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Abstract

In recent years, Thailand has entered the era of Industry 4.0, making companies or consumers
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faced with changes brought about by technology. The traditional business model has also been
disruption, and many companies have begun to face the problem of declining sales and customer
numbers. In order to understand the needs of consumers, companies have to adjust their business
practices to 4.0 era operations. Therefore, the integration of digital technology and scientific progress
has provided us with a new way of life. As technology plays a role in all fields, marketing reform
and consumers are important issues for all enterprises, and it is absolutely necessary to act. In
order to succeed, it must go through an efficient process and always respond to the challenges of
change. This is an important skill for mankind in the 21st century and Thailand to develop in the
era of smart industry 4.0. Digital marketing is a form of online shopping through the Internet and
an application platform or service that uses digital technology, including digital media such as
mobile phone applications that display on-screen messages for advertising. Therefore, this article
explores the perspective of consumer behavior and scholars’ research on Thailand’s digital mar-
keting strategy in the industry 4.0 era. This article conducts empirical research by means of online
survey.
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1. 51§

B LR BOR BB AR, I 75 2B A NATT ARG o AN AT Bk i —HB 73 2022 [V 2 2
TEH M A 2, FeE e I L] O &0 85%. Rl aE e N 4T AR A 36 77 =t
KT ERIAN, T RERCTE RIS £ 2020 £E28 [ 25 M- 6 A I8 2 70%,
HHGE 2 v T AR 2 2R . BRI, T DMk 4.0 I ARZR [ B E B AR BT A —— 2 T AT N A
JER) o BA A . ASCEE S [ A SCERAJAE AR, S E N AT ES 4.0 ’ACRES . 2R0HT
FOIRDL, 75 H 28 1R 8078 B B AT 5 R T T4

2. HFRRAERTHTAEHREN
2.1 TIAEHEDR 4.0 R

1) E44 1.0 AR (Product Centric): EANINITFAG “ B AT AR AT RS s AT AE TS T 20
BRANTELR AR BN, B ERAE (E-mail) R PR O SO R IR T RRPE[L]. 4P R E RS ERIS TS i
(product). 4% (price). #<iE(place). fiE4(promotion). L K4
o PR R FARME R SRS A T, B REOE R B AR Y H AR A
o fid%: WEMMEMERSE Y EN . BTV EHT IR, HEROZ RN, BE SR T
XA B2 T 2.

o RIE: FIER LA R RE S %, IR i A BUUUAC H AR AR -

o RS WM I RAATSS . (RIS TR, BT S S I S e U 2
X TAE BRI ABESERMIEEIT RN,
2) "B 2.0 WAL (Consumer Centric): ¥ 93 FFUREE LM 4% AT AE LTI AR, X — fF IR K R It
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AT

T EBIRIES . K2 B NS A (Social Media) By —Fh At 158 371 2 A8 ST 45 IR 2% 1) T
H[2]. Frbl, LA A~F L, 4C 453848 % (Customer) . A< (Cost). {# Fi (Convenience) fl74 i
(Communication). LA F%1:

B FEORGEMPE TR, SATHE T 2 E R AT 98 5 178

A RASTE AU, TR B B E MRS A SR AR BT 3% 3 A

fEF): DAUTIR 2 IRE, NEE R TR A ERIE . TR R R RS AR 2 R
EWRT G

I VLU R FRAPGE . Hh s AR RS,

3) =4 3.0 I AC(Human Centric): i FIAL AL H 550 15 3 A Hs B0 RAE B A 52 BEAR AT L7 i 55

KI8T E TR, MHE BT, fik. oAb, DLEIEERT DL AL 2
SRR ST o TR P I I e TR R a7 9 2 4R B ST o

4) B4 4.0 B4R (Marketing Technology Centric): TEIX AR, B AR R R — DR T AN RMEH

FHE N B0 B =i bR, B&E B EAIRE /1. L BA HLRE B L T S A O R, R
HI(Aware). Lf#r(Appeal). ] (Ask). 17 sl (Act)FI{f4 (Advocate) [3] [4]. LA FF1:

JEAT: Al ST DL AR SR . WSt B AR 2 T SR URIE, ik A RS2 A RITE S A AT 1% S A AT T
Ko

Ufay: S SR ARG BARSZA, AT BRI & mide) T o SOWE R VA .

IRl W PH RN WA 01 B IRANAL S IRt o IAE VT 25 it RS FH s e 25 ok 355 Bl ] 5 1)
SN E /K -

T80 2T ORI, AR KSR PRI %7 fh R B E I, AR R DR I S i
Py A D HAE > AR SE(LE 1),

» Marketing Technology
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Figure 1. Characteristics of marketing revolution
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2.2. REIWFEHEKOIMR

BEE Z E BN B AT 2R 4.0 KIBEUR, X —BALE A QU R A T AR B Z A AT E S 7 T
e KRG ZRE 4.0 X EZOE— DB E S . NP (1.0 BHY), RFEHTY
Frelk(2.0 BHAR)IZ B R ERIAR, BIXEET KRR —MIEKE. BB 3.0 BH1X),
B, RFEANCLEIHONE RINE TR B —E, S REATFRZ AT 4.0 KHAR[5] [6]

I A AT [ B A I AR AR A AT R0 A B e AR R R, AR A N A TR AR BT R ROAE ELER
B, &R IR (Internet) (i & 3R B2, GRS E 7],

FEERBHASE =, (RiEid sk /e ) s 2 B U5 5R 4L T Rl. £ 2018 4F IMD H 74+
T A, FREITE 140 ANME SR HEAL S 38 A ARFRAE T T B A B E A . B i
AIRKMH OW%. HEEFHEE, FRlZsm RIS, — AN, B8R 7B S0 R 78 i kA
B E BT ROR . LA TR B R [ A AU SRR . B AR AR BT R RE, T HLER
ZHCERE O SRS B . bR BT DAHER T, AR, R BRI R

b= b B B R R BT AW AR A B 24 7. AR I 2 RG], & @ M E BATEEHA
(ICTYTI R TR N T IRIEEFE PR Lo 5 A3 1) #Rek#fF Hardware & Smart Device; 2) K
# Software; 3) i IHE AR Communications; 4) #7 /x4 Digital Service; 5) #1 A% Digital content. H
AT, REHEAVARE IR, A RER . KEERZE R E . RESRIERE . AR Z R
E K, AWIEK KT B RGBT 2.

HAl, 7RSI IR IE B 5, TFARIE RO FLIP T b 454 B 245 BT 5 44, LUBT
17 NG H AT ER, B (Tik-Tok) 2 F AL, SNy E SR MEL 2 BT EEE.
SPTH T R A 2 A R AR 5 20 Y (viral marketing)i#a i 2 R 7E Facebook kAR, LS IH AR ME & 3
BRI SESEE N [8]. F 2020 4, FRAVFFLATEREHE BIVF 2 5 M ILAE [ R TS5 b [B] V3 55 2R AFE 2R 1A,
BLREAS TR A A NG, B AE S SRR 5% RN i 5 (Touch Point)#E4T 2 1 AR 561Xl .

3. REIHHBEIT AT S IVR

TE et i 98 R4 5 2 [ 28 AT o i W _EIPIiE sAAn osRe s, AR, 2% 1 LR R
JR B A S BRI &, JF OB NTH RGN 5. Wi, REERET N “NE” &5
IRAEREE = HIHE, & E 83.6%. F i FHEL Y LLES 74.2%0 Lol fr 5428 — . ZR Y 2
F EENBT S A A B, A 7EM A6 9 5 21457y 1000~8000 Zk[9].

Z IV 2 5 I D B e A R 2 3 AN & I = 2, LAZADA. SHOPEE #i1 JD CENTRAL V.
70% 12 [ V8 9% 3 d5 i 5 1 U F & 4 LAZADA FlI SHOPEE, LI A 4 A8 A4 (6 1%) Fl 48 2% 51 2£(38%) -
REMRE G 66% G a6 LY, T4aikT5K NG 44%. FACEBOOK & e fif- i 38 7 45 12
1H(68%) INSTRAGRAM HEA 5 (15 13%). IXLL- G2 mill LIRS, X AR [ 238 AT N .
TT%I1 22 E W 3 oAb A R I AHERE T i%7 e ST R IR 3 AN FKER AN 24%).
INFLUENCER §2Mi 2 (5 19%) F I A (5 12%). 2= [E 3 9% & 1 i =40 F & 4% FACEBOOK .
YOUTUBE. INSTRAGRAM. TWITTER. LINE %%. 7F 2021 “EZ&E A& #H YOUTUBE &8k 4 5128
18 fiz.

FEW E0PAT 75T, B B LS O, RS e T S L, DU BT R
BRHMEAT U ARER, =02 —MEBANCEEN L#TEMZ Y. £ 2021 F2=2EH A
FACEBOOK M NrE 4 3kHE4 55 8 A2[10], tnl 2 Fros. R, e 500 1 L0l ) B e e g JE U,
AT B 2 E B AL, IR B TN S i R LT SRR E A SR ) R [11] -
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Al FACEBOOK REACH RANKINGS

2021 COUNTRIES AND TERRITORIES WITH THE LARGEST FACEBOOK ADVERTISING AUDIENCES

# COUNTRY/TERRITORY REACH # COUNTRY/TERRITORY REACH

01 INDIA 320,000,000 3. 11 PAKISTAN 40,000,000
02 US.A. 190,000,000 Z 12= TURKEY 38,000,000
03 INDONESIA 140,000,000 ) 12= UK. 38,000,000
04 BRAZIL 130,000,000 Y 14 COLOMBIA 36,000,000
05 MEXICO 93,000,000 19 15 FRANCE 33,000,000

PHILIOOINES 83,000,000 .5 16= ARGENTINA 31,000,000

VIETNAM 68,000,000 4.6% 16= ITALY 31,000,000
THAILAND 51,000,000 2.0% 18= GERMANY 29,000,000
EGYPT 45,000,000 3% 18= NIGERIA 29,000,000
BANGLADESH 41,000,000 . 20 MYANMAR 27,000,000

7
ATIONS OF DATA PUBLISHED IN FACEBOOK’S SELF-SERVICE ADVERTISING TOOL N 202 OTES: ONI LDES COUNTRIES AND TERRITORIES WITH POPULATIONS are CO)| H t t e
EOPLE ADVISORY: *REACH MAYNOTREPRESENT UNIQUE INDIVIDUALS. @ C( RIBILITY ADYISORY: BASE CHANGES §Ocial ootsuite

KiH: We Are Social, (%7 2021 F4k+5)  (Digital 2021 Report).

Figure 2. Facebook ad reach ranking

[&] 2. Facebook & B EFHR

EEET I, R 4.0 BT FIEETE Dk 7 AR EIH BE G T HBCEEOR, RIS 2 AT e
R B S AR D, ST HRIE BTG & RS T R KRS ) LA RITUE TARE RIS . X
S TR SR A5 22 [ S B AT R AR T RN, JE I 1) BN DR ELR A A R gS . HRXR L aiE K
R RE N EmA[12].

4. REBFEHEROLRES

7EZ2[E “Thailand 4.0” 5((ZEE 4.0)—iAdEH AT BFAHE S T OIH LSNPS G
FEAAAUE 4.0 FHC, F7E 5.0 IF, 6.0 ML, 7.0 RHR4kEER JE . FRiAN R —PIHACH] B2 Bl s
BEAR, TR EB B FES, TUe R AR R EE SR JR0 ARG B e R A& LX)
B S B He 2 B ERA 1A 501 5 3 T s

K7 S B R 3 e IR X 5 3 S TR R 2 — o I R E 2R AR DA SRR, DU
HRF MR, R RE 2RISR 55 Ml B LR ERIE T 4, ORI ER I BT R K
Bal, AR TR GRS LA S b T AR SR AT . DA SN ZR E S 5 R R I A G A
VRIS S o BURF B ERAE B Z T KA 58 2788, i S S B e I ARG, Uiy 2 e
AT [13] [14]. AR
o IRZEEATVV: {8 B8 % 5| 2 7E 44 (SEM:Search Engine Marketing)i#E4T A " 51 1 R 405 ), 2B ZE LA N

SEE E R G T 5T G S 5 SRR 5 R Sl R 1 o K A TR 4 ks T AR B 7 R BN

HE
o MRS A FH AR, WS A EE EE SEAAN A R AR B S S (Virtual Reality) 2 Wi 25 .

RIS R AR IR, WA= AT KSR, AT DU KB 1 B B4 X A2 B 5 s 1) 444
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EREWIE S

o JRdEML: PREFRGREE, JFRATRENTEUE R E RN mEEARIRITA S DA B O RN e
FACI AL 5K

o RETML: AN ANE DU GV 2 /K . DUEH 2 F AT O EINMEL, S A AT IR %
R, W A 2GR E AR BRSBTS, IR RSEH ALY, BURSI T )
J 5 AT LA R I R 7

o SRV SEDVE T AR ZINETTRE, DA TERBMAIENRN . 13 IEZR T
BRAT I I _EARATHRRE 24 /N REIN 0ERYK,  FRAISORI AR 55 . HRAT %0 /7 FEAE &5 0 BEAS T -4
KON T o WERANBEIE N AW AL K TARIREE, S RMLADH I W SE R R Al 8 G Fe A 40 58 5 0t
MNEAR L, BT, Tk 4.0 WEMTAARE BRI, KA TERESI AT EH[15]. 5.

A AR BRI SR (Virtual Reality /VR)SKEEA G R R i 5 2, AE R A7 LIS =2 ik iy

b, ARAE AT SER A Bhia il o S IR S G M T RT DASR (3t B L OV B R . SEORS A AT S SR 1Y

Al . A5 9% H IRAGAL 360 SR REAIAEE, BISIER ST, I 2 AR 0 EFIEEE[16]. =4 F AL

BUSEEARAE R B T T, T AR B B 0wl I i S 047 O 55 I VR ARAR B6 . BRI, B SRAR

—A RN E N, R ESE RIS . BT EORIIRE D KR, . AP

TrAIARL, BB DL AN, A5 5 Aol ZTR L pAY A B e DA AR

5. BNuEEHM RERFE RSB
5.1 HMEEHRMA

SO S A AT E B U 3, IX SRR T LUK R AR 2 =) b5 7 R4S AR e BRI T
IR, SHERERG KRN B EITEN, AR S T EmE N IRES. BN
KN, AATIE TS 2 O B A AR K M 77 -

SOMIEEHIE R MR E SR HZBREHSNEERH. KZHIRmEEHEA A R
AR, Y8 LR KB A AT N A IREALARE D o VAT I SE RGBT A AR
JEER, AR AU mE AL RGN, WAl LT E SalE A R[],

5.2. HIMEEHRNXBER

5.2.1. ARIHIRNDE EHRRAIMR
58 BT (A B SRS T BN R RI . E e, ARHRE—AESH AN LIRS R
AR, X TARR SoRGIR 5] S A F RER SRS % 7 LA R IR E B T R e .

5.2.2. ®MEBRIRRSERE
IRAE A F S NS S TS AL, AT LA 4 3 B VR & & IS s SR 2

o My HAR: AP, FmERRFATOES, MITAGIE S IR TR, AIEYIH T g T
HARSZ IR J1. BRIk, 7EA T SRR 5 — A A e N2 R, AR A0S 5% & H 2 H xR,
B 51 52 A, B R Py 2R R ]

o UM BRI : RN IEE LA R E R, Bl A, wE, /Y, £%, NTHZ,
Plk, AT BB T &K A B TSR BT A X R, b SR AE B s Bie e 1A . A
BT LA RE SRR LU N A RGN W, MAcRIE, BN, xR, BAAS, B, dk
G
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o EH: WEFHRMNIE E W PRIy, K ZH A 1A SR U A, BRI A E
WSS I A B CEAT PR R . S VPR TR A A g, IRl —A4
SR N O SR, O N BIIE 7 B AR s K25 )

o HFFT: REHIEHRFVEHIRME LR, SRR A ERELEE KT 6, AETE, o
LW AR, EREE.

5.2.3. EFE—MBERWHHNEHEER
TEEFR ARG, %I e B A A R E TR s, A B e AR 55 AR E

TS BIE R L =R R SC R AR R e, R R 2. kAT LR B O

ERIA B S AT B AR AT 3 CLHE S B dh e I G — b RIS A A P A 1 . LT — 2850

Wi 5 A R S T

o LAY FATRCNE RARG S AR, DA IR B .

o SRERM: R I G M TTRR A .

o RBNNE: SORHE S RRAE L0 1 2 B SSIE BRI 2. SR RE 2 BT A 2 il TGl Y
o

o JLFEGIENE: SHEWESIELCIRER MG, MATHI RSB =07 Mt ERA R RN E.

o ARITIEARTRE Sz PRECEAT AR AR AR A A S AR B SR, DABR S S R L, > RIE I A EUR
A RIERE R

52.4. ARIMENEWHERNTIERE
T AF 7 R N OO 3 SR AT 5 L VB 28 0 o MR . RSO0 T R )
Fl 1 0 R R R, 3 EL ot T k] T, DR T AR B 5 4 0 £ (R — 3,

5.2.5. L sriEe

{5 FHA 800 7 NSRBI P 28 AR 51 638 ) SZ AR AR AT ART A 5200 7 PR ES B SR ) kit o (X AN PRT
W WA RATAEABA TR Wb b BOE S AT IR TE R AT AR REMA T AW ? EEAr N 7SR, LISk
RS R B BASE R R0 . 75| 5 AHERE B s & N 25 ZE LB T35 s AT 4 N e
o HAELE SRR FE L RS T EER N

5.2.6. iS5
TE RIS B 5] B AR I R o, ] DA F AN ) 0 8 e o R 2 7 2R e SIS T e BB TELRAT
2y ] LSt 38050 B T R S A
o M. M, M
HEED: S, BE, NAENY, SRR
Wi e, B, RUE, BAEIR, Lacmir, 5T
WK AN S, SHERR, ES, MERME, RS
o CHURSEE: JLE, MEFE, HIPUERIINE

5.3. RNDEE$HXT R E b $H B RIE R I AR
BN, FATRITM SN, RIS R 24?7 DSHE B OREIRE, HRZE

B AR A T HAE BN R EAR T E . SBT3 E AMUEDT B SR IIE, B2
AR, DN, BIRARSE BRI AN (18] K 93 AT LALE F AR 2SR SR IE SRR I 5 A
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REATENRIN, LM AR ZE LS 75 &, A28 AR [FH T A A A 8 24 . B N AR Re
RS E VS : WAGER ARSI S K IR S Z R At BE—T, &t LAam
75 S AT B ST R, DU O B s B Oy S A . IR R B R
[19].

SO ) 20355 KA AR T B M S i 1) 7 3. B TR SR IIIG G, AT 0E IE B B R A R R
RER, RAMMZ, B-FEIRSGSE TH, A g kA 1 il e 25 5 b2 8 M £0[20] .

BH ZR5 4) ot RELIER T A6 FH A 50 ) R0 B9 20 5 T 2 AT R B 1 SR B X — [, AR B AT 52
FIAFABE R sEm, EARRE, UAFRGR. H\HEEEIRRERD KA S, WA A2
BRI, TR TR E ], I RS HER L S5 I B AN ARG, AL AR E R AR I S
% H A RFF—8[21], .

o WLBIHE . EAAEAI TWITTER, FACEBOOK, INSTAGRAM, YOUTUBE, TIKTOK HIH
SRR (1 A 2 = e R R

o EEWILIREIEM

o PRFFF R

o HAMESFAHIWAN

TH PRAT RN SRS AR 0 2 [E Y 2 B A, R L T s 3 R 6 N R . (SR E
WML T KRR E XK 2 —[22]. £ 2021 4, AnyMind Group & A7 Z& [ W 2078 &5 &
YOUTUBE #i# T & i BRI Ee A5l 36.00%, FACEBOOK 8 FH#:4 /9 30.37%, INSTAGRAM
A4 27.32%, JFH 6.31%M TWITTER M Hiz -6, 1 3 Brox[23]. A0 6liE N 25 L
ZARGIR (AT ) mih 40.9%, SUCFEIR, ZRE 2GR EAN AL YOUTUBE EEH R
18.03%. K94 T B & XGEd YouTube ARSI AME R R H . Fitk, EWMARNIZFEERER,
DS i TS A A B ARBAR AR F T G AT W AT A& R S AR R 2 A, B
WY RN JE I R G N A o

MOST COMMONLY-USED PLATFORMS
FOR INFLUENCERS

®Instagram ®Facebook ™ Youtube ™ twitter
0.4
36.00%

0.35
30.37%

0.3 27.32%
0.25

0.2
0.15

0.1 6.31%

0.05 -
0 [ |

THAILAND

KYE: AnyMind Group’s State of Influence in Asia 2021 report.

Figure 3. Most commonly-used platforms for Influencers

3. FmERERANTE
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6. ARG SEEEIN
6.1. MR

AT ERATT LAFLAE, REBEA T REES 4.0 AR, HRMIEAE RS T b s ERMER .
Ut ZANEFRRIE IR BT IR 22 FABIRIE AT I S U7 IRl WURBEBVE B IS o2 R, RATE
RER AL, UMK EEHERELA O ELB T EN. 1) 5 R B E e TRE
HENZE E G FERI 2Bk 2) W LAS 28 B PRI BEI B, 5 DA AT BR A e ok 17 L 3) mT LA
ANVEAL R B Rt (0 s o 8 A BRIl B B2 /D b 2 b B 4 wT U B GE 15 8 AV 22 Hofth
Jr AT RIE G s 4) AT RN E A O RON By B A U B AL AR Sy, L, ARAERBAME R e
e W4, SUMAE EAHAN R I RIAT, eI R A A R TR SR U R R

ASCUATME 4.0 WHACZE T8 B RIS T 7T —— 2 T e B AT A B e A E i A R Oy (R i T
BRI, 15 7 R EECEE O BT CE R, N R EIT MR T RIEIEFRL
P LA E QT I, SIS E S EEE . B 2R E 08 S m s, By miaia s
T2 AT AR K Bt , IR EATIRSEAL RIS . Bttt 58 Al AT JC I 5 (1 -SRI [R] i L 2 3L (R
A&, DERFH L SO QIE MR RS . T ER T EH SR E N ESEY, XA Rl
& EAEBEIN Rk e S T K.

6.2. EEREWN

AL Fe s oAb B BRI T — S E L

H—, UEFER TP RS, TR IR AR A R 2 LRI o U i I sl () N TE 2R A S I il
A5 ER AR ] ) — A 2 A AUIN SR TE SR A A Sl (58, Iyl 2 AN NS AT . BRI R AE B
T BTG IR I T BOHIRES, G BT NIRRT 238 @500 BRI, TEZREH 5 0 3l 55 200 I 2% ol
BRI AR R B, FKXEHEMNRE S NEE, [ENERE AN, JEREIHE TR .

2, fEJUAERT, ERE O RS TS AT e T 9 T DL A R K S A
Abo [RIRE, $THETES T, R STELA MG ROZSS it A RGN e 2 AT R, DL
% PSR AR AR R LS AT DT (B AR SS . Lhtn: A SATEEREAR PGk —4Ers . TR Z H RS, &
IR PRI A B B AR, R T B RAEWGRIR 1 A%

B, NHEEAT RSN, THRE YR FTER 2 e b R T . — > RAF Il U G2 A
N AE T 3% 50 5 p ) B LRI, FRIRIR LR 51 5V el o 1 Ja 2R I Aol N 2 I A e S E AR 2 AR, B
BTl B0 HARSZ A VS M s RARLS . DRI, TR SO O 5T 2 Vs IR,
XK E BT e, KBRS L K= S v S B TR, T RRRI BARZ AR A B
TR, AT DL I Y B AT AR

VU, HAT, P E A ACEAAR L ERER RN P SRR G 5 . B R S R B A R A
AIEER I — 35 T oAb S N AZ A R 2 A ORI A R 1) B AR SZ RIS S B BR T ik
B MA M A, A FKIE TR E IR E BN, — A B AR A A AR HE T (0 E B
TER. Bk, BunEHEsh e EREAET INSTAGRAM. FACEBOOK. TWITTER. YOUTUBE Al
TIK-TOK 2545 Bh 18 B 2 AT RRIK o X AN BT 8 4 R T LSRN QI 25 i

BT, ARV SR T ELIE A REARE T AR AT S V) O AR AT R R AL B B s . TR SR
R 55 T A7, DA IR R R AN RN
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