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Abstract

This academic article presents a strategic approach to Thai stage drama marketing communication

in the digital age by developing the “MDD Model,” which consists of marketing planning, digital marketing

strategy formulation, and digital marketing success measurement. It emphasizes the application of social

media and digital tools such as Facebook, YouTube, SEO, SEM, and Google Analytics to increase
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communication efficiency and audience access and create sustainability for the stage drama business in

the highly competitive digital age were consumer behavior changes rapidly.

Keywords: marketing communication strategy, Thai drama, digital age
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N153ATIERANINKINGBUTIAY (SWOT analysis) 1 ldlunisdnvinnisiieseidyninaglenianianisdeans
lngagdiasentamansenudonisdearstienguilnunendn 2) AmuaingUszasa (determine the objectives)
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Tnglinagnsnsthiaueaunadoulsing 1 \ferfuasasaiiludmauduansidundudmnenieduy Snviadsd
nsliFedsnuesulaifudemmilunsainedetionaraduanuduiusiuglinuaudy q suniiauedoya
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wan3aNil fadesinnsdeansiudunieuendie lngasAnsagdesesniuunisdearsivilianuigale as1enisius
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Hadenils 1esnnguimsivsumieuntinnvesesdns mnfuinsiianuindedie Tdeideaznndnual
TuBsuinfazdmaliAnamidofouazidonlanine

uenant Iéfinsiauouus 4 lmdnvesnagnsnsdeasnisnainuuuysuinis 1 1) mslases
nqugifidruldidsuagimuanguidivane 2) nseenuuuiienilunisdearsnismainiiinainaradil
Tunguidhmneuagaaia 3) madmuatemisnisearsnisnaiaiimuzas ldiesdudemnauuiaiuvie
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NsdeasNINaIn lnglaniensneuausslenginssuvesngudmung (Kliatchko, 2019)

n1sAaInfvviagAlu
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MInaInRIva fe Insduasududuazuinsiaeiudemvesulaliieliiuslnadniidldegnmings
wazidunisldiduyuegnafiussd@nsnim (Reitzin, 2007) wenani n1snanAdvia (digital marketing) WaIWIN1S

YDINAAUOUIAR LARTULBUSENANTUIUNINTNAINEINNTOFDENTUUVABINIG (two - way communication)

o v

ugnénldegnsiaiied (Wertime & Fenwick, 2008) uagn1snanfivia Ao aaniiuneazyiinisviedud laesinnsi

NMIRARHTUFULUUNTERANTAAVA ez uTlnAdzilsiaremules YeanefdviaaunIaioaIsuuuasinig

a a4

agiluszansam uashnsedoansliog1sanss (Haasnssas quiiin, 2566)
Aseatnfava teiduniseatawuunilaniinasidtusgnaunivane WeduasSundndusinsausnis

waziiewddeuslnalaglidemsdidva nsnainuuufdvianseunguuInnIINIsAaIndumesiin saudtomns

v
= o
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] @ 9

MINAMENULATUBUIU UAzFATTAlUFULUUAY 9 NMSIAIAFRTEA Mu1eis MIuauendniusvseusnsmensly

F9IN19N15IAIMUBULUUATIR Lo ITiTsgnAladiedu Snwiauduiusiiadugndi duasunismaie

liegnssiaiiaawazanunsaiineanvigliiugsiale TnguszasAndnuesnisnainfdvia fe n1sAgagnAwazyitld

Y Y
anAfiuAuiusiuuusuArudeAdva (Yasmin et al., 2015)
PNUIAALAEITUNIINAINATIVA (digital marketing) gNWAILINIIINNITARIARUUALANINUSEENALY

FosnaRdviatunsinredoansivduilnatemiwing q awnsathudssgndldldfunngsfauazeanaimnssuuing

aa v o °

msdansmssaiauuuRdviadinsdiedeuslaadundn awnsassyrudenisvesnisdiduslon nguilmang

o A

wazdaunsaaialievnisomntesulatiilinsslatungudhmneld n1snainddia Ao N1sHwLINITVEINATA

= @ P
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fuduilan wadenddndnnisnisnaindudy Wewndsuwlasemslunisindedearsuaznisivioya

2095U3LAA (Wertime & Fenwick, 2008) wana Nl ANMLNEVBINTAAAATTALETDUNTUUE AUA M BUUTUA

I3 a

H1uteInegunsaldiannsetind Wu reuiiames aurivlvu visgunsaldoansuuunnn uazausaliven

gl

%
aa v a =

yaanseatnndviail iWuesesdislunisuszanduius waskdansaunsonsinauNanInoUauDIING SUaslaTIui
waaniivszduiug Weswngiuarsazanunsadifvdeldnaen 24 Falus MeanuTasveInsivkazdidoya
wazvhligddlasudeyasgnsindlunmsiuninseitdgvinie 9 aaensuanuiinelavesduduazuinig

U

ievgldnusulduavidenaiesdiolunisdoasnisnainfdvialidusednsamuiniian (Safko & Brake, 2009)

Naa o A

mMIna1aRdva Wuguwuunilwesnisaaiafidadunsldmalulagfdva ivedfazddnsauiugndn

o a

nsnanAdIviaisuAulunessy 1990 Wedaudulidumesitlauiniu wagldsuanufonunuledauEuly

aa v o o '

SumnesilauagunsalindouiinnnTulunelsse 2000 uaz 2010 MsnanRdviasinmiauseludewmalulagin 4

v
Y

Winduluneissy 2020 §5A9019 9 awnsaldniseanfdviaiiedfazlidiunuiugndrluieniielduiniy
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3) umsteen (re-purchase) iunsfadulatoaudiiduviemeliuusudganafignddausdnda faulinda
Tunsauiunazavdwmasienisndunndeduiuaglivinisanies 1 nasall Anudidamsnisnatanilimsiui
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(Amble & Kokkinaki, 1997)
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Marketing Communication Strategies to Engage Theater Audiences in the Digital Age

M D D

Marketing Planning Digital Marketing Strategy Digital Marketing Succees
1.SWOT Analysis of a Theater mmp | 1 Marketing Communication for | mmp 1. Adobe Analytics
Production Theater Productions through 2. Google Analytic
2. Detemine the Objectives the Internet with Direct 3.SEO
Customer Engagement 4. SEM
3. Target Market :
2. Emphasize Social Media for 5. Youtube
4. Select the Marketing - Exchanging Essential - 6. Facebook

Communication Information with All

Stakeholders

3. Online Marketing Influencer
Focus

4. Online Reputation Management
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