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Research on Consumer’s Anxieties’ over Housing Acquisitions

Satoshi Arikawa P, Miho Makatayama?, Takaya Kojima?d, Kotaro Hirate ¥, Jun Munakata®,
Masaki Takahashi®, Kyoko Ohkubo?

Abstract
This document summarizes the results of research conducted to study consumer awareness when
acquiring housing, their thinking and behavior during the acquisition process, and an outline and
structure of associated problems. This research was conducted as part of an important research topic of

the Building Research Institute, entitled “Structural Analysis of Consumers’ Anxieties over Housing

Acquisition and Study of Related Control Technologies”. The obtained results are being utilized as the

basis for promoting R&D activities.

As part of our research and analysis planning, we first established seven research objectives to define
the assumptions and actual situations we wanted to discover, and then designed individual evaluation
items so that those assumptions and actual situations could be understood, and finally conducted
tallying and analysis.

The following is a brief summary of the results derived from each research objective.

- Research Objective 1: Does the clarity of desired housing and lifestyle influence the level of
satisfaction?

—Having a clear image of desired housing and lifestyle facilitates realization of one’ s desired type of

housing and lifestyle along with effort put into realizing this image, thereby leading to satisfaction

after moving in.

- Research Objective 2: Are there differences in items of concern between the early and later stages of
housing acquisition?

—This depends on the type of housing acquisition. In the case of rental housing, which is easy to decide,

making a distinction between the early and later stages of consideration is meaningless. In the case

of renovation and new construction, however, items such as design, equipment, and security have an

important place in later stages of consideration.

- Research Objective 3: Are consumers acquiring housing after fully confirming and consenting to the
check items (items of concern)?

— They tend to convince themselves without sufficient conviction.

- Research Objective 4: Is the way of consenting to the check items (items of concern) rational?
— Not necessarily. According to open questions about the reasons for consent, many are not
necessarily rational reasons, such as “the sales representative has a good personality”, “company

creditworthiness” ,or “just decided for no clear reason” .
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- Research Objective 5 Is there any difference between the reasons for deciding on a company or

housing and the reasons for rejecting that applicant?

— There is a difference. For renovation and new construction, consumers decided to reject for
(seemingly) obvious reasons such as design or floor plan, but at the same time they decided to
acquire for almost imperceptible performances such as earthquake-resistance, appearance of being

defect-free, and comfortableness.

- Research Objective 6: What are the problems and needs in the consideration process?

— A variety of problems were identified, such as gathering of knowledge and information,
communication with companies, and embodiment of image. Additionally, a strong need was found for
support services during the consideration process. More than half of the respondents said that “they

wanted to receive (would rather receive)” those services.

- Research Objective 7: What effect did reference information have?

— From the development of the consideration process, it became clear that what kind of information

was referred to by consumers.
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