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Abstract

Contemporary marketing involves two-way communication focuses on delivering concise and
consistent messages with specific customer behaviors to create long-term customer satisfaction.
In other words, contemporary marketing focuses on customers and markets by connecting
transactional marketing to relationship marketing using a modern information system to
reaching consumers from all over the world online in an interactive way. Businesses, therefore,
need to develop their distribution systems to be able to meet customer needs or focus on
customer value by modern distribution developed based on modern engineering technology
and information technology systems. An online distribution management system that allows
sellers and buyers to know the status of their products at all times and modern distribution
strategies to connect logistics networks effectively make the product reach the customer safely,
fast and with lower distribution costs. Therefore, the future distribution system must be a system
developed based on Marketing database management system & IT that can integrate marketing
transactions, financial transactions, dealer system, distribution system and facilities system for
customers to track goods by themselves including after-sales service system. Nowadays, there
are many modern technologies such as automated warehouses, delivery drones, autonomous
trucks that helps to create efficiency of distribution and create value for customers.

Keywords:  Distribution; Customer Value-Oriented; Contemporary Marketing; Online Marketing
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Iinmennan  waznaensmsnszneiumaiolnilumadenloonionelaiafindotofivsdnsam
yinlWRuAdsiieqnfetiotaends sIasauazidunumsdndmuiefignas (Roberts, M. L. and
Zahay, D., 2013)
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(Marketing Mix) &uaziangmaiindnemnmemanaiasesssnaiierlignmionela doilade
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iuiladeiinousuasamusesmsuasgnim (Kotler, P. and Keller, K. L., 2018) fladumnaiiaousogila
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fumiuiininsdiismaudm  wiludegiumeldsuumseaindidnnseding  Wegnmdsudu
anfezdolalAsuiudmilneiud  uidesseaudeszaziamilsieud fudezgndouauiaiognd
slsignmlifinnnsindsnnududmesiummuindinislisy - fmnsezmmssmeuiuaum
anailignAninenud;e  uasdmadmsdoneuiiuniiseznafinaasiuld  Aeaviligndn
dnanulidesiuisdsdedumlunsonoll  dousngmanidenanideiniueUassafisAyeosszuy
msnmndannseiing i liAamsimwsvumsdndmielng 9 Woudlognseudonan
Tasmsnamszvuladannsduasldgumulndanunuadslasldmalulatilunisdndouazmalulad
sasuma  doilidesnemsdndmbouazmsnszaefufmsngy dvsdniam uasilignm
finnusdnasiendgamaziinnududivesfuAiuininstszimdudm Wuderduifiaduiy
S2UUMSIATAUINIIATI IWeAR (Strauss, J. and Frost, R., 2014)

TumoUfoR  gsivensuiuseslimsdndmhouvurannsannnimisguoy  elign
dinanuionelagean lesniaduiiinanednonmlunmsdmiieduiisesssiounazlszian
finnuuanmoiu Wsmes uazan:, 2563) Aoty lumsoenuuusuumsdndme Jofesiiarsan
fadushdiiieatos welwldndes:uumsindmheiius:ansnnuazUs:aninagegn Tnoiads
sAaiiaod
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naiidmun Joduimsesmainuimaseiumaiumelu 24 Fludluilagiu (Do, N. T. T., 2021)
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v3msvesgnAluilagiiu (Mullasatsarathorn, C. et al., 2020)
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MsdndmneuuuATIss A MemsimmsuuAIunus e slum e snsn sz eiu
IANUFUA wazmslruIMsnasnseie (Phothikitti, K., 2021)

4. funumsindmhedum  Taemseonuuuszuumsdndmieinealiliniossulssiu
anufowelazasgnmuazAnudISIzessIia  MmIvenuuuILUMIIRTmheTRuennazuadluiGes
pasUssininmuazUssindnauds dofesiiansanTossesrunulunien 9 fu Teefunuszuy
M3INNNUIBAOINANNTIAARDINUTIAURzIAMZOIRUA (Aulia, S. A. et al., 2016) tdu auilu
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sruumsdnimbadfienauauasanufesmsresgnmlaimsnmwetoreliles  Tasady
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Fudmonualuadsium Teeihe RFID azgmimililumssumdumuaziuntsindy duszou
SnluiAuazusudazgmiunlflumssudesidos definnusiaduezutiuiniuyed Addy
goduszvuiimmsaronld 24 e wezaansanenumswisuudasiifiniuluadofu
onludflanun (Roberts, M. L. and Zahay, D., 2013)

2. Tnsuandoy (Delivery Drone) iumsinaunalulagoimeaAsiuswimenuuulsaudu
(Drone) wnlilumsaudsdumaniuieludognd ludegiumaluladidfidediinogumnnluiu
Fesinzennaluladuazdengninefieriumadyasneema  egalsimunuhlasusidoomansiv
mvudsdummussinadunsostivRenifomalilngnn dminbiiu 45 Alansu ussfiszezma
mavusoliin 15 Alawns donmsoudedelasuluszezmean 9 s:daldsreminiimsouds
masopun  uazldnarlumssudsiesndilaglufeennaiuannmsasas  lueware1adimaimn
sruvlasudndslidanumamtinnniludagy  TeegoieelaneugaRodm I URIAAILALY
TigadiluAaaslufiuiiauniesesiiin  Welfiduiunslumsiuuszaseslnsusidos ua:
dudimanmeiszoulasudidssezgninmldnuunsuaomnduluewan (Greene, T., 2017)

3. snusMAlsAuTY (Autonomous Truck) tumsiierszuuimeenlul@ (Autopilot)
wlilumsmuausausann  deudiymeanuinnaasesuysiuazdelis:uumsaudoiufmannga
ol 24 ilug (Greene, T., 2017)

aziulad waluladuazmsiemslumsdndmie gaisldlunae 9 gsfa lideadu
ganmAnuaznszneiumnlimajusuduszmalulad  RFID andwlumsinmsszuuladaind
mumelupdofumuazmssudoludoiuilon  samdemsnszaneiuimlnelinaluladsoussnlsaudu
susudliaudn  wazlasusudes dowmaluladmad  degiuldgnihmlddemsusmsimugaam
ssfamenstu gInelsousuuazMIVeniie uazgsAauImsdu q sawddlugaamngaudg
iotheasUssansmnislunsAunuuazaufionelazesgnéi

unagl

MIna1nINasduLuIAA UM IRRLINIAAIANTDAARDINUENTNLIARBNNIINIIARIALAZEIND
AfimaAsuulasesaduazinsudeiuiiguusoanniy - madensesdudmiianunainnay
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