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Management innovation Product quality perception Perceived brand value and
perceived service quality that affect customer loyalty in real estate businesses

in Bangkok and surrounding areas.
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Abstract

The real estate business is considered a business group that has developed from basic
human needs. Project developers must present outstanding points that meet the needs of
customers to create maximum satisfaction and word of mouth. The objectives of this research
are to 1) study the level of management innovation. Product quality perception Perceived brand
value Perception of service quality and loyalty of real estate business customers in Bangkok and
surrounding areas. 2) Study the influence of management innovation. Product quality perception
Perceived brand value and perception of service quality that affects the loyalty of real estate
business customers in Bangkok and the surrounding area; and 3) create a loyalty model for real
estate business customers in Bangkok and the surrounding area. It is a combined research method
between quantitative research and qualitative research. in quantitative research the sample group
consisted of 400 people who had purchased real estate in Bangkok and surrounding areas using
a multi-stage random sampling method. The results of the research found that 1) management
innovation Product quality perception Perceived brand value and perception of service quality
and loyalty of real estate business customers in Bangkok and surrounding areas At a high level 2)
Management innovation Product quality perception Perceived brand value and perceptions of
service quality that affect the loyalty of real estate business customers in Bangkok and
surrounding areas Statistically significant at the .05 level and 3) Loyalty patterns of real estate
business customers in Bangkok and surrounding areas. The researcher developed it is called M3PL
Model. It is a model that emphasizes construction and quality of construction materials with new
innovations to the highest standards. After-sales service is provided with the utmost efficiency. It
affects customers' purchasing decisions, repeat purchases, and referrals for modern real estate

businesses.

Keywords: Perceived product quality, Perception of service quality, customer loyalty Real, estate

business
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A3 10C 9IUNRLUN  LHDAU

UINNTIUNI59ANTS (MNGINO)

winnssunansug (PRODU) 60-1.00 574 - 784 804
UINNTIUNIZVIUNIT (PROCS) 60-1.00 .636 - .846 .866
UINNTTUUINIT (SERVI) 60-1.00 .656 - .866 .886
nssuinanwaEasuel (PRQUL)

AUN1TYI19U (WRKDD) 60-1.00 .580 - .790 .810

Auguanwal (APPRC) 60-100 .654 - .864 .884




68 SSRU Journal of Public Administration Vol. 8 No. 1 January-April 2025

fiands I0C gunaduun  Wdediu
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M19199 2 Aede (X) dudegauunnnsgiu (S.0.) warnsiuanaseauveswiklsn@ny (n = 400)

fauus X S.D. nsuUana
UINNIIUNITINNT 4.14 84 17N
N35UTAMNINNEN TN 4.14 78 1N
NUIAMANTIAUAT 4.09 81 10
N5TUIAMAINUINIS 3.92 86 iy
ANUANAVBIANAT 4.08 81 1N

NN 2 Wi FudsuaiivnsAinuiienindsegsening 3.92- .14 eglusgiuunn Taed
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2. BVENaveINIANTIUNITIANIT MTTUSAMAMKEATMY N155UTAMAMIIEUAT wazn1TTU3
AuANUI NS TIdNasian M AnFeIgnAngsisedmEunindlunnsannavuasiazUTuama

HANTIATIEINUTT wuuTaesuauyignliianuaesnndesiudeyaalszanylagfiatsan
AnAiinuaenndes (Fit Index) fail Y%= 540.61 df = 160 p-value = .00000, Y2/ df = 3.37,
RMSEA =.077, RMR =.027, SRMR = .038, CFl = .98, GFI = .88, AGFI = .84, CN = 147.94 ﬁﬂ‘l‘jJWUj’]
AadRnadeunNaenndasfiddydiilvgldiunaeinsusediu Aadedslavinisusulumalviianiy
aonndesiuteyaidalszdng dwmnsnei 3
A15199 3 KaN1SUTZUNAINNTITn S Ve duUsEANS SNSnaniemsa (Direct Effect) BnSwanisdou

(Indirect Effect) hazdnswalaesiy (Total Effect) annuwuudtansauniIsususn  (n=400)

AuUsAU
o ) - A . » . ANTTUIAMAMWN  NNTTUIAUAINT
AauuInU R aNTNA N1ITUTAUNN WINNTITUNT e, “ s
LU . NANAUN dumAn (PCBDV)
13115 (PERQT)  9mn15 (MNGINO)
(PRQUL)
. v - DE - 73%(4.24) 72%(5.61) .97%(2.68)
ANFIUIAMAINUINTG
v 93 IE - - - -
(PERQT)
TE - 73%(4.24) 72%(5.61) 97%(2.68)
o Y DE .83*(5.93) .41%(6.18) .58%(7.00) 82%(6.42)
AMUNNAYDIANAN
N 93 IE - .24*(4.01) .24*(6.18) .12%(3.09)
(LOYTCS)
TE .83*(5.93) .65%(3.81) 82%(6.73) 94%(2.97)

XZ: 289.59 df = 151 p-value = .00000, X2 / df =191, RMSEA = .048, RMR = .019,

SRMR = .027, CFI =.99, GFI = .93, AGFl = .91, CN = 251.89

* fifudndymneadffisesu .05

NUBLAR Turadu Wurtadfneaeu t mindlAliog sening -1.96 fi1 1.96 LLamaiﬂﬁﬁaﬁwﬁmwwaﬁﬁﬁisﬁu .05,
DE = dvowan1anss (Directr Effect) IE=8vizwan1soau (Indirest Effect) TE=8viznalausau (Total Effect)
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[ |
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HANSNAADUALNAFIUIINNANITITY NUI denndeiualuRgIuYNTe
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NITUIUNIT UagAUWIANTINUINIS



1138155gUsEANEUAENS WAIneNdesIvAnaIugiuni U7 8 atuil 1 unsAv-lwwieu 2568 L

v a

0sAUsENRUT 2 A MuUsnsSuinunNAndne Usznausie dunnsvineu sugudnual
ATUAUAINU WAZATUANNAIILATUTEAN
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PERQT

AR 2 M3PL Model

ERERT)
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