Nsasiwmeaansusviad U0 29 atuf 3 (Tueneu - Swial 2568)

[ TA THI MY arigyay Andwn v 173 - 186 ]

&

N%
N

-4 = aa a = [} a A L% =
ﬂ@ﬁjﬂﬁﬂﬁiﬂ’ﬂﬂ’]iﬂ'\iﬂ@’lﬂﬂ@‘VIﬂLW’ﬂ'ZNLﬂﬁ‘&l'&ﬂﬂ’lt’ﬂﬂ’ﬂﬂlﬂﬂ‘lumﬂﬂ‘iﬂ&l

Marketing Digital Communication Strategy for Promoting Thai OTOP Products in Vietnam

TA THI MY. Aasedinamans umIng1aen junnsys.
afityey1 ysanav1te. A dmAMIAns uN1INEIFENTUINGUYS,
dndun yapdon. madinaaians umanersensunnsuys
TA THI MY. Faculty of Communication Arts, Bangkokthonburi University.
Sukanya Buranadechachai. Faculty of Communication Arts, Bangkokthonburi University.
Sakdina Boonpiam. Faculty of Communication Arts, Bangkokthonburi University.
E-mail: tathimy77@outlook.com, sukanya.bur@bkkthon.ac.th, sakdina55@gmail.com
Received: 6 March 2025; Revised: 8 April 2025; Accepted: 10 April 2025
UNARES
meiuedeiiiingusvasdiiie 1) AnvinmaSeuiieudnuasussrnsmanitunsioansnisnann
Fviauiioduasuauiloneylngludoaun 2) Sinswinnudiudsenininsmanadviatunagydnis

doansnmsnanfdviaiieduaiuduilonedlngludonuu uae 3) dauegluuunagnsnisdeaisnis

a 1%

naaRdTiaileduaduaudloveulngludoaun meifeildsndouiifouvunads Usenoude
M9fedwiinannnguiegisiuslaryienuusuiu 400 au Taelduvvasunudueiodie
Tunsifiusivsiudeya Tinseiteyareadfilanssauw mMvegeuAil Myinszianuwlsusu
MR WaznTiasgvianduiug dniumsidedmuninlavinisdunivaliddniuglvideyadiAy
$1uau 20 Ay Uszneusieli@nmaiuiimaemans {ussneunisaudilevey fideimaymunsd
sevislne-Gesuny wazguilnavnieaus nansidenudn mauanssiuiinagnénisdeansnis
naaRdviaTuAnAnsiuegeiifuddysedffiseiu 05 vuriieny 01Tw nsfnw wagseldlidina
HoANLANGANDINAYNSNTADANTNNIAANARATA uanniianut nseaIaRaviatuyney laun
Fruviuled Srudedseuosulay dunsasesiiusnluedesdiodum funsmaindaion uasdu
amnedidnnsedng finnudiiudidauantunagninmsioasmanaiafdviaiiioduaiududleney
Ineludeauw Tnefusnmnedidnnseldndiinnuduiusgeiian dmuguuuunagndnisioansns
naaRdTafinyandsznauie mslideRivauuuysannis neatademiifinue nsdieven
dndnwaliazgauiuuesdudnunsanies msvhanudilauagmeuaussaufesnsuasnguting
wagnsasansiidiuiivesgnd nansifeidusslovidedussnoumsaudlevetuasmhenunia
flunsnausunagnsuazimuaulsuneiiieduaiunisdieendudleneulngludimainiisaunssiiu
PoInandviaee1eiiusydnsam

ArdnAty: Msdeansnmanannddvia, Teneulne, asrsassdnudeudenu, woRnssunslidondsa



I3

Nsasilmaaansusiay IR 29 aUuil 3 (Aueneu - Ay 2568)

Abstract

This research aims to investigate the comparison between demographic characteristics
and digital marketing communication for promoting Thai OTOP products in Vietnam, analyze
the relationship between digital marketing and digital marketing communication strategies for
promoting Thai OTOP products in Vietnam, and propose a model of digital marketing com-
munication strategies for promoting Thai OTOP products in Vietnam. This study employed a
mixed-methods research design, combining quantitative research with a sample of 400 Viet-
namese consumers using questionnaires as a data collection tool, analyzed through descrip-
tive statistics, t-test, one-way ANOVA, and correlation analysis, alongside qualitative research
through in-depth interviews with 20 key informants comprising communication arts experts,
OTOP entrepreneurs, Thai-Vietnam trade specialists, and Vietnamese consumers. The findings
revealed that different genders had significantly different digital marketing communication
strategies at the statistical level of .05, whereas age, occupation, education, and income did
not result in significant differences in digital marketing communication strategies. Furthermore,
all aspects of digital marketing, including websites, social media, search engine optimization,
content marketing, and email marketing, demonstrated positive correlations with digital mar-
keting communication strategies for promoting Thai OTOP products in Vietnam, with email
marketing showing the highest correlation. The appropriate digital marketing communication
strategy model comprises integrated digital media usage, valuable content creation, storytelling
to communicate product identity and unique selling points, understanding and responding
to target audience needs, and fostering customer engagement. The research findings provide
valuable insights for OTOP entrepreneurs and government agencies in planning strategies and
formulating policies to effectively promote Thai OTOP product exports to the Vietnamese
market through digital channels.
Keywords: Digital Marketing Communication, Thai OTOP, Socialist Republic of Vietnam, Digital
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