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Abstract The change of concept about real estate marketing and the solution about unsold houses are getting
important nowadays. This paper is analyzing the solution of unsold houses as location environment, residential
environment, macro environment, and marketing, and research question is which elements are important to real
users. In addition, this paper is analyzing on impact relationship in terms of real users' buying intention about
unsold houses and satisfaction of price of selling a house (price of selling a house, rise in housing value) by
PLS structural equation. To sum up, first, macro environment, residential environment, location environment is
statistically valued on the satisfaction of price of selling a house. However, marketing strategic is not impacted
on the satisfaction of price of selling. Second, macro environment, marketing strategic, satisfaction of selling a
house is statistically valued on buying intention.
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[Table 1] Elements of Unsold Houses Solution
upper_division down division related research
bility of t rtati J.W.KANG(1997). H.J.KIM(2008), K.W.JUNG(2009), K.0.KIM(2010),
Jocation accessibility of transportation | V&b o011
environment education facility 7. W KANG(1997). H.JKIM(2008), K.W.JUNG(2009), K.O.KIM(2010)
amenity J.W KANG(1997). K.W.JUNG(2009), K.O.KIM(2010), M.S.BAEK(2011)
housing subdivision J.W.KANG(1997). K.W.JUNG(2009), K.O.KIM(2010), M.S.BAEK(2011)
environment
residential information and
. .. FGI
environment communications/safety
common facility FGI

houses

J.W.KANG(1997). K.0.KIM(2010), M.S.BAEK(2011)

surroundings housing price

M.S.BAEK(2011), FGI

macro policy and financial support

Y.J.SONG(2009), Y.S.JO-J.J.KIM(2011)

environment o
development condition

H.J.KIM(2008), K.W.JUNG(2009)

pricing strategy

Y.J.SONG(2009), K.0.KIM(2010), Y.S.JO-J.J.KIM, S.A HWANG(2011)

unsold houses benefit FGI

MRXKIM, Y.J.SONG,

J.W.JUNG(2009), M.S.BAEK, Y.S.JO'JJKIM,

marketing publicity strategies S.A HWANG(2011)
MRKIM, Y.J.SONG, JW.JUNG(2009), M.S.BAEK, Y.S.JO-JJKIM,
customer management S.A.HWANG(2011)
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[Table 2] set-up the operational hypothesis of impact elements of unsold houses solution

set-up hypothesis contents

H1 Satisfaction of location environment will positive(+) impact on satisfaction of selling price(total
satisfaction, increasing of housing price).

m Satisfaction of residential environment will positive(+) impact on satisfaction of selling price(total
satisfaction, increasing of housing price).

03 Satisfaction of macro environment will positive(+) impact on satisfaction of selling price(total satisfaction,
increasing of housing price).

Ha Satisfaction of marketing strategy will positive(+) impact on satisfaction of selling price(total satisfaction,
increasing of housing price).

H5 Satisfaction of location environment will positive(+) impact on buying intention.

H6 Satisfaction of residential environment will positive(+) impact on buying intention.

H7 Satisfaction of macro environment will positive(+) impact on buying intention.

H8 Satisfaction of marketing strategy will positive(+) impact on buying intention.

H9 Satisfaction of selling price will positive(+) impact on buying intention.
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[Fig. 1] structure analysis about impact elements of user centered marketing strategy to unsold houses solution
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[Table 3] verification criteria of PLS-SEM

Verification
standardized loading = 0.6~0.7
Cronbach’s Alpha = 0.6~0.7
Cronbach’s Alpha = 0.6~0.7

Category

convergent validity

internal consistency AVE > 0.5
Composite reliability > 0.5
square root of AVE > 0.7

discriminant validity Communality > 0.5

R? > 026
Redundancy = Positive Number

validity of PLS-SEM

411 &= E|-':”g

HEElFA L A dEo] A& A(individual item
reliability) & E34 otk 4= Q= Y 245l
NS 707] gl A EgFE s Wt
M2 F835 HEAK(shared variance)©] QXA (error
variance) H T} #o} d}7] o A& 06,002
0.70]4}9] ®&3}E 29 Zl(standardized loading)©] Q7
HeH17].

2 dFtolde HSEIEE B7FsE7] @l Outer
Model Loadings®] t-valuesE HA15}=0]|, = t-value
7} 16455 AF3]staL §lef 90% He ellA YFetdrd
o] Q= Ao et itk olela AnE o) 2
AtollA mAY SaE IR FFa 7 £EE 2l
S 2 AgH SRR F FEY HeE SA5H

o A= & ot w4 ok

1

412 L=y

TR B Table 4& Abvnyl 2 Qlo] el
X BEATE o 5 gk SFRFE WAL
W] ahH 27 3714 ghe AEshor steel, &

W AgAoR o3 o FEL olgsk A A=A
& #rjels 22u}e} QukCronbach's @ )7} 2lck. ol
06014 0.701 5017 A=Al 9l A

oo
Ot

o 7p23F 2 9]

[Table 4] Overall Model Fit of PLS-SEM

cH18]. 20  HFEAS=ZTH(Average
Extracted, AVE)& & = 3=t ol 055 2 A%
a7t 7ol o s Rkt 27 of
ol H7d el A=l sl ALR ARt 17,19].
npx|uto 2 BERA T (Composite reliability)= TFHE &
Q5L Halzoz sty AAkel Z- 9ol XS
BHrlst= lﬂ(‘)l‘ﬂjgi 0.7 o1H WA AdakAdo] gl A
1ol

Variance

vl mpRjeto g ﬂilﬂ]—o]— o} oF
0.70~0.81 Alo]2 ZZEEo] B A+ HElo] WfH US>
ElgAdo] 2 AoE HIFEHG

Tty
e ol of® A4} dujsit Aol of
= o At FEEE Yeolch T e
HEAL] A g 354 (Communality)gh 502
Prhgck $H PFEAEE %}E(AVE)ol W 7 %%}741

th Table 5] SYFEE AwEd, Bzt Zof 3
F#EAFZ ZHAVE)S] Algt 3 AR, o] A}
2 AHEYH BE 0701402 w2t Esl 7F A&
of ARt mE & Aow yrht e Ao
THE ) B3 T84 glolA] AmEH, BE Q<19
3573 #ol 0.5 ooz yeht Aol izt wd

414 ¥ PEDY EHY AS
HFHOE B AN AR A TEEPo| g

Composite 2 Cronbach’s .
Cat AVE C 1 R
ategory Reliability R Alpha ommunality edundancy
location 0.61468 0.82617 0.68453 0.61468
environment
residential 0.57640 0.84386 0.76544 0.57640
environment
macro environment 0.68312 0.84799 0.79326 0.68312
marketing strategy 0.62224 0.86631 0.79491 0.62224
buying intention 1 1 0.37266 1 1 0.20609
satisfaction of 0.83889 09123 031863 0.80849 0.83889 0.11971
selling price

1323



a4 58| A5 43S, 2014

[Table 5] correlation between variable and square root of AVE

. macro residential . buying satisfaction of location
division R R marketing . . . . .
environment environment ntention Sellmg prlce environment
macro environment 0.82651 - - - - -
residential 0.466479 0.75921 - ; ; ;
environment
marketing 055078 0589761 0.78882 R - R
buying intention 0.493542 0.249954 0.413573 1 - R
satisfaction of 0440917 0.459874 0.412421 0.496976 0.9159 ;
selling price
location 0.409263 0516215 0.469019 0338086 0451399 0.78401
environment

% shaded mark : root of AVE

42 A% morch raPgA Ry o] A Hgwel # FRPR AN BYT e PLS LRl o)A]
@o R 71} 2R (Redundancy)ZhS 7oho 2 wps S ARAS fol4 A 9 AT £4E A
[©) A ILE o}=7 0] o, A 20] O olA]o
2 QIeH17.21]. -4 210 ol Aoz RQQ'O] 0.26 o2 AFstAl @ 7] dwol, A2ATY Fo48E
O F4517] SPBiAE FEAE T (bootstrapping) S F7}
ol ALoi AfAHOR e HoR HFIITHIS). I
Moz AMgste] Brhateh22,23]
= dTo) R? 32 ulj5ojgo]

pesEgge QA doleTol AFET F4

i—oowv—% BHEE7}E 0.12002 $:0k£94§;:zo;, T e e i% %fH ﬂ&
o] ARt B Ao s Bl %EHl_S]. PLS 24 Autel o uhg 7hd H54
8 Ak o R A= U o] Hjeloi oS Table 69} Zth.

7 A7 7o) A i@l 9FE F=

4.2 A77HE 45 A EMZD i ANBAL ARAZTF 03752 LFERET tvaluel= 3.038

ol Al mief o] & At A AL RA T = AFgR 99%oA o3t Aow m=ZEQc v

Ale] ulEeF Fejsao] vAE 9F 2P AR 2 AFSAHL tvalue = 0.8202 G-OJF1A] Hat Aoz 1}

EF/dS F423] 7HAIAL Q= e o o Ik Wb gy s XEE e A= A5t 0.1510] 1, tvalue

T SAR o7k 2 H2Ael Higk $A4 FAd 7) 1.6272 Ut 90%UjollA S5t Aos HaEg]

HEE AAlste] & AFtell Al okt sk A7 51, upAlE AR FRAG7E 0.2120]9, tvalueis 1.734
AAL Saystct 2 90%Uoll A ot AoR EEHI:

[Table 6] the result about hypothesis verification of PLS structural model of PLS and acceptable status

division contents path coefficient t-value aczcl:;tuasble
H1 location environment -> buying intention 0.07331 0.554821 not accepted
H2 residential environment -> buying intention -0.19733 1.347279 not accepted
H3 macro environment -> buying intention 0.29992 2.549969 accepted
H4 marketing -> buying intention 0.18818 1.736302" accepted
H5 location environment -> satisfaction of selling price 0.22680 2.233658"" accepted
H6 residential environment -> satisfaction of selling price 0.20179 1.96093 " accepted
H7 macro environment -> satisfaction of selling price 0.21667 2.150374" accepted
HS8 marketing -> satisfaction of selling price 0.06769 0.653317 not accepted
H9 satisfaction of selling price -> buying intention 0.34478 3.203838 " accepted

* @ valued at confidence level 90% (p<0.10, t>1.645)
** : valued at confidence level 95% (p<0.05, t>1.960)
##% : valued at confidence level 99% (p<0.01, t>2.580)
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