www.ccsenet.org/ass Asian Social Science Vol. 7, No. 10; October 2011

Effectiveness of Prefabricated House Industry’s Marketing Activities
and Turkish Consumers’ Buying Intentions towards Prefabricated
Houses

Fahri Apaydin
Faculty of Economics and Administrative Sciences, Yalova University
Safranyolu, 77100, Yalova, Turkey
Tel: 90-216-814-9932  E-mail: apaydin@yalova.edu.tr

Received: August 3, 2011 Accepted: August 30, 2011 Published: October 1, 2011
doi:10.5539/ass.v7n10p267 URL: http://dx.doi.org/10.5539/ass.v7n10p267

Abstract

Prefabricated house industry might be considered as being at the stage of birth in Turkey and the consumer
demand for this product category seems sluggish owing to some reasons. This empirical study explores some
possible reasons of the low demand rates for prefabricated houses and data was gathered via an online survey in
Turkey and some statistical analyses were conducted using SPSS statistical program. This paper also provides a
cognitive framework to understand the consumer buying dimensions of prefabricated houses. The results reveal
that marketing communication tools are not being used sufficiently, and thus marketing communications are not
being held effectively by prefabricated houses manufacturers. As a result, consumers lack some significant
information related with the attributes of the product, in this case prefabricated houses, they held misinformation
about the product, so they do not develop desired buying intentions about this product category.
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1. Introduction

Prefabricated houses, which are also called manufactured houses, prefab houses, or modular houses in the
industry (Expressmodular.com) are units of houses manufactured in large factories, and then transported to the
site where they can be put ready for transfer to another location or mounted on the ground through masonry
groundwork.

Although many earthquakes, which occurred so many times in history, have caused devastations almost in all
areas within Turkish society, killed many people and resulted in many casualties, and several big magnitude ones
are expected in the near future, prefabricated industry which possesses high market potential because of its high
resistance to earthquakes has not flourished in Turkey due to the low demand. That prefabricated house industry
seems to fail to create satisfactory demand for their products offer a huge area of research for academicians.

Due to increases in population and the threat of earthquakes, it is observed that need for new housing kind is an
urgent issue that society should address efficiently, rapidly, and in a cheap way. The potential benefits of
innovative prefabricated houses, also may be referred as mass housing, should be explained in order to overcome
Turkish people’s resistance to pre-fabricated housing. Changing attitudes of Turkish people is highly imperative
in order for this industry to gain market share.

Standardized and pre-assembled houses have been successful for housing the people in a large number of
prominent projects within a range of different situations. For example, people after 19 August earthquake in
Turkey, a number of social housing projects were effectively and rapidly used temporally. On the other hand,
privately and permanently owned prefabricated houses have admittedly been less practiced as they are presumed
not to a have flexibility in design, room size and fittings until recently. However, currently available fabrication
methods have been so improved that they own the potential to address the concerns of consumers, and thus show
great potential for the future.

While many academic researches have been conducted about so many product categories, it has been apparent
after a literature review that prefabricated house industry has not received enough researches, even though

Published by Canadian Center of Science and Education 267



www.ccsenet.org/ass Asian Social Science Vol. 7, No. 10; October 2011

housing and protection from disasters are the basic needs of all human beings as supported in “Maslow's
hierarchy of needs” (Solomon, 2010; Bazerman, 2001). Moreover, this industry thanks to developments in
technology is now able to create and develop so many high-tech products in this product category which will
satisfy the needs of consumers.

2. Literature Review
2.1 Prefabricated Houses as a Consumption Good

“Standardization and pre-assembly within construction industry has been proven to be successful in some
projects including Hong Kong airport and much modern hotel construction” (Craig et. al., 2000). The importance
of modular construction using a range of materials is also gaining importance and will continue to do so. Vale
(1996) mentioned the importance of standard houses supports as did Lethaby in 1911. He said that “businessmen
should target to manufacture houses as efficient as a bicycle, which was supported by who pointed out
standardized houses”. Laing et. al. (2001) claims that standardizing the construction process can create value for
the consumers, which is one of the essential goals of marketers. For example, reducing construction period,
optimum cost and high quality can be achieved with mass production of houses. Moreover, user satisfaction
(which deserves future academic researches) and ease of maintenance and replacement all indicate that
standardization and prefabrication bear significant potential for the future. The current demand, though far from
being satisfactory, for prefabricated houses certainly points toward the need for such a production method to be
applied. Standardization in this product category is not a barrier to produce generic, customer-specific, supplier
led or project-specific prefabricated house. Craig et. al., (2000) and Sparksman et al., (1999) suggest that
“prefabrication can take a number of various forms and the term can refer to components, sub-assemblies,
volumetric pre-assembly and modular building”.

Livesey (1983) categorizes innovation according to whether it involves the development of new products by
either new or established techniques or the introduction of new processes for producing an established product in
an industry. “The later fundamentally involves improvements in the technical efficiency of a production process”
(Barlow, 1999). Prefabricated houses might be included in both categories in Turkish market as they are new to
Turkish consumers and also the production process is not widely utilized.

Koklic & Vida (2009) suggest that “prefabricated house purchasing is a high-involvement and emotionally
charged products whose decision making process involves a lot of time, effort, and participants”. Consumers
take psychological and social factors into consideration as well as rational factors when making a decision and
this makes the decision process complex. They define this type of purchase as “strategic decision making process
which includes high involvement in the process; long-term commitment of resources; truncated budget available
for other goods and services”. Prefabricated houses are included in the durable goods category, and thus buying
process which consumers go through resembles other durable goods’ buying process (Punj & Brookes, 2002). So
examining the buying process of durable goods will usher the marketers how consumers make decisions related
with this type of product.

Consumers express themselves with the goods they use, which indicates that goods consumers use function as a
self-expressive tool. Likewise, the house in which people live demonstrates the human self-concept and personal
identity (Koklic & Vida, 2009; Grewal et. al., 2004; Gibler & Nelson, 2003). The industry knowing this should
design and develop prefabricated houses which will fit the personal values of consumers.

As price is used as an indicator of quality by consumers, prefabricated houses being less costly than traditional
house might be perceived as less quality (Cooke & Friedman, 2001). This notion might be overcome with
well-designed and comprehensive marketing communication activities aimed at improving the image of the
product. Another issue to be to be aware of is related with the manufacturing and attributes of prefabricated
houses. People are concerned with sustainability and environmental and social values in the long run for almost
all goods they purchase nowadays. Thus, Craig et. al. (2000) suggest that “it is vital that a long term perspective
be taken and that the significant needs for flexibility, maintenance, and eventual disposal or re-use problem and
solved at the design stage”.

Quality is another concern with prefabricated houses. How consumers see prefabricated houses is really a matter
that should be considered by the manufacturers. Unfortunately prefabricated house are thought to have poor
quality when compared to the classic houses. Thus, manufacturers should understand the quality perception of
the consumers related with this product category (Brucks et. al., 2000; Main, 1994). Therefore, “to understand
market-driven quality, firms must learn how people perceive and evaluate quality instead of relying on
firm-driven objective measures of quality” (Brucks et. al., 2000), so firms should explore what consumers value
in this product category.
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Communication is a widely used tool to create prestige of goods in almost every product category. Through
communication marketers develop and improve the prestige of the goods which of course needs to be supported
with visible inherent characteristics and appearance of prefabricated houses. Furthermore, prestige is also related
with consumers’ social status and it fulfills a symbolic need (Brucks et. al., 2000). This product type seems to
have low prestige among Turkish consumers due to the factors aforementioned. Park et. al. (1986) “make a
definition of symbolic needs as desires for products that fulfill internally formed needs for self-enhancement,
role position, group membership, or self-identification”. The prefabricated industry should gain an insight about
the image of this product which is considered poor among the consumers and develop marketing programs to
enhance it with communication tools.

2.2 Effects of Marketing Communications

Marketing communication is the attempt of marketers to persuade consumers by providing them information and
using other tools such as sales promotion, etc. To develop an effective marketing communication, marketers
should be aware of the process that takes place during communication. In this process, “persuading, informing,
listening, and answering” occurs in a mixed way (Duncan & Moriarty, 1998; Andersen, 2001). In order to
understand and meet individual demands of consumers, communication should be done effectively and
continously.

Consumers need information the source of which can be internal (memory) or external (environment) to use in
their decision process. Researchers suggest that “the search for information is affected by factors such as
situational determinants, product determinants, and consumer characteristics”. Marketing communication as well
as experience, distribution, and individual goals, and related factors impact knowledge structure of consumers,
and thus affect the decision process of consumers (Koklic & Vida, 2009). A significant step in the decision
process is the evaluation of alternatives, which involves detailed information for such a high-involvement
product, which buyers have high level of interest. Buyers’ specific goals, his/her motivation, involvement level,
product knowledge, income level and similarities among alternatives are some of the factors that play an
important role in the evaluation step (Hawkins et. al., 2003). Thus, manufacturers bearing this in mind should
carry out efficient marketing communications and inform the consumers without as less knowledge gap as
possible. Consumers purchasing high involvement goods typically search for product information until they feel
ready to make a decision. Therefore, “from an information-processing perspective, a set of information cues”
should be provided to help consumers to accelerate their decision making process by the prefabricated industry
(Chu et. al., 2005).

Koklic & Vida (2009) in their surveys found out that recommendations from friends or other house owners with
experiences and information about the pefabricated house were very significant. Thus, word-of-mouth
recommendations might play a significant role in buyers’ or renters’ information gathering and evaluation stages.
“Word-of-mouth considered as an uncontrolled communication has high impact on the image of the product”
(Grace, 2005). Therefore, the industry itself should develop integrated marketing communications using all
available tools including word-of-mouth to maximize the effects of marketing communication.

In the marketing literature, some researchers explain marketing communication with AIDA model and
prefabricated house makers should benefit from this model. This model suggests that attention, interest, desire,
and action of consumers can be created with efficient marketing communications (Lagrosen, 2005). After
processing information they receive, consumers make purchasing decisions depending on the benefits they will
get from the goods (Alba & Hutchinson, 1987). For this reason, seller or manufacturer-created product
information may be more useful to consumers regarding more sophisticated products such as prefabricated
houses (Livette, 2006). Thus, manufacturers should do marketing communication activities without relying on
the third parties.

Marketing activities have the potential enhance the product image in case it creates “a more favorable behavioral
response” to the any goods. Managerial efforts to promote the image of prefabricated houses will result in the
establishment of positive associations about them and diminish the negative ones, which is slightly more difficult
than the former. Therefore, to create, to manage, and to exploit image and reputation of prefabricated houses,
manufacturers should be involved in marketing activities specifically marketing communications more (Yoo et.
al., 2000).

Turkish consumers resist prefabricated houses because of to certain extent rational reasons. Economic
considerations like the consumers in England play a great role in their house purchasing decisions (Craig et. al.,
2000; Laing et. al., 2001). Houses in Turkey are seen as a means of investment rather than merely a consumer
good. Based on the observations, it was seen that consumers are holding the idea that prefabricated houses do not
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have second hand market, thus they are not mostly considered as an investment tool. However, in Turkey houses
are considered as an investment tool because Turkey is a growing market and the value of real estate goes up
exponentially.

“Prefabricated industry in the United States, applied various marketing communication programs to increase
the demand for prefabricated houses during the 1900s. The firms gave the message of feeling fashionable,
modern, and secure within the context of familiar-feeling environment. As a result, the industry was successful
with the marketing communication and able to achieve great improvements in the sales” (Cooke & Friedman,
2001). Similar marketing activities might be carried out in Turkey to increase the demand for this product.

“After the midst of 70s, the prefabricated house industry in Japan applied an integrated marketing program to
change the inferior image of industrialized houses prevalent in the industry’s early years. The ‘mass production’
of housing was the key factor in creating monotonous, boxy units which the public subsequently regarded as
being of ‘low quality’. Instead of tailoring their products to meet the demand for affordable homes, Japanese
housing manufacturers satisfy the demands for value-added quality home by adhering to higher standards”
(Noguchi, 2003). Likewise, manufacturers in Turkey should focus on the quality attribute of the product and
affect the quality perception of consumers.

2.3 Purchasing Intentions

Purchasing intentions are highly related with the attitudes of consumers. Thus, creating positive attitudes will
affect the purchasing intentions of consumers. To affect consumers’ attitudes they should be provided
information and made like the prefabricated house. “Constructive theory gives a well established framework for
understanding what factors might be effective on consumers’ attitudes” and the assumptions of this theory are
(Bettman et. al., 1998):

(1) Choice among options depends critically on the goals of the decision maker

(2) Choice among options depends on the complexity of the decision task

(3) Choice among options is context dependent

(4) Choice among options depends on how one is asked

(5) Choice among options depends on how the choice set is represented (framed) or displayed

This theory might represent the basics of the decision making process of consumers when they are purchasing a
house. The factors that are effective in consumers’ decisions should be well understood by the prefabricated
house industry actors and marketing programs should be developed accordingly. Buying a house is a critical task
for consumers as it requires a lot of money and impacts social status of the consumers in the society. The
decision in nature is extremely complex and usually not repeated very frequently, thus marketing communication
might play a significant role by providing necessary information to consumers.

In cases, Hansen (2005) suggests that “when people are highly involved in the decision making process, they are
likely to engage in a more extensive internal and/or external information search to reduce the risk of making a
choice with undesirable results”. The researcher puts forward that in such cases gaining information, conducting
an evaluation, and comparisons of products to make a decision requires high level of cognitive efforts. Thus,
when making a decision about a durable and expensive product such as prefabricated houses, consumers are
needed to be provided with an optimum level of information (Bagozzi et al., 1999; Rao & Monroe, 1989). House
purchasing involves emotional evaluation as well for most of the customers, so manufacturers should focus on
this issue in their marketing activities.

“The cognitive response approach suggests that attitude changes depend on both the amount and direction of
thought generated by consumers” (Brinol et. al., 2004). Thus to change the attitudes of consumers towards
prefabricated houses, manufacturers need to expose consumers with more positive information about the product
via marketing communications.

2.4 Name Effect

“There are many potential attitudinal barriers to standardization and pre-fabrication of houses” some of which
are thought to be based on the name of the product (Craig et. al., 2000). Olson (1977) and Dodds (1991)
suggested that consumers use various cues to infer product quality and “these cues include extrinsic cues that are
not directly related to performance of the product and intrinsic cues that are achieved from directly from the
physical product itself”. Some examples of extrinsic cues are price, name of the product, and manufacturer name
(Rao & Monroe, 1989). The impact of name appears to serve as a cue for quality as it reminds some associations
linked to the product (Olson 1977; Stokes 1985). Mazursky & Jacoby’s (1985) findings support this belief as
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well, indicating the importance of the name of the product. Prefabricated houses have been used in various
programs such as sheltering the victims of earthquakes, sheltering the homeless, and sheltering the poor, thus
some negative associations might have been developed in the minds of consumers related with this product.
Therefore, as the name “prefabricated house” denotes some negative meanings, it is believed manufacturers
should use a different name for this product to diminish possible negative associations.

Based on the literature review and observations about the consumer behaviors, following hypotheses were
developed to be tested in this research:

H1: Consumers hold misconceptions about prefabricated houses.

H2: Prefabricated house industry does not utilize marketing tools effectively.

H3: Consumers resist to prefabricated houses because they do not see them as an investment tool.
H4: Consumers perceive prefabricated houses of poor quality due to low prices.

H5: The name of the product, prefabricated house, extenuates the given messages through
marketing communications about the prefabricated houses.

3. Methodology

First of all, a broad literature review was done in academic journals and it was observed that very few researches,
most of which are old dated, had been conducted on this product category. A questionnaire was developed
following the procedure detailed below. All the questionnaire items were developed in Likert-like scale at one
end (1) completely disagree and at the other (5) completely agree. An online survey was conducted, and 107
responses were received, which was considered to be sufficient to carry out such a study having the potential to
be the bases of further researchers. Descriptive statistics of respondents are indicated in Table 1.

Afterwards, a search was done on “Google.Com” about the manufacturers and distributors of prefabricated
houses. Web sites that appeared on the first three pages of “Google.Com” were visited, and we noted down the
common features that are claimed by the manufacturers to exist in prefabricated houses. These statements then
were turned into 10 statements which appear below. By doing so it would be possible to observe the variance
between what attributes the prefabricated houses were claimed to have by the actors of the industry and what
consumers know about the product. Additional 3 statements were used in the questionnaire to understand
possible misconceptions consumers hold about prefabricated houses. Moreover, in the literature review, it was
found out that one of the main motivations for Turkish consumers is that they see houses as a significant tool of
investment, so 3 more statements were developed to test it. Totally 16 items related with cognitive dimension of
consumer attitude towards prefabricated houses were used in the questionnaire and they are as follows:

. Prefabricated houses are more resistant to earthquakes when compared to
traditional houses.

Prefabricated houses are more comfortable than traditional houses.

Prefabricated houses are cheaper than traditional houses.

Maintenance of prefabricated houses is easier than traditional houses.

Prefabricated houses are more durable than traditional houses. (This is a reverse
item as manufacturers say that prefabricated houses are less durable.)

e Interior design can be made in the way I want.
e  Prefabricated houses are quicker to build than traditional houses.
e  Prefabricated houses have better heat isolation than traditional houses.
e  Prefabricated can be manufactured on any area and with any size.
e  Prefabricated houses have better outlooks than traditional houses.
Speculated items in the questionnaire are:
. Prefabricated houses can be moved to another place.
. Renovation could be made in the interior side of the prefabricated houses after it is built.
e  Prefabricated houses are more secure than traditional houses.
Items measuring how consumers see prefabricated houses as an investment:
e [tis easy to find a tenant for prefabricated houses.

e  [tis easy to resell the prefabricated houses.
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e  Prefabricated houses are a good alternative for investment.

The respondents were also asked the frequency of their exposure to the marketing communications they received
from various tools (i.e. television, radio, internet, newspapers/magazines, billboards, and brochures/catalogues)
done by actors of prefabricated industry. Intentional dimension of consumer attitudes toward prefabricated
houses were measured with 6 items, three of which measured purchasing intention and three of which measured
renting intention.

It is suggested in this study that consumers recall some negative associations due to the name of the product
“prefabricated house” and they develop resistance to this product type. To understand, the nature of consumer
resistance to prefabricated houses, name effect was explored by creating a scenario. In the scenario, respondents
were told that a firm would launch a new product called “ready house”. The attributes of “the new product” were
almost the same with attributes of prefabricated houses. 6 Items developed to measure the purchasing intentions
of people were also used to measure possible reactions of consumers to “new product”. In the items instead of
“prefabricated houses” “ready houses” were used.

The reliability of the scales are all above the accepted level 0.70: Marketing communication, 0,83; prefabricated
house using intention, 0,93; consumer knowledge about prefabricated houses, 0,82; ready house using intention,
0,90.

4. Results and Findings

First, factor analysis was conducted to find out the consumer buying intention dimensions related with this
product category (Table 2). Verimax rotation with Kaiser Normalization was applied to make explaining factors
clearer. Factor loads and total explained variance (64,14%) are indicated in the table and five factors seem to be
the consumer buying intention dimensions which are called: investment tool (1), flexibility (2), quality (3),
design (4), and efficiency (5). Being an investment tool seems to be the main driver of consumers when
considering to buy a prefabricated house as its factor load is bigger than the other dimensions. Thus,
manufacturers should refer to these dimensions when sending messages to consumers via communication tools.

Descriptive statistics and correlations among variables are indicated in Table 3. As it is seen in the table,
respondents claim that they are not exposed to messages about prefabricated houses often. The mean of
marketing communication is below the mid point (3). Thus, one can infer that manufacturers’ of this product
category do not carry out marketing communications to target consumers. The interesting finding of this research
can be read in Table 3. Although the respondents claim that they are not exposed to messages about the
prefabricated houses, most information they have about prefabricated houses seems very close to what
manufacturers provide on the Internet. The reason of this possibly is consumers receive information about this
house type not from manufacturers but form elsewhere (e.g. word-of-mouth, education, educational TV
programs, etc.). That information about prefabricated houses is provided by third parties bears some risks for the
manufacturers. The risk involves possible misconceptions about the prefabricated houses might be provided to
the consumers. As a result, H1 is supported.

Regression analysis was conducted to see the effects of marketing communication and importance level of the
prefabricated house buying behavior dimension on the dependent variable buying intention (Table 4). The model
is significant at 0,001 level and explains 44% of the variance in the dependent variable, which is considerably
high. F value in the regression model is 14,79. In the model, marketing communication does not impact the
dependent variable at all, which supports the idea that prefabricated manufacturers fail to do marketing
communications effectively. Investment, efficiency, and appearance are the independent variables that have
significant effect on the dependent variable. Their significance level is within the acceptable limits (0,05). Being
an investment tool seems the most effective variable in this model, which is in line with literature. However,
efficiency, which consists of items measuring cheapness, easy to maintain, and quick to build, has negative
effect (standardized coefficient is minus) on the dependent variable. This supports the suggestions of this paper
so far. Flexibility is not significant in this model probably because the traditional houses are also perceived as
flexible, so no difference is seen between them by the respondents. As a result H2, H3, and H4 are supported.

Some ANOVA analyses were conducted to see the significant difference between the groups in terms of their
responses to prefabricated buying intention. First, it was tested whether sex was a determinant in considering
prefabricated houses as an investment tool. Women see buying a prefabricated house as an investment tool more
than men do. The mean difference between these groups are significant (sig= 0,06; F value= 3,47). However, it
is a general trend in Turkey that women usually consider any kind of house as an investment tool, so the
difference observed in this analysis may not be confined to just prefabricated houses. Then, it was tested whether
age was a determinant in prefabricated house purchasing intention. Elder people have higher intention to buy or
rent a prefabricated house than younger people. The mean value of elder people is higher, and the difference is
significant (sig.=0,01, F value=3,32).
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Paired sample t-test was carried out to test the name effect of prefabricated houses on consumers buying
intention. Overall mean of “ready house” buying intentions was 3,37 and overall mean of prefabricated house
buying intentions was 2,81 at the significance level of 0,001 and t-value was -5,817, which indicates that people
have negative associations about prefabricated houses, so H5 is supported.

5. Conclusion

Prefabricated house market has high potential in Turkey; however, prefabricated house manufacturers can not
benefit from it as they fail to create demand for this product category due to insufficient marketing
communication activities. Furthermore, that consumers have respectively enough information about the product
offers manufacturers the opportunity to create demand by using marketing tools. This research might be a base
for further researches related with this product category since findings might usher both the academicians and
manufacturers for further researches.

Some managerial implications of the results of the survey are discussed in this part. First of all, the main
implication for managers is they need to develop efficient and effective marketing programs about this product
type. It is obvious from the results that prefabricated industry disregards marketing activities. Another
implication for managers is that segmentation is not done efficiently in this product type. That is why
respondents might develop negative associations about even very high expensive products of prefabricated
industry. What manufacturers need to do is to segment the market properly and develop and name the products
accordingly. Also, although consumers seem to have considerable amount of information some of which is false,
they do not demand prefabricated houses. This shows that actors in prefabricated industry fail to stimulate
consumer demand. This finding necessitates more marketing communication about the product. The life period
of this product seems to be considered as a weakness by Turkish consumers and it should be developed by the
manufacturers as well.

Like other researches, this research bears some limitations one of which is the number of the response. The
response number is rather low which is thought to possibly have some effects on the results of the analysis.
However, as it is really difficult to make surveys, still the results give significant insights about prefabricated
industry and attitudes of consumers towards this product type. Another limitation might be that this research was
conducted on-line. Respondents probably are either well educated or information seeking people. Nevertheless,
the results are valuable because that even well educated consumers have misconceptions about prefabricated
houses is a good indicator of the insufficiency of marketing communications of prefabricated houses industry.
Moreover, the name effect of the prefabricated house was measured based on a scenario, which might have
created some unexpected bias among the respondents, but it can be said that it still reveals the linkages the
respondents have in their minds with the name of the product which provides valuable opinion about the issue.

This research might be a base for further researches attracting the attention of academicians to this topic. While
so many researches have been conducted related with other products, it is surprising that prefabricated houses
which might be efficient, quick, and cheap solution to housing problem in most part of Turkey are explored
insufficiently. Most of the topics about other products should be applied in doing researches about this product
type as well. The results of survey reveal that consumers hold some misconceptions and have developed some
negative associations about prefabricated houses. Thus, the nature of these associations and the sources and
possible solutions to misconceptions consumers hold about this product offers academician a wide range of
research area.
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Table 1. Descriptive statistics of respondents
Frequency Percent

Male 53.00 49.53
Female 53.00 49.53
Gender  Total 106.00 99.07
E/lallff;ng 1.00 0.93
ﬁglirvlvd 27.00 25.23
24-30 46.00 42.99
31-40 26.00 2430
Age 41-50 4.00 3.74
51 and above 2.00 1.87
Total 105.00  98.13
lv\gllfféng 2.00 1.87

Table 2. Factor analysis of the items about prefabricated houses

Factors

Items Flexibilit | Qualit | Efficienc | Appearanc
Investment y y y e
selling capacity ,850
renting capacity ,848
investment tool ,593
comfort 577
renovating internal
design
removability , 735
different size options ,550
long life ,806
heat isolation ,630
security for robberies ,592
resistance to

earthquake 39
cheapness , 791
maintenance ,734
fast to build ,512
outlook ,756
ﬂex.1b1e internal 488
design
Factor Loads 14,744 12,765 | 12,667 | 12,416 11,587
Total Expl. Var. 64,179

,833
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Table 3. Descriptive statistics and correlations among variables

Variables Std.

Mea | Dev

n . 1 | 2|34 |56/ 7] 8
1 communication 1,90 | ,80 1
2 investment 317

2,59(,71 |” 1
3 flexibility 27

3,70 (,67 |[,13 |”
4 quality ,38 1,39

3,15(,65 [,09 |” i 1
5 efficiency ,39

3,91(,64 [,09 |,11 |° ,15 1
6 appearance ,35* ,40* ,50 ,30* ,40*

3,50 (,86 |° : i i : 1
7 prefabricated 337,56 |37 |35 51
intention 2,8411,03|" : i i 09 |” 1
8 ready house 287 1,407,297 |31 317,47
intention 337(,87 |” T S S - R

**_Correlation is significant at the 0.01 level (2-tailed).

Table 4. Regression analysis

276

Independent

variables Std. Coeff. Sig. df F-value Sig Adj.Rsq.
(Constant) 3.6 14,790 0,001 44
investment tool ,356 ,00 96

flexibility ,119 ,19

quality ,127 ,13

efficiency - 173 ,04

appearance ,320 ,00

marketmg ' 080 32

communication

Dependent Variable: prefabricated house using/buying intention
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