MIATUINSEINERAMATIY
U7 1 2uf 1 unsAx - figuieu 2562

14

AnTINuUN15NaA 4.0

= 3
L9 WNWUUNI

UNANED
nsnanga 4.0 lunsnaafiiausoaInnIseain 3.0 AnsddsunUasiidaiau
Humsnaaiiysunisgnsmaninismainuuusaduiugnsmansnisnainfasia nsnaia 4.0
Junseanaiidedddanufnaiisassiuarmaluladifiowaramuianssusng q Aeimundedna
auelRuaguslae 4.0 MPunadesvesuszmaidna n1smain 4.0 azfeserdenisaiy

o

gNSANENIN1INA1N DU NangeguuNuNdedinuesulall AUl Usenaun13zAoaimul

Ao o A

ANNANNTaNTSRAaIAuUdedenunaulall wasid1AyAani1snatn 4.0 LﬂUﬂ’]i@a’]ﬂL%ﬂﬁ‘lﬁﬁﬁ]

)

i

Tunisysduadanualiunurauywesfnemdugndwazldligndn dusznaunisazdealu

N13ANIUENSANERNTN1TAAIANINANSITUNAUIE YeduNmUIAMNN NIV NN YWY ALAL

AseANdady Yuluasiamsdud i dunvurusennusuiaveusediny

AEAN: N1IIAIA 4.0, NTAAIARINIA, NITYTAINTT, ANUAAATINETIA, AluladRava,
NIAAIATTUSAR, AumdMSuLIaNYYeYIF, NMseatauuiudedinueaulay,

555110018, WawAuA nTInuazAudsdiy, Anusuiiaveusodeny

589FNERS19158 INLFENITIANTT WM INeENELeN



Journal of Industrial Business Administration

Vol. 1 No. 1 January - June, 2019

Profoundly Understanding Marketing 4.0

Seri Wongmonta

Abstract

Marketing 4.0 is an expansion of Marketing 3.0 with conspicuous transformation.
It is the integration between traditional marketing and digital marketing. It deploys
creativity and technology to come up with innovative values for consumers 4.0 who are
natives of Digital Nation. Marketing 4.0 comprises of several marketing strategies on social
media; thus, entrepreneurs must develop competency in social marketology. The most
important issue is Marketing 4.0 is Mission Marketing to create values for consumers
regardless whether they are customers or non-customers. It requires that entrepreneurs
uphold governance principles with commitments to make human lives better and to

promote sustainability. It aims at building charismatic brands with CSR programs.

Key words: Marketing 4.0, Digital marketing, Integration, Creativity, Digital technology,
Socialmarketology, Governance, Make lives better, Sustainability, CRS

programs
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