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Abstract

The academic article titled Dynamics of Modern Marketing: An Analysis of the Roles of Digital
Technology and Consumer Behavior aims to synthesize knowledge on the transformation of marketing
concepts and strategies within the context of digital technology advancement, big data, and artificial
intelligence in marketing. This study employs an analytical literature review and conceptual synthesis of
both domestic and international academic sources. The findings identify three key dimensions of modern
marketing dynamics: (1) digital marketing emphasizing seamless integration across communication
channels, (2) the application of artificial intelligence in marketing to enhance data analytics, predictive
decision-making, and personalized communication, and (3) the enhancement of customer experience
across all touchpoints throughout the customer journey The discussion reveals that while value-based
marketing and relationship marketing remain fundamental theoretical foundations, digital technologies and
Al have significantly reshaped marketing into a more dynamic and data-driven paradigm. In particular,
personalization and precision marketing play a critical role in increasing the relevance and effectiveness of
marketing communication. However, the implementation of these technologies also raises concerns
regarding ethical issues, data privacy, and consumer trust. The study recommends that organizations adopt
a hybrid human—Al collaboration approach, alongside establishing ethical data governance, transparency
practices, and continuous skill development for marketing professionals. Such strategies are essential for

achieving sustainable competitive advantage in the evolving digital marketing landscape

Keywords : Digital Marketing Al in Marketing Customer Experience
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n13@a1a (Promotion) e‘fmQJLﬁumiu‘%msmﬁﬂiznaumamimmLﬁaaummmﬁaamsmaa;ju%lnmmt

miagl,ﬂmmwaaaaﬁm
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4Ps Qfﬁmnﬁ’hﬁ"ﬁaﬁ‘hﬁ'@luﬂﬁaﬁmmm@m@‘luu‘%wﬁﬁuﬂsmumifﬁuazﬂﬁﬁuﬁuﬁ‘szijam‘ﬂsﬁ'u
and" Booms WAz Bitner (1981) 3aiawansvenunsauuwdIfAaidu Marketing Mix 7Ps TagtAvasdlsznay
FUANINT (People) NITUIUNTT (Process) UATANBMENIINIEAN (Physical Evidence) Wassan
snEizlanzaITIfiIsIMazaNudAYvedszaunsaiand lugaddna unumads Marketing Mix ¥
4Ps uaz 7Ps lesunsusuianuatnfiiudety Kotler uaz Keller (2016) seydnAanmt i lddiaaglu
gmmuﬁ'uﬁaovlﬁ wATINTILINNIAINA Uszaunsotaanlan Lm:qmmﬁﬁ@mmmammﬁ iﬁﬂﬁl%gﬂﬁ%ﬂ”@
ﬁmmﬁ@mﬂ;umﬂi‘fumuﬂavlﬂm'sﬁmum’]mLmuwa'i'@] (Dynamic Pricing) e AiTaInInIIsaswIng
°ummrm"s”’mﬁwme‘g\nﬁuvlﬂ;jLLwa@]wa‘?uﬁﬂauLﬁ‘?ﬁﬁLLamamaauvlaﬁ FInMIFILES UMM AAEnIN
mi?}amsmaLﬁmvlﬂij*sﬁ'ammuuaaamamuéaa\?\muaaﬂaﬁ dmiunsay 7Ps luga@inia aadisznay
duyaansiununidanagnlunmsaiedezaunsaluazanudunuiiugne ﬂgﬂugﬂ wUUMIUSATlay
uysduaznsltinalulad 15w urausauazszuudaludl@ nazuaumagnusulvianunada Tddla uas
windlidugudnansriuszudana mm:‘ﬁ'é’ﬂwmzmamsm'lwvlaivlﬁﬁ‘hﬁﬂagluanmﬁa%a wavenslug
FNWLIAABNAINS 1w LIV lod waUwaaTh LLa:SumaﬁinEﬂf %aﬁwa@iamﬁu;ﬁm@i'n,l,a:m'mml,%aﬁa
289UUTUA (Lovelock & Wirtz, 2016) #N3TNANILEIWININEIN Marketing Mix 4Ps 813 ldiiaawalunns

'
aa v A o

a%msmmm@qﬂmmﬂmu%m Lﬁaamnﬂi‘maﬁwuuaamnﬁdam’ﬂnﬂuﬁé’ﬂ Yeinsau 7Ps Uaaw

ﬁ@majuua:mamQwﬁ&%\‘lﬂimummimﬂﬂh a89'l3f@u Constantinides (2006) L&1a311149 4Ps Wae
7Ps fafiquenlugiuziatosfiofslasiaiio winlatunisdivdszyndldaeandosnuuiunddnaua:
wndnvanguilnafiaouudadly

4.2 Omni-Channel Marketing L8z Customer Journey

wnAamMInaauuLanaTaIneldnamainisaliiasain Single-Channel waz Multi-Channel
§ Omni-Channel Marketing %axj\aLﬁumigimwmmmﬁaamamsamia%‘am‘ma:m‘smUlﬁlﬂ%ﬂi:anmmi
\dennuatnelivansa (Seamless Experience) fniugne lidnazidugasmisaulart aawlad n3addvia
uNaAWasuEd 9 (Verhoef et al., 2015) LLmﬁ@ﬁa:ﬁaumsmﬁﬂmmaawqaﬂﬁuQu’%‘[nmﬁﬁmsaﬁ'ﬂf
WETaINIAaeanIzuIwmMIaasulada Verhoef et al. (2015) aTU1891 Omni-Channel Marketing LeN§14
971 Multi-Channel 397 L@t paiRaswangasma LL@iLﬁfumiL%auIm%Qa ATTUIWMT uazdszaunTol
maagnﬁﬂunnq@é’mﬁa (Touchpoints) IRiAugaaadadIny LwIAAaINaIYIN IR BIANTENNITRET
Uszsunanignduuuasdim LLa:Lﬁuqmmﬁgnﬁﬁué’lm:m:ma

luynzLAnany wwifie Customer Journey Lﬂumam%wﬁzyﬁl%a%mmmzmumsﬁgﬂﬁﬂﬁmu

@
o

ﬁ"l_lLLlli% (mLL@iﬁaumi%'uimmﬁadmi T.i‘ﬁ'j']\‘lﬂ']iﬁluﬁhl"ﬁlaﬂﬂ ﬂ"liﬁ@ﬁ%l"ﬂ%ﬂ vLﬂ'ﬂuﬁGﬂiZﬁUﬂ']ifﬁ:%ﬁ’\‘]ﬂ'ﬁ
@9 Lemon uaz Verhoef (2016) 321)41 Customer Journey Usznauad BhAT8Y Touchpoints ﬁgﬂ RHY
UFuWusNULLIUA e'fidmagﬂmuquimaaﬁm (Brand-Owned) ¢¢1 (Partner-Owned) an¢iad (Customer-
owned) WIDRIANNBUAN (Social/External) N17UImHIN1T Omni-Channel Marketing WAAUNIIUINIT

Customer Journey TatlwasAnssnaninaanuundszaumasigndiatnaduszuy lasnadanlostayain
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‘qﬂ"ﬁaomdLﬁaﬁwmwmﬁﬂawqamm ANABINT LLazmmrﬁmaagﬂﬁﬂmlﬁiaz"ﬁawm Journey l@aging

' v (3

e (Homburg et al., 2017) LLmﬁ@ﬁaa@ﬂﬁaaﬁummm@qal%ﬂﬁmmuanmLﬂuﬂuﬁnma (Customer-

9 U

' o

Centric Marketing) tnalulad@dvauszdoysrmalngdunumdrdydaniswaul Omni-Channel uaz
Customer Journey lagiawiznisliszuuiinnzidayauaz Al LﬁaszqgﬂLLuquﬁmsmaagﬂﬁwu,fuu
Boalngd vinldesdnsmunsasiianationn Tolana LLa:mi?amiﬁmm:amluu@ia:ﬁ;@é’uci’a"l,éfaﬂ'wﬁ
1928NTNIW (Wedel & Kannan, 2016) wonan#t n3tdanles Omni-Channel 71 Personalization 53578
snazaulszsunaigndussiaiuaianuAnddauuTud

28149 13A@1%W NMTUSHIT Omni-Channel Marketing L8z Customer Journey ﬂ’dLN"Emvﬁ"umm
MNERaoUIzNT L% ANUTUTaUYBINITYIHINITEYRINNAADTDINIS aulirenndaIved
Uszsunanigndn usztziauduanuidudiudivasdoyagndn (Payne et al., 2017) asdnidssuiudasil
Tassafaugudwnalulad nagnivaya LLazi‘wuﬁiiuaaﬁnsﬁaﬁfnagumsﬁﬁmmmugimmi

4.3. WaIaUIEIBLITRUMINIAaa (Marketing Mix 7Ps)

aa

€A a A Y =3 . v
JATAW ULNNNWAT (2568) vl,@ﬂm’mawa’mmaomuﬂimumdmmm@ 1%

o9 U

WON WA CpSSIEE

atlaq1iu 7Ps Ll g esnaTa 98y N&I N LL@i@Taaﬁwmmf'sMﬁ‘uuuugimﬂmmﬁaa%waﬂs:aunwatﬁﬁﬁ

). -

542
q

1. Product (WAANTUM) fadiiin "MIFINAMA" (Value Creation) ANNNILAR DAFH1]

v

qua
viu MaasuIanduluiaissauianaulandgunwidadasnu
= U =1 1 J v v

2. Price (11A1) Wadadmumadanuiangugiiu (Dynamic Pricing) uazdasaziauiianiu
£z ' A a [ (d s .
duanlafivunudszlominlasy (Perceived Value)

3. Place (T84n19) L/Asurug Omni-Channel fia n1siandaiiudaan lastuazaaulasiidn
Wnersnuatngliande

4. Promotion (NM3&IL&3NNNTAaNA) LUAsuIINNIRagITNILagduwn1saaanuangd

(Precision Marketing) latl% Data iassluslatuniaslanoyaaa
v { Y Aa { v o té [l Qs
5. People (yARNT) WiuaNuiBsmguazmiliuinmanaisanudsitls sadulfady

f%'m“'tyfl,wu&maumﬁumf@gmm:ﬁ@%u’l,a]f’fj?a

6. Process (N3¥UI%N3) A04dAMNAZAIN 110157 WzAAYARZQA (Pain Points) 11w Tuaau
mMytszuiiheniomssadinnga

7. Physical Evidence (fn#mzmamuniw) asauagalfennuindedevesminiiulod
F9mngldas uazussnmewasgenefitisananuidoslunsdaiule

4.4 NITVIUNMIAAFULATD (Consumer Decision Making Process)

'
A A o

o o ' Aa o a [ Fa & o =
‘W’ﬁ&lm‘VT W'J\‘}H)N LLRE E@i@]ﬁ: NLW&JWﬂuﬁi (2568) vlﬂﬂa']'lﬁ\‘}ﬂi:u’luﬂ']iu“ 5 VUADURIATY DI

uaszInaaunNINEWavas 7Ps LﬂTﬂvlﬂﬂizéju A9%h
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1. mﬁusﬂmm (Problem Recognition) Nuﬂﬂmaﬂmmws\aams (LT amna“umww
°1|u) 7Ps luenu Product Uaz Physical Evidence (11t msanmmwmmmana) KH LS;JM‘LWIU’WI@]N%

2. miﬂuﬁwaga (Information Search) t}duﬂﬂﬂﬂumﬂwmaﬂ Promotion (ﬂaummﬂ‘ﬁ
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%

3. mydsziiiumalian (Evaluation of Alternatives) #u3lnau3suifisy Price uaz Product
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4. misasulada (Purchase Decision) 9386w Place (AuazaInlun3e) waz Process
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