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Introduction

The house price to income ratio in Taiwan has soared over 
the past few years, peaking at 9.46 in the second quarter 
of 2017. Facing the high house price to income rate, peo-
ple are willing to rent houses instead of purchasing. Ac-
cording to Directorate General of Budget, Accounting and 
Statistics’ General Report of 2010 Population and Hous-
ing Census,1 approximately 800.000 people in Taiwan had 
the need to rent a house. In Kaohsiung City, there were 
96.000 such people, which accounted for 12% of the na-
tionwide total and puts the city among the top three cities/
counties in Taiwan with the highest demand for housing 
rentals. This highlights the importance and gradual ex-
pansion of the rental market. Landlords should contem-

1 Directorate General of Budget, Accounting and Statistics – Census GIS 
Platform, 2018, House ownership of ordinary households. https://cen-
sus.dgbas.gov.tw/CensusGIS_Tile/?ClassIndex=1. Accessed on Febru-
ary 23, 2019.

plate the means of enhancing housing quality, understand 
tenants’ motivations to rent, and plan and provide goods 
or services that meet tenants’ demands, so as to enhance 
tenant retention and maintain long-term and stable land-
lord-tenant relationships. Meanwhile, landlords must also 
scrutinize how they can enhance tenant satisfaction and 
loyalty and reinforce their competitive advantage in the 
rental market, thus increasing their survival in a fiercely 
competitive market as well as ensuring their sustainable 
operations.

A multitude of factors influence tenant loyalty, and 
many authors have employed the theory of planned be-
havior (TPB) for the theoretical analysis of these factors. 
Ajzen and Fishbein (1980) suggested that all the factors 
that could possibly influence a person’s behavior indirectly 
affect their behavioral performance through behavioral 
intentions. Behavioral intentions are affected by three in-
terrelated factors, one of which is a person’s attitudes, that 
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is, the attitudes they have toward a particular behavior. 
According to Fazio and Zanna (1978, 1981), a person’s 
attitude affects their behavioral intentions. Moreover, at-
titudes are derived from extrinsic subjective norms (such 
as personal norms, behavioral norms, and social norms) 
which influence the particular behaviors performed by a 
person. Lastly, attitudes are a result of perceived behavioral 
control. Firstly, in terms of the effect of attitude on tenant 
loyalty, when customers display a stronger brand attitude 
toward a particular brand, they would have a higher brand 
loyalty. Customers also bond with the brand through their 
emotional attachment, thus influencing their brand loy-
alty as well as the price premium that they are willing to 
pay (Lin et al., 2016). Next, with regard to the relationship 
between perceived behavioral control and loyalty, Ajzen 
(1987) argued that adding the variable of perceived behav-
ioral control into the theory of planned behavior increases 
the explanatory and predictive strengths of behavioral in-
tentions. Similar to the concept of self-efficacy, perceived 
behavioral control is a notion based on one’s capabilities, 
and also influences one’s expression of their behavioral 
intentions. Lastly, according to the theory of planned be-
havior, social norms (a component of subjective norms) 
refer to the social pressure perceived by a person when 
they engage in a particular behavior, or whether significant 
others support such behaviors (Ajzen, 1980). For example, 
even though tenants are willing to retain their tenancy with 
landlords with a good attitude, due to the impact of social 
norms, tenants would have less willingness to retain their 
tenancy. This shows that social norms have a substantial 
influence on loyalty. The association between cause and 
effect is important for real estate companies, as a land-
lord and a tenant establish their relationship based on the 
tangible (internal or external appearance, interior design 
planning and external transport accessibility) and intangi-
ble (relationships, services, laws and regulations) facilities 
of a building. Most of the time, a tenant would consider the 
internal or external attributes of a house that they intend to 
rent. Across the multitude of studies regarding real estate 
rentals, some analysed how an office’s building and loca-
tion affect the satisfaction and loyalty of tenants (Appel-
Meulenbroek, 2008), some explored the evaluation strat-
egies and satisfaction of tenants (Palm, 2016), and some 
examined the association between their satisfaction and 
lease renewal intentions (Sanderson, 2019). However, to 
the best of our knowledge, no study thus far has analysed 
tenant satisfaction and loyalty by linking TPB components 
(attitudes, perceived behavioural control and social norms) 
and the technical and functional dimensions related to a 
building’s interior and exterior. To this end, this study used 
the TPB framework as well as the technical and functional 
dimensions of service quality to evaluate and analyse the 
building’s external attributes (transport accessibility and 
convenience), interior design planning, and the quality of 
service provided by the landlord.

Tenant satisfaction is a salient factor influencing ten-
ant loyalty, and thus, factors that influence tenant satisfac-
tion should be taken into account. For instance, facility 

management is a factor influencing tenants’ satisfaction 
with rented buildings. Secondly, perceived quality is an-
other important factor influencing tenants’ contentment. 
Tenant satisfaction reflects tenant loyalty and recommen-
dation of landlords to others (Seetharaman et al., 2017). 
Myeda et al. (2011) identified two dimensions of building 
management and maintenance: The technical dimension 
encompasses maintenance services, cleaning, landscap-
ing, lighting, air-conditioning, elevators, sanitary facilities, 
washing facilities, etc.; the functional dimension encom-
passes the delivery, reliability, and responsiveness of man-
agement services. Kang and James (2004) opined that the 
technical and functional dimensions of service quality in-
fluence customers’ brand perception of a service provider. 
In other words, the technical and functional dimensions 
influence tenant satisfaction. A number of authors hold 
the position that the technical and functional dimensions 
are two important factors behind tenant satisfaction and 
loyalty (Adnan et  al., 2012; Muhlebach, 1998; Kusbit & 
Sutton, 1991; Hong & Chang, 1993).

In terms of the technical dimension, Hung and Chang 
(1993) indicated that housing quality encompasses the 
substantive aspect and the non-substantive aspect. The for-
mer should consist of attributes related to housing quality, 
the housing building itself, and the neighborhood where 
the building is located; the latter should consist of hous-
ing services provided or the users’ subjective perceptions 
and satisfaction toward the services. The aforementioned 
substantive aspect is the technical dimension in this study, 
which refers to the building’s tangible facilities, housing 
quality, and living environment. The non-substantive as-
pect is the functional dimension in this study, and empiri-
cal results showed that this dimension exerts the greatest 
influence on housing satisfaction (Hung & Chang, 1993). 
Kusbit and Sutton (1991) concurred that the interior im-
age of a building is a salient factor that influences tenant 
satisfaction. Muhlebach (1998) pointed out that enhanc-
ing the building’s interior and exterior appearances would 
increase tenants’ willingness to retain their tenancy.

Secondly, the functional dimension (process) encom-
passes service (quality) delivery, that is customers’ percep-
tion of interactions that occurred during the service deliv-
ery process. Naudé and Buttle (2000) defined relationship 
quality as the quality perceived by customer; a high rela-
tionship quality helps enhance the customers’ perceived 
quality and thus strengthens long-term relationships. Ma-
lik (2012) suggested that in essence, customers’ percep-
tions of service quality are subjective and highly correlated 
to the service quality provided. Rasila (2009) argued that 
honest landlords who continuously share information 
and communicate with tenants increase the relationship 
quality between them and their tenants. Gounaris et  al. 
(2010) opined that service quality affects customers’ pur-
chase satisfaction and behavioral intentions. Hence, hous-
ing quality, quality of living environment, service quality, 
and perceptions of service are all variables that could be 
included into the technical and functional dimensions of 
the scope of this study.
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This study primarily aimed to examine the factors in-
fluencing personal behavior on tenant loyalty. The theory 
of planned behavior (which encompasses attitude, per-
ceived behavioral control, and social norms) served as the 
basis of this study; and the three variables of the technical 
dimension, the functional dimension, and tenant satisfac-
tion were incorporated into a conceptual framework on 
tenant loyalty.

1. Literature review and research hypotheses

In the study by Cheah et al. (2014) concerning the effects 
of the technical and functional dimensions of tenant sat-
isfaction and loyalty, the technical dimension consisted 
of five aspects – building features and service preference, 
agglomeration, accessibility, lease and monetary perfor-
mance, while the functional dimension consisted of two as-
pects – proactive customer orientation and responsive cus-
tomer orientation. Three aspects, namely building features 
and service preference, agglomeration, and responsive cus-
tomer orientation significantly and positively affected satis-
faction. Lastly, satisfaction also significantly and positively 
affected loyalty. Similarly, Cheah et al. (2019) divided cus-
tomer orientation into proactive customer orientation and 
responsive customer orientation, both of which affect ten-
ant loyalty through tenant satisfaction as a mediator. In ad-
dition, office building grade had moderating effects. Cheah 
et al. (2020) found that the willingness of office tenants to 
pay rent can be reflected through the perceived benefits 
of positioning strategies, the grades of office spaces, and 
industry sectors of office tenants.

1.1. The technical dimension, the functional 
dimension, attitudes, and tenant satisfaction

Adnan et al. (2012) divided the technical dimension into 
five components: building features, services, and manage-
ment (BFSM); monetary factors; leasing factors; agglom-
eration and location; and accessibility. The authors opined 
that these five factors are key considerations during ten-
ancy decision-making. Tenants who stay for longer peri-
ods inside a building are better able to identify with its 
functions such as clearance height, comfortable working 
environments, designs, and refurbishments. This identi-
fication directly influences their perceptions toward the 
surroundings of the rented space (Baharum et al., 2009). 
Gibler et al. (2014) suggested that tenants could encoun-
ter losses from reduced business when they move their 
offices to new locations, and landlords may not neces-
sarily understand why tenants wish to move elsewhere. 
However, if landlords refurbish their office buildings, they 
could reduce tenant dissatisfaction, as tenants could feel 
satisfied with the improvements in the qualities of the of-
fice building as well as the services provided by the land-
lord, thereby increasing their retention. Kusbit and Sutton 
(1991) concurred that the interior image of a building is a 
salient factor that influences tenant satisfaction. Kirkpat-
rick and Tarasuk (2011) pointed out that housing prod-

ucts, accessibility, features of the public sector, and envi-
ronmental features are factors that influence customers’ 
satisfaction with their living arrangement. According to 
Appel-Meulenbroek (2008), parking facilities, locational 
factors (close to the city center and public infrastructure), 
and accessibility exert a positive influence on tenant satis-
faction. The main determinant of tenant satisfaction is the 
value perceived by tenants toward using a paid product 
or service (Lemke et al., 2011). Hung and Chang (1993) 
delineated the relationship between the services provided 
in a community, the quality of management and main-
tenance, and the satisfaction of living. Living satisfac-
tion mostly entailed the technical dimension, especially 
the relationship between the housing building itself and 
customer satisfaction. Based on the aforementioned argu-
ments, we proposed Hypothesis 1 as follows:
H1: The technical dimension has a positive and signifi-
cant influence on tenant satisfaction.

The functional dimension (process) involves how 
services are provided to customers, that is, customers’ 
perceptions of the interactions that occurred during the 
service delivery process (Kang, 2006). Flint et al. (2011) 
identified two functional dimensions, namely proactive 
customer orientation and responsive customer orienta-
tion. Both dimensions can be regarded as factors that cre-
ate excellent value for customers (Beverland et al., 2004). 
Freybote and Gibler (2011) noted that providing excellent 
value, handling sensitive information correctly, maintain-
ing good communications and interpersonal relation-
ships are opportunities for landlords or service providers 
to demonstrate their knowledge and competence, thereby 
gaining trust from customers as well as maintaining long-
term landlord-tenant relationships. Nath et  al. (2010) 
reported that if enterprises driven by market needs are 
able to emphasize the service contents and service qual-
ity required by customers, they would be able to allocate 
resources efficiently according to different competitive 
markets, thereby elevating their performance in terms of 
innovation. Responsive customer orientation refers to a 
service provider’s ability to effectively respond to the pre-
cise needs of customers (Blocker et al., 2011). Hui et al. 
(2014) pointed out that tenants who live in excellent liv-
ing environments and have a stronger sense of community 
belonging have a higher satisfaction of living and are less 
willing to move out. Based on the aforementioned argu-
ments, we proposed Hypothesis 2 as follows:
H2: The functional dimension has a positive and signifi-
cant influence on tenant satisfaction.

Attitudes are positive or negative evaluations of people, 
events, and objects. The perceptions and attitudes toward 
an evaluation consist of three components, namely a cog-
nitive component, an emotional component, and a behav-
ioral component. The behavioral component of attitude 
refers to the behavioral intentions expressed extrinsically 
toward a specific behavior, person, event, or object. The 
behavioral component describes how different behavioral 
attitudes result in different behavioral expressions, such 
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as a love and hatred of certain people, events, and objects. 
Therefore, an attitude is a combination of affective feelings, 
cognitive ideas, and intended behaviors (Robbins, 1994). 
The quality of the living environment is a concept pertain-
ing to the quality of life. It displays the various welfare 
and feelings of residents toward their living environment, 
i.e. the effect of residents’ attitude on their satisfaction. 
Lercher (2003) and Bonaiuto et al. (2003, 2006) remarked 
that behavioral intentions directly and positively influence 
residents’ satisfaction. Based on the aforementioned argu-
ments, we proposed Hypothesis 3 as follows:
H3: Attitudes have a positive and significant influence 
on tenant satisfaction.

1.2. Attitudes, tenant satisfaction, perceived 
behavioral control, social norms, and tenant loyalty

The company’s goal is to create profits and retain custom-
ers. Customers who identify with a particular product or 
service have a higher willingness to return in the future. 
Therefore, enhancing attitudes and strengthening one’s 
trust in a particular product are the means to enhance 
consumers’ propensity of making repeat purchases (Smith 
& Swinyard, 1988). Zheng et  al. (2019) investigated the 
factors influencing the behavioral intentions and actual 
actions among the younger generation on housing rentals. 
Their empirical results showed that a stronger perceived 
rental behavior significantly and positively influences be-
havioral intentions. Based on the aforementioned argu-
ments, we proposed Hypothesis 4 as follows:
H4: Attitudes have a positive and significant influence 
on tenant loyalty.

In recent years, tenants have raised their expectations 
for tenancy services. Professionals often regard customer 
relations management as a factor that determines wheth-
er rental companies gain profits (Kennedy & Schneider, 
2000). Gibler et  al. (2014) revealed that tenants who 
are satisfied with their rented house, landlord, or build-
ing management are more likely to retain their tenancy. 
Falco (2017) examined resident satisfaction and showed 
that community management is a salient factor that de-
termines retention. Enhancing tenants’ willingness to 
retain and strengthening tenant loyalty maximize profits 
for landlords. With the exclusion of moving out due to 
non-voluntary factors, tenants who are satisfied with the 
living environment or service quality provided by their 
landlords would directly express their intentions to retain 
their tenancy, as well as promoting or recommending 
their landlord to their friends and family (Chen & Shiu, 
2016). Based on the aforementioned arguments, we pro-
posed Hypothesis 5 as follows:
H5: Tenant satisfaction has a positive and significant in-
fluence on tenant loyalty.

Perceived behavioral control represents the compe-
tence, opportunities, time, and resources required by a 
person to perform a behavior (Ajzen, 1985, 1991). The 
greater the perceived behavioral control, the stronger a 
person is able to control themselves to perform a behavior, 

thereby enhancing their behavioral intentions (Ajzen & 
Madden, 1986). Gasiorowska (2014) proposed that dur-
ing the transaction of goods, perceived behavioral control 
influences a consumer’s ability to pay for the goods they 
have purchased, and affordability acts as a variable that 
influences purchase intentions. The author asserted that 
perceived behavioral control effectively affects purchase 
intentions. Based on the aforementioned arguments, we 
proposed Hypothesis 6 as follows:
H6: Perceived behavioral control has a positive and sig-
nificant influence on tenant loyalty.

Roos and Hahn (2017) found potential interactions 
between social norms and customer behaviors in the con-
text of living space under a shared economy. The stronger 
the consumers’ engagement in shared consumption, the 
more interactions and attention between one another. This 
ultimately creates highly reliable social norms among con-
sumers, as well as the willingness to engage in shared liv-
ing with others and loyalty to a living space. Kim et  al. 
(2015) pointed out that social norms are socially-derived 
normative pressures on a person’s behavior, in which in-
junctive norms represent the degree of acceptance of a 
person’s community toward the person’s behaviors. Hwang 
(2008) opined that internal influence (exerted by family 
and friends) is more important than external influence 
(exerted by the media). The more people identify them-
selves with group preferences, the higher the degree of 
influence of social norms exerted on their opinions and 
behaviors. Based on the aforementioned arguments, we 
proposed Hypothesis 7 as follows:
H7: Social norms have a positive and significant influ-
ence on tenant loyalty.

2. Research design

2.1. Conceptual framework

In this study, the technical dimension of service quality, 
the functional dimension of service quality, attitudes, per-
ceived behavioral control, and social norms were set as 
exogenous latent variables in a structural equation model 
(SEM); while tenant satisfaction and tenant loyalty were 
set as endogenous latent variables. The structural casual 
relationships between the seven latent variables were ana-
lyzed. Covariance-based SEM (CB-SEM) is used for test 
validation purposes and requires normally distributed 
data as well as a large sample size. By contrast, partial least 
squares SEM (PLS-SEM) is used for exploratory purposes 
and does not require normally distributed data or a large 
sample size. According to Reinartz et al. (2009), CB-SEM 
is more consistent and accurate than PLS-SEM when the 
sample size is larger than 250. Moreover, Sarstedt et  al. 
(2016) concurred that the bias between CB-SEM and PLS-
SEM is marginal when the sample size is 250, and this 
bias is further reduced with a larger sample size. Since the 
number of observations in this study was 300, CB-SEM 
was used. The conceptual framework of this study is 
shown in Figure 1.
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and Shiu (2016). There were four items equally distrib-
uted in two sub-constructs: proactive customer orienta-
tion and responsive customer orientation. Items related to 
attitudes were designed according to the studies of Ajzen 
and Fishbein (1980) and Taylor and Todd (1995b, 1995c). 
There were four items distributed in two sub-constructs: 
behavioral attitudes and object-based attitudes.

Items related to tenant satisfaction were designed ac-
cording to the studies of Onibokun (1974); Satsangi and 
Kearns (1992); and Chen and Shiu (2016). There were six 
items distributed in four sub-constructs: service contents, 
price of service, product quality, and customer complaints. 
Items related to tenant loyalty were designed according to 
the studies of Onibokun (1974) and Chen and Shiu (2016). 
There were four items distributed in two sub-constructs: 
attitudinal loyalty and behavioral loyalty. Items related to 
perceived behavioral control were designed according to 
the studies of Ajzen (1991), Taylor and Todd (1995a), and 
Liu and Wu (2007). There were four items distributed in 
two sub-constructs: attitudinal loyalty and behavioral loy-
alty. Items related to social norms were designed accord-
ing to the study of Cialdini and Goldstein (2004). There 
were three items distributed in three sub-constructs: in-
junctive norms, personal norms, and reciprocity norm 
The Likert 5-point scale was utilized in the questionnaire, 
with the level of agreement being divided into five levels 
of strongly disagree, disagree, neutral, agree, and strongly 
agree, with each level carrying 1 to 5 points. The authors 
designed the questionnaire after discussing with univer-
sity students and collaborated to administer it to the par-
ticipants. Further details on the items and their references 
are shown in Table 1.

2.2. Questionnaire design

The questionnaire in this study comprises two sections. 
The first section contains the participants’ basic data, in-
cluding their gender, age, marital status, education level, 
occupation, and tenancy period. The second section con-
sists of items pertaining to the variables of the technical 
dimension, the functional dimension, attitudes, tenant 
satisfaction, tenant loyalty, perceived behavioral control, 
and social norms. Items related to the technical dimen-
sion were designed according to the studies of Adnan 
et  al. (2012) and Hung and Chang (2002). There were 
eight items equally distributed in four sub-constructs: 
monetary performance (rental); tenancy features (compli-
ance to the law and relevant housing regulations); build-
ing features, services, and management (housing building 
management); and agglomeration (close to main roads). 
Items related to the functional dimension were designed 
according to the studies of Flint et  al. (2011) and Chen 

Figure 1. Research framework

Table 1. Questionnaire items and reference sources

Measurement 
aspect Questionnaire item Reference 

source

Technical 
dimension

Monetary performance
(rental)

1. To me, a lower rental would increase my desire to rent Adnan et al. 
(2012)2. To me, rental is a salient factor that has to be taken into account 

when renting a house
Tenancy features 
(compliance with 
the law and relevant 
housing regulations)

1. I feel that the tenancy agreement of the house I am renting right 
now guarantees my rights
2. I feel that tenancy agreements bound by the law guarantee my rights

Building features, 
services, and 
management (housing 
building management)

1. To me, it is important for a housing building to have excellent 
public safety and entrance security management

Hung and 
Chang (2002);
Adnan et al. 
(2012)

2. To me, it is important for a housing building to have excellent 
public sanitation and landscape management

Agglomeration (close 
to main roads)

1. To me, it is important for a housing building to located within the 
vicinity of main roads

Adnan et al. 
(2012)

2. I feel that the house I am renting right now has convenient 
transportation access

Functional 
dimension

Proactive customer 
orientation

1. I feel that my landlord cares about my quality of living Flint et al. 
(2011); Chen 
and Shiu (2016)

2. I feel that my landlord is able to respond to my requests in a timely 
manner

Responsive customer 
orientation

1. I feel that my landlord utilizes more diverse means of 
communication to contact me
2. I feel that my landlord maintains good interactions with me
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2.3. Sampling method and data collection

The participants consisted of tenants residing in nine ad-
ministrative districts (Cianjhen, Tsoying, Sanmin, Lingya, 
Cianjin, Sinsing, Yancheng, Fongshan, and Gushan) in 
Kaohsiung City. The 2010 merge of Kaohsiung City and 
Kaohsiung County into a special municipality resulted in 
38 districts (consisting of 11 districts from the former and 
27 cities and rural/urban townships from the latter). In 
this study, eight of the 11 former Kaohsiung City districts 
(the relatively less vibrant districts of Cijin, Nanzih, and 
Siaogang were excluded) alongside the former country 
seat of Fongshan City (now a district) were included for 
analysis. The former Kaohsiung City was Taiwan’s second 
most populous city, and is currently the third largest city 
following the merge. The city has a population of 2.76 mil-
lion in 2021, and is a bustling commercial, tourism and 
service industry hub. Moreover, the author of this study is 
employed in nearby Pingtung County, and hence, consid-
ering the bustling commercial scene and easy accessibility 
of transportation services, Kaohsiung City was selected as 
the study area. The sample size must be considered dur-

ing sampling, as it affects the accuracy of the estimated 
results. We assumed a permissible error of 0.05 and a sig-
nificance level (α) of 10%, that is, a required sample size 
of 271 at a 90% confidence interval. The total number of 
valid questionnaires in this study was 300, which exceeded 
the required observed value of 271. The researchers ad-
ministered a questionnaire to each participant in person, 
who were recruited via convenience sampling. During the 
process, the six-person research team was split into three 
teams of two. Each team separately visited housing build-
ings and apartments in the eight abovementioned districts 
and explained the details of the research to the security 
personnel. After the tenants have returned, the research-
ers kindly requested them to fill out the questionnaire 
without coercion or interference, so as to allow them to 
subjectively express their thoughts and feelings. A total of 
315 questionnaires were administered from June 1, 2019 
to June 30, 2019. All of the questionnaires were recov-
ered. After removing 15 invalid responses (incomplete or 
had duplicate responses to items), there were 300 valid 
responses, indicating an effective recovery rate of 95.2%.

Measurement 
aspect Questionnaire item Reference 

source

Attitudes Behavioral attitudes 1. I feel that my tenancy has positive effects on me Ajzen and 
Fishbein 
(1980); Taylor 
and Todd 
(1995b, 1995c)

2. I feel that the experience of renting my house is enjoyable
3. I feel that I am satisfied with the quality of the rented house

Object-based attitudes 1. I feel that the house I am renting now can enhance my self-worth
Tenant 
satisfaction

Service contents 1. I feel satisfied with the overall service of my landlord Onibokun 
(1974); Satsangi 
and Kearns 
(1992); Chen 
and Shiu (2016)

2. I feel satisfied to know that my landlord is willing to help solve my 
problems

Price of service 1. I feel satisfied to know that my landlord does not increase the rent 
arbitrarily

Product quality 1. I feel satisfied with the facilities provided in the rented house
Customer complaints 1. I feel satisfied to know that the landlord cares about my rights

1. I feel satisfied to know that the landlord is able to address my 
complaints in a timely manner

Tenant loyalty Attitudinal loyalty 1. I am willing to retain my tenancy if my landlord does not increase 
the rent arbitrarily

Oliver (1997); 
Chen and Shiu 
(2016)2. I would recommend my landlord’s houses to other potential tenants

Behavioral loyalty 1. If my tenancy ends soon, I am willing to retain it
Perceived 
behavioral 
control

Perceived self-efficacy 1. I am able to keep up with tenancy-related information Ajzen (1991); 
Taylor and 
Todd (1995a)

2. I am capable of renting a house
3. I have full control of whether I want to rent a house

Perceived convenience 1. The house I am renting right now is highly accessible to my 
workplace

Liu and Wu 
(2007)

Social norms Injunctive norms 1. I feel that the opinions of others would influence my assessment of 
a house I wish to rent

Cialdini and 
Goldstein 
(2004)Personal norms 1. I feel that one does not need to buy a house throughout their life

Reciprocity norm 1. The landlord treats me well and therefore I am willing to maintain 
the surroundings of the house I am renting

End of Table 1
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3. Descriptive statistics, reliability, and validity of 
sample data

3.1. Descriptive statistics of samples

Among the valid samples, men accounted for 46.3% 
(139 participants) of respondents and women accounted 
for 53.7% (161 participants) of respondents. A majority 
(151 participants, 50.3%) of the participants were aged be-
tween 21 to 30 years; followed by 85 participants (28.4%) 
in the 31–40 years age group; and then 43 participants 
(14.3%) in the 41–50 years age group. The mean age of 
the respondents was 33 years. In terms of marital status, 
there were 204 unmarried respondents (68%), 89 married 
respondents (30%), and seven others (2%). In terms of ed-
ucation level, university-level respondents (including four- 
and two-year programs) accounted for the highest propor-
tion of respondents at 60% (179 participants); followed by 
those who hold a master’s degree (42 participants, 14%); 
those with high school (vocational) education or below 
(40 participants, 13%); those with junior college-level edu-
cation (32 participants, 11%), and then those who hold a 
doctorate degree (seven participants, 2%). In terms of oc-
cupation, those in the line of agriculture/industrial/com-
merce accounted for 41% (121 participants); followed by 
military officers/civil servants/teachers, who accounted 
for 30% (90 participants); those with other occupations, 
who accounted for 78 participants (26%); and housekeep-
ers who accounted for 11 participants (4%). In terms of 
tenancy period, 80 participants (27%) had been renting 
for less than a year; 140 participants (47%) had been rent-
ing for one to three years (the majority); 45 participants 
(15%) had been renting for four to six years; 21 partici-
pants (7%) had been renting for seven to nine years; and 
14 participants (5%) had been renting for over ten years. 
The characteristics of the sample structure are as follows: 
there was a higher proportion (53.7%) of female respond-
ents; the mean age of the respondents was 33 years; most 
of them were unmarried; most of them had graduated 
from university; most of them were in the line of agri-
culture/industrial/commerce, and most of them had been 
renting their house for one to three years. The correla-
tion coefficient between the two measurement variables of 
Technical dimension and the four measurement variables 
of Tenant satisfaction is between 0.34–0.76. The correla-
tion coefficient between the four measurement variables of 
Functional dimension and the four measurement variables 
of Tenant satisfaction is between 0.14–0.53. The correla-
tion coefficient between the four measurement variables of 
Tenant satisfaction and the two measurement variables of 
Tenant loyalty is between 0.46–0.58. The correlation coef-
ficient between the three measurement variables of Social 
norms and the two measurement variables of Tenant loy-
alty is between 0.17–0.58 (A correlation matrix between 
the measured variables is provided in Appendix Table A1).

Single source bias occurs when data is collected from 
the same participants. As the participants provide their re-
sponses, their cognitive schema would increase their ten-

dency to conceptualize the information. Thus, the similar-
ities in their interpretations would inflate the correlation 
coefficients between the constructs in their responses. This 
problem is particularly heightened when the items are 
positively worded and are measured on a five-point Lik-
ert scale (Avolio et al., 1991). One method for redressing 
this problem is to separate the sources, by which research-
ers employed paired comparison questionnaires for data 
collection (Chung & Su, 2014). For instance, in studies 
pertaining to the relationship between authentic leader-
ship and job performance, employees were asked to com-
plete an authentic leadership questionnaire, while their 
supervisors were asked to complete their subordinates’ job 
performance questionnaire. Another method would be re-
verse coding. For questionnaires that consist exclusively 
of positively worded items, reverse worded items could 
be integrated into the list. In this way, the respondent’s 
level of attention can be monitored and their attempts to 
provide responses in a consistent manner can be reduced 
(Peng et al., 2006). While these two methods can mitigate 
single source bias, they are unable to completely elimi-
nate common method variance (CMV), as single source 
bias is merely a problem derived from CMV. In this study, 
Harman’s single factor test was used to examine whether 
CMV between the variables had significantly affected the 
results (Podsakoff & Organ, 1986). It must be noted, how-
ever, that this approach is regarded as one for examining 
the severity of CMV, and it cannot be used directly for 
eliminating CMV (Peng et al., 2006).

3.2. Reliability and validity analysis

In addition to a reliability analysis, researchers must also 
perform a validity analysis on a questionnaire. This analy-
sis tests the content validity and construct validity of the 
questionnaire. In terms of content validity, the question-
naire primarily explored tenancy and was designed based 
on tenancy-related studies. The researchers first discussed 
the contents with relevant professionals and then revised 
the items and meanings. The questionnaire in this study 
was determined to have a certain level of content validity. 
Next, construct validity tests whether the questionnaire 
constructs are able to capture actual situations (Chang, 
2001). In this study, standardized factor loadings were 
used as standard for measuring construct validity. All the 
factor loadings of the items attained a level of significance 
and hence the questionnaire was determined to have con-
struct validity. In addition, the convergent validity and 
the discriminant validity of the questionnaire were test-
ed. (1) Convergent validity is based on the standardized 
factor loadings of each construct item. Hair et al. (2006) 
stated that the standardized factor loadings of each con-
struct should be greater than 0.5; a higher average vari-
ance extracted (AVE) of a construct represents a stronger 
reliability, as well as higher convergent validity. With the 
exception of social norms, which had a standardized fac-
tor loading of 0.341, all the other constructs had a stand-
ardized factor loading that exceeds 0.5 and attained a level 
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of significance, which indicates that most of the constructs 
had convergent validity (see Table  3). (2) Discriminant 
validity checks for correlation between two different 
constructs. This study performed discriminant validity 
analysis according to the recommendations of Anderson 
and Gerbing (1988). In a correlation analysis, discrimi-
nant validity is said to be present between two different 
constructs when the correlation between the constructs 
is very low. The square root of the AVE of each construct 
should be greater than the coefficient of correlation be-
tween the constructs (Hair et al., 1998). Based on Table 3, 
the square root of the AVE of each construct ranged from 

0.446 to 0.948. With the exception of tenant loyalty and 
social norms, the square roots of the AVE of the other con-
structs were greater than their coefficients of correlation. 
This result shows that most of the constructs had met the 
aforementioned criterion and hence the questionnaire was 
determined to have discriminant validity. The HTMT is 
used in research to assess discriminant validity. Research-
ers have highlighted its high sensitivity and specificity, as 
a HTMT smaller than 0.85 indicates stringent discrimi-
nant validity between each latent variable (Henseler et al., 
2015). As shown in Table 4, this criterion has been met, 
and hence this study has excellent discriminant validity.

Table 2. Analysis of reliability, factor loading, and average value extracted of the questionnaire

Variables Factor loading 
(unstandardized)

Factor loading
(standardized)

Error 
variance

Measured
variable

reliability

Composite 
reliability 

(CR)

Average 
variance 
extracted 

(AVE)

Structural 
equation 

assessment R2

Technical dimension 0.795 0.582 –

Monetary 
performance

1.000 0.332 0.364 0.110

Agglomeration 1.740** 0.522** 0.365 0.272

Building management 2.341** 0.734** 0.212 0.538

Tenancy features 2.161** 0.628** 0.323 0.394

Functional dimension 0.946 0.898 –

Proactive
Responsive

1.000
0.901**

0.981
0.870**

0.025
0.170

0.963
0.756

Attitudes 0.920 0.853 –

Behavioral attitudes 1.000 1.103 0.001 1.216

Object-based attitudes 0.920** 0.796** 0.316 0.634

Tenant satisfaction 0.913 0.731 0.658

Service contents 1.000 0.861 0.128 0.742

Price of service 0.689** 0.551** 0.399 0.303

Product quality 0.926** 0.742** 0.257 0.550

Customer complaints 1.081** 0.900** 0.101 0.809

Tenant loyalty 0.913 0.841 0.550

Attitudinal loyalty 1.000 0.914 0.091 0.836

Behavioral loyalty 1.014** 0.839** 0.201 0.704

Perceived behavioral 
control

0.797 0.665 –

Perceived self-efficacy 1.000 0.853 0.147 0.727

Perceived convenience 1.018** 0.687** 0.456 0.471

Social norms 0.401 0.199 –

Injunctive norms 1.000 0.312 0.629 0.097

Personal norms 1.660** 0.341** 1.424 0.116

Reciprocity norm 2.006** 0.631** 0.413 0.398
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This study verified whether the data between the 
variables was distributed normally by assuming that the 
sample had a multivariate normal distribution. The test 
results indicated that Mardia’s multivariate kurtosis coef-
ficient was 108.472 and the critical ratio (CR) was 33.255. 
A CR greater than 1.96 means that the variables are not 
normally distributed. The test results suggest the absence 
of multivariate normal distribution. Therefore, we as-
sumed that the data was distributed normally before us-
ing the maximum likelihood (ML) approach. According to 
Boomsma and Hoogland (2001), under non-normal dis-
tribution conditions, ML offers better statistical benefits 
for larger models with more than six observations. Kline 
(1998) pointed out that a satisfactory level is achieved 
when the absolute values of skewness and kurtosis do not 
exceed 3 and 8, respectively. Moreover, a kurtosis greater 
than 20 indicates considerable severity. The absolute val-
ues of skewness and kurtosis were less than 3 and 8 in 
this study. In practice, each estimation method has its own 
limitations. Since the kurtoses of the variables in this study 
were rather small, ML estimation was used (Please refer to 
Lee (2012) for further information).

4. Empirical results and discussion

The parameters in this study were estimated by the maxi-
mum likelihood (ML) method. The fit of the conceptual 
framework model was first assessed, after which an analy-
sis of the linear structural model was performed.

4.1. Questionnaire design

To assess the fit of the conceptual framework model, three 
evaluation criteria proposed by Bagozzi and Yi (1988) 
were used in this study, namely preliminary fit criteria, fit 
of internal structure of the model, and overall model fit.

(1). Preliminary fit criteria
Preliminary fit criteria state that the measured error 

of the indicators must have positive values; the standard-
ized factor loadings must not be too high or low (between 
0.50 to 0.95); and the values must attain a level of signifi-
cance. Preliminary fit criteria is used to check for errors 
in the model and detect identification or input problems 
(Chen, 2003). According to Table 2, the factor loadings of 
the measured variables ranged from 0.341 to 0.900. The 
values of the two structural equations in this study were 
0.658 and 0.550, respectively, which indicated an accept-
able preliminary fit.

(2). Fit of internal structure of the model
According to Bagozzi and Yi (1988), three approaches 

can be used to assess the goodness-of-fit of a model’s in-
ternal structure  – the individual item reliability of each 
observed variable; the composite reliability (CR) of each 
latent variable; and the average variance extracted (AVE) 
of each latent variable is described as follows: The reliabil-
ity of each individual item is used to assess the construct 
reliability of measured variables on their corresponding 
latent variables, to validate if a factor loading was greater 
than 0.5, and to check the statistical significance of each 

Table 3. Correlation matrix of latent variables

Technical 
dimension

Functional 
dimension Attitudes Tenant

satisfaction
Tenant
loyalty

Perceived
behavioral 

control

Social
norms

Technical dimension 0.763
Functional dimension 0.010 0.948
Attitudes 0.001 0.001 0.924
Tenant satisfaction 0.283 0.731 0.217 0.855
Tenant loyalty 0.105 0.271 0.204 0.398 0.917
Perceived behavioral control 0.001 0.001 0.001 0.001 0.163 0.815
Social norms 0.001 0.001 0.001 0.001 0.584 0.001 0.446

Note: The diagonal elements shown in this matrix are the square roots of the constructs’ AVE.

Table 4. HTMT value of latent variables

Technical 
dimension

Functional 
dimension Attitudes Tenant

satisfaction
Tenant
loyalty

Perceived
behavioral 

control

Functional dimension 0.575
Attitudes 0.612 0.703
Tenant satisfaction 0.727 0.802 0.665
Tenant loyalty 0.656 0.626 0.573 0.735
Perceived behavioral control 0.721 0.561 0.604 0.676 0.586
Social norms 1.027 0.785 0.745 0.843 0.870 0.700
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tio, the better the fit of the model, with the maximum val-
ue being three (some studies have stated that five or seven 
is acceptable too). Other fit indices include goodness-of-fit 
index, (GFI), root mean square residual (RMR), and root 
mean square error of approximation (RMSEA). Based on 
Table 5, the chi-square statistic of this study was 904.035 
(p  = 0.001), which indicates that the conceptual frame-
work model had some differences with the sample data. 
The c2 / df ratio was 6.235; the GFI was 0.724; the RMR was 
0.203; and the RMSEA was 0.132, which were all within 
the acceptable thresholds. Incremental fit indices compare 
the level of the fit between the theoretical model and the 
test data. Commonly-used incremental fit indices include 
the adjusted goodness-of-fit index (AGFI), the normed fit 
index (NFI), and the comparative fit index, (CFI). In this 
study, the AGFI, NFI, and CFI was 0.639, 0.753, and 0.783, 
respectively, and were within their acceptable ranges de-
spite not reaching the standard. Parsimonious fit indices 
measure the parsimony of a theoretical model, so as to un-
derstand if the model was “too fit” due to a high number 
of coefficients (Hair et al., 1998). The parsimony normed 
fit index (PNFI) and the parsimony goodness-of-fit index 
(PGFI) of this study was 0.639 and 0.664, respectively, and 
both were larger than 0.50. Consolidating the abovemen-
tioned results, the overall goodness-of-fit, incremental fit, 
and parsimonious fit indices of the model were acceptable. 
This shows that the goodness-of-fit of this study’s concep-
tual framework model was acceptable.

4.2. Analysis of linear structure model and 
discussion

The empirical results are presented in Table  6 and Fig-
ure  2. The estimated coefficient of the technical dimen-
sion on tenant satisfaction was 0.281 and attained a 1% 
level of significance. This shows that the technical dimen-
sion had a positive and significant effect on tenant sat-
isfaction. The stronger the tenants’ perceived technical 
dimension, the higher their perceived satisfaction. Petty 

loading. With the exception of that of personal norms, all 
the other factor loadings exceeded 0.50 and attained a level 
of significance (see Table 2). The CR of a latent variable is 
an aggregate of the reliabilities of its measured variables. It 
represents the internal consistency of construct indicators, 
as the high CR of an indicator reflects its high consistency. 
A CR greater than 0.60 is considered acceptable (Fornell 
& Larcker, 1981). In this study, with the exception of that 
of social norms, all the CRs of the variables exceeded the 
acceptable cutoff point of 0.60. The AVE of a latent vari-
able is a measure of the explanatory power of the latent 
variable on all measured variables. A high AVE indicates 
that the latent variable has a high reliability and conver-
gent validity. An AVE greater than 0.50 is considered ac-
ceptable (Fornell & Larcker, 1981). According to Table 2, 
with the exception of social norms (which had an AVE 
of only 0.199), all of the other variables had AVEs greater 
than 0.50, which indicates that the internal consistency of 
the scale was desirable. The low coefficients of correlation 
of the three variables in the Social Norms construct could 
be the main reason for the low composite reliability value 
and AVE result for Social norms.

(3). Overall model fit
In this study, the overall model fit was assessed by 

means of absolute fit measures, incremental fit meas-
ures, and parsimonious fit measures (Chiu, 2009; Chen 
& Wang, 2011). The fit of a model cannot be determined 
through a single indicator or criterion, and hence the test 
results of the overall model fit must be taken into account. 
Absolute fit indices validate the goodness of the fit of the 
theoretical model and the sample data. An overly large 
sample size would also increase the values and could easily 
lead to the rejection of the null hypothesis, which causes 
the inconsistent distribution of the sample data and the 
theoretical model (i.e., the conceptual framework of this 
study). Researchers have suggested that other fit indices, 
such as the Chi-square/degree of freedom ratio, must be 
taken into account when determining the goodness-of-fit 
of a model (Hair et al., 1998). In general, the higher the ra-

Table 5. Goodness-of-fit indices of the conceptual framework model developed in this study

Test statistics Acceptable value Test result

Absolute fit measures c2 (p-value) 904.035 0.001
c2 / df <5 6.235
GFI >0.90 0.724

RMR Smaller values suggest a better fit 0.203
RMSEA Smaller values suggest a better fit, preferably <0.05 0.132

Incremental fit measures AGFI >0.90 0.639
NFI >0.90 0.753
CFI >0.90 0.783

Parsimonious fit measures PNFI >0.50 0.639
PGFI >0.50 0.664
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and Wegener (1999) proposed that the technical dimen-
sion plays a salient role in tenant satisfaction. Muhlebach 
(1998) pointed out that enhancing the building’s interior 
and exterior appearances would increase tenants’ willing-
ness to retain their tenancy. Hung and Chang (2002) dem-
onstrated that management and maintenance companies 
with professional management experience and technical 
capabilities can enhance residents’ satisfaction through 
several methods, such as implementing entrance secu-
rity, maintaining environmental sanitation, strengthening 
security patrols, quick repair of malfunctioned mechani-
cal and electrical equipment, and improving the quality 
of living environments. Residents would feel that the ad-
ditional costs of improving their living environment are 
worthwhile. Kirkpatrick and Tarasuk (2011) pointed out 
that housing products, accessibility, features of the public 
sector, and environmental features are factors that influ-
ence customers’ satisfaction of living. According to Appel-
Meulenbroek (2008), parking facilities, locational factors 
(close to the city center and public infrastructure), and 
accessibility exert a positive influence on tenant satisfac-
tion. The empirical results are in support of Hypothesis 1.

The estimated coefficient of the functional dimension 
on tenant satisfaction was 0.734 and attained a 1% level 
of significance. This shows that the functional dimension 
had a positive and significant effect on tenant satisfaction. 

The stronger the tenants’ perceived functional dimension, 
the higher their perceived satisfaction. The functional 
dimension encompasses the level of service provided to 
customers, that is the customers’ perceptions of the inter-
actions that occurred during the service delivery process 
(Kang, 2006). Tenants nowadays pay more attention to 
the level of service received. Hence, in order to maintain 
their competitiveness, it is important for rental compa-
nies to listen and respond to the need, opinions, and ex-
pectations of tenants, so as to achieve optimal manage-
ment (Muhlebach, 1998). If the level of service provided 
by the building management is lower than the residents’ 
expected level, then residents would have lower satisfac-
tion, which could prompt them to move to better places 
(Tsang, 2009). Successful rental companies regard tenants 
as valuable customers, and identifying customers’ prefer-
ences can help these companies provide excellent services 
as well as customized products (Kennedy & Schneider, 
2000). Therefore, there is a need to understand the es-
sence of customer satisfaction in a deeper way, so as to 
elucidate the long-term development of landlord-tenant 
business relations (Tikkanen & Alajoutsijarvi, 2002). In 
other words, the functional dimension has a salient and 
significant influence on tenant satisfaction. The empirical 
results are in support of Hypothesis 2.

The estimated coefficient of attitudes on tenant satisfac-
tion was 0.199 and attained a 1% level of significance. This 
shows that attitudes had a positive and significant effect 
on tenant satisfaction. The stronger the tenants’ perceived 
benefits of their rented house, the higher their perceived 
satisfaction. One’s attitudes toward a particular brand are 
important as such attitudes reflect one’s strong support in 
terms of belief and affection. Lercher (2003) and Bonaiuto 
et al. (2003, 2006) remarked that behavioral attitudes di-
rectly and positively influence residents’ satisfaction. The 
empirical results are in support of Hypothesis 3. The esti-
mated coefficient of attitudes on tenant loyalty was 0.065 
and did not attain a level of significance. This shows that 
attitudes did not have a significant effect on tenant loy-
alty. Loyal tenants have a strong sense of attachment and 
are highly willing to repeat their purchases (Zins, 2001; 
Baloglu, 2002). A good attitude is an expression of loy-
alty and also shows that tenants could develop purchase 

Table 6. Estimation results of the linear structural equation model

Hypothesis Inter-variable relationship Estimated 
coefficient

Standard 
error t-value p-value

Hypothesis 1 Technical dimension → Tenant satisfaction 0.281 0.210 3.822 0.001**
Hypothesis 2 Functional dimension → Tenant satisfaction 0.734 0.039 14.206 0.001**
Hypothesis 3 Attitudes → Tenant satisfaction 0.199 0.038 3.987 0.001**
Hypothesis 4 Attitudes → Tenant loyalty 0.065 0.040 1.387 0.165
Hypothesis 5 Tenant satisfaction → Tenant loyalty 0.398 0.064 6.953 0.001**
Hypothesis 6 Perceived behavioral control → Tenant loyalty 0.172 0.081 2.299 0.021*
Hypothesis 7 Social norms → Tenant loyalty 0.589 0.429 3.593 0.001**

Note: * indicates p < 0.5; ** indicates p < 0.01.

Note: * indicates p < 0.5; ** indicates p < 0.01.

Figure 2. The theoretical structural equation model presented 
with standardized coefficients
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intentions (Smith & Swinyard, 1983). In practice, housing 
prices in Taiwan are high, and hence many prospective 
house buyers resort to renting instead. Some people feel 
stressed because of the high rental rates. Therefore, even 
though tenants are satisfied with their rented houses, their 
attitudes could change because of internal and external 
environmental changes or rising rental rates. This explains 
the lack of loyalty in the tenants. This empirical finding 
closely reflects the situation in Taiwan. Nonetheless, the 
empirical supports did not support Hypothesis 4.

The estimated coefficient of tenant satisfaction on ten-
ant loyalty was 0.398 and attained a 1% level of signifi-
cance. This shows that tenant satisfaction had a positive 
and significant effect on tenant loyalty. The stronger the 
tenants’ perceived satisfaction, the higher their perceived 
loyalty. Our empirical findings are in line with those of 
Dogge and Smeets (2004). Turel and Serenko (2006) 
pointed out that customer satisfaction positively influ-
ences customers’ repurchase behaviors, which serve as an 
expression of loyalty. Fuentes-Blasco et al. (2014) opined 
that satisfaction has a salient and positive influence on 
customer loyalty. Gibler et  al. (2014) revealed that ten-
ants who are satisfied with their rented house, landlord, 
or building management are more likely to retain their 
tenancy. Hypothesis 5 is supported. The empirical results 
are in support of Hypotheses 3 and 5 but are not in sup-
port of Hypothesis 4. This shows that even though atti-
tudes did not have any direct influences on tenant loyalty, 
they indirectly influenced tenant loyalty through tenant 
satisfaction as a mediator.

The estimated coefficient of perceived behavioral con-
trol on tenant loyalty was 0.172 and attained a 5% level of 
significance. This shows that perceived behavioral control 
had a significant and positive effect on tenant loyalty, that 
is personal needs, desires, and exchanged values are as-
sociated with loyalty. Ajzen (1991) pointed out that per-
ceived behavioral control is the perceived degree of diffi-
culty of performing a particular behavior. A customer with 
a strong perceived behavioral control have higher pur-
chase intentions. Gasiorowska (2014) suggested that dur-
ing the transaction of goods, perceived behavioral control 
influences a consumer’s ability to pay for the goods they 
have purchased, and purchase intentions are affected by a 
consumer’s ability to pay. Therefore, perceived behavioral 
control effectively affects purchase intentions. Perceived 
behavioral control is often regarded as an important in-
dicator for explaining a person’s behavioral intentions 
(Parasuraman, 1997; Parasuraman & Grewal, 2000). The 
empirical results are in support of Hypothesis 6. The es-
timated coefficient of social norms on tenant loyalty was 
0.589 and attained a 1% level of significance. This shows 
that social norms have a positive and significant influence 
on tenant loyalty. A tenant’s perception of loyalty would be 
affected when society does not shun their tenancy and the 
tenant has a good relationship with their landlord. Smith 
et al. (2007) suggested that people would tend to rely on 
social norms when they encounter uncertainties. Fishbein 
and Ajzen (1975) mentioned that social norms are the so-

cial normative pressures that one must take into account 
when performing a particular behavior, that is, whether a 
person’s behaviors were influenced by influential people or 
groups. Therefore, social norms influence one’s behaviors. 
Smith et al. (2007) suggested that people would tend to 
rely on social norms when they encounter uncertainties. 
For instance, when society have different attitudes toward 
tenancy, tenants would be influenced by social norms. 
When social norms exert positive influences on the ten-
ants’ perception of their rented house, their willingness to 
stay would be affected as well. The empirical results are in 
support of Hypothesis 7.

Conclusions and recommendations

Analysis of linear structure model and discussion

Theoretical implication

This study primarily aimed to examine the factors influ-
encing personal behavior on tenant loyalty. The theory of 
planned behavior (which encompasses attitude, perceived 
behavioral control, and social norms) served as the basis 
of this study; and the three variables of the technical di-
mension, the functional dimension, and tenant satisfac-
tion were incorporated to build a conceptual framework 
of tenant loyalty. The empirical results showed that the 
conceptual framework model on tenant loyalty had an ac-
ceptable fit, which indicates that the distribution of the 
sample data was consistent with the theoretical model. 
The results showed that the technical dimension, the func-
tional dimension, and attitude significantly and positively 
influenced tenant satisfaction. Tenant satisfaction, per-
ceived behavioral control, and social norms significantly 
and positively influenced tenant loyalty. With the excep-
tion of Hypothesis 4 (attitudes did not have significant ef-
fects on tenant loyalty), the hypotheses in this study were 
supported by the empirical results.

Practical implication

In terms of policy-related implications, the influence of the 
functional dimension on tenant satisfaction highlights the 
importance of proactive customer orientation and respon-
sive customer orientation on tenant satisfaction. In other 
words, proactive customer orientation is regarded as a 
value that creates excellence for customers, that is, a land-
lord cares about their tenants’ quality of living and is able 
to respond to the tenants’ responses in a timely manner. 
Responding to tenants’ complaints and needs in a timely 
manner is a way to show that managers care about ten-
ants. Responsive customer orientation refers to a service 
provider’s ability to effectively respond to the precise needs 
of customers, that is, a service provider would utilize more 
diverse means of communication to contact their tenants, 
maintain good relationships with them, and is able to ef-
fectively and quickly respond to the tenants’ precise needs.

With regard to the influence of the technical dimen-
sion on tenant satisfaction, several factors should be taken 
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into account. For instance, a tenancy agreement should 
guarantee the rights of a tenant according to laws related 
to tenancy. Rented housing buildings with features, good 
service (building) management, excellent public safety and 
entrance security management, good public sanitation and 
landscapes, located near main roads, and offer convenient 
transportation also play an important role. Furthermore, 
lower rentals relatively increase a potential tenant’s desire 
to rent a place. In short, these factors exert important ef-
fects on tenant satisfaction.

As Taiwanese citizens’ income increases, they have 
more demands for housing quality, as they desire a house 
that not only provides shelter, but also emphasize the in-
ternal structure, external environmental quality, as well 
as the quality of the functional dimension. The empiri-
cal results of this study suggest that the influence of the 
functional dimension on tenant satisfaction exceeds that 
of the technical dimension. This further highlights the sa-
lience of proactive customer orientation and responsive 
customer orientation (which are both components of the 
functional dimension) on tenant satisfaction. This study 
indicates that housing rental companies should place more 
emphasis more on the functional dimension when they 
plan to rent out a house. They should not only express 
concern to the tenants’ quality of living but also address 
the tenants’ needs in a proactive manner.

Recommendations for future studies

In this study, data was acquired by means of a question-
naire, in which responses were recorded on a five-point 
Likert scale. The responses were based on the subjective 
perceptions of the respondents, and the results are often 
influenced by their emotions and personal preferences. 
In order to overcome this shortcoming, the qualitative 
research approach could be employed as a supplement 
approach to examine the actual living environments and 
tenancy agreements of the tenants, as well as their atti-
tudes and satisfaction levels. The supplementary qualita-
tive research approach not only strengthens the contents 
of a quantitative research, but the data collected through 
both methods enables investors and consumers to under-
stand trends in the housing rental market, thus enhanc-
ing the practicality and credibility of the results. The low 
coefficients of correlation of the three variables in the So-
cial Norms construct could be the main reason for the 
low composite reliability value and AVE result for Social 
norms. In future studies, the operational definition of so-
cial norms should be revised, along with its items. In this 
study, data was collected from tenants living in housing 
buildings and apartments, but not from those who are 
renting a townhouse. Therefore, townhouse tenants should 
be included in future studies, so as to enhance the prac-
ticality and the value of the results for relevant studies on 
the housing rental market. Additionally, previous studies 
mostly emphasized the housing choices of tenants. Future 
studies could perform cross-analyses and comparisons be-
tween landlord and tenant housing choices, so as to better 

meet the needs of the rental market as well as to provide 
a reference for the government to develop robust rental-
related policies.
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Appendix

Table A1. Correlation coefficient of measurement variable
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Monetary performance 1.00
Tenancy features 0.22 1.00
Building features, services, 
and management

0.23 0.44 1.00

Agglomeration 0.14 0.34 0.42 1.00
Proactive customer 
orientation

0.09 0.47 0.29 0.32 1.00

Responsive customer 
orientation

0.10 0.47 0.30 0.28 0.85 1.00

Behavioral attitudes 0.17 0.51 0.28 0.35 0.64 0.61 1.00
Object-based attitudes 0.15 0.47 0.25 0.33 0.62 0.57 0.88 1.00
Service contents 0.18 0.51 0.36 0.28 0.74 0.71 0.60 0.53 1.00
Price of service 0.31 0.33 0.36 0.27 0.41 0.36 0.39 0.32 0.56 1.00
Product quality 0.14 0.48 0.34 0.29 0.60 0.54 0.56 0.48 0.68 0.56 1.00
Customer complaints 0.18 0.53 0.36 0.24 0.76 0.68 0.61 0.54 0.39 0.55 0.75 1.00
Attitudinal loyalty 0.30 0.49 0.36 0.20 0.55 0.53 0.52 0.49 0.58 0.50 0.55 0.57 1.00
Behavioral loyalty 0.23 0.45 0.35 0.24 0.52 0.51 0.49 0.46 0.55 0.50 0.54 0.54 0.83 1.00
Perceived self-efficacy 0.22 0.47 0.42 0.31 0.39 0.41 0.50 0.44 0.49 0.37 0.46 0.52 0.43 0.46 1.00
Perceived convenience 0.17 0.39 0.24 0.19 0.38 0.40 0.40 0.39 0.42 0.26 0.37 0.44 0.40 0.34 0.59 1.00
Injunctive norms 0.17 0.27 0.30 0.29 0.28 0.25 0.24 0.27 0.17 0.21 0.18 0.21 0.25 0.27 0.24 0.17 1.00
Personal norms 0.18 0.24 0.10 0.18 0.24 0.19 0.28 0.29 0.20 0.16 0.19 0.17 0.25 0.27 0.14 0.19 0.19 1.00
Reciprocity norm 0.27 0.45 0.34 0.18 0.44 0.51 0.39 0.35 0.54 0.49 0.48 0.57 0.58 0.51 0.34 0.33 0.19 0.19 1.00
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