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Abstract

This study aimed to investigate the factors influencing tenant satisfaction among
individuals renting residential and working spaces in the Ngamwongwan area. The research
focused on perceived value, perceived quality, and service quality dimensions of landlords,
including the environment, facilities, maintenance, and responsiveness to problems. The
objectives were to identify the relationships between these factors and satisfaction levels
among tenants with different demographic characteristics, such as gender, age, occupation,
and social status, and to apply the findings for improving property management and rental
business strategies. The population of the study comprised tenants of condominium units in
a project located in the Ngamwongwan area, totaling 916 units. The research sample included
only individuals with the status of “tenant.” Data were collected through a structured
questionnaire designed from related theories and previous research, divided into four parts:
personal information, perceived value, service quality, and tenant satisfaction. The
questionnaire consisted of forced-choice and rating scale questions and was distributed both
online via Google Forms and in printed form within the condominium area. Descriptive
statistics frequency, percentage, mean, and standard deviation were used to summarize the
data. Inferential statistics, including t-test, One-Way ANOVA, and Multiple Regression Analysis
(MRA), were applied to test hypotheses, while open-ended responses were analyzed using
content analysis.

The findings indicated that most respondents were male, aged 31-40 years, single,
held a bachelor’s degree or higher, earned 20,001-40,000 Baht monthly, and worked in private
companies. The overall satisfaction level was moderate, with the highest satisfaction in
distribution channels. The most significant perceived value dimensions were functional and
emotional value, especially empathy. Social status and property type significantly affected
satisfaction levels, while perceived value and service quality had positive correlations with
tenant satisfaction. The main predictors of satisfaction were empathy, emotional value,

monetary cost, responsiveness, and social value.

Keywords: The Perceived value, Perceived Quality, Service Quality, Customer Satisfaction,

Loan-Facilitated Economic Conditions
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2. Price (51a1) %8 211 3.27 0.91
N9 102 3.15 0.99 F=1313
LGBTQ+ 72 3.07 0.97 Sig. = .27

ey 385 3.20 0.94

3. Place (¥8411194n153031%118) s 211 3.46 1.02
AN 102 3.35 0.90 F=0.426
LGBTQ+ 72 3.41 1.03 Sig. = .626

Ee 385 3.42 0.99
4. Promotion (Msdaa3unisvie) N 102 3.07 0.96 F=0.197
LGBTQ+ 72 2.98 0.95 Sig. = .821

ey 385 3.04 0.92

5. anuiewalasu (Satisfaction) % 211 3.25 0.66
AN 102 3.15 0.74 F=1504
LGBTQ+ 72 3.10 0.66 Sig. = .224

I 385 3.19 0.68

*qanneanan 0.05
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IMNANTUHANINAFRUANNAFIUANLTTnl LU S odmsunTng Funasne wuan

1. §1uBud (Product) wamediannufionelands 3.21 avwuy wandsdinnufionelande
3.03 ALY Wagnga LGBTQ+ fnvmfiswelalade 2.93 Avuuy

HAN1TVAdaUNSEDA wuarauianelalunududi lluanansiueg1eiidedn
(F = 2.323, Sig. = .099)

2. §1u51A7 (Price) wegadnnufianelawds 3.27 avwuu wanddanufinelainde
3.15 Az Lazngy LGBTQ+ fiuflenelalade 3.07 Azuuu

HANTNAABUNISEDA wulnAuRswelaludusian lueanasiueg1eiidydn
(F = 1.313, Sig. = .27)

3. §1uYaeN9IN1IATMLe (Place) inAmednnufisnelainde 3.46 aruuy imandd

[

UNIIEADH

(%

UNED A

ANuflanelaiade 3.35 Asuuu wagngu LGBTQ+ dnnuilanelainde 3.41 Azuwuy
NANISNAADUNIEDH NUINAMUNINDlaluA1uTDIn19n15InamUne Tuuanstaiuag el
Seun19adif (F = 0.426, Sig. = .626)

o

Y

HydA

4. FrumsdasBunisene (Promotion) wavnedanufianelaiade 3.05 avuuy inanddl
mufianelaiads 3.07 AzuuL uazngy LGBTQ+ fianuflenelaiade 2.98 Azuuy

HanIsNageunNan i wuanaunawelalusunisdwasunisvie luunnsnsiusg 9l

unean@ (F = 0.197, Sig. = .821)

o

Y

HydA
5. #1unrunenalalagsau (Overall Satisfaction) nawiediainufienelainde 3.25

Azuuy mavdjalanufianelatade 3.15 Axuuu wazngy LGBTQ+ danuiianelaiade 3.10 Azuuy

HANTNAABUNINEDA wuatAusnelalaesan ldunnasiueg1elidudrAgnisada (F = 1.504,

Si. = .224)

M5197l 4 namsiasgimduUssanssnnnoeIAAYBNNIIUIANAT MITUTAMAINLATARA N

nsuimsfidssasernuiienelafiiiegvesdit

Adjusted Standard

Model Multiple Regression R Square
R Square Error
5 0.594 0.353 0.345 0.55
uuﬂizawéawﬁmﬁuéwmﬂm (Multiple Regression) 0.594
Usgansnmlunisviiune (R Square) 0.353
Usvavsnnlunmsviunediufuauds (Adjusted R Square) 0.345
mmwmmmLﬂﬁaummgﬁﬂumiﬁwma (Standard Error) 0.553
Predictors: (Constant), AVG02_5EM, AVGO1 2 EV, AVGO1_1_MC,
AVGO2 3 RP, AVGO1 3 SV
Model Sum of Squares df Mean Square F Sig.
Regression 63.302 5 12.66 41.406 .000
Residual 115.884 379 0.306
Total 179.186 384
Predictors: (Constant), AVG02_5EM, AVGO1 2 EV, AVGO1 1 _MC, AVGO2 3 RP,
AVGO1 3 SV
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v

PNENTRATURANITIATIERTaYaNTIATIwiAdIUsEANSn1sanneenvAnUeINITTUS

L
A

Anirfidanaieruienelafiineguesiivn wu

Multiple Regression: Andudszdns anduiuswnan (R) 11y 0.594 uanslafiviuds
AudiusluseAuUunaesErIdLUsAY (Mssuinmdn, N1sfuinnnm, uagamnInITuInIg)
fuduUsny (anuitanelavesyian)

R Square: A1 R*LV1AU 0.353 %118AI121 Fruvsduiithandnelulumaianunsassune
AnuuUsUT LRt mTanelavesiiiale 35.3% dwimdedn 64.7% udladedus fililsinn
W5

Adjusted R Square: A1 R2AUSUBd1i1 U 0.345 WuarfiuSudi oanumunzalunis
Wisuifeulunafiisuusuusdusineiu

Standard Error: @1A211AANALAT BULNATTILNAY 0.55 wansliiiudaninuusiug1veanis

e lneddeanuaamnioulunsiueanuianelaveiinszegnuseanu 0.55 nile

aAUsena

NnHansAnw MU greuuuuasunudnnaiumnane fienvazvioufisdnunrueangy
aufiaulagredamsuninglutaqiy drlnajeglutaseny 31-40 ¥ Faduserhanuneudunas
pounans iunquitimddonasiisnudiosnisilegendoiioainsnseunsvdoiionuasaanlunis
a1 daarunnlan 919usvenisaudesnisaududassuazauaassialunislddia fu
nsfnesERUUSeyIns Ul Faflmnuduiusfuselduaznsidendiegends duvesdiseldey
Tutias 20,001 - 40,000 U Fadunauiiifidstefiogendelusedunils wagdrlnaiduminey
uitmenvu FadunguiidausunmismsGuuasiuun ez fiegerdoluszsozenndouni
nilidrdvieneulaiidon Fserafumnniudnioniimnzauivlafaled vesauisyiauly
et Tushunradianelalunsiifisssuaudfianelalaesnluszdudunansiann Faladoifia
‘Wéﬂ%Wﬂﬁqmﬁaﬁﬁaqmamﬁm’mmEJ (Place) &uf1 (Product), 5101 (Price) kagn1sadsun1suneg
(Promotion) sud1sy Tudhuvesnisiuiane druvesnuAildsu: figndaninlasunaaniiduen
Aunisi lagangluaunsldeau (Functional Value) waga1uansual (Emotional Value) waglu
dauvesiuu Juianalaluduyuiuial (Time Costs) wagduyun1adnla (Psychological Costs)
unganuARy fumssuinunmuazaunwnsuinsissiuaufianele: fiideudnefianels
lugunnuaznsuInisvesednsunindluseauunnludiuvesniudiondila (Empathy) ve
Tu3ng warflaufioneladesludefidudestd (Tangbles) Faonanunedsnnuazanvioannues
p1AsuarAsIemNarmnanaesguaiufiavlufuiiieduaimeldluowan nanside
aonndeafunuIdoves guiaf3dl iReshsauing (2565) Setliifiuin quamyssiesin ds81ae
Aruazan uazsnat Wuledefidmarnenfimelavesisn uazanufiowslaiinade A
2dndnAluning wuietuauifedfnui dommanisdadimine uay auAndawini duase
ANuianelaveidn wazaennnodiuWITeves NuTU 295nY (2564) uiuidadeuseunsenans
iy 07y Teld uagmsfnwiidviwadensdndulainvie Fiaenadesiunavesnidelugiuaind
MU finudn anunmnisdanunazssiavedandamingiin fuaseanuiianelawansnsiu uay
s3Il aradnladedidnamess Adusntadofidmaremudionela uenaind walded
FoulesiuanuAdelusnaseine 1wu 9uves Norazah Mohd. Nordin et al. (2023) uag Muhammad
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Atif et al. (2022) Fisnafidlvidiuin mssudamen anufianela uazanuidiols dauduiudiuuasd
SvEnase waumsuande vesuilag Fedin mndiddauioela forehlugwgingsunis
e uazwuzihuinsiBusoly nanlasasy nsiduadsiluanaisaufionelavesiinndldduog
fuiftestiafeduasUgnasadodssnneauagmnyinty widisuds auaisusldanersuel
matle wagvszaunisallaerudildsuandlviuing Ssaenndasiuuuiliuvesnuideridluuas
Anadsemna Asnailianuddnifunisliuinisedisiiannim amuduat uagnnsneuauasian
Foensvesiuilanenaiisdvinm Weduaueuasininfuazanudisalussisedaniaming
lusgeze

a9ARN3TvsiINN133de

1. anudladednifeaduanufienalavasditn suddeiinauennudlalmiiety
Hadeidsnadennuiianelavesitniinerdonazyinaulugiusunsdiu Taeszyin lailduadagn
arandedeidudadlduiniuiidng u Jedeidedninewaruinig Adauddeylaiuiiy wu
Anadenidilaanglviian uazauAumInIsensual

2. UNUMVBIAUANTITUY (Perceived Value) n1533dlifiuinamAn T (Functional
Value), AnAmM191538l (Emotional Value) kavAnAIMn9dans (Social Value) dngnasioaaudia
welaegedidedAgy 6?5(1Lﬁumﬁﬂﬂmﬁ%ﬂﬁﬂh&mmﬁmaULGUWUENﬂ’]iﬂ’i%LﬁuaﬁﬂMﬁmM%ﬁNEﬂﬁM’mﬂ’j’]
ATAEAINAUIE UL

3. AAUAIAYYBIAAUAINNITUIAIS (Service Quality) wui1a1ud11ta (Empathy)
wagn1smauaueratayy (Responsiveness) anng liuinisilnasianuiisnelaveiyisgedniay
Jamans i arwduiusuarnmsuinisgnéndudsiiensgminanuiuldlugsivedeniumindundu

4. Jadedauyanaiidninadannunwala nsideuandiviuintedediuynna gu
anunmmadsny uazUszneduniamindiin dwalinnufianelawnanseiu fsisaiisnny
drlalaimseanauuy “vilsuawsngiunneu” liausaldldtugsialiandnsoly

5. wuustaesiauUsedunsanufiswelavasfivn vuideliaueyamuusianuseldiiu
nsoukmAnrsalumalun1sinuasiauiauiisnelaverid lauwa auila (Empathy) Aguen
1981500l (Emotional Value) A1l7a18 (Monetary Cost) N1500UaUY (Responsiveness) hag
AnAm9dInN (Social Value) 1uidetitednyumadmilunisuivsgsivedauningliiai lae
Firmnufimelavesfidificnududounazidonlostuisnman Auidn uazuinig snninilae
idilaluedin vilrAnesdmuslmilunsianngnsmanigsialidfineulandiuslnnegnauviads

GEIL

asumideiliiunsinudadeiifinadonufieelavesfivnivinuuasinendelugiun
1ANU Ingiunssuinue nssuiaunin uazaunnnsliusnsveslin Jadediuyana wu
A 97 913 gnihwTileETINY leWanngsRvedemImindlinsefuanudenisvesiidh
nan1539enudn gudiulngdumavis 81y 31-40 Y 518le 20,001-40,000 U uagvineuly
uitmenyu anufiawelalassiueglusgiuuiunans nefianelasudemnanisdndmiieanniign
wazlirnuddyfugaamsensuaiuazamnudilanngliuinsundian sagianufionelafiy

dwesiudedlatosiian Uadeddgiidmasianinuiisnela loun Jadeussvinsmans (Wu aorunm
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madsnn UssianvesedanTuming) mssuiama (Wu auAndmiiii ensual uasdan) n1s3ud
Aunmuins (astemzanadlauasnismevauss) Inediuusadaiieursniumanslalaun
AU (Empathy), AsuAIM90150ed, ANlET18, N1IRaUaNRY LagAMAIMINEIAY

i mmﬁmﬂ%a@ﬁﬁ%{uagﬁuﬁaﬂa%’adauqﬂﬂa ANIAN WazANNINYRINSTIUINNT Beanansa

inlldimunedarFunsndlialvinssiuanudesnsgignlénnty

dalauaug
1. Yawauauuzlunisinluly

1.1 gsznaunsedamiuning mslvianuddnyiv anrmisesual (Emotional Value)
wag AULLIla (Empathy) %wﬂﬁﬁmimﬂﬁﬁu WU nsadaszuuusnsndinsadidudins ns
novauswsiodametnasingy uasmslifeyassrdlusda ieadrsrulindauazanugniiuszey
gNURY

1.2 frudssnneemmazanuazaNazen aslafunsuiuusseweiilos Tnatany
91A13 AnMIRdeY uazfiufidiunans mndinsiaunasdisensedunmdnuniazannlae s
Y04lA5aNIla

1.3 N3RONLUUNAENENIINIAAIAENIENEY Asiasandadediuyana wu a1y s1ele
nazanuAMedInn Geildvdnasronuiiemelovesditn ilsoonuuuinuMIRAIALAL UL
uinsineulandnguiimangogisurads

1.4 msdanstesnanmsdeasuaznsliuinig mafindomnsesulall wWu n1sdisyen
%1 MIudagen waznsdnderedAyanariuueUndiadunieiivled eifinauazainuazan
AUNUNILIAN

2. farausuuzlun1sviniseasasialy

2.1 myiseluouranarsiiansan Wadudsini 1wy audele (Trust) niea
2$nAn7 (Loyalty) Fufunaseiilesainauiimels easrsuvudiasadsanns (Causal Model)
flannsnasunenginssunaaniuazmsuendeldeseasufuanndsiu

2.2 M3rfiunsITouuY wawds (Mixed Methods Research) Tngldianuvasuniuuas
msdunwaildedn islidnlausegdaddnineuazusraumsaideensuaiveadfidogeseusy

2.3 dwsunsfnwisiely 919udnsei Hansenuvesladeiasugiaurnin 1wy 8ns
aenide Afiegerfe niouunliunaiaussanu Afldenginssunisia iieidenlomwanisideiu
U'%‘UV]mwgﬁﬁm%qasmLﬂuﬁzwmﬂﬁu

LANE151984

nunns 2dlnlsan. (2565). nansznuvesauienelonarmssuinuiiiivelnuinisuendeves
AlduInissaludia BTS lungunmuviuns. 2759750y vemansuazdinumans unmerae
in3n, A1), 45-60.

AnRYN WIALTed. (2565). M3Uszidunmun 1NN TV TYealsone U185 U I8 lUYmn FUNWLILAT.
(Auf nusaulUndin), aardudadiaimuuinsaans (NIDA).

AaTun AR way 991038 ASaNUR. (2562). n1sUszdugan MNITIiUTNITYeIan IUUN 1T
ilsluussmalne Gnendnusuvndudin), euiamsaluminende.
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