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Abstract

The objectives of this research were to study demographic factors and marketing
communications that affected the decision to buy food from an online food delivery application
and to examine content, forms, and components of Facebook advertising that could create
consumer awareness of a food business, i.e. Samyan Joke Restaurant, Khae Rai Branch. A
questionnaire was used as a tool to collect data from the 400 customers. The data was analyzed
by independent sample t-test, one-way ANOVA, and Multiple Linear Regression. Furthermore, this
study employed an experimental- based research method to discover content, forms, and
components of Facebook advertising raising the customers’ awareness. The results of the research
showed that the demographic factors including marital status and monthly income had significantly
influenced on the decision to buy food through the online food ordering applications at the 0.05
significance level. The marketing materials, marketing promotion, and product value perception
influenced the customers’ decision to buy food via online the food delivery applications at the 0.05

significance level.

Keywords: Marketing Communication, Online Food Ordering Application, Advertising on

Facebook Page
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wanavasn1sliuinsdeemsiuueundindudiomsosulay
AnugzmnsIslunisldusnisg 219 54.75
reUszndaLIan 187 46.75
Hluslutdulazdiuan 157 39.25
Sugndinsinslusiinavleludessulad 133 33.25
laifpaiunia 130 32.50
fisdenuanuanglmdonds 107 26.75
Bug 5 1.25
Lméﬁﬁmw%’agaLﬁﬂ'aﬁ'un']iﬁ"ammsvhuu,aﬂwﬁLﬂ%'ué"aa'm'ﬁaaulaﬁ
uOUNALATY WU Line Man Grab Food 169 42.25
nsinslunandemseoulatvessium 134 33.50
Wiounuzih 122 30.50
arwaunsunedn 99 24.75
nMsursvoiiouuuan 95 23.75
delawandue wu e Tudan 69 17.25
Bug 1 0.25
Hasendniidrdnlunsidendeomsinuueundiatudsomseaulay
ANNALAINEUIE 177 44.25
TUslutu 85 21.25
31A1 76 19.00
Foduavesiu 31 7.75
nslavavaaeUnalAdy 20 5.00
N5laYIVDI5 U 10 2.50
Bug 1 0.25

NSHDEIINITNAAUUUNAUNEIUY

INNNSANWINUIT N15EBANTNITAANALUUKNEUNAT U1 ULTNANET1Y @1v1uAT181AEATNT I

i Y] PN a = ) ~ A a I v Yy oA A =
agiu%ﬂ‘umm/lijﬂ uaaay 4.21 ﬁ'JULUEJQLUUlI']Wii']u 0.556 L3aNATUNTUITIFATUNUN ﬂr]UV]?JQV]?q{ﬂﬁa

ANUNITFDAITNNITAAIAVDITIUBINIS HARTY 4.25 5990911A8 AUFULUUVRIABNIIAAIAYDY

$W0MMs ARy 4.21 LaTNITALASUNITNAIAYRITIUDINNT HAady 4.21 Ueeiigafe A1uN1TTy

q

@

AANARNN DU TALRAY 4.17 (RaR157199 3)
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A151991 3 ARRULAAIUTERUULIATEIUYRINITADAIINITNAIALUUNALNEAY
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SULUUIBSABNNSAANAYBIIUD NS 4.21 0.550 uniian
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Aadesy 4.21 0.556 andign

msfnauladosmnsiiuseundindudsemsesylat
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Y

o
g

sERuNnn MellAnafeegi 4.19 4.16 uaz 4.07 AuERU (F9915199 4)
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nsanaulateansE UL UNARTUd D MNsaulaY ANLRAY S.D. AskUana
Anduladeiiionovausinuazainauls laglides 4.37 0.660 WINTgn

aanbUSUUTENIUIMNTUBNTNY

indulateillesnnaunsainfiinisd@elaig 4.27 0.660 WNige
ffumeuiazaIn
ARAUlIRLHBIINANTEAUNNITNAIAYRY 4.19 0.710 N

waunaATudIarnseaulay

sndulagelliesainsmgnuazAumninds@enniiuuni 4.16 0.800 1N
Anduladeidosnniiudelavanvesiiuomnswiudessulad  4.07 0.790 ly
ARRYTIN 4.21 0.510 WA

Tadednudszvnsiunisanduladeamnsiiuseunaiadudiotnseaulai
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selasameununsanduladioormsiiuneundindudsonmsesulal lnenvunaisauiludfey 0.05

A15199 5 N15ATIENAMULANA19UBIUATEA1UUTEUSEINTAUNISARFULITE 1M SHIUWDUN AT U

Froseeulall
Uaduaulszving t F Sig.
b -1.05 - 0.294
81 - 1.179 0.320
ITAUATANWN - 0.140 0.869
A0TUNNNTENTH - 6.621 0.001*
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A15199 6 NFIATILINISADAITNITNAIALUUNALNA1UATDNSNaman15Andulatea e Uk UNALATY

Frownsoauladl
Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Std. Error Beta
(Constant) 0.709 0.131 5.413 0.000
Msdeansnian1snann 0.049 0.046 0.051 1.072 0.284
E‘ULLUU%ﬁgammmﬂ 0.235 0.046 0.255 5.137 0.000*
NNFELETUNTAATN 0.246 0.043 0.278 5.730 0.000%
NsSuIAmANERsU 0.305 0.038 0.341 8.026  0.000*

R = 0.814, R? = 0.663, Adjusted R? = 0.660, Std. Error = 0.296, Sig of F = 0.000

T
o aada

naewme: * Iuddgneainnszdu 0.05

INAI5199 6 1i111N153LATIENaA L TUAUNYAMNUIY N1TdINaTENINILUIBaseiy

Fuusenu asnedunsldfosar 66.30 (R? = 0.663) 137N Sig of F Wiy 0.000 Fafiantiesndn 0.05

a 1
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NMyieTgnnnedudunan wudl JULUUYesEen1snaIn (Sig. i1y 0.000) MddESNNIRAIA (Sis.

Y
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sonuuvlulwadaslumamadniulinaiugiu arvuase lagagyinisinaduuungulavan dail
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50 3%u s fuuaulgar 6 Fu wavudeannlnaduauidgie 5uauUyudn negIdelel
sanmslwa shsil evhnssuifisunadnsnisinadlaan (4-18 Squeu n.e. 2565) wassalnadlawan
(19-30 Hqueu w.e. 2565) lasn1sagdeendiuiunisiidusin Swiudnalan Suiugnauesanusdas
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18nanuenu @19mAs1e NadifisSeuiieuUseaNSnauaIn1sinanlomLaseanuie AIn1sIen 7

31



915815UnUTHIT
Executive Journal

A15199 7 AU siidusin n1snalan NMsneLYs wareenvILYeAIBREER T WUININFURUUNIT

Tnasiilom

susuunstwadLion msfldwsm manalad msnaues seavieiade/fu
wangyInslussulinaueu 187 17 12 15,686.67
wangynsluslutusuldnaueu 31 6 1 15,900.17
weaUgnsTunuy3uuuuuuan 88 8 1 15,711.00
wasdaydenmsoatlay 108 5 3 15,295.50
upnUgylnsluninle 838 40 11 16,345.83
lailwad - - - 16,626.83

1nM15197 7 1o wasginslunidleanansailiiAnnnsildiusin uaznsnaladliinniian
nanafte $1uau 838 afa Anduosay 66.93 wagdruau 40 A Andufesas 52.63 muddu Tuvaei
wenynslumdlSnanuguannsaviliannsnausinniants 12 ass Andiuferas 42.86

ol ggeldvhnsnaaouilenSsuifleutsAnsuavaanslavainudesn Facebook Ads

v v o W

ns7laifinslavan Ineldn1siasneianuuususumasien (one-way ANOVA) fisyautiudndey 0.05
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i =
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sunuunstwadLion S.D. F Sig.
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wpngylnslunifle 16,345.83 1,863.52
Lailwas 16,626.83 4,340.93
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