Digital @&
Marketin

Concept, Case & Tools (2022)

ISuduagvIgnlo Tdvuindovdalkidu sauinsudiRoon
Suns:iandosuasionnuAtikanAioUlogodaition
dwlaainsudnisaana 2022 AAtudovs wsauAuludAaTKIU
unlUus:gndldoiulRidwanussiouovacu

rigwa Telwisou




Chapter
Digital Marketing Now & Next
Normal

Usinpnsad laplu idadukiv doukunefvdaudy

SOUTUTIEIU o 2
MU0V SWOT ANGIYSIS? oo 9
IWasunvavglanooulad IoA1UESaq ... 14
Marketing 1.0 oo 15
Marketing 2.0 ..o 16
Marketing 3.0 ..o 17
Marketing 4.0 ..o 18
Marketing 5.0 ..o 19

ns:uaUNsAaduZouovrRusina KSo Consumer

Decision ProCess ... 30
335aUUNMISASHINISaa1aooulaU. . .. 36
Chapter

n1saanana Ao viudlsisu
BE]V;

IUSUGADOIERANAT o 47
NNSSUS (AWAIENESS) oo 51

ASWONSEUT NISKIJoWa K3

EValUGtioN s 58

Case Study as1v Customer

Experience alad Leg0.......rrooocresecceeseeeees 66

Chapter

I fokannisaalanounogd
Digital Marketing

APS 4ACS 4ES ..o 74

J1AS1KGNANYDVANUAIY BWS TH oo, 75

Consumer decision process ns:UdUNsAaauTo

UOOWUSINA oo 78
CUStOMEr JOUIMM@Y oo 79
Product Life CYCIe .o 80

¥20d0 9 YDVIVVSEIAWAAUT Ila:n1sANTUNIS

MYMsaaN QD IRIGNAGWSAATOTU ..o 81

SWOT Analysis Us:IDUanNIwINQdou

NDNISABN oo 82
The Colors of BUSINESS ... 84
Chapter

Social media Marketing
iWaanawhenavrhalslundtasiulan.............. 86
waawoSulKu TBIRD8IS oo 88

Facebook Fanpage 2022 iifusanlildiArime iddo
a$o Community! 92

‘ ‘ 0000 00000O.indd 6 23/3/2565 BE 13:42‘ ‘



Line Official Account IJUDIULNY [BOIUTE

iunuiav 114
Chapter
YouTube a$10Us:d@unmsaliazisodugal ... 124 . .
Marketing on Website
Instagram a$0MWANGEIIRSEN oo 132

Twitter IBoANURga (INY) rifkAungldhnsanw .. 136

n1saanauu TikTok souloiGuasioiusudnu TikTok
PINCLUSEINF 143

Chapter
Pnagns M Social Media og0IsiRiBSA......... 148 Email Marketing

SUDP3NNA ‘AVILUCIBYAU’ AldaIUSUdTRIG...154

Chapter
Marketing On E-Marketplace
DQULKUgADUNYAD
Chapter v
Content Marketing IﬁaK—]TO UTO How to... 5 E-Marketplace golo TRPSA .......... 235
golvAina
KolvaAryuovnsr Content Marketing........... 156
ANUINPAQURUARARNEIABAUIAZoLTD
it ) Chapter
HAIJIERNAYUNS e, 172 . . .
‘ Digital Marketing Concept
avAUs:NauanArylunsr Content Marketing..... 186 o .
aKsuwUs:nouns
2023 Digital Marketing Trends.........ccccocoevvvrine. 242
Chapter
KOLs & Influencer Marketing a =1=

Nano Influencer > 1,000-10,000 Followers......200
Micro Influencer > 10,000- 100,000

Followers 201

Macro Influencer > 100,000- 1,000,000

FOIHOWETS o 202

Celebrities > 1,000,000 Followers.......ccccccveva.. 203

‘ ‘ 0000 00000O.indd - 7 23/3/2565 BE 13:42‘ ‘



(e LV Digital Marketing Now & Next Normal

chapter 1.indd 19

Marketing 5.0

LLu]ﬁﬂdﬂﬁj@ﬁﬂﬁﬂglu%ﬁdﬁa Marketing 5.0 Technology for Humanity (2021) lag
Philip Kotler S38@8unlaudn 2 vinu A Hermawan Kartajaya Wae Iwan Setiawan L
wﬁnlm’%‘awaommmnmﬂIuIaﬁiT”ugam”ﬂﬁumiﬁwmmm@ Lﬁaﬁami"l,ﬂﬁamjmﬂmmy
dathenvangy uazlise@ndnaw laddrazdu Al 10T, Blockchain, Robotic 48

'
a '

11 Marketing 5.0 #izsnaahawsomlalaaSlugounmsniingfuiiiiasduiios
289M371 Data Analytics lasihdayafivainnasuulanaauladiigniszaianauninizy
nnuInhnmnuanagninanmIaaadaly

v '
2 o o o

lagasdide Wihwindun13iies1e Data (Huddninaldguudila Customer

Journey aEIuViaTs indeyasidiialfluniyiinnzinsamuludad g Tiduduacd
Usefinsnniiga

HMaN8AuRIRY I Marketing 5.0 619310 Marketing 4.0 881391y AasvldmeaIui
AABNINENNANUIZNING Marketing 3.0 waz Marketing 4.0 WG NAI8dn e luladaw
79 Buuidussiuenals udndnzrildhazdaslfoa (uasmdmindninnad)

13
a &

fdswinihashinyiuliiugeitldaiaife mylienuddnyiu Data T9azinly
laugmlugnnmiaaiadusanlanilfiniaslodssinniiaubuus,

13z10ufe ma:gmnmiaﬂwo"Lﬂﬁﬁm%ﬁaﬂuluqﬂ COVID-19 NMaININgTuTiay
mMaslatunaneas danwldlazosguniw uazld Social wdailulidoinniy dunazida

TR

o

19

23/3/2565 BE 13:33‘ ‘



Digital Marketing 8" Edition Concept, Case & Tools (2022)

The Marketing Evoluation
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Customer Journey
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State Bicycle Co. @
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5 star review from Vito Salinas: 6061...Blue Beauty!

Absolutely love this bike - She climbs with ease - was riding the 4130
for the past year which | also love and now is sitting with 650's, but in

comparison the 4130 is much lighter - hands down the 6061 is faster.

Remember it's aluminum o it rides a little rigid but makes up for it in
its ease. Only complaint | have is that im not 100% sold on its drive
train, had issues with my 4130, but true to its warranty State came
through and made it right. For the price and quality of the frame itself,
ill take and make it work - Gravel and grind from San Antonio, Texas!
Bike: Deep Pacific w/ 700c, 6061 Carbon fork, Brooks saddle, Fixation
pedals

Ride: 4-5 days week, Average 16 miles a day.

ps: o m..

State Bicycle Co. @
15 fumnem 1 11:57 .- @

5 star review from Justin: A fun daily driver

Ilive within a 3 mile radius from my work and sometimes | can't make it
to the gym so | re-adopted bike commuting. | was originally going to
buy a core line but at the time, my size was unavailable. | let my
daughter choose the color and I'm glad | went ahead and bought the
4130 instead of waiting. I'm an avid cyclist and triathlete but this
black beauty adds spice to my life! This bike has reminded me that
not ever ride has to be a training ride. | was not expecting this bike to
be 50 fun, and | find myself taking less direct routes home just to
extend the ride and cruise! The original seat was fine but | added a
brown one for a little bit more flair. | have a bunch of national and
state park stickers that | will add to give it a little more character but
man, this bike has grown on me.

I'm a big fan of SBC. | ended up buying a white ghoul for a family
member and she loves it. Also, much thanks to Nick for being so
helpful in answering all of my questions.

com...[4130-the lack

CHAPTER 04

State Bicycle Co. ©
16 gy 0w 11:55 v - @
5 star review from Arturo Villalobos: Still In Love

I'have put about 600 miles on my bike and it has proven worthy. From
road to gravel, it's awesome. | now have two sets of complete wheels
that I switch out depending on terrain. Gravel puts some hard
demands on the drive train and it keeps going. Aside from usual
maintenance and cleaning, | have not had any mechanical issues.
Southwest Texas roads are tough on bikes and the gravel is worse. |
have a few upgrades on the bike like any cyclist will do but those were
personal preference more than necessary. This year | will be
participating in the Mt. Lemmon Gravel Grinder. | can't wait

/6061-black-label-all

hitps:/fwww.statebicycle.com/.
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ZSTATE

GIVE A GIFT CARD

@ statebicycle.com

[ 6061 All-Road - Deep Pacific (650b / 700c)- Gravel / Adventure Bicycle | State Bicycle Co.

BICYCLES~  PARTS~  ACCESSORIES -

CHECK OUT OUR NEWEST ARRIVALS + PURCHASE RISK FREE W/ FREE EXCHANGES*

Home / Produ

6061 BLACK

CLOTHING ~

COLLABORATIONS -~ BLOG ~

Q SEARCH

6 Lat Road - D c )

ABEL ALL-ROAD -

PACIFIC (6508 / 700C)

! Make it
nd we'll send you a
r easy back-and-forth

See What the Experts Have to Say! (Read The Review
o Bicycling -

o Bike Rumor -

57 rev

$1,399.99

What's My Size?

PURCHASE RISK FREE: IF YOU AREN'T 100% SATISFIED, WE'LL SEND YOU A
LABEL AND EXCHANGE IT FOR FREE!

LaUAY I GIRThEuA Y 9 tanlanaluwdtanisone
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