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ABSTRACT

Introduction: Organizations providing building management, control, maintenance, and supervision services
must adapt and accelerate the development of their capabilities to keep pace with the rapidly changing
environment. This will lead to improved client contract renewal rates. Objective: 1) examines to the
customer focus, perceived price value, and customer relationship management directly affecting the
customer satisfaction with services of the building management, control, and maintenance contracts in
Thailand 2) investigates the customer focus, perceived price value, customer relationship management, and
the customer satisfaction directly affecting the commitment to the relationship 3) studies the customer
satisfaction and the commitment to the relationship directly affecting the relationship strength 4) examines
to the customer satisfaction with services, the commitment to the relationship, and relationship strength
directly affecting the contract renewal and 5) the consistency of a causal relationship model influencing
the contract renewal with the empirical data. Methods: In this mixed-methods research, a questionnaire
was used in the quantitative research to collect data from 455 representatives of the building. In the
qualitative research, the technique of an in-depth interview was employed as a research instrument to
collect data from ten experts related. Results: found that: 1. The customer focus, perceived price value,
and customer relationship management exhibited influence on the customer satisfaction. 2. The customer
focus, perceived price value, customer relationship management, and the customer satisfaction exhibited
influence on the commitment to the relationship. 3. The customer satisfaction and commitment to the
relationship exhibited influence on the relationship strength. 4. The customer satisfaction, commitment to
the relationship, and the relationship strength exhibited influence on the contract renewal. 5. The structural
equation model was in consonance with the empirical data. Conclusion: Studying the factors influencing
contract renewals for building management, control, and maintenance services in Thailand represents novel
knowledge and a new conceptual framework not previously studied. This has led to the development of

new research findings for the academic community.

Keywords: Customer Focus; Perceived Price Value; Customer Relationship Management;
Customer Satisfaction with Services; Commitment to The Relationship;

Relationship Strength; Contract Renewal
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e WlATulUARUANNNEUNAUNTTITINIU 432 9n A (100 x 432) + 60.46 = 715 ¥ lasuluuasunIuauysel
anunsathunldlunslinszideyarisdu 449 ga Aadudnsnsneunduiifosas 59.87
a ¢ v
5. nMsATIzvdaya
HAN15ILAT Ity warsienunalaenstdaifuganssaun (Descriptive Statistics) hazadf
WUUNYAIMUS (Multivariate Statistics) visiinmsiasevideyanasaenndosiutennaslasiuniaifvesdeya a
a ¢ v & & a
My TendeyanuLlu 5 Tunau Ao
1. mylnseteyamilurenounuuasuniy MIlnTeinaaiflmssumnvesmaud waz
ASpuay
2. MIAATILVNAADATINTTUUIVBITEAUANRRY kard Ll uuInITgIUvBILAasfiws
3. MIATIRERUTEANANT 0IRUNNARAveIYaYa UTENOUAIY ANYAENITLANLIILUUUNG
19370y a (Normality) N15n599a0uA10ueniusve9n19n53918 (Homoscedasticity) uazn15n 3298y
ANMUFUNUSITUEUNTITEIIEILUTAU Lagsulsau (Linearity)
4. M5IAT1EMBIRUTENBULTITUSUVDIULAANTTIAVBIRLUS L LAaEfAILUS LiBRSIEBUAIY
nsudlaseaing lngyinisnsivaeuanunsuliegidn (Convergent Validity)
5. NINAADUANUAFIUNITINE LilanaaeuTdenldnSnanan1saLiuaureIIAnITaulan

anauAesisunssaluusemalne lnenmsliesgilunaaunislasease (Structural Equation Modeling)

6. HANISIAY

o a o

naugfineusuudeunmilufunuivesemsidudygiuimsdanisauay gua wazinesnwm

a1mstulszmelng Suiunidu 449 au dwlngduwawe do1g 30-40 U aaunmlan dseduns@nwigean
Ysgayln Siwmsluearsiduddanisenais fsmauntdnaulueiasuinnin 10 au fssrusenUszneunisned

20 &umistiesnth 50 Euum warllegeternstususiosin 11-20

Lﬁ'aﬁmimﬂ'wﬁmﬁﬂmﬁﬂizﬂaummgm (standardized factor loading) wuin (1) fauuUsuelenisefady
anA1 (CUF) A1 AVE iy 0.640 uazen CR 1Nty 0.898 (2) Aauususlanmuanii3usdiusinn (PPV) fidn AVE
Winilu 0.625 uagAn CR U 0.893 (3) AU TUHINITUTIMIANUFURUSAUGNAY (CRM) SlAn AVE winfiu 0.656
wazA1 CR iy 0.905 (4) fauusuelsnnuiianalasnanisusnis (SAS) den AVE winiu 0.644 wazen CR Wiy
0.900 (5) faususlsarmsjasiuganuduiug (CMR) diAn AVE windu 0.615 uazAn CR Wiy 0.888 (6) fauususl
ANdULdsveInNdNRUS (RES) diAn AVE winffu 0.636 wavAn CR winfu 0.897 uay (7) Muuswesnisdodygn
(COR) d1fn AVE i1fiu 0.632 uagan CR wifiu 0.895

nguiegsiineuLuUasun AT usefuy s aiugnd (CUF) Aaidiusdusan (PPV) ns
Uimsmnuduiudiugni (CRM) anuflanelasionisuinig (SAS) mrsjsiugrnudasius (CMR) anadiudsues
ANEURUS (RES) uazn1seadayayn (COR) ﬁQMMQQQIUiSﬁU Wil

KaMmIvRAsUALLAgILIINNTIeTETdeya TunaaunslasainefiaenadosiuingUszasdnmsifons 5
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NN 2

v

HANTNATOUANLAFIUNITIFENIENITUATIEIImAaUN15IATITT I

0.483 CUF1 «»  RESI
%29 . A
. 292— CUF: ) o
0.292 CUF2 v\o_&“ . .%51* vl RES2
0.281—»  CUF3  [€—0.848%* 0.870% RES3
GA** 0.830 .
0253—»  Ccura |0 . O**a  RES4

I
N

0.490—» CUF5

0.452—» PPV1 \g

0.295—» PPV2 [*—o. 840

0.290— PPV3 [*——0.843

o1*
0365—  ppva |[«—OT .

0473—>  povs

0.389 CRM 1 COR1

0.267—» CRM2 [*—o0. 85, COR2
856 .

0.250—» CRM3 [*—0.866** COR3

9%
0.372—»  CRM4 [« O COR4

0.450—  CRMS e CORS

l CMR1 l l CMR2

l CMR3 l l CMR4 l l CMRS l

?

0.509 0.277 0.246 0.385 0.517

Zz =440.857, df=411, Zz/d/’:l.073‘p—valuc:0. 149, RMSEA=0.013, CFI/=0.997, TLI=0.996, SRMR=0.041

MU

o HUde SEAUWBF IR YN 9T DA p-value < .01, t-value = 2.576

£%

1. an1snedevaNuigudmsuinguszadten 1 wudl (1) nsyadugnAidninaniansadeuinsde
ANuianelasian1suIng (2) AuAnsuinusAmTavEnanwsadauindennuianeladenisuinig wag (3) N3

UImsanuduiusivgnAdavisnanmemsudeuindeauisnelaneon1susnis

£%

2. e naaevanNAgINdmTUTRgUszasaten 2 nudi (1) MadaiugnAndsninamensadauinee

s o

ANufsiugauduiiug (2) auAnsuiiummdaninanwmsudauindeninuyaiugainuduius (3) nsuims

[y Y a

ANUFNTUSAUNATIBNENAN M TUTIUINFAANUL ST UgAMUANTLS wa (4) Anuilanelasien1suInisiansna

U

mansadeuansenussiugauduius

3. namsnadouaNNAgIudmTUTngUsEasAtef 3 wudn (1) afianelasionisuinng favEnanamss
Beunanuduudwosmnuduius uaz (2) avwyslugauduiudianinanmsadavinanuduud wes
RRHGEOIT

4. wamsnagevaNNAgIudmIUTngUsEasAded 4 wuin (1) avwdianelasionisuinng favEnaniamss
Wauanean1seadyn (2) mmgaﬁuajmmﬁuﬁuéﬁSw%wamqmqL%qmﬂﬁiamiaiaﬁzyﬁm wag (3) Anudnudsves
ANUFUNUSHB VB WaN M TUTIVINADNITHBA YN

5. namsnaAeUaALNAg UM UTRgUsTasd e 5 wudn Tuaaunislassadnemdanisusu (Modified
Model) aanadasfiutoyaiisusedng nedla-awnisiiavindu 239.338 Aeemdasy (df) IAnviiiu 231 Ale-
AupISEUTMSTAWINAY 1.036 A1 pvalue Ay 0.339 Ardrdraruaaiandeulunsussanaamsiives
(RMSEA) flAvinfiu 0.009 AdiilinarunaunfuiuSeuliigu (CFI) dauviniu 0.999 Aiwilvininesiada (TLI) fidn

WINAU 0.998 LaLANSINTIADIURIALRALMAIEBIBEIUMED (SRMR) daniiiu 0.025
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a
AT 19N 1
a a a a v a a
NNV INA I aVoNAYN INOBU LagDIoNa TN
dwilinadng SAS CMR RES COR
dulissia DE IE TE DE IE TE DE IE TE DE IE TE
0.253%* 0.253** | 0.190%* | 0.080** | 0.270%* 0.241%* | 0.241%* 0.245%* | 0.245%
CUF
(0.064) (0.064) | (0.071) | (0.035) | (0.065) (0.049) | (0.049) (0.049) | (0.049)
0.248%* 0.248%* | 0.205%* | 0.078** | 0.283** 0.241%* | 0.241%* 0.247** | 0247
PPV
(0.066) (0.066) | (0.074) | (0.035) | (0.073) 0.053) | (0.053) (0.053) | (0.053)
0.482%* 0482+ | 0.223%* | 0.153** | 0.376%* 0.420%* | 0.420%* 0417 | 0.417**
CRM
(0.056) (0.056) | (0.085) | (0.058) | (0.061) (0.046) | (0.046) (0.045) | (0.045)
0.316%* 0.316%* | 0.653** | 0.089* | 0.742%* | 0.352%* | 0.349** | 0.701**
SAS
(0.113) ©.113) | (0.081) | ©0.035) | 0.069) | (0.132) | (0.115) | (0.073)
0.279%* 0.279** | 0.254** | 0.101% | 0.255%
CMR.
(0.086) ©0.086) | (0.097) | (0.043) | (0.091)
0.362%* 0.362%*
RES
(0.139) (0.139)
Autlsuplanielu SAS CMR RES COR
R 0.808 0.735 0.804 0.730
¥ =239.338, df=231, ) /df=1.036, p-value=0.339, RMSEA=0.009, CFI=0.999, TLI=0.998, SRMR=0.025

7. anUsnema

Y

AIdeeiiusenanidelaeiseanuanuvesingussasin1sideAwelull

A =2 a

1. Wefinw1dnEnavenIsutiugnAn AuANTUIAILIIAT kagnSUTINSANNAUTLSAUgnAsiaAN i

nalaranTuINITVeRNAFYYIUTNTIANTITAIUAN Aua kazUngesnwiaimsiulsemelneg

s a a

HAN1TIATIElAaaNNsiATIasIenudl (1) nMsyaiugnAndidvsnanimsudauindennuianelase

U

£ v ' a ]

o a1 o a o | Ao vy aa a = '
N13UINIT I@ﬂﬂﬂqﬁﬂﬂigﬁWﬁLaquﬂL‘V]']ﬂ‘U 0.253 (2) @am’miUgmui’lmﬁmWﬁwaWNm&L%QU’JWIE]WNNWQWE]IW]@

£ v ] v

M3uins lneilrduussvtidumaniiu 0.248 uag (3) msvimsamduiusiugnAnddvinammsadeuinse
Anuianelasianisuins TnedAdudsyansidunianiniu 0.482

2. \ilefnwdninavesnsdatugndn AuANSuiAIuIAT NsUSMIANLdUTUSiUgNAT warANa

£% a [ o

welasion1suinisreausaluganuduiusvewnindyyuimsinnisaiunu gua waztriesnwieiansiy

Uszwmalng

HaN1TIATIERlAaaNn1slassaiienudn (1) nsyadugnaignsnanimsudauinseaitusalug

3

a £ v ! | Aoy vy a a a o

AU Tngilindulsgansidumayiniu 0.190 (2) auAsuinusImiavsnanwmIudauindeainusaiug

q

£ v ' Y

ANuENLS laediaduuszanaiduniainhu 0.205 (3) MIvimsanuduiiusiugnAdavninanemsadeuinse
Arusjsiugennudiius Tneslenduussansidumaniniu 0.223 way (@) muiseladen1susnisiiavinanangs
\Bavindennusjsiuganudiuiug Tnefduussaviidumarii 0.316

3. 1ieAnw1dnsnavesaufanelasen1suins wazamysiuganuduiuddoanuiduudes

Y o

puduiusvesgnAdyy1uTsianisauau gua wazurgesnwietasludszmelneg
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NANNSIASIZILLARANNISIATIAS 1IN UIN (1) Auianalanenisusnis 48mSnaniemsadeuinaing
Wuudwasenuduiiug tnefianduuszansidumainiu 0.653 uaz (2) anudadugruduiusidninanimsads
¥ @ U U 6 a o U a ta‘ % 1 o
UINANMUILBTIVIANUALAUS Inedladuusyanddumannnu 0.279
4. oAnw1dninavesnuianelaranisuinis Auy sl uganudunus wazaduduund ey

ANudITusHaN1siadyy1vesgnNAFYYIUTITIANTAIUAN Aua kazungesnwiaansiulsemelneg

a =

NANTITIATIEALARFNNITIATIES 19NV (1) ANUfanelaseniIsusnns 19vSnaniamsadeauinsen1sne

L faa a a 1

Foyoyn TnedlAnduusednsidumaniaiu 0.352 (2) anussliuganuduiusidvinanansaudauindenisredya

o [

ToeflAduUsEanSIEUNIaINAU 0.254 wag (3) ANULTULTIVBIANUFURUST B NS NaN19ns AT IUINABNITHE

Doy

oy
foyay

N

a & v |

IneflAduUssAVtLaun1amngu 0.362
5. iR s1vdeUANdanARBvaslunaALdNTLSI3Ewn Uaden i ansnadon1snedya1vedgnan

U uImsianisaIuay gua wast1sssnwennslulsenalnediudeyaiausedanyg

[y

NANISATIVABUNUIN Laaaunsiaseaseavaanisusu (Modified Model) @anpaasiudauaideuseany

U

Tnedanla-analsiaindu 239.338 Aresmdase (df) davindu 231 arla-auarsduinsdaianu 1.036 a1 p-
value fA1MAU 0.339 AsvdiarANLAaaLAdauluNISUSEUIUAMNNSITWES (RMSEA) A1¥I1nU 0.009 ANGYT
TapnunaunauUSeuisu (CFI) fA1winhu 0.999 andydvinnesiaia (TLI) Janindu 0.998 warA1sIniaedued

ANRAYANG@DBEIUED (SRMR) JA1fiu 0.025
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