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ABSTRACT 

According to the COVID-19 pandemic since 2019 in Thailand, the online food 

ordering business has grown significantly. E-marketing elements was used to be marketing 

strategy via several digital marketing channels for driving business growth on that time. For 

this reason, the research wants ;1) To study the purchasing intention towards online food 

delivery, and; 2) To study the relationship between E-Marketing element and purchasing 

intention towards online food delivery. 

This research uses quantitative methods in order to approach the respondents 

who are living in Bangkok, aged 18 years old or above, and experiencing ordering online 

food delivery at least 1 time from 2020 forward. Data obtained from online questionnaires 

were usable for this study. The finding is operated by SPSS for analyzing raw data. The 

paper found the highest influence of purchasing intention towards online food delivery are 

Ease of use, Trust, Promotion, Product/Service quality, and Perceived risk respectively. 

Moreover, the relationship between E-marketing elements and purchasing intention is that 

all elements are significant to purchasing intention by factors have strong relationship to 

purchasing intention towards online food delivery are Site, Community, Sale promotion, 

Price, Customer Service, Security, Personalization, Product, Place, Promotion, and Privacy 

respectively. 
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CHAPTER Ⅰ  

INTRODUCTION 

 

 

1.1 Research background 

Since the outbreak of coronavirus disease (COVID-19) in 2019, a large virus 

has caused respiratory diseases in humans and animals. It can spread rapidly and widely 

to many countries in the world, resulting in a large number of infections and deaths. The 

spread of coronavirus disease (COVID-19) in 2019 affected the world economy, society 

and culture. Changes that directly affect human behavior and practice in daily life, or 

the term "new normal", Wanchuen, N. (2022). New normal is a lifestyle to reduce risks 

from various dangers that affect people's health or life. New normal will adjust the well-

being of people to suit different situations in order to reduce the risks that are dangerous 

to the human body, Pragholapati, A. (2020).  

Thailand is also one of the countries with the most severe coronavirus 

epidemic in 2019. The Ministry of Public Health of Thailand has played an important 

role in solving this problem, including preventing the transmission of coronavirus 2019 

and treatment of patients with infectious diseases. Synphaet website informed about 

social distance that one of the policies formulated by the Ministry of Public Health to 

solve this problem is the Social Distance policy. Reduce the risk of COVID-19 

transmission in 2019 by maintaining a distance of at least 1 meter. Another policy issued 

by the Ministry of Public Health is to reduce the transmission of COVID-19 in 2019 

that also has a great impact on the change of daily lifestyle, that is Work from home or 

work in accommodation through various technical systems, Olson, M.H. (1989). 

Online food delivery is one of the e-commerce businesses that continues to 

grow after the outbreak of the COVID-19. In the first half of 2020, the food delivery 

business has grown significantly by 150% from Year 2019, Inthong, C., Champahom, 

T., Jomnonkwao, S., Chatpattananan, V., & Ratanavaraha, V. (2022). Especially in 3 

main online food delivery businesses as foodpanda, Lineman, and Grab, its annual 

revenue the year-on-year growth in 2020 were 435% for foodpanda, 2,036% for 
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Lineman, and 126% for Grab, SCBEIC (2021). One of business driven strategies that 

can greatly motivate consumer behavior is E-marketing mix, which operates in the 

businesses with the lifestyle of consumers during the outbreak of COVID-19, where 

technology in various fields plays a huge role in daily life until now. Through various 

internet channels such as social online, e-mail, marketplace, etc. 

 

 
Figure 1.1 Shows the growth of the food delivery business in Thailand 

 

In 2020, the number of Internet users in Thailand was 52 million, an increase 

of 1 million over 2019, or 2.00%, Kemp, S. (2021). Moreover, Asiapac website 

informed about Thailand Digital Marketing 2022 as figure 1.2 shows overview of the 

adoption and use connected devices and service that there are internet user 54.50 

millions people in 2022, which increase 77.8% from 2021. That means the number of 

internet users in Thailand tends to be higher from 2019 onwards. 
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Figure 1.2 Shows overview of the adoption and use connected devices and service 

information from Asiapac website, Asiapac Digital, 2022 

 

In addition, Brand Buffet website has reported research information from 

Digital Advertising Association (Thailand) / DAAT in collaboration with KANTAR 

(Thailand) about Thailand Digital Advertising as in Figure 1.3 shows the trend of total 

digital spending in Thailand that in 2021 that digital spending was grow 18% from 2020. 

And predicted in 2022 will grow 9% from 2021. Especially the e-commerce business, 

which has been reported about e-commerce business digital spending as in figure 1.4 

Shows the FC 2022 top industry advertising spending from the Brand Buffet website, e-

commerce business has growth of more than 100% in 2021. And also predicted that e-

commerce there will be a 65% increase in digital advertising spending in 2022. According 

to the above information, the trend of e-commerce business using online marketing tools 

is increasing every year. 

 

 

 



4 

 

Figure 1.3 Shows the trend of total digital spending in Thailand from Brand Buffet 

website, 2022 

 

 

 

Figure 1.4 Shows the FC 2022 top industry advertising spending from Brand Buffet 

website, 2022  
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1.2 Problem of statement 

Online Food delivery is the one business that has grown exponentially 

during the epidemic of COVID-19. In addition to the market value of online food 

delivery business growing steadily after the epidemic of COVID-19, the number of 

internet users is also increasing in 2021. Including the amount of digital advertising 

spending by the e-commerce business has seen a steady increase in spending to date. 

The E-marketing element is the main strategy for the e-commerce businesses that has 

been used to drive business during the epidemic of COVID-19. Online food delivery 

business is also a one business that drives business by using E-marketing element has 

been a tool to drive sales until now as well. However, Kasikorn Research website has 

reported the growth of food deliveries that are expected to decrease in 2023, which is 

analyzed from 1) the frequency of ordering food through the Food delivery platform, 

decreased in 2022 by 37%. 2)the average price per order of food remains stable or 

increases from the cost of raw materials and rising oil prices, which greatly affects the 

purchasing power of consumers. And 3) the trend of eating at restaurants increases due 

to the reduced transmission of COVID-19, Kasikorn Bank (2023). On the other hand, 

online food ordering continues to play a role in consumer’s daily life, which is due to 

the convenience of consumers during COVID-19 epidemic. Even after the relaxation 

measures of the COVID-19 epidemic started to be implemented today, consumers still 

continue to use online food ordering services at home or at work. And most importantly, 

all online food ordering companies still use E-marketing as the main strategy to drive 

their business, including working through online channels as well.  

For the reason that consumers still use online food delivery while the 

relaxation measures of the COVID-19 epidemic started to be implemented.  The paper 

wants to know how the E-marketing element still affects purchasing intention toward 

online food delivery. 

 

 

1.3 Research question 

Question 1:  What is the purchasing intention towards online food delivery?  

Question 2:   What E- marketing elements influence purchasing intention 

towards online food delivery? 
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1.4 Research objective 

1.4.1 To study the purchasing intention towards online food delivery 

1.4.2 To study the relationship between E-marketing element and 

purchasing intention towards online food delivery 

 

 

1.5 Scope of Study 

This study focuses on determining the purchasing intention towards online 

food delivery, and which E-marketing element variables influence consumers to use the 

service. The study focused on exposing data that online food delivery has been used in 

service areas in Bangkok, Thailand during the outbreak of COVID-19 at least 1 time. 

Including factors such as gender, age, educational background, income, occupation, 

except those who have never used food delivery services during the outbreak or those 

who ordered food delivery outside Bangkok. This study will be conducted through an 

online questionnaire. 
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CHAPTER Ⅱ 

LITERATURE REVIEW 

 

 

This review provides a summary of available scholars relevant to the study. 

This review was conducted by collecting, analyzing, and summarizing from sources on 

the main structure used in this study, including academic books, journals, and online 

sources. 

 

 

Theoretical Background  

 

 

2.1 E-marketing Elements Model 

There was one research paper involved in this study.  The paper studies E-

marketing that contributes to motivate consumers to use online food delivery, which 

make consumers more convenient, save time, and save travel expenses. and has a wide 

range of products and services.  The growth of online food delivery business is 

constantly changing and evolving.  As a result, consumers are paying attention to areas 

such as trust.  privacy security price transparency convenience Time savings, 

accessibility, etc. , Thakur, S. , & Aurora, R.  ( 2015) .  Online business has applied 

consumer demand to communication, business operation and marketing.  In order to 

meet the needs of consumers as much as possible, the research of Kalyanam, K.  and 

McIntyre, S. (2002) shows that E-marketing elements, 4PS+2PS+2C+3S model, can be 

divided into the following elements:  Product, Price, Location, Promotion, Personal, 

Privacy, Customer service, Community, Site, Security, and Sales promotion.  e- 

marketing has increased business growth opportunities by impressing products and 

services.  In addition, it also explains the survey results of consumers' purchasing 

intention to use online shopping services. Most consumers who use online shopping and 
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services mainly live in communities, villages and central areas, Thakur, S, and Aurora, 

R. (2015). 

E- marketing mix element is the conduct of marketing activities through 

electronic devices such as computers, smartphones, and other devices that can connect 

and communicate in two ways between marketers and target audience through the 

Internet as a medium. E-marketing element is a marketing action within the framework 

of 4PS+2PS+2C+3S Model with the following components, Kalyanam, K., & McIntyre, 

S. (2002). 

 

2.1.1 Product  

In E-marketing, products can be classified into 3 categories as follows:  (1) 

Physical Products which are tangible products such as food, telephone, housewares, 

cosmetics, etc.  ( 2)  Digital Products which are intangible products.  But can take 

advantage of products through digital channels such as music, online games, 

applications, etc.  ( 3)  Services which are intangible products.  But can be recognized 

from the satisfaction of consumers.  The service can be divided into 2 types:  service 

provider and service recipient, bin Abdul Lasi, M. , & Salim, SM ( 2020) .  Product 

element is the most important in E- marketing tools that can motivate consumers, J. 

Ooha, et. al., 2022.  

 

2.1.2 Price  

Price is the amount that consumers are willing to pay for goods and services, 

Padmalia, M. (2019). Focus This paper is about using pricing theory to stimulate online 

subscription services.  For the price element, dynamic pricing in business web sites is 

more important than allowing customers to enter target prices,, J.  Ooha, et.  al. , 2022.  

Because it will encourage consumers to visit websites or applications frequently, 

because the price will be adjusted regularly according to market demand. 

 

2.1.3 Place 

Place in E- marketing is to promote class or product information used to 

communicate or carry out marketing activities in any way through various channels. 

Place will be used to suit consumer behavior towards each type of product or service. 
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Where E- marketing involves facilities and transactions.  Facilities may occur on the 

website of the product manufacturer.  This condition creates a separation of 

intermediaries because the service provider or merchandiser can provide the service or 

sell the product directly to the consumer without an intermediary, Padmalia, M. (2019). 

Place in E- marketing can be related with affiliates and remote hosting, Lasi, M.  B.  A. 

(2021). 

 

2.1.4 Promotion 

 Electronic marketing can increase product visibility through various 

platforms or digital channels such as social media, Application, Website, etc.  This is a 

huge benefit for businesses of all sizes, Al Adwan, A., Aladwan, KM, & Al-Adwan, AS 

( 2019) .  Due to the cost of advertising it is not expensive and is able to communicate 

information to consumers quickly.  Electronic promotions are more appealing to the 

audience and are more convenient to use than traditional means of advertising in 

television, radio, etc., Al Adwan, A., Aladwan, KM, & Al-Adwan, AS (2019). Sending 

promotions via email newsletter can motivate customers to use online shopping 

services, J. Ooha, et. al., 2022.  

 

2.1.5 Personalization  

Personalization is a customized form created by introducing some current 

customers.  In electronic marketing, marketers can use cookies placed on visitors' 

computers, Al Adwan, A., Aladwan, KM, & Al-Adwan, AS (2019). News alerts or new 

product updates through notifications will create interest for consumers in coming to 

view products or news rather than letting customers search for themselves, J.  Ooha, et. 

al., 2022.  

 

2.1.6 Privacy 

Collection of customer data for personal purposes.  Encourage marketers to 

identify how data is used, especially in determining who has access to it.  The 

consideration of privacy has legal implications thus increasing the complexity of 

database privacy management in the field of E-marketing. Privacy is an important aspect 

of service satisfaction because it gives consumers a sense of privacy, Al Adwan, A. , 
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Aladwan, KM, & Al- Adwan, AS ( 2019) .  Privacy impact to customer intention to use 

online shopping which is based on safety, Prasetyo, Y.  T. , Tanto, H. , Mariyanto, M. , 

Hanjaya, C., Young, M. N., Persada, S. F., ... & Redi, A. A. N. P. (2021). 

 

2.1.7 Customer Service 

Customer service is a marketing element that entrepreneurs must define as 

a guideline for providing services to consumers.  Because the service will create an 

impression on consumers both before and after buying products or services of 

consumers. More than that, the service also promotes the sale of the product or service, 

thereby creating the opportunity for consumers to make a decision to purchase or use 

the service repeatedly, which is also considered as an opportunity for the growth of the 

company, Al Adwan, A., Aladwan, KM, & Al-Adwan, AS (2019). Quick response from 

any channels can influence customers to use online shopping and make satisfaction with 

customers, J. Ooha, et. al., 2022.  

 

2.1.8 Community 

Community in the field of e- market is to create a community in various 

digital channels, including websites, platforms, e- mail, etc.  Community is an impetus 

for consumers to exchange information or communicate for various purposes. This will 

lead to more quality communication.  It is also a form that is very useful in daily life 

nowadays.  Because it will make various communications reach more people and be 

more targeted, Al Adwan, A., Aladwan, KM, & Al-Adwan, AS (2019). Online product 

discussions among customers are very important with customers to make purchasing 

decisions, J. Ooha, et. al., 2022.  

 

2.1.9 Site 

Site is a channel for accessing digital communications.  The purpose of the 

sites is to communicate, interact or obtain information about goods and services of 

consumers and business operators.  The site in terms of E- marketing has a variety of 

channels depending on the objectives of the user.  Sites are therefore functionally 

overlapping with other hybrids according to individual characteristics of the user target, 
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Al Adwan, A., Aladwan, KM, & Al-Adwan, AS (2019). Organized contents influence 

customer intention to use online shopping, J. Ooha, et. al., 2022.  

 

2.1.10 Security 

Security is also important to build consumer credibility.  This includes 

security related to the purchase of products using credit cards or various online payment 

channels, and Security related to the data recorded by the counterparty.  These data are 

highly likely to be used by hackers.  Therefore, security is another factor that enables 

marketers and companies to focus on promoting their products and services. Al-Adwan, 

A., Aladwan, K.M., and Al-Adwan, A. (2019). Security impact to customer intention to 

use online shopping which is based on safety, Prasetyo, Y.  T. , Tanto, H. , Mariyanto, 

M., Hanjaya, C., Young, M. N., Persada, S. F., ... & Redi, A. A. N. P. (2021). 

 

2.1.11 Sale Promotion   

Sales promotion is related to discounts and marketing discounts to attract 

customers and stimulate sales. The task of e-marketers is to find new strategies and new 

opportunities to develop effective communication, Azhari et. ,al.  (2018) .  E-marketing 

will be able to make sales and promotions achieve sales goals in a short time. Therefore, 

marketing practitioners must understand the relationship between consumer demand 

and consumer behavior.  Promotion can point to the importance of advantages and 

associated market positions.  which can provide consumer financial relief with the 

support of promotions, bin Abdul Lasi, M., & Salim, SM (2020). Providing a discount 

coupon and free delivery service, people will have more positive perceptions about the 

product value than without the promotion, Prasetyo, Y.  T. , Tanto, H. , Mariyanto, M. , 

Hanjaya, C., Young, M. N., Persada, S. F., ... & Redi, A. A. N. P. (2021). 

 

 

2.2 Purchasing Intention 

Purchase Intention is a very important factor and is used as a guideline for 

predicting or predicting the purchasing behavior of consumers continuously in the 

future, Choketaworn, L., Sukanta S., K., & Wichitsatian, S. (2021). Moreover, Kim, S., 

& Thorndike Pysarchik, D. (2000). explains that purchase intention refers to the moment 
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when the consumer is ready to make a choice that meets their needs. Which may not 

depend on the product or service alone, but on the purchase of benefits that will be 

obtained from the product or service that meets the needs that arise. Process purchasing 

intention defines the consumer's experience during the purchase transaction, whereas 

encounter satisfaction covers the interactions between the customer and the online 

provider. Trust, emotional emotions, and perceived value are the most influential factors 

in online shopping intention, Othman, A. K., Jailani, S. F. A. K., Kassim, E. S., & 

Hamzah, M. I. (2013). In addition, The most variable influences to purchasing intention 

are trust, perceived risk, product quality, ease of use, and social media marketing, Akar, 

E., & Nasir, V. A. (2015).  

 

2.2.1 Trust  

Trust can contribute purchasing intention for consumers to use the shopping 

online.  Online platforms should effectively use website factors such as design, 

information, communication, privacy and security as marketing tools that can build trust 

in the website and increase the intent of subsequent purchases, Ganguly, B. , Dash, S. 

B., & Cyr, D. (2009). Trust is a customer's willingness to accept vulnerabilities in online 

transactions based on positive expectations of the future, Ling, K. C., Daud, D. B., Piew, 

T. H., Keoy, K. H., & Hassan, P. (2011). Trust involves a consumer's willingness to act 

on the belief that a company will provide consumers with value for providing quality 

services or products to build long- term consumer trust, Yunus, M. , Saputra, J. , & 

Muhammad, Z. (2022). 

 

2.2.2 Perceived risk 

Bauer, R.  A.  ( 1960)  was the first to use the term " perceived risk"  in 

consumer behavior studies.  It is described as a consumer's sense of risk and negative 

repercussions of engaging in a purchasing activity, and it is viewed as an antecedent that 

has a negative impact on the consumer's buy choice.  When consumers perceive a high 

level of danger, they are less likely to acquire a product.  Perceived risk has been 

examined before, and it's usually thought of as a multi- dimensional entity, Pathak, V. 

K., & Pathak, A. (2017). 
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2.2.3 Product quality 

" Quality of product is the customer's view of the overall quality or 

superiority of the product or service, with respect to its intended purpose, relative to 

alternatives," according to Aaker, D. A., & Jacobson, R. (1994). Product quality is "a 

property of a product or service that bears on its capacity to meet stated or implicit 

consumer demands, Kotler, P., Armstrong, G., Ang, S. H., Leong, S. M., Tan, C. T., & 

Ho-Ming, O. (2012). 

 

2.2.4 Ease of use 

The ease of use of an online store is positively related to the intent to 

purchase online. This, along with the ease of navigation through the online store and the 

speedy checkout process, are key factors in attracting customers to shop online, Cho, Y. 

C. , & Sagynov, E.  ( 2015) .  If consumers perceive the ease of use will create a very 

positive impulse to use the service.  But on the other hand, if the consumer is initially 

frustrated with the use of the service, it can create a very negative incentive to use the 

service as well, Zuelseptia, S., Rahmiati, R., & Engriani, Y. (2018, July). 

 

2.2.5 Social media marketing 

Creating impetus for consumers to make purchasing decisions through 

social media marketing can create the most incentive for consumers purchasing 

intention, Irshad, M. , & Ahmad, M.  S.  ( 2019) .  Online marketing communication, 

especially social commerce, electronic WOM and online advertising, can contribute to 

consumer perception in branding, product, and service most efficiently, Balakrishnan, 

B. K., Dahnil, M. I., & Yi, W. J. (2014). 

Applying these theories for this case study, I hypothesize the possibility of 

the theory studied about the E- marketing element influence to consumer purchasing 

intention toward online food delivery in Bangkok as follows, 

Hypothesis 1:   Product influence on purchasing intention 

toward online food delivery in Bangkok 

Hypothesis 2:   Price influence on purchasing intention toward 

online food delivery in Bangkok 
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Hypothesis 3:   Place influence on purchasing intention toward 

online food delivery in Bangkok 

Hypothesis 4:   Promotion influence on purchasing intention 

toward online food delivery in Bangkok 

Hypothesis 5:   Personalization influence on purchasing 

intention toward online food delivery in Bangkok 

Hypothesis 6:  Privacy influence on consumer online intention 

toward online food delivery in Bangkok 

Hypothesis 7:   Customer service influence on purchasing 

intention toward online food delivery in Bangkok 

Hypothesis 8:   Community influence on purchasing intention 

toward online food delivery in Bangkok 

Hypothesis 9:   Site influence on purchasing intention toward 

online food delivery in Bangkok 

Hypothesis 10:   Security Promotion influence on purchasing 

intention toward online food delivery in Bangkok 

Hypothesis 11:   Sale Promotion influence on purchasing intention 

toward online food delivery in Bangkok 

 

 

 

Figure 2.1 The conceptual framework of study 
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CHAPTER Ⅲ 

METHODOLOGY 

 

 

This section describes the end-to-end research design and data analysis 

process. The first part describes the research design and shows the statistical methods 

used in this research. The second part describes the source of the data and the sampling 

process for collecting the data. Section 3 describes the data collection procedures for 

this study. And part 5, the last part, describes the data analysis process. 

 

 

3.1 Research Methodology 

This research used quantitative methods to answer the research question.  It 

is also an action to ensure health safety during the current COVID- 19 epidemic.  And 

due to the limit of time, this method can take a short period to collect the data.  In 

addition, this method is able to collect data from a variety of survey groups and is large 

enough to be used for analysis in this study.  Therefore, qualitative is the most 

appropriate method for this study when comparing with the conditions of the study. 

Research data will be processed and analyzed by the Statistical Package for Social 

Sciences ( SPSS) .  To achieve the objectives of the study, various statistical tests, such 

as frequency analysis, correlation analysis, and descriptive analysis are a tool to interpret 

the values in the analysis and draw conclusions. 

 

 

3.2 Sampling Plan  

The sampling plan is through the use of mainly convenience sampling. The 

target population of this study is consumers living in Bangkok, aged 18 or above, and 

have the experience of ordering food delivery online through application or website at 

least 1 time from 2020 forward.  Unfortunately, this research was unable to ensure the 

target population of Bangkok residents who are currently utilizing online food delivery. 
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Therefore, this research used the target population as unknown by applying a sample 

according to the principle of W.G.Cochran that has a confidence level of 95% and allows 

a 5% error in the statistically significant level equal to 0.05 as follows the formula. 

 

 

 

n  =  Sampling size 

P  =  the (estimated) proportion of the population which has 

the attribute in question 

e  =  the desired level of precision 

 

 

3.3 Instrument  

The research objectives are to study the purchasing intention towards online 

food delivery in Bangkok and to study the relationship between E- marketing element 

and purchasing intention towards online food delivery in Bangkok.  Therefore, the 

questionnaire will be conducted in Thai and English. In addition, the questionnaire will 

contains 4 parts as follow; 

Part 1:  Screening question 

Part 2:  General information 

Part 3:  Your opinion about E-marketing elements influence on 

consumer purchasing intention 

Part 4:   Your opinion about purchasing intentions towards 

online food delivery 

For part 3 and 4, each question is measured on a 5 point Linkert scale where 

value of 1 corresponds to “Strongly Disagree”, 2 corresponds to “Somewhat Disagree”, 

3 corresponds to “ Neutral” , 4 corresponds to “ Somewhat Agree” , and value of 5 

corresponds to “Strongly Agree”. Mean of the scores obtained on each of the questions 

were calculated to produce a single score for each variable.  
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3.3.1 Questionnaire Survey 

 

Part 1:  Screening information:  

1.1 Are you older than 18 years old? 

● Yes, continue 

● No , end this survey 

1.2 Do you live in Bangkok? 

● Yes, continue                   

● No, end this survey 

1.3 Have you ever ordered an online food delivery at least 1 

time since 2020 ? 

● Yes, continue                 

● No, end this survey 

1.4 Which brands of online food delivery did you order? 

(Able to choose more than 1 item) 

● foodpanda   

● Grab 

● Lineman 

● Shopee Food  

● Robinhood 

● Airasia Food  . 

● Other 

 

Part 2:  General information 

2.1 Gender 

● Male                            

● Female 

2.2 Age 

● 18 to 25 years            

● 26 to 35 years 

● 36 to 45 years 

● 46 to 55 years56 to 65 years 
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● 66 to 75 years 

● More than 75 years 

2.3 Monthly Income 

● 15,000 Baht or less than  

● 15,001 to 35,000 Baht 

● 35,001 to 55,000 Baht 

● 55,001 to 75,000 Baht 

● 75,001 to 100,000 Baht 

● 100,001 to 150,000 Baht 

● 150,001 to 200,000 Baht 

● 200,001 to 250,000 Baht 

● 250,001 to 300,000 Baht 

● More than 300,000 Baht 

2.4 Highest Education 

● High school / Diploma 

● Bachelor’s degree 

● Master’s degree 

● Doctor of Philosophy 

2.5 What is your occupation? 

● Full time student 

● Civil servant 

● Company employee 

● Personal business 

● Self-employed 

● Unemployed 

● Retired 

● Others, please specify__________________ 

2.6 How often do you order an online food delivery? 

● 1-2 times per week 

● 3-4 times per week               

● 5-6 times per week 

● More than 6 times per week 
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2.7 Which channels have you received public relations news 

advertisements about online food delivery? (Able to choose more than 1 item) 

● E-mail 

● Social Commerce such as Facebook, Tiktok, Line etc. 

● Website 

● Message Notification 

● Youtube 

● TV 

● Radio 

● Application 

● Others 

2.8 Why did you choose an online food delivery service? 

(Able to choose more than 1 item) 

● Convenience 

● Ease of Payment   

● Various of food / product 

● Promotion 

● Service Quality 

● Privacy 

● Reasonable price 

● Others__________________ 

 

Part 3:  Your opinion about E-marketing elements influence 

on consumer purchasing intention  

Please read through the following questions and rate how you 

either agree and disagree by using the Linkert scale that we provide. (5 is "Strongly 

Agree”, 4 is “Somewhat agree”, 3 is “Neutral”, 2 is “Somewhat Disagree”, and 1 is 

“Strongly Disagree”. 
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The variable of E-marketing element toward 

online food delivery 
Reference Scale 

Item Product   

PD1 I think various categories of product 

available motivates me to use online food 

delivery. 

Sam, Kin Meng & 

Chatwin, (2013). 

Likert Scale 

PD2 I think clearly product information 

motivates me to use online food delivery. 

Sam, Kin Meng & 

Chatwin, (2013). 

Likert Scale 

PD3 I think a clear product  image motivates 

me to use online food delivery. 

Sam, Kin Meng & 

Chatwin, (2013). 

Likert Scale 

Item Price   

PC1 I think the reasonable price motivates me 

to use online food delivery. 

JUNTONG, V., & 

Archarungroj, P. 

(2020). 

Likert Scale 

PC2 I think the appropriate delivery fee 

motivates me to use online food delivery. 

JUNTONG, V., & 

Archarungroj, P. 

(2020). 

Likert Scale 

PC3 I think the delivery fee is cheaper than 

other brands, which motivates me to use 

online food delivery. 

JUNTONG, V., & 

Archarungroj, P. 

(2020). 

Likert Scale 

Item Place   

PL1 I think it's easier to link announcements 

to websites or applications that motivate 

me to use online food delivery. 

Sam, Kin Meng & 

Chatwin, (2013).. 

Likert Scale 

PL2 I think finding an easily accessible Sam, Kin Meng & Likert Scale 
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The variable of E-marketing element toward 

online food delivery 
Reference Scale 

application or website motivates me to 

use online food delivery. 

Chatwin, (2013). 

PL3 I think the ordering website or 

application has a user-friendly design 

which motivates me to use online food 

delivery. 

UNTONG, (2020). Likert Scale 

Item Promotion   

PM1 I think advertising through various online 

channels motivates me to use online food 

delivery. 

Sam, Kin Meng & 

Chatwin, (2013). 

Likert Scale 

PM2 I think using presenters for advertising or 

public relations motivates me to use 

online food delivery. 

UNTONG, (2020). Likert Scale 

PM3 I think advertising messages or video 

clips motivate me to use online food 

delivery. 

UNTONG, (2020). Likert Scale 

Item Personalization   

PS1 I think showing historical order 

motivates me to use online food delivery.  

Sam, Kin Meng & 

Chatwin, (2013). 

Likert Scale 

PS2 I think sending notifications about new 

products based on my interests when 

logging into an application or business 

website motivates me to use online food 

delivery. 

Sam, Kin Meng & 

Chatwin, (2013). 

Likert Scale 
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The variable of E-marketing element toward 

online food delivery 
Reference Scale 

PS3 I think from the list of products I'm 

interested in. Showing the number of 

interested customers or ordering products 

motivates me to use online food delivery. 

Sam, Kin Meng & 

Chatwin, (2013). 

Likert Scale 

Item Privacy   

PV1 I think messages about privacy such as 

“we will not sell your personal data…” It 

made me feel comfortable and motivated 

me to use online food delivery. 

Sam, Kin Meng & 

Chatwin, (2013). 

Likert Scale 

PV2 I think getting permission to disclose 

information for marketing from 

customers first. It makes me feel 

comfortable and motivates me to use 

online food delivery. 

Sam, Kin Meng & 

Chatwin, (2013). 

Likert Scale 

Item Customer Service   

CS1 I think an effective help center on 

Website/Application motivates me to use 

online food delivery. 

Sam, Kin Meng & 

Chatwin, (2013). 

Likert Scale 

CS2 I think effective responsive chat between 

service staff and consumers motivates   

me to use online food delivery. 

Sam, Kin Meng & 

Chatwin, (2013). 

Likert Scale 

CS3 I think clearly informing about sales 

return / refund policy motivates me to 

use online food delivery. 

Sam, Kin Meng & 

Chatwin, (2013). 

Likert Scale 
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The variable of E-marketing element toward 

online food delivery 
Reference Scale 

Item Community   

CM1 I think product discussions among 

customers on online channels motivates 

me to use online food delivery. 

Sam, Kin Meng & 

Chatwin, (2013). 

Likert Scale 

CM2 I think user rating and review at the 

product web page or application 

motivates me to use online food delivery. 

Sam, Kin Meng & 

Chatwin, (2013). 

Likert Scale 

Item Site   

ST1 I think the homepage of the business 

website/Application defines its features 

and the product categories clearly 

motivates me to use online food delivery.  

Sam, Kin Meng & 

Chatwin, (2013). 

Likert Scale 

ST2 I think the organization of the content, 

colors and style of a business website is 

easy to understand, creates attraction, and 

modern motivates me to use online food 

delivery. 

Sam, Kin Meng & 

Chatwin, (2013). 

Likert Scale 

ST3 I think I can search product items easily 

on a business website, motivating me to 

use online food delivery. 

Sam, Kin Meng & 

Chatwin, (2013). 

Likert Scale 

Item Security   

SE1 I think the process of protecting the 

payment instrument before the 

transaction such as OTP has made me 

Prasetyo, (2021).  Likert Scale 
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The variable of E-marketing element toward 

online food delivery 
Reference Scale 

feel safe and motivates me to use online 

food delivery. 

SE2  I think credit card payments are not tied 

up in a fixed system that motivates me to 

use online food delivery services. 

Prasetyo, (2021).  Likert Scale 

Item Sale Promotion   

SP1 I think electronic coupons motivate me to 

use online food delivery. 

Sam, Kin Meng & 

Chatwin, (2013). 

Likert Scale 

SP2 I think discount codes from online 

advertising motivate me to use online 

food delivery. 

Sam, Kin Meng & 

Chatwin, (2013). 

Likert Scale 

SP3 I think that freebies advertising motivates 

me to use online food delivery. 

Sam, Kin Meng & 

Chatwin, (2013). 

Likert Scale 

 

Part 4:  Your opinion about purchasing intentions toward 

online food delivery 

Please read through the following questions and rate how you 

either agree and disagree by using the Linkert scale that we provide. (5 is "Strongly 

Agree”, 4 is “Somewhat agree”, 3 is “Neutral”, 2 is “Somewhat Disagree”, and 1 is 

“Strongly Disagree”. 
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The variable of purchasing intention toward 

online food delivery 
Reference Scale 

Item Purchasing Intention   

PI1 Online comments or suggestions make me 

trust in purchasing.  

Mayer, Davis & 

Schoorman,1995 

Likert 

Scale 

PI2 I  will  order  food  via an online food 

delivery platform in  the  future because 

platforms guarantee product quality while 

on delivery. 

SHAFIEE, (2021). Likert 

Scale 

PI3 I  will  order  food  via an online food 

delivery platform in  the  future because 

platforms guarantee delivery time. 

SHAFIEE, (2021). Likert 

Scale 

PI4 I  will  order  food  via  an online food 

delivery platform  because  it  is easy to 

order on websites or applications. 

SHAFIEE, (2021). Likert 

Scale 

PI5 I  will  purchase  food  through  a  food  

delivery  service  because  their  

promotional  plan  is  attractive 

SHAFIEE, (2021). Likert 

Scale 

 

 

3.4 Data Collection 

The survey is operated for 2 weeks during February, 2022. This study only 

uses online survey questionnaires through online social communities such as Facebook, 

Instagram, Line, and Twitter. The group of respondents can be anyone that is willing to 

give information for researchers. A total of more than 120 responded. The 120 

questionnaires are all completed surveys. All questionnaires are gathered from an online 

survey questionnaire. The 120 online survey questionnaires are used for data analysis. 
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3.5 Data Analysis 

To achieve the objective of the study, different statistical tests. Firstly, 

descriptive statistics and frequency were used to examine the demographic and 

behavioral characteristics of the respondents. Secondly, correlation analysis was used 

to measure the statistical relationship or relationship between two variables. Finally, the 

analysis of multiple regression, which was used to predict and examine the strength of 

the relationship between the dependent and independent variable. 
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CHAPTER IV 

RESEARCH FINDINGS  

 

 

This research was conducted throughout March 2021 among online food 

delivery service users.  The total number of questionnaires was 202 respondents, and 

there are 158.  completed questionnaires in this study.  This chapter sets out to explain 

the analysis of data and findings.  The data obtained from all online surveys were 

retrieved and analyzed by using SPSS for further understanding of the influence of E-

marketing elements and purchasing intention toward online food delivery.  The 

questionnaire was designed to gain insights from consumers who are accustomed to the 

online food delivery service.  The questionnaire will be included with 4 sections as 

below, 

The first section is the screening part which aims to find the needed target 

group. The target must be more than 18 years old, live in Bangkok, and have experience 

in ordering online food delivery since 2020 at least 1 time 

The second section is demographics.  The paper wants to know more about 

gender, age, income, education, occupation, online food delivery ordering frequency, 

and news channel received. 

The third section is specific questions which this study aims to find the 

influence of E- marketing elements toward online food delivery included 30 questions 

with 11 topics of E-marketing elements in independent variables. 

The fourth section is specific questions which this study aims to find the 

influence of purchasing intention toward online food delivery included 5 questions with 

1 topic of purchasing intention in dependent variable. 
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4.1 The Respondents’ Profile 

 

4.1.1 Gender 

 

Table 4.1  Shows the gender frequency 

 

 

According to the Table 4.1 shows the gender contribution of 158 

respondents, the most respondents are female with 68.4%. The males are 31.6% of the 

gender contribution. 

 

4.1.2 Age 

 

Table 4.2  Shows the age frequency 

 

 

According to the table 4.2 shows the age frequency of 158 respondents, the 

main age ranges are 26 - 35 years old which is 52.5%, 18 - 25 years old which is 36.7% 

respectively. However, there are 2 age ranges with fewer respondents as 36 - 45 years 

old which is 9.5%, and 46 - 55 years old which is 1.3% respectively. 
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4.1.3 Monthly Income 

 

Table 4.3  Shows the monthly income frequency 

 

 

According to The Table 4.3 shows the monthly income frequency of 158 

respondents, the main monthly incomes are 15,001 - 35,000 Baht with 39.9%, 15,000 

Baht or less with 31%, and 35,001 - 55,000 Baht with 19.6%. There are a few 

respondents in other monthly income group as 55,001 - 70,000 Baht, 70,001 - 100,000 

Baht, 100,001 - 150,000 Baht, 150,001 - 200,000 Baht, and more than 300,000 Baht 

with 3.8%, 3.8%, 0.6%, 0.6%, and 0.6% respectively 

 

4.1.4 Highest Education 

 

Table 4.4  Shows the highest education frequency 

 

According to the Table 4.4 shows the highest education frequency of 158 

respondents, The most respondents have a bachelor's degree which is 62.00%. However, 
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master’s degree is the second place after bachelor’s degree which is 31.00%. There are 

few respondents for high school or diploma and doctor of philosophy which are 4.4% 

and 2.5% respectively.  

 

4.1.5 Occupation 

 

Table 4.5  Shows the occupation frequency   

 

 

According to the Table 4.5 shows the occupation frequency of 158 

respondents, there are the top 3 of the most respondent’s occupations as full-time 

student, company employee, civil servant which are 38.0%, 36.7%, 13.9% respectively. 

On the other hand, there are a few respondents who are self-employed, personal 

business, others, and unemployed which are 4.4%, 3.8%, 2.5%, and 0.6% respectively. 

 

4.1.6 Order Frequency 

 

Table 4.6  Shows the order frequency 

 

According to the Table 4.6 shows the ordered frequency of 158 respondents. 

Most of the respondents ordered food online delivery around 1-2 times per week which 

is 51.9%. There are some respondents who ordered online food delivery 3-4 times per 

week and 5-6 times per week which are 28.5% and 8.9% respectively. Moreover, there 
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are 17 respondents, or 10.8% who ordered online food delivery more than 6 times per 

week. 

 

4.1.7 Online Food Delivery Brand 

 

Table 4.7  Shows the online food delivery brand usage 

 

 

According to the Table 4. 7 shows the online food delivery brand of 158 

respondents.  The top 3 online food delivery brands that consumers like to use online 

food delivery service are Grab, Lineman, and foodpanda respectively.  Grab is the first 

popular which has 126 respondents or 79. 70%  use the service.  Lineman is the second 

most popular which has 123 respondents or 77.80% use the service.  And foodpanda is 

the third most popular which has 87 respondents or 55.10% use the service. Moreover, 

Robinhood, Shopee Food, AirAsia food, and others have some respondents that use the 

service which are 58 respondents or 36.70%, 43 respondents or 27.20%, 7 respondents 

or 4.40%, and 5 respondents or 3.20% respectively. 

 

4.1.8 News Channel Received 
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Table 4.8  Shows the news channel received 

 

 

According to the Table 4. 8 shows the news channel received contributions 

of 158 respondents.  There are 2 main channels that respondents always receive 

advertisements of online food delivery are social commerce and application which are 

123 respondents or 77. 80%  and 79 respondents or 50. 00%  respectively.  Social 

commerce is the online community such as Facebook, Instagram, Line, Twitter and so 

on.  However, e- mail, website, message notification, and youtube have 25- 35 

respondents or 15% - 22% from 158 respondents who receive news from those channels. 

On the other hand, there are a few groups of respondents around 1-10 respondents, who 

received news or advertisement of online food delivery via TV, radio, and others.  

 

4.1.9 Reasons 
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Table 4.9  Shows the reason to use an online food delivery 

 

 

According to Table 4.9 shows the reason to use online food delivery of 158 

respondents. There are 147 respondents or 93% which is the most likely result that they 

use online food delivery because of convenience when they use online food delivery. 

There are 87 respondents or 55% use online food delivery because of the variety of food 

and ease of payment.  Moreover, there are a few respondents of 24, 20, and 19 

respondents that use online food delivery because of service quality, reasonable price, 

and privacy respectively. 

 

 

4.2 Finding 

 

4.2.1 Descriptive statistics: E-marketing elements 

 

Table 4.10  Shows descriptive of E-marketing elements 

 

According to the Table 4.10 shows the descriptive statistics of E-marketing 

elements with 8 elements as product, price, place, promotion, personalization, privacy, 

customer service, community, site, security, and sale promotion. The survey found that 
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the mean of each element, respondents are somewhat to strongly agree on E-marketing 

elements towards online food delivery.   The 3 highest mean are sale promotion, price, 

and product which is 4.34, 4.32, and 4.28 respectively.  And the 3 lowest means which 

can present neutral to somewhat agree are promotion, personalization, and community 

which are 3. 59, 3. 66, and 3. 97 respectively, present that those elements have the least 

impact of E-marketing elements towards online food delivery. However, the analysis of 

the questionnaire about E-marketing elements towards online food delivery came out in 

the direction that the respondents agreed in all elements. 

 

4.2.2 Descriptive statistics: Purchasing intention 

 

Table 4.11  Shows the descriptive statistics of purchasing intention 

 

 

Table 4.12  Shows the descriptive statistics of purchasing intention questions 
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According to the Table 4. 11 shows the descriptive statistics of purchasing 

intention towards online food delivery.  The survey result from 158 respondents found 

that the means of purchasing intention is 4. 03 of mean.  The highest reasons for 

purchasing intentions towards online food delivery that shows in table 4. 13 are easy to 

order or ease of use with 4. 25 of mean or 21. 1%  contribution, online comment and 

suggestion or trust with 4.13 of mean or 20.5% contribution, sale promotion with 4.08 

of mean or 20.2% contribution, guarantee delivery time or product/service quality with 

3. 99 of mean or 19. 8%  contribution, and guarantee product quality or perceived risk 

with 3.70 of mean or 18.4% contribution respectively. 
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4.2.3 T-Test:  Gender with E-marketing elements 

 

Table 4.13  Shows the independent sample Test between gender and E-marketing 

elements 
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Table 4.14  Shows the group statistics between gender and E-marketing elements 

 

 

According to the Table 4.14 shows Independent sample T-test for different 

gender  affect E-marketing elements towards online food delivery. From all E-marketing 

elements, the result presents 4 elements that have Sig. value less than 0.05 as place with 

0.007, promotion with < 0.001, community with 0.038, and sale promotion with 0.046. 

Which means place, promotion, community, and sale promotion influence male and 

female towards online food delivery in different directions. From Table 4.15, show the 

result of females agreeing on E- marketing elements as place, promotion, community, 

and sale promotion towards online food delivery than male. 
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4.2.4 T-Test: Gender with purchasing intention 

 

Table 4.15  Shows the independent samples test between gender and purchasing 

intention 

 

 

Table 4.16  Shows the group statistics between gender and purchasing intention 
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According to Table 4. 16 shows Independent sample T- test for different 

gender affect purchasing intention towards online food delivery. The result presents that 

purchasing intention has Sig.  value is 0. 121, more than 0. 05 which means both male 

and female do not affect purchasing intention towards online food delivery in the same 

direction. 

 

4.2.5 ANOVA: Age with E-marketing elements 

 

Table 4.17  Shows the ANOVA between age and E-marketing elements 
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According to Table 4.18 Shows the ANOVA between age and E-marketing 

elements. Age variables, there are no significant values less than 0.05 which means that 

age is not a factor influencing the E-marketing elements towards online food delivery 

 

4.2.6 ANOVA:  Age with purchasing intention 

 

Table 4.18  Shows the ANOVA between age and purchasing intention 

 

 

Table 4.19  Shows the Post Hoc Tests of multiple comparison between age and 

purchasing intention 

 

 

According to Table 4. 19 shows ANOVA of age with purchasing intention, 

age variables are 0. 301 which is not significant to purchasing intention.  Because Sig. 
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values less than 0. 05 which means that age is not a factor influencing the purchasing 

intention towards online food delivery.  

 

4.2.7 ANOVA:  Education with E-marketing elements   

 

Table 4.20  Shows the ANOVA between education and E-marketing elements  
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Table 4.21  Shows the Post Hoc Test of multiple comparison between education 

and E-marketing Elements 

 

 

According to the Table 4. 21, the ANOVA of education with E- marketing 

elements.  There are 2 elements that influence education as promotion and 

personalization.  Because the result presents promotion Sig.  value equal 0. 030 and 

personalization Sig.  value equal 0. 042 that Sig.  values of both are less than 0. 05, or 

means promotion and personalization is significant in education.  From the table 4. 22 

shows the Post Hoc Test of multiple comparison, the result shows that high school or 

diploma, bachelor’ s degree, and master’ s degree is influenced with promotion and 

personalization. 
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4.2.8 ANOVA:  Education with purchasing intention 

 

Table4.22  Shows the ANOVA between education and E-marketing elements 

 

 

Table 4.23  Shows the Post Hoc tests of multiple comparisons between education 

and purchasing intention 

 

According to Table 4. 23 shows ANOVA of education with purchasing 

intention, education variables are not significant because Sig.  values not less than 0.05 

which means that education is not a factor influencing the purchasing intention towards 

online food delivery.  
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4.2.9 ANOVA:  Occupation with E-marketing elements 

 

Table 4.24 Shows the ANOVA between occupation and E-marketing elements  

 

 

According to Table 4. 25 shows ANOVA of occupation with E- marketing 

elements, There is 1 E- marketing element influences to occupation as sale promotion. 

Because the result presents a sale promotion Sig.  value equal 0. 005 that means sale 

promotion is significant in occupation.  But however, the spss program can not process 
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Post Hoc Test of multiple comparisons because there is one group of occupation that 

has fewer than two cases as unemployed. 

 

4.2.10 ANOVA:  Occupation with purchasing intention 

 

Table 4.25  Shows the ANOVA between occupation and purchasing intention 

 

 

Table 4.26  Shows the descriptive relation between occupation and purchasing 

intention  

 

 

According to the table 4. 26 shows ANOVA of occupation with purchasing 

intention, the result that occupation is highly significant with purchasing intention 

because the Sig.  value is < 0. 001 which is less than 0. 05.  But however, the SPSS 

program cannot process Post Hoc Test of multiple comparisons because there is one 

group of occupation that has fewer than two cases as unemployed. 
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4. 2. 11  Correlation between purchasing intention and E- marketing 

elements 

 

Table 4. 27  Shows the multiple correlation between purchasing intention and E-

marketing elements 
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According to the table 4.28 shows the multi correlation between purchasing 

intention and E-marketing elements that able to interpret as below, 

Correlation between purchasing intention and product, the result is that the 

“p” value is equal < 0.001 which is less than 0.05. Therefore the hypothesis 1 is accepted 

which can conclude that product influence strongly positive with purchasing intention 

towards online food delivery, the “r” value is equal 0.443**. 

Correlation between purchasing intention and price, the result is that the “p” 

value is equal < 0. 001 which is less than 0. 05.  Therefore the hypothesis 2 is accepted 

which can conclude that price influence strongly positive with purchasing intention 

towards online food delivery, the “r” value is equal 0.504**. 

Correlation between purchasing intention and place, the result is that the “p” 

value is equal < 0. 001 which is less than 0. 05.  Therefore the hypothesis 3 is accepted 

which can conclude that place influence strongly positive with purchasing intention 

towards online food delivery, the “r” value is equal 0.435**. 

Correlation between purchasing intention and promotion, the result is that 

the “ p”  value is equal < 0. 001 which is less than 0. 05.  Therefore the hypothesis 4 is 

accepted which can conclude that promotion influence strongly positive with purchasing 

intention towards online food delivery, the “r” value is equal 0.409**. 

Correlation between purchasing intention and personalization. The result is 

that the “p” value is equal < 0.001 which is less than 0.05.  Therefore the hypothesis 5 

is accepted which can conclude that personalization influence strongly positive with 

purchasing intention towards online food delivery, the “r” value is equal 0.466**. 

Correlation between purchasing intention and privacy, the result is that the 

“p” value is equal < 0.001 which is less than 0.05. Therefore the hypothesis 6 is accepted 

which can conclude that privacy influence strongly positive with purchasing intention 

towards online food delivery, the “r” value is equal 0.399**. 

Correlation between purchasing intention and customer service.  The result 

is that the “p” value is equal < 0.001 which is less than 0.05. Therefore the hypothesis 

7 is accepted which can conclude that customer influence strongly positive with 

purchasing intention towards online food delivery, the “r” value is equal 0.489**. 

Correlation between purchasing intention and community, the result is that 

the “ p”  value is equal < 0. 001 which is less than 0. 05.  Therefore the hypothesis 8 is 
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accepted which can conclude that community influence strongly positive with 

purchasing intention towards online food delivery, the “r” value is equal 0.520**. 

Correlation between purchasing intention and site. The result is that the “p” 

value is equal < 0. 001 which is less than 0. 05.  Therefore the hypothesis 9 is accepted 

which can conclude that site influence strongly positive with purchasing intention 

towards online food delivery, the “r” value is equal 0.611**. 

Correlation between purchasing intention and security. The result is that the 

“ p”  value is equal < 0. 001 which is less than 0. 05.  Therefore the hypothesis 10 is 

accepted which can conclude that security influence strongly positive with purchasing 

intention towards online food delivery, the “r” value is equal 0.488**. 

Correlation between purchasing intention and sale promotion.  The result is 

that the “p” value is equal < 0.001 which is less than 0.05. Therefore the hypothesis 11 

is accepted which can conclude that sale promotion influence strongly positive with 

purchasing intention towards online food delivery, the “r” value is equal 0.509**. 

 

 

4.3 Discussion 

According to finding the purchasing intention towards online food delivery, 

the questionnaire includes questions which relate with trust, perceived risk, product 

quality, ease of use, and promotion that those factors come from literature review. From 

analysis about descriptive statistics for purchasing intention, the result found that the 

mean value of purchasing intention is 4. 03 which means respondents agree that 

purchasing intention can influence online food delivery.  The high variables that affect 

purchasing intention are ease of use, trust, promotion, service quality, and perceived risk 

respectively, Moreover, age, gender, education are responses in the same direction. 

Therefore this finding can answer the first objective that purchasing intention is related 

with ease of use, trust, promotion, product quality, and perceived risk. 

In addition from hypothesis in chapter 3 about E- marketing elements are 

product, price, place, promotion, personalization, privacy, customer service, 

community, site, security and sale promotion influence purchasing intention in positive 

direction.  The result from Table 4. 29 to 4. 38 shows the relation between E- marketing 

and purchasing intention, can answer in the second objective about the relationship 
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between E-marketing element and purchasing intention towards online food delivery as 

the most important of E- marketing elements influence to purchasing intention are Site, 

Community, Sale promotion, Price, Customer service, Security, Personalization, 

Product, Place, Promotion, and Privacy respectively. 

 

Table 4.28  Result of hypothesis of testing  

No Hypothesis Sig. r Outcome 

1 
Site influence on purchasing intention toward 

online food delivery in Bangkok < 0.001 0.611** Accepted 

2 
Community influence on purchasing intention 

toward online food delivery in Bangkok < 0.001 0.520** Accepted 

3 
Sale promotion influence on purchasing 

intention toward online food delivery in 

Bangkok 

< 0.001 0.509** Accepted 

4 
Price influence on purchasing intention toward 

online food delivery in Bangkok < 0.001 0.504** Accepted 

5 
Customer service influence on purchasing 

intention toward online food delivery in 

Bangkok 

< 0.001 0.489** Accepted 

6 
Security influence on purchasing intention 

toward online food delivery in Bangkok < 0.001 0.488** Accepted 

7 
Personalization influence on purchasing 

intention toward online food delivery in 

Bangkok 

< 0.001 0.466** Accepted 

8 
Product influence on purchasing intention 

toward online food delivery in Bangkok < 0.001 0.443** Accepted 

9 
Place influence on purchasing intention toward 

online food delivery in Bangkok < 0.001 0.435** Accepted 

10 
Promotion influence on purchasing intention 

toward online food delivery in Bangkok < 0.001 0.409** Accepted 

11 
Privacy influence on purchasing intention 

toward online food delivery in Bangkok < 0.001 0.399** Accepted 
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CHAPTER Ⅴ 

CONCLUSION  

 

 

5.1 Conclusion 

This paper studies the influence of E-marketing elements and purchasing 

intention towards online food delivery in Bangkok by sending the questionnaire via 

online channels, such as Facebook, Instagram, Line, Twitter and so on. The research 

objective aims 1) to study the purchasing intention towards online food delivery, 2) to 

study the relationship between E-marketing element and purchasing intention towards 

online food delivery. 

The paper received 158 completed respondents. The data used for analysis 

were primary data collected from consumers living in Bangkok, aged 18 or above, and 

have the experience of ordering food delivery online through application or website at 

least 1 time from 2020 forward. By using the method of collecting data in the form of 

an online questionnaire through online social community channels such as Facebook, 

Instagram, Line, and Twitter for a period of 2 weeks in February 2023. The analysis and 

evaluation were performed using the Statistics Package for Social Sciences (SPSS) 

where the statistics used to analyze the data were modified T-Test, ANOVA, and 

Descriptive to find the frequency distribution, percentage, and mean. And also analysis 

and evaluation relationship of various factors by using Correlation and Multiple 

correlation. 

Most of the sample sizes are female, between 26 to 35 years old, with a 

bachelor degree, be students and company employee, and have an income in the range 

of 15,001 - 35,000 Baht. The frequency of online food delivery ordering 1-2 times per 

week is mainly through Grab and Lineman. The results of sample size show purchasing 

intention are not affected by gender, age, education, and income in the same direction. 

Moreover, The paper found the highest influence of purchasing intention towards online 

food delivery are Ease of use, Trust, Promotion, Product/Service quality, and Perceived 

risk respectively. Those reasons are related to the result of a purchasing intention survey 
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that almost all respondents mainly agree that purchasing intention influences online food 

delivery. The respondents have received news or advertisement for online food delivery 

via social commerce such as Facebook, Tiktok, Instagram, etc, and application mainly. 

In addition, the paper is able to answer the relationship between E-marketing 

elements that all elements are significant to purchasing intention toward online food 

delivery in Bangkok in the same direction. Or means that Site, Community, Sale 

promotion, Price, Customer service, Security, Personalization, Product, Place, 

Promotion, and Privacy respectively significant to purchasing intention toward online 

food delivery. 

 

 

5.2 Recommendation 

 

5.2.1 Recommendation for Marketer 

As the result of E-marketing elements influence purchasing intention 

towards online food delivery that all elements are significant on the variables. The most 

important E-marketing influences purchasing intention are Site, Community, Sale 

promotion, Price, Customer service, Security, Personalization, Product, Place, 

Promotion, and Privacy respectively. Therefore, Marketer should create the marketing 

strategy which concerns to gain effectively and efficiently by prioritizing high influence 

of E-marketing elements as Site, Community, Sale promotion, Price, Customer service, 

Security, Personalization, Product, Place, Promotion, and Privacy respectively. 

Moreover, social commerce and application are channels that marketers should 

prioritize on advertisement in the first tier. And also develop strategy to build more 

customer order frequency to use an online food delivery according to the fact that most 

of the respondents ordered online food delivery for 1-2 per week that there is room for 

improving the customer purchasing in this point. The examples of marketing strategy 

by using E-marketing elements as below, 

Site:  Determine easy access to the site and various such as Application or 

Website. It also includes the positioning of advertisements to link directly to the Site, 

which will make it easier for consumers to access. In addition, the Site is easy to use, 

suitable for each target customer group, such as Specifying a variety of languages to 
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support people of different nationalities in many countries, or specifying various click 

buttons that are easy to see and use, etc. 

Community:  Marketers should bring Product/service to create trends or let 

product reviewers review usage. Because in addition to creating engagement and 

awareness of the product, it also creates credibility from the actual use of that consumer 

group or reviewer as well. This will make consumers have more trust in the 

Product/Service and can increase the opportunity to increase the new customer base 

higher as well. 

Sale Promotion:  Marketers should organize various promotions or 

promotional campaigns with various and promotional values that are attractive to 

consumers as appropriate for each purpose of that promotion. For example, if you want 

to add a Basket size can organize a Buy 3 Get 1 Free promotion because it will allow 

customers to increase their purchasing power per time, or if wanting to attract new users 

to use the online ordering service, can organize a 80% discount promotion for new 

customers who order the first time because it will allow new customers to experience 

the value and savings at that time, which the purpose of this promotion is to covertly 

allow customers to try to use the service and become satisfied and repeat purchases in 

the future. 

5.2.2 Recommendation for Business owner 

The result of purchasing intention towards online food delivery is related to 

the reasons that can influence consumers to use an online food delivery as Ease of use, 

Trust, Sale Promotion, Product/Service quality, and Perceived risk respectively. 

Therefore business owners should consider the above factor to be the highest priority of 

business strategy to develop the business. Because the reasons are consumer attractive 

to use online food delivery in the future. For example of business strategy by following 

with the high purchasing intention as below, 

Ease of use:  Entrepreneurs should study research findings or conduct 

satisfaction surveys on purchasing products and services to gain a deeper understanding 

of consumer needs. Then, the research results are used to determine products to 

stimulate people's convenience and satisfaction in purchasing products and services. 

Consumption. For example, determining the location of features to be suitable for 

consumer use, Select colors and font sizes on the functional page to attract users and 
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enable clear reading of detailed information, Set up artificial intelligence search because 

it allows customers to find what they want in a short distance. 

Trust:  Entrepreneurs must define the properties or benefits of products and 

services which can be guaranteed by evaluation results or reviews in the form supported 

by experts in various fields. In addition, word of mouse marketing strategies must be 

applied to businesses in order to educate consumers on products and create more 

credibility for products and services, such as hiring a famous reviewer to review. 

purchase of goods and services Including reviews of the benefits received from the 

purchase of products and services, etc.  

Sale Promotion:  entrepreneurs must set a budget for marketing and plan 

to build good relationships with consumers by organizing various discount promotions, 

organizing fun marketing activities, organizing corporate social responsibility (CSR) 

activities, Distribution of various freebies, etc. Because marketing activities will create 

a good relationship between products and services and consumers. 

Product/Service quality:  Set standards for quality of products and services 

so that performance results can be clearly evaluated and performance results can be 

developed regularly. In the same way, the guarantee of product and service quality must 

be communicated by introducing them to consumers in various channels to create wide 

awareness. 

Perceived risk:  Entrepreneurs should guarantee the most fair products and 

services for consumers such as product quality guarantee, service period guarantee, 

compensation guarantee in case of product damage during delivery, etc. All of these will 

be tools that will allow consumers to be satisfied with the product and more services. 

And it destroys perceptions of risks when consumers buy goods and services and creates 

trust and loyalty to goods and services. 

Moreover, business owners always study competitors in the market and try 

to create new business ideas or new innovation to make a variety of products for 

attracting the consumer to use an online food delivery in the future.  
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5.3 Research limitations  

5.3.1 Time Constraint 

This paper has a run time of approximately 3 months from inception to 

completion of the research which is a very limited period. Therefore, time management 

barriers were the main obstacles for this research. Because the investigator had to 

analyze and select the appropriate study method for the duration, the data for the studies 

obtained may not have varied results. 

 

5.3.2 The quantitative method could not cover all aspect variables 

A quantitative method for creating a questionnaire based on variables from 

multiple research sources. This allows various opinions to be included in the 

questionnaire and allows respondents to evaluate by measuring different levels of 

evaluation from the most disagree to the most agree. The results may not be in-depth 

enough to answer the research objectives in detail. Therefore, choosing to use a 

quantitative questionnaire method is one of the obstacles for this research. Because the 

answers are not directly expressed in the opinions of the respondents, this may cause a 

considerable distortion of the results. 

 

5.3.3 Only online channel for data collection is unable to cover all target 

respondent 

The results of using the data from the respondents' questionnaires found that 

in some data the data could not be interpreted in depth about the relationship of some 

variables. Because among some respondents, there are fewer than 2 respondents who 

answered the questionnaire. As a result, it is not possible to find an in-depth answer that 

is not very detailed. Therefore, online data collection was an impediment to the 

incompleteness of the data collection for this study. 

With regard to the time constraint, this research used only the quantitative 

method including the quantitative questions which could not cover every aspect of the 

relationship of the variables. Also this survey method is an online channel only which 

is unable to select target respondents. That is why while running SPSS some data can 

not run out completely. 
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For future research, the scope of this study is limited only to the Bangkok 

area. It might be useful if further research will be conducted in different areas in 

Thailand to see whether there is differentiation by area or not. Additionally, if 

researchers have more time to conduct research, the survey method should have 

qualitative survey and quantitative survey for collecting raw data. Because researchers 

will be able to analyze the relationship between x and y variables deeper than conducting 

qualitative surveys only. One more thing is sample size, should have more respondents 

that collecting data will make it more reliable. 

 

 

5.4 Suggestions for future research 

With regard to the time constraint, this research used only the quantitative 

method including the quantitative questions which could not cover every aspect of the 

relationship of the variables. Also this survey method is an online channel only which 

is unable to select target respondents. For future research, the researcher, (1) Should 

prepare time to conduct research enough to be able to conduct the quality of the future 

research. (2) The survey method should have qualitative survey and quantitative survey 

for collecting raw data. Because researchers will be able to analyze the relationship 

between x and y variables deeper than conducting qualitative surveys only. (3) Should 

have effective respondents for collecting data to analyze the finding result in the future 

research. 
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