NTNAVRIEINUTLEUNNITNAIAUALAUAINTIFUAT NEINaADNTT
andulagefudia sy duuuundiies Tuearie COVID-ow
VBINFUANANMIYIINOU AN IndyMIUTINNG

The Influence of Marketing-Mix and Brand Equity on the Decisions
to Order Japanese Food Delivery of the Working-Age Customers in

Samut Prakan Province during COVID-19 Pandemic
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Abstract

The purpose of this study was @) to study the level of marketing mix and brand value that
affect the choice of Japanese food delivery products in the COVID-e« era among working-age
customers in Samut Prakan province. ) to study the influence of the marketing mix and brand equity
that affect the decision to purchase Japanese food delivery products in the COVID-e« era among
working-age customers in Samut Prakan province. The sample group used in the study was the working

age population @& years and aver in Samut Prakan province who has experience in using the Japanese



food delivery ordering application the exact number is unknown. There was a total of &bl

respondents using convenience sampling. The instrument used in the study was a questionnaire.

The results of the study found that the top en marketing mix factors with the highest average
opinions, in order from highest to lowest, are consumer costs, followed by consumer needs and
convenience of purchasing. And the brand value factor with the highest mean level of opinion, the
top en, in descending order, is the connection with the brand. Brand awareness and brand loyalty and
found that factors affecting the decision to purchase Japanese food products for delivery in the COVID-
e« era among working-age customers in Samut Prakan province has lo factors: brand value factor in
terms of brand awareness and the brand value factor of connection with the brand affects the choice
of Japanese food delivery products in the COVID-e« era among working-age customers in Samut

Prakan province.

Keyword: Decision, The marketing mix, Brand equity
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