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ABSTRACT

The research aims 1) to study food ordering applications and 2) to study the factors
impacting usage consumer behavior of using food ordering services through Applications.
Consumer’s behavior towards the factors to use the food application, including usability,
promotion, price, Delivery Fee and Service Quality. By collecting data from a sample that
has experience using food ordering applications. Collected a questionnaire survey with 400
people, who used food application and lived in Nakhonratchasima province. The people
feel comfortable, safe for health during Covid-19, order food easily when they use the food
application.

The result showed that the participants know food applications such as Grab, LINE
MAN and Food panda. Almost of them know more than one application and have two food
applications on their smartphones. The result of the statistical analysis found that the
factors that the most influence on food ordering behavior through the application is
usability, delivery fee, price, promotion and service quality respectively.

Keywords: Behavior, Food Ordering Services, Food Application
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7) How does the consumer buy?
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