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Abstract

This study aimed to examine; 1) the effects of perceived value on complaint handling
and brand loyalty. 2)the effects of complaint handling on brand loyalty and customer
advocacy; and 3) the effects of brand loyalty on customer advocacy of luxury fashion products
in Bangkok Metropolitan. It was a quantitative research approach. Samples in this study

included 500 customers buying luxury fashion products in Bangkok Metropolitan. The tools used

Received: 2025-02-21 Revised: 2025-03-15 Accepted: 2025-03-16

P InAnwmdngnsuInsgInanul Undin AnrUIMIIING UM INeNdETINAILKE Student, Doctor of
Business Administration Program, Faculty of business Administration, Ramkhamhaeng University.  Email:
tanyapatsriphan@gmail.com

? 9121399ANgR TUIMIgIN N Bl Taudin AzUIYISTINY U INe dus1uAIune Lecturer, Doctor of
Business Administration Program, Faculty of business Administration, Ramkhamhaeng University.  Email:
p.meechaisue@gmail.com

? 91313918NgN TUTM 39379 u Tudin AeUINITINT WM INedeT1AIMNS Lecturer, Doctor of
Business Administration Program, Faculty of business Administration, Ramkhamhaeng University. Email: kaewta@

rumail.ru.ac.th



254
715575075V TUALAIAUAMIANSUSNTTALY
79 8 a9} 2 ihpuiuInu-1wIeu 2568

for data collection included a questionnaire. Statistics used in this study were means, standard
deviation (SD) and structural equation model.

Findings showed that 1) perceived value positively affected complaint handling and
brand loyalty at a statistically significant level. 2) complaint handling positively affected brand
loyalty and customer advocacy at a statistically significant level; and 3) brand loyalty positively
affected customer advocacy at a statistically significant level.

Keywords: perceived value; complaint handling; brand loyalty
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0.729 uazdlAn t Statistics=14.563 F9anansaagunAN TAGBUALNAFIUM TITHIINNTIATIEVF
wuu $rassaumslassaaiiovadevanufziuuesmside lngmnsgsidviswadsais (Causal
Influence) sswrhsndsiivnnglunseunuifnnsidediiinguszasdiiion aaounanisiinszid
Ieiansnedi 3

Y

M13199 3 ATUNANISTVARDUANIRZIUNITIAEANINMTAATIENAILUUTARIEUNSIAT9ET

AuUs DO Sviswa MsiuiAnAeY mMIIan1ste AUANG
(LV) w?:;;ls (effect) anA1 (PV) FoaiBpu (CH)  Tumsndudn (BL)
QREGITENILLE 0.794 DE 0.000 0.206%** 0.729%**
anen (CA) IE 0.750 0.171 0.000
TE 0.750 0.377 0.729%**
AUANATUR T 0.645 DE 0.596*** 0.235%** N/A
dumn (BL) IE 0.197 0.000 N/A
TE 0.793 0.235 N/A
N99ANT3V0 0.704 DE 0.839*** N/A N/A
FouTeu (CH) IE 0.000 N/A N/A
TE 0.839 N/A N/A

ninews: - De=Direct Effect, IE=Indirect Effect, TE=Total Effect, N/A=Not Applicable
- (% Mneds pvalue < .01 %30 ANt > 2.58)

aAUs18nan15238 (Research Discussion)
NHANTIREA TN UTEANAT 1 11 NaNTENUVBINTTUIAMAIVRINANHRENSIANS
o343 ULALANUANAUN TN EUAI VB GNATAUATWHTULUTUA NIIUN TUNNUMIUAT Tanan1ITe
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WU N13TUIANAIYBIGNANEIHATENUNIIUINABNTINN SUBT RS BULATANUANFALUN T FUA1U04
gnén eghsilfudfymsadanisedu 0.01 Tnernansidefldatuayuausfigiud 1 uazausAgiui 2
wanaliiiuin msfignAniuifsadmedsauazanmnsaaziouligndninanuiulalumsldaudi
undunusudvginndu Sniuiognérusldfaiudundunusudng dududiiyaraitoded dioun
TaugevannsoadalfAnnssuildiduedned litaadumaudlatgmifeduedadehuues
Huszuu Gegannsathlugnisaisnnusnfluss dudvesgniundulususivsesaselies e
disuumsiaudinly Insaenndesfumsanuniseves Wang et al. (2023: 256) wuin mssuiame
vasgnéiinadvinarenisinmsdednadsuvegsin fensiuinmaiastuey funauslonidlésy
dafleufusunuiigni3uiandudn SnisusraumsaliBsuniignniusldasdel iRnauariidama
N3ENUALYDURBNITINNITT050138UTeIgINAbABE 1 wNay (Kartika, Fauzi, & Lubis, 2021: 246)
14BN NEN15ANYIY0 Sheikh et al. (2020: 87) nuth masuinad1vesgnéninsounquitediu
MIU AuA Lazdiaudanansenudenuindlunsdudivihlrgndninanulssaunias
Peiulsiuidui Weldsuinurvesdumidauduifuiuindsll 3uhluganusndlussdudn
fiAntuuignén (Muntasin, Utami & Chan, 2021: 654)

NARaN AT IngUIEaNdR 2 11 nansgnuresmsdamstedesSouiifiionnuinaly
nsAuMuarmsatuayuvesgnAdusuidunususnglungamauas fewamAidonuin ng
IpnsveTeaseudmaTEnunUINFeANUiNAluA T AUAWAE N SaTUAYUYRIgNAT agitudAly
MeadiAnszdv 0.01 Inewan il faiuayuammagiuil 3 wazaunfgiui 4 wansliiuin dud
LLW%"uLLUiuﬁwglﬁﬁsswms%’@mﬁa%au’%auﬁﬁl,ama Tnsamsnisuiledamisng 4 Mintuogns
yfisss oAuAuIdy wusudmsiimiludnvesnszuunsvudsiiiliifnanuadimeduiios
Teudidnyfugnénfivinfleuitu TasBufflasdsududlniedunsneuuwludsiiietusgng
duaniaue Feilignédninanudnilunduduasnioufazandeduduniuuusudugiu 9 §13n
oghasialiles uarannsoaduayulfiAnanudeamsvasgnduiasnguluseiuiigalu lnsaonados
funsAnw1AdeUes Hermawati (2022: 286) wuin msdanistedsassuiodudadudidgyse
anudiavesgsiLavdmalnonsaonnuduiusinelinanusnilunsaud Tnsgshafiamisn
Fnmsdedeaiouvesgnniifivssavdnmasdieiiuanudinelavesgniuazdaaiuanuinaluns
aud Tenszuaunismadamateseadeuiiedunagnsfssiaanldife uftymilietu ey
mmma%ﬁqmwuﬁﬂﬁiumwauﬁﬂﬁﬁﬂﬁgﬂﬁwLﬁmmi%’e}%ﬂ (Fadilah, Listiana & Komari, 2023: 11)
uBNIN{ Wibisono & Halik (2022: 16) wui1 ms¥anistedenisudimanoUszansnmusinis
atuayugnAn wingshadimatwusuunmsdansdetesdouiiitunouldunsgiulunsimion
wiinaulvinsdnmstesesSeuvesgndluanumsnifiintu iWeniinnuaunsadnnstedeateu
I¢egnafiuszansnmazduaiulignénfnnginssuiideanisuazannsainnsatuayuvesgndna
(Sari et al., 2023: 17)

NN TIToRaTagUsEaAT 3 91 nansEUTesANUAN AR VAU TITien satuayy
yosgnAaumuidulusuinglunsamwasues JsamIdenuin anufndlunauddamaseny
msvndensatuayuvesgnn egnsdlidedrdameadafiszdiu 0.01 Inrnansidedlaatuayy
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aunfguil 5 wansliifiud WegndnAnanudnilunsdudunduuusudng lidazidurimeii
Huanudilad uduidususudvsiiamuesmuarldinnsgiu Sarududidoniste Snvisiian
ARfiRreAuA VAR INsERulunsTolussRUTigatu uasdlafiasto dudundunusudvganly
ATBUATEY VNASIDMIBIVANAA1Y 1 Tesufazyanaiazaninsnasnsatuauuludanlifa
msasdusTauayulignAudsJuussaunsaimsldaudundunususvguasiialafiazuenls
yaramlunsiulsiduiy Tnsaonndosiunis@nunideves Tarigan & Hatane (2019: 270) wuin
anufnilunsiaudniuarniinfignéndsonsiauddu 4 LmaaﬂmLﬂmmmﬂimﬂamam"]maﬂ
Tudaandensidudiu q fasinnsnsgrifdunsuenuindetrnliyaaaseudis iileu wie
aseUATa BangAnssufananazasvieulianmsatiuayuvesgninliegisdeiiles Wegndndinain
AU AFlUAT AR 9 seanudula (Brigitta et al,, 2023: 135)

93Anuiléa1NN15398 (Research Knowledge)

MnMsiaueluIAn nul uwasianuitefifotesiuansoaiisesdausitlaann
mafnwfiaenndesfuuds wud nssuiaumvesgnéiviasonnAmisdsay o1sual NSy uay
win? Faazteiinanudesiulududundulusudvgessiivedifny Tnsnnsfuinuivesgniiaz
ansaaisliminnsinmstedesFouiianansaudlusazFousiedam Wioaduanulindasd
Husssunarnnifieiiafuszuu Saznoliifnanufnilunsdudiniuan Tnemsaiisnnudusiug
AdussaliungnirFudeduiundunusivsiiyanaifidodeddedsroiios nieufuamnsa
Famstedeaseuiiiuseaniamwaznisudledymesiadusssy wu mswdsududfdsini ey

s

nsrAuliAnANudnflundumnFediegrwiaiiies nasnautilugnssuiumsasiauduiusy

angagelaliignAudslulszaunisalidauinvesnu Fedioladn dudunduuusuingdududng

)}

D

=

FodenlasunmsatuayuaingnAtegeatioguniu

JolausuzN15398 (Research Suggestions)
1. Teiausuuznsimanideluly

1.1 9nmamsAnuImssuinmu1vesgnd nudh gUssneumsauiundunusudngais
asdlignduinmssuimedimiluseduiigaiu Insadumnudulaligndnfuslafsaudundunuss
nyfislyanafisideidesldfuegnsunivans Uszneuduaumundunususvgaisiinisainannuutan
Tnsiednsiaiiles ileliiAnauAuA M uguawimnzanfue wasdeldfinisnfvasaudud
uunusudnsazanansaifigarlsfuauiundunusudms e

1.2 MnmamsAnuimssansdedesou wui fuszneumsaudunldunusudngaisd
msafrsmsdnnsdesesSuresgnindioanunseiieiedu Weaumunduuusudnginlyminis
msudlatlymeeaiursiuasduszuu TaefusgneunsaasiAudulmbnyawniduiuiiud
wazasiidasthidadumsvaedeunnsesesdufusidunusuimslaglsifieuly

1.3 9nEansAnuanuAnAluA AL 1ui1 fuseneumsaufundulusudngaist
mMajaium A nuesdudegsdeliles ieliaufurdunusuivsAnindudwusudinld
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wasilafeufuaudiiluasinlignifinanuidntuseulumstoaudurdususudug.aue 3nvs
fuszneumsauiusidunususngaiseenuuuaudlianansathunlfludiausss fuldegnamnzay
LUy
2. Forausuuzmsidonsasaly

2.1 lumsidoaduielumsimstnuisofiuduiotuiwsiduladedy q Mduly
AUTUNUesAUAMUITULUTW nsuaraun et lugnsauayuvesgnénldegnasieiiles 019 A
flanelavesgni anailinde awdnwalasdui Wudu ilelvaunsoneuaussanusonisues
gnnldenasioliles LLazmmmﬁﬂﬂqjmsaﬁfuawu‘fumQﬂﬁﬂuizﬁuﬁaﬁu

2.2 “Lumﬁ%’aﬂ%’jwialﬂmw‘hmsﬁﬂwﬁ%’mﬁ'mamLﬁ'mf"fum'ﬁf{']’m%a@mmwﬁﬁwmﬁ
FumwaiBsAndangAinssumansualvesgniniezasnsaneuaueinLdaIN15UsgnA L ag s
seilles iloliiiUsEneUssRaT I sAuAIFuLUTUi s Tananudeanud vield was
relAnAMuANAluns UM ey msafuayuresgnAegseiileaiduriu

1@n&1381989 (References)

Sy @iius. (2567). nansenuvasauAndlunsAuduazyniladeidawadenisatduayuvas
andundunusuduglungaumnuniuas. guidnusuinsgsioguidadin a1v13
UTYNITIND. UNINYNRYIIUAUNA.

wingey loendes 1w md la ganins asfn uaznana YoAs. (2565). nagndnisnanndndatLuTud
TugaruUnfanlu Next Normal. 2158353nemsinn1susiiai. 24(3): 199-208.

UTTU YT WaAN. (2566). NaNTENUVBIUINNTIUUAzYWTRdeAa Y AN EINITALBINITUUITUVD
gsnalseusuvissduludmiagifin. quidnusiimsgsfanuitadin awivuimsssm.
UNNINYIFYTIUATUMA.

1Usen 380301l wawiBoums As¥mi. (2566). madnduladendensuiluuusudiuilutisaniunsaims
W3EUInlAIn-19 YaerustnalulnnuvnumuAas. 2138153gUsEAEUAENT AMINEEY
FUAYEMFUUNN. 6(1): 200-214.

25T vTyuana uasSeytiun yed. (2567). AwdnwalnsAuA LA AN TIAUAT dinarenns
FndulatosonifninusudiunresUszrrsuluiufingannuviuas. 213819338
NMINBIGBETISY NYBEAERsUAZEIANAIEAS. 10(3): 151-162.

Aye, A. C. (2021). The mediating role of perceived value and customer satisfaction on the
relationship between service convenience and loyalty: A case study of a private bank
in Myanmar. Human Behavior, Development and Society. 22(2): 60-71.

Brigitta, M. Y. T. Effendi, M. I., Sugandini, D., & Suryono, I. A. (2023). The influence of brand
satisfaction and luxury brand attachment on customer advocacy through brand loyalty
on Zalora marketplace. International Journal of Applied Business and International
Management. 8(3): 133-147.



265
715575075V TUALAIAUAMIANSUSNTTALY
79 8 a9} 2 ihpuiuInu-1wIeu 2568

Comrey, A. L., & Lee, H. B. (1992). A first course in factor analysis. (2nd ed.). Lawrence Erlbaum
Associated.

Fadilah, W. N, Listiana, W. E., & Komari, N. (2023). The effect of complaint handing on customer
loyalty and its impact on customer satisfaction (Study on consumers of PT Telkom
Witel of West Kalimantan). East African Scholars Journal of Economics, Business
and Management. 6(1): 11-16.

Hanifah, R. N, Hidayat, A., & Roostika, R. (2020). Customer advocacy as a result of the relationship
between Idol attachment and customer loyalty in K-Pop industry. East African
Scholars Journal of Economics, Business and Management. 3(2): 197-201

Hermawati, A. (2022). The influence of complaint handling, Marketing communication and
trust on loyalty (Marketing management literature review). Dinasti Internationsal
Journal of Management Science. 4(2): 286-296.

Kamthornphiphatthanakul, S., & Somthong, N. (2017). The influence of the factors of
performance and successful of customer complaints handling on the satisfaction and
customer advocacy of tourism business in Thailand. The IRES International. 21:15-21.

Kartika, D., Fauzi, A., & Lubis, A. N. (2021). The effect of customer perceived value and e-
service recover one-loyalty with e-satisfaction and e-trust as intervening variables on
e-commerce Shopee Indonesia customers in Medan city. International Journal of
Research and Review. 8(11): 246-258.

Likert, R. A. (1932). A technique for the measurement of attitudes. Archives of Psychology. 140:
5-53.

Muntasin, M., Utami, S., & Chan, S. (2021). Sequential variable perceived value and customer
satisfaction in mediating the influence of switching cost and service quality on the
loyalty of insurance policy holders in Banda Aceh, Indonesia. International Journal of
Multidisciplinary Research and Growth Evalutation. 2(4): 652-659.

Salim, A., Setiawan, M., Rofiaty, R., & Rohman, F. (2018). Focusing on complaints handling for
customer satisfaction and loyalty: The case of Indonesian public Banking. European
Research Studies Journal. 21(3): 404-416.

Sari, I. P., Listiana, G. E., Rustam, M., & Saputra, P. (2023). The impact of complaint handling
and service quality on customer satisfaction and customer loyalty in customer of
Pontianak Branch of Bank Kalbar Syariah. East African Scholars Journal of Economics,
Business and Management. 6(1): 17-28.

Sarmad, I., & Ali, R. (2023). How does customer advocacy influence brand loyalty? A serial
mediation of brand relationship quality and brand trust. Pakistan Journal of

Commerce and Social Sciences. 17(1); 191-213.



266
715575075V TUALAIAUAMIANSUSNTTALY
79 8 a9} 2 ihpuiuInu-1wIeu 2568

Sheikh, S. A. I, Halim, Y. T., Hamdy, H. I., & Hamdy, M. A. (2020). The impact of CRM on
customer satisfaction and customer loyalty: Mediation effect of Customer Perceived
Vale (Evidence from hospital industry). Journal of Alexandria University for
Administrative Sciences. 57(4): 87-119.

Tarigan, J., & Hatane, S. E. (2019). The influence of customer satisfaction on financial
performance through customer loyalty and customer advocacy: A case study of
Indonesia’ s local brand. International Conference on Economics, Education,
Business and Accounting. 3: 270-284.

Techsauce. (2568). Thai Gen Z buys luxury brands, is influenced by celebrities and wants
to reward their lives [Online]. Available : https://techsauce.co/tech-and-biz/thailand-
luxury-market-booming-among-gen-z. Retrieved February 12, 2025.

Wang, S., Li, Y., Zhou, Z., & Meng, Z. (2023). Research on the influence of perceived value on
consumers’ willingness to pay premium for online agricultural products with regional
public brands. AHE. 18(1): 256-265.

Wibisono, O., & Halik, A. (2022). Analysis of the effects of service quality, complaint handling,
and trust on customer loyalty with customer satisfaction as intervening variable at PT.
Bank mayapada internasional, Tbk Kapas Krampung Surabay Branch. International

Journal of Scientific Engineering and Science. 6(1): 16-26.



