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Background
The growth in mobile communications is a significant 

reason attributed to the O2O commerce explosion in Thailand. 

Mobile applications have seized this opportunity 
adapting it to restaurants and food delivery services, 
recognized as an alternative strategy to increase sales revenue 
and for consumers to conveniently receive products and 
services

According to an increasing usage of online food 
ordering, food delivery service is the main service which boost 
more revenues for both normal restaurants, chain restaurants 
as well as food delivery service providers

The food delivery market in Thailand is dominated by 
five main players: GrabFood, Foodpanda, Robinhood,Gojek and 
Line Man
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Research 
Questions

Does the promotion coupon result a change in 
consumers behavior?

Which food categories do the consumers tend to wait 
for the promotion coupon?

Does the design on food application plays a significant 
role on user’s perceived price sensitivity? 
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Objective
To study the impacts of launching 
promotion coupons and price sensitivity on 
consumer behavior

INTRODUCTION



OBJ
INTRODUCTION

First

● To identify types of user-interface that whether play a 
significant role or not

Second

● To identify types of food that sensitive to 
customers’ perceived value

● To explore characters
○ Food ordering  behavior

 

To study the impacts of launching promotion 
coupons and price sensitivity on consumer 
behavior

OBJ



Significant of the study
Guidance to the online food platforms on how they could 
find the right strategy moves response to sensitivity of 

consumers

INTRODUCTION
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Effect of coupon on consumer 
behavior

People prefer discounts 
formatted in Dollar terms over 
those presented in percentage, 

as a percentage discount is 
believed to be a more 
computational format

Coupons work as a 
stimulant that lift 

customers’ mood, leading 
them to increase 

expenditure.

Heilman et al. (2002)

Brand/Product-specific 
price-based promotion, 

coupon redemption leads to 
purchase acceleration

S. Montazeri et al.,2020 Bawa, 1996; Neslin et al., 1985

Effect of coupon on consumer 
behavior

Literature reviews



Food Types that is sensitive 
to sales promotion 

Some kind of product, consumers are more 
psychologically 

Some kind of product consumer behave rationally
 (Luong and Slegh, 2014)

Product suitable promotional strategy is required 
(Kempf, 1999)

Literature reviews

Food Types that is sensitive 
to sales promotion 



Food delivery application user interface 
attributes and the effects upon the 

user-experience

Identified 5 essential application quality attributes 
included ease of use, reliability,information quality, 

information scope and aesthetics based upon 
user ratings of well-being mobile apps

A Quality attribute, “design” represents logical 
structures of mobile apps involving usability, 
understandability, and operability that users 

need to put effort into in order to use

Yang et al., 2004 Handelm,2011 Kim and Hwang, 2012

The importance of mobile app design 
especially in the e-commerce environment 

where users expect to finalize all 
searching, ordering and purchasing 

processes in a few clicks.

Food delivery application user interface 
attributes and the effects upon the 

user-experience

Literature reviews



Questionnaire

1. Demographic Factors
2. Ordering Behavior
3. Ordering with coupon available behavior
4. Food Categories with willingness to wait
5. Promotion tools behavior ( Five Type Likert scale)

a. Minimum spend
b. User-interface on application 

Questionnaire



Framework Theoretical frameworkTheoretical framework
Intertemporal Choice 

Intertemporal choice is the process by which people make  decisions 
about what and how much to do at various points in time when choices at one 
time influence the possibilities available at other points in time.Intertemporal 
choice refers to decisions, such as spending habits, made in the near-term that 
can affect future financial opportunities. These choices are influenced by the 
relative value people assign to two or more payoffs at different points in time. 
Most choices require decision-makers to trade-off costs and benefits at different 
points in time.

Use as a strategy for marketing decision-making which 
comprises Product, Price, Place, Promotion. In order to analyze 
the whole waiting decision behavior.

4Ps Marketing Mix Theory

Category

Product

Price

Place

Promotion

Definition

A product refers to an item that satisfies the 
consumer’s needs or wants which may be 
tangible or intangible

Price refers to the amount a customer pays 
for a product

Refers to providing customer access
(food application platform)

Promotion refers to marketing 
communication



Framework Theoretical frameworkTheoretical framework

The law of demand says that consumers will respond to decrease or increase in prices of goods and services. (other 
things remaining constant), but law of demand explains only the concept of change in prices of goods and services effects its 
demand, but does not explain to what extent demand changes if prices of goods increase or decrease. The degree of 
responsiveness or sensitivity of consumers to a change in price is measured by the concept of price elasticity of demand If a 
small change in price is accompanied by a large change in quantity demanded, the product is said to be elastic (or 
responsive to price changes). The opposite also applies; a product is inelastic if a large change in price is accompanied by a 
small amount of change in demand. 

Price elasticity
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● Pr(Y = p) is the probability of consumer who ordering food via online food application , where 
p=0 when respondents don’t wait , p=1 when respondents are waiting for promotion coupon.

● Dpi  is the demographic factors that are consisted of gender, age income, occupation
● Spi  is the ordering food behavior that are consisted of online ordering frequency and spending 

amount 
● Cpi is the food categories preference which we categorise into 39 types of food
● Ppi is the promotional tools

Methodology

 Pr(Y=p) = Dpiβ*p+Fpiδ*p+Cpiη*p+Ppiκ*p+ε i

; i = 1,...,342 , p = 0,1
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DATA & VARIABLE
DEPENDENT VARIABLES 

Factors Variable Definition

Waiting Decision Yp Have you ever waited for promotion 
coupon, when you’ve already known what 
to buy?
(Waiting = 1, Not Waiting = 0)



Variables Variables Title Definition

Demographic 
Factors

(Di)

Gender (Male = 0, Female = 1, Alternative gender = 2)

Age Age of the respondents
(Less than 20 years old = age_zero, 20-25 years old = age_one, 26-30 years old = age_two, 31-35 
years old = age_three, 36-40 = age_four, 41-45 = age_five, More than 45 years old = age_six)
(If one is being that age range = 1, otherwise = 0)

Income Income of respondents
(Less than 15,000 = income_zero, 15,001 - 30,000 = income_one, 30,001 - 45,000 = income_two, 
45,001 - 60,000 = income_three, 60,001 - 75,000 = income_four, more than 75,000 = income_five)
(If one is being that income range = 1, otherwise = 0)

Occupation Occupation of respondents ; Students, Private Employees, Government Officer, 
Business Owners, Wifehouse, Freelancers,Etc.
(If one is being that particular occupation = 1, otherwise = 0)

DATA & VARIABLE
INDEPENDENT VARIABLES : DEMOGRAPHIC FACTORS



DATA & VARIABLE
INDEPENDENT VARIABLES :  ORDERING FOOD BEHAVIOR

Variables Variables Title Definition

Ordering food 
Behavior (Si)

Online ordering 
Frequency

Respondent’s ordering frequency via food application ; 
1-2 times a year = freq_zero, 3-6 times a year = freq_one, 1-2 times a month= 
freq_two, 1-2 times a week,= freq_three 3-6 times a week = freq_four, Everyday = 
freq_five. 
(If one has orderinging behavior at that particular frequency = 1, otherwise = 0)

Spending Amount The average spending of respondents
(Less than 100 Baht = spend_zero, 101 - 300 Baht = spend_one, 301 - 500 Baht = 
spend_two, 501 - 700 Baht = spend_three, 701 - 900 Baht = spend_four, 901 - 
1,100 Baht = spend_five,  1,101 - 1,300 baht = spend_six, more than 1,301 = 
spend_seven  (If one has ordering behavior at that particular frequency = 1, 
otherwise = 0)

Flash deal Frequency Respondent’s ordering from flash dealvia food application ; 
Respondent has ever bought food from flash deal ; never bought = flash_zero, 
at least one time = flash_one  (If one has ordering behavior at that particular 
frequency = 1, otherwise = 0)



Variables Variables Title Definition

Food Category 
Preference Factors 

(Ci)

    Food Categories Respondent is interested in/ normally buy that particular food  
category through online food delivery platform ; total number is 39

DATA & VARIABLE
INDEPENDENT VARIABLES : FOOD CATEGORIES PREFERENCE



DATA & VARIABLE
INDEPENDENT VARIABLES : PROMOTION TOOLS

Variables Variables 
Title

Definition

Promotional Tools 
Factors

(Pi)

Minspend “I think the small minimum spend  influence you to wait for coupon” Opinion (Mostly disagree = 0, 
Disagree = 1, neutral = 2, Agree = 3, Mostly agree = 4)

Reward “I think Reward influence you to wait for coupon” Opinion (Mostly disagree = 0, Disagree = 1, neutral = 2, Agree = 3, Mostly agree = 4)

UiTime “I think if the application tells accurate time when food arrived influence you to wait for coupon” Opinion (Mostly disagree = 0, 
Disagree = 1, neutral = 2, Agree = 3, Mostly agree = 4)

UiProcess “I think if the application has a banner that tells exactly the time when food arrived influence you to wait for coupon” Opinion 
(Mostly disagree = 0, Disagree = 1, neutral = 2, Agree = 3, Mostly agree = 4)

UiPic “I think if the application has a picture for each menu  influence you to wait for coupon” Opinion (Mostly disagree = 0, Disagree = 1, 
neutral = 2, Agree = 3, Mostly agree = 4)

UiCancel “I think if the application has a cancel button influence you to wait for coupon” Opinion (Mostly disagree = 0, Disagree = 1, neutral = 
2, Agree = 3, Mostly agree = 4)

UiCoupon “I think if the application has a coupon banner that tells the available coupon you can use influence you to wait for coupon” Opinion 
(Mostly disagree = 0, Disagree = 1, neutral = 2, Agree = 3, Mostly agree = 4)



With 342 ordering food online people 
who use food delivery application

400 obs.
By using Google survey and offline 

survey

DATA & VARIABLE
DATA COLLECTIONS
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Result



Result

Cooked to order (-32%)
Frozen Yogurt & Ice Cream (-24%)
Noodles(-15%),Shaved Ice(-39%),

Small Bites Snacks(-17%),Others(-27%)



Result

The example of GrabFood Coupon



Top 10 Food 
Categories
Respondents 
Willingness 
To wait

Result

36.36%
Of male respondents have  ordered food due 

to promotion even they’re not hungry



Result

Top 10 Food 
Categories
Respondents 
Willingness 
To wait

44.79%
Of female respondents have ordered food due 

to promotion even they’re not hungry



Most 
Used
Food 
Application

Result

34.01%
Of respondents from platform “Grab” have ever chosen 

restaurants from coupon conditions
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Suggestions
Conclusion

Launching promotion coupon with small minimum spend could attract 
consumers for using coupon and also encourage consumers to order 
from partner restaurant  ( the group of restaurants that join campaign)

Improving fundamental user interface such as time,picture and process 
telling for reducing price sensitivity of users as well as increase customer 
experience

Increasing flash deal promotion and promotion coupons that match 
consumer waiting behavior or the right target options with the right food 
categories to attract both new and existing customers



Limitation
Of
Study

Led to deviated results from 
the normal situation

Uncertain ordering behavior 
during COVID-19 situation

Conclusion

Led to deviated results from 
the normal situation

Time Constraint
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