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Abstract
Research on this subject is objective 1) To study the level of opinion on the elements of
a digital marketing strategy. and consumer marketing innovations in the Bangkok metropolitan

area and its vicinity. and 2) to study influences of Marketing Innovation Components affects to
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loyalty of consumers' online purchases in Bangkok Metropolitan Region. By developing a
conceptual framework based on concepts and theories. Digital marketing strategies and
marketing innovations, which affect loyalty in online shopping. Samples for this research is
People between the ages of 20 — 40 Year old live in Bangkok Metropolitan Region 400 people,
With the sample size calculation formula of taro Yamane (1973) at the percentage confidence
level. 95, Stratified sampling and Research tools is questionnaire and Determine tool quality by
finding the value IOC and Coefficient value Cronbach’s Alpha, Analyze data with the marketing
innovation elements that affect loyalty to online purchases with a multiple regression equation.

The results showed that:

1. Level of Opinion on Digital Marketing Strategy Elements and consumer marketing
innovations in the Bangkok metropolitan area and its vicinity very high level

2. Digital Marketing Strategy and Marketing Innovation can jointly forecast to the loyalty
of consumers in online shopping in the Bangkok area Overall, 62.90 percent statistically
significant at the level of .05. Digital Marketing Strategy and Marketing Innovation it has a positive
influence on the online shopping loyalty of consumers in the Bangkok metropolitan area In the
overall. Marketing Innovation (B =.561) It is the factor with the most forecast weight. And next

is the factor of Digital Marketing Strategy. (B = .278)

Keywords: Marketing Innovation, Loyalty, Online Products, Consumers
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Loyalty) fidiwalnenseionisgesn nsuuzihdudn uasnisadrsmuduiugsyerenissninauususiu
anA1 (Chen, Chen, & Hsieh, 2022) Tuusuvdl tnnisaanisdndudesdnwnazidilatsladeBanagns
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NFIATIENNTOANRENYAMLUUARENI (Enter Multiple Regression Analysis) ¥eanagns
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AustaaluwanIunmumuas wudn

2.1 #51@EUTennatlu AlAUAaIALAduLsazdIdeLudassranu naaaulasldaadf
2

'
=

Durbin-Watson #191nn15vagauaAl Durbin-Watson 3A1i1fiu 1.930 381 Durbin-Watson iailnd
(ufle T 1.5 81 2.5) agui anueaaedeududassandu

2.2 asradeutonnaniowu lnefulsdassunavideadudaszroy viededddiinniy
Multicollinearity lnen13m3179@8UA1 Variance Inflation Factor (VIF) wag@1 Tolerance lagdlinguainis
as19EeU Ao A1 VIF fusnzanlilnasiiu 10 wasAn Tolerance Hu desiiAannndt 0.2 win A1 VIF
11nN31 10 wag A1 Tolerance Waenin 0.2 wanaIwinn1Ig Multicollinearity sinlildanuisainnis
AATILVNITANNDENVAM 19 NaNITAATIZRARILARS
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wsnsndlunistedudeoulatvesiuilaaluanniurmamuas

Model | Nagnsn1snaInATTa WINNTIUNTAAN
Collinearity (X1) (X2)
Tolerance 423 423
VIF 2.362 2.362

21NM139 2 WU A1 VIF veafaudsBasenndadudienlaiiiu 10 uazd Tolerance 1asauUs
daseynida1uinndt 0.2 warliidilng 0 wanedn duUsBaszveanagnsnIsnaInfdvia wasuinnssy
nsnaafidamariemnuasindnilunisiedudooulativesfuslnalumansammuvuas nndududase
manu
A9197l 3 HAMTIATIZNNTaneENVAAYBINANSNNTRAIAATYA LaruTnnTIuNTmAInfidenasie
aruasininilunsdeduiesulavvesiuilaaluaansammamunsluninsi 1ned3 Enter

Uaduiidnun b SEp B t p-value
ﬂaqwémimmmﬁ%ﬁa (Xy) .350 .037 278 9.571% .000
YINNTIUNITNA0 (Xy) .638 .033 561 19.362%* .000

AR = 156 ; SEeqey = + .089
R=.793;R?=.629 ; F = 294.529. ; p-value = .000
waeLueg : *p < 0.05
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