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1. Introduction

The real estate sector in Hong Kong is a critical component of the local economy, driven by three
main industries: real estate development and leasing, real estate brokerage and agency, and real
estate maintenance management. Real estate development and leasing industry, real estate
developers involved in the transformation of land and/or the renovation of existing structures into
new properties designated for sale or lease; and businesses that specialize in the rental or sub-rental
of properties, such as commercial buildings, shopping mall, industrial facilities, and service
apartments. Real estate brokerage and agency industry, which comprises companies involved in
the trading of existing or potential properties and the leasing of premises, acting as intermediaries
in these transactions. Real estate maintenance management industry, encompassing companies that
specialize in keeping buildings in good physical condition and order for landlords and tenants,

based on a fee or contractual agreement Census and Statistics Department HKSAR (2020).

Figure 01 Total Receipts of the Real Estate Sector, 2012 to 2021
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Figure 01 showcases the overall performance of the real estate sector, illustrating total receipts
from both the sector itself and its individual component industries over the period from 2012 to

2021.

The real estate brokerage and agency industry is characterized by its low barriers to entry and
intense competition. To secure an individual estate agent or salesperson's license, applicants are
required to meet several criteria: they must have reached the age of 18 by the date of the application,
possess at least a Form 5 level of secondary education or its equivalent, and have successfully
passed the relevant qualifying examination within the 12 months immediately preceding their
application. In the case of corporations seeking an estate agent’s license, the entity must be duly
incorporated, with at least one director who holds a valid estate agent's license. The corporation
must ensure that a licensed estate agent maintains effective control over the real estate activities of

the business (Estate Agents Authority, 2024c).

Estate agents play a crucial role in the real estate market, performing a variety of services that
facilitate property transactions. These licensed professionals are responsible for marketing
properties, ensuring they reach potential buyers, sellers, landlords, or tenants effectively. They
introduce properties to clients and connect individuals who are looking to buy, sell, or lease
properties. Estate agents also organize property viewings and inspections, allowing clients to assess
potential homes or investment opportunities firsthand. Furthermore, they provide clients with
essential information about properties, helping them make informed decisions. Negotiating the
terms of sale, purchase, or tenancy agreements is another key function, as is drafting and arranging
the signing of Preliminary Agreements for Sale and Purchase. These activities underscore the
significant role estate agents play in the smooth operation of the real estate sector (Estate Agents

Authority, 2024d).

Table 01 presents a longitudinal analysis of the licensing trends for estate agents in Hong Kong
from 2014 to 2024, distinguishing between individual and company licenses. The data reveals a

steady increase in the number of licenses issued to companies, rising from 3,176 in 2014 to 4,001



Table 01  Number of Licence of Estate Agents (Company) and Estate Agents (Individual)
in Hong Kong , 2014 to 2024

Year Estate Agent Licence Estate Agent Licence
(Company) (Individual)
2014 3,176 35,502
2015 3,240 37,404
2016 3,364 37,111
2017 3,561 38,315
2018 3,768 40,142
2019 3,842 39,544
2020 3,876 40,284
2021 3,925 41,964
2022 3,941 41,239
2023 3,985 39,747
2024* 4,001 38,723

*Remark: The data for 2024 is updated until October.

Source: Estate Agents Authority (2014a), (2014b), (2015a), (2015b),
(20164a), (2016Db), (2017a), (2017b), (2018a), (2018Db),
(2019a), (2019Db), (2020a), (2020Db), (2021a), (2021Db),
(2022a), (2022Db), (2023), (2023b), (2024a) & (2024b).

by 2024. In contrast, licenses for individual agents peaked in 2021 at 41,964 before showing a

slight decline in subsequent years.

The real estate market has a direct influence on the brokerage and agency industry. In Hong Kong,
developers typically sell primary residential properties through an estate agency appointed as the
exclusive agent. On the other hand, major shopping malls and Grade A commercial buildings are
predominantly leased rather than sold, with the property owners typically managing by their in-

house leasing departments. Commercial and industrial buildings rated Grade B or lower exhibit



less activity in the market. In contrast, the secondary residential market is vibrant, with robust

activity in both rentals and sales transactions.

Figure 02 Number of Sales for Domestic Primary, Secondary, and Non-domestic and Number of

Estate Agent Licence (Individual), 2014-2024
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In Figure 02, the number of transactions for domestic primary sales has shown variability over the
years, with a noticeable drop from 21,108 in 2019 to 10,752 by 2023. Meanwhile, domestic
secondary sales peaked in 2021 with 56,647 transactions, which significantly dropped to 32,250
by 2023, indicating a sharp decline in activity in recent years. Moreover, non-domestic sales have
consistently decreased, especially from 2019 onward, culminating in a low of 2,656 transactions

in October 2024.



The number of individual estate agent licenses peaked in 2021 at 41,964 but then decreased to
38,723 by October 2024, following a trend similar to that seen in property transactions, particularly
in the secondary market. The subsequent decline in both the number of licenses and transactions
across all categories from 2021 to 2024 indicates a market adjustment. The reduction in the number

of agents may reflect a response to fewer transaction opportunities.

Figure 03 Number of Candidates and Passed Number of Estate Agents Qualifying Examination in
Hong Kong, 2014-2024
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Figure 04 Number of Complaint Case against Estate Agents, 2014-2024
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Figure 03 presents data on the number of candidates who participated in and passed the Estate
Agents Qualifying Examination in Hong Kong from January 2014 to October 2024. A sharp decline
is observed in 2021, where only 1,779 candidates sat for the exam, and merely 527 passed. This
drop aligns with a downturn in the property market during this period, which likely influenced

fewer individuals to pursue a career in this industry.



Figure 5.0 Year-on-Year Percentage Change in Results Leading to Suspension and Revocation of

Estate Agent Licenses in Hong Kong, 2014-2024
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Figure 04 outlines the number of complaint cases against estate agents in the decade, along with
Figure 05 showing the outcomes in terms of license suspension and revocation. The number of
complaints peaked in 2016 with 447 cases, most of them were related to the primary sales and
advertisement (Estate Agents Authority, 2016b). Over the following years, the number of
complaints generally trended downwards, reaching a low of 110 cases by October 2024. This
decline could be indicative of improved industry standards or a decreased number of transactions
leading to fewer opportunities for complaints. License revocations have shown more significant
variability. Notably, in 2024, 31% of complaints led to revocation, up sharply from previous years.

This substantial increase might imply that, although there are fewer complaints, the nature of these



complaints involves more grievous violations, possibly due to agents engaging in more aggressive

or unethical practices to secure business in a market with fewer transactions.

In a sluggish real estate market, the number of individuals entering the industry declines, and there
is an increase in the rate of companies facing suspension and revocation—this paints a somewhat
bleak picture. However, challenges can also present opportunities for those who are prepared.
Despite intense competition, the number of competitors decreases, and a steady rental market
continues to provide a source of income. Data on the residential rental market primarily focuses on
rates, with less emphasis on the number of transactions. According to Centaline Property Agency
Limited (2024), there were 82,589 residential lease transactions over the past three years. This
figure represents only those transactions announced by major real estate agencies in Hong Kong,
suggesting that the actual total might be higher. Additionally, Ricacorp Properties Limited (2024)
reported that residential rents in Hong Kong have consistently risen for 52 weeks (as of March
2024), indicating a persistent tight supply of residential buildings. With the future of property prices
remaining uncertain, real estate developers show decreased interest in investing in land. This trend
is likely to lead to a further reduction in the supply of residential buildings, causing rents to continue
increasing. Furthermore, there is a possibility that interest rates may decrease, making the purchase
of properties for rental income more financially appealing. As the owner or manager of a real estate
agency, navigating these operational challenges may require tough decisions, such as layoffs. It is
crucial for the company to consider which agents to retain based on their adaptability, skills, and

ability to drive business in tough market conditions.

Estate agents must enhance their skills and services to maintain a competitive edge. In a fiercely
competitive market, the ability to satisfy clients and secure their loyalty is more important than

ever. This aspect is crucial for agents aiming to differentiate themselves and succeed long-term.

Research on this topic, specifically within the Hong Kong context, is limited, with few published
journals outside of academic theses from local institutions. Most existing research tends to focus
on the perspectives of industry practitioners rather than the end-users, such as property buyers or
renters. There is a clear need for comprehensive research in the post-pandemic era, as other sectors

like retail, finance, and catering also navigate through recessions and search for new survival
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strategies. This research could provide invaluable insights into consumer needs and preferences,

helping the real estate industry adapt and thrive in changing economic conditions.

The study attempts to answer three research questions:

Q1. What are the key determinants influencing customer satisfaction among purchasers and renters
in Hong Kong's real estate market?
This question aims to explore and identify specific aspects among with the estate agents
performing during the service delivery and property offerings that most significantly impact
customer satisfaction. It could include determinants such as communication, professional
knowledge, trust and reliability, and competence.

Q2. How do the attributes of real estate agents affect customer loyalty in a competitive and sluggish
market environment?
Focusing on the attributes of real estate agents themselves, this question seeks to understand
which qualities are most critical in retaining customers over the long term, especially when
the market conditions are not favorable.

Q3. In what ways can real estate agencies leverage the reduced competition and steady rental
market to enhance both customer satisfaction and loyalty during economic downturns?
This question explores strategic actions that real estate agencies can undertake to improve
customer experiences and loyalty when facing an economic slowdown. It investigates how
agencies can use advantages like less competition and a stable rental market to build stronger

relationships with clients.

The research process will be firstly illustrating the background of the real estate section in Hong
Kong, and then focusing on the real estate brokerage and agency industry. Provision of the statistics,
the risks and challenges of the real estate environment and the industry are expressed. The aims
and importance of this study research can be developed for the industry in seizing the opportunities.
The research questions are definite. In the second chapter, the literature reviews lead to identify the
determinants. With the comprehensively exploring of previous prospective and study results, the
research models and hypotheses will be molded solidly. In the third chapter, research methodology
will detail the cores of this research processing, including the research model and hypotheses

indication, quantitative method by survey, questionnaire design, sampling method, logistics of
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survey and timeline, proposed statistical tests, ethical concerns of data usage. In the fourth chapter,
the findings of the survey will be presented and discussed. In last chapter, it will conclude the
comments based on the findings. This will answer the research questions one and two. Finally, the
corresponding recommendations will be given and answer the research question three. The

limitation of this research will be listed and suggested future research direction will be provided.

The research has commenced by delineating the context of the real estate sector in Hong Kong,
with a particular emphasis on the brokerage and agency industry. It presents a comprehensive
overview by providing pertinent statistics and discussing the inherent risks and challenges faced
by the industry. This foundational understanding sets the stage for articulating the aims and
importance of the study, highlighting how it can empower industry stakeholders to capitalize on

emerging opportunities. The research questions will be clearly defined to guide the investigation.

In the second chapter, the literature review will systematically explore existing knowledge and past
studies, enabling us to identify key determinants influencing the industry. This review will facilitate
a thorough analysis of previous perspectives and findings, leading to the robust formulation of

research models and hypotheses.

The third chapter will outline the research methodology in detail, addressing the core components
of the investigative process. This includes the specification of the research model and hypotheses,
the application of a quantitative approach through surveys, the design of questionnaires, the
selection of appropriate sampling methods, testing the questionnaire by carrying out the pilot test,
correction, and finalization of the questionnaire. Additionally, this chapter will cover the logistics
of conducting the survey, the timeline, the proposed statistical tests to be employed, and address

any ethical concerns related to data usage.
In the fourth chapter, the results of the survey will be presented and meticulously analyzed to

discuss their implications in depth. It will use the results and insights of questionnaire survey to

answer the two initial research questions regarding the satisfaction and loyalty of clients.

12



The final chapter will synthesize the findings, providing a conclusive overview. Based on these
insights, tailored recommendations will be proposed to address the third research question — how
to be outstanding for more opportunities in this post-pandemic period. Additionally, this chapter
will outline the limitations encountered during the study and propose directions for future research,

suggesting how subsequent investigations could build upon the findings of this study.
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2. Literature review

This chapter aims to identify the key determinants that influence customer satisfaction among
purchasers, renters, tenants, and landlords in Hong Kong's secondary real estate market. It begins
with a thorough analysis of existing literature and previous research findings, which informs the
development of research models and hypotheses.

During transactions, estate agents offer more than just standard service delivery and property
listings; certain features of their performance significantly impact client satisfaction. These
impactful features, which are central to this research, are identified as critical determinants of
satisfaction. They include communication, professional knowledge, trust and reliability, and

competence.

2.1 Communication

Communication in real estate involves agents clearly understanding and addressing the needs and
requirements of their clients. Real estate agents must communicate clearly, concisely (Leung, 2021),
meaningfully, and accurately, while staying current with information (Tuzovic, 2009). Effective
communication also requires agents to listen attentively, think critically to respond (Deyong &
Case, 1998), make suggestions, provide relevant information (Hemphill, 2007), and assist in
solving any problems that arise (Le & Supphellen, 2017). By leveraging various media and
adapting to new trends, such as using mobile applications, agents can respond more promptly
(Singh & Gupta, 2020). Over time, effective communication fosters a cooperative relationship built
on mutual trust and interaction, leading to a smoother process in buying, selling, or leasing
properties. When clients have a positive and unique experience through good communication, it

results in higher satisfaction (Yang, Huang & Chen, 2017)..
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Authors /
Researchers

Years of
Publication

Respective  Definitions or  Understandings  of
Communication

Leung

2021

Communication entails communicating effectively using
clear and concise language.

Singh & Gupta

2020

Communication is the most important factor in
maintaining a good relationship between customer and real
estate agents. Customers can communicate one-on-one
with real estate agents using messaging applications
including Whatsapp and Email.

Yang, Huang & Chen

2017

Effective communication between customers and service
providers is essential for co-creating value in the real estate
market. By supplying necessary information and offering
tailored suggestions and services for buying, leasing, or
selling properties, agents enhance the overall customer
experience. This process involves an ongoing dialogue and
interaction between the customer and the agent, which not
only facilitates a smoother transaction but also helps in
building a trusting relationship. Such interactions are
crucial, as they enable agents to fully understand and meet
the unique needs of each client, thereby significantly
improving client satisfaction and loyalty.

Le & Supphellen

2017

Communication implies the ability to cooperate involves
agents actively listening to the seller while also sharing
their own insights and knowledge, thus collaboratively
identifying effective solutions.

Tuzovic

2009

Communication includes:
-Communicate with client

-Listen to client

-Give updates

-Inform clients on important issues.

Hemphill

2007

Interpersonal skills refer to the abilities of a real estate
agent to effectively communicate, empathize, and engage
with vendors (sellers) in a manner that enhances the agent's
likability and perceived competence.

Deyong & Case

1998

-Communication is defined as keeping customers
informed using language they can easily understand.
-Actively listening to customer feedback and concerns
Access

-Ensuring approachability for all client interactions
-Facilitating ease of contact through various channels

15




2.2 Professional Knowledge

In Hong Kong, possessing professional knowledge is crucial for real estate agents. This knowledge

encompasses the entire process of buying, selling, and leasing properties. It includes familiarity

with relevant law, financial banking, insurance requirements, property valuation, and taxation

(Leung, 2021). Additionally, a comprehensive understanding of current market conditions, pricing,

district characteristics (Benites-Gambirazio, 2020) and specific details about units such as

neighbors, building management, and reputedly haunted properties is essential (Tuzovic, 2009).

Additionally, sellers are naturally interested in receiving information that benefits and satisfies

them (Crews & Hovell, 2005).

However, the literature does not address how an agent's professional knowledge should vary

depending on their role. For instance, when representing a buyer, an agent must adopt the buyer's

perspective to provide information that is most advantageous to them.

Authors /
Researchers

Years of
Publication

Respective Definitions or Understandings of
Professional Knowledge

Leung

2021

Professional agents are expected to possess a deep
understanding of the real estate market and its associated
procedures. Many buyers and sellers may not be well-
versed in the intricacies of property transactions, which
can be complex even for those with previous experience.
To effectively serve their clients, professional estate agents
must be knowledgeable in several key areas: Land Search
Analysis, Contractual Knowledge, Deposit Handling,
Payment Management, Property Valuation, Mortgage
Guidance, Property Age Impact , Mortgage Insurance,
Taxation Expertise, Professional Referrals.

Benites-Gambirazio

2020

Agents help clients understand and accept what is
presented as the market reality. This involves fostering a
shared belief in the valuation of properties and the
conditions of the market, which helps in positioning clients
appropriately within the market landscape.

Tuzovic

2009

Knowledge
-Knowledgeable

-Knows real estate market
-Knows city/neighourhoods
-Knows the property
-Know History
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Crews & Hovell

2005

One factor influencing customer satisfaction is the sellers’
perception of the agents' knowledge of the market.

2.3 Trust and Reliability

The real estate industry, much like the finance and insurance sectors, often leaves customers

questioning the veracity of the information they receive due to the eloquence of its employees.

Consequently, trust and reliability are critical elements that must be firmly established (Benites-

Gambirazio, 2020). To achieve this, it is essential to be accurate and honest, minimize errors

(Karaduman & Kaya, 2016), follow through on commitments, avoid aggressive sales tactics

(Tuzovic, 2009), provide quality service (Bishop, 2004) , and uphold integrity (Johnson, Nourse &

Day, 1988).

Authors / Years of Respective Definitions or Understandings of Trust and

Researchers Publication | Reliability

Benites-Gambirazio | 2020 Real estate agents cultivate a client base by presenting
themselves as trustworthy and accessible, moving away
from the stereotypical image of aggressive salespeople.
They emphasize their relational, social, and professional
attributes to attract and retain clients.

Karaduman & Kaya | 2016 -Reliability in real estate implies consumer trust in the
dependability and integrity of real estate agencies.
-Consumers expect real estate agencies to support them
and provide assistance during any challenges that occur
throughout the transaction process.
-It is anticipated that real estate agencies will deliver
accurate and honest information about properties available
for purchase or rent.
-Consumers trust that they will not be misled or encounter
any adverse issues when engaging in transactions with a
reputable agency.

Tuzovic 2009 Reliability:
-Consistently dependable
-Fulfills promises.
Credible Personality:
-Ethical behavior
-Honesty
-Agent is not pushy
-Trustworthiness.

Bishop 2004 Consider the distinction between two types of estate

agents: those who provide high-quality service and
genuinely engage with clients versus those who exert

17



minimal effort and potentially compromise the quality of
service.

Johnson, Nourse &
Day

1988

The three most crucial attributes of a successful agent are
integrity, competence, and thorough market knowledge.

2.4 Competence

Competence is often intertwined with other factors, necessitating a precise definition. In the context

of real estate, competence means that an agent can effectively handle and resolve clients’ issues,

regardless of the complexity. As a mediator, a real estate agent needs to be intelligent, skilled, and

knowledgeable to facilitate consensus between parties (Tuzovic, 2009), (Le & Supphellen, 2017),

(Yeh et al., 2020).

The literature has not mentioned that as a mediator requires not only experience but also resilience

and a good understanding of customer psychology. However, it is important to note that highly

competent agents may be assigned an excessive workload. which could limit their ability to

provide personalized service and special hospitality. This potential drawback is generally

underrepresented in the literatures.

Authors /
Researchers

Years of
Publication

Respective Definitions or Understandings of
Competence

Yeh et al.

2020

-The professional competence of salespeople enables them
to showcase their product knowledge and address
customer needs, thereby strengthening customer trust.
-The salespeople with competence can also diminish
customers' perceived risks and enhance enjoyable
interactions. Additionally, they acts as a mediator,
influencing how customers perceive salesperson
cooperation and the outcomes of relationships.

Le & Supphellen

2017

Competence in real estate agents encompasses
intelligence, skillfulness, and knowledge specific to the
industry. Property sellers highly value this competence, as
they rely on agents for their specialized expertise in
marketing and selling properties. However, there can be
significant variation in the levels of competence among
different agents.

Tuzovic

2009

Competence:
-Experience

-Knowledge
-Provide useful information

2.5 Customer satisfaction
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Customer satisfaction arises when the services provided are effective, meet expectations, deliver
consistently good experiences (Hassan, Basit & Sethumadavan, 2020), and fulfill personal needs
(Amba-Rao, 1991). This satisfaction can evolve into loyalty leading customers to recommend the
services to others or return for repeat business (Dash, Kiefer & Paul, 2021).

However, customer satisfaction is highly subjective. It may be influenced by factors as simple as
an agent's appearance, which can inspire trust and lead to perceptions of competence. Thus,
customers may deem everything about the service satisfactory based purely on their personal

impressions of the agent (Yeh et al., 2020).

Authors / Years of Respective Definitions or Understandings of Customer
Researchers Publication | Satisfaction
Dash, Kiefer & Paul | 2021 Customer satisfaction is a key construct in the service

quality and service loyalty relationship.

Customer satisfaction stimulates purchase intentions.

Yeh et al. 2020 Customer’s satisfaction will be indirectly influenced by
physical attractiveness through trust and intellectual
competence, with satisfaction in turn an acting customer

loyalty.
Hassan, Basit & 2020 Customer satisfaction is a pivotal element in the real estate
Sethumadavan sector, deeply influenced by the effectiveness of sales

representatives in understanding and meeting client
expectations. This satisfaction encompasses both the
immediate and cumulative experiences of the customer
during the buying process. It becomes especially crucial
during interactions such as property inspections, where the
ability of the sales representative to effectively showcase
the property's features and condition can significantly
impact the client's satisfaction levels.

Amba-Rao 1991 Client satisfaction can be enhanced by service functions
and behaviors individually and jointly. Of all the elements,
fulfillment of client expectations had the most influence on
satisfaction.

In this process, the service providers’ behavior and
attitudes offer cues to the clients, which affect their sense
of fulfillment and satisfaction and, perhaps, their motive to
return for service. Hence, the sales associates need to
develop sensitivity to the individual needs of the client at
every phase of their service transaction.

2.6 Customer Loyalty
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Customer loyalty in the real estate brokerage industry is primarily driven by customers' perceptions
of the industry's attitude, with this relationship being mediated by trust. Trust enhances loyalty
indirectly through shaping positive attitudes, highlighting the critical role of sales ethics and
corporate social responsibility (Chen, 2020). Customer loyalty itself involves customers' motivated
behavior to maintain and enhance long-term relationships with a firm (Palmatier, Dant, Grewal, &
Evans, 2006). Additionally, loyalty can be significantly boosted by focusing on the brand name,
which serves as an intangible asset that attracts customers and bolsters their loyalty due to its social
value (Li & Xu, 2008). The importance of loyal customers extends to their likelihood to repurchase
and promote the company, a behavior crucial for managers to foster as it directly increases sales

revenue and profits (Zeithaml, Berry, & Parasuraman, 1996).

Authors / Years of Respective Definitions or Understandings of Customer
Researchers Publication | Loyalty
Chen 2020 Customers' loyalty in the real estate brokerage industry is

significantly influenced by their perception of the
industry's attitude. This relationship is mediated by trust,
which indirectly enhances loyalty through attitude. This
underscores the importance of sales ethics and corporate
social responsibility as key factors driving customer

loyalty.
Palmatier, Dant, 2006 Customer loyalty is defined as the motivated behavior of
Grewal, & Evans customers who seek to enhance and sustain a long-term
relationship with a firm.
Li & Xu 2008 Loyalty can be significantly reinforced by focusing on the

brand name, an intangible asset for firms. A strong brand
attracts more customers and enhances their loyalty due to
its associated social value.

Zeithaml, Berry, & 1996 Loyal customers, who are often willing to repurchase and
Parasuraman promote the company through positive word of mouth,
have made maintaining customer loyalty a crucial task for
managers. This focus is essential because it significantly
contributes to increasing the firm's sales revenue and
profits.
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3. Research Methodology

This research is designed to investigate and pinpoint key factors exhibited by estate agents during
service delivery and property transactions that significantly influence customer satisfaction. The
study will focus on identifying critical determinants such as communication, professional
knowledge, trust, reliability, and overall competence. Additionally, it aims to examine how these

factors contribute to customer loyalty according to the research model.

3.1 Research model

Figure 06 Research Model

Communication

Professional

Knowledge

Customer Customer’s

Satisfaction Loyalty

Trust and

Reliability

Competence
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3.2 Hypotheses

Based on the research model provided in Figure 06, the following hypotheses can be formulated to
test the relationships among the variables:

H1: Positive effect of Communication by estate agents positively influences on customer
satisfaction.

H2: Positive effect of Professional Knowledge of estate agents positively influences customer
satisfaction.

H3: Positive effect of Trust and Reliability perceived in estate agents positively influences
customer satisfaction.

H4: Positive effect of Competence of estate agents positively influences customer satisfaction.
H5: Customer satisfaction positively and significantly influences customer loyalty.

These hypotheses are designed to test the direct effects of each variable (communication,
professional knowledge, trust and reliability, and competence) on customer satisfaction and

subsequently the effect of customer satisfaction on loyalty.

3.3 Quantitative research

The decision to utilize a quantitative research method in this study is driven by the need for
objective, numerical data to analyze the relationships and impacts of various factors on customer
satisfaction and loyalty within the real estate industry. Quantitative methods allow for precise
measurement and statistical analysis, enabling the validation of hypotheses through empirical data.
This approach is particularly suitable for this research as it seeks to quantify the influence of
specific variables like communication, professional knowledge, trust, reliability, and competence
on measurable outcomes. Additionally, the use of surveys, a common quantitative technique, will
facilitate the collection of data from a large sample of respondents, ensuring the generalizability of
the findings. Ultimately, this method will provide a robust framework for drawing meaningful

conclusions that can inform industry practices and contribute to academic discourse.
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3.4 Survey

Snowball sampling will be employed in this study, which may introduce statistical bias. To collect
data, a survey will be distributed using Google Forms to individuals who meet the target
demographic criteria—those experienced in purchasing, selling, renting or renting out property.
This online self-administered questionnaire follows the method described by De Leeuw et al.
(2012).

It is crucial to include specific questions in the survey that directly relate to the research objectives.
The survey aims to thoroughly evaluate the impact of the determinants to Customer Satisfaction
and the relationship of Customer’s satisfaction and loyalty. To achieve this, several questions will
be formulated, each designed to gauge different levels of satisfaction, as outlined by De Leeuw et

al. (2012).

3.5 Questionnaire Design
The questionnaire will be divided into two parts: the first part will consist of questions related to
the research model and hypotheses, and the second part will gather demographic information about

the respondents.
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The structure of the part 1 of the questionnaire design is as follows:

Question Variable Descriptions Reference
QL.1~Q1.5 Communication Agree that an effective Tuzovic (2009)
CN 1~CN 5 message exchange process

between the client and
estate agents will increase
client satisfaction.
Q2.1~Q2.5 Professional Knowledge | Agree that estate agents Crews & Hovell
PK 1~PK 5 facilitate smooth (2005)
transactions by providing
critical and broad
information, thereby
satisfying the client.
Q3.1~Q3.5 Trust and Reliability Agree that working with a | Karaduman & Kaya
TR 1~TR 5 trustworthy and reliable (2016)

estate agent, thus
eliminating any concerns,
will satisfy the client.
Q4.1~Q4.5 Competence Agree that an estate agent | Tuzovic (2009)
CE 1~CE 5 who can resolve any
problems and meet all of
the respondent’s
expectations will satisfy

the client.
Q5.1~Q5.5 Customer Satisfaction When the client has a Hassan, Basit &
CS 1~CS 5 positive and satisfying Sethumadavan (2020)

experience, actions such
as re-hiring the estate
agent or recommending
them to others are likely.
Figure 07 illustrates the sample of Likert Scale (Joshi et al., 2015) of the questionnaire are going

to set. A 5-Point Likert Scale will be applied to the questionnaire. It is easier for participants to
make a decision without feeling overwhelmed by too many choices.
1 means ‘Strongly Disagree’, 2 means ‘Disagree’, 3 means ‘Neutral’, 4 means ‘Agree’, 5 means

‘Strongly Agree’.
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Figure 07 Sample of 5-Point Likert Scale

Effective communication throughout the entire sales, purchase, and renting process with the *

estate agent is crucial for enhancing my satisfaction.

Strongly Disagree Strongly Agree

3.6 Sampling Method
This study employs a quantitative approach through a questionnaire survey. The sample size is set
at 384 participants, all of whom have experience in buying, selling, renting, or leasing houses. This
experience is considered irrespective of its extent. The sample is designed to include four distinct
age groups:

Adults aged 20-39 years,

Adults aged 40-59 years,

Adults aged 60-79 years,

Adults aged 80 years and above.
This diverse age representation ensures comprehensive insights across different life stages to
fulfill the objectives of the study.

The sample size will be calculated with a population of 1.1 million private house owners.

The formula given for sample size correction when the sample is more than 5% of the
population is:
n. — niN
€™ Nin-1
where:

* n is the initial sample size calculated without considering the population size.
» N is the total population size.
* n.is the corrected sample size.
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To calculate the initial sample size n, we can use the formula for calculating sample size

based on means:
Z252

DZ

where:

n —=

e 7 is the Z-score, which corresponds to the desired confidence level (e.g., 1.96 for
95% confidence).

* ¢ is the standard deviation of the population.

e D is the margin of error (precision level).

To proceed, we need the values for o (the standard deviation of the population) and D
(the desired precision). Assuming a 95% confidence level, Z would typically be 1.96.

Let's assume a margin of error of 5% of the mean (this is an example; you should
choose a value based on your research needs).

However, without the specific value for o, we cannot calculate n directly. Assuming o is

known or estimated from previous studies or pilot data, you would substitute it into the
formula.

Once n is calculated, use the sample size correction formula to adjust it considering the
large population.

Example (with hypothetical values):

Assuming ¢ = 0.5 and D = 0.05 (5% precision), and aiming for a 95% confidence
level (Z = 1.96):

1.96%x0.5° __ 3.8416x0.25 __
0052  —  0.0025 384.16

n —

Now apply the correction formula:
_ 384x1,100,000 __ 422400
Te = 1,100,000+384—1 — 1100383 384

Since nis less than 5% of IN (55,000), the correction is minor.

Source: Mo, K. (2024) Writing Dissertation Workshop. University of Wales, Trinity Saint David,
unpublished.

It is concluded that it needs approximately 384 participants based on these assumptions.
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3.7 Logistics

The questionnaire, formatted as a Google Form, will be disseminated via email and various
messaging platforms including WhatsApp, WeChat, and Signal to an array of recipients comprising
friends, colleagues, family members, online acquaintances, and individuals connected through
social media who are engaged in research-related activities. Additionally, the questionnaire will be
distributed to professionals within the property management sector and clients of real estate agents.
To attain the desired sample size, the distribution strategy will utilize my extensive personal and
professional networks, extend outreach to online communities, and actively recruit participants via
social media platforms. This multifaceted approach ensures a comprehensive inclusion of diverse

respondent groups, enhancing the representativeness and reliability of the research findings.

3.8 Statistical Tests

Parametric tests are statistical methods that assume data follows a specific distribution, usually
normal, and are used when data is continuous and adheres to certain distributional assumptions.
Common parametric tests include t-tests, which come in various forms such as the one-sample t-
test, independent two-sample t-test, and paired t-test, all designed to compare the means between
one or two groups. Additionally, ANOVA (Analysis of Variance) is utilized for comparing means
across three or more groups, and regression analysis is employed to examine relationships between
variables. These tests are integral in analyzing data that meets the prerequisites of parametric

statistical testing.

3.9 Objective
The objective is to confirm the validity of the proposed hypothesis and ascertain the key

determinant that maximizes customer satisfaction.

3.10 Interpretation, Ethical Concerns of Data Usage and Pilot Test

All collected questionnaires will be analyzed using SPSS to achieve the results outlined by the
objectives. The analysis will present the data for each determinant in figures and charts. Following
this analysis, the findings will be discussed to interpret the implications and insights derived from

the data.
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At the beginning of the google form (the questionnaire), the introduction of the purpose of this
research will be written to inform the respondents and also the following statement:
“Your assistance is greatly appreciated. Please be assured that your responses will remain
strictly confidential, and your anonymity will be preserved. You also have the option to
withdraw from the study at any time.
In this research project, data integrity was upheld, and the information provided was used
solely for the purposes of this research/dissertation. All the collected data will be only use

for research purpose and will delete with three months after the research is completed.’
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The schedule of the whole project with the test of questionnaire timeline:

Table 02 Schedule of the Research Project

# Task Planned Timeline | Required Day

1. | Completed the proposal of the dissertation and On 19 Dec 2024 -
submitted to Supervisor and Turnitin.

2. | Draft questionnaire and submit to Supervisor for By 24 Dec 2024 5
review.

3. | Correction for #2. By 28 Dec 2024 4

4. | Test the questionnaire By 2 Jan 2025 5
Targeted 10 respondents.

5. | Analyze feedback from test and make corrections By 3 Jan 2025 1

6. | Conduct a Pilot Test By 9 Jan 2025 6
Targeted 40 respondents.

7. | Attend the SPSS course and data processing for On 12 Jan 2025 3
the Pilot Test.

8. | Adjust the questionnaire if necessary. By 14 Jan 2025 2

9. | Submit the result of the Pilot Test and Adjustment By 15 Jan 2025 1
to Supervisor.

10. | Start the main survey By 19 Jan 2025 4
Targeted 390 respondents.

11. | Complete the main survey. By 8 Feb 2025 20

12. | Attend another SPSS course and data processing On 16 Feb 2025 8
for the Survey.

13. | Organize and prepare the results for analysis. By 20 Feb 2025 4

14. | Write and submit Chapter 4 — Findings to By 28 Feb 2025 8
Supervisor.

15. | Correction for #14. By 8 Mar 2025 8

16. | Write and submit Chapter 5 — Conclusion and By 20 Mar 2025 12
Recommendation to Supervisor.

17. | Correction for #16. By 25 Mar 2025 5

18. | Review the whole paper and correct defects, and By 31 Mar 2025 6
resubmit it to Supervisor.

19. | Correction for #18. By 12 Apr 2025 12

20. | Buffer period

21. | Complete all the required forms, bind the paper, By 26 Apr 2025 -
and submit to school.
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