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Perspective of food delivery users on decision-making behavior

Use the application LINEMAN In Phra Nakhon Si Ayutthaya Province
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Abstract

The objective of this research was to study the views of food delivery service users on the behavior of the
LINEMAN application decision-making. In Phra Nakhon Si Ayutthaya Province in the field of technology adoption and trust
Including image and the marketing mix (4Cs) is a qualitative research. By doing in-depth interviews with a group of 15 key
informants specifically selected for the food delivery user group. Through the application LINEMAN. Who lives in Ayutthaya
province. They were aged between 15-25 years. The tools used for data collection were structured interviews. Check the
reliability of the data in 3 ways: 1) check the reliability of the information. (dependability), 2) confirmation of the accuracy of
the data (member checking) and 3) data triangulation, using a descriptive analysis model.

The study results of technology acceptance perspective trust image in terms of marketing mix, it was found that
there was a consensus on the convenience of using the service which was not complicated. Trust and the value in terms of

a reasonable price including a promotion in the promotion of a promo code (Promo Code), which is an incentive to
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continuously use the service. Therefore, LINEMAN application operator (LINEMAN) should pay attention to these factors
based on research results, which are consistent with the marketing model (4C's Marketing Model), that is, Customer with
regard to technology adoption Making customers trust as well as creating an image to meet the needs of customers. Cost
to maintain the value of a reasonable price. Communication-Convenience have good public relations communication on the
convenience of using the service.

Keywords: decision-making behavior, application LINEMAN, food delivery service
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Table 1 Summary of interviews about the consumer's perceptions of the service on the LINEMAN application

The image of the Personal communication totaling 15 people.

LINEMAN application 1 2 3 4 5 6 7 8 9 10 1" 12 13 14 15
Popular ViIiviI v | Vv | IV IV | IV ]x v v x v v v
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Premium level x x x x | vV | x|V |V |V x v v x v x
Global level x x x x x x | vV | V| x x v v x x x
Familiar ViV ivIiIvI v | v IV | IV ]V v v v x v x
Good quality service Vx| x| x |V |V IV | VI V|V v v v x v
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Table 2 Summary of interview about the decision-making behavior of the application Lineman (LINEMAN)

Decision to use the Personal communication totaling 15 people.

application LINEMAN

) 1 2 3 4 5 6 7 8 9 10 " 12 13 14 15

service

Trust Vi v v I IiIv |V IV Vv | IV | Vv v v x v v v
User-friendly design VIV I IVIVIVI IVIV IV I IV]V v v v v v
Suit the needs Vi s | v I IV IV IV |V | IV |V v v v v x v
Efficient service x | V|V IV IV ||V | V|V x v v v v v
Professionalism VIV VvI IV ]|x]| x|V |V]|«x v v v v v v
Delivery speed ViV v I iIv | v IV Vv | WIv | Vv v v v x v x
Shipping price Vi v v I IiIv|IivIiv | v | 6Iv | Vv v v v v v v
Promotion Vi ivi v I iIv |V IV Vv | IV | Vv v v v v v v
Application image vV I V|V IV IV |V ]|V | x x v x v v v v
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