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Abstract

This study aims to develop online marketing strategies for Company A to
achieve brand loyalty through a mixed-methods approach. Quantitative data were
collected through a survey of 400 online customers, and linear multiple regression
analysis was applied to examine the influence of online marketing mix factors on
the purchasing process. Qualitative data were obtained through semi-structured
interviews with six managers and department heads responsible for online marketing,
and a SWOT analysis was conducted to assess the company’s strategic position. The
findings indicate that key online marketing mix factors influencing the purchasing
process include price, promotion, personalization, and privacy. Additionally, product
quality was found to have a significant impact on purchasing decisions, suggesting
that product assurance can mitigate customer risk and enhance confidence. Based on
these findings, Company A’s online marketing strategy to foster brand loyalty should
focus on offering competitive pricing and promotions with strong value propositions,
implementing personalized marketing strategies, expanding into international markets

by optimizing delivery systems, and strengthening data protection measures.

Keywords : Marketing mix / Purchasing decision / Online marketing strategy /
Brand loyalty
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