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Abstract

The research aimed to study marketing innovation factors affecting brand loyalty and
utilize them as a guideline for developing cleansing and disinfecting products in customer
mind. Focusing on marketing innovation factors of a cleaning and disinfecting products
manufacturer and distributor in Phra Nakhon Si Ayutthaya province, the researchers
implemented a mixed research method approach. The data were collected from 400 samples
through questionnaires, and 10 informants through interviews. The data from the questionnaire
were then analyzed by using multiple regression equation analysis while the interview content
was transcribed verbatim. The result indicated that only four factors presented a statistical
significance at 0.05, and they were (1) the products’ unique proposition: neutral pH value,
virus-killable capability, and no residue, (2) market focus concerning differentiation, service,
trust, and social responsibility, (3) product variety in terms of cleanliness, safety, and suitability
for use, and (4) integrated marketing communication and brand loyalty establishment are the
main factors to be concerned when developing marketing innovation for cleansing and
disinfecting products that affect their brand loyalty. Hence, the development guideline for
marketing innovation application for this product type is 1) create unique proposition 2) commit
to all promises given to customers and society 3) create differentiation, comprehension, trust, and
binding 4) increase product varieties based on customer behaviors, and 5) implement integrated
marketing communication and tools for sending accurate information and interacting with customers

in a real-time manner.

Keywords: Marketing innovation, Brand loyalty
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