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Abstract

Purpose: The purpose of this study is to suggest the activation plan of the post-construction sales through the results of a survey
on the perception of Seoul citizens and experts. Research design, data and methodology: The purpose of this study is to suggest
the activation plan of the post-construction sales through the results of a survey on the perception of Seoul citizens and experts.
Results: According to a survey of Seoul citizens' perceptions, 76.7% of Seoul citizens were well aware of post-construction sales
and recognized that post-construction sales would reduce pre-sale speculation and confusion in the real estate market. Second,
73.6% of Seoul citizens were willing to buy houses through post-construction sales, and third, 79.6% of Seoul citizens recognized
that a post-sale system was necessary. Experts' opinions generally responded to the expansion of the introduction of post-
construction sales, saying, 'lt is necessary for both the public and the private sectors'. Second, while experts say that there are also
positive effects, negative effects such as polarization centered on large corporations, an increase in sales prices, and a decrease in
housing supply are also concerned. Third, experts responded that 'diversification of financing methods' is the most important task
in revitalizing the post-sale system. Conclusions: The policy implications are that it is necessary to mandate the post-construction
sales in the long term, and that the quality assurance system needs to be supplemented even if the sale is promoted post-
construction sales. In addition, private participation is essential to revitalize the post-construction sales, and government support
such as initial financing, low-interest rates, and various financing measures should be sought to expand private participation.
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2.1. Institutional Definition and Standards of the

Sale System
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2.2. Comparison of Characteristics and Pros and

Cons of the Sale System
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1.2. Purpose of the Research
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Table 1: Advantage and disadvantage of the pre-sale

If prices are expected
to rise, profitable
assets can be
secured first.

The buyer - Obtain market
(Home margin between sale
consumer) price and market price

- Socially undesirable
Reduces the burden
of raising a lump sum
on adoptees

The buyer (home
consumer) bears the
business risk.

- Funding risk due to
advance payment

- Interest costs of
construction costs are
borne by the buyer.
Violation of the
pollinator's right to
choose

- Forced to purchase
in advance and pay in
advance without
seeing the finished
product

Concerns about poor
construction and
quality deterioration
due to the supplier’s
moral hazard

Delay in occupancy
due to bankruptcy of
construction company

Division Advantage Disadvantage
There are concerns
about market
disturbance due to the
formation of a resale
market.

- Not only actual
consumers but also
investors hoping to
Contributing to the MELG [T 15 fror‘n‘
3 ; future sales participate
SHEEMEIEN 6l TElEg) in the pre-sale market
Society asa | supply as ameans of creating demand and
whole supporting the mass . -
> 3 causing instability in
(government) | housing supply policy he housi K
under housing finance W MBI k!
- Pre-sale at a fixed
shortages ”
sale price acts as a
factor in increasing the
sale price.
-Waste of resources
due to structural
changes and
replacement of interior
materials after moving
in.
Enhancing business
stability by securing
H housing demand and Weakening
ouse . "
. funds in advance. competitiveness and
construction I : >
compan Contributing to the causing excessive
pany quantitative growth of | quantitative expansion
the private housing
industry.

2.3. Post-sale System
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3.1. Investigation Target

3. Methodology
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2.5. Prior Studies
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Expert

157 People
Academia (professors,
researchers), public
housing supply field,
private housing supply
field

Seoul Citizens

1,000 people
Sampled according to
Seoul's standard
population model,
including home
ownership rate,
gender, and age

Table 2: Investigation target
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3.2. Survey Details
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N i HEM gitE MISQCt =20 =Qldtor gl 4. Research Results
4.1. Citizen Perception Survey Results
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27to] =9 MELIEE HM2|3t HO|LCt 4.1.1. General Characteristics of Seoul Citizens
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Table 3: Survey details

Dvision Viain Content Total number Table 4: General characteristics of Seoul Citizens
of questions . :
Division N ratio
@  Awareness level about post Male 479 47.9
construction sales* Gender Female 521 52.1
@  The impact of the post constitution
Seoul sales on the housing market** 7 Total 1000 100.0
Citizens ©) Intention to purchase a home 19-29 years old 177 17.7
through post construction sales** 30-39 years old 175 17.5
@  The need for a post construction 40-49 years old 174 17.4
ok Age range
sales g d 50-59 years old 181 18.1
@  Awareness of the post Over 60 years old 293 29.3
construction sales* Total 1000 100.0
@  Introduction of post construction Downtown 53 5.3
Experts sales and solution* 38
®  Post construction sales policy and Northeast 308 s0.8
implementation tasks* Northwest 121 121
Market influence and outlook, etc.* Region
® Southwest 307 30.7
* The scale is 4 points South east 211 211
(® Idon’tknow at all, @ I've heard of it. ® | know to some Total 1000 100.0
extent, I know it well
® ) Yes 536 53.6
@ Notatall, @ Notatall. ® Agree, @ Very much .
(OfNatatial g fy much) Home- No 464 46.4
Scale is 5points ownership
(® Completely disagree @ Generally disagree Total 1000 100.0
(® Average @ Generally agree (5 Strongly agree) Homeowner 456 45.6
(® Notatall @ Notatall ® Average Jeonse 304 30.4
®  Agree ® Very Agree) Monthly rent with deposit 212 21.2
Occupancy -
type Monthly rent without 12 12
3.3. Data deposit :
Free 16 1.6
MEACIS YR ot dEXAts 20239 63 195 Total 1000 100.0
B 68 7YMA| LFUZ @ HEXZAYAMoZ TALUCH
MEAIZ 1,000 M2 oI, MHE o3 FHAR SEHOH| QIAIZAF CfAS| AHS LIX} 469 (47.9%) OiX

o
5213 (52.1%)0| ULt HHUZ= BH 19-29M 1778(17.7%), Bt

BEZ dEZAE 2023 4 9 & 18 BFE 27 LMK 3030k 175%(17.5%), BH40-49K 174B(17.4%), 2H50-59A
1022 TASRSH, 200 SFHH W, FH X F5U 1513(181%), D60M04 293B(293%)22 LIEHLE BH60NO]
ZOF ATE, SSFH SIT0F LFA, HUFH SIE0E yo) spg gy AGERE SN 53F, S22 3089, A
dFA A 50 el HEoAl HOIHES EBESO 2q 21y MUH 307, BHA 211802 SEH| I
MEZANE  ozielch MM MBS 174 B gon
SHI2H, 2T 240 AFEE R2 EE=4+= 159 710ICt TEHHOOjEL QZEN 5360 SDXEH 464HOZ LIEILE
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4.2. Results of Expert Perception Survey

4.2.1. General Characteristics of Experts

FELHO st W27t ZACH o] HY2S A+ 2 A

T8) 58H(36.5%), ST SF=0F MEX}t 50H(31.4%), T
7t SZEOF A RXt 51

o 0F

(32.1%)0| ALt ZHHE=2= 204
3

-1 O
Ol 76 (47.8%) 22 71% LD, 15-204 329H(20.1%), 10-
18%

0F &

154 18%(11.3%), 5 0|2t 7B (4.4%) =0|QUCt S 24X =]
FEE0| 126H(792%) 2 8 33Y(20.8%) ELCt HULCH F

3
o

EAMOA EE MEYSE O|FOX|7| ZO|Ct CHS <
5>&

ZMUEEEZH LEty £45 Falgt Aot

Table 5: General characteristics of experts

Division N ratio

pe s BT

Job Public housing supply field 50 314
Private housing supply field 51 32.1
Total 159 100.0

Less than 5 years 7 4.4

5-10 years 18 11.3

. 10-15 years 26 16.4

Work period

15-20 years 32 20.1

More than 20 years 76 47.8
Total 159 100.0

Experience pet_rtl(:lpatmg in the 33 20.8
post construction sales

Participation [Experience pa_rticipating in the 126 79.2
post construction sales
Total 159 100.0

4.2.2. Key Results
@ =N =Y = 3 M st

2 ZEYH =g @0 oisl ciHZE Zesict
I olMstn QI MA SEA 1578 & 136F(85.5%)0| 'Of
o
°

TQ 469, 28.9%)9 ‘LSICHIOY, 56.6%) 1 SESH0]
4

Table 6: Areas where post construction sales needs to be
introduced

Area Academia Public Private Total
Public onl 9 5 13 2
Y 15.5% 100% | 255% | 17.0%
Private onl 9 ! 5 21
y 15.5% 14.0% 9.8% 13.2%
Both public and 37 34 30 101
private 63.8% 68.0% 58.8% 63.5%
3 4 3 10
No needed 5.2% 8.0% 5.9% 6.3%
Total 58 50 51 159
100.0% 100.0% | 100.0% | 100.0%
SEYH 2o 2 2at= SEE 200t H 2 A
OS2 MYSIACL 3TN FNEE SHADEZD 242(91.0%),
AH[XEO| MEdAH Sl LHE| 20H(90.6%) FHAZ X SEN
M 20HB8.7%), AH|XS| F &Y 22H79.9%), FEHAIZ O
d A B 9X(73.0%) =O|QICt HtH, 2N S22 L
719 Balol ¥Fek72%), =L7t 4E564%), FTEHIS UL
5 A HA(30.8%)

=22 S =31 %fo|
7t EXHRUCE SHAQt TZte TTELE MIjHo=z FEZ
= d20| SHsHAUCH
@ TEYH =Y =it U st Yot

MEIHEL SEYM =o| Zitz AH|XQ| QHHSH
MER(95.0%), 'TEAL] MAY Z3l(93.0%), *IE HEQ|
UB'(92.0%), FBEI M2y S7H(91.0%), ‘Aol A2
2 TE2'(88.0%)0| ZutE 0|2t SESHCt
SHOH A3 wotoz X2 XY EHOF CHESF(96.2%),
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