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Abstract

The objective of this research was to identify the component of factors affecting millennial
consumer loyalty in purchasing food and beverages Via online platforms in the eastern region. This
research was quantitative research by using the questionnaire to collect the data from of 400

consumers who were the millennial consumers in the eastern region and bought food and beverages
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via online platforms. The samples were chosen by purposive sampling. Data was gathered by an
online closed-end questionnaire, which was tested in terms of content validity and reliability. Data
analysis was performed by exploratory factor analysis (EFA) to identify common factor and create
new component groups. The result revealed that factors affecting the loyalty of millennial consumers
in buying food and beverages through online platforms consisted of four factors, five groups of
components: one component of new marketing mix 4Es was online marketing mix; one component
of perceived risk was perceived risk in buying food online; two components of platform quality were
ease of use and information quality; one component of perceived usefulness was perceived

usefulness.
Keyword: Millennials, Online Platforms, Loyalty
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ArANLUIUTIUazaN (Cumulative Variance Explained) 1M1fiusosay 87.51 A1adfnla1usiuny
(Communalities) 8852113 0.77 f14 0.92 wazAminessUsenau (Factor Loadings) agjszming 0.88
f9.0.96 Fep9AusznoU 1 g Usznoude

naueunsTuiUsElevid dArauuususiu (Variance Explained) Wiiuseway 87.51 Usenausmiey
4 $uls Tnedudsnsldunaniosulunsdiomnshli Anyselominaduauagamnauns daniuin
auarluosdusznaunduilegi 0.96 famsadt 5

T'Jﬁ 20 aﬂ’uﬁ 1 4AIIAU-LUWIBU 2567 | 59



M13199 5 AmidnesAuseney (Factor Loadings) vaengumssuiuselevd

ns3uiuselevl iwitinesdusznau
msldunannesulunisdiomnsyiliiAnusyloviniesuauasaanauis 958
msldunannesulunisdsomnsilianusslovimssnuninusags 956
LupmsTidnTuiuunanrlesuseulaifinunainvany 951
wye s uLaawesueeulatiinyumanvians 875

aAUsena

NnraNTIaziteyasUszdndieis EFA uandliiiiuinlunassdusznovvestladodnase
arwfnilunmstesmsuasaiostuiiuunanesuooulatvesiuilnanguiiawuiies luwnniang fusen
Usenoudie 4 Yads 5 nquasdtszneu fil adedulszaumanaingalual 4Es Ussnoude 1 esdusznay
Jadusuinuides Usznauludne 1 ssdusznou Tadununimvastesnanisdndmine Ussneuludae 2
aaAUsznou way Uadunisiuiuselow Useneulude 1 esrusenau

Jadudrutszauninaingalal dEs 99nAIMUMIITIAUNTINLATUITeTATea WUt
fiosdusznauianun 4 osduszneu Tiun 1) mIwugiszaunisal (Experience) (2) nsrmusasiAfinne
(Exchange) 3) mimauauaﬂunﬂﬁ (Everywhere) Way 4) N15a319AU&NNUS (Evangelism) #8931n11A1S
Beszinaiaiadelsd159a (Exploratory Factor Analysis: EFA) uansliiiuimndemaiuasvioutiatady
wlasigadufealdanmnsosenngulanazanunsauunauaidls 1 esdusenau 99w 8 Jadau naalain
Fuslaelyienuddyfuanuianussiladlelivinnsdomnsinuunaniesuosularl Sanduddeifisuiu
Alddne waznanfidslusiudeduarduaiildsu wazduilardniinisdsemsiiuunanilesuseulay
dsieldfuuszaunmsailval 9 sademnnunassiesuesulaiinsdnlusludu wazfanssuazfumsnsedu
Tdmsiuiugsivegiane daaanadesiy Brian (2009) AlFna1nin nagnddruuszanmenisnaiauurlnl
\Hunnsufuyuuemnsnsnainanmstatundndasiundinisdeansiuilafuslan daduwudaigadu
‘Ui%ﬁ‘uﬂ’]iﬂjleEJQE:\TU%Iﬂﬂiumi%aauﬁﬁ mﬂﬁm’mﬁﬂﬁ@ﬁﬂmﬁﬂmaq%uﬁﬂmqﬂﬂdﬂiﬂﬂw AILEINITOLUNNT
pevAUDINAYANAT Waznisaiieianssu ey iguilaanateidudiunilveansidud lnsgsiades
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osAUsznou IHuA 1) Anadeasunansiam (Product Risk) 2) AutdBsf LAY (Financial Risk) uay 3)
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arwfiananafienaifintu wu anudsstemsldsuemsilinssiutoyauuiiudi vieomsiidaneiad
anunmitlinsstudoyadisuldudsly ‘Vii’e]i%lllﬂmﬂ%ﬂiJﬂQ’JﬁIMﬂ’]iﬁﬂﬂUE)’]W]iVliﬁ]iU%W‘NEJW%“I“UL’Jﬁ’m’m
muummsamam‘v]mmuiuiamuﬂmmLﬂuamamLﬁmmmm viefAntuumindanudsminte vioas
mﬁmaLaamammfmmau’tamwmﬂmasl,wml,aamn%maamimmau%mwﬂmﬂqumﬂssm nsnaula
Falé (Amin & Dewi, 2021) &3 Khasbulloh & Suparna (2022) lénaai Auanansalumsiuiaudesly
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