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Influence of service quality, price fairness and reputation of courier service
providers on satisfaction and repeat service intention of consumers in
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Abstract
This research aimed to study the influence of service quality, price faimess, and reputation of courier service

providers on satisfaction and on repeat service intention of consumers in Bangkok. Research population were Bangkok

consumers who had used courier service. Convenience sampling was applied to select 400 samples, and a questionnaire
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having been proven both validity and reliability, with Cronbach reliability alpha ranged 0.83-0.98, was used as the
tool in collecting data. Descriptive statistics and multiple regression analysis (MRA) were utilized in data analyses and
hypothesis testing at 0.05 significance level. The results find that the majority of respondents are women, aged 20-29 with
bachelor's degree, working in private companies and earning average monthly personal income ranged 20,001-
30,000 baht. The results of hypothesis testing indicate that (1) empathy and responsiveness dimensions of service
quality, price fairness and reputation of courier service providers have positive effects on customer satisfaction. All
independent variables mutually explain 68.40 percent of the variance of customer satisfaction, and reputation has the
highest positive impact on satisfaction, (2) tangible and responsiveness dimensions of service quality, price faimess,
reputation of courier service providers, and customer satisfaction have positive effects on repeat service intention of
consumers. All independent variables mutually explain 63.30 percent of the variance of repeat service intention, and
customer satisfaction has the highest positive impact on repeat service intention.

Keywords: service quality, price fairness, reputation, satisfaction, repeat service intention
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Table 1 Cronbach’s alpha coefficient.

alpha coefficient
variable or dimensions

n=30 n=400

1. service quality
1.1 responsiveness 0.92 0.86
1.2 tangibles 0.83 0.84
1.3 empathy 0.86 0.87
1.4 reliability 0.91 0.86
1.5 assurance 0.95 0.92
2. price fairness 0.90 0.92
3. reputation 0.91 0.87
4. satisfaction 0.95 0.93
5. repeat service intention 0.92 0.92
total 0.98 0.97
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HANTIILATITHIAYA ADININLINIS zdmﬂmmummyuwiﬁu (S.0.=0.66) Ine1Hl
(service quality) Aun1snavaued nudnlaemy  TeavidunvesHand (Table 2)

o

HezaumauAniuegluszAuNIn (X=3.76) uay

Table 2 Results of opinion towards responsiveness dimension.

responsiveness X S.D results
1. transactions with the service provider are fast and convenient 3.77 0.75 high
2. the service provider promptly responds to your needs 3.78 0.78 high
3. the service provider values your needs or requests and take action immediately 3.62 0.82 high
4. the staffs always provide you with timely services 4.00 0.78 high
total 3.79 0.66 high

HANNFILATRITRA ALMNLENSAMANN  52Aann (X=3.74) wazdomdaaumnsgiuviany

\Dugtlassunudn Tnasandisviuanuaavivelu  (S.0.=0.62) IneilssaziBanrenasa (Table 3)

Table 3 Results of opinion towards tangibles dimension.

tangibles X S.D. results
1. the staffs are well-dressed or always wear their uniforms 3.68 0.79 high
2. service equipment and tools are modern 3.80 0.72 high
3. service facilities, including courier trucks, are standard 3.75 0.76 high
4. in branches or at the service centers are well-organized and modern 3.75 0.76 high
total 3.74 0.62 high

HANNTAATIZd YA ALUAINLEINTTAY  seimnn (X=3.69) uazdamdeauunnsg ity

A lanudnlaesaniszAuaanAaiuagly  (S.0.=0.70) Tnalsnaavidunveanand (Table 4)

Table 4 Results of opinion towards empathy dimension.

empathy X S.D. results
1. the service provider communicates with customers in an easy and clear way 3.85 0.75 high
2. the service providers are equally attentive and on first-come- first-served basis 3.75 0.82 high
3. the service providers inform news or information of updated services those are 3.53 0.91 high

useful for customers
4. the service provider reaches out for customer convenience and truly understands 3.65 0.84 high

customer needs

total 3.69 0.70 high
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HANNTAATIZdRYA ALUAINLENITANY  szALNIN (X=3.67) uazdamdeannsguyiniy

puslalinudn TaesndlsvaumnuAadiuedly  (S.0.20.71) InefisneaziBantenasa (Table 5)

Table 5 Results of opinion towards reliability dimension.

reliability X S.D results
1. the service provider is capable to correctly solve problems for customers 3.63 0.81 high
2. the Service providers can keep customers’ personal information safe and confidential 3.56 091 high
3. the service provider can operate all transactions without errors 3.69 0.85 high
4. the service provider is reliable 3.81 0.81 high
total 367 0.71 high

HANNTAATIZdRYA ALUAINLENITAIY  szALNN (X=3.75) uasdamdeannsguviniy

msfutlseuld wida Tnemuilssaunoa@aiueglu  (S.0.=0.71) Tnadsnaasidanrednan (Table 6)

Table 6 Results of opinion towards assurance dimension.

assurance X S.D results
1. the service provider is properly knowledgeable about the service 3.78 0.77 high
2. the service provider offers customers with accurate information on all matters 3.70 0.80 high
3. the service provider has high and acceptable service standard 3.75 0.77 high
4. the service provider expression is professional 3.78 0.81 high
total 3.75 0.71 high

HANTAUATZITEYA ANYADTIINTENTIAT  (X=3.57) uwazdruidaaiuunInsgIwiniy

wugn tnesandsvaumuAaiuelussAuunn  (S.0.=0.78) Tnailsuavidenlednand (Table 7)

Table 7 Results of opinion towards price fairness variable.

price fairness X S.D results

1. comparing with competitors’ service fee, the service charged here for parcel delivery 3.60 0.83 high
is reasonable

2. the service fee is value for money 3.61 0.84 high

3. the service fee is appropriate for the service provided by the staffs to customers 3.66 0.82 high

4. the service fee is suitable to current economic conditions 3.43 0.96 high

total 3.57 0.78 high
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HaNIAEeys Toileanud Tnasan  doudeauuninsgiuminiy (S.0.=0.66) Taad

o

a < I o = = o
HezaumuAniuagluszAunn (X=3.63) uaz  NEAZIBUAYRINALY (Table 8)

Table 8 Results of opinion towards reputation variable.

reputation X S.D. results
1. this service provider has received public praise 3.55 0.74 high
2. the service provider has reputation in offering good services 3.70 0.74 high
3. the service provider can be trusted for honesty 3.72 0.79 high
4. this service provider has good reputation for social responsibility 3.58 0.83 high
total 3.63 0.66 high

HANN9ILATI LY A AN lanydn LLm'&'f;uL‘ﬁmLuummﬁmwhﬁu (S.D.=0.69)

o a =3 1 o s = a 1'%
TnsuisziumnuAniivetluseiunn (X=3.77)  lnalisaazidunueduans (Table 9)

Table 9 Results of opinion towards satisfaction variable.

satisfaction X S.D results
1. all service details are as you expected in advance 3.76 0.77 high
2. this service provider has created a positive experience for you 3.71 0.78 high
3. you are satisfied with good reputation of the service provider 3.81 0.76 high
4. comparing to the fairness of the service price, the service meets your expectation 3.75 0.81 high
5. overall, you satisfy with the service you have received 3.85 0.77 high
total 3.77 0.69 high

nanf9aAseideys ANaelaldinig  wnn (X=3.86) wazdaudeiuuNnsg iy

o’j 1 = o a =3 ] [ o
d1wudn TnasauiszauanAnivedluszdy  (S.0.=0.65) Inaleazidan1euans (Table 10)

Table 10 Results of opinion towards repeat service intention.

repeat service intention X S.D results
1. intention to use services of this provider in the future 3.97 0.72 high
2. this provider will be your first choice for the next shipments 3.94 0.76 high
3. intention to use more services from this provider 3.68 0.76 high
4. overall, this provider is the best choice for you 3.85 0.75 high
5. within the next 1-2 months, you will repeat the services with this provider 3.92 0.73 high

total 3.86 0.65 high
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SEAZLDLATBINANNINARDLLAAIAT (Table 11)

Table 11 Multiple regression analysis results: influence of service quality dimensions, price fairness
and reputation on customer satisfaction.

independent variables b Std. error B t Sig

tolerance VIF
constant 0.08 0.13 - 0.63 0.52
1. responsiveness 0.15 0.04 0.14 3.77 0.00 0.51 1.93
2. tangibles -0.01 0.04 -0.01 -0.28 0.78 0.46 2.14
3. empathy 0.12 0.05 0.13 2.48 0.01 0.28 3.47
4. reliability -0.01 0.05 -0.01 -0.25 0.80 0.28 3.48
5. assurance 0.19 0.05 0.19 3.79 0.00 0.29 3.39
6. price fairness 0.09 0.03 0.10 2.61 0.01 0.50 1.96
7. reputation 0.45 0.04 0.43 11.01 0.00 0.50 1.98

R°=0.68, F-value=124.25, P<0.05
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AALAUAY (8=0.10) AAUANINLINIIAIUAIN  $IUAZIBEATDINANIINARDULAAAS (Table 12)

dinla fruasinenslald uazdunisfudseduld  uaznanimeasuannfgiuaslfiss (Table 13)

Table 12 Multiple regression analysis results: influence of service quality dimensions, price fairness,

reputation, customer satisfaction on repeat service intention.

independent variables b Std. error B t Sig

tolerance VIF
constant 0.53 0.14 - 3.82 0.00
1. responsiveness 0.10 0.04 0.10 2.43 0.01 0.50 2.00
2. tangibles 0.11 0.04 0.11 2.47 0.01 0.46 2.14
3. empathy -0.05 0.05 -0.05 -1.02 0.30 0.28 3.53
4. reliability 0.02 0.05 0.02 0.37 0.70 0.28 3.48
5. assurance 0.06 0.05 0.07 1.24 0.21 0.28 3.52
6. price fairness 0.10 0.03 0.12 2.92 0.00 0.50 2.00
7. reputation 0.10 0.04 0.1 2.25 0.02 0.38 2.59
8. satisfaction 0.42 0.05 0.45 8.35 0.00 0.31 3.21
R’=0.63, F-value=87.03 P<0.05
Table 13 Summary of hypothesis testing.
hypothesis test results
hypothesis H1: service quality dimension of responsiveness positively affects customer satisfaction accept
hypothesis H2: service quality dimension of tangible positively affects customer satisfaction accept
hypothesis H3: service quality dimension of empathy positively affects customer satisfaction accept
hypothesis H4: service quality dimension of reliability positively affects customer satisfaction accept
hypothesis H5: service quality dimension of assurance positively affects customer satisfaction accept
hypothesis H6: price fairness positively affects customer satisfaction accept
hypothesis H7: reputation positively affects customer satisfaction accept
hypothesis H8: service quality dimension of responsiveness positively affects repeat service intention of consumers accept
hypothesis H9: service quality dimension of tangible positively affects repeat service intention of consumers accept
hypothesis H10: service quality dimension of empathy positively affects repeat service intention of consumers accept
hypothesis H11: service quality dimension of reliability positively affects repeat service intention of consumers accept
hypothesis H12: service quality dimension of assurance positively affects repeat service intention of consumers accept
hypothesis H13: price fairness positively affects repeat service intention of consumers accept
hypothesis H14: reputation positively affects repeat service intention of consumers accept

hypothesis H15: satisfaction positively affects repeat service intention of consumers accept
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