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ABSTRACT

The purposes of the research were to investigate factors that influenced attitude and
intention to use couriering parcel delivery through the online platform in Thailand. This research
was a quantitative research, which was collected from 400 people, who used couriering parcel
delivery through the online platform by convenience sampling. The research tool was the
questionnaires with a Cronbach's alpha coefficient of 0.87. The statistical methods for data
analysis were frequency, percentage, mean, standard deviation, confirmatory factor analysis and
structural equation modeling.

The results of the study revealed that perceived ease of use, including observability,
perceived enjoyment and compatibility, and perceived usefulness, including relative advantages
and social influence, significantly aoffected on the attitude toward using couriering parcel delivery
through the online platform in Thailand. Furthermore, attitude toward using intention and
marketing mix, including service on platform, price, and promotion, influenced the couriering parcel
delivery through the online platform in Thailand. According to the research result, the couriering
parcel delivery company should continually develop service on a platform for stable, speedy, and

accurate information.

Keywords: Technology Acceptance Model; Marketing Mix; E-Service Quality; Couriering Parcel

Delivery; Online Platform
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