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Abstract

The objective of this research is to examine the influence of service marketing mix on the food delivery
purchasing decision process among consumers in Lat Phrao District, Bangkok. The sample for this study consisted
of 400 consumers with experience ordering food via online platforms in Lat Phrao District, Bangkok. The research
tool was questionnaire. Statistical methods used for data analysis included frequency, percentage, mean, standard
deviation, and multiple regression analysis. The research findings indicated that overall opinions regarding the
service marketing mix were at a high level. When considering each aspect, respondents prioritized " place”
(distribution channels) as the most important factor. The overall opinions regarding the purchasing decision process
were also at a high level. In detail, respondents placed equal importance on two aspects: need recognition and
evaluation of alternatives. Five service marketing mix factors (Product, Promotion, People, Physical Evidence, and
Process) significantly influenced the purchase decisions of food delivery consumers in Lat Phrao District, Bangkok,
at the 0.05 level of statistical significance. In terms of practical applications, food delivery operators should prioritize
key areas identified in the study. Regarding product aspect, business should focus on maintaining consistent taste,
ensuring hygiene standards, and using appropriate packaging in terms of promotion, emphasis should be faced on
delivery discounts and reward - point accumulation that can be redeemed for discounts on future online orders.

For process, operators should develop an online order system error, such as omitted order items.

Keywords: service marketing mix factors, purchasing decision-making process, food delivery
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