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Abstract

This research aimed to study demographic characteristics, to study the 7P’s marketing
mix factors affecting online food ordering via applications in Chiang Rai province, and to study
online food ordering behavior affecting the decision to order food online in Chiang Rai province.
The population of this research was users who selected integrated car care services in Chiang
Rai province. A simple random sample of 400 people was used. The tools used in this research
were questionnaires and statistical analyses, including frequency, percentage, mean, standard
deviation, T-test statistics, One-Way ANOVA statistics, and multiple regression equations.

The study results regarding the demographic factors of the sample group: most
respondents were male (207 people). Most respondents' ages were in the 20-30 year range (201
people). Most respondents were single (264 people). Most respondents had a bachelor's degree
education level (334 people). Most respondents’ occupation groups were government
officials/state enterprise employees (190 people). Most respondents’ average monthly income
was 15,001 - 25,000 baht (153 people). The opinion level regarding marketing mix factors (7Ps)
affecting consumers' decision to choose an online application in Chiang Rai province was highest
overall. When considered by aspect, it was found that the Process aspect had the highest
average, followed by Physical Evidence, Product, People, Promotion, Place, and Price aspects,

respectively.

Keywords: Application, Delivery, Consumer, Marketing Mix
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