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Abstract

The research aims to 1) Study the situation of marketing problems and
competitive strategies, 2) Developing digital marketing strategies to create competitive
advantage, 3) The relationship between digital marketing strategies and competitive
advantage, and 4) The relationship between competitive advantage and marketing
performance. The target group was used in a qualitative data collection group (13 people)
and used the gathered results to create a quantitative questionnaire (55 people). Using
descriptive statistics and multiple regression analysis for hypothesis testing. Findings were
as follows; 1) The marketing problems were insufficient product. Competitive strategies
were improving the varieties of feed formulas and reducing production costs. 2)
Developing digital marketing strategies was focused on social media orientation and
affiliate relationship capability to make a difference of increasing sales. 3) Digital
marketing strategies in social media orientation and affiliate relationship capability had a
positive relationship with the competitive advantage, and 4) competitive advantage had a

positive relationship with marketing performance.
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Variables MCU SMO MCC OIF ARC CAD MPF VIF
Mean 4.122 3.997 4.105 4.083 4.047 3.947 3.360 -
S.D. 347 423 423 .386 All 424 S11 -
MCU 2.264
SMO .534%x 2.606
MCC 641%* 311 3.021
OIF .589%* 725% 546%* 3.047
ARC A22%% 153 740%* 161 1.967
CAD AT2%* .666* 358 502%*  360** 1.000
MPF 543%* JIS51* SSI¥E - 607*F* 562%*  79T7H* -

nUINY: TEAUNITAYNNADANTEAY *p<.05, **p <0.01, Beta coefficients with

standard errors in parenthesis, (N=55)

a o v %
1100131 2 wamsnaaey Tomalumafadymanudunusvosna
Vo w a £ v v o
115 (Multicolinearity) HamsnageUWUNMFUUTEANTAnTUNUTVOIA WS
a5y (Correlation coefficients) AN 0.80 L1az A1 Variance Inflation factors
e ' ' = & Ay ' = 9
(VIFs) HA0g5ena1e 1.967 - 3.047 Fuiluainosndn 10 eagildnninms
' v o & o a o & gne = YIo
nadou lunudymanuduiusvesiulsdaszaniuditealdhmsnaaou

auua 3 el (Hair,Black, Babin, Anderson, & Tatham, 2006)



Niéwﬂﬁ’\iﬂuaﬁ (uad.) Uil 22 atu 1 @ns1eu - wwew) 2567

MIN3

a o
HaPNANAMIUATIEHNITOADDYN A

Audseu (Dependent Variables)

fan)sdu (Independent Variables) " ”
. — AuauldnfFeunians
NAYNTNIINDIANING (Digital Marketing Strategy Ve

1YV (Competitive

Development:DMS)
Advantage:CAD)

Frumsldlse Teminnmsdeasmensaaaiiiuas (Modem .095
Marketing Communication Utilization :MCU) (.182)
Frumajatudedenuoou 'l (Social Media 556 **

Orientation :SMO) (.160)
Fummanselumsaduassaienmansaaa (Marketing -141
Content Creating Competency :MCC) (.172)
aumsilszgndl¥msamadnsdnivaunTaneeu el Online 058
Marketing Influencer Focus :OIF) (.190)
Fumwannsalumsadeanuduiussutulsdau (Affliate 318*
Relationship Capability :ARC) (.143)
Adjusted R’ 470

#* p< 01, * p < .05, " Beta coefficients with standard errors in parenthesis, (N=55)

(...) 1 standard errors

panIanEAuIngUszasd 3) 9910A1519 3 WU nagninsAaIa
an o ' y o ¢ v o a '
aAINQ ﬁ’mmmuﬁuﬁaammauqau UANUTUNUTUASHANTENUIWIVINAD
Y Y LY = D a ~
auanulduSeumamsuaistu (3,5M0=556, p < .01) TeariuayuauyAgIun
<

J aa o v o Jdou J
2 uagnagninisnalaniIna ﬁﬁuﬂ’Jmmmsaslumaﬁ%’wmmﬁuwu'ﬁnm:m Fel

D

ou wazwansznuFwINaeaau IdnSeuntamsuatu B, 4rC=318,p <

]
~ 1

o & = @ a £ J A
05) AUUWAUUAYUAVUATIUN S drums 1915z Teyrnnmsdoasnig

v s &

{ %
ﬂ"li@ﬁ"lﬂ“ﬁ ﬂ'J"Illi‘T"IlJ"Iﬁﬂchllﬂ"lifﬁ"lﬂﬁiiﬂlu'ﬂﬁ"m"lﬂﬂ"ﬁ@ﬁ"lﬂ Llﬁgﬂ"lﬁﬂig‘c}ﬂ@ﬁl‘%}



Vol. 22 No. 1 (January - April) 2024 Journal of Humanities & Social Sciences (JHUSOC)

9 a a o, 1 1 o v J 1
mmmﬂ@mmmwauuianaau'lau) wmw"lnﬁmmauwummzwaniz‘wma

auanulduSeumamsuasdu B, Mcu=.095, p> .05, B, MCC=-.141,p > .05,

9
v v @

B,01F=.058,p > .05) orwitoammingnarauIvg lildanud iy iuie 3 1a

o

v a A d’l dy
Tumsaaauladendesiniig latiie

MINN4

UAANHANT UATISITNITOANDEE N 1Y

frausm

aulsdase uNansATHUIIUNIININaIA (Marketing

Performance:MPF)

Muaw lfnTeumamsuvaty (Competitive 797%%
Advantage:CAD) (.100)
Adjusted R’ 628

#* p< 01, * p < .05 ,Beta coefficients with standard errors in parenthesis, (N=55)

(...) fi1 standard errors
o ¢ .
Nﬁﬂﬁﬁﬂ]ﬂ?@ﬂu?@]qﬂi%ﬁﬂﬂ 4) 91091919 4 WUN ﬁ?uﬂ’ﬂll“lﬁjlﬂdﬁﬂ‘ll

NMITUAITU ﬁmmﬁuﬁuﬁuazNaﬂizwudaﬁmwamiﬁuﬁmmmqmmmﬂ

pdnliivdrdgymaada (B,=797, p <.01) Teaiuayuauudgiui 6

anlsema
Ao A @ s aa o A ] v
MIIVBITIMINALINAgNT Msaaaadiaiods 19 lan5on
4
numsutuveInguITmMnvmuaulgndmenuza (Taule) thunuesen
o o Y v @ @ @ ~ Y o a
Aa dualsiam suneieniuiy T e aziny gIveansnenilie

Aaw Y o dy
Wan13398 lanail



176 mgwejﬁ'\iﬂuaﬁ (ugs.) U 22 atu 1 @nsAn - wwnew) 2567

= k) 4 aa v o 9 [
1. wamsAnyImunagnimsaaaaananuau lanfieuniamsuaisiu
' ' s aa o P} v Y A o ¢ A
YOINGU WU NAgNENMIAAIAAING laemmzdumsyuiudedenuooulal i
o v J a J [
ANUFNTUT tazwansenuiFauinaemuany IdSeunamsuiati uazna
s an o Y Y v o Jdo & sA
gnimsaa1aana suauaso lumsadeanuduiusiuiu ledou uay
a V9 v Vo & ) o
HansynuFauInaemuaNy a3 suniamsuvatu Faeandeeaiums
AnY1ITBUB4 Lie et al., (2023) Wy marmsaaiaiudediaueou lariun 14
') 1 ' 9] VW 1 Ao o W
sazmaaiumsaaadawaneny lauFoulumsuisiuedeiiieddny uag
ApARRRIRUNUITERMILIN WU ANduRuTsznIegnd uazuTinuayms
o o o @ N ) o q ¥a v "o
WannaNuduiussznIedae wazduieszrhldinannu IdnFeunemsuasdu
(Khankaew ,2019; Bilgihan & Bujisic, 2015) 91N4UIAARINA1IT19AY Danana 1
I = o o 1] o o ' ' vy A
AUDIANUAARYVBINIATRANNANNUT IUFUUDDAN o 190 Msyfaiude
Fanwooulal 191 Facebook Instagram 1Az X(Twitter) %8814 I8ANVALAIN
1 =\ ann 9 a 1 < Y I 9
aomsiisorneu TALUDToNAN19E1939015) uaasoon 1dmiu 1daInns
& AA o o A a
na'lad M3 Tnad LazmMIuaAInNUITTIUAN 9 NREITUMIATUNINTTUNA
= v A o A o A 1 g ' A
msaa1a TuvaziRerny dediaueon lainfieglugiudeodniusoinied
draghmetalomaldgsne Idinausdudmionims lldagniidediadie

Y Y

1 o9 ¥ o a v 4 X . 2
llag“’]f'lﬂvn(lﬁﬁﬂﬂAlg ﬂllﬁgﬂ@uiﬂiu@lj1ﬁuﬂ1ﬂ1ﬂﬂ\1mu (Neti, 2011) H9NINU

1 = v @ v o < o
Laudon & Traver (2004) na1ndeanuaninsalumsadaanuduiussudiv lad
A ] A Y A A 9g ¥ a 9
oulaomsoyanalinuaiesnuemsamie lavanidldauausaaand

4 g s A o o a "W
worgiu ladvesuiin Idvzih ldinaanu IduFoumemsuasdulums
v A
AUHUNUVDININMINAVY LAz doANADINY Heonsawang&Jewjinda (2020) WU
9o 3 9 9 A D) o a =
anuduiavesdlsznoumszdesuims lalFgunuiusiinsnemsaaia &
[ I 4 a

aunsaaseanu IaSeumamsuvaiy snliunsesido lums Tubandum

@

1 a a Y Y o Jo sA A A
"UfNWL!IQﬂﬂﬁjll')?ﬂﬁﬂﬁ]GIZZJ“UUGI‘I’TZJﬂﬁ?fﬁNﬂ'ﬂllﬁllwu‘ﬁﬂ“]JL'J“]Jvl%@fJULWf]LWZJﬂﬁ

@ Y a gy A

Y Y IV 2 \ < ¢ Aa o Y ]
iugslwgﬂm“lﬂgimﬁummwuu i‘)‘c’ﬂ\iuliﬂﬁ"Illﬂﬁq‘l/l‘ﬁﬂWﬁﬂﬁWﬂﬂﬂﬂﬁﬂ"luﬂWﬁﬁl"lf



Vol. 22 No. 1 (January - April) 2024 Journal of Humanities & Social Sciences (JHUSOC)

sz Teminnms deasnuamsaaaniuases sauanuausolumsadeassa
491’ k) Iq 9 Y a a 4
iorinemsaaa tazmumsiszgnd lsmsaaiagmssdanswavu lanoou lail
9 = [ [ o 1 9 9 ] @ I~{
Yoo lulianudurius uaznansznuaeaiuay IdnSsuniamsuysviniy
a = @ o d a 1 &‘, g 1
Aot uRaMIFuNIEaIFIENLA MITUNUINGUATIL WU gRRIBINIS
z " ra v o o o P amo 2 2
TauitedauIng lildnnudAyiunagnimsaaimddnansawgluouiu 019
Y a oy A o Pl P v o
w33 Inaganiudedaueou laul nazanuamnsalumsadwanudunus
v A A 9 ) 1o
sy lwdouneusoasaanyldnFeunemsudaiu tazeausoasuauea
Y Y k) 1
AMWABINMIgNA1 1NN
2. wamsaneguany g eunamsuaaiy wun auanuldnFe
NIMIUVITY TANUFUNUTLAZHANTZNUADAIUNAMTAUTUNIUNIINTAAA
Y 19 1 Y 1 v v Aa A a
AOANADIN Yasa et al. (2020) Wi AN IdFonlumsuvsvuditiontnada
o 1 o o A o
vInuazd I Aen NUATIAIUHANMIALUNITNNNTAAIA LA TOANADINL
Panpanasakul & Lalitsasiwimon (2019) WU31 M5¥1MIAAIAAING LA
&S suntamsuisiuannsaneuaueInNNABINIVBIRI UUT MIga lmin
Y <3 T Y a A a A a
AeamsanuazaInuazsaTwazseldiginillseansnmlumsuing aa
AunuMIANTuOY tazaduaMuLAnA1UeIEInY dealdinalsansainly
v Y
myguiuunanmsaaia Iagiselduazmam lsmuau uazannsoasianny

&S sunemsuisiudmiugsne

YataHonuz
Y d' 9 aw
1. Yorauouuzn 1aanmsive
Y 0o @ w o aa o 9 A ] Y
1.1 A3 Idanudnyiunagnimsaainatna 2 A1 fe msyaiv

@ @

A ' v ] o ] 224
o aﬂuaau"lau Llﬁ%ﬂﬂ!ﬂ’JHJ?HlIﬁﬂGl‘L!'mﬁﬁiNﬂ’JHJ’GTIJWUﬁﬂUL’JUVl%@E]u



E Ngwﬂﬁl\iﬂuaﬁ (ugs.) U 22 atu 1 @neAn Wwey) 2567

Y Y "o Y o a o J

1.2 msadnanuldnSeumamsudaiu Sumsihraasmusimmng
Y0INWNGY IMsiannHaasavioddeliies AuAUNUNINGN AdTiMTan
v Yo a 9 A
aunulasldingauluiesdu

9 o Aw ]

2. Jorauounz lumsiidenivee 11
2.1 asimsviivelunguisunoguasudy o
=y av A @ a Y a o o Y 4
2.2 A3 UMIIBBINEINVNYANTTUAYS Inanumssensums l5nagns

@

mMIna1aadia taziiumMIandsBauauesnagninsnainaIna
References

Bilgihan, A., & Bujisic, M. (2015). The effect of website features in online
relationship marketing: A case of online hotel booking. Electronic
Commerce Research and Applications, 14(4), 222-232.

Blake, N. E., M. Walker, S. Plum, J. A. Hubbart, J. Hatton, D. Mata-Padrino, I.
Holaskova, & M. E. Wilson. (2023). Predicting dry matter intake in beef
cattle. Journal of Animal Science. 101, 1-12.

Department of Agricultural Extension Sisaket Province. (2021). Community
enterprise information/community enterprise network.
http://www.smce.doae.go.th/

Department of Agricultural Extension. (2016). Interesting community enterprises.
http://www.sceb.doae.go.th/Ssceb2.htm [in Thai]

Department of Livestock Development. (2021) Report on the number of Beef cattle
farmers in the year 2021. https://opendata.nesdc.go.th/

Hair, J., Black, B., Babin, B., Anderson, R., & Tatham, R. (2006). Multivariate data

analysis. Prentice Hall,Upper Saddle River, NJ.



Vol. 22 No. 1 (January - April) 2024 Journal of Humanities & Social Sciences (JHUSOC)

Heonsawang, P., & Jewjinda, C. (2020). Success Factors of Operating a Thai
Restaurant Business in the United States. Journal of Administrative and
Management Innovation, 8(3), 106-115. [in Thai]

Khankaew, C. (2019). Digital marketing strategy and marketing performance
evidence from service businesses in Thailand. Chulalongkorn Business
Review, 41(159), 1-32. [in Thai]

Krueger, R. A., & Casey, M. A. (2000). Focus groups: A practical guide for applied
research. Thousand Oaks, CA: Sage.

Laudon, Kenneth C. & Guercio traver,carol. (2004). E-commerce: business,
technology, society (2th ed.). pearson/Addission wesley

Lie, D., Inrawan, A., Sisca, S., Silitonga, H. P., & Sudirman, A. (2023). Adoption of
social media marketing: Contribution of knowledge management and
market orientation to competitive advantages. Acceleration of digital
innovation and technology towards society 5.0, 185-192.

Miller, A., & Dess, G. G. (1996). Strategic management (2nd ed.). McGraw-Hill.

Muangsan, R., & Watakit, U. (2021). Marketing Development for Silk Business
Entrepreneur in Nakhochaiburin. Journal of MCU Peace Studies. 9(2), 817-
829.

Neti, S. (2011). Social media and its role in marketing. International Journal of
Enterprise Computing and Business Systems, 1(2), 1-15.

Panpanasakul, C., & Lalitsasiwimon, W. (2019). Creating competitive advantage
with information technology and innovation of hotel business in Thailand:
Literature Review. MUT Journal of Business Administration, 16(2), 19-39.

[in Thai]



m w‘wﬂﬁ’mumi (udd.) U 22 atu 1 @nsAn - wwnew) 2567

Porter, M. E. (2007). Technology and Competitive Advantage. The Journal of
Business Strategy. 5(3), 60-78.

Rosenbusch, N., Brinckmann, J., & Bausch, A. (2011). Is innovation always
beneficial? A meta-analysis of the relationship between innovation and
performance in SMEs. Journal of Business Venturing, 26(4), 441-457.

Ruenrom, G. (2018). The identification of research problems in digital marketing for
Thailand in the future. Chulalongkorn Business Review, 40(157), 100-
140. [in Thai]

Sanguantad, S. (2023). Employee engagement among the personel of the national
health security office region 13 bangkok. Journal of Management Science
Review, 25 (3), 182-195. [in Thai]

Vorhies, D., & Morgan, N. (2005). Benchmarking marketing capabilities for
sustained competitive advantage. Journal of Marketing, 69(1), 80-94.

Yasa, N., Giantari, [., Setini, M., & Rahmayanti, P. (2020). The role of competitive

advantage in mediating the effect of promotional strategy on marketing

performance. Management Science Letters, 10(12), 2845-2848.

Author
Dr. Pornsiri Wirunphan
Marketing Program, Faculty of Business Administration and Accounting
Sisaket Rajabhat University, Thailand
319 Thaiphantha Rd., Muang Sisaket District, Sisaket Province 33000

Tel.: 081-550-7925 E-mail: pornsiri_mba@hotmail.com



