
Task Description:	
Develop a survey instrument and research strategy (including sampling and analysis) to test hypothesis in your area of interest.  Pretest your instrument and check for robustness.  Present your instrument and the outcomes of your pretest as a report (3500 words).  

This needs to be supported by a “Reflection” (1000 words) on this process, describing your learning experience and the challenges you encountered.
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1. Introduction

Service Quality is the key to the success in most of the service industries where customers’ satisfaction tends to loyalty to the brand with a high degree of intention to buy and becoming their preferred choice when the same services are needed.  Even, the words of mouth of these loyal customers may give rise to the sales turnover and without doubt, service quality is the most important element toward the success of an organization and business unit.

The property market in Hong Kong attracts many investors including both the genuine occupiers i.e. owner occupiers and those local and overseas investors for a regular rental revenue and an appreciation in the rise in property value of their invested properties, because the property market in Hong Kong is, in the long run, has been recorded with a relative higher rate of return due to its increasing demands with steady growth.

The process of property development in HK is complicated and lengthy as it involves joint efforts of various parties before sales launch in the open market.  The ultimate goal of land developer is to achieve optimal return with higher revenue in the competitive market.  Therefore, developers tend to achieve the highest demand from potential buyers with service quality in terms of design & built quality, personalized marketing & sale service together with the most caring after-sale service on building management, besides branding effect to ensure the first consideration from previous and potential customers as their preferred choice is also important in the process.  With high standard of service quality on products and services, the purchase intention of customers and positive words of mount followed by recommendation and referral to buy properties would be secured for the developer(s) due to customers’ satisfaction on their previous experience not only after the completion of the property sale transaction but also the good service quality of the current building management staff.  According to Vicky L. Seiler and Timothy H. Reisenwitz, 2010 that the developer and the property owner will be benefiting the quality service during the sale of properties in which the developer can obtain his expected profit on the sale figures and the property owner(s) can purchase the product according to his perception and expectation.  It is certainly subject to the condition that the better the developer understands its customers, the more successful they will be in satisfying them.

This research tries to identify the relationship between the service quality in real estate developer and the purchase intention of customers followed by their recommendation to others in acquiring similar products from the same developer.  It is therefore proposed that service quality, of any products, in this case the sale of a residential property, would be the most important predictor for purchase intentions of potential customers to buy a property.  Therefore the main objective of this research is to prove the relationship, if any and how strongly, between service quality of a real estate developer which could enhance potential buyer to buy and refer others to buy property from the same developer.

Literature Review

The concept of service quality is complex, diffuse and abstract – largely due to the distinctive features of a service: intangibility, heterogeneity and inseparability (of production and consumption) (Carman (1990), Zeithaml (1988), Parasuraman et al (1985).  Service quality is quite a subjective concept and being less objective by nature and this concept would be linked to the notions of expectation of customers.  Lewis and Booms (1983) defined service quality is a kind of measurement which is used to determine how well the service quality being delivered could match the expectation of customers.  Such concept of expectation is directly correlated with customers’ attitudes and that the quality has also been conceptualized from the perspective of attitude.

The perception of customers with regard to service quality originate from a comparison of what they feel service providers should offer, this can be treated as customers’ expectation, along with their perceptions of the performance of such service provider in providing the services.  Perceived service quality is therefore viewed as the degree and direction of discrepancy between consumers’ perceptions and expectations, i.e. the P-E relationship. 

One of the key factors in explaining purchase intention of customers would be their perception of service quality, but this relationship has not been fully established (Cronin et al, 2000).   In fact, many studies have established a link between perceived service quality and behavioural intentions, but only through value and satisfaction (Anderson and Sullivan, 1993; Gotlieb et al, 1994; Patterson and Spreng, 1997; Roest and Poeters, 1997; Taylor, 1997).  However, others researchers have found a direct link between perceived service quality and behavioural intentions (Boulding et al, 1993; Parasuraman et al, 1988, 1991; Taylor and Baker, 1994; Zeithaml et al, 1996).

SERVQUAL is a 22-item generic service industry instrument which assesses service quality on five dimensions including reliability, assurance, tangibles, empathy and responsiveness.  The scale was developed over years of studies undertaken over banking, credit card, telephone and repair & maintenance industries (Parasuraman et al., 1985; 1988; 1991; 1993; 1994).  Parasuraman et al suggested that SERVQUAL is appropriate and can be applied to various service industries.  This has been, in fact, used for many different service industries including hotels, dentistry, travel, higher education, accountancy, architecture, hospitals and construction services.

Although the research on SERVQUAL in the service industries has been relatively large and for a certain period of decade, there are only a limited number of studies have examined the service quality in the property development / real estate industry.  These limited studies were conducted by the following researchers:

(i) Johnson, Dotson, and Dunlap (1988);
(ii) Shilling and Sirmans (1988);
(iii) Sirmans and Sirmans (1991; 
(iv) McDaniel and Louargand (1994);
(v) Nelson and Nelson (1995);
(vi) Seiler, Webb and Whipple (2000);
(vii) Dabholkar and Overby (2005);
(viii) Seiler, Seiler and Webb (2006); 
(ix) Seiler, Seiler, Winkler, Newell and Webb (2008); and 
(x) Seiler, Seiler, Arndt, Newell, and Webb (2010).  

While the SERVQUAL instrument was designed to apply across many service industries, Bakakus and Boller (1992) and Vandamme and Leunis (1993) suggested that the instrument might not be easily and generally applied to certain service industry.  Carman (1990) concurs and believes that new items and factors can be uniquely designed and added that are specific to a particular service industry being measured.  Thus it is acceptable and supported by other researchers to add or omit SERVQUAL items if these instruments are not specifically relevant to a particular service.  Furthermore, Babakus and Boller (1991), Carman (1990), and Parasuraman, Berry, and Zeithaml (1991) state that only positively worded questions should be used in the instrument.  Nelson and Nelson (1995) has investigated and develop a version of SERVQUAL for specific use in real estate brokerage, such new instrument which is called RESERV has been adopting the development process of SERVQUAL as a reference point.  

Comparable to SERVQUAL, RESERV scale contained 31 items in seven dimensions and demonstrated high internal consistency and convergent validity.  The RESERV has items stated as expectations of service in the seven-point Likert-scale format whether agree or disagree (7 = strongly agree; 1 = strongly disagree).  Nelson and Nelson (1995) found that RESERV is appropriate for measuring service quality in the residential real estate industry and that this industry is not quite uniquely different from other service sectors.  They also found that apart from the basic 5 dimensions two additional dimensions named professionalism and availability were added.  These seven dimensions are significant in determining overall service quality of a real estate firm and whether the respondents would recommend the firm to others. The details and specifications of these dimensions particular to the real estate industry are listed as follows:

1. Tangible (i.e. referring to some physical facilities & equipment of the service provider in the form of workplace or a sale office. The appearance of staff and related personnel is also included.)
2. Reliability (i.e. this refers to the ability of employees of the developer to perform the promised service for the customers dependently and accurately.)
3. Responsiveness (i.e. the degree of willingness of employees to help customers and providing them with prompt service in discharging their duties.)
4. Assurance (i.e. the acquired professional / specific knowledge and courtesy of employees together with their abilities to inspire trust and confidence with their customers.)
5. Empathy (i.e. this includes the caring for and individualized attention to their customers)
6. Professionalism (i.e. those employees must demonstrate their professionalism with evidences to their customers so that the best possible professional services are being provided.)
7. Availability (i.e. this refers to the perceived approachability of the service providers and their employees.  The degree of easily contact and whether or not return call or follow-up communication are actually attempted.)

Babakus and Boller (1992) found that the structure of the five-dimension SERVQUAL scale was cross-sectionally unstable and that as few as two dimensions emerged.  Although Nelson and Nelson (1995) empirically supported seven factors, the items and theory suggested that a more parsimonious model may be more suitable for most researchers.  The instability may stem form theorectical overlap between the dimensions.  For instance:
1. Real estate firms should provide their services at the time they promise to do so.
2. Real estate firm should tell clients exactly when service (other than the actual sale) will be performed.

The first item as shown above is used to measure “Reliability”, while the second is used to measure “Responsiveness”. While there are subtle differences between these items (one is reliable performance and one is reliable communication), it is important to weigh the cost of complexity, response rate, and questionnaires length against the added theoretical power to distinguish reliable performance and reliable communication.  Similarly, “Professionalism” included a diverse number of items that were originally designed to measure other theoretical factors. “Professionalism” borrowed three items from “Tangible”, three items from “Assurance” and two items from a dropped dimension called “Partnership”, which itself was conceptually similar to “Empathy”.

Apart from the RESERV 7- dimension rating on the service quality of the real estate industry, the instrument also measures (i) overall rating of the quality of service received and (ii) whether the respondent would recommend the developer to others must also be added as two major variables to the RESERV rating.  These overall questions would ask respondents to rate the overall outcomes in a four-point scale as follows: 

(i) The overall quality of the services received from the developer’s real estate firm. 
(4 = excellent, 3 = good, 2 = fair, 1 = poor); and

(ii) Whether respondents would recommend the developer’s real estate firm to others, including their friends. 
(4 = definitely, 3 = probably yes, 2 = probably no, 1 – definitely no). 

3. Methodology

This is an exploratory study to further testify the finding of Nelson and Nelson (1995) and which was later supported by Seiler, Seiler, Arndt, Newell, and Webb (2010).  (Note: The 2010 study also found that the Professionalism dimension acts as a strong proxy for the full scale.)

A questionnaire with regard to RESERV 7- dimension (as per Appendix 1) has been designed to obtain the feedback from existing property owners toward their experience in purchasing a property with regard to service quality in real estate industry in Hong Kong.  The two added dimensions namely the professionalism and availability has been used to identify the service quality of the developer / real estate agents and staff toward the service rendered to the customers.  

The Likert 7-point rating system for the 7 dimensions of RESERV is used to evaluate the general service quality and a 4-point rating system is adopted to measure overall outcome of service quality in real estate developer and customers referral intention.  Therefore, the questionnaires (Appendix 2 refers) will be divided into two sections according to two different rating scales.  The sample size of about 20 would be targeted to owners of the same estate developed by the a renowned and reputable residential property developer (namely the Sun Hung Kai Group).  In achieving more accurate finding, those target owners would be confined to those who have completed their property sale transaction within the last 12-month period which is considered a stable property price period since the government intervention in Nov 2016 by implementing the Special Stamp Duty (SSD) to control the property speculation activities.

20 questionnaires have been completed and the data so collected from the 22 questions within 7 dimensions and 2 overall questions have been analyzed by using the SPSS statistical package (version 25).  A summary of these data is enclosed at Appendix 3.    Those collected data was computed by the SPSS with descriptive statistics to summarize general characteristics of the respondents and followed by a hypothesis testing to identify whether there is no association or an association between the two variables.  The Pearson’s correlation analysis will also be used to identify the relationship among two variables namely (i) service quality received by property owners and (ii) their recommendation for others to buy.  This is trying to prove the degree of statistical significance of the relationship between these two variables.
The research attempts to prove the positive relationship among two variables namely, service quality and recommend others to buy.  The correlation analysis will be adopted with hypothesis as follows:

H0: There is no association between the two variables
Ha: There is an association between the two variables

The analysis and findings in SPSS generated figures

Firstly, for easy comparison, it is required to create a combined variable to obtain the mean of those 7-dimension toward the service quality in the real estate industry.  Therefore, the MeanRESERV has been created in the SPSS and the figures are exhibited in Table 1 of Appendix 4. The figures obtained from the combined variable would be used to compare with one of the overall question with similar nature, i.e. the overall quality of service received from the developer’s real estate employees.  It is noted that some of the respondents may have slightly contradicted with their choice under the 7-dimension questions.  Respondent no. 6, 13, 14 and 16 who rated the service quality higher in the 7-point score than in the same question in the 4-point score, Table 2 refers.  This reflects that the service quality received by those respondents being rated slightly lower in the 4-point scale questions.  Therefore, the combined variable (i.e. the MeanRESERV) will be used in the correlation analysis with higher reliability.

The correlation coefficient figures displayed in the correlations analysis (Table 3 refers) reflects that according to Pearson’s Correlation the figure of 0.492 means that although the strength of the relationship falls within the moderate level (i.e. 0.30 – 0.49), it is marginal to have substantial relationship (i.e. 0.5 – 0.69) between the two variables.  For easy understanding of the interpretation of the correlation figures, by squaring the correlation coefficient i.e. 0.492 x 0.492 = 0.24 (i.e. 24%) explains that 24% of the good service quality results in recommendation to others to buy property from the developer.  The presence of a correlation should not automatically be seen as proof of a causal relationship between two variables.  It is because two variables may have strong relationship because they co-vary (i.e. move together) where variable X is the cause of variable Y, this is called the Variance Explained.

Regarding the significance (2-tail) value or the P value, it records at 0.027 which is less than 0.05 reflects the hypothesis Ha: there is an association between the two variables cannot be rejected.  As the sig. (2-tail) figure of 0.027 is  0.05 which is good enough to predict the outcome variable and the relationship between the two variables is statistically significance.  

The Limitation

The limitation of the research would be the relatively small sample size in which the results are limited due to constraint of time and limited resources.  There are also difficulties in soliciting accurate information from respondents as it may have been contaminated by later encounters either of positive or negative nature.  It means that respondents will answer the questionnaires with the latest experience and psychologically speaking bad experience would be remember very often and pleasant experience would have been taken for granted.  

Further limitation of the research would be the limited resources of literatures for the topic I’ve chosen, not to mention the research in local context.  This result in difficulties in searching for appropriate books, articles and journals for the subject before the research topic is made clear.  

Conclusion 

In order to find out the reliability of the collected data, the relationship of the two variables are measured by applying the correlation analysis as correlation defines the relationship with different variables by explaining how much the variables are correlated with each other or significantly they are correlated with each other.  It means that if one of the variables in the study is vary then other will also vary with the same proportion.  According to the SPSS computed figures, the result as appended in Appendix 4 indicates that there is a positive and strong relationship between the two variables and the hypotheses has positive relationship with each other. Therefore, it is positive that service quality of real estate developer is positively related to customers’ recommendation to others to buy the properties from the developer with good service quality.  

Recommendation

Real estate transactions tend to be long and complex.  Customers must learn which properties are available in a given market, at a given time, and at a given price.  Part of the process of buying a property is learning the market conditions and adjusting expectations accordingly.  In addition, regardless of how a customer’s prior experience is from the current market, the customer will have established expectations and the customers’ final expectation may be very different from their final educated expectation.  This is an important consideration for real estate researchers surveying customer expectations because customers may not be clear on whether they should answer about their initial expectations, final expectations, or some combination.  Therefore, survey questions need to be specific.

It is apparent that making a purchase of residential premises is the biggest investment that most individuals will make, and real estate agencies should therefore avoid creating an image of selfishness and desire to get a commission by closing the deal. Unethical behavior can lead to negative client perception that affect the service quality of the real estate developer.  Therefore, honesty, trustworthiness and ethical behavior can be regarded as key quality drivers.  

Service quality has been significantly refined by McDaniel and Louargand (1994), which was also specifically advanced by Nelson and Nelson (1995) and Seiler, Seiler, Winkler, Newell, and Webb (2008).  Both academicians and practicing professionals have more recently shown an interest in measuring service quality in residential real estate brokerage firms. With so many changes occurring in the residential real estate market, it would be extremely useful to examine the importance of different dimensions and individual questions.  The fact that respondents are not as concerned with the firm as much as they used to be and more conscious of the agent are quite possibly an example of the changing environment forces that should be taken into account when conducting future research.  Technological advancement is another factor affecting the result.  In general, instrument used to measure service quality should be dynamic and in keeping with the changes in the industry. 
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Appendix 1

Questionnaires:  (22 questions 7 dimensions)

	
	Dimensions
	Question No.

	1
	Tangible (i.e. physical facilities, equipment & appearance of personnel)
· Has the firm equipped with up-to-date technology / equipment
· Employees are well dressed
· The office is visually appealing

	
1
2
3

	2
	Reliability (i.e. ability to perform the promised service dependently and accurately)
· When customers have problems the co. is sympathetic and reassuring
· The co. provides its services at the time they promise to do so
· When you have problem the co. shows sincere interest in solving it

	

4

5
6


	3
	Responsiveness (i.e. willingness to help customers and provide prompt service)
· Employees are always willing to help you
· Employees are never too busy to respond to your requests promptly
· Employees give your prompt service

	

7
8

9

	4
	Assurance (i.e. knowledge and courtesy of employees and their abilities to inspire trust and confidence)
· You feel safe in your transaction with the co.
· Employees have the knowledge to answer your questions
· The behavior of employees instill confidence in you

	

10
11
12

	5
	Empathy (i.e. caring, individualized attention to its customers)
· The co. give your personal attention
· The employees have your best interest in heart
· The employees understand your specific needs 

	
13
14
15


	6
	Professionalism (i.e. evidence that the best possible professional services is being provided)
· The sales persons dressed in a professional manner 
· The employees who are providing service to you are professionally knowledgeable
· The employees can give particular advice on your queries

	

16
17

18

	7
	Availability (i.e. perceived approachability and ease of contact, whether or not actually attempted)
· The employees can make good use of the communication channels including whatsapp, wechat, emails, and so on.
· Employees return call quickly after you’ve left a message when their lines are engaged.

	

19

20



Appendix 2
Questionnaires

	Statement
	Score

	(1 = Strongly Disagree / No                   7 = Strongly Agree / Yes)
	

	1
	The office of the developer is equipped with up-to-date technology / equipment
	

	2
	Employees of the developer real estate company are well dressed
	

	3
	The office of the developer is visually appealing
	

	4
	When you encounter problems in purchasing the property, the developer is sympathetic and reassuring
	

	5
	The developer provides its services at the time they promise to do so
	

	6
	When you have problem the employees show sincere interest in solving it
	

	7
	Employees are always willing to help you
	

	8
	Employees are never too busy to respond to your requests promptly
	

	9
	Employees give your prompt service
	

	10
	You feel safe in your transaction with the real estate developer
	

	11
	Employees have the knowledge to answer your questions
	

	12
	The behavior of employees instill confidence in you
	

	13
	The developer’s real estate firm gives your personal attention
	

	14
	The employees have your best interest in heart
	

	15
	The employees understand your specific needs
	

	16
	All employees are dressed in a professional manner 
	

	17
	The employees serving you are professionally knowledgeable
	

	18
	The employees can give particular advice on your inquiries
	

	19
	The employees can make good use of the communication channels including whatsapp, wechat, emails…etc. for close communication with you
	

	20
	Employees return call quickly after you’ve left a message

	

	
	(4 = excellent, 3 = good, 2 = fair, 1 = poor)

	21
	What do you think about the overall quality of service received from the developer’s real estate employees

	

	
	(4 = definitely, 3 = probably yes, 2 = probably no, 1 = definitely no)

	22
	Are you willing to recommend the developer’s real estate firm to others

	




*Thank you for your time in completing the above questionnaires, your above feedback will be used solely for academic research purpose. 
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Appendix 3
Summary of Questionnaires

	Statement
	Score

	                                                                  (1 = Strongly Disagree / No                        7 = Strongly Agree / Yes)

	1
	The office of the developer is equipped with up-to-date technology / equipment
	6
	6
	5
	7
	5
	6
	6
	5
	5
	6
	7
	5
	6
	6
	6
	6
	7
	5
	7
	7

	2
	Employees of the developer real estate company are well dressed
	6
	6
	6
	6
	6
	5
	5
	7
	7
	7
	6
	7
	6
	6
	7
	7
	5
	5
	6
	7

	3
	The office of the developer is visually appealing
	5
	5
	6
	6
	5
	4
	4
	5
	4
	4
	4
	5
	4
	4
	5
	3
	4
	4
	3
	4

	4
	When you encounter problems in purchasing the property, the developer is sympathetic and reassuring
	4
	4
	4
	5
	6
	5
	5
	5
	6
	4
	4
	5
	5
	6
	6
	6
	6
	4
	5
	4

	5
	The developer provides its services at the time they promise to do so
	5
	5
	6
	6
	6
	6
	4
	5
	5
	5
	4
	5
	4
	5
	5
	6
	6
	5
	4
	5

	6
	When you have problem the employees show sincere interest in solving it
	6
	6
	7
	6
	6
	6
	5
	7
	7
	7
	6
	6
	6
	7
	5
	5
	5
	6
	6
	5

	7
	Employees are always willing to help you
	6
	6
	6
	6
	6
	6
	6
	5
	5
	6
	7
	6
	7
	5
	5
	6
	7
	5
	5
	7

	8
	Employees are never too busy to respond to your requests promptly
	5
	5
	4
	4
	4
	5
	6
	4
	5
	4
	5
	6
	6
	6
	4
	4
	4
	6
	6
	6

	9
	Employees give your prompt service
	5
	6
	5
	5
	5
	6
	4
	6
	5
	4
	3
	4
	5
	5
	5
	6
	6
	5
	4
	5

	10
	You feel safe in your transaction with the real estate developer
	5
	5
	5
	4
	6
	6
	6
	7
	7
	7
	4
	7
	6
	5
	6
	5
	6
	7
	4
	6

	11
	Employees have the knowledge to answer your questions
	5
	6
	6
	6
	6
	6
	5
	6
	4
	5
	5
	6
	7
	7
	6
	5
	5
	6
	6
	6

	12
	The behavior of employees instill confidence in you
	5
	4
	4
	5
	5
	6
	5
	6
	5
	4
	6
	7
	7
	5
	6
	6
	5
	6
	6
	6

	13
	The developer’s real estate firm gives your personal attention
	4
	4
	4
	4
	5
	4
	3
	4
	3
	3
	4
	4
	5
	6
	5
	4
	4
	5
	4
	6

	14
	The employees have your best interest in heart
	5
	5
	6
	5
	4
	6
	5
	7
	5
	6
	5
	4
	5
	5
	6
	6
	5
	7
	4
	4

	15
	The employees understand your specific needs
	6
	6
	7
	6
	6
	4
	6
	5
	6
	7
	5
	5
	6
	7
	4
	5
	6
	6
	5
	5

	16
	All employees are dressed in a professional manner 
	6
	6
	6
	6
	6
	7
	5
	6
	6
	5
	6
	7
	6
	6
	7
	6
	6
	7
	5
	5

	17
	The employees serving you are professionally knowledgeable
	5
	5
	5
	4
	5
	6
	5
	6
	6
	4
	5
	6
	6
	5
	7
	7
	5
	6
	6
	7

	18
	The employees can give particular advice on your inquiries
	5
	6
	5
	6
	7
	6
	4
	4
	5
	6
	6
	6
	5
	4
	6
	6
	5
	6
	5
	6

	19
	The employees offer good communication channels including whatsapp, wechat, emails…etc. for close communication with you
	6
	6
	6
	6
	7
	5
	4
	6
	5
	6
	6
	7
	6
	6
	5
	6
	6
	7
	5
	6

	20
	Employees return call quickly after you’ve left a message

	4
	4
	4
	5
	4
	6
	4
	5
	4
	4
	5
	5
	6
	7
	6
	6
	6
	5
	4
	6

	
	(4 = excellent, 3 = good, 2 = fair, 1 = poor)

	21
	What do you think about the overall quality of service received from the developer’s real estate employees
	4
	4
	4
	4
	4
	3
	3
	4
	3
	3
	3
	4
	3
	3
	4
	3
	4
	4
	3
	4

	
	(4 = definitely, 3 = probably yes, 2 = probably no, 1 = definitely no)

	22
	Are you willing to recommend the developer’s real estate firm to others
	4
	4
	4
	4
	4
	4
	3
	4
	3
	3
	3
	4
	3
	3
	3
	4
	4
	3
	4
	4



Appendix 4
Computing the 7 dimensions of RESERV into a mean score for correlation analysis
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Regression Analysis
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Correlation Analysis
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