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ABSTRACT

The objectives of this research were to study (1.) to study the effectiveness of using
food delivery application via Foodpanda fan package of service users in Muang district. (2.) To
study the comparison between demographic factors and the effectiveness of using the food
delivery application through the Foodpanda fan package. (3.) To find the behavior of food
delivery service users through the Foodpanda fan page that affects the effectiveness of the
application by collecting data from the sample group who used to use the food fan page
service. Residents in the urban area of Phetchabun by collecting data via online questionnaire
for 385 people via Google form. Analyzed using frequency distribution, percentage, mean and
standard deviation and using statistical analysis using Independent — Sample t-test and One —
Way ANOVA (F-test). The results of the research revealed that from the analysis of personal
data, it was found that the majority of foodpanda application users were women of working age,
with government occupations most likely to use such services. When analyzing the above data,
it can be said that people's working lives or occupations affect their preferences for using the
Foodpanda application because females tend to want convenience and Save more time than
males and the effectiveness of using food delivery applications through the Foodpanda fan
package overall is at a high level with an average score of 3.87 and the opinion level in all

aspects is at a high level.
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