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Customer Touch Points Affecting Intention to Re-order Foods via Online Food-delivery
Platforms in Bangkok
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Abstract

The objective of the present study is to examine the relationship between satisfaction in customer
experience obtained from customer touchpoints and intention to re-order foods via online food-delivery
platforms. There are customer touchpoints in purchase process, including application/ website design,
privacy/ security, payment transaction and delivery. Data was gathered by online questionnaire distributed
to 410 consumers who have ordered online food delivery in Bangkok. The results are explained by
descriptive statistics and inferential statistics by using multiple regressions analysis. Most of respondents
were female, 20-30 years old. They also held a bachelor’s degree and worked in private companies. Their
average monthly income were 30,001 - 40,000 baht in average. Most of respondents use mobile phone to
order online food delivery. They ordered online food delivery 2-3 times a week with an average cost of 101

- 200 baht. The findings also pointed
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out that they tend to order food for lunch meal the most and, in addition, the main reason to order online
food delivery is they do not have enough time to go to the restaurant. The results show that payment
transaction, delivery, and application/ website design, are positively affecting to re-order intention in

descending order, with a significant difference at 0.05
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