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Behavior of Consumers in Bangkok Towards Food Delivery Service via Website

o/ L4

S AR WA 18N YQITD** uAzITI0lY ALTHATT

UNANL

v
=1

n19AnNEI9 ﬁﬁ@qﬂ’azmﬁLﬁﬂﬁﬂquﬁﬂﬁiuéu%fﬂﬂsfuﬂ'gamw34M’lumﬁiﬂm'ﬁsf%u%miﬁmﬁmim’?aLfm%

'
=

dduled  fuisyaleeMuuussuauennguslaatungamnamiuassenistiuinisdeemsimdinesnnu

U UG

v v
o A

& g O % 1 13 i o 1 a cY Y aa v i aa
Aol 973493 400 fipdn 9 Tmﬂmmmummwmwmm*ﬂ qtmmzm@mT@aT AOAIUNNGIH Toun adfds
NI ATND WaTEPURY

"ﬁﬂl‘dﬂ“ﬁ’ﬁﬂLﬁﬂQﬁUQmﬂULLUUﬂﬂUQWNWU'ﬁW QmﬂuLLuumua’mdme]_JLﬂuLWﬂm’ﬂq 81y 26 - 30 U
faouninlan HavAunsfnengegan SeAULRYYIes 2 BNNINULTEY 918 lFsiaifia 20,001 - 25,000
f9muani isanudlnmg 3 — 4 A

wqﬁﬂﬁmmcﬁm@uLmuﬂ@umﬂuﬂjqmwmmmGi@ﬂﬂﬁ?%ﬁ%ﬂﬁﬁﬁ@ﬂﬂﬁm'?uLq@%mul,f“mfﬁﬁ@? WU
HRUADUANIAE NN TBULATANINITARIID391N LAlENEUpeTign FefiRe1sunTuNI9RenF9ma10e3 Ao
[ 15 o Ayu =y = o a A 1 & oA =) & <o
WuuusuAguinizan 34mqwﬂ(’fumim@ﬂmmmﬂmwmmumufcmmﬂ fAnnazaaInganBalunsfLay
U313 wazednamnsiiaeiinnsulssniude Tivea/lndne ginanladiemnsnineiimiulsddie aues
Tdanfdalanialunisaeds ANA NITRIBMNSRAINES 4 — 6 ASY/saT] FoufidvaNswaneaHLSy ledfia

fitim wasitemnandanesiasniuemnsmanuaramisianaiusniign Insineifwnainunasdeys

U

'
! o

fouasgaarniiuleddunn (Search Engines) wazfingfAinssunasnisdsgmiandnesiiuiuledie

=1 o =3 '
ABNTUUTENIUBNUHLDY

A &

dquﬂ'ﬁmumﬁmmmﬁﬁwmiﬂmﬁﬁqmmﬁmﬁszmmmufﬁﬁﬁ‘ﬂm@m‘uLmuﬂﬂumu WeafuaIulsz N
NIAITHRIANLIN Qm@‘uLL‘mJmumu?ﬁmwzﬁﬁﬁm%mwﬁﬁ%aﬁﬂu‘szﬁumn Jequdaafrunanandd
Aa o o ™ o o A o o a 1% o o
fifina udusuwsnAe ATMNTNBINIT adapaNIIFINIIANTING IEUFALRINAD 1Al ns R TTadasdaaniefiig
OV NNITINGWUE AN WTUTIUINAD F192RUEs uazdsUTadataefunITRIEBNNITARIATIRHA T

fusiuuaniie Nslavonnmiesiieg

“InAnemangaaudniaganaaniodin Anzuinsgsie smanendadacing
**91913dMAATINITNITAATA ADZUZNN99RA anTAnendedes iy

***p3. §1913IMAALTINITNNTIANTS ABALLEMNTERe smAmendeBaalal

Vol. 1 No. 3 (July — September 2015) 354



MIATUIHISEIHY NTImeRedee i U7 1 217 3 (NIngAN — fueneu 2558)

ABSTRACT

This study aimed to explore behavior of consumers in Bangkok towards food delivery service via website.
Data collection was conducted via the distribution of questionnaires, in accordance with the convenience sampling
method, to 400 samples, who were consumers in Bangkok and used food delivery service via website. Data
obtained were analyzed by the use of basic statistics, called descriptive statistics, including frequency and mean.

General information of respondents was presented as follows. The majority was female in the age of 26-
30 years old and single. Their highest education background was bachelor’s degree. They worked as company
employee, earned monthly income at the amount of 20,001-25,000 baht. There were 3-4 persons involving in the
consumption of food delivery.

The studied result on behavior of respondents in Bangkok towards food delivery service via website
showed that the respondents frequently purchased and ordered food delivery service mostly from KFC. They paid
concerns on being leading and famous brand when selecting the food delivery service. Reason of ordering food
delivery service via website was convenient and rapid order and service processes. Type of food to be ordered was
fried/ grilled chicken. Person who made decision to order the food delivery service via website was the respondents
themselves. Occasion in making an order of the food delivery service via website was unlimited at the frequency of
4-6 times per year and the delivery destination was home. The product they ordered was for their main meal,
especially for lunch. Prior to making an order, they searched for information from search engines. Their behavior
after using food delivery service via website was to reorder such a service certainly.

The studied results on marketing mix affecting the respondents towards ordering food delivery service via
website showed that in an overview, the respondents paid high level of concerns to the marketing mix. In product
factor, the top affecting element was food quality. In price factor, the top affecting element was budget pricing. In
place factor, the top affecting element was ease of payment. In promotion factor, the top affecting element was

media advertisement.
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