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ABSTRACT

Providing services for controlling and maintaining building engineering systems is a result of competition in
the real estate development business sector, which is becoming more intense every day. Related businesses,
especially providing services for controlling and maintaining building engineering systems to keep buildings
in good condition or managing building resources, are also becoming more and more important. Day by day,
it is getting more and more serious. In order to maintain the ability to compete, the existing buildings must
ensure that the buildings are well-managed and well-maintained at all times, and are improved when the
time is right. Therefore, it is necessary to have a plan to control, evaluate, and organize the database, inspect,
and have a team with expertise and experience to operate in each area in order to respond to the use of
the building to achieve the highest benefit, appropriateness, and compliance with the organization’s policy
as much as possible. Because buildings have structures and building systems that are related to the safety of
building occupants, after being used for a period of time, it is necessary to inspect, maintain, and keep them
ready for use at all times. Businesses therefore need to increase their competitiveness by seeking strategies
to develop and improve buildings to meet changing needs in the long term by developing and improving
buildings to increase operational efficiency, reduce operating costs, increase revenue, avoid building obsoles-
cence, and manage buildings effectively. To create customer satisfaction, to make customers like it and come
back to use the service continuously. Because in the end, maintaining the quality of service and building the
trust that customers have in the best way is the goal of the best customer service, which is when customers
still intend to use the service continuously, renewing the contract at the end of every year. That is the true
meaning of the word excellent customer service. With various factors from the customer loyalty theory,
combined with factors that lead to customers’ continuous intention to use the service, including customer
satisfaction, customer participation, service quality, customer relationships, and perceived value in terms of

price, these factors are appropriate for businesses that must give importance to facilitating the continuous
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use of services. It is important in creating profits and achieving sustainable development of services that are

rapidly evolving and intense competition among service providers.

Keywords: Building engineering systems; intention to continue using services; customer loyalty theory
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AMANTU3AIUI1AT (Perceived Price Value)
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