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Abstract

The purpose of this research is to study service operations of Parcel Delivery
Business that affect re-purchasing: a case study of Thailand Post. The populations are
Thailand Post Service Users in Bangkok. The sample sizes are 400 with Multi- stage
Sampling methods. By using questionnaires as a tool for data collection and data
analysis employed descriptive analysis including frequency, percentage, mean and

standard deviation. The hypothesis testing employed structural equation modelling.

The result indicated that the structural equation modelling gained gsoodness

of fit model with (?(219.980), p-value 0.061, */df (1.164), GFI (0.959), AGFI (0.934) CFI
(0.995), RMSEA (0.020). In addition, the result also indicated that service operations that
affect re-purchasing of Thailand Post Service Users are process and people at the
statistically significant level as of 0.01 and 0.05 respectively with 53 percent of

prediction power.
Keywords: Service Operations, Re-purchasing, Parcel Delivery Business, Thailand Post
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fanUsuele fianysaang Factor Loading R?
Product - Product 1 0.71 0.51
CR=0.76 - Product 2 0.69 0.47
AVE = 0.52 - Product 3 0.75 0.57
Price - Price 1 0.76 0.58
CR =10.85 - Price 2 0.85 0.73
AVE = 0.65 - Price 3 0.80 0.63
Place - Place 1 0.73 0.53
CR =0.81 - Place 2 0.81 0.65
AVE = 0.59 - Place 3 0.77 0.59
Promotion - Promotion 1 0.77 0.59
CR =0.86 - Promotion 2 0.78 0.61
AVE = 0.68 - Promotion 3 0.91 0.83
People - People 1 0.87 0.75
CR =091 - People 2 0.84 0.71
AVE = 0.76 - People 3 0.91 0.83
Process - Process 1 0.82 0.67
CR=10.86 - Process 2 0.83 0.69
AVE = 0.67 - Process 3 0.81 0.65
Physical - Physical 1 0.79 0.62
CR =0.86 - Physical 2 0.82 0.67
AVE = 0.66 - Physical 3 0.84 0.70
Repurchase -Rep 1 0.78 0.61
CR =10.88 -Rep 2 0.90 0.80
AVE = 0.71 -Rep 3 0.84 0.71
Physical - Physical 1 0.79 0.62
CR =0.86 - Physical 2 0.82 0.67
AVE = 0.66 - Physical 3 0.84 0.70
Repurchase -Rep 1 0.78 0.61
CR =10.88 -Rep 2 0.90 0.80
AVE = 0.71 -Rep 3 0.84 0.71

T 2 Wi vn 9 dulsdanedatmiinesdusenouogsEning 0.69 - 0.91
Fadeilddumuuslunismaaeuuuusiassaunisiassadaldlnedaranuanunsalunis
oSurwANARUNIY (RY) 0g38vIne 0.47 - 0.83 wazdidauidesulaesauvednysusl
(Composite Reliability: CR) 110031 0.6 wazANadsnNuUsUTILRadnld (Average Variance
Extracted: AVE) 11041 0.5 9nfuUsuils uansitudazesdusznouiianuiniede
(Zikmund, Babin, Carr, & Dan, 2010)
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Y’ 514.348 219.980 - -
p-value 0.000 0.061 > 0.05 LN
Y /df 2.296 1.164 < 2.00 NULAEUN
GFI 0.903 0.959 > 0.95 NULNEU
AGFI 0.870 0.934 > 0.90 WL
CFl 0.950 0.995 > 0.95 HULNEU
RMSEA 0.057 0.020 <0.05 HULNES

N9 3 wudn lieafinudenndesnaunduiudeyaidsUssdndndaanysu
Tumanufuurivesdaiia ansusuluma (Modification Index) Ingfiansanaineneds
Tnauan$ (2 Sy 219.980 Tnedien p-value Wiy 0.061 dslaifidodfymeadnd
s¥fu 0.05 Almauaifduiug (yZ/dh SAwinfu 1.164 Fefidnfesnin 2.000 fudiasedu
AnuNaNNAY (GF) SiAwinfu 0959 FsfiAnnnin 0.95 friinszfuanunaunduiiuiuusudn
(AGFI) Ay 0.934 &edlarunnnd 0.90 Arinsziuaunaunduseuliisy (CFI) e
WU 0.995 SadiAunnnan 0.95 uazdaiisinfigesveseiiuaaimedoulunisuszaua
(RMSEA) flenuvinfu 0.020 Ssflentesnda 0.05
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auumgule Fa51971 4 waznmd 1

A5 4 LARIHANITNAFDUANNATIY

n1snauinlduinisrvesilduinsusenluseaidlne

Aanusuel

Estimate S.E. ﬂ C.R. p-value
- AUNARA I 0.31 0.26 0.24 1.229 0.219
- AUTIAN 0.08 0.12 0.07 0.608 0.543
- AUTDINNNTIATINUNY -0.17 0.20 -0.14 -0.824 0.410
- ANUNTAUATUNITAANN 0.03 0.06 0.03 0.492 0.623
- PUYAAR 0.16 0.06 0.17 2.454 0.014*
- AUNTEUIUNTIAUSANS 0.42 0.08 0.39 5.018 0.000**

- AUANWEYNIAENTN 0.12 0.07 0.11 1.636 0.102
* fifuddnymneadniseiu 0.05
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