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Abstract: In recent years, consumer protection associations have received an increasing humber of com-
plaints on property management. Closely related to each person, how to provide property services that satisfy
customers becomes the focus of attention. “Service marketing” is a science. It meets customer needs from
psychological point of view. This paper focus on the services provided by property management companies
and to explore the balance between needs and providing, then identify key factors affecting the quality of ser-
vice. In the end, the paper made some suggestions.
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Table 1. The marketing mixture of property management service (7P)
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Table 2. Basic characteristics of the sample
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Figure 1. Trash on theimpact of customer satisfaction
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Figure 2. Drainage impact on customer satisfaction
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Figure 3. Green belt setting on the impact of customer satisfaction
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Figure 4. Voiceimpact on customer satisfaction
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Figure 6. Network information impact on customer satisfaction
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Table 4. The definition of variable
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Table5. Theresults of logistic model
#£ 5. 2 logistic {EEII S LR

- Cox & Snell
Step —2 Log likelihood R Square Nagelkerke R Square

1 83.236(a) 0.283 0.381

a Estimation terminated at iteration number 6 because parameter estimates
changed by less than 0.001.

Table 6. The comparison of Model predictions and observations

*® 6. METMESRNEESITTRER

Predicted
Observed PNLE R Percentage
0 1 Correct
sy wEmmmE 0 T 2 &3
Overall Percentage 79.0

a The cut value is 0.500

1 SPSS %1 7t Logistic [A] AR R4S, 45714
EEHILE 5, Cox & Snell R. Square il Nagelkerke R.
Square 4354 0.283 A1 0.381, A WAL &40 Ak, i
if Hosmer and Lemeshow #3536 T 15, &35 {H N 0.112 >
0.05, #%E52JFRGE, BIRRL MR %T, ME 6 fi
TATE 5 EAE Gt o3 BT mT WL, X 050 5 7 5 W 42
R 0 A1 1 BITIIAE FY IE A LL 2R 43 A B 74.5%F1
85.3%, WAKUERIR A 79%, B ULiZ FAE AL A R
A

Table 7. Thefitting results of model variables
F7. ERTIPREHER

95.0% C.I.for
EXP(B)

Lower Upper
1 0.134 0.395 0.118 1.331

1 0.612 0.734 0.222 2421

X3 1.376 0.651 4.474 1 0.034 3.961 1.106 14.181

X, —0.048 0.626 0.006 1 0.938 0.953 0.279  3.251
Stepl(d) Xs 2413 1.183 4161 1 0.04111.170 1.099 113514
1

1

1

1

Exp(

variable B B)

SE. Wald df Sig.

X;  —0.928 0.619 2.245
X, —0.309 0.609 0.258

Xs 1.173 0.980 1.432 1 0.231 3.230 0.473 22.049

X7 1.110 0.897 1531 1 0.216 3.033 0.523 17.590

Xg 1.126 0.774 2119 1 0.145 3.084 0.677 14.044
Constant —4.530 1.464 9.576 1 0.002 0.011

a Variable(s) entered on step 1: Xy, X, X3, X4, Xs, X6, X7, Xg.
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