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ABSTRACT

This study investigates, identifies and evaluates factors influencing adoption
behavior of food delivery service among Bangkokians. In Bangkok, the business has
been growing for years and the trend seems to grow continuously (Euromonitor
International 2018). Broadly, convenience is the main reason in making consumers
decide to choose ordering food over cooking or dining out. Regarding the two most
successful food delivery services, Line Man and Grab Food, offering various choices of
restaurants and promotions are the key facilitators affecting the adoption. Accordingly,
by fulfilling both consumers’ wants and needs, these are the factors causing the two
brands becomes successful in the competitive market and driving the growth of the

whole industry.
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CHAPTER1
INTRODUCTION

In this past few years, there was a noticeably growth in third party service
providing industry in Bangkok, Thailand — Grab, Uber, Lalamove, Kerry, Line Man,
etc. These services can be categorized into 3 main categories — transportation, logistic,
and food delivery. Among those three, for me, food delivery service seems to be the
most interesting business. The competition is high; and the are rooms to capitalize,
hence the business has not reached the maturity stage yet.

There is a clear evidence that food delivery service in Thailand has been
growing for 3 years and tend to grow continuously (Euromonitor International, 2018).
From my experience and observation, the usage adoption of third party service among
my peers and family also increased. Since the industry still grows continuously, my
assumption is “there is no problem which obstructs the on-going growth yet.” Even
there are some, the issues are not revealed to be clearly seen.

Regarding to rationale earlier, about the issues are not visibly exposed, there is
another area to focus — opportunity to optimize the business to become even stronger
in current competitive market. Facilitators causing the present success is the element to
consider. Apart from the readiness of technology that is enough to support such

service, the core factors driving the ongoing success are consumer behaviors.

1.1 Research Questions

The first question that come into my mind is “what are the factors that drive the
adopting behavior?” In term of doing business, knowing only the factors is not
enough. This led me to think further and came up with what really matters is the

importance of each drivers. Finding the importance ranking of those facilitators is



crucial. Third party food delivery service business could know which area they should
focus on.

Prioritizing the essential drivers and neglecting the unessential ones can result
the business in increasing both efficiency of most activities within the firm and
effectiveness of actions outside creating by the company. Benefits of the
improvements can be gained by both sides, business and consumers. On the business
side, they can grow effectively and capitalize larger amount of income. While on the
consumers side, they would receive better service and enjoy better using experiences.
According to all reasons mentioned above, the area of research is scoped down to
finding the importance ranking and impact level of each facilitator. Therefore, the
research questions are:

. What are the factors that drive the adopting behavior?
. Which factor creates the most to least impact?

. How big is the impact?



CHAPTERII
LITERATURE REVIEW

As we all know, e-commerce and m-commerce are the current trends of today
world. People are adopting more and more internet and mobile usages, including in
Thailand (Sirinuan, Sirinuan and Bohlin, 2012). Every industry grows and develops
their business strategies around internet and mobile platforms, food and delivery
services are ones of them. Food consumption behavior in Thailand also changed. From
2012 to 2017, sales value of this industry in Thailand increased by 38% (Euromonitor
International, 2018). Thai people tends to order food instead of dining out. Integrating
the rises of two trends, the technological advancement fulfilling Thai consumers’
needs could be the reasons that drives the food delivery business’s success. However,
the technological advancement is only a tool; it unlocks the constraints. The actual
factors which make food delivery services become successful are probably about the

consumers’ needs, wants, behaviors, and attitude.

2.1 Convenience and Don’t Like Waiting

The first factor that lead the trends come from the consumer side. Not just for
Thai people, most of human don’t like to wait. “Waiting are frustrating, demoralizing,
agonizing, aggravating, annoying, time consuming and incredibly expensive”
(Maister, 1984). Getting in queue for tables and foods could make Thai consumers felt
annoyed.

In a time of rush, with a limit amount of time provided in some occurrence,
people tend to feel more frustrated. Some people decided to skip their meal when there
is a time constraint. With food ordering in advance and getting food at the right time of

need, consumers could feel more appreciated than keep waiting.



Another related human nature that leads growing trend is convenience. People
prefer convenience rather than hardship. Using food delivery service can save effort,
time, physical and mental energies (Scholder and Grunert, 2005). Answering
consumers’ need of delivering orders at their right time could be the factors driving the

growth.

2.2 Traffic

The third reasons why Thai people decided not to dine out could be traffic.
Bangkok is well-known for being one of the worst cities on earth having the traffic
issue (Pianuan, Kaosa-ard, and Pienchob, 1994). Thinking of yourself getting stuck on
the road, most people would get frustrated and annoyed. Traffic is one of the obstacles
that prevent consumers to go to their desired restaurants. Nevertheless, the wants of
desired food are still there. People have to weight their feelings on fulfilling their
wants and negative emotions the would get from traffic jam. Instead of being stuck in
car, they could have their desired food from the restaurants by just using food delivery

service.

2.3 Weather

2.3.1 Heat (Hot Weather)

Thailand is a tropical country located in the equator region of the earth. The
weather here is a combination of hot and humid. During lunch time, noon, the
temperature in Thailand is ridiculously hot. The hot weather can affect the emotions of
human. People do not feel well in either too cold or too hot weather (Klosterman,
1979). Heat isn’t just a factor that affect human’s emotion; humidity also creates
impacts. “The irritating combination of high temperature and high humidity seems to

affect people to a considerable extent” (Klosterman, 1979). Moreover, it also impacts



the quality and productivity of people performing their tasks (Hancher and
Abd-Elkhalek, 1998). To avoid such weathers, consumers could likely to stay at their

home or workplace and ordering food instead of going out.

2.3.2 Rain

The longest season in Thailand is rainy season, from May to October. Raining
is troublesome problem which impact the decision of going out of their places. On one
hand, some people don’t like to get wet (Lowi, 1991). On the other hand, some cannot
be wet in some situations, however, both are about not getting wet. Thinking of a
person must present his or her projects and report findings to the clients, in that
situation, they have to suit up in a proper dress. Getting wet and presenting the work is
improper.

Linking with traffic issue furthermore, when there is raining, the traffic
becomes even worse. The flow of traffic is undoubtedly influenced by
weather-environmental conditions, such as rain, fog, mist, snow, etc. (Florio and
Mussone, 1996). This further increases the leverage on rational and emotional side of
not going out to get a proper meal at restaurant. With the behavior, attitude, and
perception of human being, the food delivery services could become even more

desirable in Thailand.

2.4 Follow Peers

Since Thai society is considered as collectivism (Rhein, 2013). Thai people
tend to live, work, and do many activities together. They tend to follow each other on
attitude and behavior. When one member of their group adopted some activities, they
are more likely to spread the behavior to their nearby friends, family, and even
acquaintances. Adopting food delivery service is not excluded. The increase of food

delivery usage in Thailand could come from the collective behavior of Thai people.



2.5 Follow Influencers

There is a clear result on people follow on what their influencers, celebrities,
net idols, youtubers, etc., do — especially among teenagers (Westenberg, 2016). As
mentioned before, nowadays most companies focus to develop their business strategies
on e-commerce, m-commerce, and online marketing. Food delivery services may

adopt the celebrity endorsement to create a driver of usage.

2.6 Unlocking the limited choices (Variety Seeking)

In the past, the world was not connected as much as today. Consumers had
limited choice in shopping — Limited Choice Sets, Local Price Response and Implied
Measures of Price Competition. The constraint is created by the locations between the
area where you are living and far away shop. Travelling to the shop in order to buy
and seek for new the items you need or want takes effort and time. People might feel
lazy, but the needs and wants for that object that they want to obtain and variety
seeking behavior are still there (Simonson, 1990).

Food delivery has unlocked the choices limitation of food for consumers.
Consumers can get the food they want or try new food without having to get out of
their place. Moreover, in the service there are restaurants that the users don’t even
know or heard of. For variety seekers, this is like a map of hidden treasure. No matter
how far the restaurants are, with food delivery service, consumers can obtain the food

they are seeking for, and much less effort are required.

2.7 Promotion

Food delivery service in Thailand comes with many promotions. The most
common type of promotions is price promotion. Many studies states clearly that price
promotion has an effect on short-term sales. Using price promotion, it can drive sales

dramatically (Kwok and Uncles, 2005). The food delivery service in Thailand offers



this kind of promotion quite often. In the case of selling services, this means people
would the service more when there are promotions.

Apart from price promotion, giving discount, there are promotions than
cooperate with the restaurants and loyalty rewards. People tend to use the service more
and more like a repeat-purchase behavior on loyalty program (Sharp and Sharp, 1997).
Consumers might feel that using the service and obtaining reward points is more worth

than going out to purchase the food by themselves and getting nothing extra.

2.8 Credit Payment

Thailand, developing country, is well-known for street food (Chavarria and
Phakdee-auksorn, 2017). The typical street food vendors in Thailand accept on cash
payment. However, food delivery service in Thailand offer credit payment even
purchasing food in those shops. By just linking your credit card with your account,
third party food delivery companies allow you to pay your food on credit. They will
advance your payment in cash to those stores first and collect the money on your
linked credit cards. Credit card make the transaction become simpler, it removes the
immediate need for money (Roberts and Jones, 2001). This pro of credit payment in
attractive. Making the Thai consumers be able to purchase their meal on credit could

be another reason that drive growth of food delivery business.



CHAPTER 111
RESEARCH METHODOLOGY

Before going to the research methodology selection, the target that I would like
to focus my research on is people who live, work, or study in Bangkok Metropolitan.
In my opinion, this consumer group is the main and current users of third party food
delivery service. The methodology chosen afterward will be based on the suitability

for addressing the research questions and the selected target group.

3.1 Quantitative Research

The best-suited method that will be used in this research to answer the
questions is quantitative research. Since the questions focus on ranking the importance
and impact intensity of each facilitators, using the outcome quantitative research to

quantify the measurement would be the best fit methodology.

3.1.1 Computer Assisted Web Interview (CAWI)

Within quantitative research, survey is the most common methodology; and
this research will stick with this methodology. Scoping down further, I selected CAWI
or Computer Assisted Web Interview as the research method. CAWTI is as internet
surveying technique in which the respondents have to follow a written script provided
from a survey website.

The rationales behind using CAWI as the surveying technique are its strong
points and suitability to reach the target sampling. In term of the pros, the first one is
speed of data collecting process. According to the limited time, this advantage is
essential. Second, since CAWI is computer based, implementing the skip pattern

technique is available in the survey questionnaire. In case of the need for skip pattern,



CAWI allows that. Last but not least, this would be one of the best methodology for
gathering information from the target samples. Hence the target interviewees are office
workers working in Bangkok who have experience the food delivery service before, in
term of technology knowledge and skills, they are capable to self-complete the online
questionnaire. Moreover, office workers are not located or centralized in single area;
workplaces are spread around to many areas in the city — reaching wide geography
with ease is another pro of using CAWI.

However, there are limitations in using CAWI as the research methodology.
Since CAWI is self-interview technique, the interviewees could lose their attention
during completing the survey. So, the survey questionnaire has to be short although
containing all questions in order to gather complete information needed. Another con
of self-interview technique is there is no interviewer to guide the respondents through
the interview. Every question has to be fully written with clear explanation, to avoid
misunderstanding in survey completion. Even though these two disadvantages are

crucial, they can be eradicated with well-prepared survey.

3.1.2 Sampling Plan

As mentioned earlier, the target samples are ones who live, work, or study in
Bangkok. Describing them more in-detail, the majority age of this group is ranging
from 15 to 45. However, I will concentrate only on age of 20 to 35, young adults, since
they are the ones who adopt technology the most.

Gender is another demographic factor to be considered. Different gender could
have different reason in adopting the service. However, setting quotas on would slow
down the data collection process. In case of getting imbalanced proportion of gender,
instead of setting a quota on gender, weighting would be a more proper technique to
use — weighting the quota regarding the natural proportion of citizen living in

Bangkok.
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CHAPTER 1V
DATA ANALYSIS & RESULTS

Just to mention, the data analyzed was based on only among total sample and
those who were full-time workers, hence the based among full-time students was too

low to report alone.

4.1 General Findings

Before going to the objective reporting part of the findings acquired from the
survey, I would like to report the generic findings to give a clear vision of current food
delivery service competitive market first. As mentioned in previous sections,
Euromonitor had reported that there was a growing trend in food delivery service in
Thailand. From the survey’s findings, there is an aligned data on growing the service
adoption in Bangkok Metropolitan. Almost three out of four of Bangkokians have used

food delivery service at least once during May 2018 to July 2018.

® =n {Yes)
@ ey (No)

*In past 3 months, have you ever used
third party food delivery services?

Figure 4.1 Food delivery services usages in past 3 months
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In this category, most consumers are aware of many brands; the top three most
well-known food delivery service providers in Bangkok are Line Man, Food Panda
and Grab Food. Even though many different providers were heard of by consumers,
there was only few lapsers. People tended to have a few brands in repertoire or stick
with only one brand. Among those three, Line Man is the claimed most often usage
brand, owning almost two third of the category, followed by Grab Food and Food
Panda.
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Figure 4.2 Brands awareness and usages

Food delivery service offered many types of food, varied from snacks to proper
main dishes, even drinks could be ordered. The meal which people tended to use food
delivery service the most is dinner, 4pm to 10pm. Lunch was also the peak time, but
not breakfast. As the peak period of the usages occurred when people usually have
either dinner or lunch, the kind of food ordered were in the same direction. It was
clearly seen in the findings that almost everyone, about 92%, who adopted the service

used them to order main dishes for their meal.
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Before 8:00 [—0(0%)
Betwesn 2:00 - 11:00 3(1.9%)
Betwesn 11:00 - 13:00
Betwesn 13:00 - 16:00

49 (31.2%)

Between 16:00 - 19:00 —47 (29.9%)
Between 19:00 - 22:00 53(33.8%)
After 22:00
Duon't have specific time

1] 20 40 G0

*What time do you usually use food delivery service?

Figure 4.3 Usage periods

ATHITITUMEEN

(Main Dishes)

'{l‘h '1¢3{91.1%}

DTHTMIULEY —50(31.8%)
{Appetizers)
TSI A7 (23.6%)
(Snacks Sweets)
wlasf —24(15.3%)
(Drinks)
0 50 100 150

*What do you usually order on food delivery service?

Figure 4.4 Type of food ordered

Since Thai society is collectivism where people tend to harmonize and to do
activities together, the findings obtained from the research also reflected this behavior.
Almost four-of-five of the users said most of the time when they ordered food, they
order them to share or dine with someone else. This was shown on every kind of food
ordered. When it comes to order for sharing, the expense per trip is quite high. Over

one third of the users who order for sharing spent over 500 baht per order.
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@ frvusudiey (Order for Self)
@ #ovumatoau (Order for Share)

*Do yvou usually order for only self or share?

@ #1177 100 uw
@ 100- 200 uw
200 - 299 1w
@ 300 - 500 1w
@ unnd 500 uw

*Om the average, how much do you spend per trip
on food delivery service? (Excluding Service Fee)?

Figure 4.6 Average spend per trip

Apart from sharing, for ones who usually ordered the food just for themselves,
ordering only main dish is the most frequent behavior. The spending per trip was quite
vary among these people. Most of them pay around 100 — 200 baht per transaction,
following by 300 — 500 baht and 200 — 300 baht. Although spending range of 100 —
200 baht happened the most, the frequency was slightly higher than the other two

expenses.

4.2 Influencing Factors

Moving on to the main objectives of this study, seeing which factors are
important that create the powerful impact on decision making of adopting food
delivery service and which is the strongest influencer. From the assumptions about the

factors triggering food delivery service adoption behavior, the findings of this research
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show that not all the assumed factors were relevant. The factors that were really
matter, having a mean score of 3.0 or higher in 0 — 5 points rating scale, on influencing
the behavior were convenience, traffic, weather, don’t like waiting and walking,

variety of food or restaurants, and promotion.

Table 4.1 Factors’ influencing levels (mean score 0 - 5)

Factors Scor | Factors Score
e

Convenience 47 | Have price promotion 3.1
Avoid Heavy Traffic 3.7 | Explore new restaurants 2.8
Avoid Raining 3.7 | Order from many restaurants 2.8
Order from specific restaurant 3.6 [ Credit payment is available 2.6
Don't like waiting in' queue 3.6 | Cashless payment is available 2.4
Don't like walking outside 3.3 [ Follow peers or family 1.9
Avoid outdoor heat 3.3 | Follow social-media influencers -

4.2.1 Traffic and Waiting

Traffic is a crucial reason why Bangkokians decided to use food delivery
service. As mentioned before that traffic is one of the biggest problem in Bangkok, the
finding shows an aligned result. Traffic was the second-most impactful factor, with
score of 3.7 out of 5. People don’t like to get stuck in traffic and have to wait, getting
time wasted for nothing. Furthermore, about waiting, consumers also don’t like kept
waiting in the queue even after they reached the restaurant too. To avoid those

unpleasant moments, Bangkokians chose to order food instead of dining out.
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4.2.2 Weather

Another important factor is Bangkok’s climate, the place where is hot all year
long. About one-fourth of the users used the service with the reason of don’t like the
heat outside their building; and heat got a score of 3.3 out of 5.

Not just about the heat, more importantly is raining. The factor was ranked
sixth in common reason why people adopted food delivery service among all users.
Although raining was not that commonly selected to be the reason why they adopt the

service, the intensity of the factor was relatively high, being third in term of score.

Reasons Adopting

Doesn't requireCzEh o

N use credit payment (credit Card)  —s
_|'|E"E'5|3!'C"“'IC'. 15—
To Explore/Try new restaurants i
To order from specifc restaurants (even from afa) e
To order various choices of FTood  Ra—
:C ow -~k CETS
Foliow fr
He
eghe oo ho

20 2G 6 BO 100 120 140 160

Figure 4.7 Adoption drivers

4.2.3 Convenience

From the finding, almost 100% of the users answered convenience was the
reason why they chose to use food delivery service rather than dining out; and among
of those users, almost three of the quarter said convenience were most important to
them. Another evidence from 5-points rating scale, vary from 0 to 5, convenience also
gained the highest score of 4.7 points which was a lot higher than the

second-important factor. Therefore, it is clearly seen that convenience is the most
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powerful reason.

However, convenience seems to be too broad. Every food delivery service
provider offers this benefit, but why only some brands owned the category? Are there
some other specific attributes that consumers really sought for? Looking closer into
the top two brands who owned the largest consumer base, each of them has its own
standing points. They differentiated and offered unique propositions as their standing

point.

4.2.4 Variety and Promotion

Starting with the brand which gained the most popularity among all, Line Man
is the brand achieving the claimed most usage. What made Line Man became so
successful? There must be something special offered from this provider which really
answered the need of consumers.

Diving deeper into Line Man’s users, both lapsers and most often users, the
two special benefits apart from convenience which Line Man delivered to their
consumers are ‘“variety of famous restaurants” that are listed in their services and
“promotions.” In term of “variety of famous restaurant,” 69% of the users who used
food delivery service because of wanting to “order food from a specific restaurant”
chose Line Man to be their main service provider. “Promotion” was another important
factor convincing Bangkokians to adopt the service, and Line Man captured 53% of
those group of consumers. This made Line Man became the most popular food
delivery service in Bangkok Metropolitan.

Moving to the second-most used service, Grab Food, the lapsers and loyalists
who used the service said one reason they used Grab was because of “promotion”
offered by the provider. Even though the percentage was lower than Line Man, with
only 25% of the users who used because of promotion, it was the second-most

common reason after convenience among Grab Food main users, with 57%.
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Table 4.2 Influencing Factors vs. Most often used brands

b Don't Don't
Ofte | Conve Like Like Rainin Follow
n nienc Que Wal Heat o Traffic Peers
Used e e king
Base
Food Panda 12 12 4 5 4 4 5 -
Row % 100% 100% 33% 42% 33% 33% 42% 0%
Column % 8% 8% 7% 13% 11% 8% 10% 0%
Grab Food 23 23 9 10 6 6 5 1
Row % 100% 100% 39% 43% 26% 26% 22% 4%
Column % 15% 15% 16% 25% 16% 13% 10% 8%
Honestbee 1 1 - - 1 1 - -
Row % 100% 100% 0% 0% 100% 100% 0% 0%
Column % 1% 1% 0% 0% 3% 2% 0% 0%
Lalamove 5 S 2 - 1 1 2 1
Row % 100% 100% 40% 0% 20% 20% 40% 20%
Column % 3% 3% 4% 0% 3% 2% 4% 8%
Line Man 103 100 35 24 24 35 38 7
Row % 100% 97% 34% 23% 23% 34% 37% 7%
Column % 66% 66% 64% 60% 63% 73% 73% 58%
Now 5 5 3 - 1 1 - 1
Row % 100% 100% 60% 0% 20% 20% 0% 20%
Column % 3% 3% 5% 0% 3% 2% 0% 8%
Uber Eats 4 3 1 1 - - 1 1
Row % 100% 75% 25% 25% 0% 0% 25% 25%
Column % 3% 2% 2% 3% 0% 0% 2% 8%
Personal
Driver 1 1 1 - 1 - 1 -
Row % 100% 100% 100% 0% 100% 0% 100% 0%
Column % 1% 1% 2% 0% 3% 0% 2% 0%
Via Friends 1 1 - - - - - 1
Row % 100% 100% 0% 0% 0% 0% 0% 100%
Column % 1% 1% 0% 0% 0% 0% 0% 8%
Shop Delivery 1 1 - - - - - -
Row % 100% 100% 0% 0% 0% 0% 0% 0%
Column % 1% 1% 0% 0% 0% 0% 0% 0%
Total 156 152 55 40 38 48 52 12
Row % 100% 97% 35% 26% 24% 31% 33% 8%
Column % 100% 100% 100% 100% 100% 100% 100% 100%




Table 4.2 Influencing Factors vs. Most often used brands (cont.)
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Most Specifi
Follow . .
Ofte Variou c Credit
Influ Explor Promo Cashle
n encer y Lol e tion Pay sS
Used s Food aura ment
Base nt
Food Panda 12 - 6 6 3 2 3 -
Row % 100% 0% 50% 50% 25% 17% 25% 0%
Column % 8% -% 21% 9% 18% 4% 15% -%
Grab Food 23 - 5 7 7 13 2 -
Row % 100% 0% 22% 30% 30% 57% 9% 0%
Column % 15% -% 18% 10% 41% 25% 10% -%
Honestbee 1 - 1 - 1 - -
Row % 100% 0% 0% 100% 0% 100% 0% 0%
Column % 1% -% 0% 1% 0% 2% 0% -%
Lalamove 5 - - 1 - 3 - -
Row % 100% 0% 0% 20% 0% 60% 0% 0%
Column % 3% -% 0% 1% 0% 6% 0% -%
Line Man 103 - 14 46 6 30 11 -
Row % 100% 0% 14% 45% 6% 29% 11% 0%
Column % 66% -% 50% 69% 35% 57% 55% -%
-AAAA
Now 5 - 3 4 - 4 2 SA
Row % 100% 0% 60% 80% 0% 80% 40% 0%
Column % 3% -% 11% 6% 0% 8% 10% -%
Uber Eats 4 - - 1 1 - 1 -
Row % 100% 0% 0% 25% 25% 0% 25% 0%
Column % 3% -% 0% 1% 6% 0% 5% -%
Personal
Driver 1 - - - - - - -
Row % 100% 0% 0% 0% 0% 0% 0% 0%
Column % 1% -% 0% 0% 0% 0% 0% -%
Via Friends 1 - - 1 - - - -
Row % 100% 0% 0% 100% 0% 0% 0% 0%
Column % 1% -% 0% 1% 0% 0% 0% -%
Shop Delivery 1 - - - - - 1 -
Row % 100% 0% 0% 0% 0% 0% 100% 0%
Column % 1% -% 0% 0% 0% 0% 5% -%
Total 156 0 28 67 17 53 20 0
Row % 100% 0% 18% 43% 11% 34% 13% 0%
Column % 100% -% 100% 100% 100% 100% 100% -%

4.3 Other Factors

Apart from facilitators

listed in the hypothesis, there are several more that

people mentioned in the survey. The most common reason was “I’'m not free.”

Consumers were not free in many aspects; each person had their own behind reasons.

The first group who said they were not free had a underneath reason of having rush
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works or assignments. The other group was ones who were already a parent. Some of
them were not free to go out for dining or to cook because they had to sit and look
after his/her children.

Another reason found in the finding was when the person who usually cooked,
either the family members or in-home chef, for the user wasn’t available. When eating
habit which usually happened could not be fulfilled, they would find an alternative
way which one way is to order the food through food delivery service.

Last interesting reason that the interviewee pointed out was about finding
parking space. Heavy traffic and long waiting line are the start and end point before
getting a seat in restaurant that influence the thinking process leveraging between
dining in and dining out. As “finding parking space” is combined, the reason about the
hardship in travelling to dine at restaurant is complete. Some people may already
check Google map for the traffic level before they started their trip; however, when
they reached their desired restaurant, the parking lot was full. Find parking space in a
specific restaurant is also a facilitator that drives the success of food delivery services

in Bangkok.

4.4 Areas to be Improved

Even though consumers chose to use food delivery service because of they
wanted to reduce their painful moments of waiting or cannot getting out by any
circumstance and to fulfill their needs by getting desired food from a specific or
exploring new alternatives, the service cannot 100% deliver the needs. Hence the
service is operated by human, human error sometimes occurred. More than half of the
respondents had at least faced unsatisfied experience from using food delivery service.

Firstly, instead of getting food on time, so they didn’t have to wait, they
experienced a delivery delay. Secondly, some consumers received incorrect menu
from what they ordered or missing order. These two circumstances create bad using
experiences which fail the benefits that the users expected from the service. Lastly,

finding a destination is not an easy job; the delivery man sometimes cannot find your



place to deliver the food.
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CHAPTER V
CONCLUSION & RECOMMENDATIOINS

There are many factors, from my assumption, that I think they trigger the
adoption behavior on food delivery service in Bangkok Metropolitan. However, not
every factor is related nor influences the behavior. The research conducted reveals
factors which really matter and the impact level of each factor, some create highly
impact and some don’t.

The facilitators can be categorized broadly into two groups - pain reliever and
gain creator. The factors considered as pain for the consumers are traffic, weather, and
waiting; and the factors considered as gain are choice variety and promotion. In
general, all pain factors have higher overall impact. However, choice variety stands
out to be the most important reason why Bangkokians chose to use food delivery
service. In big picture, the two groups seem to have equal level of importance, but
actually gain creator is slightly more important.

Every provider of food delivery service offers the benefits that can treat those
pain. This treats as standard line for all brands. The providers who fail to meet the
standard which creates bad experience would lose their consumers to their
competitors. Ones who keep their consumers to wait for a long time would lose their
popularity. Although, scoping down to each variable, traffic and weather are two main
reasons, they are uncontrollable factors. There is nothing food delivery service
company can affect these factors. Furthermore, not just cannot be influenced, these
factors are just a norm for the category; focusing to enhance them would only reduce
the dissatisfaction.

In order to gain satisfactory and popularity among competitors, the service
must offer something special which would differentiate itself from other providers.

However, the differentiation must be meaningful to the consumers; and gain creator
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factors are the ones which are meaningful.

As mentioned before that Line Man is the most successful provider chosen by
almost two-third of the sample, the service performed well in delivering the gain
creator facilitators. While meeting the standard line that all providers can fulfill, Line
Man cooperated with many restaurants all over Bangkok Metropolitan. Line Man
enabled users of the service can either order food from their desired specific restaurant
from afar or exploring various kinds of food or restaurants. Therefore, with no
surprise, Line Man is the leader for third-party food delivery service operated in
Bangkok Metropolitan.

Hence gain created factors are slightly more important than pain relieved
factors, the area to focus for improving the business should be on creating new
meaningfully different facilitators or enhancing the existing facilitators, such as
increasing the number of restaurants in hand, to capture new consumers and maintain
the current. However, pain relieved factors must not be abandoned. The factors are the
core benefits of food delivery service which is the main reason why consumers
decided to adopt the service. Some facilitators surely create larger impact,
nevertheless, all facilitators are important for the service.

All in all, this research was conducted for understanding the consumer
behaviors and the reasons behind those behaviors. The understandings retrieved from
this paper could be further used for developing food delivery service business in order
to improve both the business optimization and customers’ using experiences.
Nevertheless, as mentioned above, the factors influencing the behaviors were not yet
in a complete list; this paper still required further research on the missing influencers

to make the findings become fully effective.
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Appendix A : Survey Question (English Version)

Screening Questions

No. Question Type Answer Routing
S1 | In past 3 months, have Single -Yes
you ever used third party | Answer |- No - Close
food delivery services?
S2 | Are you full-time Single -Working -S3.1
working or studying? Answer | - Studying -S3.2
- Vacant -S3.3
S3.1 | Which province are you | Single - Bangkok - M1
currently working in? Answer | - Upcountry - Close
S3.2 | Which province are you | Single - Bangkok - Ml
currently studying in? Answer |- Upcountry - Close
S3.3 | Which province are you | Single - Bangkok - M1
currently living in? Answer | - Upcountry - Close

Main Questions

No. Question Type Answer Routing

M1 | Among these choices Multiple |- Line Man
which food delivery Answers | - Grab Food
service providers do you - Food Panda

heard of? (Select all that - Skoota
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apply)

- Uber Eats

- Ginja

- chefsXP

- Wapp Wapp
- Now

- Lalamove

- Other

M2

Which food delivery
service providers are you
currently using? (Select

all that apply)

Multiple

Answer

- Line Man

- Grab Food

- Food Panda
- Skoota

- Uber Eats

- Ginja

- chefsXP

- Wapp Wapp
- Now

- Lalamove

- Other

M3

Which food delivery
service providers do you

use the most?

Single

Answer

- Line Man

- Grab Food

- Food Panda
- Skoota

- Uber Eats

- Ginja

- chefsXP

- Wapp Wapp
- Now

- Lalamove
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- Other
M4 | In one week, on the Single - Less than once a week
average, how often do Answer |- Once a week
you use food delivery - 2-3 times a week
service? - 4-5 times a week
- 6-7 times a week
- More than 7 times a
week
M5 | What time do you Multiple | - Before 8:00
usually use food delivery | Answers | - Between 8:00 - 11:00
service? (Select all that - Between 11:00 - 13:00
apply) - Between 13:00 - 16:00
- Between 16:00 - 19:00
- Between 19:00 - 22:00
- After 22:00
- Don't have specific time
M6 | How do you usually Multiple | - Phone Call
order food through food | Answers | - Online (Website)
delivery service? (Select - Application on
all that apply) Mobile/Tablet
- Other
M7 | What do you usually Multiple | - Meals
order on food delivery Answers | - Appetizers
service? (Select all that - Snacks/Sweets
apply) - Drinks
- Other
MS8 | Do you usually order for | Single - Self
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only self or share?

Answer

- Share

M9

On the average, how
much do you spend per
trip on food delivery
service? (Excluding

Service Fee)

Single

Answer

- Less than 100 Baht
- 100 - 199 Baht
- 200 - 299 Baht
- 300 - 500 Baht
- More than 500 Baht

MI10

Among these choices
what are reasons making
you choose to use food
delivery service? (Select

all that apply)

Multiple

Answers

- It's convenient

- Don't like waiting in
queue

- Don't like walking

- Weather is too hot

- Raining

- High Traffic

- Follow friends/family

- Follow influencers

- To order various choices
food

- To order from specific
restaurants (even from
afar)

- To Explore/Try new
restaurants

- There's promotions

- Can use credit payment
(credit card)

- Doesn't require cash

- Other

MIl1

And what is the main

Single

- It's convenient
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reason making you
choose to use food

delivery service?

Answer

- Don't like waiting in
queue

- Don't like walking

- Weather is too hot

- Raining

- High Traffic

- Follow friends/family

- Follow influencers

- To order various choices
food

- To order from specific
restaurants (even from
afar)

- To Explore/Try new
restaurants

- There's promotions

- Can use credit payment
(credit card)

- Doesn't require cash

- Other

MI12

In scale out of 0 to 5,
how much each of these
factors influence you in
using food delivery
service? (0 = None, 5 =

A lot)

0 =None
1 = Very little

Scale

Rating

- It's convenient

- Don't like waiting in
queue

- Don't like walking

- Weather is too hot

- Raining

- High Traffic

- Follow friends/family

- Follow influencers
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2 = Little

3 = Moderate
4 = Quite a lot
5=Alot

- To order various choices
food

- To order from specific
restaurants (even from
afar)

- To Explore/Try new
restaurants

- There's promotions

- Can use credit payment
(credit card)

- Doesn't require cash

M13 | Apart from the reasons Open
earlier, are there any Ended
other reasons making
you choose to use food | Not
delivery service? Forced
To
Answer
M14 | Have you ever Single - Yes - M15
experienced any issues Answer |-No -D1
which make you feel
unsatisfied with the food
delivery service?
MI15 | What makes you Open
unsatisfied, and what can | Ended

be the improvement?




Demographic Questions

No. Question Type Answer Routing

D1 | What is your gender? Single |- Male
Answer |- Female

- LGBT

D2 | Which age range are you | Single - Under 15

in? Answer |- 15-19 years
- 20-24 years
- 25-29 years
- 30-34 years
- 35-40 years
- Over 40
D3 | What is your highest Single - Primary
education level? Answer | - Secondary
(Including currently - College / Polytechnic
studying) - University /

Post-graduate / Bachelor

- Master degree or above

D4 | Within which range is Single | - Less than 10,000 baht
your monthly income? Answer | -10,000 — 14,999 Baht
- 15,000 — 19,999 Baht
- 20,000 — 29,999 Baht
- 30,000 — 39,999 Baht
- 40,000 — 49,999 Baht
- 50,000 Baht or more




Appendix B : Survey Question (Thai Version)

Screening Questions

No. Question Type Answer Routing
y 4 .
S1 | Tudin 3 1doundmanam | Single | - 1ag
woldusmydiomanioe | Answer | - laiag - Close
i
S2 | qoawihnunieisou tilu Single | - vhnn -S3.1
nan? Answer | - 159U -S3.2
- e uag lalldiFon -S3.3
S3.1 | aahnneglusimiaesls | Single |- nyaunue - M1
? Answer | - AWNNRI9 - Close
$3.2 | aouFouaglutiminesls? | Single |- nyamme - M1
Answer | - GNANUIA - Close
$3.3 | auandoaglusininesls? | Single |- nyamme - M1
Answer | - GNANAIN - Close
Main Questions
No. Question Type Answer Routing
M1 | Tumgmisiineaait (i Multiple | - Line Man (lavuamn)
usmydeai1s dalun | Answers | - Grab Food (un5uija)
1 fiqui¥nusotaslddu - Food Panda
a v Ay o v
? (laannnadaNgin) (ounudr)




34

- Skoota (ana¢¥)

- Uber Eats (Qmaﬁ%m)

- Ginja (ind1)

- chefsXP
(avld@dndinTa)

- Wapp Wapp (Wuu))

- Now (#1)

- Lalamove (a1d1yul)

- U9

M2

VFMTAN0IMT Iriolnun
1 lfoglutlaqiiu? (1den

nniieil)

Multiple

Answer

- Line Man (lartuuw)

- Grab Food (tn51ia)

- Food Panda
(ounud)

- Skoota (anad%)

- Uber Eats (QLU@%%H)

- Ginja (Wu31)

- chefsXP
(avld@sndinsa)

- Wapp Wapp (L)1)

- Now (U1)

- Lalamove (ana1yul)

- 99

M3

N ] { o <
UINMIadN01A1y dvialnuu 0

amliiosiga?

Single

Answer

- Line Man (lantunu)

- Grab Food (un5uia)

- Food Panda
(ounud)

- Skoota (anad¥)

- Uber Eats (gma%%w)
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- Ginja ("uA1)

- chefsXP
(avld@dndinsa)

- Wapp Wapp (W)uu)1)

- Now (W)

- Lalamove (a1a1yu)

4
- OUY
M4 | lunitadlani Taginas Single |- fteani 1 afa
ud qoulduimsdeomin | Answer |- 1 afd
a¥e? -2-3 af
- 4-5 afa
-6-7 afa
- 7 asa
M5 | Taslnd quléusmsds | Multiple | - fou 8:00
p1myana lazesiu? (| Answers | - 3214319 8:00 - 11:00
\dennniiaNiiodiiow) - 3¢WiN 11:00 - 13:00
- 5$WIN 13:00 - 16:00
- 5$1WIN 16:00 - 19:00
- 5$WIN 19:00 - 22:00
- %aw 22:00
- laifinanangas
M6 | 1indiudr qaudvarms §re | Multiple | - Tnydd
UFMIA01MT Nnteema | Answers | - dauniSulad
2V v a d’
Tuntie? - dadhguanmatatu
A A (<3 [
vuNada/unuLan
4
- OUY
M7 | Taslnd quldusmyds | Multiple | - omynundn
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amatiiadeasls? (56h Answers | - 21M1TMULAY
Wanuaiida) - TUN/TBIN N
- 1A790N
- duy

M8 | Tamlnd qudeomman | Single | - damuauideon
tilamuaauLAINTe Answer | - damunansan
nagau?

M9 | Tasindoudr quldaen | Single | - éhind1 100 vm
1 domaliuznids Answer |- 100 - 200 um
aMMITNiaa? (Limuen - 200 -299 11
13M79) - 300 - 500 v

- N1 500 v

M10 | lungmstinaait fitwawa | Multiple | - dsainauny
oz151ha Mhldqoudenld | Answers | - ligausadonihiu
UFMydea1i13? (1dennn - laigowmdnlilinanan
1i0) - IMdToU

- {uan
- 3009

- Jdmatitow/asouasH

- Mimuanniiialonea

- Faomsldinannany

- dommynnF i
1A (wiiaglna)

- daomm nniulnig

- {5 Tudn

- lifanasdaagld

- lidiadlfiinan

- 9
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MIl11

uéy aglydarnauandn 0
hliqoudenlduimada

911157

Single

Answer

- dgannany

- laimausodmiiiu

- laigomanliiranan

- 21MATOU

- Huan

- 5000

- imuilow/asounsH

-lEauanifialonsa

- deomsldnarnnany

_ daommynniui
1z (wiieglna)

- damsnnulinig

- il Tudw

- liifasasdaaeld

- laigioaldiiuan

- U9

MI12

0 0-5 thgwatnaih d
pafuqu fendenld
VTN YA MU lnu
2 (0 = laidama, 5 = dwa

HN)

0 = laidana

1 = dunatioy

2 = doudiiioy
3 =1hunan

4 = @aUINNNIN

5 = d@lanIn

Scale

Rating

- dZaINAINY
- laousadiniinyn
- Tmeuaunladranen
- 1A OU
- tluan
- 3060
v | o
- lfauiiow/asouasr
I (<3
- lauaidialenea
- daommsldnannnany
) P 4
- d99 1M INNF NG
1A (wiiaglna)
- daommsnniulneig

- ATls Tadn
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- liasiasdaigld
- laidioalfiduan
MI13 | wennninauaduuu i Open
wanadudnlny Ml | Ended
amtdanlivinmisdiemy?
Not
Forced
To
Answer
Mi14 | quaslszauilom il | Single | - 1oy - M15
aolaiiianalamy usmyds | Answer | - Laitag -D1
anianiagaonitlnu?
M15 | eglyivilviqanlaiiianala | Open
wag oglshanansaiia Ended
anuianalanesgmld?
Demographic Questions
No. Question Type Answer Routing
DI | noa1981inandgm Single |- #9
Answer | - %illa
- twaduy) (LGBT)
D2 | ewgnasqoe agludaluu? | Single |- dind1 151
Answer |-15-191]
-20-24 1
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-25-291
-30-341l
-35-401l

- gand1 40 1l

D3

MIdnIgeaa (nyenmeda

dnw)nesamioasls?

Single

Answer

- Mddnu /Aums
Anyedulysandnin

- mddn Aums
Ansgdunondni

- MW / AUy
dnszduanilsaan
(1ha. 1ha.)

- &N / AUy
dnwagdlzannad

- MANANH / AUy
dnmrszdnlzoanIn

Wiagani

D4

Wt lddaliit 510
lénovqmdatdonaglud

10?2

Single

Answer

- ¢hn 10,000 110

- 10,000 — 14,999 11
- 15,000 — 19,999 11
- 20,000 — 29,999 110
- 30,000 — 39,999 110
- 40,000 — 49,999 11n

- 50,000 LMMHFBNINNN




