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Abstract

The objectives of this study were 1) to study the demographic factors affecting the loyalty of
food delivery service users. via mobile application Grab Food in Bangkok In the situation of the COVID-
19 pandemic 2) To study marketing mix factors that affect the loyalty of food delivery service users. via
mobile application Grab Food in Bangkok In the situation of the COVID-19 epidemic, the samples used
in this study were People who have used food delivery services Through the Grab Food mobile
application, residents of Bangkok in 50 districts were divided into 6 area groups and one district with
the highest population in each area was selected, totaling 400 people, using the formula of Yamane,
Taro (1973) using a sample of 400 people. The research tool was a questionnaire that was examined
for content validity and then tested for reliability (Reliability Analysis). The test result had a reliability
value of 0.987. 1) Marketing mix (7P'S), when considering the overall details, the average is at the
highest level (X =4.35, S.D=0.626), which found that each side has the highest to the highest average.
The side with the highest mean was regarding the distribution channel (Place), the average was at the
highest level (X =4.42, 5.D=0.649). followed by product (X=4.41, 5.D=0.646), personnel (People)
(¥=4.38, S.D=0.687), physical evidence (X=4.37, 5.D=0.693), Process (X= 4.37, S.D = 0.674), Promotion
(X=4.31,S.D = 0.719) and the last one is Price (Price), which has an average level (X= 4.17, S.D=0.765)
2) Loyalty When analyzing the loyalty of food delivery users Through the Grab Food mobile
application, it was found that respondents had a level of opinion towards loyalty. Divided into attitude
loyalty (Attitudinal Loyalty) with the highest mean is perception (X= 4.32, S.D = 0.699). Followed by
feeling had the highest mean value (X=4.29, S.0=0.729) and behavioral loyalty had the highest mean
value, purchase intention (X=4.22, S.D=0.768), followed by Behaviors had the mean at a high level (X
=4.18, S.D=0.800) with a statistical significance at the 0.05 level.

Keywords: Marketing mix, Loyalty, Loyalty in attitude, Behavioral loyalty
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LUUIRAL33 daulng) Susuusn Ae Grab Food Anidlu 41.1% sesaaufe Line Man Anwdu 35.2% uag Food
panda AaLu 9.7% uaz$dn Grab Food 9ndsauseulat Tasmuilunisliueunainiu Grab Food il 1 -
2 a1 Gedrananlunisliuinisdsonnsiio vian 12.01 - 18.00 u. @onanetu) Inglvamaiidentduinisds
o1m30ulatik1u Grab Food Millusluduiraulauasiduneuliigisnniousuisuemsiivainuans
AldTelunslduinms Tasiadsluusagaauszana 100 - 200 viw/as Ineidondesnenistissduduiuan
FsranismaapUaLLAgIY NUI HamFIeszinsnaaaulaauas (Chi-Square) AemuassnAndves
Fliusnnsdaenmsuuuindied suluuisusunaiadu Grab Food lwmngammnamiuas luaaiunisainislsa
5801 COVID - 19 a5y wu Jadedudszinsmanifunnsnafudimaieninuasindninisinuad
(Attitudinal Loyalty) 11361un1550U3 (Cognitive) lapasuladn a1g,51eldsiaifion wavordn Fumnsinefudanase
ANHRTNANANITIAUAR (Attitudinal Loyalty) n1asunis¥us (Cognitive) agnaifuddnymneadfiszdv 0.05
dusunman (Affective) Wi na 81 SEAUNSANYY LAre TN uandnaiu danasienimaadndnima

o w aada

ViruAd (Attitudinal Loyalty) auanu3an (Affective) unneneiu agneditdeddymsatiangesu 0.05

P15 1 nan1sIeseinImegeulaawais (Chi-Square) §aauassnAnAvesldusnsdiemIswuuniiies
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I5NANAANUIISNANANIFAUAR
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Uadwhu (Attitudinal Loyalty)
UszynsAnans n133u% (Cognitive) Au3AN (Affective)
Chi-Square df. Sig. Chi-Square df. Sig.
LN 3186.492a 14 0.211 31.375° 13 0.003*
21¢ 132.864° 42 0.000* 107.444° 39 0.000%
selesiopou 84.156 56 0.009* 59.879° 52 0.211
JEAUNISANY 34.824° 28 0.175 44.372° 26 0.014*
DTN 188.963° 56 0.000* 153.206° 52 0.000*

T
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*ydAgyMeanaNIzaAu 0.05
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Fsaonadoafunanisnuiues v yayssed (2560) AnwiFestadodindstaunanisnanndi
finasionisindulalduinis Food Delivery luiumngammumunsuaziumma ednuidadodiudszanms
nsnaraiisinadenisfadulaléuinis Food Delivery lulwmngammuviuasuazUiuuma lnsdadodu
Uszrnsmaniiuandsiuludume ong selddoiiou sefunsinwuazendn ndinmsdadulaunndnaiy
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faudsnensal B Std. Error Beta t p-value
AnAsil (Constant) 325 139 2337 .020*
AUNANSU (Product) 027 053 025 511 610
fus1IA7 (Price) 123 042 134 2914 .004*
FULDINAITINTINUY (Place) -072 067 -067 -1.079 281
funsauasunIIRaln (Promotions) .058 .064 .056  .905 .366
AUUARINT (People) 288 058 294 4933 .000*
PudnwazI9N18AIN (Physical evidence) 053 071 052 750  .453
AuNTzUIUNIT (Process) 431 072 412 6.015  .000*

R =0.847,R2 =0.717, Adj. R2 = 0.712, F = 141.786

Ao o W

*udAyNeanaNIzaAu 0.05
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ueUndindusglussiuiiusemnniian egnaiideddymsaianseiu 0.05

2. A11u3An (Affective) nnsau wudt Yadediuuszauninisnaia (7p°S) laud dunszuiunis
(Process) MMuyAaINg (People) AU (Price) wazAUYamMIINITInTIMUNe (Place) dananan3nuaesnsing

Tudnuauasindnanievinuad (Attitudinal Loyalty) @3dannaediuanuidouuIAnued Hawkins & Coney
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