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ABSTRACT

The adoption of Virtual Reality (VR) in the real estate sector has emerged as a 
transformative innovation that aligns with the broader digitalisation of the built 
environment. Previous studies indicate that VR enhances spatial visualisation, 
supports effective property marketing and facilitates informed decision-making 
among potential buyers and investors. However, a research gap remains regarding 
the systematic assessment of VR’s impact on property development processes and 
user acceptance in real estate marketing. This research aims to critically examine the 
applications of VR in real estate, with a focus on marketing, design visualisation, and 
stakeholder engagement. A mixed-methods approach is adopted, combining literature 
review and survey data to evaluate the extent to which VR improves efficiency and 
influences buyer perceptions. Key challenges, including high implementation costs, 
technological limitations and varying levels of user readiness, are also addressed. 
The study contributes by providing empirical insights into VR’s potential to reshape 
real estate practices, offering recommendations for developers, property managers, 
and policymakers to leverage VR as a smart technology for sustainable growth and 
competitive advantage.

1*Corresponding author’s e-mail address: suhanaismail@uitm.edu.my 
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1.	 INTRODUCTION

Digital transformation has reshaped the global business landscape, and the real estate sector is no exception. 
Traditionally reliant on physical interactions and printed marketing materials, real estate marketing is increasingly 
embracing digital tools to enhance communication, visualisation, and decision-making. Among these technologies, 
Virtual Reality (VR) stands out as a powerful medium that enables prospective buyers to explore properties virtually 
before visiting them in person (Yan et al., 2023).

The real estate industry has entered a new era of technological transformation, with Virtual Reality (VR) emerging 
as one of the most significant innovations reshaping how properties are marketed, visualised, and experienced. As part 
of the broader trend of digitalisation, VR offers immersive, interactive, and data-driven environments that redefine buyer 
engagement and property representation (Yan et al., 2023). In line with the global push toward digital transformation in 
the built environment, integrating VR into real estate practices enhances efficiency, transparency, and decision-making 
for developers, agents, and clients alike.

Despite growing adoption, a systematic understanding of VR’s effectiveness and user acceptance remains limited. 
The real estate market continues to face challenges in implementing VR technologies due to cost constraints, technical 
barriers, and user readiness (Szczepańska & Krzywoszyńska, 2022). Therefore, this study aims to explore the applications 
and challenges of integrating VR in real estate marketing, focusing on its potential to support design visualisation, 
stakeholder engagement, and digital transformation.

VR technology provides users with a simulated, three-dimensional environment that replicates real-world spaces 
through visual, auditory, and interactive elements. In real estate, it bridges the gap between imagination and experience 
by allowing potential clients to walk through a property remotely. The COVID-19 pandemic accelerated the adoption of 
such tools, highlighting the importance of digital adaptability in maintaining business continuity (Kumar & Lee, 2022).

This research investigates the integration of VR in real estate marketing, focusing on its applications, advantages, 
and challenges. It also discusses how VR contributes to the broader agenda of digital transformation in the property 
industry.

2.	 LITERATURE REVIEW

2.1	 Virtual Reality as a Marketing Tool

Virtual Reality has evolved from a novelty tool to a practical marketing solution in the real estate industry. Through 
VR platforms, real estate agents can create immersive virtual tours that enable buyers to experience properties in full 
scale. These platforms combine 360° panoramic images, spatial mapping, and interactive navigation to provide a realistic 
sense of space (CoStar Group, 2024).

Scholars have emphasised that VR supports experiential marketing, in which emotional engagement influences 
purchasing decisions (Szczepańska et al., 2022). When clients can visualise themselves in a space, their interest and 
confidence in their decision tend to increase, thereby shortening the sales cycle.

VR allows users to experience a realistic, three-dimensional simulation of properties through interactive walkthroughs. 
This technology enables buyers to explore property layouts, interior designs, and environmental settings from remote 
locations (Yan et al., 2023). VR tours can increase engagement, enhance buyer confidence, and reduce transaction time 
compared to traditional marketing approaches.

VR enhances design visualisation by integrating with BIM platforms, allowing clients to understand spatial 
dimensions and aesthetics before construction begins (Szczepańska & Krzywoszyńska, 2022). It fosters collaborative 
decision-making among architects, developers, and clients. In stakeholder engagement, VR simulations support urban 
planning consultations by enabling communities to visualise proposed developments and provide informed feedback. 
This immersive approach strengthens transparency, inclusiveness, and trust in decision-making processes.
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2.2	 Benefits of Virtual Reality Application in Real Estate Marketing

The integration of Virtual Reality (VR) technology into real estate marketing has revolutionised property promotion 
and customer engagement in the digital era. VR provides an immersive three-dimensional experience that enables 
potential buyers to explore residential and commercial properties virtually, offering a realistic understanding of spatial 
design and layout (Pavlov et al., 2022). This enhanced visualisation helps clients perceive scale and ambience more 
accurately than traditional two-dimensional photographs or videos (Lee et al., 2020). Particularly for pre-construction 
projects, VR facilitates visualisation of unbuilt spaces, enabling investors and buyers to understand architectural concepts 
before physical completion (Feng & Lee, 2021).

Beyond visualisation, VR serves as an innovative marketing tool that enhances competitive advantage and 
strengthens brand differentiation. By enabling virtual property tours, real estate agents can reach global markets, 
allowing international buyers to view properties remotely without geographical limitations (Chow et al., 2021). This 
accessibility not only accelerates decision-making but also builds greater buyer confidence through interactive and 
experiential engagement (Martín-Gutiérrez et al., 2017). Moreover, VR enhances emotional connection by allowing 
users to customise interior elements, such as furniture arrangements or colour schemes, fostering a sense of ownership 
and attachment that positively influences purchasing decisions (Berg & Vance, 2017).

Operationally, VR contributes to both cost and time efficiency in real estate marketing. Virtual tours reduce 
the necessity for multiple physical site visits, lowering travel expenses and enabling agents to serve more clients 
simultaneously (Rogers, 2023). Once developed, VR content can be repeatedly utilised across marketing campaigns, 
providing a sustainable and cost-effective promotional approach (Alcaide et al., 2019). Additionally, VR applications 
can collect data on user interactions, such as duration, preferences, and focus areas, which are valuable for personalised 
marketing strategies and customer profiling (Pavlov et al., 2022). Finally, the adoption of VR promotes sustainability 
and inclusivity by minimising travel-related environmental impacts and offering accessible property exploration 
for individuals with mobility challenges. Overall, the application of VR in real estate marketing enhances customer 
experience, operational efficiency, and organisational competitiveness, positioning VR as a transformative tool in the 
digitalisation of the built environment.

2.3	 Challenges of Virtual Reality Adoption in Real Estate Marketing

Despite the growing potential of Virtual Reality (VR) in transforming real estate marketing, several challenges 
hinder its widespread adoption and effective implementation. One of the primary barriers is the high cost of developing 
and maintaining technology. The creation of high-quality VR content, such as 3D models, interactive environments, and 
realistic simulations, requires specialised equipment, skilled developers, and substantial investment (Lee et al., 2020). 
For small and medium-sized real estate agencies, the financial burden associated with VR hardware, software licenses, 
and continuous technological upgrades can be prohibitive (Feng & Lee, 2021). Moreover, differences in clients’ access 
to VR devices, such as headsets or compatible systems, limit the scalability of VR marketing strategies (Pavlov et al., 
2022).

Another major challenge concerns user acceptance and digital literacy. Although VR offers immersive experiences, 
some potential buyers may feel discomfort or scepticism toward virtual interactions compared to traditional property 
visits (Chow et al., 2021). Motion sickness, eye strain, and usability issues can negatively influence user experience 
and adoption rates (Rogers, 2023). In addition, varying levels of digital literacy among clients, especially in older 
demographics, may restrict their willingness to engage with VR tools (Alcaide et al., 2019). For real estate agents, the 
transition to VR-based marketing also requires training and adaptation to new workflows, which can temporarily disrupt 
established business practices.
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The technological limitations of VR applications also present obstacles to their full integration in real estate marketing. 
Poor internet connectivity, limited processing capacity, or low-resolution displays can diminish the realism and fluidity 
of virtual tours (Berg & Vance, 2017). Similarly, data storage and compatibility issues across platforms may affect the 
consistency of the user experience. Concerns regarding data privacy and cybersecurity further complicate adoption, as 
VR platforms often collect sensitive user information through behavioural tracking and interactive analytics (Martín-
Gutiérrez et al., 2017). Ensuring compliance with data protection regulations and safeguarding personal information are 
therefore essential considerations in VR marketing.

Finally, the lack of standardised frameworks and empirical evaluation of VR’s effectiveness in real estate marketing 
remains a persistent gap in research and industry. While many studies highlight its potential advantages, few offer 
systematic assessments of cost-benefit ratios, user satisfaction, or long-term marketing outcomes (Pavlov et al., 2022). 
This absence of empirical benchmarks complicates investment decisions and limits industry-wide adoption. Hence, 
addressing these challenges requires collaborative efforts between technology developers, real estate professionals, and 
policymakers to establish accessible, secure, and sustainable VR marketing ecosystems.

3.	 RESEARCH METHODOLOGY

This research adopts a mixed-methods approach that combines a systematic literature review and a quantitative 
method. The literature review synthesises academic and industry publications that focus on VR adoption in real estate. 

Additionally, an online survey of 120 real estate professionals in the Klang Valley was conducted to assess 
perceptions of VR’s usefulness and the challenges to adoption. Data were analysed using descriptive and frequency 
analysis. Quantitative data were processed using SPSS to examine user acceptance, perceived marketing benefits, and 
common barriers to implementing VR in the real estate industry.

4.	 DATA ANALYSIS & FINDINGS

A survey was conducted among 120 real estate professionals in the Klang Valley, Malaysia, to examine their 
perceptions of Virtual Reality (VR) in real estate marketing. The study aimed to assess respondents’ views on the 
application’s usefulness in adopting VR, while also identifying challenges that influence adoption. 

Data were analysed using a quantitative approach. Quantitative data were processed using the Statistical Package for 
the Social Sciences (SPSS) to generate descriptive statistics, which were analysed to identify recurring challenges and 
perceived opportunities related to VR implementation.
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Variables Percentage (%)

Gender

Male 53.6%

Female 46.4%

Age

21-30 years old 30.4%

31-40 years old 48.2%

41-50 years old 17.9%

> 50 years old 3.5%

Race

Malay 92.9%

Chinese 1.7%

Indian 4.1%

Others 1.3%

Length of Employment

1-3 years 20%

4-6 years 36.7%

7-10 years 26.7%

>10 years 16.6%

Status of Employment

Permanent 82.1%

Contract 16.1%

Others 1.8%

Occupation

Real Estate Agent 58%

Property Developer 25%

Sales Marketer 17%

Source: Author (2025)

Table 1 Background of Respondents

Table 2 Descriptive Statistics of VR Application Users 

4.1	 Descriptive Analysis

The demographic analysis showed that 58% of respondents were real estate agents, 25% were property developers, 
and 17% were sales and marketing. The majority (80%) had more than three years of experience in the real estate 
industry, indicating a mature and knowledgeable respondent base. Regarding prior experience with VR technology, 42% 
reported having used VR tools in marketing, while 58% had only basic awareness or indirect exposure.

4.1.1	 Findings of VR Application Users

Variables Mean (M) Std. Deviation (SD)

Perceived Usefulness of VR 4.21 0.68

Ease of Use 3.89 0.74

Willingness to Adopt VR 3.56 0.81

User Acceptance and Digital Literacy 3.67 0.77

Lack of Knowledge 3.84 0.80
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Figure1: Frequency Analysis of Challenges in Implementing Virtual Reality in Real Estate Marketing
Source: Author (2025)

According to Table 2, Respondents generally exhibited a positive perception of VR’s usefulness in enhancing 
marketing efficiency and buyer engagement. On a five-point Likert scale (1 = strongly disagree, 5 = strongly agree), the 
mean score for perceived usefulness was 4.21, and ease of use recorded a mean of 3.89, suggesting moderate to high 
acceptance. However, willingness to adopt scored slightly lower (mean = 3.56), indicating cautious optimism influenced 
by practical constraints.

4.1.2	 Findings of Challenges in Implementing Virtual Reality in Real Estate Marketing
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Figure 1 illustrates the challenges faced by real estate professionals in implementing Virtual Reality (VR) in real 
estate marketing. The results indicate that high cost and maintenance represent the most significant challenge, reported 
by 40 respondents. This finding suggests that the financial burden of VR development, equipment, and system upkeep 
remains a key barrier to its widespread adoption.

The second major challenge identified is technological limitations (30 respondents), reflecting issues such as 
compatibility, system performance, and technical infrastructure required to support VR applications. Digital literacy and 
training were also highlighted by 25 respondents, suggesting that users may lack sufficient technical skills or exposure 
to utilise VR tools effectively in marketing practices.

Additionally, data privacy concerns (15 respondents) emerged as a moderate issue, emphasising the need for stronger 
data protection measures when using immersive digital platforms. The lack of standardised frameworks was the least-
reported challenge (10 respondents), suggesting that while industry guidelines are still evolving, practitioners view 
financial and technical constraints as more pressing barriers.

Overall, the findings demonstrate that while VR has great potential to transform real estate marketing, its successful 
implementation largely depends on addressing challenges related to cost, technical readiness, and user competency.

5.	 CONCLUSION

The findings of this study reaffirm that Virtual Reality (VR) is a transformative tool for the digitalisation of the 
real estate sector. By enhancing spatial visualisation, improving marketing communication, and facilitating informed 
decision-making, VR holds significant potential to redefine industry practices. However, the research also highlights 
persistent challenges, including high implementation costs, technological constraints, and a lack of training, that hinder 
its widespread adoption.
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In summary, the research establishes that while the implementation of VR in real estate marketing is still evolving, 
its potential to transform industry practices is undeniable. With appropriate strategies, investment, and policy support, 
VR can serve as a cornerstone for sustainable growth, competitive advantage, and digital innovation in the global real 
estate landscape.
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