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ABSTRACT 
 

This paper proposes a six-hypothesis conceptual model to investigate customer loyalty within 

the Thai courier, express, and parcel (CEP) delivery sector. Globally, in 2020 this was a $326 

billion industry employing nearly 2.5 million packages delivering 60.7 billion parcels. 

Thailand as a leading commercial hub in many regional economic sectors relies heavily on 

both domestic and international CEP delivery services to keep e-commerce and supply chain 

wheels rolling. Therefore, the authors' proposed study includes an investigation into the four 

primary latent variables of service innovation (SI), service quality (SQ), service satisfaction 

(SS), and customer loyalty (LT) and the theory supported 17 observed variables. The 

proposed research instrument is a questionnaire for use in the quantitative analysis. Initial 

sample size theory research indicates a sample of 340 - 400 should suffice. Qualitative 

analysis will employ the use of LISREL 9.1 software from which the goodness-of-fit (GOF) 

statistics will be analyzed for the confirmatory factor analysis (CFA). Descriptive statistics are 

anticipated to include the mean (𝑥 ), standard deviation (SD), kurtosis, and skewness for each 

of the items surveyed. From the outcomes of these processes, a final structural equation model 

(SEM) will be undertaken for results interpretation. It is also suggested that the study will be a 

significant contribution to the region's literature on courier services and what makes their 

customers loyal.  
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1. INTRODUCTION 

 
 

The global courier, express, and parcel (CEP) delivery sector was reported to represent $326 

billion in revenue generation in 2020 (IBISWorld, 2020), which was a decrease from 2019 

due to supply chain disruptions from the global Covid-19 pandemic. However, in 2019, there 

had been a 7.9% increase over 2018, reaching EUR 330.3 billion. This represented a 

worldwide volume increase of 9.1%, reaching 60.7 billion packages (Ejdys & Gulc, 2020). 
 
 

The top five companies within this sector are household names to many, but there are 

100,000s of thousands of other smaller enterprises taking on similar challenges. Furthermore, 

worldwide employment within the industry has been estimated at nearly 2.5 million 

individuals. The companies holding the largest market share within the industry are United 

Parcel Service (UPS), FedEx, and Germany’s Deutsche Post DHL Group. In the United 

Kingdom, most would recognize the local Royal Mail couriers, while in Japan; Yamato 

Transport plays a key role, holding a 41% market share, whose ‘black cat’ and kitten logo is 

as popular in Japan as the Coca-Cola logo is in the United States (Miller, 2016).  

 

In Thailand, just before Christmas 2020, the company known nationwide as Kerry Express 

went public on the country’s stock exchange, surging 161% in its debut (“Kerry Express 

Thailand Surges,” 2020). Locals know their vehicles, as smaller, entrepreneurial offices with 

small fleets of Kerry vehicles seem to pop up on every highway, intersection, or the local 

village. Having originated in Hong Kong, Kerry’s strategy is to use all the major e-commerce 

platforms while increasing its delivery capacity up to 3 million parcels a day by 2023 

(Chudasri & Polkuamdee, 2020), even though these giant e-marketplaces have their own 

logistics services. This compares to the current 1.2 million packages per day during the first 

nine months of 2020 during the height of the Covid-19 pandemic. Their future target markets 

include home shopping and traditional businesses, as well as SMEs and farmers 

(Sangwongwanich & Leesa-nugansuk, 2020).  

 

Moreover, current estimates project a 20% growth within Thailand’s e-commerce business 

sector over the next three years, which will heighten the need for more delivery centers, 

service points, ICT (information and communications technologies), and efficiency increases. 

Support for this can be found in European Union CEP delivery service research in which it 

was stated that the evolution and success of courier services have been due to the 

implementation of modern ICT and the development of e-commerce, which has resulted in 

better access to the Internet and increased consumer confidence in e-commerce platforms 

(Ejdys & Gulc, 2020). 

However, competition is fierce for Thailand’s Kerry, with competitor’s vehicles filling the 

streets from Bangkok to the outer, and more remote rural, outlying agricultural provinces. 

Many of these services are also working hand-in-hand with major e-commerce platforms such 

as Lazada and Alibaba. Although globally the courier/package delivery sector has seen a drop 

from larger commercial businesses due to the disruption of their supply chains, within the 

home shopping market there has been a significant increase in home deliveries from smaller 

suppliers/vendors, as consumers don’t wish to risk, or can’t leave their homes, due to Covid-

19 related lockdowns. This is true from Thailand to the UK.  
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However, according to a study on courier services from Ejdys and Gulc (2020) in Poland, 

service quality was stated to be an essential element for the creation of service sustainability. 

Moreover, the Polish authors further determined the importance of courier services’ ease of 

use, the customer’s trust and usefulness of the service, service quality, and their future 

intention to use the courier service. It was also interesting to note the study’s finding on the 

critical importance of ICT capabilities.  This is consistent with a Thai ICT customer loyalty 

study by Pongcharnc and Fongsuwan (2014), in which it was stated that in an increasingly 

connected and complex world, ICT is a transformative driver of change across entire 

industries, which also is an enabler of new value chains.  

Therefore, the authors offer the following brief literature overview of the study’s proposed 

latent variables and theory supported observed variables: 

2. LITERATURE REVIEW 

 

2.1 Service innovation (SI) 

In their discussion about SI in a digital age, Barrett et al. (2015) described SI as 

transformative in nature, with new services in developing economies driving economic 

development despite societal infrastructure or resource limitations. Moreover, SI directly 

facilitates customers meeting their desires and needs, which can be understood both as a 

process of organizational development and as the resulting configuration of new activities by 

companies and their customers, suppliers, and other actors.  

 

Moreover, the value of information and communications technologies (ICT) to SI has long 

been recognized (Barras, 1986). Moreover, the OECD (2014) has reported on the growing 

role of the digital economy in a consumer’s daily life, along with the heightened demand for 

new data and measurement tools, with ICT technologies acting as key enablers of innovation 

throughout all economic sectors.  
 

Therefore, after the authors review the related theory and literature, it was determined that 

four observed variables would be added to the proposed study under the latent variable 

service innovation (SI). These included new service delivery (SI1), customer interaction 

(SI2), the service delivery process (SI3), and the service technology (SI4).  

 

2.2 Service quality (SQ) 

Grönroos (1984) was an early researcher who divided service quality into two elements. 

These were discussed as being either technical or an outcome (what consumers receive), or as 

a function or process-related (how consumers receive the service). Shortly thereafter, 

Parasuraman et al. (1985) proposed the now-famous SERVQUAL Model. Originally 

consisting of ten dimensions, several years later the SERVQUAL Model was reduced to five 

dimensions (Lee, 2012), and renamed the RATER Model (Figure 1). Parasuraman et al. 

(1988) later added that SQ originates with the expectation of customers or clients using the 

service.   
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In a practical world, the Japanese auto industry has defined ‘quality’ as the buyers’ perception 

of the value of the suppliers' work output, which includes look, the touch, and the feel of a 

vehicle. This is consistent with Bei and Chiao (2001) who added that Japanese auto 

manufacturers needed to give priority to product quality and price, to establish consumer 

satisfaction and loyalty while improving SQ. Other factors such as fulfilling expectations, 

meeting customer's goals, and having positive customer relationships are also significant 

(Tohidinia & Haghighi, 2011). Service quality has also been associated with affecting 

profitability (Aaker & Joachimsthaler, 2000) and purchase intention (Tsiotsou, 2006).  Shih-

Tse Wang & Tsai (2014) also added that exceptional quality, reliability, and consistency are 

essential.  

 

In Malaysia, Yee and Daud (2011) investigated customer satisfaction (CS) with the CEP 

delivery sector using the SERVQUAL Model's dimensions. From their analysis, they 

determined that tangibility, reliability, and assurance each played a key role in CS, but 

empathy and responsiveness played no essential roles.  

Figure 1: SERVQUAL and RATER model conceptualizations.  

 

Sources:  RATER design adapted by Krishnana Umachandran (2014) from Parasuraman et 

al. (1988). 

 

Therefore, after the authors review the related theory and literature, it was determined that 

four observed variables would be added to the proposed study under the latent variable 

service quality (SQ). These included reliability and competence (SS1), assurance and 

credibility (SS2), security (SS3), courtesy and customer knowledge (SS4), and responsiveness 

and communications (SS5).  

2.3 Service satisfaction (SS) 

Recently the World Bank has reported that increasingly agencies are encouraged to measure 

the quality of service delivery. However, performance measurement systems that focus on 

quantity while disregarding quality potentially invite problems with service delivery 

satisfaction (Shah, 2007). This is consistent with a McKinsey study in which it was stated that 

when officials deliver services based on the needs of the people they serve, governments can 

increase public satisfaction and reduce their costs (Dudley et al., 2015). Furthermore, Bei and 

https://www.emerald.com/insight/search?q=Edward%20Shih-Tse%20Wang
https://www.emerald.com/insight/search?q=Edward%20Shih-Tse%20Wang
https://www.emerald.com/insight/search?q=Bi-Kun%20Tsai
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Chiao (2001) have added that service quality perceptions can affect a customer's loyalty 

through their overall satisfaction. Moreover, Türkyılmaz and Özkan (2007) highlighted the 

importance of increasing satisfaction and loyalty when organizations are faced with limiting 

resources. These points are also in agreement with Heskett et al. (2008) which vividly showed 

in Figure 2 the levels of a satisfied customer in becoming a loyal customer.  
 

Figure 2: The levels of satisfaction leading to loyalty.  

 
Source: Adapted from Heskett et al., 2011, page 71. 

 

In Thailand, multiple authors have also suggested that satisfactory public service entails 

equitable, timely, ample, continuous, and progressive services (Changwetchay, 2018; 

Limoubpratum et al., 2020; Millet, 1954). Specifically, equitable service refers to the process 

of ensuring that all customers are treated equally. Therefore, all users of the service are treated 

as individuals using the same service standard. Timely service (also referred to as timeliness) 

ensures that the services being rendered are done so in a timely fashion. If this is not done, 

there will be dissatisfaction amongst the service users.  

 

Providing adequate services or ample service ensures that the correct amount of service is 

offered in the right place at the right time and is sufficient in having the needed supplies, staff, 

and equipment. It is also interpreted to mean that the service is provided in the best 

geographical location possible, which Millet (1954) refers to as service ‘equality’. This is 

consistent with Chen et al. (2012) who also determined that fair service is equally important 

to a customer’s satisfaction.  

 

Continuous service (also referred to as continuity) is the idea that service must be always 

available to the customers, with service staff on the job, willing and able to serve their 

customers (Changwetchay, 2018). Progressive service means providing public services with 

improved quality and performance. In other words, it is an increase in efficiency or capacity 

that can perform more functions with the same amount of resources. 

 

Therefore, after the authors reviewed the related theory and literature, it was determined to 

select the five variables originally championed by Millet (1954) as service satisfaction factors 

for a follow-on study. These were equitable services (SS1), timely service (SS2), ample 

services (SS3), continuous services (SS4), and finally, progressive services (SS5). 
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2.4 Customer loyalty (LT) 

When studies discuss customer loyalty, oftentimes LT is qualified in terms of a customer's 

retention rate. This is crucial, as retaining existing customers tends to be as much as five times 

more cost-effective than prospecting for new ones (Wertz, 2018). Moreover, numerous other 

studies have added the importance of word-of-mouth (WOM), as customer WOM can be far 

more cost-effective and influential than advertising (Bughin et al., 2010; Pongcharnc & 

Fongsuwan, 2014), especially in a social media world-renowned now for its ‘influencers’.  

 

Therefore, differences between LT and a customer’s retention are important to understand, as 

both are assumed to equate to a company’s business success, revenue, and profits (Trasorras 

et al., 2009). If the correlation exists, then managing for improvement in customer retention or 

customer loyalty equates to managing for business success.  

 

Other scholars have also identified the importance of a customer's satisfaction and their trust 

in their loyalty (Leninkumar, 2017). This is consistent with Wahab (2018), whose study on 

the Indonesian package delivery service sector determined the importance of service quality 

and customer satisfaction on the loyalty of the customer.  Furthermore, various other studies 

have reported the importance of an employee’s attitude on CS and LT as well as business 

profitability (Aldas-Manzano et al., 2011; Chaudhuri & Holbrook, 2001; Lam et al., 2004; 

Oliver, 1997; Sirdeshmukh et al., 2002).  

 

Customer loyalty is also a deep commitment to making a regular purchase of a product or 

service that the customer is happy with. Also according to Dick and Basu (1994), a 

customer’s loyalty is measured by the relationship strength between a consumer’s relative 

attitude and their willingness for repeat patronage. This relationship is also mediated by the 

surrounding social norms and the situational factors. Andreassen (1999) also made the 

connection between customer loyalty and complaint resolution and suggested that complaint 

resolution is a crucial aspect of a firm's customer retention strategy. This is consistent with 

Faryabi et al. (2015) who examined the impact of several relationship continuity factors on 

customer loyalty. From their analysis, it was determined that conflict resolution, satisfaction, 

trust, and reliability, respectively, have the greatest effects on loyalty.  
 
Therefore, after the authors reviewed the related theory and literature, it was determined to 

select the following three variables for customer loyalty for analysis. These were continued 

use of the service (LT1), word of mouth (LT2), and finally, complaint behavior (LT3). 

 

Therefore, the following research objectives are proposed for the study:  

 

1.1 Problem Statement and Research Objectives 

 

The study’s objective will be to undertake an empirical investigation of contributing factors 

and their interrelationships that influence a courier, express, and parcel (CEP) delivery 

customers' loyalty. Even though we have found other Asian regional studies (Alam Siddiquee, 

2008; Wahab, 2018; Yee & Daud, 2011), there appears to be no recent English language 

empirical research concerning Thailand. Moreover, the proposed study will explore the 

SERVQUAL Model’s dimensions contributing to CEP customer loyalty as originally 

articulated by Parasuraman et al. (1985, 1988). It is also interesting to note the massive 
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investor interest in the Kerry Express public offering in Thailand just before Christmas 2020. 

This seems to support the growing importance of this sector within Thailand and the need for 

the proposed study. Therefore, we propose the following research objectives and six 

hypotheses shown in Figure 3.  

Research objectives 

1. To investigate what SERVQUAL Model factors influence courier, express, and parcel 

(CEP) delivery service quality (SQ) in Thailand. 

2. To study the interrelationships of the variables identified from the theory as potentially 

influencing the loyalty of business customers towards using a courier, express, and parcel 

(CEP) delivery service in Thailand. 

3. To create a structural equation model of factors that influence a business customer loyalty 

towards using a courier, express, and parcel (CEP) delivery service in Thailand. 

Hypothesis 1: A package delivery company’s service innovation will directly and positively 

affect the company’s service quality.  

Hypothesis 2: A package delivery company’s service innovation will directly and positively 

affect the customer’s service satisfaction.  

Hypothesis 3: A package delivery company’s service innovation will directly and positively 

affect the customer’s loyalty.  

Hypothesis 4: A package delivery company’s service quality will directly and positively 

affect the customer’s satisfaction. 

Hypothesis 5: A package delivery company’s service quality will directly and positively 

affect the customer’s loyalty. 

Hypothesis 6: A package delivery customer’s service satisfaction will directly and positively 

affect the customer’s loyalty. 

Figure 3: A proposed conceptual model for CEP delivery service customer loyalty.   
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3. PROPOSED METHODOLOGIES 
 

The primary research instrument will consist of a questionnaire in which a multi-level opinion 

agreement scale will be used. It is anticipated that the scale will consist of five opinion points, 

with the anchor points being agreed (5) to totally disagree (1). LISTEL 9.1 software is 

proposed for the analysis, which is expected to include a goodness-of-fit (GOF) analysis and 

confirmatory factor analysis (CFA) before the structural equation modeling (SEM) of each 

customer’s response to each of the variable’s items. Therefore, the following preliminary and 

intermediate steps are proposed:  

3.1. Quantitative and qualitative research methodologies 

Traditionally, according to Hameed (2020), social science researchers used quantitative 

research methods. However, with the advent of computers and their software in the early 

1980s, there was an upsurge of interest in qualitative studies. The authors, therefore, find 

significant support for a mix of both (Morgan, 2014; Mueller & Hancock, 2010). 

 

3.1.1 Study of the secondary data 

Secondary data research is currently underway in which the literature in its various hard-copy 

and digital formats is being reviewed for the proposed conceptual model of package services’ 

customer loyalty.   

 

3.1.2 Quantitative research methods 

Quantitative research is involved in the use of statistics and mathematical theories. It also 

takes on many forms of implementation, from Internet surveys to face to face interviews.  

Fortunately, with the advent of the computer becoming easily available to researchers, a rich 

mix of statistics software is also available for the analysis and validity assessment of the data.  

 

3.1.3 Qualitative research methods 

Qualitative analysis will employ the use of LISREL 9.1 software from which the goodness-of-

fit (GOF) statistics will be analyzed for the confirmatory factor analysis (CFA). Descriptive 

statistics are anticipated to include the mean (𝑥 ), standard deviation (SD), kurtosis, and 

skewness for each of the items surveyed.  

 

3.2 Questionnaire development and content validity assessment 
 

Five academic and CEP industry experts will be assembled in a weekend workshop to assist 

with the study’s questionnaire development and subsequent content validity verification by 

use of the IOC (Turner & Carson, 2003). A commonly accepted validity score is IOC ≥ 0.50.  

 

3.2.1 In-depth interviews  

Quantitative research methods are also proposed to entail the use of five to 10 in-depth 

interviews with professionals involved in the CEP delivery industry in Thailand. Their 

thoughts and opinions concerning SI, SQ, SS, and LT will be taped and transcribed for the 

study analysis.    

 

3.2.2 Questionnaire pilot-test    
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Numerous scholars have opinioned that a qualitative pre-test is a key phase of the 

development, adaptation, or translation of any questionnaire or psychometric instrument 

(Presser et al., 2004). As such, the sample size of the pre-test survey is often discussed. 

However, in a study from Perneger et al. (2015), it was specifically stated that even though 

the final study determined to some degree the pre-test sample size, a sample size of 30 

participants is recommended. This is consistent with other studies that recommend a baseline 

survey sample of between 30 - 50 individuals to identify any major problems with the survey 

instrument. As such, the authors propose a pilot-test in which 30 individuals (who will not 

participate in the final study) are selected to evaluate the initial questionnaire. Pilot-test 

reliability assessment will make use of Cronbach’s α (Tavakol & Dennick, 2011).  

 

3.3 Ethics clearance 

 

Ethics clearance and approval for the proposed study will be obtained from the King 

Mongkut’s Institute of Technology Ladkrabang Human Ethics Committee before consultation 

with experts relating to the questionnaire's design (Pimdee, 2020). An informed consent form 

for each of the study's pilot-test survey group and the main study's participants will also be 

obtained. At every step, participant anonymity will be considered and ensured.  

3.4. Population and sample 

The target population for the study is Thai businesses that use package delivery and shipping 

services within the Bangkok metropolitan area. Various online and hard-copy business 

directories are available to the researchers for the process of identifying potential survey 

business targets. Furthermore, specific focus will be given to individuals specifically assigned 

in the management of each firm’s shipping and receiving use of package delivery services.  

 

To assure the statistical accuracy of the proposed survey and study, companies will be 

selected by sector, and then divided into their respective geographical areas. Sectors 

anticipated to be included in the study include auto parts dealers and distributors, mobile-

phone shops, wholesale clothing outlets, flower shops, and dental and medical offices. From 

these lists, multistage random sampling (MRS) will be used to further identify and contact 

individuals for the study (Pimdee, 2020). Crawford (1990) also added that MRS uses multiple 

primary sampling units (PSU's) within the targeted population, each of which is made up of 

second-stage units in each selected PSU. This process then continues down to the final 

sampling unit, with the sampling ideally being random at each stage. 

 

It is also anticipated that an electronic version of the survey will be produced for online use. 

For other survey participants, a PDF version will be produced in which the respondent can 

print a hard-copy, mark their choices, and then either scan or email back, fax, or return by 

post. As post responses are always known to be problematic (Chumney, 2013), faculty 

graduate students will be employed to assist with the follow-up contact process to obtain a 

minimum of 340 completed and audited questionnaires.  

 

3.5 The sample size 

 

Numerous scholars such as Brown (2015) and Kyriazos (2018) have stated that statistical 

power and precision of CFA and SEM parameter estimates are influenced by the sample size. 

Kline (2011) has also reported that many researchers suggest sample sizes of about 200 cases 

or 5 or 10 cases per parameter. Other scholars have suggested a higher ratio of 20:1. As such, 
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with the proposed study containing 17 observed variables, a minimum of 340 completed 

questionnaires is the proposed target sample size. A large sample such as 400 might be finally 

determined due to sampling errors and survey time constraints.  

 

4. RESULTS AND DISCUSSION 

The Reichheld and Sasser (1990) study which was published in the Harvard Business Review 

adds a powerful punch in understanding the importance of customer loyalty to a firm. In their 

article, they state that a 5% increase in customer loyalty can produce profit increases from 

25% to 85%. They also concluded that the quality of the firm’s market share, measured in 

terms of customer loyalty, deserves as much attention as the quantity of this share. 

 

It also astounds the authors to see the valuations placed on Thailand’s largest CEP delivery 

firm in their initial public offering (IPO) just before Christmas 2020. It seems both the ‘Kerry 

Express’ brand and its services are well-known to Thai investors and international traders, for 

reasons similar in many ways to the proposed variables for this study.  The CEO’s 

pronouncements concerning the company’s direction and vision are also focused on ICT and 

e-commerce platforms. Moreover, Kerry Express executives see the potential in rural and 

agricultural enterprises for their sector’s growth, which we 100% agree with, as OTOP (One 

Tambon One Product) products and their entrepreneurs are a significant contributor to 

Thailand’s economy and economic employment (Sitabutr & Pimdee, 2017). 

 

In Bulgaria, Otsetova (2017) also confirmed the critical nature of CEP service quality on 

customer loyalty. There is significant support for this conclusion, as numerous studies from 

the marketing literature suggest that loyalty is a critical ingredient for a firm’s business 

strategy. Loyalty is also a strategy that creates mutual rewards to benefit firms and customers 

(Liao, 2012), and is also considered a source of competitive advantage, which has proven to 

have a relevant impact on a firm’s performance (Shah, 2007). Finally, Boonmalert et al. 

(2020) in Thailand observed that higher amounts of customer orientation results in a greater 

amount of customer loyalty.  

 

5. CONCLUSION 

This paper set out to introduce the reader to both the importance of CEP type delivery 

services and the underlying factors which have the potential to contribute to a firm's customer 

loyalty. We went on to detail these factors and uncover the supporting theory for related 

observed variables. This was followed by our detailed methodologies proposal, including the 

use of LISREL 9.1 for the CFA and the SEM. Support for the proposed study is well-founded 

in both the theory and the action of commercial courier enterprises, both domestically in 

Thailand and around the world. We are very excited about this study and feel that upon its 

conclusion and final publication will be an often referenced work within the industry and the 

region of Asia.  

 

References 

Aaker, D. A., & Joachimsthaler, E. (2000) Brand leadership. The Free Press. 

Aldas-Manzano, J., Ruiz-Mafe, C., Sanz-Blas, S., & Lassala-Navarre, C. (2011). Internet 

 banking loyalty: evaluating the role of trust, satisfaction, perceived risk and frequency 

 of use. Service Industries Journal, 31(7), 1165 – 1190.  

 https://doi.org/10.1080/02642060903433997  

https://doi.org/10.1080/02642060903433997


 
 PACKAGE DELIVERY SERVICE CUSTOMER LOYALTY   PJAEE, 18 (3) (2021) 

143 
 

Andreassen, W. (1999). What drives customer loyalty with complaint resolution? Journal of  

 Service Research, 1(4), 324 – 332. https://doi.org/10.1177/109467059914004  

Barras,  R. (1986). Towards a theory of innovation in services. Research Policy, 15(4), 161 – 

 173. https://doi.org/10.1016/0048-7333(86)90012-0 

Barrett, M., Davidson, E., Prabhu, J., & Vargo, S. L. (2015). Service innovation in the digital  

 age: Key contributions and future directions. MIS Quarterly, 39(1), 135 – 154.  

 https://doi.org/10.25300/misq/2015/39:1.03  

Bei, L. T., & Chiao C. Y. (2001). An integrated model for the effects of perceived product, 

 perceived service quality, and perceived price fairness on consumer satisfaction and 

 loyalty. Journal of Consumer Satisfaction, Dissatisfaction and Complaining Behavior,  

 14, 125 - 140. http://tinyurl.com/h43zkno  

Boonmalert, W., Phoothong, B., Nualkaw, S., & Klakhaeng, P. (2020). The effect of market  

 orientation and customer loyalty on business performance: An empirical evidence  

 from rice industry of Thailand. PalArch’s Journal of Archaeology of Egypt / 

 Egyptology, 17(2), 602-616. https://tinyurl.com/ya49h8fp 

Brown, T. A. (2015). Confirmatory factor analysis for applied research (2nd ed.). The 

 Guilford Press. 

Bughin, J., Doogan, J., & Vetvik, O. J. (2010). A new way to measure word-of-mouth  

 marketing. McKinsey Quarterly. https://tinyurl.com/y8ub7g79 

Changwetchay, B. (2018). Service quality affecting to passenger’s satisfaction BTS Skytrain 

 in Bangkok. [Unpublished Master’s Thesis]. Bangkok University.   

 https://tinyurl.com/yaomqzf5 

Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effects from brand trust and brand 

 affect to brand performance: the role of brand loyalty. Journal of Marketing, 65(2),  

 81  –  93. https://doi.org/10.1509/jmkg.65.2.81.18255  

Chen, H. G., Liu, J. Y. C., Sheu, T. S., & Yang, M. H. (2012). The impact of financial  

 services quality and fairness on customer satisfaction.  Managing Service Quality, 

 22(4), 399 – 421. https://doi.org/10.1108/09604521211253496  

Chudasri, D., & Polkuamdee, N. (2020, December 25). Kerry Express shares soar on day one.  

 Bangkok Post. https://tinyurl.com/y76cyant 

Chumney, F. L. (2013). Structural equation models with small samples: A comparative study 

 of four approaches. [Unpublished Doctoral dissertation]. University of Nebraska.  

 https://tinyurl.com/yag6bt3m 

Crawford, I. M. (1990). Chapter 7: Sampling in marketing research. In Marketing Research,  

 Centre and Network for Agricultural Marketing Training in Eastern and Southern  

 Africa, Harare. Food and Agriculture Organization of the United Nations, 36 – 48.  

 http://www.fao.org/3/w3241e/w3241e08.htm 

Dick, A.S., & Basu, K. (1994). Customer loyalty: Toward an integrated conceptual 

 framework. Journal of the Academy of Marketing Science, 22, 99 – 113.  

 https://doi.org/10.1177/0092070394222001 

Dudley, E., Lin, D-Y., Mancini, M., & Ng, J. (2015). Implementing a citizen-centric  

 approach to delivering government services. McKinsey. https://tinyurl.com/y8eatyn3  

Ejdys, J., & Gulc, A. (2020). Trust in courier services and its antecedents as a determinant of  

 perceived service quality and future intention to use courier service. Sustainability,  

 12(21), 9088. https://doi.org/10.3390/su12219088  

Faryabi, M., Sadeghzadeh, K., & Zakeri, A. (2015). The Relationship Continuity Model and  

customer loyalty in the banking industry: A case study of the Maskan Bank of Iran.  

Journal of Relationship Marketing, 14(1), 37 – 52.   

https://doi.org/10.1080/15332667.2015.1006018  

Grönroos, C. (1984). A service quality model and its marketing implications. European  

https://doi.org/10.1177/109467059914004
https://doi.org/10.1016/0048-7333(86)90012-0
https://doi.org/10.25300/misq/2015/39:1.03
https://tinyurl.com/yaomqzf5
https://doi.org/10.1509/jmkg.65.2.81.18255
https://doi.org/10.1108/09604521211253496
http://www.fao.org/3/w3241e/w3241e08.htm
https://doi.org/10.1177/0092070394222001
https://doi.org/10.3390/su12219088
https://doi.org/10.1080/15332667.2015.1006018


 
 PACKAGE DELIVERY SERVICE CUSTOMER LOYALTY   PJAEE, 18 (3) (2021) 

144 
 

 Journal of Marketing, 18(4), 36 – 44. https://doi.org/10.1108/eum0000000004784  

Hameed, H. (2020). Quantitative and qualitative research methods: Considerations and issues  

 in qualitative research. ResearchGate Preprint.   

 https://doi.org/10.13140/RG.2.2.36026.82883 

Heskett, J. L., Jones, T. O., Loveman, G. W., Sasser, W. E., & Schelsinger, L.A. (2011).  

 Putting the service-profit chain to work. Harvard Business Review.  

 https://tinyurl.com/j7ah3et 

IBISWorld. (2020, July 13). Global courier & delivery services industry.  

 https://tinyurl.com/y85xpkak 

Kerry Express Thailand surges as much as 161% in debut. (2020, December 24). Bloomberg.  

 https://tinyurl.com/y833553t 

Kyriazos, T. A. (2018). Applied psychometrics: Sample size and sample power 

 considerations in factor analysis (EFA, CFA) and SEM in general. Psychology, 9(8), 

 2207 – 2230. https://doi.org/10.4236/psych.2018.98126  

Lam, S. Y., Shankar, V., Erramilli, M. K., & Murthy, B. (2004). Customer value, satisfaction, 

 loyalty, and switching costs: An illustration from a business-to-business service 

 context. Journal of the Academy of Marketing Science, 32(3), 293 – 311. 

 https://doi.org/10.1177/0092070304263330  

Lee, I. (Ed.). (2012). Electronic Commerce Management for Business Activities and Global  

 Enterprises: Competitive Advantages. IGI Press. 

Leninkumar, V. (2017). The relationship between customer satisfaction and customer trust on  

 customer loyalty. International Journal of Academic Research in Business and Social  

 Sciences, 7(4), https://doi.org/10.6007/ijarbss/v7-i4/2821  

Liao, K-H. (2012). Service quality, and customer satisfaction: Direct and indirect effects in a  

 B2B customer loyalty framework. Journal of Global Business Management, 8(1), 86 –  

 93. http://www.jgbm.org/page/12%20Kun-Hsi%20Liao.pdf 

Limoubpratum, C., Ounok, N., & Thespluem, M. (2020). Effects of service quality on  

 customer satisfaction of the import-export agents in the central region of Thailand.  

 Journal of Humanities and Social Sciences Thonburi University, 14(2), 21 – 32.  

 https://tinyurl.com/yaqlwc3g 

Lin, P. H. (2013). Shopping motivations on the internet: An empirical study of trust, 

 satisfaction and loyalty. International Journal of Electronic Business Management,  

 11(4), 238 – 246. http://tinyurl.com/h2okcao 

Miller, K. K. (2016, January 31). 10 reasons why Japan’s Kuroneko Yamato is probably the  

 best delivery service in the world. Sora News 24. https://tinyurl.com/yalywuvr 

Millet, J. D. (1954). Management in the public service: The quest for effective performance.  

 McGraw-Hill Book Company. 

Morgan, D. L. (2014). Integrating qualitative and quantitative methods: A pragmatic  

 approach. Sage Publishing. https://doi.org/10.4135/9781544304533  

Mueller, R. O. & Hancock, G. R. (2010). Structural equation modeling. In G. R. Hancock &  

 R. O. Mueller (Eds.), The reviewer’s guide to quantitative methods in the social  

 sciences. Routledge. 

OECD. (2014). Measuring the digital economy: A new perspective.  

 https://doi.org/10.1787/9789264221796-en  

Oliver, R. L. (1997). Satisfaction: A behavioral perspective on the consumer. McGraw- Hill.  

Otsetova, A. (2017). Relationship between logistics service quality, customer satisfaction and  

 loyalty in courier services industry. Management and Education, XIII(2), 51 – 57.  

 https://tinyurl.com/ya6yfs3p 

Parasuraman, A., Zeithaml, V.A., & Berry, L.L (1985). A conceptual model of service 

 quality and its implications for future research. Journal of Marketing, 49(4), 41 – 50.  

https://doi.org/10.1108/eum0000000004784
https://doi.org/10.6007/ijarbss/v7-i4/2821
https://tinyurl.com/yaqlwc3g
https://doi.org/10.1787/9789264221796-en


 
 PACKAGE DELIVERY SERVICE CUSTOMER LOYALTY   PJAEE, 18 (3) (2021) 

145 
 

 https://doi.org/10.1177/002224298504900403  

Parasuraman, A., Zeithaml, V.A., & Berry, L.L (1988). SERVQUAL: A multiple-item scale 

 for measuring consumer perceptions of service quality. Journal of Retail, 64, 12 – 40. 

Perneger, T. V., Courvoisier, D. S., Hudelson, P. M., & Gayet-Ageron, A. (2015). Sample 

 size for pre-tests of questionnaires. Quality of Life Research, 24(1), 147 – 151.  

 https://doi.org/10.1007/s11136-014-0752-2  

Pimdee, P. (2020). Antecedents of Thai student teacher sustainable consumption behavior.  

 Heliyon, 6(8), e04676. https://doi.org/10.1016/j.heliyon.2020.e04676 

Presser, S., Couper, M. P., Lessler, J. T., Martin, E., Martin, J., Rothgeb, J. M., et al. (2004).  

 Methods for testing and evaluating survey questions.  

https://doi.org/10.1002/0471654728.ch1  

Pongcharnc, S., & Fongsuwan, W. (2014). Thai information technology customer loyalty 

 perceptions: A structural equation model. Research Journal of Business Management,  

 9(1), 188 – 202. https://doi.org/10.3923/rjbm.2015.188.202  

Reichheld, F. F., & Sasser, Jr., W. E. (1990). Zero defections: Quality comes to services.  

 Harvard Business Review, September–October, 105 – 111.  

 https://hbr.org/1990/09/zero-defections-quality-comes-to-services 

Sangwongwanich, P., & Leesa-nugansuk, S. (2020, August 26). Kerry Express prepares IPO

 for up to 300m shares. Bangkok Post. https://tinyurl.com/yct69vr6 

Shah, A. (Ed.). (2007). Performance accountability and combating corruption. The  

 International Bank for Reconstruction and Development / The World Bank.  

 https://tinyurl.com/ybd9atfy 

Sirdeshmukh, Deepak; Jagdip Singh; and Barry Sabol (2002). Consumer trust, value, and 

 loyalty in relational exchanges. Journal of Marketing, 66(1), 15 – 37.  

 https://doi.org/10.1509/jmkg.66.1.15.18449  
Sitabutr, V., & Pimdee, P. (2017). Thai Entrepreneur and Community-Based Enterprises’  

 OTOP Branded Handicraft Export Performance: A SEM Analysis. Sage Open, 7(1),  

 215824401668491. https://doi.org/10.1177/2158244016684911  

Tavakol, M., & Dennick, R. (2011). Making sense of Cronbach’s alpha. International Journal  

 of Medical Education, 2, 53–55. https://doi.org/10.5116/ijme.4dfb.8dfd 

Tohidinia, Z., & Haghighi, M. (2011). Predictors and outcomes of relationship quality: A

 guide for customer-oriented strategies. Business Strategy Series, 12(5), 242 – 256. 

https://doi.org/10.1108/17515631111166889  

Trasorras, R., Weinstein, A., & Abratt, R. (2009). Value, satisfaction, loyalty and retention in  

 professional services. Marketing Intelligence & Planning, 27(5), 615 - 632.  

 https://doi.org/10.1108/02634500910977854  

Tsiotsou, R. (2006). The role of perceived product quality and overall satisfaction on  

 purchase intentions. International Journal of Consumer Studies, 30(2), 207 – 217.  

 https://doi.org/10.1111/j.1470-6431.2005.00477.x  

Türkyılmaz, A., & Özkan, C. (2007). Development of a customer satisfaction index model-An 

 application to the Turkish mobile phone sector. Industrial Management & Data 

 Systems, 107(5), 672 - 687.https://doi.org/10.1108/02635570710750426  

Turner, R. C., & Carson, L. (2003). Indexes of item-objective congruence for  

 multidimensional items. International Journal of Testing, 3(2), 163 – 17.  

 https://doi.org/ 10.1207/S15327574IJT0302_5 

Wahab, Z. (2018). The effect of service quality to customer loyalty mediated by customer 

 satisfaction on package delivery at Palembang Post Office 30000. International  

 Journal of Management and Economics Invention, 04(07). 

 https://doi.org/10.31142/ijmei/v4i7.05  

Shih-Tse Wang, E., & Tsai, B.-K. (2014). Consumer response to retail performance of  

https://doi.org/10.1177/002224298504900403
https://doi.org/10.1016/j.heliyon.2020.e04676
https://doi.org/10.1002/0471654728.ch1
https://doi.org/10.3923/rjbm.2015.188.202
https://doi.org/10.1509/jmkg.66.1.15.18449
https://doi.org/10.1177%2F2158244016684911
https://doi.org/10.1108/17515631111166889
https://www.emerald.com/insight/search?q=Art%20Weinstein
https://www.emerald.com/insight/search?q=Russell%20Abratt
https://www.emerald.com/insight/publication/issn/0263-4503
https://doi.org/10.1108/02634500910977854
https://doi.org/10.1111/j.1470-6431.2005.00477.x
https://doi.org/10.31142/ijmei/v4i7.05
https://www.emerald.com/insight/search?q=Edward%20Shih-Tse%20Wang
https://www.emerald.com/insight/search?q=Bi-Kun%20Tsai


 
 PACKAGE DELIVERY SERVICE CUSTOMER LOYALTY   PJAEE, 18 (3) (2021) 

146 
 

 organic food retailers. British Food Journal, 116(2), 212 – 227.  

 https://doi.org/10.1108/BFJ-05-2012-0123  

Wertz, J. (2018). Don't spend 5 times more attracting new customers, nurture the existing 

 ones. Forbes. https://tinyurl.com/y8r723fq 

Yee, H. L., & Daud, D. (2011). Measuring customer satisfaction in the parcel service  

 delivery: A pilot study in Malaysia. Business and Economic Research, 1(1), E6.  

 https://doi.org/10.5296/ber.v1i1.1125  

https://www.emerald.com/insight/publication/issn/0007-070X
https://doi.org/10.1108/BFJ-05-2012-0123
https://tinyurl.com/y8r723fq
https://doi.org/10.5296/ber.v1i1.1125

