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Abstract The major objective of the most of enterprises including construction firms is to
profit earning. To achieve it, a number of enterprises endeavor and improve themselves to adapt
to the change and development on enterprise environment. Therefore, this study carries out CRM
activity for the apartment house supplier in order to improve the housing satisfaction of apartment
house residents. This study also aims to provide technical information to establish the supply
strategy of apartment in Korea and to contribute to the related industry.

Key Words : CRM, Apartment house, Housing satisfaction, Business environment, Apartment
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Table 1 Research case of influence factors on
housing satisfaction(domestic) [11]

Division Research case
. Neighborship, stability, privacy,
Social S
. accessibility, fame and
variable .
reputation
Maintenance, noise, private
Physical outdoor place, landscape
variable and trees, aesthetic sight,
type of the house
.. Age, eaming, vocation, education
Individual )
. level, type of owning the
variable .
house, number of the family
Service Transportation, infant playground,
variable bank, public facility
Residential A hilit llution level
. ccessibility, pollution level,
neighborhood . Vo P
. location
variable
o U-9] AlelATE Foke] AuE o FAY
£mt Bed AN FN BEHA 54, Fh
4 gare] WA, FAY 2% Feif D),
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Table 2 Research case of influence factors on

housing satisfaction(foreign) [11]

Division Research case
Social variable | Neighborship, stability, privacy
Maintenance  relationship,
convenience of parking facility,
. noise, landscape and point
Physical . .
variable trees, aesthetic sight, type
of the house, size of the house,
composition of indoor facility,
view
Education level, number of
Individual the family, vocation, term
variable of residence, age, earning,
type of owning the house
Service Transportation, infant
variable playground, public facility
Residential Surrounding  environment,
neighborhood | pollution level, location,
variable school district, accessibility
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Table 3 Notional definition and manipulative definition of CRM range variable [11]

Item Manipulative definition Question for estimation
Degree of externally arranged
facility and equipment of | @ Using the latest construction method
El ; apartment  supplier, degree of | @ Using high-class finishing material
ements
general cleanliness of facility, | @ Splendid exterior
degree of the enterprise’s | @ Decent appearance of clerks
comfortable atmosphere
Whether residents can believe
apartment supplier’s promised | @ Convenience of residence
Credibility service, whether the enterprise | @ Difference between model house
can precisely carry out the | @ Carrying out the promise
service
Apartment supplier’s will to | @ Information provision for the task
Response help client enthusiastically and | @ Accurate business process
provide service immediately @ Will to help the client
@ Measure for problem
) @ Enthusiastic respond to client’s demand
Apartment supply enterprise . .
, - ® Ensuring action
personnel’s ability to ensure . . .
Assurance . @ Immediate client service
the client and to treat them .
) (® Reliable after treatment
politely ..
® Sufficient knowledge for the task
(@ Various and rapid information provision
@D No- existence of poor construction
danger
Apartment supplier’s respect | @ Accepting individual desire
Sympathy

for the client, personal care

@ Sincere care for the client
@ Understanding client’s demand
(® Detailed care for the client

Table 4 Notional definition and manipulative definition of housing satisfaction range variable [11]

Item Manipulative definition Question for estimation
Life Degree of residence convenience, | @ Residence convenience
<facti degree of happiness or joy during | @ Residence happiness
satistaction the residence @ Residence joy
Comparison Comparison with another apartments, | @ Comparison with another apartments
satisfaction satisfaction level to expectation @ Satisfaction level to expectation
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4. ZAFZE I 2 BN < Table 63 7t} QA EA Ayl= 2714 A&
o= vwm  Jdud 1 e 234 Aol A
41 EITEA 2 MBI TR gzl nagsor A sw ik
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Table 5 Factor analysis regarding CRM
Division Composition
Assurance | Sympathy | Elements Response | Credibility
Using the latest  construction | =, ,q, 0.152 0.772 0.242 0.205
method
Using — high-class  finishing 0.272 0.231 0.763 0.322 0.176
material
Splendid exterior 0.243 0.282 0.764 0.112 0.247
Decent appearance of clerks 0.211 0.353 0.596 0.372 0.248
Convenience of residence 0.117 0.314 0.483 0.113 0.629
Difference between model house 0.272 0.217 0.245 0.266 0.758
Carrying out the promise 0.421 0.279 0.266 0.441 0.515
Information provision for the task 0.263 0.330 0.278 0.712 0.224
Accurate business process 0.355 0.308 0.279 0.684 0.212
Will to help the client 0.499 0.316 0.284 0.575 0.188
Measure for problem 0.512 0.204 0.317 0.452 0.338
Enthusiastic respond to client’s 0.624 0,395 0.258 0.441 0.162
demand
Ensuring action 0.645 0.348 0.289 0.343 0.193
Immediate client service 0.648 0.369 0.304 0.323 0.191
Reliable after treatment 0.654 0.370 0.254 0.265 0.282
Sufficient knowledge for the task 0.556 0.478 0.322 0.238 0.183
Various and rapid information | geq 0.510 0.376 0.129 0.175
provision
No= - existence —of  poor | qq 0.646 0.246 0.107 0.337
construction danger
Accepting individual desire 0.293 0.685 0.219 0.286 0.311
Sincere care for the client 0.311 0.677 0.251 0.409 0.123
Understanding client’s demand 0.323 0.649 0.305 0.409 0.153
Detailed care for the client 0.349 0.632 0.286 0.401 0.185
Eigen value 4.050 4.004 3.718 3.259 2.199
Cumulative distribution rate(%s) 18.416 36.621 53.501 68.302 78.251
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Table 6 Factor analysis regarding housing satisfaction

Composition
Division Residence Comparison
satisfaction satisfaction
Convenience 819 .309
Happiness 839 419
Joy 716 490
Comparison 491 .893
Satisfaction level to expectation 497 813
Eigen value 2.983 2.129
Cumulative distribution rate 47.997 82.149
Table 7 Analysis outcome of CRM credibility
. . . Item
Estimation item Average | Variance Chrome
number
Using the latest construction method
Blements |oong high-class finishing material 3.491 0.774 4 0.901
Splendid exterior
Decent appearance of clerks
Convenience of residence
Credibility | Difference between model house 3511 0.669 3 0.822
Carrying out the promise
Information provision for the task
Response | Accurate business process 3512 0.728 3 0.909
Will to help the client
Measure for problem
Enthusiastic respond to client’s
demand
Assurance |—nSuring acion 3428 | 0829 7 0.941
Immediate client service
After treatment
Sufficient knowledge for the task
Various and rapid information provision
No-existence of poor construction danger
Accepting individual desire
Sympathy | Sincere care for the client 3.449 0.811 5 0.909
Understanding client’s demand
Detailed care for the client
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Table 8 Analysis outcome of housing satisfaction credibility

Variable Average Variance Chrome
. Convenience
JLife Happiness 3.782 701 918
satisfaction
Joy
Comparison Comparison 3913 719 801
satisfaction Satisfaction
Table 9 Correlation among variables
L Life Comparison Economic Aesthetic Social
Division . . . .
satisfaction satisfaction value value value
Elements 231% 197 231% 103 0.004
Credibility 212 142 103 0.052 0.012
Response 0.064 095 -0.042 0.041 -0.015
Assurance 081 77 0.021 108 0.071
Sympathy 0.012 204 -0.015 099 0.079
Life
. ) 0.000 271 221 189
satisfaction
Compartson 181+ 191+ 181+
satisfaction
*P<05, #+P<01, *+xP<001
Table 7ol B ule} 7ro] CRM A=A 7 74 1. FEFE AlgALY] CRM2 FANESE
ZANE RE FEAq Ay e dzsrzre N W #2 % Aol
Btk 1YnR =AY AFE= oFF ) 7Hd 1.1, 3559 A gAY CRM< A &rt=
thi serdnh Table 83 o] AFwEw Ay o B 9T = Aol
4 AEANE Ry 24 eyt aenz
2B AT dFery Ao & 9 Table 10914 & =238 1, 2, 39| #EL t, §29 &
ok B Table 9 SshW FEFE gagAe  F @Ol @A vEvE A0S WP gha acl
CRMe FAwSEst 9gs gunsAt ggs w8 A2 des adlef g v asl
A BACS A s R guwAst gyge AR Sl Hus s sdE A7
oo #H 2 g3 avgy FARSEEE g TOUeR® 89 AdE AR 9Rs F4 &
= b el WA AP AS wolm g} o=  EF AT L olfe WMy I MR dds T
ZAMEL} QA dqS shu Qb= Qo A dsadds A 93 Aoy, vs
A 2= 9} S|AEAA g 7 gdEdaAde] AR LS
A AR7 d = He AS detr] 9% Aol
I A¥ g ARAES A & AGT 5d
42 M H= sHAl oA ¥He= A3t TAAHET
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Table 10 Multiple regression analysis outcome of life satisfaction CRM

Significance ANOVA )
Model Beta t B . R
probability F Significance
Invariable -012 991
Elements 219 6.026 000
Trust 209 5813 000 -
! Response 079 1.98 069 15306 00 19
Assurance 070 2.126 022
Sympathy 021 249 802
Invariable -.029 916
Elements 219 6.026 000
2 Trust 209 5813 000 18.269 000 118
Response 079 1.981 069
Assurance 070 2.126 022
Invariable -.029 921
Elements 219 6.026 000
3 Trust 209 5813 000 22649 000 13
Assurance 070 2.126 022

Table 11 Multiple regression analysis outcome of CRM for comparison satisfaction

Significance ANOVA )
Model Beta t probability F Significance K
Invariable 0.210 8%
Elements 189 5.967 000
Credibility 139 3981 000 _
Response 089 2.967 000 21 00 152
Assurance 169 4951 000
Sympathy 201 4967 000

Table 12 Multiple regression analysis outcome of housing satisfaction regarding value

Significance ANOVA
Model Beta ¢ probability F Significance K
Invariable 000 1.000
EC\(,)HSEIC Llfce Satlsfactlon 0.279 7.239 000 20,489 000 113
a ompartson 176 5193 000
satisfaction
Invariable 000 1.000
Aestlhetlc Llfé Satlsfactlon 229 5189 000 30.4% 000 098
vaiue Ormpartson 179 5679 000
satisfaction
Invariable 000 1.000
Social value Llfézosatlséa((:)tlon 197 4297 000 95469 000 087
rmparison 197 5002 000
satisfaction
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