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Abstract

The rapid advancement of information and communication technologies has
profoundly transformed consumer behavior, consumption patterns, and the competitive
structure of businesses. This transformation is particularly evident in the digital era,
characterized by intense competition, openness, and a wide variety of product and
service choices. Consequently, the marketing mix strategy plays a strategic role in
defining directions and approaches for competitive advantage while responding to
consumers’ continuously changing and unpredictable behaviors. This article aims to
examine the characteristics and components of the marketing mix, as well as to analyze
strategies influencing consumers’ purchase intentions in the digital age. The analysis
considers dimensions of product, price, place, promotion, people, process, and physical
evidence, while extending the conceptual framework toward digital marketing that
emphasizes online platforms, informational content, and user experience. The goal is to
formulate strategies that effectively address personalized needs and consumer
behaviors in modern society. The findings reveal that the appropriate adaptation of the
marketing mix within the digital context plays a vital role in enhancing competitive
potential, strengthening brand credibility, and building and maintaining long-term
consumer relationships. These factors ultimately contribute to sustainable business
development amid an increasingly complex and dynamic marketing environment.
Academically, this study contributes to bridging the knowledge gap regarding marketing
mix strategies that influence purchase intention in the digital era and provides strategic
guidelines for entrepreneurs seeking to enhance their competitive capabilities effectively

and sustainably.
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Tu9U3dyve9 Cahyanaputra et al wua1 ledvaiilfsuazn1snainildnsnaldsuinsenlnu
filalunsie Tnsmaudafouriuladadifle Taeifumssuinandasiuagnssduauaulaly
n5%e lurusfendu arwazainauseeulad AldanniseenuuuiivledviowoUndindud
THaude aunsaiunieanaudlalunisield wansfnudlfidui duleiidauaudii
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fuslaelusroren (Cahyanaputra, A., Ale, P, & Peter, C, 2022) Bnvisn1sAinues Rusdiana
& Suroso LAuanal#ifiudn E-WOM (Electronic Word of Mouth) Waga21uuLiefieves
wdafiufutiededditdmananudilalunsde Tnowmzluusunvenisisoaulay
nsfidrusiuvesiuslag dredinmusiulaludeyaillésy wasrilsfiaudilalunstdeiigadu
nsAnw B uiuidvinaiiddyves E-wom lunssurumsdndulatenesiuiinaluga
Advia (Rusdiana & Suroso, 2022) Tudiuuein1snainfaasa Rajput & Gandhi Anwilawauu
Tndeaiifouardvinatemiuidalunsdevesiuslae {lilnduafifefifintuoimns
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Khan et al. @197 Hadefidamasienusslalunisteansnlny veagndniulus luraans
syuelvgjues Covid-19 mnusalalunsdeldnane fulseiuddudmsutinnisnannaunsm
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Msansteygudisnu PaffaPanithan Journal| 11

et al, 2022) mFnwildnTeaeunansEUTesANALTRTO AN nmEnunitmER ST
semAnsaet waydndnanisdsen Afronudilalunisdeaininlnuresgnéigul luras
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wAnSuTt nndnualvomsmandast warsiaindedasideruiilalunsdoaun sl u
Svswamsdsnninansenuogslififddrydernuitlalunistovesgnérgulml nan1sfinw
g liNN1IRR1IRALSVIINY A111500NRUUNAYNSNITLUINGUNITENTTEUIALAL NSNS
wnsszuatyd s mNeANLLANATY KAENTIUIUINERAST

¥aizd Dinh & Lee Anwinansznuvesnindounuudungouwefuuluideailiiede
anusaladovnsfuilag lagnudn arundafiagwann (FOMO) lutladuiifidnswaranis
dindulatondniet ldsun1siusesandungouses daldsudvinanmaieuiiounis
deauuavingfoy (Dinh, T. C. T., & Lee, Y, 2022) uazlun13@nwi1ves Zhang wae
Kenikasahmanworakhun (2023) Anwtladefidsasiensindulatondnfusiuiussynaasly
UUMALERIUY USEATU NAN1TANYINUTT dnvzdiuyanalazUade 4Cs TanTnasgiall
foddymsadfdrensdndulaendnfasiuussandesvesiusloalufiufidnw (2 Zhang &
Kenikasahmanworakhun, 2023) @anadesiuail Usyins TaandunisAnwdaUsunaniie
Anneinnuduiusseniatadvdiuszaumnanisaann fungiinssunisdadulatendnstus
ooulatl veafuilnelulumnsammumiuas wan1sAnudliduin wgAnssunistendniosl
paulatiauuand1seg1alitedAynieada audnuauen1elseeinsaans lawn we a1g
JEAUNSANY 818N S1elafaIRoN LATADIUAINANTE YUBAEINY HANITIATIBNTEAY
AnudAyveslafvdiudszauniimsnaialagsin wud guilaalianudifaluseduunn
Tnsiawizludunszuauns dsfeifuthdeddylunsdnauladonansusioaulay (ad Use
303, 2565) nsnwrilaenadastunurAnues Kotler & Armstrong fiszydndaulseannia
mamarndudadonseduiiidvinadensiadulavesiuilae il WeRiarsunseduves
Jadedrudszaunienisnaia lawn ndndaet 5101 ¥e9n9ansiadiniig msdauasunisnain
YAAINT NTFUIUNT WALANTWWINEDLNINBN TN Wudhilaau dufusfunginssuniste
wandamiooulatluuisUssiiuwintu (Kotler, P., & Armstrong, G, 2010)
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