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[Abstract]

The purpose of this study is to analyze the importance of the determinants of housing sales agency 's role in the sale of
apartment housing. For this purpose, a hierarchical decision model was constructed to understand the role and importance of the
sales agency. The analytical variable items structured by the research model were set up through literature review, precedent
research, and expert brainstorming. The questionnaire consisted of two comparisons for AHP analysis and the importance of
absolute importance for fuzzy analysis. Afterwards, the work of correcting the importance was carried out. As a result of the
analysis, it was found that the contractor prioritized the sale conditions and the sales agency had priority over the planning for
the sale. As a result of analysis, planning of customer pre-sale counseling data, planning of client subscription and contract
maximization plan, planning method of advertisement public media method were found to be the most important factors. The
results of measurement of absolute importance(fuzzy) & relative importance(,AHP) showed similar tendency. Therefore, it can be
seen that the timing of the model house operation is an important period in which the subscription rate depends on the role of
the sales agency and the marketing strategy.

Ao} : SUTHUAL SYY, ABH AZHDY, MFEY

Key word : sales agency, AHP(Analytic Hierarchy Process), empirical study

http://dx.doi.org/10.9728/dcs.2018.19.7.1365 Received 03 July 2018; Revised 20 July 2018

® @ This is an Open Access article distributed under Accepted 25 July 2018
@ the terms of the Creative Commons Attribution

LA Non-CommercialLicense(http://creativecommons
.org/licenses/by-nc/3.0/) which permits unrestricted non-commercial
use, distribution, and reproduction in any medium, provided the Tel: +82-41-560-1461

original work is properly cited. E-mail: yoonsang@koreatech.ac.kr

*Corresponding Author; Yoon Sang Kim

Copyright (©) 2018 The Digital Contents Society 1365 http://www.dcs.or.kr  pISSN: 1598-2009  elSSN: 2287-738X


https://crossmark.crossref.org/dialog/?doi=10.9728/dcs.2018.19.7.1365&domain=http://journal.dcs.or.kr/&uri_scheme=http:&cm_version=v1.5

5+ =&X|(J. DCS) Vol. 19, No. 7, pp. 1365-1372, July. 2018

oF T A REELGLFIFEPHAILDPB O T OB T KE o N- W o 75 ok o8 % Mo ™ B Y a
U g BRI W% opgr ERR T A T =N gy B oas IR G IR R
PTEEW LT FIEE R RI BRI L pr I kg Tawtay EILETS
L:eEOO»%OE]F]]JIALUEH B 9 ﬂuioﬂoﬂiko oy == 2y — Ay o lﬂu_l,%oﬁo,hT,l
moﬂmﬁﬂf%ﬂ%mvcﬂﬂ_/or%%ﬁiﬁoﬂdnﬂuT%w%oﬁmt%%WMWﬁwe edvmﬂm'ﬁ%mm o T gy
%ﬂaﬂ%%%?i@ﬂ#ﬂ?mmﬂ@%&wﬁ%%ﬂ@ﬁﬂ%%@@%ﬁﬁ o F s TRy EWmET T T
%L_L%frﬂz%ﬂme%m%%H?ﬁ@wﬂoﬂﬂ%%%ﬁ?ﬂ%ﬁ@ T EABET ] mTERG
% LR o o = o PEMAERYT DT E o T L
PRALXE Rl R B gp Xt MMl mg 8T oo Dy LT pw P IEX
XA A aEomﬂﬁm_@u&m_xoeH&E%ﬂ%%ﬂ.ﬁrﬂﬁrﬂmnﬂﬁ o oy o P = u%ﬂ%%v%
o__&EEATM%H%@%ﬁolﬂ[.xlmﬂ%@%%mw%%uwo_n:EE ufﬂwununuéﬁo wo%:l%mﬁg.
Mﬂ&m%%%iﬂﬁﬂ% HTBHMWﬂ_cmnT%OO%W%m W E T NJE}W%% o
ALAlri]ri_le_moﬂLoEWWOt L B U%,%OOMH‘QIHIATOﬁAOﬁHE.ﬁ‘w Utukmo»ko,urﬂe LtoouT,E@_ﬂ_DT
%oe_zﬂ@o%%Wﬂ%%%%%ﬁ%ﬂ%%mI%%W%ﬂﬂ%ﬁ U O T - S o
- Hr oy B o W g0 gy B BN W B o oAt RS R 0 T )= T O oy g ™y & ogmoE W M o E
R Rl N N o d LTI aw L POHE S
Gl Trsdey AR TN LHUETRTREOL0 o o- U % L EE g
oX,.ro‘._t]ZEon;oLLtT_H‘A‘maz.ﬂooﬁaoo ﬂ;o],m_le_A nnnvo a1 UTﬂ EOOHLH X_H‘MLN_/HEA
E%Wﬂwwi%T%Haiwge%ﬂﬁ%ﬂ%ﬂ_x:i%u%%%o_eﬁ o ﬁ&iufﬁr% g F R
TAHL LIRS ﬁnBoga;w%%%%ﬂ%%m%wlf,%ﬂmr B om0 W T AN g
ﬁoﬂrhmrﬁoauﬂﬂuq@ﬂwuafﬂﬂ&ﬂa%%imﬁﬂ%m%ﬂi%oA B uuuoa%mﬁ%% uuu%%_/%dm
EE i i T Aﬁ%u.%ﬂ%_%@@%?%ﬂ n o I Rl e B e
THEER GNP E T TN P e PP T g T T 5 WRml¥me mEgkg
ree’MggdawmT BT TEE YT T K oo T Am D BEE O WREEST G
ﬂur«u.wm%mﬂ%%ﬂg%%ig%&@%3%%%%oﬂ?ﬂ;uﬂﬁ ﬁ. Mo &8 T OF 00 = o T E W py
PUF BT T P T o pmile R P T T " mm T E § mE M W&o
WERR TIHFITTHAEPEFEFTHHREATTLHTTHRPS T o FHENTT XITKR
THT R MM H T RT PN T OHT LY TR T o g g WP
o KO WE of R W YRR NBEE T RO r AT O @%ﬂ;ﬂ%&o‘wﬂmwﬁﬂ T W oy T
loLAEm-r‘_%od_.ﬂo%qmﬂ_.EﬁEW7ﬁcTﬂe7 mmﬂ‘atzv oF ook 90 T T XA to B oED
mrtFPRREgeR-RnrxpdPers Thagag eV =P T
aﬂﬂ%xLM}Mzomﬂmr%ﬂ%ﬂo%M%M%,Zm@@ ﬂnrﬂﬂoﬂ ﬂ?i%wﬂmﬁiﬂ L%ur%mw
oM ANy oAy YR FEET AT 9 xU o o o o oo TR T o
< ﬂo mr AF x o1 M% Foomg T WBEMT o g <R F m# CE o g o T T
&W%%ﬁ%ﬂ.%%%ﬁ%%__b%ﬂ_%E?mr Wgﬂﬁa %_omﬂuﬂ@;’ﬂﬂ ﬂcﬁfmﬁ
S = o) WO TR g AE AT o e R K of N oo Y o mh oF ) A - r X
wo%ﬂﬂ%%%ﬂﬂ%%%%%#ﬂEﬂ@ wm%mﬂor.g?ﬁ@%%a@q TE T
B ol It - -GN -l TR B LT g ® S oo T F A g EW
GPhT Rt lrac e R BRI TRl wEalieonX -
o s gr 0 ~ o RS 10 =]
T s P mlEl LN e d o Mmoo @aWe o U = S5
i00/0Eﬂoﬁmoq%§Mwoﬂo_h%%MmmEWW%wmﬁ %z%%%mﬁ%ﬂmﬂumzmﬂ%@ 8 F= %od
N e G B G I B I S I il o I I R I ® T o
e eh TR g e i wd Teprasi s By 2 fTag
o T Ho T KO oKX moo om o 2ol N g Nl 0 oy o L T R W i o
TR BT WX Al LTl el rmUT L Tme el o M m%ﬁ%
1_IZT . ~ o \Li‘ult_.# LI‘DI‘LI\L.L Fi nAI ‘.AIO m_wo O#E ;OL _E_l UT o ﬂ_x 2 #a N Jl
SR T RETLLEB AT pE e X EFTE TWpITEy N R elg T HE o ERNaNIE
W TN efrEREEDE TSR UTTLEER a8 1w B Coig
FTE IR R wmERR ST RT T g AR )W 30 K P R
DI E Rt e b s i B p gty W P DAEg
- ~ O W — = ﬁ . o]’ NS — 50 EE E e HT ;OT - — 0 X
< = wmm ﬂﬁ%@m&%mmﬂiﬁaeg%ﬂx_sﬂﬂw:rmﬂmf&.]mn?i.% A 1 po oy o
S e 5% E#_.ﬂ?ﬂuao7Ao»%o%ﬂmw&oo_aOM_ﬂo_ez_oﬂo#aga o wrom o) BN ° 3 o - T xg ™
- TRHITNWE PR PT WOAT W A KT BHHW PTFIELERL = o e

1366

http://dx.doi.org/10.9728/dcs.2018.19.7.1365



hva = = (=
HE 1. FEIEQ giAlo| 23

Table 1. Classification by housing sale subject

AHP 2 Fuzzy 2412 S8t BotiaiAlel 2oy AHL0l BRE 24

Concept

Strength Weakness

The way in which the employer sells

Direct sale all the processes of the sale

The effect of cost reduction because the
intention of the employer is accurately
reflected and the sales fee is not paid

Experience in sales and regular
organization management is required
(organizational structure is not easy to
dismantle)

The whole process of pre-sale business
from the sale plan to the contract and
settlement is left to the agency.

Full agency
sale

Pr-sale rate and sales momentum are |Concern over excessive commission and
high due to expert know-how

pre-sale accident

Indirect sale

Partial agency | Simple sale contract business or sales
sale business

Concern over inconsistency in the plan of]
the employer and Pre-sale accident due to
lack of responsibility

Increase in sales contract
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Table 2. The determinants of the housing sale agency's

role on the sale of apartments

Middle

Large Category Category

Small Category

Analysis of business site competition and
policy factors

A

o
=

% 3}

Analysis of
business site
environment
and competition
factors

O
?3 r%‘ﬂé?:

Analysis of business site demand and supply
factors

Analysis of social environment factors of
business site

Location
Analysis Team
Role

. Business site environment analysis
Analysis of -
business site
characteristics

Business site living environment analysis

Business Site Competitive Environment
Analysis

Product and Development concept and product analysis

pre-sale price
analysis

Feasibility Analysis

Sale price analysis

Collection of customer response DB

Table 3. General characteristics of survey respondents
N %
45 44.6
38 37.6
18 17.8
27 26.7
17 16.8
42 41.6
15 14.9
9 8.9
9 8.9
23 22.8
60 59.4
23 22.8
24 23.8
54 53.5
58 57.4
28 27.7
10 9.9

2 2.0

3 3.0

101 100.0

in-bound T/ M and sales agent

Analyze PR results and determine OPEN
time

Pre-sales stage

30s or less
40s
50s or less

Customer consultation of sales specialist
counselor

Sales Team

Role sales stage

Product information of sales specialist
assistant

Construction co.

in-bound T / M monitor agent

Cause analysis of unsold housing Contractor

Company

out-bound T / M monitor agent Trustee Co.

Large-scale Organization Sales Team when
unsold

Post-sales stage

Sales agency
President

Publicity and copy planning for sale
products
Adbvertising & Public Relations Media
Planning

Position Executives

rank

Pre-sale
advertising and
promotional
concept

Team Leader

Team members

Selection plan of advertising and promotion
means

Less than 3 years
4~9 years
more than 10 years

Years of
service

Sales Planning Customer consultation planning

Team Role

Model house
operation
strategy

Customer Event Strategy Planning

Plan for client subscription and contract rate

maximization Apartment

Officetel
store
Knowledge Industry Center
Garden village, town house, etc.
Total

Sales-related product education planning Main
iti i developmen
t product

Sales agent
training

Sales condition education plan

Training of partner companies such as
brokerage houses and media companies

http://dx.doi.org/10.9728/dcs.2018.19.7.1365 1368
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Table 4. Reliability and Validity Verification Results

=X|(J. DCS) Vol. 19, No. 7, pp. 1365-1372, July. 2018

Validity responsibility
Eigenvalues KMO
Fact Variabl
actor anables Factor value commonality (total (]ss]:l'?el :ett Reliability a
variance) formation test)
Business site Analysis of business site competition and policy factors 0.863 0.744 0.648
environment and Analysis of business site demand and supply factors 0.798 0.637 (6159()5839) (66.184, df=2, 0.723
competition factors Analysis of social environment factors of business site 0.756 0.572 p=0.000)
. . Business site environment analysis 0.921 0.848 0.678
Business site . T . - 2.292 .
L. Business site living environment analysis 0.883 0.780 (137.516, 0.844
characteristics - - = - - (76.402) df=2, p=0.000)
Business Site Competitive Environment Analysis 0.815 0.664 > P=U
Development concept and product analysis 0.808 0.654 0.691
Product and T 4 2.046 .
. Feasibility Analysis 0.850 0.723 (76.067, df=2, 0.766
pre-sale price - - (68.184) =0.000)
Sale price analysis 0.818 0.669 p-=0
Collection of customer response DB 0.858 0.736 0.716
P - 2.199 (102.945,
re-sales stage in-bound T/ M and sales agent 0.869 0.755 (73.295) T 0.818
Analyze PR results and determine OPEN time 0.841 0.708 p_:()_OdO)
Customer consultation of sales specialist counselor 0.761 0.579 0.673
Sales stage Product information of sales specialist assistant 0.838 0.703 (616939109) (69.573, df=2, 0.746
in-bound T / M monitor agent 0.841 0.707 p-=0.000)
Cause analysis of unsold housing 0.849 0.721 0.614
Post-sales stage out-bound T/ M monitor agent 0.909 0.826 (629-038825) (99.639, df=2, 0.779
Large-scale Organization Sales Team when unsold 0.731 0.535 p-=0.000)
Pre-sale advertising Publicity and copy planning for sale products 0.840 0.705 0.707
and promotional Advertising & Public Relations Media Planning 0.904 0.818 (726'218147) (1(21;;823 2, 0.843
concept Selection plan of advertising and promotion means 0.872 0.761 ’ p,=0,060)
Customer consultation planning 0.813 0.661 0.606
Model house - 1.876 :
. Customer Event Strategy Planning 0.869 0.755 (61.114, df=2, 0.796
operation strategy " — T (62.549) =0.000)
Plan for client subscription and contract rate maximization 0.679 0.561 p-=0-
Sales-related product education planning 0.898 0.806 0.651
Sales agent training Sales condition education plan 0.866 0.749 72(5172129 (131%04, 0.788
Training of partner companies such as brokerage houses 0.752 0.566 (70.719) —()70(30
and media companies . : p-=0.000)
E 5. AHP & Fuzzy &4 Z1}
Table 5. AHP & Fuzzy analysis result
Middle Fuzzy AHP
[Large Category Category Small Category Value Value |Fotal Valud A C Total Value
Business site environment| Analysis of business site competition and policy factors| 0.639 0.367 0.045 0.083
and competition factors | _Analysis of business site demand and supply factors 0.704 0.220 0.027 -0.930 1.828 0.050
Location Analysis of social environment factors of business site 0.538 0.413 0.051 0.093
Analysis Team Business site Business site environment analysis 0.590 0.332 0.052 0.096
}}; ) characteristics Business site living environment analysis 0.619 0.367 0.057 -0.921 1.852 0.106
o ;’;1 0.420 Business Site Competitive Environment Analysis 0.649 0.302 0.047 0.087
B . Development concept and product analysis 0.643 0.462 0.043 0.082
Product and pre-sale price Feasibility Analysis 0713|0320 | 0030 | -0967 | 1932 [ 0057
: Sale price analysis 0.747 0.218 0.020 0.039
Pre-sales stage Collection of customer response DB 0.624 0.354 0.038 0.069
0.287 & in-bound T /M and sales agent 0.59 0.371 0.039 -0.917 1.829 0.072
. Analyze PR results and determine OPEN time 0.63 0.276 0.029 0.053
Sales Team Sales stage Customer consultation of sales specialist counselor 0.7 0.189 0.019 0.035
Role 0277 & Product information of sales specialist assistant 0.58 0.422 0.043 -0.925 1.784 0.077
0.369 : in-bound T / M monitor agent 0.584 0.389 0.040 0.071
Post-sales stage Cause analysis of unsold housing 0.676 0.318 0.051 0.094
0.436 g out-bound T / M monitor agent 0.588 0.474 0.076 -0.950 1.832 0.140
. Large-scale Organization Sales Team when unsold 0.720 0.208 0.033 0.061
Pre-sale advertising and Publicity and copy planning for sale products 0.650 0.373 0.024 0.044
promotional concept Advertising & Public Relations Media Planning 0.665 0.253 0.016 -0.929 1.859 0.030
Selection plan of advertising and promotion means 0.572 0.374 0.024 0.044
. . Customer consultation planning 0.649 0.434 0.049 0.090
Sales Planning| Model };‘t’r‘ﬁzg"f"rm‘"“ Customer Event Strategy Planning 0569|0382 | 0043 | -0941 1830 [0079
Team Role Plan for client subscription and contract rate
0.260 0.436 maximization 0.716 0.184 0.021 0.038
Sales-related product education planning 0.689 0.318 0.027 0.053
Sales agent training _ Sales condition education plan 0.655 0.376 0.031 -0.954 2.005 0.063
321 Training of partner companies such as brokerage houses 0676 0307 0.026 0.051
and media companies
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E 6. M=

Table 6. Priority ranking comparison

AHP 2 Fuzzy 2412 S8t BotiaiAlel 2oy AHL0l BRE 24

Large Category Cl\:tle:]gd;fy Small Category Total Value | Total Value Totfa{la\nfflue Tm;la\r:lflue

Business site Analysis of business site competition and policy factors 0.045 0.083 8 8

environment and Analysis of business site demand and supply factors 0.027 0.050 19 21

competition factors Analysis of social environment factors of business site 0.051 0.093 5 5

. . ) ) Business site environment analysis 0.052 0.096 3 3
LOC;E:;'::)??SIS C%Ef;gf:rsi:tlit; Business site living environment analysis 0.057 0.106 2 2
Business Site Competitive Environment Analysis 0.047 0.087 7 7

Development concept and product analysis 0.043 0.082 11 9

P “’d““;‘ifep‘e'sa‘e Feasibility Analysis 0.030 0.057 17 17

Sale price analysis 0.020 0.039 25 24

Collection of customer response DB 0.038 0.069 14 14

Pre-sales stage in-bound T / M and sales agent 0.039 0.072 13 12

Analyze PR results and determine OPEN time 0.029 0.053 18 18

Customer consultation of sales specialist counselor 0.019 0.035 26 26

Sales Team Role Sales stage Product information of sales specialist assistant 0.043 0.077 10 11
in-bound T / M monitor agent 0.040 0.071 12 13

Cause analysis of unsold housing 0.051 0.094 4 4

Post-sales stage out-bound T / M monitor agent 0.076 0.140 1 1
Large-scale Organization Sales Team when unsold 0.033 0.061 15 16

Publicity and copy planning for sale products 0.024 0.044 23 23
Pre-sale advertising and ‘Advertising & Public Relations Media Planning 0.016 0.030 27 27
promotional concept
Selection plan of advertising and promotion means 0.024 0.044 22 22
Customer consultation planning 0.049 0.090 6 6
Sales Planning Model house operation Customer Event Strategy Planning 0.043 0.079 9 10
Team Role strategy Plan for client subsc_ription and contract rate 0.021 0.038 2% 25
maximization : |
Sales-related product education planning 0.027 0.053 20 19
Sales agent training Sales condition education plan 0.031 0.063 16 15
Training of partner companies such as brokerage houses 0.026 0.051 1 20
and media companies
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