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THE STUDY OF RELATIONSHIP BETWEEN SERVICE MARKETING MIX AND SERVICE
QUALITY OF PUBLIC TRANSPORTATION BY MIXTURE MODEL
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ABSTRACT

The purposes of this research were to study the relationship between service marketing mix and
service quality of Transport Company Limited of Operation Zone Northeast of Thailand by using mixture
model and validate a relationship model was consistent with empirical data. The model consisted of two
latent variables: service marketing mix and service quality. The data was collected by questionnaire with
388 customers of Transport Company Limited of Operation Zone Northeast of Thailand by systematic
sampling. The data was analyzed using SPSS for Window and Mplus program. The result showed that the
service marketing mix was significantly related in a positive manner with the service quality, and the
relationship model of between service marketing mix and service quality fits quite well with empirical
data set.

Keywords: Service marketing mix, Service quality, Mixture model
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Mean Square Error of Approxi- mation:

{ 2 ' ' o
ANULNEs (R7) n3anu LUTUTIBIINTER I
ui3ee (Runyon et al, 1996)
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(X= 3.76, S.D.= 0.69) N32UIWNIT (X = 3.76, S.D.=
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0.46) usasiayadnlizaun1InITAaNauINIinIg
nazanuvastaysagluszaulunag

d'suqmmwmiu’%msﬁﬂs:ﬁﬂﬁmw‘[ﬂfJ
ywagluszduuin (X = 3.59, 8.0.= 0.52) ATy
1w wudn anwlinelalunsusms(x = 3.69, S.D.=
0.59) AuLBadwlumILSNT (X = 3.60, S.D.= 0.53)
mianuazithlagnen (X = 3.56, S.D.= 0.53)

ANNTALIRIUNITLSANT  (X= 356,
S.D.=0.64) Laz NIADUAKDIANMUADINTT (X = 3.53,
S.D.=0.68) i ﬂ"u,aﬁ'aagﬂmm‘”wmnmm‘im”u fRIU
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(Skewness=0.30, Kurtosis=0.17) LLamdw‘”ayjaqmmw
m3lduimedl mInszawesdeysegluszauiu
nad

2. myenziesddznauisiuaululuias
MIaaIALUILHIEIBLITRINIINITAANIALTNTULES
qmmwmiu'%miﬂ”w”agaL“’fmﬂizfﬁ'ﬂﬁ WU TNeans
200U UIFIULIZIUNIINMIARIALINT (SMM) Haw
saandaInutayaidlszany lasRarsanaindile-
§UA3  (Chi-Square) LYi1nU 11.90 AadANdase (df)
Winnu 10 Aranuwiaztdunesi@ (P-value) Lvinnu
0.29 dariiaszaualnunaunawlIsuLiay (CFI)
WinnNy 0.99 dnauiilaszalauraanaadllIsufiay
9a9Tucker Laz Lewis (TLI) ¥NU 0.99 @aahsnUad
ﬁhmﬁlm‘hﬁ‘oaawaadqu‘ﬁ'mﬁammgﬂu (SRMR)
WAL 0.01 uazenaaRisnUaImsINFeILaA ALY 8
MIUszaNUAAINARIALAR BT (RMSEA) Lvinny 0.02

faululaan13iadaudsgmaInn1uinig
(SERVQUAL) wui1 fianusaaadadnudayaiss
Y5290 lagNanTmranalla-auads  (Chi-Square)
WiNNU 1.68 A1asagTe (df) YN 4 dnaukiae
\Junead@ (P-value) LYinNL 0.79 AaTHInTzaLAIN
naunawlUIsuLiey (CFI) 1YiNNL 1.00 AaTiIaszal
aNnusaaaaadllIuuLfiouvaITucker Lae Lewis (TLI)
WL 1.00 faaRsnedad e aIsaduadEIw
WMRDNIAI3 M (SRMR) LU 0.00 UazA1aaHhInya
faifiged 1afoiAsr09n13UTT U IMAIAINY
ARALARDU (RMSEA) LYy 0.00

2. MTIATERANNFEAAEaIURIlULAR
ANNANNUTEIUY ITRUNIINITARIAUINIALA NN
nsuimInutayaifalszang wodn lueadaaia
saandaInuToyaBalszanyg Tapfidraudszdnsana
Wes (RY) agluszaudautagy (R*=0.88) uaziidla-
FUAQS  (Chi-Square) LYi1AU 57.03 AnaIA1daTe (df)
Winnu 43 ananuinazide neaié (P-value) Linnu

0.07 dnaTihiaszauANnaNnawilIeuliay (CFI)

WinNy 0.99 daTilaszauanuraansadllIsuiney
PadTucker Laz Lewis (TLI) 1YiNNU 0.99 Aawhinvad
ﬂ'wmﬁﬂﬁﬁé’daawaadauﬁmﬁammgm (SRMR)
WAL 0.01 WaZANATHRIINVIFNSINTBILARDLABYES
mMIUszan A NAIALAR (RMSEA) t¥innu 0.01

#aNINRINUI AUIFIUYTEFUNIINTARIAUIANT

% '

JFINAABABNAINNITLINIILYINALY 0.94 (ﬂ=0.94)

q

o o a

gydupdagnsianszau 0.01

©

WaRasaneaudsasinalavesaauysuds
f1uU5raUN19NIIARIALSNT WU Denauszang
ALY (Rz) SausasiennuudsUriuiinvaseaudsy
é’aLﬂmVL@Tﬂ”m”aLLﬂiLLmaglj'sl,m:@”uﬁam]’wa@‘iwﬁaﬂmnma
(R*=0.31-0.59) Lm:ﬁﬁfﬂﬁm@mmﬁﬁﬁizﬁu 0.01 nn
! ImeﬁLuhﬁ'ﬁmﬁmﬁfﬂaaﬁﬂi:naumnﬁq@ﬁa
NIzUIUMI (PROC) (B=0.77) sa4aiun fa yaans
(PEOP) (f=0.76) &N TWLIAK8NNIINIEATW (PHYS)
(f=0.74) M3gaasumsaaa (PROM) (=0.65) Ta3
NIN330§MINY (PLAC) (f3=0.62) nian st (PROD)
(#=0.60) uaz3101 (PRIC) (f=0.56) mwsaL

daudrudidanalavasdrndsudsgmnin
N13U3N13 (SERVQUAL) W0 fidraudszansaany
Wig (R%) FugnsfsnnandsUsiusivvasaauds
Fanalanuamudsudiagluszauihunansfisdautnigs
(R*=0.62-0.87) LL@:ﬁﬁﬂéﬂﬂ”ﬁgﬂﬂdﬁﬁﬁﬁi:ﬂ”ﬂ 0.01 nn
! I@sm“"aLL&Ji‘ﬁ'ﬁ@hﬁmﬁfﬂau@Tﬂi:naumﬂﬁq@ Ao
anudasiulumIuims (Assu) (f=0.873) 1098911
damszanuazidrlegndr  (EMPA) ($=0.87) n13
AOUAEUAINNNABINIT (RESP) (£=0.83) anw'liasla
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fudeyagalsziny
fandsuele SMM SERVQUAL
dulsdaunala b SE t B R’ b SE t B R’
PROD 1.00 003 17.100 060 036 - - - - -
PRIC 1.00 003 1497 056 031 - - - - -
PLAC 122 003 1827 062 038 - - - - -
PROM 1,50 0.03 2045 0.5 0.43 - - - - -
PEOP 1.65 002 3033 076 058 - - - - -
PROC 145 002 31.127 077 059 - - - - -
PHYS 156 0.02 2920 0.74 0.57 - - - - -
REAL - - - - - .00 0.02 4003 080  0.64
RESP - - - - - 113 001 4984 083  0.70
TANG - - - - - 1L13 002 37297 078 0.2
ASSU - - - - - 1.04 000 99.65 093  0.87
EMPA - - - - - 098 001 6401 087 077
SMM - - - - - 139 001  71.08 094 088

Chi-square=57.03, df=43, P-value=0.07, CFI=0.99, TLI=0.99, SRMR=0.01, RMSEA=0.01

PROD

PRIC REAL
PLAC RESP
PROM TANG
PEOP ASSU
PROC EMPA
PHYS
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