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Abstract

The goal of this study is aimed for employees' satisfaction towards ABC(Thailand)'s warehouse receiving
and shipping service and finding correlation between personal factor and satisfaction level. 420 individuals used in
this research are all ABC(Thailand)'s employees that use the company warehouse service. Researcher determines
210 samplings group for the study, using the Krejcie and Morgan formula at 95% confidence level and + 5%
tolerance level. The samplings group in this study are (Purposive Sampling). For the research appropriateness and
suitability, researching tools used for the study are questionnaire survey and statistical data analysis computer
program (SPSS). Statistical analysis method for the study is Descriptive statistic by analyzing Frequency
Enumeration, Percentage, Mean Value and Standard Deviation, Hypothesis Analysis by using T-test value and
One-Way Variance Analysis (One-Way ANOVA).Result of this study shows that overall level of employees'
satisfaction towards the warehouse receiving and shipping service of ABC (Thailand) company are at a high level
at mean value (x) = 4.15. When considering each factor of the satisfactions level, the warehouse department
service has the highest satisfaction level followed by Communication Channels, Service area, and Customer

service, respectively.

As for correlation between personal factor and satisfaction level, the result of hypothesis testing shows that
difference of personal factors which are gender, age, status, education level, and working hour has no difference

in satisfaction level.
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