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Abstract

In the age of digital marketing, it is evident that traditional marketing strategies are
becoming less effective. The Internet plays an increasingly important role in consumers'
daily lives, and marketing approaches must adapt to consumer preferences to keep up
with future trends in customer behavior and technological changes and the purchase
decision process can be stimulated. Digital marketing encompasses all marketing strategies

that use electronic devices, whether connected to the internet or not and digital platforms
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to attract online customers. The key principle of digital marketing management is to create
a user-friendly experience for the target audience. Additionally, one of the characteristics
of digital marketing is that consumers actively seek marketing content through search
engines. Many brands use social media to gather customer feedback as part of their sales
promotion and marketing strategies. Marketers employ digital marketing communication
tools to stimulate decision-making and engage visitors through social media platforms.

Therefore, marketers need to focus on driving marketing communication in the digital age.
Keywords: Digital Marketing; Digital Age; Buying Decision
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Aannsanduazddusaniunusud suiannudesnisfudiunieufuianssuveanusud
muglfunsiiauesuiuunslavaniigninlinaingussasdsneg fod
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5.2 Top View: suuvulasanlusuviisusnlunih Feed fianunsnadrslédousins
il (Reach), Surunuilidunuuuwaniedu (Traffic) fievniinseduuagdfldmudilony
sudnieluszoznanisnda iien1sfinnsmundonde (Consideration) lugnisindulade
(Conversion) #aaanunsnadenisuanssananisueddiu (View) wagsiuiundsivandawmn
(Impression) s3ufagl¥a1ua3150 Like, Share, Comment Tawansaiu 9 16

5.3 In-Feed Ads: sULuvvaslasaniiagysinglussnindgldnumdsiurunis
wannauudlunii Feed fvanunsndisluiFoswosnisdifis (Reach) uaslawanguuuuids
anansavilanuunannesy Self-Serve a0 TikTok

5.4 Hashtag Challenge: sUnuulaiwanludnunzain1sInLAuey diednuauli
Aldudiansinfanssy awnsaaieujduiussenineuslaaduiusudlalulSnaumenaly
sUsuuLomilgnadrstiuaingldaiu (User-Generated Content)
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Feaonndediu A agaylnana (2565: 53-57) laAnwdadeniisnsnasennunslatedumesulal

<

nnstdueunaiaty Tiktok Tudssinalng nans@nwinuinnguiegrdmlngidunangs
01915-24 ¥ fimsAnuluseiuviaaes TerdwdutnGowiinfnu wasineldadodefiou
10,001-20,000 Un duunsnwszdunssudidenidenisnain msldineluladdvswana
Henu wazausisladodudoaulaveglussduunn uasilafeiiidnswadenudtladod ud
saulaanmslduounandu Tiktok Tutszmndlne wuth Taudededndsvinadeniusls
Foaumeaulatnnnisldusundindu Tiktok Tutszmelng uazauddoves 155ams Inoy uay

U3130W1 U51350UR (2566: 1-10) laanwtadendadengfinssunisdeduanuuaundindu

[V 1

TikTok Shop wasjuslnalutansaunnumuasiazUsuama medadediuyena, Jadedudiu

v

Uszaunamsnan (4Es) wazladeauniseeniumalulad wuin guslaaliauddgiuaing

o

azann wazAuiglun1sdsdedumanuieunaiady TikTok Shop uanandnislaiuduaias

aa a v v M = Y] Y Y o 8§ YY a U a &
LaZN1393IIAUNNVRIEUMIINGTRAUDLY Taudadusluduaniuaviligusiaadadulate
Aumlaietu Feanunsaidunuimadisthuwauissuunsdeviedualuwoundady TikTok
Shop TinssiumnusanIsveuslan

6. FaceBook 1Junflslu Social Media Marketing luszsugiu 4 Aldsunnudeuunn wag
annsovilavansyyngudvunsuuuianzadlddeudnedin uagannsaains Content iannni
nslnadusdnusviesnivanamediaien Tnefasaion (Creator) aunsnhldieiu
Update Status, Link Post, %38 Upload Video &anansaufisllonialunisuesiu Content sing 9
sufsnsfidiusiuresurumaansanansuanisudeyadeiunas fuselnadfiadetuuy
Timeline vaaniung dwal#nisiinisnaiauu Facebook anunsavinldmeuuudaydaius
(Facebook Profile), wuun15531ngu (Facebook Group) fflenuaulaluSoadsiu wazwuu
a%19m9 (Facebook Page) fiadstusidtaiiunisluslumaud nislawanvdoyanaansisus 1
annsnfnnuaadeulmvesyaraviemaiiaulaldnasniian waziidiAgymaazltdada
Sruruiteu iissudnmgnla (Like) wienaianiy (Follow) azanunsaiiiulnadlinasn 33013
Annuazasvioulimiudsnuniniasaudeuniouiaulaveuns denndesiu ugua Asziay
NeTh wagdnsoun nseduuin (2562: 79) laAnwidTeuiisuainuduiusseninednvaenig
Uszrnsmanifunisindulatedudiainnindaiudelavuiuy Facebook uaziUisulfioy
Arduitusseninmginssunisldau Facebook vesfuslnafumsdinauladodud aindau
nauf1819 400 AU wanFIfenud makandstudwasontsfnduladoduiannndasy
sUuvuTawanIINNguuTourumaUY Facebook uandnafy uagnisdnduledodudrainnis
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diou madrdulateanmadatusunuulasanannduriouruinauy Facebook masinaulade
nNsiUasusUiuulavanlaensswesliuanseiy wagauIdeves Augd uedun (2564 .
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Fenszuunsindulatieduiainnisudelavanuy Facebook fnandadulals

7. LINE Official Account (LINE OA) 1iuia3esilefivimihiidudnardlunisdoansi
awnsndsanslusegSuarsluguuuuiiannnans (Multi-media) unnsnstudmiugsiandeids
wdind elfnsvhgsineeuladliieddu ansafndedeasszninsgsiarunisdedeniny
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(Mobile Devices) annsnthsnyszandlilunisairsnagndnenisnainldd Wessifisiliaesnis
THsdiannsassyndudndonnugdeluslududaaiunismesudamslavandnag iedgel
ngudmneaulafiamudnasvesusuAduAuazuInsegseiiles wazdsluinaiadudg
98191%u Chatbot Line Official wazdadudomnsiingdionszdugniseiliaesgussanuinm
LasnsazaLLduLanvesssialddnsie FeaenndaatunuiAnues Palmgreen, P. and Rayburn,
J.D. (1985.: 51-62) #111 aaufanelafiAntuannnislédedu azidntuidediedinislddente
daresuarldunluszosnaruuneannis dailvennufionelafiintiuainanunianivinag
umnufiswelavidemsuaamanuiianela uaznisiuinrudfianelafilésunienufianslad
1#3uass Jsaenadeatuauideves tugnsnl sount wazdingr 2dAduiiam (2558.: 43) 16
Anuicdadefinarennusdalunisdeduiviousmsiudyfegrafunnisveslatves
fuslnn Taedifugiuannguiinislivssloniuazaufionela (Uses and Gratifications Theory)
wud Jadednudeyarnans anuduiiie n1ssuninaiianusiagianuduiusiuiirunise
nslawan Tuvarivruadsenislavaniiauduiusiuinuafdonsdud wagriauaisons
Tawan Viruafronsndud Saruduiusiuanudilalunstedudwieuimemudiiu Sesdu
mnmslunislavansiuesotiedsauesuladluguuuudernuiielinislavaniiussansamita
naly

8. Instagram 39 1G Jwasasdlonisnaranuadetedsnuosuladiildsuanuiouuas
Junnnidinandlunmadenanudusiudiud aunsaaieanuindofiouasarudesiusening
anifuuusuAv3essia nslamznguausulval Jaduresmeiianmnsadmunnguitmanels
vanvats saufssudszanalunisiilavin wuanianagns Instagram Marketing fiusgau
audnia desfaduunanrlofuiiiuFoswes Visual Content Usnaufudnuaziauueinisvii
Msmanar v sdedsaueeulatussinnnisudsiiugunniiiuss v nngeanuaglddunusiian
(Safko, Lon and David, 2009: 373) @ua a5ty Idumkaziananyallanaulaag19uianan
LagAnnu Mensainoumnudfiaonndesiuiunisnainfdvia Ifediuseansiam uagd
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13500 #Hashtag Wagszyanuiisng q 16 vl Instagram dnsiAsunlaseseioaay
ansonssuinatoyag 9 Wuunasvlesufiiiuszavsamlunadunidueiestionisnsnain
#3via wazannsafniudndifanisnnuAnaiassdauiliiinnadniniagsAandudedls
aonndasiu 309R9 BauduAT (2560: 61-64) ldAnunaeiidmaronufelalunmsdodud
HuLeUNaLATUB U ILATY (Instagram) Aasdadediulszaunisnisnatneoulatl 6 au lawn
Jaduaunansas (Product), Uaden1usian (Price), Yad8n1uyeanianisinavuie (Place),
Uadgdumsdaaiunisnain (Promotion), Yadeusunisliuinisdiuyana(Personalization)
wazadasunissnwimnuludiuda (Privacy) ImaﬁﬁuﬁmmduﬂssmmﬁLﬂa?gaﬁuﬁmaz
U3N19E Instagram $113u 405 A HanFITEUTY Jedeiidmanenufemelalunsdodud
HIUKOUNALATUANAALNTY (Instagram) nunlumtes taud Jadesunisiiusinisdiuynnaa
wazn1ssnwianududiuds wazladadundndue aruazainlunisldauiaznisliuinis
fndedndn e 2 nduilateanmsianduiadelmivisdu 5 nquilade dmiuluduvesdnume
msUszrnsmans wui fuilaadifleny sefunisdine uavsieldfiunnsinstu danaseniuiis
Waiﬂuﬂ’ﬁe??a?mﬁ’wi’muaﬂwﬁm%’u%uammau(Instagram) TaumNA9iY LagUITEVRY N1UA
n3 ey (2565: 90-96) lhAnwiadeiiiionsnasonisinduletodedniu Instagram vos
fuslnamemddlu Generation Y Tuiwangaymamiuns wuin fuslammemd)s Generation Y il
pIgamUAMLAESEAUMIANwIUANA1eY Simsdindulateidoriniu Instagram uand1eiu uag
Hadedudnszaumnismaneluyimesiuilng suiidnvuzgsiaudedseuooulatiinase
nsdnaulaaiderniy Instagram
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nadfvoyanginssuesulatyisrul Thailand Digital Stat Insight 2023 518414 Digital
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fglFu Internet annds 61.21 &1uau viewnds 85.3% vesszwing dafu aulneluvssie
dwlngjanansaidads Digital Marketing I wazmusisaufimeunsandulenada Wetudl 21
A 1A, 2566 éna1nds msldnusuiuuvenaiedsluduaiifefilouinnlulsemelne
lnsunafianuves U 2565 1ususiul Afs1urudldsmuguuuuves Social Media 1nndign fe
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