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Abstract. Digitalization has reshaped the real estate industry, significantly transforming the role of the agent.
In an era of disruptive technologies, real estate agents face both new challenges and opportunities, where
adaptability and the integration of digital tools are essential for success. This article examines how digitali-
zation has influenced the agent’s role and assesses its importance in the brokerage process from the cus-
tomer’s perspective. Self-administered online surveys have been used for data gathering, obtaining 412 valid
responses from people who have participated in the process of buying or selling a property in Spain. Results
reveal the need for the agent who still plays a decisive role in the buying and selling process and is considered
well prepared, providing confidence for many clients. Digitalization has redefined the agent’s profile, requir-
ing a combination of technical and human skills and the importance of empathy and personal contact has
become crucial. Those professionals who incorporate technology while focusing on delivering an exceptional
customer experience will be the ones who thrive in this new era of digitalized real estate. The manuscript
enriches academic literature on the importance of the real estate agent in a country such as Spain where it

has been hardly studied.
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1. Introduction

The real estate sector plays a vital and influential role in
the Spanish economy, attracting significant capital invest-
ment, employing a large workforce, and contributing sub-
stantially to the country’s GDP (Estrada, 2024; Urrestarazu
Capellan et al., 2021; Sanchez Jordan, 2022). The Spanish
housing market is economically interesting for various rea-
sons. In the early 2000s it experienced one of the most
significant housing bubbles, that when bursting led to a
severe economic recession, a banking crisis and long-last-
ing effects on the housing market (Fernandez-Perez et al.,
2025). In addition, Spain has recently witnessed a strong
and fast increase in housing prices due to an imbalance
between high demand and limited supply that has led
Spaniards to consider housing as the country’s main prob-
lem (Centro de Investigaciones Socioldgicas, 2025). In fact,
the ratio of house prices to household income increased
by 50% between 1996 and 2022, making home ownership
unaffordable for many people (Banco de Espafia, 2024).
This evolution has also resulted in Spain reducing its rate
of home ownership that has gone from nearly 80% in 2012
to 75,1% in 2023 and 73.6% in 2024 (Instituto Nacional de
Estadistica, 2025). In addition, Spain is among the Euro-

pean countries with the highest number of second homes
(Sanchez Jordan, 2022). It is in this context that we study
real estate agents.

Like many other industries, real estate is undergoing
a major digital transformation, reshaping how compa-
nies operate and interact within the market (Baum et al.,
2020; Mattaroci & Scimone, 2022), and this is becoming
an emerging field of academic interest for researchers
(Hanelt et al., 2021). As regards the housing market, bro-
kerage is at a disruptive moment in terms of the use of
technology. In Spain, this process has gained momentum
since 2017 with the emergence of new more technological
companies known as “proptech” and continues with the
on-going digitalisation of traditional agencies (Asensio-
Soto & Navarro-Astor, 2022; Caballé Fabra, 2021).

The ways of searching for housing have changed and
also the methods of visiting properties for sale and rent.
Consumers in the housing market mainly refer to on-
line ads and to agencies’ websites to look for informa-
tion about properties (Ipsos-London Economics-Deloitte
consortium, 2018). They may use online platforms such as
Rightmove and Zoopla in the UK, Domain and Realestate
in Australia or Idealista and Fotocasa in Spain, which make
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the housing search process cheaper and easier. Goodchild
and Ferrari (2021) call these plaforms “enablers” that serve
and support rather than transform the housing market,
since they advertise standardised information and pass on
enquiries to agents. Therefore, in general they do not com-
pete directly with traditional property agents. Consumers
can search for available properties in these platforms by
location or postcode, and refine their search by adding
information about their desired amenities and price range.
They can also do 360° virtual tours of home interiors (Jud
et al, 2002) as well as use virtual and augmented real-
ity applications that enhance the search process and cus-
tomer experience in a significant way (Xiong et al., 2024;
Thomas & Wiekak-Roy, 2025). Websites may also provide
links to other services: mortgage financial institutions, ap-
praisal providers, moving companies and utility providers
(Jud et al,, 2002).

Hence, the initial search for housing occurs online for
the most part (Choi et al,, 2019; Saiz, 2020), because us-
ers ask for faster and more efficient solutions, and agents
have started to use new technological tools to preserve
their market position (Mattarocci & Scimone, 2022; Mira,
2019). But it is unlikely that they will replace the agents
due to the complexity of the purchasing decision-making
process and the “social” nature of the business (Thomas
& Wiekak-Roy, 2025). Seiler et al. (2008) show that buy-
ers and sellers do appreciate human contact with the real
estate agent, the feeling of trust, responsiveness to their
needs, and empathy. In fact, property agents still show
homes to consumers and provide advice, “the moment of
the physical visit is of crucial importance for the self-real-
ization of the client, to bring clients to envision themselves
living in the house” (Benites-Gambirazio, 2020, p. 162).

On the other hand, there are market innovative plat-
forms, known as “hubs”, that position themselves as mod-
ern alternatives to traditional firms (Goodchild & Ferrari,
2021). One example is Purplebricks in the UK. They are
online brokerage agencies that facilitate direct seller to
buyer transactions at predetermined prices, offering lower
costs to clients and claiming no commissions—though
they do charge fees. This high intermediation platforms
disrupt the business of established agents because they try
to replace human intermediaries, challenging traditional
real estate agents, forcing them to confront the disinter-
mediation threat. Disintermediation is the idea that the
parties themselves, buyers and sellers, can deal with each
other directly (interact, negotiate and contract), without
the intervention of intermediaries (Baum et al., 2020; My-
ers & Crowton, 2004; Caballé Fabra, 2021; Marshall, 2024;
Wigand, 2020; Asensio-Soto, 2023).

Despite these challenges and the fact that the internet
plays an important role in residential real estate transac-
tions, they are still being carried out via real estate agents
and they have not disappeared. The housing market in the
USA, for example, remains highly intermediated, with 87%
of buyers and 89% of sellers hiring an agent (Gilsbuck &
Golds-Smith, 2024) and in England and Wales, although
non mandatory, most properties are marketed for sale by
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estate agents, and the online sector only represents 5%
of the market (St George & Sidoli, 2022). The continued
reliance of buyers on intermediaries is partly due to the
significance and complexity of the home purchase process
(Palm & Bolsen, 2022). However, Roulac (2019) points out
that the transformation taking place in the sector requires
a paradigm shift where consumers should be empowered.
As a consequence, customer services in the intermediation
process must be more professional. Correct and satisfactory
negotiations with customers bring great value to the agent
as they favour a good reputation and help to develop new
relationships (Asensio-Soto & Navarro-Astor, 2022).

Given the importance of the real estate agency sector
to the public and based on Engstrom et al. (2023) call for
further research into its operation and shared experience
of international practices, the purpose of this research is to
assess the importance of the Spanish real estate agent in
the intermediation process according to consumers, in the
context of the increasing market digitalization described
above. To achieve this, secondary objectives are proposed:
to find out customers’ perception of the services provided
by the agent, to measure their quality and to identify dif-
ferent customer profiles.

The paper proceeds as follows. Section 2 outlines the
literature review, which focuses on the role of the real es-
tate agent in general, transaction costs and the Spanish
case. Section 3 describes the methodology used, Section
4 presents our data. In Section 5, we discuss the empirical
results. Finally, the last section summarises the findings
and offers some concluding remarks.

2. Literature review

2.1. The role of the real estate agent

Non-transparency and the lack of asset homogeneity in
the real estate market justify the role of agents who as-
sist buyers and sellers, as obtaining accurate information
can be both time-consuming and costly (Zietz & Sirmans,
2020). The estate agent is the connecting element be-
tween the real estate firm and the market, being a key
presence in the buyer-seller negotiation process (Milgrom
& Roberts, 1994; Grandori, 1999; Boyd & Chinyio, 2006).
It represents a kind of intermediary with a very important
role, as it is involved in almost all phases of the real estate
transaction (Yavas, 2007; Trio & lazzi, 2016), although this
depends on the property conveyance process that varies
between countries (Palm et al.,, 2022). The role of this ac-
tor has been critically reviewed by many scholars (Levitt
& Syverson, 2008; Hendel et al., 2009; Bernheim & Meer,
2013; Larceneux et al., 2015; Benefield et al., 2019; Benites-
Gambirazio, 2020).

In some international contexts such as Spain, the UK
and the USA, the poor image of property agents has been
highlighted (Garcia Valdecasas, 1988; Moreu Carbonell,
2023; Brinkmann, 2009; Arnold et al, 2009; Talmatchi,
2020; Ensgtrom et al,, 2022) associated with the intangi-
bility of their work, an effort barely visible to customers
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(Santore & Bruce, 2002). Engstrom et al. (2023, p. 61) even
point out that when it comes to trustworthiness they “tend
to rank somewhat higher than car salesmen and paparazzi
but below politicians and journalists”.

Yanez (2013) and Talmatchi (2020) mention the possi-
bility of avoiding the agent's assistance, as it will increase
the final cost of the deal. Customers could try to carry out
the transaction on their own, although they will encounter
difficulties because it is a complex decision-making pro-
cess (Yafez, 2013). In fact, Stamsg (2015) found that selling
a property in Norway is viewed as an extensive and com-
plicated process. There are high financial risks involved,
long time invested (Buxmann & Gebauer, 1998; Abis, 2009;
Lépez-Arredondo et al., 2019; Benites-Gambirazio, 2020;
Zhang et al., 2021; Palm & Bolsen, 2022) and also the di-
lemma of choosing the different materials and functional,
social and symbolic attributes of housing (Levitt, 1980).
Moreover, this process is rarely repeated in the short term
and has a high lifetime impact on buyers (Zhang et al,
2021; Palm & Bolsen 2022; Engstrom et al.,, 2023). In addi-
tion, since two dwellings are not exactly the same, experi-
ence is required to determine their correct value. There-
fore, it requires more procedures and more thinking time
and energy on the part of the individuals concerned.

Potential buyers or sellers could obtain information
themselves through various means such as free advice,
the internet, libraries, or notaries (Yanez, 2013). Talmatchi
(2020) concludes that, by eliminating the agent, sellers and
buyers have the potential to minimize the cost, yet they
would not benefit from professional advice.

Scholarly literature highlights the advantages and dis-
advantages of hiring an agent. According to Benefield
et al. (2019), the main service provided is the property
promotion and sale, so it is the seller who would make
the most profit. Open houses, outdoor and online adver-
tisements, or the recommendation of the property to po-
tential buyers and personalized attention are among the
services offered. In addition, agents advise and assist sell-
ers in the negotiation process and in the various bureau-
cratic procedures required (Bernheim & Meer, 2013). This
is confirmed by Stamsg (2015), who found that the main
reasons why sellers in Norway use an estate agent are to
avoid all the work of selling independently, a reluctance
to take responsibility for large sums of money, and fear
of making errors.

Baryla et al. (2000) have studied the impact of real es-
tate agents who represent the buyer on property transac-
tions, without a sound consensus. They add that buyers
have a positive perception of the agent in terms of obtain-
ing better results in house search. For instance, Hendel
et al. (2009) and Baryla and Ztanpano (1995) concluded
that buyers conducted faster searches and achieved bet-
ter success results when assisted by an agent. Moreover,
buying through an agent increases the variety of proper-
ties available and gives buyers evidence of their quality
(Hendel et al., 2009). Agents also provide value beyond
property search, as they often advise buyers on sources
of mortgage finance and property insurance, as well as

assisting with legal documentation (Seiler et al., 2008). In
contrast, Zumpano et al. (1996) show that buyers who use
agents pay more for housing than those who buy without
an agent.

Both Trio and lazzi (2016) and Caballé Fabra (2021) ar-
gue that the real estate agent can be of great importance
in facilitating access to housing with greater legal protec-
tion. Levitt and Syverson (2008) emphasize the functional
value of the agent in relation to the information provided
and its effectiveness in matching the client’s requirements.
The solutions presented by the professional should match
the needs of the buyer or seller and offer a more efficient
outcome than the one obtained with an online medium
(Frew & Jud, 1986; Hendel et al. 2009). In other words, the
perceived value for buyer and seller must be aligned on
the same idea that they can close a sale or purchase faster
through a real estate agent than without one. Therefore, it
is also measured by the overall efficiency of the process:
saving time and reducing risk. For the seller, the process
is efficient when the time to sell is reduced (Yang & Yavas,
1995), while for the buyer, when they have access to a
larger number of potential properties (Elder et al., 2003).
According to Wilcox and Forsyth (2022, p. 192), the agent
should “save the client time and provide reassurance that
the optimal transaction terms have been agreed”.

It is also important to highlight the emotional value
provided by the agent, which is fundamental for custom-
ers' psychological safety through support in the manage-
ment of the transaction (Gardés, 2019). According to Mc-
Kenzie and Betts (2010) the agent’s advice is reassuring
for the client as it reduces the mental burden, especially
when the situation is perceived as too complex. Moreover,
engaging a real estate agent can help mitigate the risk of a
challenging or contentious negotiation, a common occur-
rence in home transactions between parties with opposing
interests. In fact, the involvement of an agent representing
the interests of both parties should prevent these differ-
ences from escalating into conflicts (Gardes, 2019). Their
expertise and knowledge of legal matters provide clients
with reassurance that the transaction will proceed smooth-
ly. This approach, which combines both the functional and
emotional value offered by the real estate agent, is crucial
for delivering a positive customer experience and enhanc-
ing perceived value.

On the contrary, the charging of commissions or fees is
often a key factor behind the poor reputation of agents in
many developed countries (Larceneux et al., 2015; Bernhe-
im & Meer, 2013). Garcia Valdecasas (1988) and Talmatchi
(2020) suggest that while negative experiences can con-
tribute to this perception, it is primarily driven by the high
commissions agents typically charge. According to Yinger
(1981), Anglin and Arnott (1999), Moretti and Hsieh (2003),
and Talmatchi (2020), fees in the real estate market are
excessively high for a competitive environment, and only
market forces can properly adjust them. They further ar-
gue that despite the large number of players and relatively
low barriers to entry, these factors have not led to the
expected fee adjustments, as one might anticipate in such



a fragmented industry. But agents’ fees are just the tip of
the iceberg in terms of costs related to buying a home,
since there are other transaction costs involved.

2.2. Transaction costs in the housing market

According to Hakansson and Palm (2022) there is no
agreement on the definition of transaction costs, those in-
volved in the buying and selling a good. But they depend
on the type of transaction, the parties involved and poten-
tial regulations which vary between countries. Compared
to other commodities, housing has a high transfer cost,
since in addition to the price of the house, many other
costs are involved: search time spent finding the property,
real estate agents’ fees, costs related to mortgages, taxes,
legal fees and moving costs (Stamsg, 2015). While some of
these costs such as fees and taxes are not hard to identify,
others of a more intangible nature are difficult to quantify
(Hakansson & Palm, 2022; Devaney et al., 2017).

A comparison of transaction costs and processes for
housing conveyances in 27 countries around the world
shows that these depend on the underlying legal rules
and regulations (Andersson & Palm, 2022). For example,
in countries such as Spain under the civil law family, the
public notary is an important actor, with mandatory in-
tervention in real estate conveyances (Palm et al., 2022),
and transactions costs are rather high, particularly for the
buyer. On the other hand, in countries that follow the Nor-
dic law such as Finland, Sweden and Norway, simplicity
and pragmatism are common traits, no civil law notaries
are required in conveyances, and transactions costs for the
buyer and the seller are very low.

There are also differences between countries regard-
ing transaction costs related to time. For instance, during
the marketing phase of the transaction, potential buyers
may be impacted by how searches are conducted and how
information about homes for sale is displayed. In Sweden,
for example, all properties for sale are marketed on the
same website, the so called “marketplace for homes” (Jin-
gryd & Palm, 2022; Andersson & Palm, 2022). This trans-
parency results in time efficiency for both parties: buyers
can explore the entire market supply with one search, and
sellers can advertise their home on only one platform to
reach the entire market. But in other countries, such as
England, there are several property portals advertising
properties (Rightmove and Zoopla), making the search
longer and the matching process more time-consuming
for both parties. This adds up to the transaction costs (An-
dersson & Palm, 2022; St George & Sidoli, 2022).

The number of institutions involved in the conveyance
process also has consequences for the transaction costs.
Hence, countries such as Japan, Germany, South Africa and
Spain with more actors participating when buying and sell-
ing add up more costs. On the other extreme, where real
estate agents have mandatory university education related
to law fields and they handle the legal aspects of the ex-
change (Sweden), without notaries involved, transaction
costs are lower (Andersson & Palm, 2022).
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2.3. The Spanish case

In Spain, the market for real estate brokers has gone
through many changes over a long period to increase
competition. The real estate agent profession was estab-
lished in Spain in 1948 by a decree’ which defined it as
a collegiate profession that could only be practised with
registration to an official association (Moreu Carbonell,
2023; Caballé Fabra, 2021). Applicants had to demonstrate
‘good conduct and recognised integrity’, and possess a
professional qualification, among other requirements. Yet,
throughout the 20t century, successive reforms affected
the structure and functioning of the professional associa-
tion of real estate agents, as well as the requirements for
accessing the profession (Moreu Carbonell, 2023).

Restrictions on housing brokerage in Spain were re-
moved in the year 2000 when the Royal Decree-Law on
Urgent Measures for the Liberalisation of the Real Estate
and Transport Sector? was approved (Moreu Carbonell,
2023; Caballé Fabra 2021, 2025; Sanchez Jordan, 2022).
This regulatory change eliminated certain entry barriers,
such as the requirement for a specific academic qualifica-
tion to work in the profession and the compulsory mem-
bership in a professional body. This implies that anyone
can become a real estate agent without needing to prove
training and there is no institutional body that controls not
only members’ qualifications but also that their procedures
comply with the law and that there will be consequences
in case of misinformation or damages.

The liberalisation and deregulation of the real estate
conveyance activity in Spain has led to a significant rise in
the number of people working as real estate agents, which
has been described as excessive professional intrusion
(Moreu Carbonell, 2023; Clotet & Gallardo, 2018). There
has also been an increase in the number of complaints
relating to unreasonable fees, commissions imposed on
both contractual parties, and excessive deposits. This re-
sults in a negative image of the Spanish real estate agent,
who is perceived as a non-qualified professional interested
in obtaining high commissions (Colectivo API, 2020; Garcia
Valdecases, 1988). Consequently, consumers, associated
real estate agents and academics are calling for the sector
to be better regulated (Moreu Carbonell, 2023; Sanchez
Jordan, 2022; Caballé Fabra, 2025).

Even though there is currently no national regulation
governing this profession, there are considerable differ-
ences between Spanish regions (European Association of
Real Estate Professions [CEPI], 2024) that have been criti-
cized for causing confusion among consumers (Caballé
Fabra, 2025). In fact, some Autonomous Communities have
introduced training requirements and created administra-
tive registers that may be voluntary or compulsory de-
pending on the region (Moreu Carbonell, 2023). According

! Decree of the Housing Ministry of 17 December on the crea-
tion of Real Estate Agents' Official Associations (BOE n. 17, 17
January 1949).

2 Royal Decree-Law 4/2000, 23 June.
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Table 1. Pros and cons of using estate agents in Spain (source: authors’ own work)

Aspects Pros

Cons

Authors

Customer relationship Builds trust, empathy, and support

Market knowledge Provides up-to-date information

and local expertise

Support throughout the
process

Provides legal and administrative
assistance

Accessibility Physical presence valued by less

digitally savvy customers

Customer perception Highly rated service in complex

and unique operations

Technology and adaptation Partial integration of technologies

(CRM — Customer Relationship
Management, virtual visits) by
hybrid agencies

Emotional value It reduces stress and provides

psychological safety

to CEPI (2024), a compulsory register exists for real estate
agents in Catalonia. In order to work as one, applicants
must complete training courses provided by universities
and private organizations, followed by an exam. They may
also become agents if they finish a bachelor degree in
fields such as law, architecture or real estate. Once they
have passed the exam, agents are free to join a local as-
sociation. Another aspect worth mentioning is that, ex-
cept in Catalonia, there is no legal provision forbidding
real estate agents from representing both parties in the
same transaction.

Although there is no reliable data available on the
number of real estate agents actually operating in Spain,
it is estimated that there are around 50.000, of which only
about 20% are members of their professional association
(Caballé Fabra, 2025). Since Spain belongs to the Latin no-
tary system of conveyance, they are mainly involved in the
marketing and pre-contractual phases of the conveyance
process, that is the initial negotiations when the parties in-
tend to sell or gain access to housing (Caballé Fabra, 2021,
2025; Sanchez Jordan, 2022). The fee is normally between
3% and 5% of the sales price and is paid by the principal,
who is usually the seller.

At present, it is common practice for houses and flats
to be advertised on marketplaces such as Idealista and
Fotocasa. Most of these properties are offered by agen-
cies, meaning consumers do not have the freedom to
choose who will show them the property they want to buy.
Around 70% of property sales in Spain involve a real estate
agent. However, most potential buyers do not approach
an agency directly; instead, they are forced to do so by fol-
lowing the online platform route (Moreu Carbonell, 2023).
The success of these “enabler” platforms (Goodchild &
Ferrari, 2021) seems to be leading to a generalization of

Maintaining impartiality between
buyers and sellers is difficult
Low level of professionalisation
and lack of formal regulation
Potential conflict of interest

and lack of transparency in
management

High cost

Image tarnished by intrusion and
unqualified agents

Technology gap and resistance to
change

May generate emotional depen-
dence that is not always effective

Clotet and Gallardo (2018),
Caballé Fabra (2021)

Clotet and Gallardo (2018)

Caballé Fabra (2021)

Garcia Valdecasas (1988),
Clotet and Gallardo (2018)

Lopez-Arredondo et al. (2019);
Asensio-Soto and Navarro-
Astor (2020)

Asensio-Soto and Navarro-
Astor (2020)

Asensio-Soto (2023)

intermediation services. However, consumers do not turn
to these services voluntarily; they have no other choice.

Table 1 shows the advantages and disadvantages of
using property agents in Spain. Note that the topic has
not been much researched.

3. Materials and methods

This research is of exploratory and descriptive nature and
uses a quantitative methodology based on an online sur-
vey distributed to customers (property buyers and sellers)
to assess their real estate agents and the agency.

3.1. Research instrument, population, sample
and analysis

The questionnaire used was elaborated based on the Re-
serv real estate services measurement scale (Nelson &
Nelson, 1995), although some modifications were made
to reflect the changes experienced in the sector as a re-
sult of digitalization (see Appendix). Seiler and Reisenwitz
(2010), considered the instrument reliable and valid and
suggested that it should be the starting point for future
research studies in real estate service quality.

The adaptation of the questionnaire introduces new
dimensions and redefines existing indicators. For instance,
a specific section has been included to gather informa-
tion about consumers’ perception of online agencies. Sec-
tion 3, with items 1 to 4 (see Appendix), exclusively evalu-
ates the experience gained with these digital agencies. It
enables a comparison of the perception of traditional and
digital services, measures specific attributes of the digital
environment and establishes whether these new forms of
intermediation meet users’ expectations in terms of quali-
ty. Within this section, items S3_2 and S3_3 address studies



that outline the importance of time saving and digital ac-
cessibility (Lim, 2000; Dabholkar & Overby, 2021). Other
items measure trust in non-physical environments, a key
aspect in digital settings (S3_4 and S3_1).

Furthermore, a specific dimension on the perception of
fees has been added (items S1-8 and C5 in survey in the
Appendix), reflecting the evolution of the business model
of online brokerage agencies with alternative fee struc-
tures to traditional ones (Caballé Fabra, 2021).

The questionnaire consists of 35 questions for all par-
ticipants using the agency’s services, and 4 specific ques-
tions for those working with online brokerage agencies. It
also establishes 9 dimensions addressing various aspects
of the service received and measures both overall satisfac-
tion and the likelihood of recommending the real estate
agency to others. Survey dimensions considered are the
following: trust, usefulness, efficiency, convenience, service
quality, payment, time, flexibility and qualification.

Dimension modifications from Reserv measurement
scale derive from the literature review and the disruptive
changes that the sector is undergoing in its digitalisation
process (Shaw, 2018; Barwick & Wong, 2019; Siniak et al.,
2020). Accordingly, the remuneration or fees paid by cli-
ents has its own dimension (Yinger, 1981; Garcia Valde-
casas, 1988; Sirmans & Turnbull, 1997; Anglin & Arnott,
1999; Santore & Bruce, 2002; Bernheim & Meer, 2013;
Larceneux et al., 2015; Swanson & Gurke, 2017; Gautier
et al., 2017; Talmatchi, 2020; Caballé Fabra, 2021). The time
factor is highlighted as a key element valued by customers
when assessing the impact of digitalization in real estate
brokerage (Lim, 2000; Baryla et al., 2000; Lépez-Arredondo
et al,, 2019; Dabholkar & Overby, 2021). The same applies
to efficiency, which is related to process resolution (Frew
& Jud, 1986; Hartline & Ferrell, 1996; Brown et al., 2002;
Kilic & Dursun, 2007; Hendel et al., 2009; Brinkmann, 2009;
Clotet & Gallardo, 2018).

A 5-point Likert-type scale is used to evaluate each di-
mension, with 1 meaning strongly disagree and 5 strong-
ly agree. Participants were asked to rate the brokerage
service, the professional agent, and the online brokerage
agency. A final section is included to collect respondents’
sociodemographic data (see the Classification block in the
Appendix).

A pre-test was carried out with 20 individuals with
different profiles in terms of participation in the process,
gender and age. This pilot test was used to verify the cor-
rect understanding of the questionnaire, the time needed
to answer, as well as to detect possible errors or ambigui-
ties in its wording. Based on the results obtained, minor
modifications were made to the initial wording and to the
survey design. The population under study is any individu-
al who has participated in a property purchase or sale pro-
cess in Spain during the 2018-2021 time period, whether
or not the process has been completed. The 4-year period
chosen is the time interval during which online real estate
agencies have coexisted with traditional ones. A combina-
tion of non-probability convenience sampling and snow-
ball sampling was carried out.
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For its ease of administration and guarantee of ano-
nymity, the survey was designed and distributed using en-
cuesta.com, a widely used online platform for creating and
administering questionnaires. To maximize the number of
responses, a survey dissemination strategy was developed
using the social networks Twitter and LinkedlIn, trying to
reach different ages and geographic locations. Various
housing experts were contacted, and they shared the sur-
vey link on their social media profiles.

Following standard ethical guidelines, an introduc-
tory letter was included together with the survey online
link. This letter described research goals, informed about
approximate completion time, the confidential nature of
participation and that there were no risks involved. No
economic incentives were offered to potential participants.

462 survey responses were collected, of which 412
were validated. There is no consensus on the recommend-
ed sample size for this type of non-probabilistic sampling
(Argibay, 2006; Cupani, 2012), although one of the most
commonly used is based on the number of questionnaire
items. Argibay (2006) suggests that the number of par-
ticipants should not be less than 5 times the number of
items, while Kline (2005) recommends between 10 and 20
participants per parameter studied.

The collected data were analyzed using IBM SPSS Sta-
tistics 26. For categorical variables, frequencies and per-
centages are shown. Differences in categorical parameters
between groups were assessed with Pearson’s non-par-
ametric Chi? test and, in the case of 2x2 tables, Fisher's
exact test is applied. For continuous variables, descriptive
mean, SD, median and interquartile range are shown. Dif-
ferences in continuos parameters between groups are as-
sessed by Mann-Whitney/Kruskall-Wallis (non-parametric)
or T-student/ANOVA (parametric) tests based on the nor-
mality of the variables to be assessed by the Shapiro-Wilks
test. All multiple comparisons are adjusted by Bonferroni
correction.

Cronbach’s Alpha has been used to test the reliability
of the scale for each dimension. Different customer profiles
have been detected by a two-stage cluster analysis. The
significance level used in the analyses was 5% (a.=0.05).

3.2. Description of research participants

As Table 2 shows, 56.1% of the respondents were women
while 43.5% were men. The average age was 45 years
old, with an interquartile range of 37-52, the age range
being 22-89 years. Most of them had higher education
(85.2%), of which a 49.2% with a bachelor's degree and
a 35.9% with a master's degree or doctorate. Employees
accounted for 68.9% of the sample, compared to 19.2%
who were self-employed. In terms of income level, two
groups stand out, those with monthly incomes between
€2,001 and €3,000 (29.6%) and those between €1,001 and
€2,000 (28.9%). There is a third group that corresponds to
incomes above €3,000 representing 18.7% of the sample.

The majority of the sample (63.7%) used an intermedi-
ary in the process of buying or selling the property and
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Table 2. Sample characteristics (source: authors’ own work)

427

n % Cumulative %

Gender Male 179 43.45
Female 231 56.07
Other 2 0.48
Total 412 100.00

Age group 18-34 194 471 47.1
35-65 212 51,5 98.6
Over 65 6 14 100.0
Total 412 100.00

Level of education No formal education 1 0.24 0.24
Primary education 5 1.21 1.46
Secondary education 55 13.35 14.81
University degree 203 49.27 64.08
Master’'s or PhD 148 35.92 100.00
Total 412 100.00

Occupation Student 6 1.46 1.46
Unemployed 13 3.16 4.62
Retired/Pensioner 30 7.28 11.89
Employee 284 68.93 80.83
Self-employed 79 19.17 100.00
Total 412 100.00

Monthly income (€) No response (NS/NC) 80 19.42 19.42
Less than 600 3 0.73 20.15
600-1,000 11 2.67 22.82
1,001-2,000 119 28.88 51.70
2,001-3,000 122 29.61 81.31
More than 3,000 77 18.69 100.00
Total 412 100.00

Used a real estate Yes 262 63.59

agency?
No 150 36.41
Total 412 100.00

Transaction type Purchase 242 58.74 58.74
Sale 86 20.87 79.61
Both (buy & sell) 64 15.53 95.15
Not finalized 20 4.85 100.00
Total 412 100.00

the rest (36.3%) did it on their own without professional
assistance. As for the breakdown by agency type, only
4.2% of the sample used online agencies (2.4% if we also
consider those who did not use an agency). The distribu-
tion of profiles regarding type of situation is: 15.5% of
sellers-buyers, 58.7% of buyers, 20.9% of sellers and 4.9%
unfinished transactions.

There are significant differences in the age of the dif-
ferent profiles: sellers are older than the rest, with an aver-
age age of 53, while buyers are 42 on average. There are
no significant differences between the profile of the client
(based on gender, studies, employment, income, region)
who relied on the real estate agency and the one who did
not (p-values Chi2 > 0.05 for all the bivariant tests).

Comparing both types of agency, 46% of online cus-
tomers are women, with no significant differences with tra-
ditional agency customers. The average age of the online
customer is 43.1 (SD = 4.81) years old, with no significant
differences with the traditional agency customer, 45.9
(SD = 11.1) years old.

4. Results

4.1. Perception of the real estate agent

Table 3 shows the ranking of items based on Friedman'’s
test for comparison of distributions and Bonferroni ad-
justed post-hoc contrasts (Friedman (18) = 677.118, p-val-
ue 0.000). The highest rated items correspond to quality



(professional and adequate treatment) and agent's quali-
fication. In addition, due to their opposite sense in the
question wording, the last 2 items regarding usefulness
are also positive and well rated concepts (dispensable
agent and prefers agent during property visits). The worst
rated item is the perception that the agent has not pri-
oritized the customer's interest over that of the agency.

In general, there are no significant differences in the
perception of the agent's characteristics depending on
whether the agency is online or traditional (all Mann-
Whitney tests between each item and agency tipology
with p > 0.05).
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However, the situation of the transaction process is
a differentiating factor in terms of the assessment of all
items (all Mann-Whitney tests between each item and
agency tipology with p < 0.05). In order to clarify the in-
terpretation of results about perception of agent, it is ad-
equate to test the scale’s reliability with Cronbach’s alpha
for each dimension (usefulness, quality, trust, qualification,
satisfaction). Hence, we will work at the level of the aver-
age dimension of the items that compose it. The data are
presented in Table 4.

All dimensions have Alpha values above 0.7 except for
Usefulness. If the items that go in the opposite semantic

Table 3. Rating of the professional agent (source: authors’ own work (descriptive mean and standard deviation shown for each

item))

Mean SD
QUALITY: Treatment was adequate 4.06 0.85
QUALITY: Treatment was professional 3.95 0.97
QUALIFICATION: The agent is qualified for the job he/she is doing 3.89 1.06
TRUST: The agent's presence during property visits gives me confidence 3.81 1.00
USEFULNESS: | found agent's presence at property visits helpful 3.81 1.04
USEFULNESS: The agent has helped me to complete the transaction 3,79 1,03
USEFULNESS: Visiting properties with the agent has made it easier for the transaction to be completed 3.78 1.03
QUALIFICATION: The agent shows he/she has the right training for the job 3.76 1.01
USEFULNESS: The agent has helped me with the paperwork and documents 3.74 1.12
USEFULNESS: Visiting properties with the agent has made it easier to make decisions 3.72 0.99
TRUST: Visiting properties accompanied by the agent has helped me to be more relaxed during the 3.71 1.01
transaction
QUALITY & QUALIFICATION: The agent has always been able to give me appropriate advic 3.70 1.15
GENERAL SATISFACTION: Overall | am very satisfied with the agent who has advised me throughout the 3.67 1.08
whole process
USEFULNESS: | prefer to visit the properties myself to save money 3.00 1.26
QUALITY: The agent has prioritized my interests over those of the agency 2.98 1.21
USEFULNESS: The real estate agent seems dispensable 2.92 1.17

Table 4. Average dimension of the real estate agent’s items (source: authors’ own work)

Dimension Iltems

Cronbach'’s alpha

Uselfuness

The real estate agent seems dispensable

Service quality Treatment was adequate

Qualification = The agent is qualified for the job he/she is doing

| found agent's presence at property visits helpful

Visiting properties with the agent has made it easier for the transaction to be completed
The agent has helped me to complete the transaction

The agent has helped me with the paperwork and documents

Visiting properties with the agent has made it easier to make decisions

0.514

| prefer to visit the properties myself to save money

0.896

The agent is qualified for the job he/she is doing
The agent has prioritised my interests over those of the agency
The agent has always been able to give me appropriate advice

0.915

= The agent shows he/she has the right training for the job
= The agent has always been able to give me appropriate advice

Trust = The agent'’s presence during property visits gives me confidence

0.846

= Visiting properties accompanied by the agent has helped me to be more relaxed during

the transaction

General satisfaction = Overall | am very satisfied with the agent who has advised me throughout the whole process -
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Table 5. Descriptive statistics of the real estate agent
(source: authors’ own work)

Mean SD

QUALIFICATION 3.78 0.99
USEFULNESS 3.77 0.86
TRUST 3.76 0.93
GENERAL SATISFACTION 3.67 1.08
QUALITY 3.67 0.92
| prefer to visit the properties myself to 3 1.26
save money

The real estate agent seems dispensable ~ 2.92 1.17

direction ("The real estate agent seems dispensable” and
“| prefer to visit the properties myself to save money”) are
deleted (items S2_14 and S2_15), the Alpha amounts to
0.870. Thus, this dimension will be divided into 3 dimen-
sions: items that work well (average) and items that do not
work separately.

The global Friedman test and the post-hoc analysis
comparing pairs provides a ranking of the dimensions ac-
cording to their value, so that Qualification, Usefulness and
Trust are the most highly valued dimensions (see Table 5).
The last two items with scores around 3 represent con-
cepts with a neutral positioning.

4.2. Customer segmentation

Two-stage cluster analysis has been applied to discover
the natural groupings (or clusters), obtaining 4 with op-
timal data quality, covering 99.3% of the data. These 4
clusters identify different customer profiles based on
sociodemographic characteristics, type of agency used,
educational level and income. This approach is relevant,
since it responds to the theoretical need to understand
the heterogeneity of consumer behaviour in the real es-
tate context, as proposed by Seiler and Reisenwitz (2010),
who emphasize that the degree of satisfaction and service
perception are closely linked to personal variables.

©) O

Figure 1. Customer segmentation. Income and age
(source: authors’ own work)

O O

Figure 2. Customer segmentation based on satisfaction with
the agency and the agent (source: authors’ own work)

The profiles shown in Figure 1 are described below:
= Segment 1: It includes 48.4% of the sample, and it
is composed of middle-aged men and women (av-
erage age 44 years old), with higher education and
medium-high average salary. These customers use
the services of real estate agencies, including online
agencies.
Segment 2: It encompasses 28.1% of the surveyed
participants, who are similar to segment 1 in terms of
age, education and income, but they make the trans-
action without an agency. They are middle-aged men
and women (average 45 years old), with higher edu-
cation, high average salary who make the transaction
without an agency.
Segment 3: It is made up of 11.5% of respondents,
who are also middle-aged men and women (aver-
age of 45 years old), workers with secondary educa-
tion and low-to-average salary who decide to hire
an agency.
Segment 4: It represents 12% of the sample, being
older men and women (57 years old average), non-
workers with secondary education and average salary
who hire an agency.
Figure 2 plots the different customer segments accord-
ing to their level of satisfaction with the agent and the
agency. There is clearly a different positioning in terms
of overall real estate satisfaction in each segment (K-
W(2) = 11.288, p-value 0.004). Segment 1 includes only
agency customers and it is the most dissatisfied (with
agency: 3.58 (1.08), with agent: 3.45). Segment 3 is com-
posed of surveyed participants with lower purchasing
power and average education and it is the most satisfied
(with agency: 4.16 (1.11), with agent: 4.10 (1.00)).

5. Discussion

Results show that a significant part of the sample (36.4%)
did not look for the assistance of an agent for property ex-
changes. This quite confirms Moreu Carbonell (2023) who
states that around 70% of property sales in Spain involve
a real estate agent (Moreu Carbonell, 2023). We did not



ask survey participants about their reasons for not hiring
an agent, therefore we cannot know for sure. But drawing
from previous research, Yafez (2013) and Talmatchi (2020)
point out two possible reasons: the increase in the final
cost and the use of the Internet or other resources that
provide information on how to carry out the transaction.
Stamsg (2015, p. 185) also reveals that “the main reason
for homeowners selling privately is that it is too expensive
to use an agent”, but she adds that they believed they
could sell the property as well as an agent, and that they
had sold to family members. In any case, we should re-
member that there is no mandatory intervention of a real
estate agent in the Spanish conveyance process and that
buyers receive qualified legal advice both from the notary
public and the land registrar (Sanchez Jordan, 2022). This
adds legitimacy and a kind of security, reducing uncer-
tainty and insecurity in the process (Andersson & Palm,
2022). Hence, buyers and sellers can manage the transac-
tion without the agent.

The sample perceives the real estate agent positively,
highlighting the service quality received, the qualifications
and professional treatment, as well as trustworthiness.
These results contradict the negative view of this pro-
fessional conveyed by numerous authors in the Spanish
context (Moreu Carbonell, 2023; Garcia Valdecasas, 1988;
Clotet & Gallardo, 2018; Colectivo API, 2020), but also in
other countries where they are considered among the
least trusted professions. For example, Clotet and Gallardo
(2018) point to their lack of qualification, conveying the
image of being a simple salesperson, and Garcia Valdeca-
sas (1988) underline their bad reputation.

Items measuring trust and usefulness of the agent's
physical presence during property visits were rated posi-
tively (3.81 out of 5), which shows that this service is ap-
preciated by the majority of participants. This is consist-
ent with Benites-Gambirazio (2020) who outlines the im-
portance of the physical property visit for the clients to
picture themselves living in it. It also accords with Seiler
et al. (2008), who highlight that homebuyers and sellers
value the personal contact with the agent, as it instils con-
fidence and peace of mind, addresses their concerns and
demonstrates a high level of empathy. This is important
given that the agent’s physical presence, as well as the
tangible office, are major differences between traditional
and online brokerage agencies.

Buxmann and Gebauer (1998), Abis (2009), Lopez-Arre-
dondo et al. (2019), Zhang et al. (2021), Palm and Bolsen
(2022) and Engstrom et al. (2023), among others, argue
that the continued reliance of prospective customers on
real estate agents is partly explained by the significance
and complexity of the home purchase process, the high in-
vestment involved, the low level of repetition of the trans-
action, the difficulty of some of its processes and the long
time invested. These motives, from the functional aspect of
the service provided by the agent, but also from the emo-
tional one, prevent intermediaries from being easily sub-
stitutable as is the case in other markets (Gardes, 2019).
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As regards the qualification of the real estate agent,
lets recall that depending on the regulations in the mar-
ket for real estate agencies, in some countries the sector
employs personnel lacking adequate preparation, edu-
cation and training (Filstad & Gottschalk, 2009; Roulac,
2019; Agboola et al,, 2021). In Spain, although there is no
national regulation governing the profession and anyone
can become an agent (Caballé Fabra, 2025; Moreu Car-
bonell, 2023), our results are positive for this dimension,
implying that the agent is perceived by clients as quali-
fied and prepared to perform efficiently. Consequently, it
calls into question Filstad and Gottschalk (2009), Clotet
and Gallardo (2018) and Roulac (2019) when they state
that the client may view the agent with suspicion due to a
lack of qualification. Yet their level of qualification has not
been measured here, but rather the customer’s perception
of this aspect, so it is unknown whether the agent is re-
ally well qualified or not. Thus, qualification is not only an
academic degree, but it may include honesty, knowledge
and professionalism of the agent in his actions (Filstad &
Gottschalk, 2009).

The findings related to customer segmentation reveal
diversity in perceptions of real estate services depending on
the client profile. This heterogeneity coincides with results
of Seiler and Reisenwitz (2010), who point out that personal
variables such as age, educational level, and previous ex-
perience influence the evaluation of real estate brokerage.
Cluster analysis in this study has made it possible to distin-
guish four segments with well-defined demographic and at-
titudinal profiles, reinforcing the idea that a homogeneous
customer service or communication strategy would not be
effective in the current sector environment.

Of particular significance is the finding that population
segments that best value the real estate agent are middle
aged people with mid-level education and low-to-medium
income and the elderly and economically inactive people
(segments 3 and 4 in Figure 2). They emphasize that the
agent assists them in visiting properties and in the process
in general, since they perceive the usefulness of the service
and they trust it. Although they were not asked for reasons
to decide to use an agent, they probably needed guid-
ance and support in the conveyance process. Despite their
lower purchasing power, these groups are the most satis-
fied with the service received. This suggests that their ex-
pectations are more accurately met, and they have greater
appreciation of professional support. As regards older par-
ticipants in Segment 4, given their lesser familiarity with
the digital channels, they value the usefulness and qual-
ity of the service positively, which can be interpreted as
greater trust in expert knowledge. In sum, these customers
value professional support more highly and perceive the
service as a tool that facilitates a complex process, both
from a technical and emotional point of view. This find-
ing coincides with Gardés (2019) and McKenzie and Betts
(2010), who outline the emotional value of the agent as
a figure who reduces mental burden and uncertainty in a
transaction that is normally subject to high financial risk.
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In contrast, segment 1 (see Figure 2), comprising in-
dividuals with higher level of education and income, who
use traditional and online agencies, shows the lowest lev-
els of satisfaction. This paradox can be interpreted from
the theory of expectations: the greater one’s knowledge
of the market and familiarity with digital tools, the higher
the perceived quality requirements (Roulac, 2019). In this
sense, digitisation may have introduced a perception of
impersonality or lack of personal attention, particularly in
online intermediation models, which may have negatively
affected the overall customer experience.

The decision not to use agents from segment 2, who
are also highly educated and have high incomes, is con-
sistent with the theory of disintermediation (Baum et al,
2020; Wigand, 2020), which posits that technology allows
certain users to take on the management of intermedia-
tion themselves. This behaviour confirms that digitisation,
while not eliminating the need for agents in all cases, does
pose a real threat to certain segments where users have
sufficient information, resources and confidence to man-
age the process autonomously.

6. Conclusions

Some authors have argued that technology leads to a pro-
cess of disintermediation and the progressive disappear-
ance of real estate agents. In fact, to save costs, online
agencies try to eliminate them by encouraging direct con-
tact between individuals. In this context, this research has
tried to assess the importance of the real estate agent in
the Spanish intermediation process according to the cus-
tomers' point of view. Results reveal the need for the real
estate agent, who still plays a decisive role in the entire
buying and selling process.

The surveyed customers perceive the real estate agent
as well prepared for the job. Thus, it is considered neces-
sary and provides confidence to many clients for whom
dealing with the sale and purchase of a property is a
thorny path. Real estate agents are not simply interme-
diaries who move pieces of unrelated information. If this
were the case, they would have already disappeared or
would be in the process of disappearing. What seems to
be happening with the real estate agent is a change of role
as they focus more on the process and less on the search,
since it is mainly carried out online.

The great competition in the sector, with the access
of proptech companies and new players, and the emer-
gence of new technologies, implies that agents need more
training than previously. Agents unable to provide good
quality service are likely to leave the profession due to
its greater complexity and the existence of more quali-
fied and prepared competition. Likewise, the intrusion of
people who access the market sporadically in search of
high commissions and the entry of new, unprepared inter-
mediaries could be reduced. Therefore, buyers and sellers
would have greater security when carrying out a transac-
tion through a real estate agent since they would obtain
better service and professional advice.

Given the significant sums of money involved and the
fact that most people rarely buy or sell property, decisions
made in the housing market are among the most impor-
tant in people’s lives. Hiring a real estate agent can help
to reduce the risk involved in this transaction. Housing is
about people and it has long been recognized as a people
business; agents play a key role in bringing objectivity to
what can be a very emotional experience. Perhaps that
is why we tend to gravitate to intermediaries. The Span-
ish agent will probably continue to play a relevant role in
residential intermediation and technology will evolve and
gain prominence, but it will not replace human interaction.
Therefore, coexistence between the two is envisaged.

This study has several theoretical and practical impli-
cations. Firstly it makes a significant contribution that en-
riches existing academic literature on the importance of
the real estate agent in a country such as Spain where it
has been hardly studied. Secondly, a new model has been
designed to measure the quality of real estate services,
which is in-tended to be in line with the current situation
of more digital and technological intermediation. It could
be replicated in different contexts. Thirdly, in the business
environment it can help to understand how customers as-
sess the real estate agent, enabling companies to improve
their levels of quality service.

Participation in this research was achieved without of-
fering financial incentives, resulting in a sample of indi-
viduals who took part out of personal interest. We value
their time and effort and we outline the importance of
their contribution to advancing knowledge in this field.

This study has some limitations related to the sampling
process. Since the survey was disseminated online and
through social networks, older people who are not familiar
with these applications may have found it more difficult
to access them, so there could be a bias in the results in
the age range. Similarly, snowball sampling may have led
to a certain concentration of responses in the province
of Valencia where the authors reside. It is recommended
that more generalized results be obtained at the national
level. Also, for future work, it would be of great value to go
deeper into the customer who deals with online agencies
by increasing the number of these participants.
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Appendix

Real estate brokerage survey questionnaire.

Initial filter

Item Question Response options

F1 Have you been involved in buying or selling a property in the 1. Yes

last 4 years, even if the process was not completed? 2. No (end of survey)

F2 Which of the following situations applies to you? 1. Currently buying
2. Currently selling
3. Have sold
4. Have bought
5. Attempted to buy, not finalized
6. Attempted to sell, not finalized
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Item Question Response options
F3 Have you used or are you using the services of a real estate 1. Yes
agency? 2. No (go to classification block)
F4 Do you know any real estate agencies that operate entirely 1. Yes
online? 2. No
F5 Which of these agencies do you know? (multiple selection) 1. Housfy
2. Housell
3. Deplace
4. Prontopiso
5. Melibero
6. Propertista
7. Cliventa
8. None
F6 What type of agency have you worked with? 1. Traditional (Sections 1 and 2)
2. Online (Sections 1, 2, and 3)

Section 1: Perception of real estate brokerage
(Likert scale: 1 = Strongly disagree; 5 = Strongly agree)

Item Statement

S1_1 Working with the agency has been very helpful in carrying out the transaction
S1.2 The agency's work has been effective

S1.3 It was convenient to work with the agency

S1.4 Dealing with agency staff has been satisfactory

S1.5 The information | received was truthful

S1.6 The information provided was clear

S1.7 The information was useful

S1.8 The agency's fee was fair considering the service provided
S1.9 | always knew how much the transaction would cost

S1_10 The agreed payment method inspired confidence

S1_11 Working with this agency gave me peace of mind

S1_12 The agency handled everything, so | didn't have to worry
S1_13 | dedicated little time to the transaction

S1_14 The agency took care of everything

S1_15 The relationship with the agency was very smooth

S1.16 The agency adapted to my needs

S1.17 It gives me confidence that the agency has physical offices
S1_18 Overall, | am very satisfied with the agency

S1_19 My general evaluation of the agency is very positive

S1_20 Would you recommend the agency to a friend? (Scale: 0 = Definitely not; 10 = Definitely yes)

Section 2: Evaluation of the real estate agent
(Likert scale: 1 = Strongly disagree; 5 = Strongly agree)

Item Statement

S2_1 The agent's treatment was appropriate

S22 The agent acted professionally

S2.3 The agent was qualified for the job

S2. 4 The agent gave me appropriate advice throughout

S2.5 The agent prioritized my interests over the agency's

S2.6 The agent's presence during property visits was helpful

S2.7 The agent's presence gave me confidence

S2.8 Property visits with the agent helped the transaction go through

S2.9 Visiting with the agent made me feel more at ease during the process
S2_10 Property visits with the agent made decision-making easier

S2_11 The agent demonstrated proper training for the job

S2_12 The agent helped me complete the transaction

S2_13 The agent helped me with paperwork and documentation

S2_14 The real estate agent seems dispensable

S2_15 | prefer to visit the properties myself to save money

S2_16 Overall, | am very satisfied with the agent who supported me during the whole process
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Section 3: Perception of online agencies
(Likert scale: 1 = Strongly disagree; 5 = Strongly agree)

Item Statement

S3_1 The online agency gives me confidence

S3.2 The online agency saves me time on meetings, travel, and visits

S33 Accessing services via a device is more convenient than visiting an office

S3.4 Managing and negotiating documents online is faster than doing so in person

Open question

Iltem Question

oQ1 Would you add anything about the agency or agent that wasn't covered in the previous points?

Classification block

Item Variable Options

C1 Age Open response

c2 Gender . Female
. Male

Other

. No formal education
. Primary

. Secondary

. Undergraduate

. Master/PhD

. Student

. Self-employed

. Employee

. Unemployed

. Retired/Pensioner

c3 Educational level

Cc4 Occupation

c5 Commission paid to agency . I didn't pay the agency
. Less than 1%

. 1% to 2%

.2.1% to 3%

. More than 3%

. Fixed amount

(€ Province Open response
Cc7 City Open response

c8 Monthly income (optional) 1. Less than €600
2. €600-1000
3. €1001-2000
4. €2001-3000
5. More than €3000




