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ABSTRACT

The purpose of this research was to investigate the goodness of fit between
empirical data and the factors affecting the decision to use food delivery
applications, using confirmatory factor analysis. The empirical data was obtained from
a sample group consisting of 400 respondents, all of whom live in the Udon Thani
Municipality. The research instrument used for the data collection was a questionnaire
with a five-point rating scale. The data was analyzed using confirmatory factor
analysis. The research findings support the Technology Acceptance Model and the
integrated marketing communications, which states that the six factors affecting the

decision-making process are: Advertising, Public Relations, Sales Promotion, Perceived
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Usefulness, Perceived Ease of Use and Attitude. The confirmatory factor analysis
found the model to be consistent with the empirical data with y*/df= 1.17, GFI =
.96, AGFI = .94, RMSEA = .02 and Standardized RMR = .02. This result can be used by
entrepreneurs to determine guidelines and strategies of service for developing food

delivery applications system.
Keywords: Confirmatory Factor Analysis, Decision-Making, food delivery applications
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nsgnusiyngIia Maundszuiaventelifalain-19 deliAnuademeuinine udluma
nsafudsili gsfanslvuinsdadsennns (Food delivery) dadugsianuu On-demand
Fadugnuumsliuinmashudvled vie duuewndiadu 1isuauisuwasivlatuags
590157 M3venesa Jevar 84 WlaifiuiuUn.a. 2562 yadmainuszutas 4.1 wiluduum
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S1usauazen i Uslnafidesmsdaioomslusulsemuiivhasderithuldinng du
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TsesssEnliuinisdndienns vibidansudeiugalugsia (udidendnsing, 2563)

PINNTNUMILISTNSIINUT WnddedwlnginisAnudadeniisvinasenis
Fnaulaldusnsuenndinduluduniseensumelulad (Technology Acceptance Model:
TAM) n35u3isuselovy aaAfiguilansus (Cho et al, 2019) dudadodruynnauay
fiauafviiy ddlutiigiutladedunsdearsnisaain léun nislawan n1sUssendusius
MIAuAsUNITIIY NImaan1eRss uaznslininaue dwddglumanssduliiiia
noAnssunste uagnszurunsinaulalduinisndndust (Kotler uay Keller, 2012) 39
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Unases, 2561) Feluamifeildliuun@nues Hair et al. (2010) lunsfuuaruInveIng
fegreivuinveangufiensdiiianumnzanludmiunsiese viesAuseneudedudy
(Confirmation Factor Analysis) A28738 Maximum likelihood estimate (Piriyakul, 2010)
A1saYsENIN 15 -20 Wiwess sl siidunald (Observer Variables) Tunsidunssild
fhuusfidanaldfadu 20 fuds dadu sunvesnguitegnsiiuanyauaisegsening 300 -
400 f8eg
msdusogdlunside ftuneumsdudail
funoudl 1 F8nsdusegnauuulaii (Quota Sampling) laswaunauAsis Y
yumustaun 103 gy (WAunauasgasstl, 2560) tandanguanunsoutsldidu 4 ey
fufiileruazanlumauanuuudeua
funoud 2 38n13gui1e819uU U3 (Purposive Sampling) Lilaidanng
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2. w3asdlefldlunsidy

Wuuuuasun (Questionnaire) Tnsutseeniu 2 du fie dwil 1 1Wudeya
duypravesRouLUURUAW LAz 2 1udeyafuusmsindulalduinisdiemnsain
wawdiadu Food delivery fiaun 6 fu Ao drunissuiiesslond funissuildonude
AuTiAuAf A1un1slayan A1un1sUTEdNRLS Aunsdeaiuniseie §33elevinag
p3mapUATILTisIsadaiievn (Content validity) smnmisTiazuuuvesdifeamaiifedes
funsfinsnsiuau 3 inudeen il ianuaenades (Index of Item-Objective Congruence:
I0C) F38iAu1nnin 0.5 (Rovinell&Hambleton,1977) wavinismagouanuLio (Reliability)
Fruususanndafiardulseaniuoaiiaseuuia u1nnin 0.7 (Nunnally, 1978) Wuin
wuuaeuniiseiuaIdesiu winfu 927

3. m3iususutoys
FRdevimsifununndeyadisnisuaniuuasuaidlingudiegne $1uau 400

g Ingfinsanaudadiugurulunamauiauasansont lnsuvseeniu 4 we 9
103 yuwu (Eriinanuadfunn@, 2562) wail 1 $1udu 21 guad T9mIULUUaBUNNAR
Hufewaz21.25 1wail 2 19 22 yuruiiduunvuasunuAnludesay 22.25 wail 3
$1uru 27 gurufidwauuuuasuauAndudesas 23.75 wafl 4 91w 33 yuvuiidiuy
wuvaeuauAnludovay 32.75 lngvauiusiusiudeyalusening weunuaiius -
WEUY 2563

4. MyAnszidaya

v
(%
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AUl enuuNInggIL wazn1skeinsieiesdusenausedudu (Confirmatory Factor
Analysis: CFA) WAMSUNINANENAYIAGDUAINNNBNNAUIBILUUTIADY AINNTI9T 1
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(Root Mean Square Error of Approximation: RMSEA)
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Frulszansmans ngpouluuaoUnNsWIUTAY 400 Au TulamAuIauAS
9n351ll Wumends Sovaz 57 drulwgfiongszning 20 - 30 U Anludovay 46 msfinw
seaul3ens Andudosas 52.3 uavgsnadium Anludaway 11.5 seauneldvangy
ARBULUUABUNY #1011 10,000 U AeduSesas 62.3

Fofinnsanmanuduiuszrinstadenivinainliasnsdindulaliuing
wonwdlatu 1A funislaman (ADS) fumsussenduiug (PR) funsduaiunisue
(SP) sunsFuiuselewnd (BEN) aun1siuildaudng (EASE) dusima@ (ATTITUDE) wudnen
AwduTiusegsEving 0.558 - 0.874 Aisziuaundosiu 01 Taefinnudiiusuuuymauin
Fansnait 2
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vanewn): * Sddfmeadanssdvu 05 = fideddymeadanisssu 01
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foyaaUszang Feldduiiunisuunuuiaedlasmsnisunansdonnasdesiu Tiauaain
wAeurasiudsdunaladauduiusiu Fwdsainuiuinuunddiofiansandudaiiy
naundu loun Ala-auasduims (2 /df Ardeiinssduanunaunay (GFI) astinszau
A INAUN AN INITUSULALE (AGFI) AsnidsaesuasrnanaedeulngUszanas (RMSEA)
LazAsINvesALRAEAsEDvDAwndsluTU AzILLANMSEIY (Standardized RMR) uansin
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A5199 3 NANISIASIEVANEDANAADUANUNAUNAULUUIIAD
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AN LNEUATNDITUN Aaudsu wasusu

. udawa . udawa

HUUINADY LUUINAD9
x?/df fiAniounan 2.00 2.58 lairuineus 1171 WL
GFI faunnin .95 910 Talenueneuat 961 HULNEUN
AGF| fAtdaenin .90 878 Talenueneuat 940 HULNOUN
Standardized | ., 5 . . . . .
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RMSEA fA1m1nin .05 063 Talenueneuat 021 HULNOUN
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73

Ads2

Ads3

Ads4

PR1

PR2

PR3

Sales1

Sales2

Sales3

Salesd

Benefits1

Benefits2

Benefits3

Ease1

Ease?

Ease3

Attitude

Attitude2

a7

Attitude3

RMSEA =0.21 CFI =.996 GFI =.961 AGFI=.940 Chi-Square =160.472 df =137
AN 1 buuIaeatadenidnsnaseoni1siaanlueNNAATUUSNITINEID1INS
TuameauIauasanssil (mainmsvsuudluwuudiass)
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HAuvgY

dlefinsansudslundazesiusznou wuin esdussnausnumslavan (Advertising)
W 4 Fauds ﬁmﬁg’mﬁﬂmﬁﬂizﬂauagiwdw 73 - 88 fiAnAnuiies (R 9EI¥ning .54 - .78
Tneshuusnislavanriuiulessungaslninnnuaulaluiui (Ads2) fihwinesdlsznou
g9an

pafUsznouRunIsUsTEFuTuS (Public relation) is 3 fuds faruanidn
09AUsENBURYIENING .74 — 81 SlAmnuiiies (R?) egszwing .55 — 65 Tnefauusnissmian
ToyatmanauasdssrduiusosseidoniliAnnmdnunififrouenwaiadu (PR3) fiwiin
23AUTENDUEER

9IAUTENDUATUNITELETUNI5VI (Sales promotion) W 4 faus S
osfUsEnouagsEaing .75 - 86 flAnaniios (R?) agseuine 56 - .73 lnafudsmsnaues
ThileundldsuRudmsudions liiiuduiugnii uazeendsemisld (Sales?)
ﬁmﬁfﬂaqﬁﬂﬁzﬂauqqqm

sfUsznausun1ssusUselond (Perceive usefulness) s 3 fauds Samniinin
93AUTENOUBETENING .78 - .84 TArAuies (R) agsening 61 - .71 Tnadauys
Lenndiadudianistieusendanailuniseanluniuensdrauenldd (Benefits2) &
thwiinasdsznaugan

aaAUsENEUMUNTTUsITaud1Y (Perceive ease of use) W 3 faus dandmn
03AUsENOUBYTENING 81 - .87 HAnAaiing (R) 8gsening 66 - .76 Tnesauusiiszuy
wenmdLadudsomnsannsaldoldie (Ease1) Tminesdussnaugean

aerUsznausuITALAR (Attitude) e 3 Fauds :ﬁmﬁmﬁﬂaqﬁﬂizﬂauagizmw 87-

99 fidarandies (RY) egszwing 75 - 98 Taefudsnsdsovnsriunenwdiadu 1iudesd
Summiin (Attitude1) Shiwminesdusenaugsgn
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gsmsdemsiainaariliannvaulaly
38T
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wennaLAtudIe1s
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I3 1% 1 a .
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T3Sty
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Fauus Benefits1: wonwnalatud oSyl 78 61
dzanlunisldanu

FIuUs Benefits2: wonndindudsonmstae 84 17.875% | 067 71
Usgndanailunisesnlumueimstisuenlas

FuUs Benefits3: wenndindudtonmsil 80 16983 | 068 | .64
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Fauus Easel: szUULONNAATuS A5 87 76
Tdauladneg

Fuvs Ease2: szuulanwaladuliigisn dudou 81 18.711* | 048 66
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Sosfisunnuiey
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maa%wmsaau%’umﬂﬂejuLﬁauLLazqﬂﬂaIﬂa”%m

fauus Attitude3: iilounaryanalnadadanlu 87 75

N13nsEAUldImsHIULENNALATY

WHULYAG: *p< .01

aAUTI8Na
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1. sadUsznaudunislawan wuidawlsnistasaniuivleddug daeliie
arwanlalusiudt fedmidnessuseneunnitan viliduinmslavakiud vlsdinliae
arwanla wazdlaunndu aenndesiuauideves Haider (2018) finsfinudvswaves
nslawandenginssunistovesiuilaa nuiiduilaazgnnssdulfifnauaula uay
dnaulatevieliuimaunniu ieiumslavandiude Fufnnnanuiinuasadouasiule
aviliAnaudeiunazdnauladondelduinig wazauiduves Panse et al. (2019) 7
Anwmganssuguilaeiinasioguuuunsindiemsuuuseulal wuiinsTawanlnenisls
Toyananinaviseusng Inaludeuiniusuuuunisdsemswuuesuladl
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2. 93AUTENBUAIUNITUTEYIFUNUS WudndauUsnisdnandeyayiaisuasy
Ussduiudesneseidoniliifinnmdnvaififdeusnnaiadu uminesdusznauuniian
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InmaieIiuEMsienandusivesuemsiiduanndnlunenmdedusdsioiilesing
yhlyiidiummindede (Kotler & Keller, 2016) ynl@Fudeyatnanslugunuunsiilaieaty
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et al,, 2018)

3. psAUsEnoUMUNMIALASNNITUE WuTdaUInInawYsTiieundaldSuiy
dmdudsemns vlfifinduaugndn uazsandsomnsld fdmdnasdusznavaniige
aonndestuNUIdoves aigmand Jnyauy uarTvwarl nindanuyny (2562) lusmidoiie
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4. psfUsEnouUMuMsuiUsElevl wuidudsuenndirdudsemistieysevdn
nanlunseanlunueimsdisuenléd fdminesdusznevaniigndeainnisauifores
Panse et al. (2019) auayunamuideluadsiimsliuewndinduinilnsdwidiofe fuslaa
dnaulalduiniswonnainduindse sl vauanmsyssudananvintu udmegldt
Awazanaue wdwlrduslaaiemuianitanansamusumaluladuayyiiliasiidesns
#ag939m5 Belndnfu Salunkhe et al. (2018) atuayunisnissensumnaluladvs
fuslamiresthlugvirunaimsonansiosi

5. adUsznaudumsiuilinuie wuihdulsiuneulunisaaiivan waeldau
fwlidudeuithminesdusznovaniian aenndesiuauideuss Chai & Ching Yat (2019)
Fe1 mslyuimsdndeemisesulayl: MsdndsemsuuuguATIslvl (New normal) wui
ANNAEAIN wazn1sidaudheiinenadauntunsnsedunginssuaulaluusnsdndiaims
wuvesulat udlumenssiny fuilaafianufnaieiduszuunsifuinwdeyadiuyana
vosuilandeorasiliienadeshilunislsuinisanas Chai & Ching Yat (2019)

6. psAUsznaUTiAUAR NuILUsi AT uLewwdiady (JuBesdilaisu
mmﬁamﬁﬁmﬁﬂmﬁﬂizﬂaumm?‘izjm anAdesfUILIdeues Belanche et al. (2020) 7
yhmsAnwiFesnslduenndinduiiofouarmsnanauuuinsdeuinlugsianisdndsemslu
AnIFeLTNT NUMNGANTIUNITIEUTNITNTIRA M THNAR DTIAUARLAZUTTVIAFIUNIRY
NOANTTUVRIEUTLNA
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dalauaug
1. dawuanuzdmiunisinan1sdeluly
1.1 JalauauuENIeI¥INIg

ATl unsliereiesuszneudsBusy (CFA) Ussneunguiimsdeas
n159a19 (Integrated Marketing Communications) kagngufniseausumalulag (TAM)
yquiiduiauaf (Attitude) Faflemdeuladlugnszuaunsiadulatovesiuilnn (Decision-
making process) tanansaiiluiaunduwuusiasrnuduiusseninatadeniisvdnase
msindulaliuinisuenwdiatunisdndsemsseld

1.2 dadusuuzdniugdusznaunis

12.1 gsfamsdndsernsdugsfsuinisluguuuy On-demand filsu3nns
rutenwdiadu uled iuflefiouvuamninliu fisuuvunsindslasSensiuaudusn
Fnsoruoud (quiidonansine, 2563) Falanudenlosseninsfuszneunisiduiwes
wewwdladu uazfuszneunisunanatataz IageieIfuiue s wagndinnudusads
0193 Beludlagtuldfuanudisnssnannn ddulenndindunisdndsemsiadumslenia
Tupsadrenuseodnlmliiuawdudwauuin

122 doyaluruidefidudulselovdlisugusznounislunisiaun
LenmALATY waznsnInagnsssmanaLitedeanslusanguiiuslnaiieliAnnsindulald
uinsuaziuaudlunisdiemisuiniuainiledefi fansnarenislduinisagyinly
fusgneunseenuuunslinuliieuasiimiudaondenntu Srsdulsslowitugiidls
@1y (Stakeholders) wazdanasion1sAmuUIUsENe wilunNaUALDIILAANANTEN U
Tnemsatuiuemmsuuusainilaifimausus Tlumsduenndiadunld ezl uaugnén
wlFuinsanas Tnsawgluanunisainisssuinveniolfa uislsagtilvaiiAntuly
Hagturlssiuauduilaanieluduuusaiuanas (Li, Mirosa & Bremer, 2020)

2. doiausuuzdmiumainideneoly

nsfnwluadeiifidesiindsd

2.1 ﬂajmﬁaaﬂwqaqﬁluﬁuﬁmmmmaumqmmﬁmwﬁu Filinsounquaaiunis
fvuaanmiadinmsliuinisveaenwiiaduindsomsludmingnssni

2.2 9199dfulsaue ﬁﬁ@w%waluﬂﬁiﬁmﬁﬂﬂﬁﬁﬁmﬂm;}uﬁm BNAIDEN
iy Jadesunisesnuuy suuuumsTdnu (Function) vietladuniuendus wu sudeey
Sauusssu nguane nailes a1 fiilunsiteadiely ervvuiudswhnmsdsuiiuiiie
vouinnuiTelinhstuiowieudisulssrnsuasndusiogn wavanansmirtdadedun wn
firsaifaduielfnuideinnuauysainniu waruenanitniseusuismsiseduns
MWITEERNN (Qualitative research) lngmsdunwalizadnvesUsznaun1sidnves
wenwalady lusunseenuuuiauewnaindy videnagndnisnimann iielidulsslen]
fugalauaslmdnlanginssunisléuimauenndindumsdadsomsliundatu
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