
 Procedia - Social and Behavioral Sciences   50  ( 2012 )  865 – 874 

1877-0428 © 2012 Published by Elsevier Ltd. Selection and peer-review under responsibility of the Centre for Environment- Behaviour Studies (cE-Bs), 
Faculty of Architecture, Planning & Surveying, Universiti Teknologi MARA, Malaysia   
doi: 10.1016/j.sbspro.2012.08.088 

 

AcE-Bs 2012 Bangkok 
ASEAN Conference on Environment-Behaviour Studies,  

Bangkok, Thailand, 16-18 July 2012 
 

Relationship between Consumer Preferences and Value 
Propositions: A Study of Residential Product  

R.Aswin Rahadia*, Sudarso Kaderi Wiryonoa, Deddy P. Koesrindartotoa &  
Indra Budiman Syamwilb 

aSchool of Business & Management Bandung Institute of Technology, Jl. Ganesha 10, Bandung 40132, Indonesia 
bSchool of Architecture, Planning, and Policy Development Bandung Institute of Technology, Jl. Ganesha No 10 Bandung 40132, 

Indonesia 
 

Abstract 

As part of an ongoing research about value determinant factors for residential product pricing in Jakarta Metropolitan 
Region, this paper will analyze reasoning behind price allocation for residential products. It will also try to produce a 
certain pricing approach to measure the level of residential product price uniqueness. Preliminary findings from 
literature review analysis suggested that planned community (gated) concept, security and prestige helps to determine 
consumer preferences to purchase a specific residential product, while from interview analysis with property 
developer suggested additional factors of design, accessibility, facilities and brand also influenced the price of the 
product. 
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1. Introduction 

Property product is considered as unique product that cannot be compared with other commercial 
products, because it has two condition which sets up the price of products. The first is the given condition 
of the product: natural embedded condition of the product, such as location, land shape, physical condition 
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and natural resources that the property owned. The second is the created condition made by property 
developer to enhance value of the product, such as creation of facilities, security traits, gated or non-gated, 
and design.  

From the point of view of the property customer, when purchasing the product they looked upon 
several key factors form by the property given and created condition, and measures it with the subjected 
price of the product. Here a process of weighing and decision making takes place. At the end the price 
will be accepted if the key factors assumption has been accepted by the customer. 

Sometimes these factors are being affected by outside influence and make biased outcome on fair price 
measurement. Some examples of these influences include market trend which can leads to speculation for 
customer that view property product as investment product, friends or family, and property developer 
promotion. 

From the point of view of property developer, when setting price for a certain product they usually 
relies on their past experience when setting up the proper price. They assumed what factors which 
influences customer when purchasing property product, and from that created additional factors which 
helps to set the price up. One of the most extreme examples of value creation by property developer can 
be seen in BSDCity development in Tangerang area. From agriculture and swamp area, BSDCity has 
transformed itself through value creation to produce successful satellite city like today. 

This study is intended to analyze the factors contributing these factors that influenced values, in order 
to optimize the price of a certain property product. Moreover, this study is intended to calculate the price 
range of a property product when key factors are created and added artificially to a property product by a 
property developer. 

2. Literature Review for this Study 

The review of literature is divided into five major sections and provides a context for the study. The 
sections review essential theories and their development as the basis of the Theoretical framework for this 
study: Development on Consumer Behavior Theories for Residential Products; References for Developer 
Perception in Residential Products; Previous and Related Studies on Consumer Preferences; Real Estate 
Price Modeling; and Speculative Behavior Analysis in Property Industry.  

2.1. Development on Consumer Behavior Theories for Residential Products 

Study made by Steggel et. al (2003) shows that there has been some development in consumer 
behavior theory for residential products. They are able to analyze which theories are prominent in housing 
research, according to the most cited references.  

Based on their research, we can assume that there are six theories which influenced the housing 
studies. These six theories has been cited more frequently in housing studies from 1989-1999. The first 
theory used is the theory of Housing Adjustment. First mentioned by Morris and Winter (1975) in 
summary the theory discussed about households behavior when performing their daily activities.  They 
will constantly changing and adjusting their housing situation in order to achieve satisfaction. From this 
theory, we can see that there are some set of behaviors and preferences which are changing to meet the 
standard that the household seeks. The second theory is the Person-Environment Congruence Theory. 
This theory in summary discussed about the relationship between human behavior and their environment. 
Human life is defined with sets of goals, and in order to fulfill those goals, human must interacts and 
adjust themselves with the condition of their environment (Ittelson, Proshansky, and Rivlin, 1970). Next 
is the Diffusion of Innovation Theory. 
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Table 1. Theory citations in housing research; Source: Steggel et. al, (2003) 

Housing Theory Number of Citations Percents 

Theory of Housing Adjustment 

Person-Environment Congruent Theory 

Diffusion of Innovation Theory 

Symbolic Interaction Theory 

Social Exchange Theory 

Causal Model of Barriers and Incentives to Affordable  

Housing 

Amenity Retirement Migration Model 

Development Perspective on Elderly Migration 

Social Construction Paradigm 

Theory of Human Motivation 

Typology of Elderly Migration 

Transactional Model 

Other theories 

19 

5 

4 

4 

4 

4 

 

2 

2 

2 

2 

2 

2 

32 

22.6 

5.9 

4.8 

4.8 

4.8 

4.8 

 

2.4 

2.4 

2.4 

2.4 

2.4 

2.4 

38.1 

 
This theory mentioned about the innovation which happened around human life and how it is 

communicated and introduced to their daily activities, and based on their benefits and purpose whether it 
will be diffused or not (Rogers, 2003). There are four elements which are affecting the diffusion process: 
the innovation; communication channels; social systems; and time. The fourth theory is the Symbolic 
Interaction Theory. The theory itself is adopted and used based on physiological and sociologist theories, 
which then adapted to housing research by Erman (1996). In this context, housing selection and 
preference is made base on symbolic meaning which are considered common in the society. The fifth 
theory is the Social Exchange Theory. This theory tried to explain the relationship between social 
interactions and relationships and resources. It stated that social interactions and relationships is 
conducted in the society based on rewards and costs balance (Thibaut and Kelly, 1959; Blau, 1964; and 
Homans, 1961). The last theory is Causal Model of Barriers and Incentives to Affordable Housing. This 
theory deals with the interaction and connection between community and households based on the 
interacting variables (McCray et. al., 1994). 

2.2. References for Developer Perception in Residential Products 

As the study in developer perception in residential products are considered rare to be found, we tried to 
conduct a simple research in order to find initial references for developer perception. The method of 
research is by interview with one single question asked to the entire respondent: “Name at least three 
major factors which affects pricing decision for residential property developer?” Thirteen respondents 
answer this question with working background varied from Property developer, Property consultant, 
architects, and quantity surveyors. The answers shows that there are four major significant factors which 
affects pricing decision for residential property developer: design, developer reputation, facilities and 
accessibility. 
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Fig. 1. Residential Property Developer Perception for Pricing Decision (author interview) 

2.3. Previous and Related Studies on Consumer Preferences in Real Estate Products 

There are several previous and related studies concerning the consumer preferences in Real Estate 
products. The most coveted and cited study was being conducted by Blakely and Snyder in 1998. They 
suggested that there are three major factors that contribute to residential consumer purchasing decision: 
Lifestyle, Prestige, and Security. After their research, number of studies in residential consumer 
preference has increased with wider perspective, including the research by Bond (2001) which 
investigates effect of land contamination towards preference; the importance of consumer perception in 
valuation of residential products (Daly, 2003); pricing of residential product versus the building age 
(Smith, 2004);  planned versus non-planned community development (Eves, 2006);  air quality and its 
relationship towards price (Neill et al, 2006); Susilowati and Virojanapa (2007) who discussed about 
effect of green space towards price, the different price valuation between private lots and public open 
spaces in urban-rural fringe (Kopits et al, 2007); study about residential consumer heterogeneity behavior 
by Hoshino (2008); Lamond (2008) which discussed about the effect of flooding towards price; and study 
made by Davison et al (2009) and Shafei et al (2010) who discussed about the property developer brand 
and price which affects the consumer preference,  

From the following research above we can see that there are several factor that affecting consumer 
preference when they decided to purchase a property product. Factors such as design, planned 
development and prestige play significant part in price setting in Indonesia. Design is affecting the price 
because of the trend. In Indonesia, for example in Serpong area, themed residential cluster was booming 
back then. Also the concept of smart house was a popular theme in the early of 2000. Planned 
development or clustered housing is almost become an essential product in Indonesia nowadays. 
Reasoning on security, privacy, safety has caused clustered housing to be able to be sold at premium 
price, compared with regular housing products. Prestige of one property product can be seen by the 
developer brand, the location, facilities embedded, and even the price tagged to the product. 

2.4. Previous and Related Studies on Consumer Preferences in Real Estate Products 

For this section we will discussed about approaches being used for Real Estate Valuation and several 
pricing model that are common to be used in Real Estate Valuation, including Hedonic Pricing Model; 
Spatial Analysis; and Artificial Neural Network. 
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2.4.1. Approaches for Real Estate Valuation 
For Real Estate price modeling, there are several approaches being used by valuer. Some of the most 

common method for it usually being done by these three approaches: cost approach, sales comparison, 
and income approach. The cost approach is used properly can produce highly accurate valuations. Cost 
approach is to analyze cost structure of real property being estimated, and try to get the replacement price 
of the property. The basic steps in the sale comparison approach: find the most similar houses, located 
near the subject property, sold not too long ago; and select a balanced subset of the most promising 
comparables to derive the final estimate. The income approach is based on the idea that the current value 
of a property is the present worth of future benefits to be derived through income production by property 
over the remainder of its economic life. 

2.4.2. Hedonic Pricing Model 
According to Sherman Rosen in 1974 a theory of hedonic prices is formulated as a problem in the 

economics of spatial equilibrium in which the entire set of implicit prices guides both consumer and 
producer location decisions in characteristics space. This method was first introduced to calculate the 
different quality factors related with the price of vegetable products (Wough, 1928). After that the method 
was expanded to other fields such as automobile, tractor, electrical goods, and other. For Property 
product, the initial studies were conducted by studying historical landmark and design as quality factors 
for deciding the price allocation for certain real estate products (Hough & Kratz, 1983) and (Vandell & 
Jane, 1989). 

2.4.3. Spatial Analysis 
The emphasis of Spatial Analysis is to measure properties and relationships, taking into account the 

spatial localization of the phenomenon under study in a direct way (Camara, Monteiro, Fucks, & 
Carvalho, 2004). This can be used to analyze the price of a certain property products. The initial study for 
spatial analysis was conducted in John Snow in 1854 to analyze the relationship between locations of 
death by cholera compared with the location of water pump in London. After that this method was 
quickly spread into several fields of studies including geographic, architecture, and property. 

2.4.4. Artificial Neural Network 
Artificial Neural Network originates from a network of brain nervous cells (Rossini, 1997). An 

Artificial Neural Network (ANN) is an information processing paradigm that is inspired by the way 
biological nervous systems, such as the brain, process information. It is composed of a large number of 
highly interconnected processing elements (neurons) working in unison to solve specific problems. 

2.5. Speculative Behavior Analysis in Property Industry 

Real estate is an industry which is vulnerable to speculation, and speculation is one of main factors that 
caused property cycle. According to Malpezzi and Wachter in 2004, most of the property cycles which 
happened are caused due to speculative action in land or real estate markets. Property cycle is defined as a 
series of oscillating event in property market where in an assumed time the market will go up and down 
(Reed and Wu, 2010). According to Yusof (2001), property cycle will go through several steps before it 
recycles. 
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 Business upturn and development 
 Business downturn and over building 
 Adjustment 
 Slump 
 New Cycle 

 
 
 
 
 
 
 
 
 
 
 
 
 

Fig. 2. (a) Property Cycle; Source: Pornchokchai, (2011); (b) Property Market Clock; Source: Simanungkalit, (2009) 

 
The first stage of property cycle happened at the beginning of a recovery period, when excess supply 

has been absorbed and the demand has increased. Price of a Property product will gradually increase over 
time. The increase in price can be caused by four major factors (Pornchokchai, 2011): 
 The market recovery, after the slump period 
 Improvement of infrastructure and services 
 Improvement of economy 
 Availability of Property product at discounted price 

According to Simanungkalit (2009), property cycle can be viewed as a clock. The clock itself can be 
divided into four period of time: 
 Weak market: Started with market with low yields/ high rents. The yield will gradually rise and sales 

activity falls. 
 Buyer’s market: In this period of time the rent will slowly falls and stabilize. The customer started to 

buy the product. 
 Soft market: Here, customers are enjoying high yields, and they can rent property product with low 

rent. The market beginning to adjust and gradually yields falls. Sales activities are going up. 
 Seller’s market: In this period the rent rate increasing until overcooked. This caused customer to 

speculate and choose to sell their product. The cycle begins again with the weak market period. 
One definition of speculation is that when we invest on something in a rising market, we tend to do 

that to safeguard our financial condition and to provide comfort to the future, while when someone else 
does it, then its speculation. Speculation can mean investment, sometimes in short-time horizon. It can 
also define as mean of arbitrage (Malpezzi and Wachter, 2004).  Speculation is seen as the driving force 
behind the major booms in real estate markets. In this term, if we relate with the consumer we can see that 
although the main driving factors behind their preference is still the same, however their purchasing 
behavior will be very much influenced by the market condition. In the boom period, people are very 
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optimistic and tend to be over-investing, while in the bust period, people become very pessimistic and 
panicking (Pornchakchoi, 2011).    

Based on the analysis being made by Simanungkalit in 2009, we can see that Indonesia has already 
experienced the property market clock for several times. The cycle happened once in every ten years.  
Indonesia reached seller’s market period in 1996, 2005, and expected to happen again in 2014. Indonesia 
reached buyer’s market period in 2000 and 2009. Currently in 2012, we are in soft market period going to 
Property booming period. In seller’s market period, Indonesia also suffered several crises, such as in 1999 
when Asian economic meltdown happened, and in 2009 when global economic meltdown happened. In 
buyer’s market period, Indonesian economic is also reaching out its full advantages, such as happened in 
1996, 2005, and expectedly in 2014. 

 
 
 
 
 
 
 
 
 
 

Fig. 3. (a) Property cycle in Indonesia; (b) 2009 property accumulative loans in Indonesia; Source: Simanungkalit, (2009) 

This data is also supported with the property accumulative loans in Indonesia. As seen in the table 
below, when the Property market is bullish, most customers choose to loan money to purchase property 
product, and when Property market is bearish, the number of loan is reducing.  

As seen in the table below, the sales turnover for property, especially for housing product is growing 
according with the Property cycle trend in Indonesia. For example in 2004 to 2005, when the market is 
booming, the sales turnover for housing product increased from 11.842,0 to 17.730,0 billion rupiah. 
While in 2008P to 2009P when the market is crashing, the sales turnover for housing product decreased 
from 29.371,0 to 25.931 billion rupiah. 

 
 
 
 
 
 
 
 
 
 

Fig. 4. Property business sales turnover, 1999-2009; Source: Simanungkalit, (2009) 

3. Analysis and Conclusion 

From the literature review we can see that factors that builds developer perception and consumer 
preferences can be developed into price modeling. Previous studies has found many factors that 



872   R.Aswin Rahadi et al.  /  Procedia - Social and Behavioral Sciences   50  ( 2012 )  865 – 874 

constructs the price modeling, however from the developer point of view, there are not many literature to 
be found. From the findings above, a general pricing model will be constructed. This is considered as the 
first step of our research. The next step is to analyze to speculative behavior which affecting the price 
externally. This is considered as the second step on our research. Final expected product would be the 
modified pricing model.  

 

 

 

Fig. 5. Literature review mapping 

As viewed in the mapping above, we have concluded the main factors which contribute to the 
developer perception and consumer preference for residential product pricing in Jakarta Metropolitan 
Region. For developer perception, based on interview result, there are four factors that affecting price: 
design, accessibility, facilities, and brand. For consumer preference, based on literature review studies 
and its relationship with Indonesian condition, there are three factors that affecting price: planned 
community concept, prestige, and security. These factors are generated based on the assumption made by 
previous working experience made by the authors as the most likely factors with Indonesian context. 
They will become the main hypotheses for this research. To produce more accurate result, these factors 
combined with the research on developer perception findings, then will be combined and retested to 
residential consumers via mixed-method paradigm.  
 

 

 

 

 

Fig. 6. Conceptual model for this research 

From all of these findings a further analysis will be conducted to create a general pricing model. There 
are several options of pricing model to be used, with their own strengths and weaknesses. For this 
research, modified or combined approach will be used to produce more accurate result. After a general 
pricing model has been created, the next step of this research is analyzing the unique factors, which in the 
research we assumed being influenced by speculative behavior of the consumer and the seller. Although 
their consumption preference might be the same, but if influenced by the market condition in a specific 
time frame, their value proposition can be adjusted accordingly. If the market condition if bullish/ bearish, 
consumer might perceive value with more relaxed/ uptight perspective, which might biased their normal 
value if viewed only from their consumer preference. By integrating the unique factors with general 
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pricing model it is expected to produce a final modified pricing model that is suitable for Jakarta 
Metropolitan Region area. 

Acknowledgements 

 We would like to thank the organizing committee and reviewer from AcE-Bs 2012 International 
Conference, for giving us the opportunity to present and deliver our concept about value determinant 
factors for residential product in Indonesia. 

References 

Aluko, B. T. (2007). Examining valuer’s judgement in residential property valuations in residential property valuations in 
metropolitan Lagos, Nigeria. Journal of Property Management , 98-107. 

An, Y., Qiu, G., & Liu, L. (2010). A Study of Real Estate Prices in Jilin Province. The Chinese Economy , 53-63. 
Blakely, E. J., & Snyder, M. G. (1998). Fortress America: gated communities in the United States. Washington, D.C.: Brookings 

Institution Press. 
Blau, P.M. (1964). Exchange and power in social life. New York Wiley. 
Bond, S. (2001). Conjoint Analysis: Assessing Buyer Preferences for Property Attributes to Assist with the Estimation of Land 

Contamination Stigma. School of Economics and Finance, Curtin Business School , 42. 
Camara, G., Monteiro, A. M., Fucks, S. D., & Carvalho, M. S. (2004). Spatial Analysis and GIS: A Primer. 1-30. 
Daly, J., Gronow, S., Jenkins, D., & Plimmer, F. (2003). Consumer behavior in the valuation of residential property: A comparative 

study in the UK, Ireland and Australia. Journal of Property Management , 295-314. 
Davison, N., Goodier, C., Gibb, A., Austin, S., Saker, J., & Gregory, C. (2009). Factors Influencing the Market for Branded Mass 

Costumized Buildings. Loughborough University , 1-10. 
Erman T. (1996). Women and the housing environment: The experiences of Turkish immigrant women in squatter (gecekondu) and 

Apartment Housing. Environment and Behavior, 28, 764-798. 
Eves, C. (2007). Planned residential community developments: do they add value?, Journal of Property Management , 164-179. 
Homans, G. C. (1961) Social Behavior, New York: Harcourt Brace and World 
Hoshino, T. (2008). Estimation and Analysis of Preference Heterogeneity in Residential Choice Behavior. Department of 

Geography and Environment, London School of Economics , 1-29. 
Hough, D. E., & Kratz, C. G. (1983). Can ‘good’ architecture meet the market test? , Journal of Urban Economics , 56-67. 
Ittelson, W.H., Proshansky, H.M., Rivlin, L.G. (1970). The environmental psychology of the psychiatric ward. In Proshansky, H.M., 

Ittelson, W.H., Rivlin, L.G. (Eds.). Environmental Psychology: Man and His Physical Setting, pp. 419–439. New York: Holt, 
Rinehart & Winston. 

Kopitz, E., McConnell, V., & Walls, M. (2007). The Trade-off between Private Lots and Public Open Space in Subdivisions at the 
Urban–Rural Fringe. Resources for the Future , 1-19. 

Lamond, J. E. (2008). The Impact of Flooding on The Value of Residential Property in the UK. Wolverhampton: University of 
Wolverhampton. 

Malpezzi, S., Wachter, S. M. (2004), The Role of Speculation in Real Estate Cycles. Zell/Lurie Center Working Papers 401, 
Wharton School Samuel Zell and Robert Lurie Real Estate Center, University of Pennsylvania. 

McCray, J. W., Conley, R., Weber, M. J. and Ha, M. (1994), Empirical Evaluation of Relationships in a Proposed Perceptive-
Boundaries Paradigm. Family and Consumer Sciences Research Journal, 23: 135–165. 

Morris, E. W., & Winter, M. (1975). A theory of family housing adjustment. Journal of  
Marriage and the Family, 37, 79-88. 
Neill, H. R., Hassenzahl, D. M., & Assane, D. D. (2007). Estimating the Effect of Air Quality: Spatial versus Traditional Hedonic 

Price Models. Southern Economic Journal , 1088-1111. 
Pornchokchai, P. (2011). Real Estate Cycles: What Can We Learn?. 17th AVA Pre-congress, Thailand 9 July 20-22, 2011, Siem 

Reap, Cambodia. 
Reed, R., Wu, H., (2010), Understanding property cycles in a residential market, Property Management, Vol. 28 Issue: 1, 33 – 46. 
Rogers, E. M. (2003). Diffusion of innovations. New York: Free Press. 
Rosen, S. (1974). Hedonic Prices and Implicit Markets: Product Differentiation in Pure Competition. The Journal of Political 

Economy , 34-55. 



874   R.Aswin Rahadi et al.  /  Procedia - Social and Behavioral Sciences   50  ( 2012 )  865 – 874 

Rossini, P. (1997). Application of Artificial Neural Networks to the Valuation of Residential Property. Third Annual Pacific-Rim 
Real Estate Society Conference , 1-9. 

Shafiei, M. W., Foo, F. S., Said, I., & Omran, A. (2010). Malacca House Buyers' Housing Preferences in Malaysian New 
Residential Market. ANNALS of Faculty Engineering Hunedoara - International Journal of Engineering , 217-226. 

Simanungkalit, P. (2009). Property Investment Strategy in the Global Crisis. Tjiptono Darmadji Network, Investment in Property 
Seminar,  April 14, 2009, Le Meridien Hotel, Jakarta. 

Smith, B. C. (2004). Economic Depreciation of Residential Real Estate: Microlevel Space and Time Analysis. Journal of Real Estate 
Economics , 161-180. 

Steggel, D. C., Binder, S.K., Davidson, L.A., Vega, P.R., Hutton, E.D., Rodecap, A.R. (2003). Exploring Theories of Human 
Behavior in Housing Approach. Housing and Society. 

Susilawati, C., & Virojanapa, M. (2007). Resident's Preference on Using Green Space Facility. 13th Pacific-Rim Real Estate Society 
Conference , 1-16. 

Thibaut, N.; Kelley, H. (1959). The social psychology of groups.. New York Wiley. 
Vandell, K. D., & Jane, J. S. (1989). The economics of architecture and urban design: some preliminary findings.  
Wough, F. (1928). Quality factors influencing vegetable prices. Journal of Farm Economics , 1-18. 
Yusof, A. (2001). Economy and Commercial Construction Cycle in Malaysia, PRRES Conference 2001, January 21-24, 2001. 

Adelaide, the Pacific Rim Real Estate Society (PRRES). 


