Digital
Marketing
() Strategiesfor Success




51 ANKNELA:AINAIATYYUILAAgNSMSOaNaGDNA
Concept and Significance of Digital Marketing Strategy

Digital Marketing
St rategy PI a n ni ng 5.2 MSIASI-KEMWLDAIDUMYMSOaNaadna

Digital Marketing Environment Analysis

5.3 msAIKuanAVIKNYLA:MSIVG UKULYMYMSOAQ
Market Segmentation, Targeting, and Positioning
(STP)

5.4 MsanLlUUNAAgNSMSOANaGdNA
Digital Marketing Strategy Design

5.5 asalifinvua:msus:gadisnagnsmsaaraddna
(Case study Analysis)




O Chapter5

anaess G

MSVLWUNAYNSNMISOAANQa0DNA
(Digital Marketing Strategy
Planning)




s aess G

5.1 ANUKNYLAa:ANUEIATYUILAAINSMSaa1aadNa )

as G

AJIUKUIgUIVAAYNSAISOAIaadNa

LwIMvKSaLWUMSAILTUMIUMYMSaa1anavAnsikuadulag
sfoinaluladiadnataevmvosuladiluinsaviondn WoasvatuA
lkAuanm doansuusudagvidius:ansmw WhivnduithKueRkuzau
llazUSSadaUS:avAMOSSAD U MSSUSLIUSUA Msdadusdu Msaaau
6o uazAnuAnGuavanm lagnagnsmsaaraddnadumsiioya

., Ms3AsRWeGnssuRUSTnA uazmsdowaldogvilus:uu Walkaunsa
"V UsunagnsldaeandovAumsiasutlavuavamwinadaunossaniu

-_—-ms G

gnadNa




L =

5.1 A2INKUIYUA-ANINAIATYUDVAAINSMISAANaadNa

. e

AJINAIATYUIVAAYNSNISOAI0DNA ' e

|

nagnsmMsaanaddnaiinua ﬁfyash\){i\)damsd’wlGUﬁsﬁaqunoana Woavawunsou
LUDNIYNYIEKDLAASAIUISAIV WU LA UADASSUNIYAIsaa1alaagnvidus:=uu doanaavau

wednssurusSIinanagullavlugdauazyovnvoaaulad nagnsmsaanaddnaydelkovAnSWNAL
nauthrkugldogviug daansarumuaznmwanuaduaviusudldagvidusansmwiuazanuise

asS1ANUAUWUSS=8=e1dAUanMIQ

— e G

uanMnl nagnsmsaaraddnagviunuindrAsylumsidioyata:inaluladiwoaluauums
dadutdmvmsaana MikevAnsauisaiawa Us:iduus:ansmw ua:Uusudsvnagnsidogvdaiiiov
¥r8a0ANUESLUMSALTULIU INUAIUENUISAlUMSLDTU lLA=aUuUauuUNSIaulayavssAdoEL
godiufuanmwinadaumvmsaaianimswWasuulavag1vsialsd



gital Marketing Strate

®
D
o Uad Ualde

e ANSUULYUIVLA=AISADNIATULLUU

9Y.

whavaauwkurglasgivuwugr

: _ nilavie

diuisalawaua=us:=tuu . . _:
_ . e (IDVIAINAV:UAANNLTIIVIY

Us:ansawwlaagrvvapu .
. N _. . Lawl:=a1u
yigaaqaunuulastwuAIINANM R -
I - - ° ADWLAYVAUYDdYALLAzAIINLUU
uLmsa\)E!tf , = druadduaviusinm
ajl_s1?mrs;uaauhsauua.m1u — e mswWaguwdavuvavinalulagasv
duwusauann . 0155

WuAINAIIsalunIsuuvIU
UDVIVAAS

avivuuusauvavnaawslus:g:

J1d 6
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Strategy — Tactic

1. Strategy (nagws)
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2. Tactic (na%d)
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Internal Digital Environment
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UnléinsSoviio Digital SWOT (Strengths &
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External Digital Environment
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1. Jutndouddeiiova (Data-driven Targeting)
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4.msisoulovau Customer Journey
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wlsuavrgyav uaasvvrg “Aum” nanAisusiassy -

1. whilpanmooulalilkan (Digital Customer Insight)
AdUAQALUA (VST anmMooulauAao:ls walaykio:ls LazmakiIvo:ls

AU YIKEAQ 1U

. anmMIs1vguwaawasulku (Website, IG, TikTok, Marketplace)

. w1l Pain Point a:lsaauAuk/dadutaso

. a:lsilknavia (s1m? AnuUNGada? $372)
Examples

. anf Gen Z - dovmst& 30 Q5L Sddavidadiald
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2.S:U “quh” Auancv (Unique Value)
Value Proposition Nd{uaaulatidav Lancv + aaunghiun
aovLanantldu 4 oa:
. Functional Value: (5uaslaa:(s (1S3 Us:kda a:=adn)
. Emotional Value: $3nagvls (Uuld aun Uaoanu)
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3. duanaumiKIKAU “savnivaaulau”
Value Proposition Gavidagusuuuumuuwaawasy

AAINI Value Proposition #i@a5tiiu
Website AuinLdada + 2iauaATL
Facebook / I1G Story + Emotion

TikTok AUASY 1A + &un + LAUNALS

Marketplace TIA1 + 997 + ANUAYAIN
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n:nunuwua\)naanswam (Content Strategy)
LLWUASDDALLUU USKIS Liazlneuwsitoriagvius:uuivalkitok aou
bndaauidhkung auuauulthkingavAns Lazas1vAUAUSEE=ED
NitsuAs:-lwada:ls udéo Iwadwwooa:ls uaz=wwolas’
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dvAUs:AdUAIAYUDY Content Strategy \\
1. ihKkuguavLtom (Content Goals) = ssAvsunMs - LU Trust & Education

Lwsuad Gen Z - wWu Engagement & Community

2. nawhkne (Target Audience / Persona) = Gen Z - 3Gau / mMuaso / yavasy
WUSK1S - Insight / (iau / AULNGafD

3. sovmua:suuuu (Channel & Format) =1iord udnagov = Foloma

4. msiawaua:usunagns (Measurement & Optimization) = (Guoyadadub WlEAUSdn
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nagnsdoaadna (Owned / Paid / Earned Media).
nsouAananaanuagv “slalkavia” lugnddna foonuuulkdoududu
s=uU IUlsuenn unudrAsyno

nuALla (Owned) + 1Svwa (Paid) + a3 wAdnuuGadio (Earned)
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mwsaunsaunaansaanana (PESO Framework)

1. Owned Media — douoavis1 (nUANTG 100%) = sovmvnavAnsuduaveY [Basvaau
LaAUUNGofos:a:ed

2. Paid Media — FoiGav31815u (1SVMSUVLRU) = MSToWUNKEDMSUDLIRU WD “ISowa” U
Stg=gufonaiv

3. Earned Media — donldun (wavadnuugado) - misi “Auduwadvist” lasisiluldriuau
QSY
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avAUs:naUKanUaY IMC 15vadna &
1. Message Consistency — a1s1qg) 1dgvidgd = TikTok = 1a11Sd aun \

2. Channel Integration — [GaunagavNL = nAgavMYAL “dvlide” AUld 3
3. Customer-Centric Communication — anAmdugugnav - FoanNSMUIVKIEUAZAIIY
QRLMSUDIVANM

4. Data-Driven IMC - W§danathmsdoans = Aua:nau - tRuanslukbouaAu ud “uusud
lagdAU”

5. Experience Integration — Uszaumisaidavdatiiov = anAndsidns “Tismauusudilku
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. Wumoaavaisis CRM + Digital
Content + Social Media Wasnu1AL
duwusanmooaulau
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3. The Coca-Cola Company — “Share a Coke”
¢ uanwWeayiwasu vaatirdaautkidu
Personalization
. WuWGDAUDSVUUYIA > ns:duruSinadrasy uus
vulsisoa
. 1na UGC (User-Generated Content) 91Udu
UKIAA
. yeNIMsSUSUUSUGHIU #ShareACoke UUED
adna
wWuadaagivniswaiu Offline + Digital + Social

Media 2812890189V
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4. Apple — “Shot on iPthe” - ﬂ q nSﬂ‘] S(1A10
¢ uAnwWay Global UGC nuviuaulsijoao (—15 ﬁ 2
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¢ gAS:QUMISIAIUSINLAIASIV
Trust Wau UGC-First Strategy
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"‘Uood marketing makes the compan
look smart. Great marketing makes the
customer lfeel smart.’

-Joe Chernov -

e 0625918474
@ oraphan.de@ssru.ac.th




