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ABSTRACT

The objective of this research is to 1) study consumer behavior when using an online food ordering
application 2) the demographic factors which affect the selection of such an application 3) study the marketing
ingredient factors that affect the use of these applications. This research will focus on surveying the population of
Bangkok by using a close-ended questionnaire.

This is the Survey Research by using Close-ended Questionnaire and focus on survey of population of
Bangkok by The sample population used in this research is 400 people who have used the online food ordering
application in Bangkok by using a table of Taro Yamane at 95% to collect data. Data analysis using descriptive
statistics are Frequency, Percentage, Mean, Standard Deviation, Crosstabs, and Chi square (X2)

The research found that sample population in this research most are female (59.8%), aged 20-29 years
(46%) are the most company work flap (71.5%), have the most bachelor degree (73.5%), have income during
10,001-20,000 baht (39.8%). Applications that use the most was Grab which accounted for (44.3%). The frequency
of the use of online food ordering applications was a little lower at (37.3%) and the average spend per order made
via the applications was between 201-400 baht or (53.5%). However, when the time spent using the online food
ordering application was not definite this accounted for (38.5%).( 42.3%) of respondents chose to use online food
ordering applications to save on travelling time. Marketing mix factors Which affects the selection of online food
ordering application of consumers in Bangkok, in overall, at a high level (x_= 4.22), with the most marketing mix
being product (x-= 4.29 The least is Marketing promotion (x-= 4.07)

According to the research it was found that demographic factors affect the selection of online food ordering
applications and marketing mix factors (7P’'s) do. Therefore, it can be said that demographic factors do not affect
the selection of online food ordering applications and the choice of using online food ordering applications in the

Bangkok area depends on marketing mix factors (7P’s)



Key expressions:
Online food ordering application, consumer behavior and marketing ingredient factors.
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