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ABSTRACT

The objectives of this research were to study behaviors and levels of
satisfaction with the online marketing mix. TOPS loyalty level Marketing through Tops
Online and the relationship between online marketing mix factors That affects the
loyalty of consumers who buy products from Tops. Marketing through Tops Online
Chiang Rai is a survey research. quantitative data analysis Data collection using
questionnaires The sample group of people who have used the service from

Tops Market through Tops Online, Chiang Rai, 385 cases.

The results of the study found that most of the respondents were female. Age
between 20-30 years, education level, bachelor's degree, occupation, private company
employee monthly income 10,001-20,000 baht, marital status, and has 3 members in
the household. There are online purchase channels of Tops Market through
applications, including Tops online, and devices for using the Internet, such as Mobile

Phone/Smart Phone.

The behavior of consumers who buy products from Tops Market through the

Tops Online application found that the majority of respondents Purchase products
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from Tops Market through Tops Online, in the category of vegetables and fruits, with
reasons for purchasing products from Tops Market through Tops Online, namely
reducing the risk of the COVID-19 epidemic situation and frequency. in purchasing
products from Tops Market through Tops online channels 1-2 times per month. Market
through Tops Online, which is during 12.01 - 16.00 hrs. receiving information for making
a purchase decision from Tops Market through tops online from a person or
source Most of the information was obtained by self. for the value of Each purchase
from Tops Market through Tops online, most of which are valued from 501-1, 000 baht.
The popular marketing campaign of Tops Market through Tops online is buy 1 get 1

free, extreme discounts and payment methods. by credit card debit.

Level of satisfaction with the online marketing mix of consumers who purchase
products from Tops Market through the Tops Online application channel The
satisfaction level was at the level of satisfaction with all factors. Sorted in order of
average from highest to lowest as follows: (1) marketing promotion (2) privacy (3)

personal service (4) distribution channel (5) product and (6) price.

Online Marketing Mix Factors Affecting Consumer Loyalty in Purchasing Products
from Tops Market through the application channel tops online Statistically significant
at 0.01 level, there were 4 factors: (1) distribution channels (2) marketing promotions

(3) personal service and (4) privacy.

Keywords: Online Marketing Mix Factors, Loyalty, Tops Online Application, Tops Market
Chiang Rai
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