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ABSTRACT: 
This study aims to explore the factors that Jffect the purchase decision of the apanment of the 

customers. It was conducted base on results of a reseilrch market and an inveslJgation La evaluate 
the factors affecting consumer IS buying decision of apartment and loyalty with a real eSlale brand. 
The study used both qualillllive and quantitative methods with in-deep mterviews and a 
qucsLionllJiJ:e. We collected answers from 300 pal11cipants who are current and potential 
customers of Xuan Mai corp took part in the survey. The result of analysis shows thai factors 
mfluence 10 behavior of customer are Quality of the house, quality of service and complete quailly 
managemenf and operation service of project, apanmem design_ 

Keyword'ii: The apartment of the customers, affecting consumer buying decision, middle-class 
apartment house, service. 

I. Introduction 
The real estate market in Vietnam is in the 

context of potential development. 2016 and 2017 
were the year witne~.'i.ed (he fierce competition of 
the real estate market. When new types of real 
estate appear and develop. the demand and choice 
of customers increasingly slIiet, enterprisef. wll\ 
have 10 enter the fierce competition. 

The implementation of this research is aiming at 
two goals. The first, clarifying the factors thaI may 
affecllhc pllrchase deCision of the apartment of the 
customers 

Characteristics o/fhe reol estate market 
There IS 110 cenrm/ IIwrkel: The real eState 

market has not fonned J centra! market where 
buyers and sellers can meet Jnd internel directly 
with one anO!l1er. MO~I of all tr<lnsaetions are fn<lde 
primarily by intcrmc(li;lries. real estate busfne:.SL'''i. 
by media, or realtors. Due to lack of central rn~Hkct. 
it is difficult to collect market information and low 
rell'abili(y lead (0 this Illarket ineffective. In recent 
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population densities make the demand for real estate 
also differ in terms of quantity. shape ~nd qualiry and 
thereby lead to the differences in developme11llevel 
ofa real estate market ,n 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 (hi .... market is always lower than 
of consumer goods market or production marker 
and some other markets. In addition. because of 
non-renewable or scarCity of land, the market is 



monopolistic. The iofonnalion on planning, 
management, socio-economic related 10 land has 
not been thoroughly dissemlOaled so that the 
competition m the real estate market is only implicit 
competItion [5,6]. 

The real estale market is closely rela.ted 10 other 
markets: Especially financial and credit markets 
and to rhe economic development of a nation. Most 
of the investments come in two streams conSIst of 
investing in property or investing in financial and 
monetary markets. On the other hand, real estate 
transactions themselves ohen reqwre huge capit~l 
demand. 

2. Research method and .-csulls 
2.1. QuaJilaJi'Ye research 
- Methods: face to face for iJllt:rvlcw. Choice of 

respondents: Customers h;1VC Ilsed Xuan Mal 
apartment or customers are looking for mformation 
to buy a house In distance 15 km from the project. 
Samples size: 15. Age rnnging from 20 to over 45 
years old. 

From qualita.tive research, could sec that the 
factors which effecl on buymg customer decision 
arc 

Complete quality, management and operation 
service of project 

- Loca(ion, utility, infrastructure of the project 
- Reputation of investor 
- Apartmen( price 
- Apartment acreage 
- Promotions, sales policies 
- Reasonable apanment design 
Types of apartment which meet mO.';1 of 

customer need are: 
- Apartments with reasonable acreage: 
+ 60 m2 - 70 m2 (2 bedrooms, 2 toilets) 
+45 m2 _ 55 m2 (2 bedrooms.l toilet) 
+ 80 m2 - 85 m2 (3 bedrooms. 2 toilets) 
- Apartment pnce: 
+ ApaI1ment pnce # I billion VND 
+ Apartment price I billion VND - 1,2 

billion VND 
+ Apartment price 1,3 bdlion VND 1,5 

billIon V:-.JD 
So, we should use information to find oul 

real cuslomers demand ilnd ;:Ilrangc thc 
Important factors in the quantltJllVe 

research. 
2.2. QllllntiJlltive research 
- Sample selecfion 

Figufe 

their job, their perception, their sallsfaction, their 
expectation and so on. All questionnarre is checked 
several times befofe official using. The 
questionnaires is attached in the appendix of thIS 
project. 

- DaIa CollectlOII 
Data collection (0 gather information by 

interviewing face [0 face and by email, by 
faeebook. Survey learn include 15 people who are 
my colleagues and friends and also are sale persons 
of Xu an Mal corp. They have a good knowledge of 
real estate and especially understands real estate 
projects of Xu an Mai Complex clearly. Members of 
survey team may ask some people to help [0 

conduct the interview or send ernaJl to cuslomers to 

Source. Excel oufpul 

Respondents mainly work in enterprise, state 
agencies with 89% and customers are free labor 
are 11%. 
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• Monthly 

Figure J: Monthly household Income 

MONTHLY HOUSEHOLD INCOME 

... • 
2.3_2. F(lctors offer/ing apar/lllclI/ buy!!!::; 

c/etisioll (~(CIiSroll/l'I"S 

• Apanmenl pdce 
AU respondent, care about apart1l1ent price 

fnclOf. 

Figure 4: 

APARTMENT PRICE 

low price to 
depends on 

,-,I :-tp,lrHnen! price rrom 
Cll\H)~ll1g the apartment 

ability eJch customer. 

Figure 5: Aparlment price 

APARTMENT fRJCE 

____ r---"., 
i :. 
• 
III 
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Apartment price by job 

Apartment pril.e bV Job 

Apartment price by income 
---, 

Apartment price by income 

of CI.1\~ lmers choose aparlmclHs ,;r'I,e-

rrom under I billions VND 10 I" J ,2 billions VNO . 
• Apartment acre<1gc 

Figure 8.- Apartmenf acreage 

APARTMENT ACREAGE 

] 

SOl/red: Ell'elvulpw 

Figure 9: Apartment acreage by income 

Apartment acreage by inwr:ne----

.., ____ =;r;r::::::::::;;::-~ ____ .. 1*%; ;; sa 
---- j) 



Most CUSlOmcrs prckr to buy apartment;;; less 
than 70 111', 

• Reputation of investor 

Figure 10: Reputation o/Investor 

REPUTATIONOF INVESTOR 

Source: Excel ou/plll 

• Location, utihty. infrastructure 
Location, utility, infrastrucrure of the project are 

the Important i1U( cU.\lnmCrS pay attention. 
These factors 11\\ and value of fhe 
apal1ment. 

INfRASTRUCTURE 

---~'m~","' I~ 

Location 2':\1 lcture are vcry 
important to 78', 

- Locallon, utility. infraslnlctlll'c nrc Important to 
16% r{;.'~pondenls 

- 6% of respondems think thaI location, utility, 
Infrastructure are not important 

• Complete quality, Illnnagemellt Jnd operation 
servIce 

The customer":; 
management, {''Pet:' 

- Very impo' ';Ir~: 
-Important: ii', 
- Notimpon 
Reasonable 

complete qua !tty, 
r:Jctor I~ as follows: 

is one of the 
facfors 111,l! customers arc interested in buying <:in 
aparlment 

quAm 

figure 12.' Complete quaJity, manogemeni 
and operation service 

I 
Complete quality. management and I 

operation rervice 

"" ......... ----"" 
Figure 13: Reasonable apartment design 

Reasonable apartment deSl£n 

- Rcnsonable apartment desi~n factor is vcry 
imp0l1Jnl to 57% customer.;; 

Reasonable apanlllt'flt design factor IS 
important to 33% customers 

- Reasonable <:ipnnmenl design factor is less 
important to 10% customers 

\/j()(iei ;llnlY~ls (Regressioll analy"i,;;) 
regression <lnaly$i~ 

XJ3ll Mai's products. 
"0 use the product= 1 

,\pallment design. 
1\', buy the prodlK' 1wc .. wI.lely 

influence by Reasonable apartment design. 
Because most of the customer in this segment are 
not so rich to buy many hou5e. If they saLisfy with 
the desigH of Ihen apnrlmem. they will nOI have to 
buy other product. 

3. Conclusion 
I" lOer analyzing the 

lmpon.,n: 

that customers are 
,~rJ!1ment as follows; 

100% of customers 
ranment I:) very 

66% of customers Interested in buying 
apanments under 1 billion to 1.2 htllion VND, area 
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of 60-70 rn~ (2 bedrooms, 210ilels) <lnd 40-45 m1 (2 

bedrooms. I toilet). Household income of 
customers are from 10 to 20 million VND per 
month and 57,7% of customers work office. 
business. elC in enterprise, Siale agencies 

34% customers interested III buying 
apartments from 1.3 bililOn to above I.g billion 
VND. are from 80 10 over 90 012m2 (3 bedrooms, 2 
toilets). Household income of customers are from 
above 15 millions 10 3bove 20 million VNO per 
month and J 1.4% of customers work office. 
business, elce in enlerprise. slate agencies. 

• Complete quality. management and operation 
service: 97% of customers are interested in these 
factors. The quality of the apartment IS mentloned:::l 

lor 011 the mass media sucl1 as quality construction, 
fire proteclion, etc. In i"lddilion, customers <:llways 
care about III [be hand oul mainten<1nce fees of Iht: 

project. management of the operation of the 
budding when resldems live 

• LocJtion, utility. mfrastructure: Today. 
customers buy not only to stay home, but also enjoy 
the convenience of living. slIch JS: convenient 
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Therefore. choosing a reputable ll1\'eslor is very 
important. Prestigious investors will bring (0 the 
future apartment of customers much value. 

• Reasonable apartment des,gn: 90% of 
customer care abollt ilpanment design. The design 
of the apartment depends on the area of the whole 
project to divide the Iype of apartment area. 
Customers like reasonable flat designs, optimize 
the used area. 

• Promotion. sales poliCIes: 64% of respondents 
are anracted by promotion, sales policies. They 
only help stimulate the purchase of customers 
faster. They are not the main factor that customers 
deCIde to buy an apanmelll • 
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