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Abstract

This research article aims to analyze and create a model of market
management factors for SMEs 4.0, Thai clothing brands for Generation Y. It is
mixed research using a parallel model. Quantitative research The sample was
430 people using the group method. As for the qualitative research, in - depth
interviews were used with key informants, namely group 1, 6 experts, group 2, 6
executives, group 3, 5 experts, a total of 17 people. The research instruments
were questionnaires and semi-structured interviews. For quantitative data
analysis, multiple regression equations were used. And qualitative data analysis
using descriptive methods. By bringing only the issues that are consistent with
both methods to discuss the results according to a parallel research model. The
results showed that Market management factors found that gender, occupation,
online sources for purchasing Thai brand clothing Average monthly income
education level Types of Thai branded clothes purchased, age, and which group
of Thai brands have you ever bought the most? The person who influenced the
decision to buy Thai brand clothes the most and the number of purchases of
Thai branded clothes in the past 1 year. Affects attitudes to create behavior
statistically significant For the marketing management model, it was found that
the purchase reason management factor buying factors brand management
factor and statistically significant relationship management factors for demand
response. As for the qualitative research results, it was found that the design of

marketing management both offline and online consisted of 1) the speed of
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replacing the technology, 2) the management of creating value for the society,
3) the management in harmony with nature, and 4) the creation of accomplished
for sustainable development goals

Keywords: Generation Y Group, Consignment Shop SMEs 4.0, Market
Management Model, Thai Brand Clothing
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flony sewing 26 - 29 U TasdrumnveAnidudosar 30 antenun Taegsia
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Wedve, 2562)
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WENM1SAAIR 4P 3D duNEIIINNIRaTATiY (Marketing Mix) fldaudsznaudieiu
e @ 9819 Ao HBAAWI (Product) léun Wderuusudlng s1a1 (Price) Tnetadeog)
#i51A1 1,000 UM gl weilalensii 2,000 U BDIN19NITINT19UY (Place) Social
Media wagn15adaLa3un151e (Promotion) WUNAULALUBLITUINY Y38 Gen Y %138
Why Generation lng338fen153ias1gridadon1sdnnisnain SMEs 4.0 Horuy
sudlnedmiunguiaiuelstune uaziilead s3uluuNNIIANISNISAAIA SMES 4.0
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waluladansaumanaznisdoans, 2562) Msduiiegs §3seldvinisguiedg
Wiovnuunguiiegafianzay dmsunsinu nanisduaiieensn 16 210,
305 way 74 LHeNnANEaEn Sy sunangusogaiild A 305 au udileruAsoUARN
warid odeldund ad uvosnani1siTeasiiuiaed1a 430 au twa 14 T-Test
drunuduius 19 Multiple Regression
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e glUIANTINNUMIUAT WAz 3.4) VOULIAMUSTEEIAINISNUTaYS SEninusieu
UNTIAL A, 2564 T lwwiou wa. 2564 (Hesndutisauifsumaniaiudiniuas
nywdu Wulemafifiunginssuguslnauaznismannldisudn)
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Uszrnsnguitimanedladlingudaogns s1utu 30 au derduuszdns woarivos
aseuu1A Auladenisdnnisnain SMEs 4.0 AuslluuNsIANITNISRAIA SMEs 4.0
Lasduder LTS LY Wiy 0.84, 0.86, WAz 0.89 MIUAGU

5. MsAasendaya nsieneideyalinmnin Inisassiia lngauuas
Aanuneannsdunvaliiierdenlesuluieed Taesgatuiideyaunniusingnisal
dmsumsiesigrideyaleliuna lmaidan1siasieviad fldanssauinaznis
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pa leiuA Jadunnsdnnismann SMEs 4.0 (X) leiud Jadedt 1 msdanisnanaimsmans
g0 (x1), Yadedl 2 nsnsrduniste (x2), Yadeil 3 madamsuusud (x3) Yaded 4
n139nNIsARUFUTUSN1sRaulangaNfoanIs (Pain Point) (X4) Taen1s3iAsIen
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$1uu 166 au Andudesay 23.0 N9LABTBLUSUAYBSINET BUUTUS CPS CHAPS,
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1.2 H93un159anismann SMEs 4.0 idefiuusudlnedmiungua
wastuae lunmsudaedonueglusziuann (X = 3.96) dlefiasandusos
wuin Yadunisdansanuduiusnisneulandanusdenis Saedeunign (X =
4.05) sosaandadumsdanisuusud (X = 4.03) adensedunsde (X = 3.91) il
vimuaRtosdign (X = 3.60) Wevhundneisiesu wui Yadesunsiansmeua
3o

m13197 1 Ja3un159mn15main SMEs 4.0 @eruusualnedmsunguiauesduing

Ua38n1539An150a19 SMEs 4.0 iHaruwususing _
o o . o X S.D. wlawa
dmiunguiatuaisdunneg
1. Y938n1599n15ANEURUSNSRaULANgAIN
v 4.05 0.82 41N
AB9N13
2. Uadan159nnswusus 4.03 0.59 1N
3. Yadunserunsie 391 0.68 )
4. Ja38n1530MIUANANI 50 3.60 0.59 110
34U 3.96 0.50 uln

1.3 wan1snagauanyAgIulun1side n1s3esiein1siuLl s
Haduduyanaiunisinnisnain SMEs 4.0 Weruusudlnedmiunduaiuaisdune
WUt e (Beta = 0.390) sosasnldiun 913w (Beta = 0.241) umaseaularifideidosh
LUTUAlNY (Beta = 0.216) 18ldilndnselfiou (Beta = 0.172) sefunsdny (Beta =
0.110) UszLnvveadafiuusudlneiide (Beta = 0.106) 91¢ (Beta = 0.096) nMaABie
wusudaslnengulauinign (Beta = 0.092) yaraiidwaronisinauladeidefuy
sudlvesnniign (Beta = 0.079) LLavﬁl’lu’mﬂ’NWUE]LaamLLU‘iNGﬂV]&JIu%’N 1 Uitbinuan

aad

(Beta = 0.072) #ua16u E)EJN@JUEJE‘?W]@UVINE’IE‘IGWI .01 G]’]MG]’]TN‘V] 2

M19197 2 NTIATIENENNTINDRELTINYURITITEAIUYAARARUNITIANITHAIN SMES
4.0 FeruusualgdmsunguLatoistuY

Adjusted Value

Independent Variable - Sig

X Beta
LA 4.33 0.390 .000
DTN 4.48 0.241 .000

wiaseaulaigeldesuusudlne 3.65 0.216 .000
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Adjusted Value

Independent Variable — Sig
X Beta

selsadesediou 4.23 0.172 .000
FTAUNITANY 2.60 0.110 .000
UseLnvvaaiderinuususineize 4.00 0.106 .000
27 3.59 0.096 .000
naastouususvedinengalanniian 4.21 0.092 .000
yenafidssaromsdnaulatoderinuusudinesnniian 4.15 0.079 .000
smnundiidoderiuususinelutig 1 9N 3.79 0.072 .000

Significant at 0.01

Msinzin1stusUsvestadonisdnnisnain SMEs 4.0 e uusuding
dmsunguaieistung wui Tafensinnismgranisdeunniian (Beta = 0.313)
sosaqnlaun Jadenisdnnisauduiusnisneulandaiusesnis (Pain Point) (Beta
= 0.274) Yadun1sdan1suusud (Beta = 0.102) uastladonszdunsto (Beta = 0.059)
AU D81 TTEEMEERT .01 Auansed 3

A1399 3 N1TATIBNEANNTT0AD 08 TN VRITITENITIANITHAIA SMES 4.0 LHBKY
WUSUA InedmSuNquLaLLBLITWINY

Adjusted Value

Independent Variable - Sig
X Beta
Hadensdamsimananisdonniian 401 0313 .000
Ja98n159nn15ANFUNUSASNEULANgANNABINIT (Pain
] 4.03 0.274 .000
Point)
J23n5INTHUTUR 3.21 0.102 .000
Jadunszaun1sve 419 0059  .000

Significant at 0.01
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Patterns e wvivady Tiondnwallaawiu udriluidu Presenter v9959uAINN
vefinindunvvesila Tnodagndii azidudunuvesnaugnAuuy Mass
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yi3etouunndu uilawan

2.3 U9dbil 3 madanisuusud dsddygedesadrayuruluTudves
duddiesliliudrindesnoulandwio Pain Point 1udsfidesdils Aenisiivun
AL TR TUA VAR MTENTVILUTEA Ferpadnlaneunsgiuiediu viead
AMUUANA1INTBUTUAT (Adaptation) Ing31anag NSMILUTUR AR 19NAYNTEIU
Uszaun1an1snana (4Ps) Lazdsddydesnsaageuiu Pain Point N13709n15AEY
Tandvesngugndnlsinela lddnazfungugnindideudng aonadesiudlidoya
WU

“msvguvveanlavasuszlovdlunisly Event ugay Event luuagly
AINEIAYAY Adaptation [s517n N19vMUSUsRIULLIAR Adaptation laeiamnitiu
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Product, Pattern, and Pain Point 2) n15aa34N15Y184ag 1A FINGINITTAA
Promotion and Price, Including Delivery k8¢ 3) f)g’g'.i/ﬂ Whaer yena AGRERL
gusfnmv People Clusters and Ethnocentric and Polycentric Geocentric and Regio
centric” nsdun1valuaziiudeyag WideyadAnglaeldisnsdunvallaeldszuy
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2.4 Jadeit 4 n1sdanisauduiusnisnaulandainudasnis
(Pain Point) A25azin1seenuuy Liesanszuu CRM i ugendiaifivaeligsia
#101503ANINTEUIUNTTA 9 InsesieAIUfieINITveIgnaAY Weuszansamlunis
Aamudoyagndi uazifi uauftanelavesgndn dleUszANYeITEUUUIMS
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gnA1lna (Customer Acquisition) kagn1550¥19NA AN (Customer Retention)
sankimsinaussasdenvegndldiedu dauduneeniissmsugsieiiens
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aseningnAuusen uassedauaunee 9 Fugilsuldide” nsduniweiuasiy
Toyailvdoyaddnlagldisnsdunwallasldszuvesula 3doienans wazdoans
auwel ({lvdoyaddyngui 4, 2564)
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