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Abstract

he purpose of this quantitative research was to study Thai digital natives’
T media and information exposure, attitudes and behavior towards food
delivery applications. Questionnaires were used to gather the data from 384
digital natives’ users around Bangkok area. Food delivery services including:
Foodpanda, LINE MAN, and UberEATs were represented as food delivery
applications.

The study showed that Thai digital natives with difference income,
experienced difference media and information exposure towards Foodpanda
and LINE MAN applications. Thai digital natives with difference family
members, experienced difference media and information exposure towards
Foodpanda application. However, Thai digital natives with difference gen-
ders, ages, education level, occupation, status, income, and family members
not experienced any difference media and information exposure towards all
food delivery applications. The same consumes also not experienced any
difference in attitude towards food delivery applications and the decision of

using food delivery applications.
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In addition, the factors that affected Thai
digital natives’ decision behavior were attitude
towards food delivery applications (Beta = 0.394)
with statistical significance at 0.01 and media
and information exposure towards food delivery
applications (Beta = 0.231) with statistical

significance at 0.01.

Keyword: Thai Digital Natives, Food Delivery
Applications, Marketing Mix
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