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ABSTRAC

This study aims to explore the factors that affect the purchase decision of the apartment of the
customers. It was conducted base on results of a research market and an invesuigation to evaluate
the factors affecting consumer 1s buying decision of apartment and loyalty with a real estate brand.
The study used both qualitative and quantitative methods with in-deep nterviews and a
questionnaire. We collected answers from 300 participants who are current and potential
customers of Xuan Mai corp (ook part in the survey. The result of analysis shows that factors
mfluence 10 behavior of customer are Quality of the house, guality of service and complete quality
management and operation service of project, apartment design.

Keywaords: The apartment of the customers, affecting consumer buyjng decision, middle-class

apartment house, service.

1. Introduction

The rveal esiate market in Vietnam is in the
context of potential development. 2016 and 2017
¢ year witnessed the fierce competition of

sstate markel. When new types of real
and develop. the demand and choice
of customers increasingly strict, emerprises will
have to enter the fierce competition.

The implementation of this research is aiming at
two goals. The first, clarifying the faciors that may
affect the purchase decision of the apartment of the
customers.

Characteristics of the real estate market

There s no central marker: The real estate
market has not formed a central market where
buyers and sellers can meet and interact directly
with one another. Most of all transactions are made
primarily by intermediaries. real estate businesses,
by media, or realiors. Due to lack of central market,
it is difficult to collect market information and low
rehiability lead to this market ineffective. In recent
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s, Vietam, real estate brokerage companies
bizon established and developed rapidly,
ed the ansactions smooth, safety and more

{i

siate market is regional and locally:
Because characteristics are indestructible
and diffi 10 separate, can not move; the
abundance of this place can not offset the shortage
elsewhere, so it makes the locally real estate markel.
On the other hand, the differences in the
development level of economic, culwral, social and
population densities make the demand for real estate
also differ in terms of quantity, shape and quality and
thereby lead to the differences in development level
of a real estate market jn each locality (3, 4]

The real estate market is not perfect: Because it
requires a lot of directly intervention by the state.
the perfect level of thi< market is always lower than
of consumer goods market or production market
and some other markets. In addition, because of
non-rencwable or scareity of land, the market is
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monopolistic. The information on planning,
management, socto-economic related to land has
not been thoroughly dissennated so that the
competition in the real estate market is only implicit
compettion [5,6].

The real estate market is closely related to other
i Especially financial and credit markets
and to th nomic development of a nation. Most
of the invesiments come in two streams consist of
mvesting in property or investing in financial and
On the other hand, real estale
mselves often requre huge capital

2.1. Qualitative research

- Methods: face tw face for interview. Choice of
respondents: Customers have used Xuan Mai
apartment or customers are looking for information
to buy a house in distance 15 km from the project.
Samples size: 15. Age ranging from 20 o over 45
years old.

From qualitative research, could see that the
factors which effect on buying customer decision
are

- Complete quality, management and operation
service of project

- Location, utility, infrastructure of the project
Reputation of i

-Ap enis with reasonable acreage:

+60 m? - 70 m? (2 bedrooms, 2 toilets)

+45 m?— 55 m? (2 bedrooms, | toilet)

+ 80 m? - 85 m?(3 bedroomis, 2 toilets)

- Apantment price:

+ Apartment price # | billion VND

+ Apartment price 1 billion VND - 1,2
billion VND

+ Apartment price 1,3 bullion VND - 1,5
billion VND

Samples are 300 male and female customers in
Ha Dong, Thanh Xuan, Dong Da, Hoan Kiem, Ba
Dinh, Nam Tu Liem, etc where are ncar Xuan Mai
Complex project (distance max about 15 km) and
they have ever been used Xuan Mai house and
have never used it. Their age range 1s from 20 to
over 45 years old,

Qu

Questionnaire  includes 11 queshons; ask
information abowt custorners’ need, their income,
their job, their pe 1on, their sansfaction, their
expectation and s0 on. All questionnarre is checked

fonnaive

several  tmes  before  official  using. The
questionna tached in the appendix of this
project.

- Data Collection

Data collection to gather information by
interviewing face to face and by email, by
facebook. Survey team include 15 people who are
my colleagues and friends and also are sale persons
of Xuan Mai corp. They have a good knowledge of
real estate and especially understands rcal estate
projects of Xuan Mai Complex clearly. Members of
survey team may ask some people to help to
conduct the interview or send email to customers to
collect informaton. Unqualified data was removed
from sample.

2.3. The guaniitative data analysis
description

Figure 1+2: Age cmd gender of survey's respondents

~ GENDER

fvennse & fcmolc @ male

AGE

So, we should use information to find out
real customers demand and arrange the
tmportant  factors in the quantitative
research.

2.2, Quangtative research

- Sampie C

Source. Excel output

Respondents mainly work in enterprise, state

agencies with 9% and customers are free labor

are 11%.
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e Monthly household income
Figure 3: Monthly household income

MONTHLY HOUSEHOLD INCOME |
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2.32. Faclors affecting  apariment
decision of customers

® Apartment price

All respondents care about apartment price
factor.

buymng

Figure 4: Apariment price
 APARTMENT PRICE

gimportant B atart

There are many types of apartment price from
low price to high price. Choosing the apartment
depends on financial ability each customer.

Figure 5: Apariment price

[

APARTMENT PRICE
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Figure é: Apartment price bL/ob
¢ Apartment price by job
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Figure 7: Apartment price by income

Apartment price by ingome
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Most of customers choose apa
from under [ billions VND to 1-1.2 billions VND.
® Apartiment acreage

Figure 8: Apariment acreage
i APARTMENT ACREAGE
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Source: Excel ontpul

Flgure 9: Apartmen! acreage by income
Apartment acreﬁe by income
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Most customers prefer 1o buy apartments less
than 70 m’
e Reputation of investor

Figure 10: Repulalion of investor

REPUTATION OF INVESTOR
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o Location, utility, infrastructure

Location, utility, infrastructure of the project are
the important factors that customers pay atiention.
These factors determine the price and value of the
artment.

ap

Figure 11: Location, uliity, infrostructure

LOCATION, UTILITY,
INFRASTRUCTURE

ey s

anporLsnt

Location, utility, inf

imporiant to 78% respondents

- Location, utility. infrastructure are imiportant to
16% respondents

- 6% of respondents think that location, utility,
infrastructure are not important

& Complele quality, man;
e

The customer’s opinio complete quahity,
management, operation service factor s as follows:

- Very important: 66%

- Important: 31%

- Notimportant: 3%

Reasonable apartment design is one of the
factors that customers are inlerested in buying an
apartment.

fruclure are very

ment and operation

Figure 12: Complete quolity, monagement
and operation service

Complete quality, management and
operation service

vy eriant e
ot emportant Pz@ .

Figtre 13: Reasonable apaoriment design

Reasonable apartment design

o )

Sonn ergga

- Rcasonable apartment design factor is very

important to 57% customers
Reasonable  apartment
important 10 33% customers

- Reasonable apariment design factor is less
important to 10% customers

Maodel analysis (Regression analysis)

Data set for regression analysis has only 65
who use Xuan Mai's producis.
we to use the product=1.561 — 0.246
Reasonable apariment design.

Continue 1o buy the product negatively
influence by Rcasonable apartment design.
Because most of the customer in this segment are
not so rich to buy many house. If they sausfy with
the design of theiwr apartment. they will not have 10
buy other praduct.

3, Conclusion
wmary, after analyz
main factors that customer
in buying the apartment as follows:

e Apartment: 100% of customers think that the
cost of the aparument 15 very important and
important

66% of customers interesied in buying
apartments under 1 billion to (.2 billion VND, area

design  factor 15

a collected,
ery interested
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of 60-70 m? (2 bedrooms, 2 toilets) and 40-45 m? (2
bedrooms, 1 toilet). Household income of
customers are from 10 to 20 million VND per
month and 57.7% of cuslomers work office,
business, el¢ in enterprise, stale agencies

omers interested 1 buying
om 1.3 bilhon to above 1.8 billion
€ froun 80 1o over 90 m2m?2 (3 bedrooms, 2
wilets), Household income of customers are from
above |3 millions 10 above 20 million VND per
month and 31,4% of customers work office.
business, e1cc in enterprise, state agencies.

# Complete quality, management and operation
service: 97% of customers are interested in these
factors. The quality of the apartment 1s mentioned a
lot on the mass media such as quality construction,
fire protection, etc. In addition, customers always
care about in the hand out maintenance fees of the
project, management of the operation of the
building when residents live

e Location, utility. infrastructure: Today.
customers buy not only to stay home, bul also enjoy
the convenience of living, such as: convenient

REFERENCES:

transportation location. green space, large campus,
swimming pool, gym, spa. etc. 94% respondents
value this factor.

e Reputation of investor: 93% of customers
check reputation of investor when buying
vent is a property formed in the
often have (o pay money
the cvonstruction progress of the
sover, apartments are vatuable assets.
Therefore. choosing a reputable mvestor is very
important. Presogious investors will bring to the
futwre apartment of customers much value.

o Reasonable apartment design: 90% of
customer care about apantment design. The design
of the apartment depends on the area of the whole
project to divide the type of apartment area.
Customers like reasonable flat designs, optimize
the used arca.

® Promotion, sales policies: 64% of respondents
are autracted by promotion, sales policies. They
only help stimulaie the purchase of customers
faster, They are not the main factor that customers
decide to buy an apartment B
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Khoo Quéc t&, Bai hoc Quéc gio Ha Noi

TOM TAT:

Nghién cttu nay fim ra nhing nhan t& c6 thé anh hudng d&n quy&t dinh mua can ho cda khach
hang tdm wung. Nghién cu dya trén phén tich tim li clia ngu@ tiéu ding d8i vdi mt nhan hiang
cu thé (Xuan Mai). Cong trinh st dung c4 phudng phép dinh ludng v dioh tinh; ding cd phdng
vin vi bing hdi d€ diéu ra. C6 300 ngudsi tham gia diéu tra |2 khach hang cf, vk khdch hang
iém ning cta Tap doan Xuan Mai. Qua phén tich k&t qui cho thdy cdc nhan t& nhu chat lugng
nhi &, chat lugng dich vy, quin 1y chat lugng chung du dn va thi€t k& can hd 12 nhirmg nhan t8 ¢6
thé dnh hudng dé€n quy€t dinh mua hang.

Tuw khéa: Quyét dinh mua cin hd, canhd tim trung tai Ha Nbi, dich vu.
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