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ABSTRACT

This research aims to analyze the influence of digital marketing communication tools on
consumers’ online food purchase decisions. A quantitative research approach was employed, utilizing
an online questionnaire to collect data from a sample of 400 respondents who had previously ordered
food online. The questionnaire consisted of three main sections: demographic information (e.g., gender,
age, income), food ordering behavior, and opinions on digital marketing communication tools across
four dimensions: Website, Online Advertising, Experience Technology, and Customer Relationship
Management (CRM).

The descriptive statistical analysis revealed that consumers prioritize credible, user-friendly
websites with accurate product information and images. Meanwhile, online advertising significantly
enhances brand awareness and stimulates consumer interest. Additionally, experience technology, such
as short videos or animated food menu presentations, increases product quality and freshness
confidence. Furthermore, CRM strategies, including loyalty programs, after-sales services, and exclusive
promotions for members, enhance consumer satisfaction and encourage repeat purchases.
The regression analysis results confirm that all four dimensions of digital marketing communication

tools significantly influence consumers’ online food purchase decisions (p < .05).

Therefore, integrating high-quality websites, targeted digital advertisements, engaging experience
technology, and consistent customer relationship management are key strategies to increase online food
purchase decisions. Business operators should continuously improve and develop content and services
tailored to diverse consumer groups to enhance brand loyalty and maintain a competitive advantage in
the long run.

Keywords: Digital Marketing, Online Food Purchase Decisions, Online Advertising, Experience Technology,
Customer Relationship Management (CRM)
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