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Abstract

Community enterprises are run by eroups of people with ties
to the production of goods, services or other activities as
a common way of life to join together to conduct business.
Community enterprises are important and create a stable base
for the country by strengthening the grassroots economy,
and promoting career opportunities to create jobs and income
and reduce expenses. The potential of community enterprises
remains at a moderate level because most incur problems
with adequate marketing, finance and management. These obstacles
impact the development of strong community enterprises
that can adapt and survive in changing economic conditions.
Community enterprises must be developed and upgraded
to increase their potential in this new age of digital marketing.
Novel marketing strategies must address how consumer behavior
in the digital society affects lifestyle and purchasing decisions.
Community enterprises have to adopt modern marketing concepts
to consumer demand including price suitability channels, ease
of purchase, communication and presentation. Marketing
perspectives must be driven by customers and target groups
to ensure rapid community enterprise development.
If entrepreneurs do not adapt their marketing strategies
to the digital society, then community enterprises will lag behind

and eventually lose their business competitiveness.

Keywords: Community business, Modern marketing,

Digital society
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viemsndudianawdeidsuledne Jududesndfidudmiouinig
wusuAlv 9 e1aUszauANdSe D naueduAwseusnsidnaulang
nssaufeImsnieudilamanuinalavesgnd fafugsiaanimsn
Inglanigog1abanaanindn Ao vingsiasinunaluladineanu
Tuguuuuvesnisuitiyminievvesgndn Wy guuasuding unfuuding
ns9eslsausuasaiiaIeadunuzindueIns9esindue1nis
n1sadasnisimanysziudy vas Wulenialiifingsianiauinig
finsdlansemuanudeanisvesgnadnuinung

3.2 anuwmiizanlusian (Cost to Customer) N15AMUA
5701 (Pricing) weilnuuslssingandnnis Aunuaudivandeaiaiiiuns
AINNTRaIN A1Buasils wikwInsraingalulsial Ao A1ldane
(Cost) v04gNAN ﬂ1iﬁgﬁmﬁﬁuaqﬁummmmmiumm’waL’E‘u
vosgnAngudivung wu dudiladunieundndw (Hi-End/Flagship
Product) Faduud1uusudds auamd aua niaufindasan
ganirndudinly Tasfinnsaninguidmnete wiongugndnaiauuy
pousuld wazdainvarunsaludienistenidudn dudindiden
(Premium Product) Aunwdftnagissageannduasliuvuduen
AX51A1 (Value For Money) dwmsunguidmanedvsengugnAinaianans
dud u1msgIu (Standard Product) qaininuinsgiuiings
Fsramsgrudmdungudvaned - “38NFUINAINAINE
fifauannsalunistiendeidsded Wudu Tasanuaiuise
lun1s9ngueagnan wuneds Aldaresalunisdudivesvedud
#30U3N"3 (Total Cost of Ownership) Hudas gnérlalé¥ufinyeu
Wesan wanesniszanldanglunislinisaseuaseududivessig

wu AldInelunisldau dArgeud1iigednel Andeusian wa
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3.3 deenisuazainazaanlunisde (Channel and
Convenience to Buy) n1snatngalvaazliainudifyiuyaamis
nswen1sinsmitefinarnnansuargndtannsadiivldiadomng
sevlavduazeoulad gsfisduiuludes lufindasufaiunse
sufiugsfaldusraunnudisa gsiadufuiiondenisvienissiming
s uidsemihdugadudemiseonladliudiinvemaseula
THgndrarunsaldyninaia wiouieulesdomiseaulay
wazooyllaviiriedu ssiaiifutemnsosulatid 9 AGufingems
TignAnldiiuladudadudaseiienisiisuuansdud (Physical Store)
Jun gafavvesns wu Fududedunduiigndies1sansaduld
eneudndulafBuivinislignddeeeulalluassauldguels
Aroldwolafiduld nsdnduwuidisanalddnslunindantiiu
Fadaldanelusuaniud Arduduns Amdnauuagdu 9 16suiun
wazdoaneeuladfdedddmaiinnisfsgaainuaulaligndudifs
fensoenuuULARANEen nsusaniniuseulal nsvindeddsia
fauuuligndrduniuazuuuitliauefagndang wd mune
nsfideyalve) (Big Data) vinlviusslorulunsuiauensanuAufadnig
wioanuaulaveanguidinuien1uy osn1eiid1deang udmune
laagnafiuszdnsam

3.4 mMsdeanuaziiiaue (Communication That Connects)
nsnaagalusildnisdearsnisnisnann (Marketing Communication)

Tuguuuuiilen (Content) nslaiwai (Advertising) 115371 (Review) “1a*)

'
a A aa

H1uFenufauvisedesnndvialiitrdingudmanglaegndivssaniam

]

'
aa v = [

ftudenivia dedeandinanaidudenlivszlosddunisdeans
n1seatanldanldaredeunitdanahin uiegsnaludntnauuie
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wian1svelagiiyanalay N153asienisdaasuniseisluguiuy
an uan wan uaw Avesannvieunvliiiiias luaenisdeasiinauls
fagalanazidrfanguitvanedalenainit wuadnnisnaingalv
WUU P2C Marketing Breakthrough ﬁqLﬂumim?{augmmmqmmmm
lulimwddguazduindoulasgnduaznguidmineg anunsalduinnssu
wazinaluladiviuaiodwnldusslendldeg1aduuszansamn

Tufuindsauldsududinufaa

4. §9AUAIVIA
#AUAIVA NU1wD9 deAUNNInIAluladfnIna sIuDa

a

i3 edoansiavia aoufiames wenduaiMdenlusnislidoua

aa v =

Y1785 d9ANnTva f\]wmaﬁqﬂfliﬁfu,ﬁuﬁaﬂﬁm'w 9 WIUNIY

§

\3ededumesidn ddu s wiulddnsaidsedly “dinuddiia”
feTinUsgdrfuiidmaluladidrungreviliAanssuunuyneg g

v
=

azmanavngiazinelu Wewwalauninlnunidaniesiiliidnteialan
warddftIsuuundIvialandl LagdufedypIutdail Ussinalney
Adudrgdenuuuuidasgrnduguuuu (Usem dndu d1i, 2562,

Y

aa o

eoulay) A3via (Digital) Fedudilddusgianamsziludiuaeuia
vosdanulneg

aa v

wilevesidvia Ae inaluladfidenlosauitseiy
waziasunlasmssiudinvesdau {uslaaannsalidinfiazninaute
fernmntuiianiste madenaud msldTie saulufsnsugduiug
AULUTUA A9 deaufda dmasonisanidutiowaznisdndula
vosffuslnalufuiiuazounan

a a

Tud a.d. 2025 A1nI WAluladhava ﬁ]%iJﬁJaﬂl'W]’NLﬂﬁ'lﬁ%ﬁ‘\]

Y
qqm 10.8 mumuﬂaamsImaaqmamaivuumwg N3V Emerging Economy

a aa

LA Existing Economy LAswgiaAdviadinuideulesiulssunsialan
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111171 4,000 3 UAU (Mckinsey Research Global Institute)
7 Kantar TNS Sunguilaalugaidfiadn Connected Consumer
wzludraziduniile inaezls engwinlug Asfindeudude
finnudesnisidenlesiugausoudslaerunanaluladognasn
na1 manisaldnntelul am. 2020 98l Connected Consumers
19An77 4,000 dunAuilan

NEANTIUVBY Connected Consumers ¥ lneiuiaula
g (8101403 Yysen, 2560, saulatl)

1. #9an15811191UNNIAIUANAIRNT 9 FREFIeY WINIWY
deansifudiden lulvggnidenlasuusudsing @ wanwudelusiune
luNSANUABEIAR KATAUAINITOVRIAILDY WINWITITAIUNTY
anuiluiiwndodnilnduanuaisld

2. winwiazfdnesiniidauswivuusudeng 4 Adeilo
mnnldusslerderlsunsegns  fuselosifinadadonnarlalyue
nsld¥uduan vievesTvindu uiidunisldduanud anuldla
n15WAesA wagni1siidiusa

3. @oifleuninnyiuusud laglanizdeyadnn
Uszaun1salasaveainievoadvia TngveuilazAuaiimaiiugies

£

4. fuilanlugaivouiiazdrevennuidn anufaudiu
LLazL‘%Iamasuaaﬁm,aﬂﬁﬁﬁ'umm lngdnnnunaniila dlefinsmouaues
Mngdugy nslaladdiuiuuin

5. Asiaruveuiiiloudu Wudidenlesrunlannii
Wiy vildlinisveneiaserigianizngueanldegiesnly
281903 19U9UaLTIAGEL ImsﬁmmaﬂﬂLawwzﬁauﬂu@uéﬂmq

6. ¥auiansalusziaudeny Afduduiiaule was

I I3 a o’.’/ I ] a 1
gnuamvaulangesInsndedululynssuadnaaly
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7. Wenudrdyduauaibazauduius Jsinasusy
wusuRTiauAfLusustuthiaue venwmionndudn wieafissesnadies
wdsinueanusudivieuiisuidunuifinuidnuazgaunisal

8. fn1nfeulussznia¥ineenlavuazesulay
atanenliieen sivlilesulszaunisalifeaduiusud wuusousiu
wu Fuvneeulaviazluauiivenlay vie Buanesslatuezluie
paula

9. Tnemeanuduiivesiaies (Unique) udiin Connected
Consumers agdinnuguivnisdonlesiulanssula winaniun
fapsluemanuduiivesiates winwideanisanuddndndueudifey
Duauiay fanulanmuuansisainaudi (Connected but Fragmented)

10. #94n15 “Smart Products” #e AuA17sineu
08192811 u ADUALEIAURBINITIATOUR L LarTaALEaLNTY
dugudiilduinndiiieants afeanuudaning v lvmudy
Ingn1unanalulagiuade

Juilaalugaddsia flaudesnisiidutou uasqunilou
awdaudsiues uiliaunaunaouasia Wy Fosnisieaududiush
wazAudoulas (Privacy vs Being Connected) #83n15A27%8N
uinsauAgu Fosn1saudilafidndeud finunzduynaniunisal
uifiddgyRe deslnairuuaznauwnuldoindadud g ussnouns
WlangAnssuguslaalugadinuadvaszaiuisavinligsiani s
nsWmLnTueE eI wesvndusenaumsliuiudlidifudsa
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GEYL
AamAayuvud ufanisvesguruiieadun1sudndudn
N15UINIS 358U 9 Aeudunis lneanzyanaidadugniuiy

aa

1309305 ukazsIudInulsenauianis Taedamiaguau

¥
a = o
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wWauiegmoillor waziduszuy dmdunguianssuvesyuou

'
N

AyurudnldannisFous lildfanssufer o iviudleysgnaielng
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wazann1szaldTeliussrvudiulngvessyinaauisaimuies
Iduntu damisyurudulny aduuuifediywwdssunands
AUETTUYAVTeaT 1NN AT nIendanalasasauailuguyu
TagesAnsyuy uaztdetgasdnsyuvy ensuilnauazasreseld
Tiunguyy uiann1susziiuganudn seAuAneninveiamiayuyu
Aldsunsusziliudenseglussduunarsnegsieilos Tnenudgym
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gAN1InaInyAlrY e?iuﬂuqﬂﬁqiﬁwﬂqiﬁ%mﬁﬁamﬁwmu
Aosusunagnsnisaataliidndulaniulug sudangAnssuguilan
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luyuueveaguilaa Ae 4C’s Ae AIIUABINITVBIE USLAA
(Customer’s Needs & Solutions) A31smu1zanlus1A1 (Cost to Customer)
SUIENVI’NLLﬁ%ﬂ’J’]iJﬁ%ﬂ’quﬂTﬁ%@ (Channel and Convenience to Buy)
uaznsAoansiazaue (Communication That Connects) w3afi3undn
P2C Marketing Breakthrough ﬁu’jumuﬂﬁaugmmmqmwam
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