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Marketing Mix Factors Affecting the Decision to Order
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Abstract
This research aims to study: 1) demographic factors affecting online food ordering services of
consumers in Chachoengsao Province, and 2) marketing mix factors affecting the decision to use online

food ordering services of consumers in Chachoengsao Province. The sample group consisted of 385
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consumers who had used online food ordering services in Chachoengsao Province. The sampling
method was applied to an unknown population, using the Cochran (1953) formula, with a 95 percent
confidence level and an acceptable error of 5 percent. The research instrument was a questionnaire.
Data were analyzed using descriptive statistics, including frequency, percentage, mean, and standard
deviation, and inferential statistics, including one-way analysis of variance and multiple regression
analysis.

The research results found that: 1) Personal factors had a statistically significant effect on the
decision to use online food ordering services of consumers in Chachoengsao Province, including age,
occupation, monthly income, channels used for service, and average spending per transaction, at a
statistical significance level of .05. 2) The 7Ps marketing mix that affected the decision to use online
food ordering services found that distribution channels and marketing promotion were the most
important factors affecting the decision. Next, physical characteristics and personal characteristics,
along with overall marketing mix factors, have a statistically significant positive effect on consumers'

decision to use online food ordering services in Chachoengsao Province at a statistical level of .05.
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