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Abstract

The aim of this academic article is to showcase how products derived from traditional
Thai Wisdom are critical to driving the economic wellbeing of the community and the nation.
This diffuses income into the rural economy so that they can become self-reliant. In addition, this
drives the community engagement to promote the preservation of local arts, culture, and folk
wisdom through wisdom equity, cultural equity, and pride. As a consequence, the digital entre-
preneur should create differentiation for traditional Thai wisdom products that is in line with the
lifestyle of the community and modern society. The use of technology creates innovation through
delivery of value for products to serve the needs of the new generation. The enhancement of busi-
ness potential and development of market acceptance is dependent on the support of partners
throughout the supply chain. This innovation is based on traditional Thai wisdom leading to the
Creative Economy. The drive for innovation and creativity uses digital technology strategically in
developing sales and product exchange channels. In addition, the new marketing strategy can
enhance co-creation with customers in order to develop products derived from traditional Thai
wisdom to become innovation. This could be done through communications on online platforms
including YouTube, Facebook, Instagram, and Twitter. The subsequent content marketing should
include the use of story and content that creates differentiation of the product developed from
traditional Thai wisdom in order to drive the Digital Economy, which would lead economic and
social development of the country.

keywords : Marketing, Digital Age
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