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The influences of perceived quality value, perceived price value and service quality on customer

satisfaction, trust, commitment and word of mouth of second hand condominium

by one property management company in Bangkok
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Abstract

The objectives of this research were (1) to study the influence of perceived price value, perceived quality
value, and service quality on customer satisfaction of second-hand condominiums sold by a property management
company in Bangkok; (2) to study the influence of perceived quality value, perceived price value, service quality,
and satisfaction on customer trust in this property management company in Bangkok; (3) to study the influence of
customer satisfaction and trust on customer commitment with this property management company in Bangkok; and
(4) to study the influence of customer satisfaction, trust and commitment on customer word of mouth of this
property management company in Bangkok. The researchers used the quantitative empirical research. The research
instrument was a questionnaire used to collect data from 410 second-hand condominium customers of this property
management company in Bangkok. Statistical tools used for data analysis were frequency, percentage, mean,
standard deviation and path analysis. This study found that (1) perceived quality value and service quality had a
positive and direct effect on customer satisfaction; (2) perceived price value and satisfaction had a positive and
direct effect on customer trust; (3) satisfaction and trust had a positive and direct effect on customer commitment;

and (4) satisfaction and commitment had a positive and direct effect on word of mouth.

Key words: Perceived Quality Value, Perceived Price Value, Service Quality, Customer Satisfaction,

Trust, Commitment, Word of Mouth
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