Completion Insurance 
(BCI) and Guaranteed Project Account (GPA) 
could not find a response in consumer perceptions. 
At the same time, it is seen that the company does 
not create products, services, and models that 
correspond to reason and purpose-based 
positioning strategies. 
 
5. Conclusion 
According to the results of the analysis, the 
positioning strategies discussed in the example of 
the AAA brand within the scope of Real Estate 4.0 
reach the customer through innovative solutions, 
brand value, functional designs, projects 
produced/presented by famous architects and 

designers, various brand layers and service groups 
of the concepts of trust, quality, and effective 
communication channels. The marketing approach 
of the company is determining the 
needs/expectations of potential customers before 
the investment, bringing abstract values to the 
forefront. This approach enables customers to meet 
on the right platform. Including the concepts of 
reputation, trust, and satisfaction brings project 
success and strengthens corporate brand value. 
Keeping the corporate brand at the forefront makes 
trust and reputation permanent in different project 
promotions. In this context, companies that bring 
their corporate brands to the front with social 
responsibility, social contribution, and sponsorship 
can differentiate themselves from traditional 
marketing approaches by creating different 
positioning strategies in the project layers they 
create through various concepts. 
 Feature, benefit, competition, target user, value, 
price, and product class-based approaches are 
strategies to be used effectively in the real estate 
sector, as well as brand-, brand-value, innovation, 
functionality, social facilities, architectural design, 
award-winning projects, and luxury and investment 
concepts have been effective concepts in the project 
preferences of consumers/users in return for Real 
Estate 4.0. In addition, the effective communication 
channels that reach the customer in projects created 
by correctly determining the target audience are 
social media, TV, and outdoor advertising 
activities. 

 

 
Fig 4. Project service model provisions of AAA - Brand(’ed Housing) positioning strategies 
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 Today, consumers attach importance to 
innovative solutions that understand the consumer 
and settle on an abstract and emotional basis in 
addition to the functions, features, and usage 
values. In this context, the marketing function 
within the companies is the management of 
compounds containing all activities. Strategic 
transformations that can be directed to needs and 
emotions and take place in minds are on the 
marketing axis. Such an environment requires 
applications with dominant elements such as 
innovation and creativity. These elements are 
considered essential concepts, strategic approaches, 
and services in the real estate industry. Although 
there are some studies according to marketing in 
construction, it is argued in the literature that, there 
is a need for a specific framework for marketing in 
the construction business [58] and also it is argued 
that especially Turkish contractors do not care 
enough to differentiate their products and services 
from their counterparts [59]. With this case study, it 
is concluded that there are some efforts for 
industry-specific brand positioning strategies in 
real estate, and some of these efforts are perceived 
and get responses from the customers. It is hoped 
the holistic approach to brand positioning strategies 
and exploration of its products and services with a 
case study will ensure theoretical and practical 
implications to the literature and the business. In the 
continuation of this study, to determine the possible 
equivalents of key concepts in brand positioning for 
real estate investors in real estate projects, the 
studies to be developed for purpose-based brand 
positioning strategies for real estate companies will 
be beneficial for companies and consumers in 
branded housing production. 
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