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Abstract

The research aims to 1) Study the situation of marketing problems and
competitive strategies, 2) Developing digital marketing strategies to create competitive
advantage, 3) The relationship between digital marketing strategies and competitive
advantage, and 4) The relationship between competitive advantage and marketing
performance. The target group was used in a qualitative data collection group (13 people)
and used the gathered results to create a quantitative questionnaire (55 people). Using
descriptive statistics and multiple regression analysis for hypothesis testing. Findings were
as follows; 1) The marketing problems were insufficient product. Competitive strategies
were improving the varieties of feed formulas and reducing production costs. 2)
Developing digital marketing strategies was focused on social media orientation and
affiliate relationship capability to make a difference of increasing sales. 3) Digital
marketing strategies in social media orientation and affiliate relationship capability had a
positive relationship with the competitive advantage, and 4) competitive advantage had a

positive relationship with marketing performance.
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