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Abstract

The research aimed 1) to study the demographic factors
influencing the decision to use a courier service through the application,
2) to study the service quality factors influencing the decision to use a
courier service through the application. Qualitative research was applied
for accidental sampling 300 questionnaires from consumers in Bangkok

Metropolitan then analyzed by the frequency, percentage, mean,

standard deviation, independent T-Test, One way ANOVA and Multiple
Regression Statistics.

The research found that most of them were female age
between 20-30 years, study in Bachelor Degree and use the courier
service also one who was interested in the courier service. The first
hypothesis testing found that there was difference on gender, age, and
occupation influencing the decision to use a courier service through the
application. The second hypothesis found that the two factors of service
quality, empathy and tangibility, influenced the decision to use a courier

service through the application at a significant level of 0.05.
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