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Abstract

This academic article is a literature review that synthesizes information
from documents, articles, and books related to digital marketing for agricultural
products. The study focuses on five key aspects: (1) Content Marketing, (2)
Website, (3) Social Media Marketing, (4) E-mail Marketing, and (5) Search Engine
Optimization (SEO). The objective is to enable farmers and producers to develop
and improve marketing strategies effectively by applying the marketing mix (4Ps).
These include: Product — building a distinctive image for agricultural goods; Price
— setting prices consistent with costs and perceived customer value; Place —
expanding distribution channels through digital platforms; and Promotion —
increasing awareness and encouraging purchase decisions through online media.
Digital marketing strategies play an essential role in enhancing competitiveness,
reducing operational costs, and expanding the customer base efficiently.
Moreover, farmers in Prachuap Khiri Khan Province should be supported in
accessing and utilizing digital marketing effectively. Government agencies should
organize training programs on the use of online platforms, provide support for
digital sales tools and software, and establish networks connecting farmers
directly with consumers. In addition, policies should promote local product
publicity and access to financial resources for digital marketing development.
These initiatives can help farmers increase income and strengthen the economic
resilience of their communities.

Keyword: Marketing Strategies, Digital Marketing, Agricultural Products
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2. myvelaglinidnaug (Personal Selling) ilunsdeasszninayanaii
yenaiionereugslagiefiiunguithmanglidondnfarivieuinvioiufiisee
AuAn (Belch and Belch, 2001) Wiatdunsiauevislnsniissusiediiolfinng
PMeuazadInNuduTUSSuRfugndn (Kotler and Armstrong, 2003) @sagiAgdasiy
1) nagnsnisvielagldninaiy (Personal selling strategy) kag 2) N1SUTMITIUYIY
(Selling Force Management)

3. N1589.@5UN15U78 (Sales Promotion) Na1931 n1sd wa3unisunadu
AanssuinsedusedaliAnnisteiitu manseduiilelifunusuiuuenin Sl
wndu uilusafoaduiliguilaafanisdadulasfu msduasunisune
UsEnoudie NMIuansdud MIsduAiiieldusis Lagn153AINIIANISUANIALY
nsldruandudn niswandedud Methedud nisuondudn nsdsleautedy
A

4. M3l nwaznsUsEduius (Publicity and Public Relation) sUkuUnIs

<

iauenuAniwAfuAudmIeuimsuuUlildyaaa fdnwazdunisliinansin
doanavu iednmunguassurliiAnanuAndiuSoviruafnfAdessdnig dennsli
Frududrundwesnsussvduiug nsusseduiusuaznisliinnidnuuzdidy
Usznausie 1) mrudndiedis (High Credibility) 2) AUAINTA UM RINGY
@um:ﬁ (Ability to catch buyers off guard) wag 3) asradudessn (Dramatization)

5. 115MA1AN19R3 (Direct Marketing) sunislasanifieliiAnnsnevaues
Tnemss (Direct Response Advertising) kawn15ma1aLd ounsangon slaumnd aunss
(Online Advertising) §A1IUNNIBAAY AITABIANIIAT Hun1sfiased oansiu
naudmnedioliiAnnisnevaussinenss viliAnmnovauaduiuil addosods
guteyagniuaznslidesieg edeasiaomsstugnd wu T¥delavnuazuan

&9

Aaen ludiureinislavaieliiinn1snauausdlaense [WulaIsnIslawul 9
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aud el suilsvseualvitinnisnevausndulaenseludedwnigs wazn1snain
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Pren1alnsdndt n1svrelasldannuienss nisuelaglduannidsn Lazn15v18N19
Insvieniangvsendsdosiun (Arens, 2002)

WoAT1EMTUUTHULNBUTEWINE DA LALLALEDAIAA UNANA WS NIINTS
NEAs WU 1) Auguwuunisdeans dedudnesidunislavanludedsiiud 73 Iy
N5A18LAENTNNUVIY NTELESUATVIY NMTUSEEUNUS N15RaIAN19RSe Tuatgh

4 a o | 3 ¢ = N a a a U oA A
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Y
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Useneukagi19Usene 3) AURUNY FoAUANIEHAUNUARINAMNEALZYAN AT

Ad aa o o

NUNUVIY AlI1eRINTIUANASUNN5Y TuvazAdefaa 32M1NI1 AINNISHAR
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%

Wemeaulalinewazsins) Tdwuszanadosnin 4) aruanuaiuisalunisidnau @
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AaAu Azdingan1sdeansiluniased Juslnanauauestn luruendendiiaavil
AnuaRsatunsidnaugs fuslaranunsanansmudaiu WWneu uwavwwideyale
Wuil wag 5) Auauyddede denuiulziniuyndefegs n1slavuiuas
Uszmduiusuuuilunianis danudndeieluaienfuilan lunuendondva oz
& Y | & A % v g . ,
Tusy AuANUILY adl Ve Na TRy akaEAINY NABIYBLT a1 (Thailand's
Agribusiness Branding Strategies in Digital Era, 2025) lnglutlagtuiiuauynisnaia
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Y a a

Aavaaseiiieadosiudndves OTOP (One Tambon One Product) 3slunanlosu
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LaENFINIRAUIgLYY YreenseRudneamiuszneunts OTOP lumslddendvaie
Lﬁ'uaammaLLaza%’Nms%’Uj’muﬂaumum‘LLazmﬁlaﬁaﬂ (TikTok Shop Thailand,
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doanstoyae i uslnAnIUAEINUNEAS IS 0UINNT FerudAgyveIn1sivua

nagnsnan1snaIndndunisnaunuiarmsalivianssunaiatulagiuuazeuian

n1snaInRIna (Digital Marketing)
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~ A v P v v = a o
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6. Fleoaulall (Online Video) anunsaldlunsaaalivatsguuuy Wy n1s
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anAlnyl 9
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1. fFrumsadraiiom (Content Marketing) 1l owndsznoulusae unaan
dulringriin 3dle 370 wazmslnaiuulndeaiife nefidwnafiofsganiuails
as1ens¥uiuusud Wusuudfenu uagnsedunisiadulate

2. AIUNISAUNT (Search Engine Optimization — SEO) 1unsldmaia n1s
a$73 Backlink MslAgiasa msdfuusadenlvisne fugunsaiindoudl uaznisudia
mnuilunislvaniuled Tnefilmneilefisduidvanivled Wslenaly
M5 WaznsaseeIiLdede

3. funislavanseulay (Paid Advertising L unislavanniudoanisde
oaulad lewn Facebook Ads, Google Ads, Twitter Ads, YouTube Ads, Instagram
Ads 1 Judu Tneguuvuiiielavandum Tavanuansua uaglawanifle waziiold
iihfenguidhmneiitelfingeniie uaznsedunsTusuUTUA

4. aulgfeaiife (Social Media Marketing) LlOun15l4 e T oad A o6 1y
499119 Facebook Instagram Twitter LinkedIn tagYouTube %aﬁgmwmﬁuwmm
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vy Twitter w50n15l4 Linkedin lunsmanédnival 1usiu

5. A1udiua (Email Marketing) ?faﬁgﬂLLUUMmidwwmsﬂJ’n Wsludu uay
Toyasvinalviniu leofidvanefiesnwigiugndn nszdunisdon uagadns
ANNFNTUSUgNAN

U 2024 fin3d15198d@nslYean19n1TRaInfAavia (Digital Marketing) Inwil
swandeadi

1. frumsadraiion (Content Marketing) wu3n Sevas 82 vasustnldnns
af1aion (Content Marketing) 1 udunilsunsnagnsudn (Content Marketing
Institute, 2024)

2. AMUNTANBUAUNITAUNINUILTA (Search Engine Optimization — SEO)
WU31 Fepar 91 YeeUnNN1INAINII89IUI1 SEO damaulnmeuszdnsaimivled
(SEOProfy, 2024) way Yevay 68 vesUszaunisaloouladimumiuduainaissile
AUMBUULLIA (AdLIft, 2024)

3. sumstavaneeulall (Paid Advertising) Wui1 $pgag 84 ¥asiinn1IRAIN

B2B Tdvoemslawanuuutnsyiiu (Loopex Digital, 2024)
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4. pruleideaiiine (Social Media Marketing) U171 11AAIN5888E 90 UBILU
sum“[ﬁ’ﬂm%aaﬁLﬁ&JLﬂuﬁawﬁwmﬂaqwémﬁmmm (Loopex Digital, 2024)

5. puBLua (Email Marketing) wu11 Seear 88 volddiualduinimniu
(Shopify, 2024)
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