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Abstract

This study aims to: 1) explore the correlation between reference groups and marketing stimuli
with urban consumers' motivations for purchasing food delivery, and 2) find insights into the motivations
behind food delivery purchases. Mixed research methodologies were used. The quantitative phase
involved surveying 440 consumers in the Bangkok Metropolitan region, utilizing a stratified sampling
technique. Data were analyzed using descriptive statistics (frequency, percentage, mean, and standard
deviation) and Pearson correlation coefficients. Additionally, qualitative research was conducted to gain
deeper insights into the motivations for purchasing food delivery. This involved in-depth interviews with
ten consumers, and the data were analyzed through content analysis.

The research results revealed a significant positive relationship between reference groups,
marketing stimuli, and the motivation to purchase food delivery, with statistical significance at the 0.01
level. Marketers can capitalize on this relationship, particularly regarding friends and family, to cultivate
trust and generate interest in products and services. Additionally, marketing stimuli such as a diverse
product range, standardized packaging, compelling product images, sufficient rider quantity, and
competitive or lower shipping rates can further stimulate consumer purchases. Additionally, Highlighting
the advantages of online distribution channels, which offer convenience and speed, addresses traffic-
related issues. Incorporating marketing communications, such as promotions, price reductions, and
leveraging reviews or advertising on online social networks. The research also indicates that consumers
are highly mindful of business practices associated with good governance, emphasizing the importance
of honesty and responsibility in fostering a positive brand image that engenders credibility and long-

term customer support.

Keywords: Reference group, Marketing Stimuli, Motivation, Food Delivery
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