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PoUWNUAINSAcES (Content Marketing)
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1.2 WSaULlNgU:
A1SQA1QQLIAN VS MSOaa1QGINa

ASaaNAGRGLAY (Traditional

sziauls e Marketing) AlsaaaaTHa (Digital Marketing)
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and slow
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AsdauIuNadH U 1A # &4 (Like, Share, Comment, Review) unlsduLIN DU%:#(;I u
Often Flexible Flexibl
B _ ) ) ) o _ high cost | higcost (Flexible
aNaLzANAUERLR Y HNEALATATINTIUT I AT MINEAUWAANTTUHLT IAREAAITA low cost)
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1.3 Key Elements of Digital Marketin
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Digital Platform
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e \Website

e Facebook, Instagram, TiIKToK,
YouTube, X

e Search Engine (Google, Bing)

e E-commerce Platform
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Content

KaldrAayuovmsaanaddna
e JoAu MwIal aulwhsiva lawaa
¢ CvUntum (Value-based
Content)
e OpuUbNgANUaRLYMSLEAUYKIUDK
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Content nd = Gvaa + asvmsii

dousou + as:aumsaaauld
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Target Audience &
Personalization

o msAkuanauithkunemuaya
Usztnns wadinssu Llasanuautd

¢ MSJPaNSUUULWIUAAA
(Personalized Marketing)
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1.3 Key Elements of Digital Marketing
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Data & Analytics Technology & Tools Customer Engagement
e Msifiuladinsrriiiouanusna * |nSovijoluyan (Ads Manager, e mslanaunu Like,
e (DE30dARY WU Reach, Google Ads) Comment, Share, Review

Engagement, CTR, Conversion, * Marketing Automation ¢ Community Marketing
ROI e Al, Chatbot, CRM,CDP ¢ |Influencer & KOL
e [yUoyalumsandubwonagns .
WUUS:ENSMW aaAuNU LLAUENY WIUAIAUWUSS:E:81) N1AAD
paidud Ay lkmsaanaddnauan walasaais MSMIYIWIVASLIOY)
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1.3 Key Elements of Di

Digital Strategy

o msmKkuahkng (Awareness /
Engagement / Conversion /
Loyalty)

e MSl@ONYILMVLLIADUUSLNEU

e MsysanMsAUMSaaaavIau (IMC)

nilkmsaaraadnaionanmv Wwisun
“avlwaa”
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Ethics & Privacy

* MsAUASDYUaNaddUUAAA (U PDPA /
GDPR)

o mlUsolalumsoans

* AUSUNQUDUCIDAVAL

WuavAus:ndudneylugntdnasevgoviiu

ital Marketin
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1.4 Benefits of Digital Marketing
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1.5 Digital Marketing Cycle "I

o Annaulthkne (Customer @
Persona)

e SAs1KWatINSSUDUlaU ANUADLYMS -

e [gUoyamn Social Media, Website,

CRM, Analytics e Asuathkng (Awareness /
Engagement / Conversion)

¢ FoNyOVMLODNANIKUIEAU

‘ e WaCADULNUA WU dak unAnu lwwan
e WILIWSWIU Social Media,
Website, Email, Ads
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1.5 Digital Marketing Cycle
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e lGdaouanm (Comment, Chat,

Review) @
e (5Annssuooulau / Influencer /

¢ aswusaumsaignmng
(Customer Experience) ¢ As:AuMSAaubFo duns KSaIBUSS

e {3 CTA, Promotion, Remarketing
o USu UX/UI thloume

e Sawaddy KPI wu CTR, Conversion
Rate, ROI
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