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Abstract

This article discusses marketing channel planning for modern retail
businesses in the COVID - 19 era. This is a result of the rapid changes in the
lifestyle of people in today’s society. In addition, the situation of the coronavirus
outbreak. Affecting the change in customer behavior called “New Normal”. In
addition, the epidemic also affects the retail business, which faces a negative
impact on trade and the country’s GDP. Retailers with a market value of 5.5
trillion baht were affected by a contraction of 2.2 percent or approximately the
estimated loss of retail money. 150,000 - 200,000 million baht, affecting many
entrepreneurs in the retail business Therefore operators need to adapt to the
changes that occur. One of the key factors that entrepreneurs need to get to
know is the "consumer", given the advances in information and communication
technology that have fueled the digital transformation trend and age factor will
find that the consumer can be divided into two major groups: 1) the digital
natives by birth with familiarity and expertise in technology and 2) digital
immigrants diverse in terms of attitudes and capabilities in technology. Both
groups had different behaviors and attitudes. Therefore, in order to close the gap
between the two consumers, modern retail businesses should consider a variety
of marketing communication channels linked to one another, one that can serve
both groups of consumers: Integrating technology, online and offline channels
But all are joined together into a single Omni - Channel model.
Keywords: Marketing Channel, Modern Retail Business, COVID - 19
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2541 Feaglurnaegfiauiisdseninaaiuelstu 118 (Generation Y) waglaiulsdu Z
(Generation 7) AoriiAnlud 2541 1Wuduly dru “fonenglanddsia (Digital
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Frelumsiiusunudeyavesgndniielinisddedeyagndndululdieuay
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L‘flu‘ﬁ'ﬁml 1@wn Email Direct Marketing, Website, Social Media, W& Programmatic
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Omni Channel 1JudsglovstnsannsegsAaludagiu dennafiudeamis
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J960 D1UIEANNATAINLTAUgNATlUNNTURUUTBINITUSIAALAYYI9RIE WA
naugnAseRanssuNsRaIaTiu Soft Sales (Miller, J., 2020)
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