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Abstract

This research aimed to compare demographic factors with the decision to order food
through the Shopee Food application among consumers in Bangkok, and to examine the influence
of the marketing mix (7Ps) on such decision-making. This quantitative research employed
demographic factors and the marketing mix (7Ps) as the research framework. A questionnaire was
used as the data collection tool, and data were gathered from 385 consumers in Bangkok. The data
were analyzed using statistical software, including descriptive statistics such as frequency,
percentage, mean, and standard deviation, as well as inferential statistics, namely One-Way
ANOVA and Multiple Linear Regression.

The findings revealed that demographic factors specifically age, education level, occupation,
and monthly income significantly affected the decision to use the service (p < 0.05). Meanwhile,
certain elements of the marketing mix price, promotion, and people were found to significantly
influence the decision to order food via the Shopee Food application.

The insights from this research can be applied to develop effective online marketing
strategies and enhance the efficiency of Shopee Food’s services and other food delivery businesses
in Bangkok.
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