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Innovation in Promoting Thai Restaurant Businesses in the Digital Society Era
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Abstract

This research article aims to 1) examine the factors influencing marketing innovation in
Thai restaurant businesses in the digital era 2) synthesize a marketing innovation model for Thai
restaurant businesses in the digital era and 3) evaluate the developed marketing innovation model

for Thai restaurant businesses in the digital era. A qualitative research approach was employed,
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through interviews, focus group discussions and an evaluation of the innovation’s suitability. The
study involved 19 key informants and 5 experts, who assessed the innovation. The research
results found that 1) Factors affecting innovation include the method of determining the
marketing mix strategy, which is an innovative factor for promoting marketing of Thai restaurants
in the digital age, as well as the application of social media and the application of the restaurant
management system which are important innovations for promoting marketing of Thai restaurants
in the digital age. 2) Components of the innovation model for boosting Thai restaurant marketing
in the digital era include selecting a method for defining the marketing mix strategy as well as
promoting marketing through social media. 3) Overall, the results of the evaluation of the
innovation for promoting marketing of Thai restaurants in the digital age in four aspects were at
the highest level, with the most useful aspect having the highest average value of 4.93 followed
by the appropriate aspect with the average value of 4.9 and the correctness and feasibility aspects

with the average value of 4.86 respectively.
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sAUTeran TIdeded 1 madenliiinsimuanagniduuszaunianisnain (Marketing
Mix %38 7Ps) sulaun snundnsauet (Product) Aus1a1 (Price) MMutioaan1sindinuie (Place) fu
daasun1snaia (Promotion) AMuUNiineIu (People) AMUNIZUIUNIT (Process) ATUANYAULNIINIEATN
(Physical) Ao Padsuinnssunisdaaiunisnangsfaiuemmsingludsaugaiavia ioafrsgauds
(Strength) fidswasenisnszdusenusLaziinseliliiugsiaiuemsine Fsaenndosivauideves
qusiant Suufanieyall (2562) finafisdiuusyaumnenisnana (7Ps) dawaseauaulanayarudis
wolavesvealiuinsrdtinnsunmdunuiuiider uaznsuszgndlddedsnuesulayl (Socal Media)
suensUszgndldsrunuimadanisinens (Point of Sale : POS) Aoinduuinnssufiddylunis
duadunmsmaiagsnaduemsingludinugaidia Jsaenndesiuauideves Avyazova and Blinova
(2018) finudsruy POS UssianilfinaautAuasflsddunsvaufivainuats anmnsntaedives
$uonsuarddanisliduiugshaldeneiiussansnmunniu vedenafumsrzdintanssudng
Iisunsitmunsnetwieilouazfisuuuulvifiiualivaenadostulaialng (Lifestyle) “FinAdsia” 7
Aerdesiunsdniuiinlunnianssudaenadesiunanisine uuAnAsafuuinnssuy (Innovation)
yosdiinnuuianssuwiend @dnanuuinnssuuiend, 2563) filsinanis uinnssusneesAuszney
wisnili 5 Usens Ae wandneilnd nszurumisival manelmel msusuaesussdnslusl waznns
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WanunasingAuvdotadetiudlv Ssannsausnuinnssailaidu 4 Ussian T6un uinnssundndous
(Product Innovation) viden1suiulssdsUshugniondnsnmifidegud iy
oAUTNaNTITeded 2 MmaduaseisUiuuuinnssnsduaiunisnaingsiaiiuens
Inglugadsnuddvia fie n1sidenlyidnsimuanagnsdiulseaunanisnan (Marketing Mix vi3e 7Ps)
dolunisduasunisnaintugafdvia (Marketing Promotion in the Digital Age) vegsiasuemsine
AlFSuamnuiounazannsanuiuldogdaaulutiagiu Jsaenadesiunanisidores Sainn wun
$1U1 wagdvil masztlen (2567) imuinmsdenldtiadudmuszaunisnatn (7P) fdvsnasonisindula
Fondruemmsussantagng nvanuiteres aRnug uluuseans uar Ay (2565) IdBusuauniis
nsdentdtdadediudszaunisnisnaianiunisduasunisnain dansnarenisandulalduinisues
fuslnaiusestnsail venaindunamsidenutanusrasdded 2 fidelidansehidugaauslal
31NN15ITBuTANssuNIsdnasunIsangsiaiuemsinelugaderuadna Usenaunie Jadedndn
(Input), NT2UIUNTT (Process), Nawan (Output), Naans (Outcome) Lmzmamsﬂsmﬁugﬂquui’mmsu
oiuTenanTIfetei 3 UssilugUuuuuinnssumsdaaiunmsnaingsioiuemsiveluga
FaPuATa nudn nsduasunisnatnrudedirueeulall (Social Media) Suldun Google Ads uaz
Facebook Ads Aiedndugunuuuinnssumsdsasunisnaingsfadtuemsinelugadinuddsiadii
UsgAvsnm dfumnudesuasnssdvinaluilastu fiaenadosiunuideves inads wialoanssd uaz
At (2566) ina1ninsmataAdsiadnsimunet1sininszlaaiienevausguilnag el
FoensduduaruinisfiadsassdifieWinssiuaudesnisvesgndn uenaniu adednd quausles
(2568) MsasUanuideliin nslddedsansoulaianilansudsUszmalnenasavaneTisunds
Hatuiunltufstudedes Sniwemmssulalinaaduiladdyremisinimaelugadsa
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LUUdnaessruUdTanIsduaiunisnaingsiasiuemisinelug adsauadsia [PIPOOF
(7Ps+PSMCRF+aM)] Usznausne 1.ai1suinnssumsdeansnmsnangsnaiiuemsinglugndsnsidsia
2. Avuaguuuuuinnssunsdeansnsaangsiaiuemsinelugadsnudia lasendoiiadeiui
(Input) Usznause 1.nuidiuuseaunianisnain 7Ps wagnszulunis (Process) 2. Nguinsdeans
PSMCRF 3. 19#n159AN13 4M n58UUN1T (Process) Usenaunidg 1. iasierisuuuuuinnssy 2.
duasigiguuuuuinnssy 3. Ussiduguuuuudnnssy wandn (Output) Usenaunig 1. winnssunis
duasunisnann 2. JULUUNITINN1sIIuemMsineadislvgd #adws (Outcome) Usenausiy 1. gnend
ns¥udiniu 2. gnénfidrusiuainiu sensussifiuguuuuuinnsss Ussnoudae 1. Saugnées 2. 4
aunzay 3. danuduldls 6. fanududsslend, uaznsdanisauides (Risk Management)
Usznausie m3dansmnudsaunsszuinveslsafiade, msdanisanudesmansugia, nnsdans
Audesaaansaing q Wudu
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2. nqufinsdeas
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aMm

2. dupTengliuy
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2. guuuunis
Fans3 e
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P O) )
Input Process Out put Oot Come
Uadeiidn N3TUUNT NANTHER HATWS
1. nufjdiudszay 1. Binzisuiuy 1. uinnssunig 1. gnAndinisiug
RN TPs winnssu duasun1snan wndy

2. gnAndldnsau
Ny
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Nan13UszliugULUULIANg A
1. fianugndies
2. fanuwmangau
3. fanadulula
a fenaundlu sl

f(x) wuudaes: sTUUNTIANISEREINN1TaIngsias e mnsineludinufdnia

f(x) = { PIPOOF(7Ps+PSMCRF+4M}

Risk Factor

Job Model

i 5 sUsuuuinnssunsdaasunisnainginasuewnsinglugadinunivia

G

uinnssunsdsasunsnaingsiaduewmnsinelugadinuddsia 1) ievinlinsuisdade,
NSTUIUNT , Handn , waansl Tunisdaasuniseaingsfaduemsivelugadinufiva Tneldimsosile
msﬁamsmﬂm%aﬁlﬁa (Social Media) 91n%#a18%899119 D191 Facebook Ads , Google Ads WD
fu 2) iWoat1an1ssud, msfidrusmannnguidimunedegndn Tnolamznisiinseldliiugsie
Fuemsinelugadinuniia 3) Lﬁaﬂﬁmﬁummqﬂéfaa, Aunnzay, A duldle, anudu
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Mnuanside §iTeddoiaueuusy il
1. Yawauauuzlunisiwansidelulduselewd
nagmsMsaaEsuMsaaaEudedinuoaulay (Social Media) fodnduguuuuuinnssunis
daafunsnangsneiuemsinglugadinuAdvaifuszansnim, W1vesgsiadiuems aasih
waluladunUszenaldusnisinuunanvlosunisdsemnsesulad, Ussendldseuuuimsdnnisiue s
(POS), mia%wizaummjﬁﬁiﬁﬁuqﬂﬁw, mﬂﬁu’%msﬁﬁﬂmmwLLazﬂaﬂuidiasiaqﬂﬁ']LLazmiﬂ’wm
MinwelazAU3VoINTINLY
2. forausuurlunmsvinidenseoly
msAnwideiferduuinnssunisduaiunisnaingsiadiuemslne Wisudoudy
FupnnsUszanBuY WU $1uemnsausiu (Fast Food) $11e1vnssedumy (Fine Dining) $1uemns
Yl (Buffet) $1u01M15UMN%"A (International Cuisine) LitelsiSunsiudeyauinnssunisdsasy
N13Aa1ngINs W MITuAazUsELanludsangandia JAIEYinagns SWOT Analysis kag TOWS
Matrix n3enagnéifieviinisnain Usznausie nagnsidegn (SO), nagnsidedu (ST), nagnsidaudly
(WO), nagmdiTsdlaaiu (WT) ilerdudeyalunisfnuidouinnssunisduaiunsnaingsiaiueims
Ingluswpnsialy
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