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Abstract

This independent study aimed to study demographic factors. and marketing mix
factors (7Ps) that influence food purchasing decisions through online food ordering
applications. During the Covid-19 situation of consumers in the Bangkok area Population
group living in Bangkok and used to buy food through an online food ordering application
During the COVID-19 situation, 438 people used online questionnaire from Google form as
a tool used to collect this information. The method used to analyze and report the data with
descriptive statistics, i.e. frequency distribution, percentage, mean, and standard deviation
(SD) and use inferential statistics To test the hypothesis by analyzing regression
(Regression) to find the relationship between the factors of marketing mix. and whether or
not the decision to buy food via online food ordering apps during the COVID-19 situation;
and Independent Samples T-Test, One-Way ANOVA, to test whether purchasing decisions
Does food via online food ordering apps differ during the COVID-19 situation differently
based on demographic factors?

The results showed that Most of the samples were female, aged between 31-40
years old, their education was at a bachelor's degree or equivalent. Occupation of a private
company employee. The income is at the level 15,001-30,000 baht and found that the
population of different sexes affects the decision to buy food through an online food
ordering application. During the Covid-19 situation of consumers in the Bangkok area. The
perception of the problem and the purchasing decision were different. Different ages affect
food purchasing decisions through online food ordering apps. During the Covid-19 situation
of consumers in the Bangkok area information search alternative assessment and purchase
decision no different. Different levels of education influence food purchasing decisions
through online food ordering apps. During the Covid-19 situation of consumers in the
Bangkok area information search and purchase decision no different Different occupations
affect food purchasing decisions through online food ordering apps. During the Covid-19
situation of consumers in the Bangkok area Alternative assessment purchase decision and
behavior after purchase no different Different monthly income affects food purchasing
decisions through online food ordering apps. During the Covid-19 situation of consumers in

the Bangkok area problem perception searching for information alternative assessment



purchase decision and behavior after purchase was different and found that the product
factors personal factors No influence on food purchasing decisions via online food ordering
apps During the Covid-19 situation of consumers in Bangkok The price factor Distribution
Channel Factors Marketing Promotion Factors and physical factors Influence food
purchasing decisions through online food ordering apps During the Covid-19 situation of
consumers in the Bangkok area.

This study is recommended for the benefit of business entrepreneurs or entrepreneurs who
are interested in investing in the Food Delivery market in order to improve the original

application or create an application. to meet the needs of more customer groups.

Keywords : Online Food Delivery Application, Demographic characteristics, marketing mix

(7Ps), The Decision Making
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