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Influence of Perceived Unique Attributes Delivery Service Provider Towards Intention

to Use the Service of Online Vendors in Mueang Chiang Mai District
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ABSTRACT

This study aims to examine Influence of Perceived Unique Attributes Delivery Service Provider
Towards Intention to Use the Service of Online Vendors in Mueang Chiang Mai District. Use in dept Interview
Method and Questionnaire as tools for data gathering. Analytic tools in this study are Descriptive Analysis,

Factor Analysis, and Multiple Regression Analysis.
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Results of Demographic in this study reveal that the major respondents were cloth vendor with
female gender and age were between 34-41. They had income 20,000-50,000, and most of them were
employee of company. They frequently use drop off service 27.9% to delivered product to central region
and mostly use deliver service provider 3-4 time per week in uncertainty days. They often using service at
13.01-16.00 and expense per bill is 31-50 baht. Factor Analysis was used to deduct the service marketing
mix factor and rearrange them into 7 new groups. After checking reliability by Cronbach's alpha Method, it
reveals there was only 6 factor that suitable to use in this study. The multiple regression analysis reveals
all new 6 factors were influenced perception of online vendors with delivery service provider towards
intention to use the service and all new 6 factor was 1. Merchandise Privilege 2. Convenience 3. Flexible
4. Benefit for me 5. Expertise 6. Attraction.

The Study of Influence of Perceived Unique Attributes Delivery Service Provider Towards Intention
to Use the Service of Online Vendors in Mueang Chiang Mai District can be useful for delivery service
provider to use data from research create appropriate strategy to reach potential target like online vendor

by using 6 factor as reference to guide strategy direction.
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