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Abstract

In response to the current sluggish real estate market, where traditional marketing models suffer
from high customer acquisition costs and low conversion efficiency, short videos—leveraging their
large user base, efficient dissemination capabilities, and strong interactive attributes—serve as a
direct communication bridge between real estate enterprises and potential customers. Data analy-
sis technology, as the core link connecting short videos with real estate marketing needs, can effec-
tively mine users’ latent demands, optimize marketing content, and evaluate dissemination effec-
tiveness. This paper, based on the actual development status of the real estate and short video

SCEG| A AR B A £ s e RS B T N ERIT S D] TSR TR, 2026, 16(4): 466-472.
DOI: 10.12677/5d.2026.164172


https://www.hanspub.org/journal/sd
https://doi.org/10.12677/sd.2026.164172
https://doi.org/10.12677/sd.2026.164172
https://www.hanspub.org/

BAF]

industries, explores the application scenarios of different short video platforms in real estate mar-
keting, conducts an in-depth research of the practical paths of data analysis in key links such as cus-
tomer positioning, content creation, and effect evaluation, and verifies its application value through
specific cases, providing feasible references for real estate enterprises to enhance the effectiveness
of short video marketing.
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