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Marketing mix that influences loyalty

Si Yaek IT Group Ltd. of consumers in Krabi province
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ABSTRACT

This research article aims to study the influence of the marketing mix. that
affects loyalty to Si Yaek IT Group Ltd. of consumers in Krabi province The sample
population is Population living in Krabi province who have purchased products from
limited partnership IT Group intersection, number of 400 people, Marketing mix factors
product side give the most importance to having a product warranty, with an average of
4.52. Price is given the highest level of importance. The price is appropriate for the
product quality with an average of 4.49 Distribution channel Giving importance at the
highest level is The location of the store is convenient for travelling, with an average of
4.58 for marketing promotion. Give the most importance to advertising stores through
various media, with an average of 4.28 In terms of people, respondents gave the
highest level of importance to employees being attentive, enthusiastic, providing quick
service and having enough employees to provide services, with an average of 4.60.
Process side The highest level of importance is given to having a product presentation
process that is systematic, clear, easy to understand, and meets needs with an average
of 4.58 in terms of physical components. Giving importance at the highest level is The
store has adequate lighting with an average of 4.37. Loyalty in all 3 areas has an
average of 4.40, at the highest level. and from the hypothesis test All 7 aspects of the
marketing mix influence influence on loyalty. limited partnership IT Group Intersection of

consumers in Krabi province Statistically significant at the 0.05 level.
Keywords: Marketing Mix, Loyalty, Mobile Phones and Accessories
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