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ABSTRACT

This academic article aims to study changing customer behaviors, business
growth, and new trends before, during, and after the crisis of Covid-19 pandemic in the
next normal marketing context. In the study, research was conducted on the subjects
of 1) impacts of COVID-19 that affects the growth of the business, 2) the changes in
customer behaviors during and after the pandemic, and 3) new business trends during
the Covid-19 pandemic, the government’s concern about people’s health, and
declining consumer income. This article also discusses future trends of changing
consumers’ behaviors that affect their purchasing decisions as well as business trends
in different periods during the pandemic and proposes a business model that can be
used by entrepreneurs who can analyze and develop their own businesses so that

they can thrive continuously and sustainably.
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Lﬂasumﬂmmawmm%wm feau1Anves 6 g3faluganNUnAdnly (Next normal)
FiflgsRandmdeiuasieiossin Fosoonuuvdudlifiqaruuaziendnualiansdai
Farau Wlerlunsadssnu wazidhfainguandruunanwesusineg gRandnens Innsld
welulaglunsairsuinnssulysl q meomnsmumsudenaiiioguam ldlarnuvaoa e
wazquenfoiindu gaiadiUan iwiunsdnlagnduiteaiagaudsliiugusznounis
gafadds Snrsudsduaingiaunelngandasemelusiuuuesulad fufunsaues
Funuuazszuumsdanisiadudsddny gsfovudsdudn Idsunavinannnginssugnin
wusnldgeamsesuladiiuundu Fadesilvinnswaunsesnsgiunisliiuinng
AmnuUasnde wazamsInd wargsiansvienilsazgsnafiisailesiesusulignand
anudesiulumnulasndy sullldsmsiifignamuunannesusing o dnaudaaty
FEUNWUIANAUATYUIALRY, 2564)

mnanmduinuazanudidydnsiu §3delivinnns@nunadon fanudusiug i
ngAnssunsdaduladovesgndiuarnmaiivlnvesgsAauuldulnindsings COVID-19
aeldnisaatanuuauunAdaly (Next normal) 1 elvms v angAnssuvesgnAid
Wasullunmsdndulateduduaziins muuwiltuesssinluraseing 4 vesinganise]
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nsUsuFufioandunuludiusing q Snviedaligshediléfunanssnudnlngdugshafeatu
nMsuUInsuagnsieniien uilunanduiudalsshafiAeatuguain gsRananisunnsd
§3RaAANeST ssfauwmaesuooulet faunszuaiulnedseiilos

2. WpAnTINRNAI

2.1 wyAnssugnAlutwaaiunisalladn-19

WOANTIUYBIGNAT (Customer Behavior) MU18H3 NISUAAIBENLARTUAAR
meldnszurunssnduladenldauduazuinis suludinsdnaula fidnadenisuansesn
YoauAazyANAT ANy Usuanisnuveunazliveuseduduazuing deamnsn
Funald 017 nswantesnandnin n3evimanisedeulwiuaranudnmig 9 (Leavitt,
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Alexandra Vancic, 2020) Imwé’qmﬂﬂ'1ﬁvmmﬁmmmimamm%’%ﬁdqmavi’ﬂﬁqﬂé’ﬁ@faq
USudunna 3 Usens ‘vlmmu A3l (Dymfke Kuijpers et al., 2020)
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2.2.3 mawdsuutainnng WudadedmaliAndunngdnilug lidnazdu

n15UsEYuR1uIALe (VDO Conference) 9a1u1sagrganniselunisiiunisiagiiuning
Sanguldun uazgsnaanindw (Start Up) o1alifianudndufidesdrdrinaudunis
0173 wsiealiisnisviheundiu viewanunuszyuduasinsrmiu

2.2.4 myvstaanmelulagduds ndaninzdndlud vildgnArdngAnssy
g v = X oqv a a =i = - v a
dmalulagunduinlvigsiauuuiiy azanasavmeldluiian danisignAasuudadiy
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NPNUFIND G1ai]
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3.1 wualdunisanenananaaulay (Live Streaming) 1Jun15nseany Su-ds
szuudetiuuisealngd (Real Time) Tugduuuvedifile iiunsetienisdumesidn Tidnda
YoIN199UnNTale1e 9 19y Aoumas Tablet, Smart Phone, Smart TV 13 udu Taad
Uduiusiuguseneunisiazgnan H1unenistaneuniutanIy Chat niaideananuled
a8 1998n18Aemalulad fudsunlasly vlinsarenenanssulay auisavieau
Application %14 9 19U Bigo Live, Kitty Live wlan (Facebook) uaggyu (YouTube) Judu
(vouilordn Adiusi, 2564)
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3.3.1 deudloaulad uazvusuddeomis adurinunanesueeulay
fuiinty vhlfFeaiinisvudedudanntulasionmgdugaamnssuewis Snsuslaaifisdy
W1uresnisoeulal 817 LINE MAN uaz Wongnai 718051513 apdulnlung nw
111 5 winlud we. 2563 (lav Usemdlng, 2021) wazluduenmsssdnisusuiuiioan
nsdudia Taenmiususldlunsdsomadu Bueah ghates Wusy

3.3.2 n13915zdunuuAdia Wudnvdmnadonlunissgsnssumenisiiy
A9 9 laeg1esaasa danuazain wavlaonsie Snitadafldlddnefiannsdudaiuan
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WU (Mobile Banking) (wiinus 1w, 2021)
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[y | a

Aus19n1eg dszuuneauen WMUTnwIdyminIuaunIn N135189UNANUYBIN1IAT 9
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3.3.4 anaduiisiueaulay Weasnsdudauasfiunisuszezvinamedaay

finnsdewoumuduiiimisesuladluguuuusne q lddnandu ladlan pduiale nmeud
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Mnunltufinanunduinduludinisunsssunveshda 13n-19 dwaseiies
luswangendindidal 38 Next Normal lagainunangves Next Normal fie n15l473n
Tudseunndaete saluianisdndugsiading q Aeedesuiuvasundanilédusudai
amaunsailfalein-19 sisludesnisinsodeans nslddinuszdiu uasmadoudadl q
fiintusous nannuanefin Ussneudie fRdugsRa Adudey dRduasugiouay
nsdles (@nnudaaduiamfruinnaisuazauing ox,2564) §an1ssuiaisiall
1¥5205233833791n Now Normal To Next Normal gl 1) &emaildnnsduifa (Touchless
Society), 2) qmmwﬁuumﬂ%’%?miuLL‘UU‘ﬁ"naU (Lifestyle Healthcare), 3) Urugaas oy
azaan Yaenste noulandnslddin (Smart Home Ecosystem), 4) viauldvndl yataan
LifidnsAasduaniudl (Hybrid Workplace), 5) a3 esilondsiardieglalunisyiegalagl
(Tools, not Who), 6) Ejsum'wﬁ nneluladfiauld (Wearable Devices), 7) wilsAumane
UNUIMeITn (Muti-role), 8) asn1mn19n1913u 1sununou Joluuiasela (Finandial
Planning), 9) N3eFUNNAINUFUNUS LY LNa W11UNL198 (Screen to Screen Meetings),
10) uinnssuerusudliia WOudesiudswindeu (Fully Electric Car / Plug-in Hybrid),
11) iugudyiedmiuga Aging Society (Care Robots) Uag 12) nalulagdiien dielan
Lﬁa@m (Smart is the New Green)
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= = d' My 8 Yo a | v & Y
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2. nsnavausdlaeldgndndu Augnans (New and Now On Customer Centric)
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#14 9 990 Customer Centric UuYayakazNITIATIERNLIUEY 819 g5 WeIMTINTT
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3. WHUNIIU NTEUIUNIT LasHANNIW (People, Process, Productivity) Wunisadns
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1% Y] é’ 1Al o I | o . [ 4' [ Y] Ql' =
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AO97 WazdlAunUe

4. p1udsdiu (Sustainability) 1un1snatnfiyaduaudsdulaensnnauau n154n
83AN13 N1SUJUR wagn1smvAunIneInsiionauauegnAlanaINnaeJULUULaEATY
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NnmsAndeyaientu ngAnssuvesgnduazuuliimagsia Tudisaaunisal
1Aia-19 nuiszninnsiininginisszuiavedhdalaie- 19 MliAeaudemesuuse
uvilan lﬂLQWWzLLGiL%@x‘iﬂﬁﬁ‘uﬂ’wLL@SL?EJ%%G\SUENQ’QUWIIWSU w150 U ATUNITEUIN
19305alATA-19 1AENININITVBINIAIATT dHanTENUABNITNYATEINATUAINTIUNIY
Asugianadsen naantudstaromssinduladereosgndlumagsiase 4 saulufauuld
nenrsaarnlna Miiadunou FENTUALNAITNGANITUNT T2 UINve9TalATn-19
Tuganiseatakuuaulnddall awnsoagyesnuidudimuinisvesuuilduninisnain

Tur93ngan1sain1sszuanvedlisalain-19 lasluraensunisszuinveshisalain-19



Management Sciences Valaya Alongkorn Review 71
Vol. 3 No. 2 (May — August 2022)

fusgneuntsuazgndiinistenemslaenulslndda sufsdudatulasddinans Ae
Suan Wauddynstedudmieldusnslneaues waziinsuusilaenisdedudriu
ysgaulaviiindu ilevanidssmsdudialnenss Tutswesnissruanedhialaia-19

yntinnsnaiauaziUsznounsfesnsiusud il elisiusenisiudsuutasann
woAnssuualavidlnduesgnifiudeuluanidy wualiussialuel ileliigsAsaansonduan
Adunislasgandunss menwldinissusiudeyawazinaussenundulusuuuy
983 Model Business for Next Normal jUuuun1s§3ialuga Next Normal it e14lun1s
Ainszrinasimungsieliviunuwginssuvesgnd wunlduiiasuudasluneldnisnain
wuueaUnAdalY fanwd 1

MODEL BUSINESS FOR NEXT NORMAL
e E’romotion 7P!S+CS

9 le.:? ) K People

s <
2

Price _ . L { P
& TP's %g rocess

e

.
9y
<-‘\p’

* Product -.
3 Productivity

Touchless Society t 1

Consumer
Value

0@, :
e Value of

Smart Home Ecosystem_ of [t

Money @ wellness Community (X3

Fe 8 "

Smart is the New Green---«--..5
Value
5 | of
S Trust

_
(Customer Sustainability ™. Nation

[

ou
o WHI

Environment

pol
] #

ad 7\ .:":: R kl"“-. ]
Hybrid Workplace w .s ig\l Sl‘;qlr!ilell';oldel’

Employee

A 1 JUkuUnessnaluga Next Normal

A 1 88U185ULUUNSEIATIUEA Next Normal wansnudusiussening 7p’s
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1. AUAIMIUTN15VRIRUTENBUNNT (Product) AN1NTaRBUANBIAIILABINITYDY
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1nin-19 Tngnsiiasgsinazuims 7P’s Sadasdndeiatiadoiidrdnluga Next Normal
Usznausme 2 Jadefe

7.1) gné (C - Customer/Customer) fifesi3ouingnssuvasgniniiudsuluia

nseusreeing, MsldlaiFedunin, N13IUHUAIUNITRY kanslddneanadsn1sinau
P oV v a ° a a 1Y) = ] a A
enusavilayninnnaasinuatnvateednwlunaniediu siufnisidmalulagiive
N1581U8ANATAINIUNITIETINUTEINTU S lUTINISASEMInianIsSnYId wIna ax
NS IINAIUNALNY

7.2) msnaafigatiuaudadi (S - Sustainability) Aeanunsaneuaussgnnle
vanvaegULuuLazasanguilming aeulandgiiovu msquaninny wielvigsAadnels
fnls wazdmeuuszlony dedeny wuvy wazdszmand samlufamsquasnundunndesly
Frusne g mngshaldinmsleszinasiann mundn 7P’s +CS Asiniintufonmeily
AIUF 9 LA

- AuAwieanulingla (Value for Trust) vilignAninadulinnga

- ArAweaiy (Value for Money) sihlsignéngandurrduiuiidosdngly

- AA10aAM (Value for Wellness) yhlgnéniguninsnaniediagy
waztonunil Ao Whumneddglunsdidugsienieldmnaiauuuainy
Unddaluiilonginssuvesgnéniiasuly
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