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Abstract

The purpose of this research is to study the factors influencing purchase decisions to use food
order service applications of Generation Y consumers in the Bangkok Metropolis area, including the
Elements of Electronic Commerce website factor, an attitude of consumer toward the brand factor, an
Electonics Commerce trustworthiness factor, and Brand Image factor. This study is a Quantitative Research
which analyzed and concluded by using statistic approach, including Mean, Percentage, Standard
Deviation, System Equation Model: SEM. The data collection used in the analysis process is collected
from the questionnaire of the representative samples: 240 consumers in generation Y aged 23 to 38 within
6 zones in the Bangkok Metropolis area who experienced ordering food through applications. The result
of the study showed that most of the respondents are single female, finished Batchelor Degree, their
occupation are private company employees earning 20,001 to 40,000 Baht. Moreover, the most selected
Food Delivery Service Application is Grabfood Application, the consumers are ordering food through the
service 2 to 3 times per month, the most popular service time period is in the lunch time (12:01 pm to 2:00
pm) during weekdays, they are spending 200 to 400 baht per order, the reason for using the service is to
save traveling cost and time. The Hypothesis test results showed that the following factors sorted by
consequnce: 1) Brand Image 2) Elements of Electronic Commerce website 3) Electonics Commerce
trustworthiness factor are influencing purchase decisions to use food order service applications of
Generation Y consumers in the Bangkok Metropolis area with statistical significance at the 0.05 level. On
the other hand, 4) Customers’ Attitudes is not showing influencing purchase decisions to use food order
service applications of Generation Y consumers in the Bangkok Metropolis area and 5) Problem
Recognition influencing Post Purchase Behavior to use food order service applications of Generation Y
consumers in the Bangkok Metropolis area with statistical significance at the 0.05 level. All independent
variables could explain the level of purchase decisions to use food order service applications of Generation

Y consumers in the Bangkok Metropolis area at 30.4 percent.
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