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The relationship between marketing factors and consumer behavior in using online food delivery

services in Mueang District, Nonthaburi Province.
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Abstract

The objectives of this research are 1) to study consumer behavior in using food delivery services
via online media in the Mueang District, Nonthaburi Province. 2) to examine the marketing mix factors that
influence consumer behavior in using food delivery services via online media in the Mueang District,
Nonthaburi Province. and 3) to analyze the relationship between the marketing mix factors and consumer
behavior in using food delivery services via online media in the Mueang District, Nonthaburi Province. The
sample size consists of 184 people, and the research is quantitative in nature, using a questionnaire as the
research instrument. The statistical tools used for analysis include percentages, mean, standard deviation,
and Chi-square test. The study found that most consumers use mobile phones to order food through
applications, with Line Man being the most popular app. Consumers typically order food 2-3 times a week,
and the average expenditure per order is between 101-200 baht. Thai food is the most frequently ordered
type, and food is usually ordered during dinner hours. In terms of personal factors, most of the sample group
are women, aged 31-40 years, with a bachelor's degree. They work as civil servants and have a monthly
income between 15,001 and 30,000 baht. The study also found that key marketing mix factors influencing
consumer behavior in using online food delivery services include: 1) Product - consumers place importance
on the reputation and taste of the food. 2) Price - reasonable delivery fees affect the decision to order. 3)
Place - the convenience of accessing the app is crucial; 4) Promotion - coupons and discounts attract
consumer. 5) People - good service from delivery staff impacts satisfaction. 6) Physical Evidence - clear
information in the app encourages decision-making. and 7) Process - multiple payment options increase
convenience. The relationship between marketing mix factors and consumer behavior was also analyzed,
revealing that marketing mix factors, especially product and price, significantly influence the spending and

frequency of service usage. Overall, the research suggests that marketing mix factors play an important role
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in shaping consumer behavior in using online food delivery services. Improving service quality in relation

to these factors will significantly increase consumer satisfaction and service usage frequency.
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