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Abstract

The objectives of this study were to: (1) Explore the working people’s
opinions toward their Perceive new normal life, marketing factors
according to the concept of 4C and the decision to order food
delivery service. (2) Analyze the influence of Perceive new normal
life, marketing factors according to the concept of 4C on the decision
to order the food delivery service. The tool used to collect the data
was a questionnaire were examined by qualified experts the
reliability value was 0.753.the 200 samples which was randomly
chosen by using a convenient sampling method. Statistics used the
descriptive statistics consisted of frequency, percentage, mean,
standard deviation and inferential statistics such as multiple
regression analysis. The hypothesis test was at the statistical
significance level at 0.05.The study found that most respondents
were female, Aging 51 years and over, the average monthly income
level was 15,001-30,000 bahts and holding a bachelor's degree.
Overall, the respondents mostly perceived about their new lifestyles
and it was olds found that the respondents had the highest opinion
toward each element of marketing factors according to the 4C
concept for.

Regarding the hypothesis, it was found that the Perceive new normal
life did not affect the decision to order the food delivery service. While
the marketing factors according to the 4C concept affected the
decision to order the food delivery service the second discovery was

consistent with the proposed hypothesis.
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