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Marketing Mix and Technology Adoption Influencing Consumers' Decision to Use

Food Delivery Applications in Mueang Kamphaeng Phet District
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Abstract

This study aims to examine the marketing mix, technology acceptance, and consumer
decision-making in using food delivery applications in Mueang Kamphaeng Phet District, as well
as the factors influencing consumer decisions to use such applications. The sample consisted of
385 consumers who use food delivery applications and reside in Mueang Kamphaeng Phet District.
A questionnaire was used as the research instrument, and data were analyzed using frequency,
percentage, mean, standard deviation, and multiple regression analysis.

The findings revealed that respondents generally had a high level of perception regarding

the marketing mix, technology acceptance, and their decision to use food delivery applications.
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Additionally, both the marketing mix and technology acceptance significantly influenced
consumer decisions to use food delivery applications, with perceived usefulness being the most
influential factor. Therefore, it is recommended that food delivery applications enhance features
that improve efficiency and usability, ensuring that users recognize the true benefits of the
application, thereby fostering continued adoption behavior.

Keywords: Marketing mix, Technology acceptance, Decision to use food delivery applications
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nanewdusssdfaiviliusinanisdemsesuladidulnuniy 91n1U83AU84 Kasikorn Research
Center (2023) madlull 2566 manngsiadndsevsnaziiyaAUszanal 8.1- 8.6 niluduum laove
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