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Formation of the consumer profile
and preferences for private housing structures

This article presents an analysis of the market segment of private housing. To date, the market of private
housing is quite popular with developers, who are interested in participating in such projects, since they are
governed by well-known rules, and this will help them to enter a new developing market segment and achieve
dominant positions there. Before implementation of private housing projects, it is necessary to have a coherent
idea of potential consumers and their preferences. This knowledge will help the developer to think of the most
effective corporate development strategy. To elaborate a development strategy in this area, it is necessary to
identify the target audience of consumers, and subsequently create a clearer profile of an individual consumer.
The analysis, presented in the article, shows that it is necessary to analyze the goals of end consumers as
the main criterion needed to group target consumers. In this case, the final goals include weekend trips,
permanent residence, country house/summer house. Characteristics of consumers were developed for each
target group on the basis of their socio-demographic, psychographic and behavioral features. Consumer
preferences of each target group were analyzed. The awareness of such preferences helps the developer to
maximize profits from investment projects dealing with the construction of countryside real estate by producing
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the most popular product.
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ver the last few years, it's been difficult to ima-

gine the market of real estate without a private

housing segment. Private housing has been
among the top segments of the real estate market.

The inclusion of the individual housing segment
in preferential mortgage lending programmes and
Federal Law No. 476, which came into effect on
March 1, 2022, have clarified some of the issues
raised by the market players, and it will help large
developers to gradually enter this market [1-4].

In their turn, developers are willing to partici-
pate in the projects that follow well-known rules, as
this will help them to enter a new market segment,
that is developing now, and take the lead there.

However, developers need to profile consumer
of private housing projects to successfully operate
in this market.

Before creating an ideal consumer profile, it is
necessary to identify the target audience. In this
case, there may be several target groups. The seg-
mentation of the countryside real estate market was
based on the goals of end consumers. Selected
target groups are presented in Table 1.

Each goal has a unique target audience having
unique requests for the house floor area, function-
ality, and location.

The largest target audience prefers the country-
side real estate, intended for weekend trips and va-
cation stays in the country. The majority of potential
buyers are married couples having higher education
and two or more kids. The purpose of the purchase
is to spend as much time outdoors as possible.

The desired parameters of the house include
the floor area of 100 to 140 m?, the location near
large cities and along large motor roads. The main
parameters of the target audience are shown in
Fig. 1.

The second largest target audience prefers
the countryside real estate intended for permanent
residence. The purpose of buying such real estate
is to get more spacious and comfortable housing,
which is impossible to buy in a city for the same
amount. This target audience is characterized by
a high level of income [5-8].

The core target audience is married couples
35+ years old, having higher education and one or
more children. They work as mid-level managers or
run their own businesses. Here, 55 % of consumers
are males. The average income per family member
is the highest one and amounts to 112,000 rubles.

Potential buyers are interested in medium and
large houses from 120 to 220 m2, the average floor

Table 1. Target groups of consumers of private housing projects

Purpose of a single-family

Interest of potential

house consumers, %
Weekend trips Weekends and vacations 51.00
Permanent residence Permanent residence 30.00
Weekends and vacations in summer 10.00
Country/summer house ) ;
Permanent residence in summer 9.00
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»  House for weekends and holidays

Purpose of purchase: nature trips Share in the segment: 51 %

Target audience: married couples having two or more House parameters: this target audience buys small
children, having higher education, 35+ years old, mid- houses (up to 100 m? — 21 %; 100-140 m? — 42 %,
level managers average area — 134 m?)

Age Marital status Family parameters

8% 40%
=
23% Average income per | 102,000
family member rubles

Family position in

society
u_\% Higher education 88%
25-34vyears ©35-4dyears | 45-55years . o + %
Sex Family members Car
i
Yes 88%
One car 8%
Two, 22%
Four. 38% Three. 35%
Two cars 2%
EMale © Female M One [0 Two [ Three Four

Fig. 1. The main characteristics of the target audience buying countryside real estate for weekend trips and vacation stays

area is 161 m2. The share in the segment is 30 %. The main para- two subgroups. People who only want to stay in the country on sum-

meters of the target audience are shown in Fig. 2. mer weekends, and people who buy summer houses to spend their
The smallest target audience in the segment of countryside summer vacations there.

real estate are people who buy country houses or summer houses There are quite a few young people between the age of 25

to spend summer months there. This target audience consists of and 34 in this target group. As a rule, buyers of this type of real

House for permanent residence

Purpose of purchase: More comfortable / spacious housing Share in the segment: 30%
Target audience: Married couples having higher House parameters: This target audience buys medium-
education, 35+ years old, mid-level managers or have and large-sized houses (100-120 m? — 38 %;
their own business 160-220 m? — 25 %, average area — 161 m?)
Age Marital status Family parameters

40 % 39%
€ Average income per 112,000
family member rubles

Family position in

21%

society
Sl
‘&% : Higher education 88%
25-34 years 1 35-44 years  45-55years "
Sex Family members Car
Two.28%
Four, 35 % Three, 32%
@Male [ Female M one W Two I Three | Four

Fig. 2. Main characteristics of the target audience buying countryside real estate for permanent residence
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estate focus on buying small houses from 100 to 140 m?. The aver-
age area of the house is 108 m?. The main parameters of the tar-
get audience are shown in Fig. 3.

Potential consumers of such houses have not yet managed to
climb the career ladder and work as specialists of public and pri-
vate companies.

In this category, only 72 % of buyers have higher education.
The average income is 96,000 rubles per family member.

To create a consumer profile, one can refer to the main character-
istics used in the marketing theory of market segmentation, namely:

® geographical;

® socio-demographic;

® psychographic;

® behavioural characteristics.

As for the first characteristic, only residents of Moscow
and the Moscow region were considered in this study [9, 10].

The results of the analysis from the point of view of socio-de-
mographic characteristics of consumers belonging to the target
groups under consideration presented in Fig. 1-3 are shown
in Table 2.

All target audiences have similar socio-demographic charac-
teristics manifested by most potential consumers, such as the aver-
age age of about 35 years old, higher education, high average in-
come per family member, and marital status, but each target
audience has different psychographic and behavioural characteris-
tics presented in Table 3.

By analyzing the psychographic and behavioural characteris-
tics of potential buyers, one can get an idea which product each
target audience will choose.

PARAMETERS OF ITEMS OF COUNTRYSIDE REAL
ESTATE BROKEN DOWN BY THE PSYCHOGRAPHIC AND
BEHAVIORAL CHARACTERISTICS OF EACH TARGET
AUDIENCE

Depending on the purpose of purchasing suburban property,
the criteria for choosing a facility differ for each target audience.

For example, the availability of central or independent heat
supply in a country house is a more significant criterion for
a house intended for year-round residence compared to a sum-
mer house [11, 12].

Table 2. Results of the analysis of socio-demographic characteristics of consumers

Name of the target audience/criteria For permanent residence For weekends Country house, summer house
Age 35+ 35+ 25-35 and younger
Marital status, % 87 87 87
Higher education, % 88 88 72
Average income per family mem- 102,000 112,000 96,000
ber, rubles
Occupation Mid-level managers Mid-level managers Specialists

p g and heads of officers P

For permanent residence in
summer/weekendsin summer

Middle-aged and even younger

(25-35 years old) married couples working as specialists,

but not managers

19%

This target audience buys small
houses (up to 100 m? — 49 %; 100-140 m? — 16 %,
average area — 108 m?)

Age Marital status Family parameters
5% ﬁ% .
+ Average income per
4 B & P 196,000 rubles
- family member
31%) . L
. 1 Family position in
= -
! | society
ﬁ% Higher education 72%
+
25-34years | 35-ddyears  45-55 years
Sex Family members Car
[ Yes 85%
47%
53% ‘;! One car 89%
I Four. 30 %
Three. 35 % Two. 30 % |One.5% Two cars 1%
EMale ©Female
H One Two Three Four

Fig. 3. Main characteristics of the target audience buying countryside real estate for use as a summer house/country house | 2
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Table 3. Behavioral and psychographic characteristics of target audiences

Weekend trips Permanent residence Country house/summer house

The house is bought to spend spare time with friends
and family with no need to think about regulations
and neighbours (noise)

The house is bought to ensure safety and comfort for
children

The house is bought to own property and spend
vacations outdoors

A basement/cellar is important, since it allows storing
products, pickled food

Consider house purchasing more thoroughly as
compared to other target audiences

Natural resources are important

A garden house, an area with barbecues are important

A playground, public rest areas in the territory of
the settlement are important

A possibility to use mortgage lending is important,
since buyers do not have enough own money

The pandemic became an incentive to buy a house

Try to envisage any unforeseen situations: utility
failures, infrastructure development and possible

Ready to buy a house with a standard design

developments nearby

Ready to invest in the house, since they want to live
in it when they retire

If you rank all the criteria by their importance for each of the tar-
get consumer groups in the descending order, you will get the fol-
lowing table.

Table 4 shows that the price is the most important criterion for all
groups of consumers choosing countryside real estate. And this criterion
is of critical importance for buyers of summer houses and country houses.

Also, criteria related to space planning, structural solutions
are important aspects. Such parameters include the availability
of utilities (61 %), the area of the plot (51 %), the main parameters
of the house (50 %). It should be noted that the less time a po-
tential consumer plans to spend in the house, the less he or she
is interested in the availability of central utilities at the facility.

Table 4. The importance of parameters of country real estate depending on the target audience

Importance, %
Reasons
Average, % Weekend trips, 51 % Permanent residence, % Country house/summer
house, 19 %
Price 74.00 75.00 66.00 84.00
Utilities (electricity, gas, sewerage, 61.00 64.00 67.00 46.00
etc.)
Plot area 51.00 53.00 49.00 47.00
House parameters (area, style, 50.00 51.00 54.00 41.00
material, number of storeys, etc.)
N.atural objects in the walking 47,00 50.00 37.00 53.00
distance
Distance from the city centre 43.00 43.00 50.00 32.00
Central or independent heat supply 33.00 33.0 45.00 14.00
Stores in the walking distance 32.00 31.00 35.00 28.00
Plot status (individual housing
construction, gardeners” non- 31.00 35.00 27.00 28.00
commercial partnership, personal
subsidiary plot, etc.)
AcchS|b|Ilty/d|stance from 24.00 21.00 28.00 97 00
relatives/work
Type of transaction (sold by 19.00 20.00 15.00 92,00
the owner, etc.)
Conditions of the transaction 18.00 19.00 17.00 18.00
(procedures, nuances)
Developer (reliable, trusted, etc.) 18.00 19.00 19.00 12.00
Deadlines 16.00 17.00 14.00 16.00
S(?CIal infrastructure facilities 15.00 11.00 9700 8.00
(kindergartens, playgrounds, etc.)
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The next group of criteria that can affect the project are the param-
eters related to the location and characteristics of countryside real es-
tate. The more time a potential buyer plans to spend in the country
house, the less important is the criterion of the “availability of natural
objects within walking distance”. For example, the importance of this
criterion for people who plan to permanently live in the country house
is 37 % as opposed to 53 % of people who purchase countryside real
estate to use it in summer. The opposite trend can be observed in
the criterion “distance from the city centre”: the more time you spend
in the house, the more important its location is [13].

Another group of criteria that has a comparable impact on the pro-
ject is the level of infrastructure development, which is highly depen-
dent on the type of permitted use of a land plot. These criteria include
the land status — 31 %, availability of stores within walking dis-
tance — 32 %, and availability of central or independent heat sup-
ply — 33 %.

If we consider the importance of the materials used to build
a house, we can see from Table 5 that 35 % of buyers prefer ma-
sonry houses, while 2 % prefer frame buildings.

Table 5. The importance of materials for each target audience

The size of the house is also of great importance, as it is propor-
tional to its value. The larger the area is, the higher the value of
the house is.

As can be seen from Table 6, houses with an average area of 100
to 149 m? are most popular with all consumer groups.

Evaluation of the criteria chosen by the target audience of coun-
tryside real estate is an important process for a developer or a per-
son selling both their own and someone else's countryside real
estate [14, 15].

The understanding of this process helps developers to maximize
their investment project benefits by creating the most in-demand real
estate products in the countryside.

The developer chooses the parameters that are of key importance
for end consumers and uses them to develop a marketing strategy.

At the moment, the market of countryside real estate is growing
vigorously. The awareness of the criteria, that are most important for
the target audience, will help developers to sell houses at fair pri-
ces, and, hence, potential buyers will be able to choose houses
thoughtfully using the parameters known in advance.

Importance, %

Parameters Average, % Weekend trips, 51 % Permanent residence, 31 % Countr:)(/):sc:jeésuzmmer
Brickwork (not in-situ) 35.00 41.00 35.00 31.0
g{;‘;';‘;’ork +in-situ (ceramic 27.00 32.00 30.00 28.00
Gas-concrete block 12.00 11.00 17.00 5.00
Glued laminated lumber 28.00 31.00 23.00 41.00
Cylindrical lumber 24.00 25.00 18.00 33.00
Light-frame house 10.00 9.00 4.00 23.00
Panelized house 4.00 5.00 1.00 10.00
Framework structure 2.00 3.00 1.00 5.00
Other 1.00 0.00 2.00 0.00

Table 6. Importance of the house size for each target

audience

Country house/summer

Area, m? Average, % Weekend trips, 51 % Permanent residence, 31 % house, 19 %
Upto70 4.00 1.00 1.00 15.00
70-99 19.00 19.00 11.00 34.00
100-149 39.00 43.00 38.00 27.00
150-159 14.00 16.00 12.00 14.00
160-199 9.00 9.00 11.00 7.00
200+ 15.00 12.00 27.00 4.00
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dopmMupoBaHue NopTpeTa u NpeanoYTeHUN
noTpeéuTtens B OTHOLLEHUN O6GBHLEKTOB
WHAUBUAYaJNIbHOTO XXWUJTULLHOIO
cTpouTenbCcTBa

B paHHOM cTatbe MpefcTaBneH aHanvM3 OfQHOrO0 U3 CErmMeHTOB
pblHKa 06BEKTOB NHAMBMAYAIIEHOTO XUNLLHOIO CTPOUTENLCTBA.
Ha cerogHsaLLHWIA AeHb pbIHOK 06beKTOB MXKC Becbma nonynsipeH
cpeav 3acTpOMLLMKOB. 3acTpOWMLLIMKM 3auHTEpecoBaHbl B y4a-
CTUM B TakKuX MPOEKTax Ha 3apaHee W3BECTHbIX Nnpaswunax, Tak
KaK 9TO MOMOXET MM BbINTU B HOBBIW, €LLe He A0 KOHLA chopMu-
POBaHHbI CErMEHT pbIHKA W 3aHSATb Tam IMOMPYIOLLME NO3ULIN.
Mpexpe 4Yem nnaHnpoBatb peanu3aumio npoektToB MXKC Heobxo-
OMMO UMETb YEeTKOe MPeACcTaBlieHne O NOTEHLUMaNbHbIX NOTPEOU-
TENsX U MX NPeanoyTeEHNsAX. Takoe 3HaHWe NOMOXET BbipaboTaTb
3aCTPONLLMKY Havbornee 3PEKTUBHYIO CTpaTervio pasBuTUA
CBOEW KOMNaHWM B AAHHOM HanpasneHuun. [ns dopmmpoBaHus
cTpaternv pa3sutus B JaHHOM HanpaBieHnM Heo6XxoaMMO ornpe-
OenuTbCs C LeneBon ayaMTopuen notpebutenen, a BMNOCNeacT-
BN cchopmmpoBaTb 6onee YeTKUi MOPTPEeT WHAMBWUOYANbHOMO
notpebutens. MpeAcTaBneHHbIN B cTaTbe aHanua nokasar, 4To
ana copmmpoBaHus LieneBbIX rpynn noTpebuTtenent B KayecT-
BE [MaBHOro Kputepusi (GOpMMPOBaHUA Takux rpynr, Heo6xoam-
MO UCMONb30BaTh LENn KOHEYHbIX NoTpebutenei. B paHHom cny-
Yyae B Ka4eCTBe KOHEYHbIX Lienev 6binv onpeaeneHbl cnegyoLme:
NMoesfKun Ha BbIXOAHbIE, MOCTOAHHOE NPOXMBaHWe, Aa4a/NneTHUA
gom. [na Kaxxgon u3 ueneBbiX rpynn 6biv cHOPMUPOBaHbI Xa-
pakTepUCTUKN NOTpebuTenem UCXos U3 UX coumanbHO-[EMO-
rpagm4eckmx, ncnxorpamnyHecknx N NoBEAEHHECKNX NMPU3HAKOB.
[anbHerwnii aHanu3 6bin HampaBiieH Ha U3YYeHWe NpeanoyTe-
HUI NoTpebuTenen B paMmkax Kaxaomn u3 npefcrasiieHHbIX Lere-
BbIX rpynn. 3HaHWe O Takux NPeAnoYTEHMsIX MOMOoraeT 3acTpou-
LMKy nosyyaTb MakCvMasnbHyl0 Mpubbiib C UHBECTULIMOHHbBIX
NMPOEKTOB CTPOUTENBCTBA OOBLEKTOB 3aropofHON HEABMXMMOCTH
3a cYeT co3faHus Hambosiee BOCTPE60BaHHOroO NpoayKra.
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