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Abstract The purpose of this study is to investigate the relationship between the residential satisfaction and the
residential satisfaction in the residential environment. For this study, we analyzed the main factors of occupancy
satisfaction by integrating previous studies on brand and housing and purchase intention, developing a research
model based on the theoretical study on occupancy satisfaction, and establishing a research hypothesis. The results
of this study are as follows: First, the relationship between first brand image and occupancy satisfaction is
statistically significant. Second, the relationship between residential satisfaction and residential satisfaction is
significant. In addition, the relationship with prices acting as parameters is analyzed to be somewhat significant.
Therefore, this study is expected to provide not only useful information in the relationship between apartment
supplier and consumer, but also provide basic information on similar research. Therefore, this study is expected to
provide not only useful information in the relationship between apartment supplier and consumer, but also provide
basic information on similar research. However, due to limitations such as selection of control variables and
analytical errors, future research should be conducted through development of more comprehensive and valid

indicators.
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Fig. 1. Research Model
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Table 2. Factor Analysis for mediating Variable
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Fig. 2. Results of Path Hypothesis Analysis
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