msus:andlsidumoaoowusing  la:naduwaden
wusIinAanuMsaanadobsuMUanniodiannsatng

WoldhiibwusInalulanmsaanaddria

The Application of Customer Journey and Touchpoint for
Marketing of E-Retailing Business to Reach Consumers in
the Digital Marketing World

algyn 5159196
Natcha Thumrongchot




Dsanssuwnnyd UMBNENAainsn C@
G
UR 40 QUUA 2 wnumAu - doMAU 2565 4 i

mMsUs:ENdIBIdUMDUoLWUSINA  lla:nadiuwaaopwusina
AuMsaanagovsuMUaNMvaIdnnsotng IWoIibwusInA

Tulanmscaanaddna

The Application of Customer Journey and Touchpoint for
Marketing of E-Retailing Business to Reach Consumers
in the Digital Marketing World
algy 5159l9R"

Natcha Thumrongchot
'AMTUTINTEING aIngndemalulagsvaeranszuns 3N 10300 Uszndlng

Faculty of Business Administration, Rajamangala University of Technology
Phra Nakhon, Bangkok 10300, Thailand e-mail : thumrongchotnatcha2021@gmail.com

Received : October 26, 2021 Revised : February 14, 2022 Accepted : February 24, 2022

unAnge

Ui inguszasd tiefinmmsUssndliidumeesiuilnn gaduda
vosuilnafunmsnann iterhdsuilnallannismaneddviauasdeiaueuusd
wdusslomludagsiareiuimuanmedidnusednd othluianuazads
Uszaumsaliiliunguilne Sswud gaiduduveadumvesifusla (Customer
Journey) Bussusiteuazdugnéndnaulatodud wieliuinsluauinisndy
udoudmialduinigd Tassewinadunisvosuilnnil dynduia
(Touchpoint) mmmaﬁﬁu’%‘lmﬁmwum WU Ui T AUARIuERRNS 9
mstundeyaieiiuiudwiouing meindulaternuneundiadululnsdn
\dawTl (Mobile Phone Application) vi3eiulesd msldiunsguaanminay
Wutessesulall waznsafuayunduiriiunTiuudodausoulad
aziiuladn mnguszneunisanunsaszudunisvesiuilaaliuduginay
nsunguslaniinginssuuuule eflazanunseirdudwieudnslviauels
uAgusTaalunamanzas
Addgy : N1ranAdIva; AAnnieBiannsedind; yeduiaveduilae;

WUN1veeEUILaA



msus:gndlBidumpaopwusina a:paduwaaeowusinAfuMsaaadopSIUAMUEN

moéidnnsednd WoldhtiowusInaAlulanmsaenaddna
The Application of Customer Journey and Touchpoint for Marketing of E-Retailing Business
to Reach Consumers in the Digital Marketing World

Abstract

This article is intended to study the application of Customer Journey,
Touchpoint, with marketing to reach consumers in the digital marketing
world and provide business-benefit recommendations for electronic
retailers to develop and create a better consumer experience. Which
found that the beginning of the customer journey starts from before
becoming a customer, deciding to buy a product or using a service, until
returning to buy or using the service again. Along the customer journey,
there are many touchpoints that consumers have to meet, such as brand
awareness through various media, searching for information about products
or services, making purchase decisions through mobile phone applications
or website, employee supervision through online channels, as well as
brand support through social media reviews. It can be seen that if
entrepreneurs can determine the customer journey accurately, they will
notice what behaviors customers have in order to offer their products or
services to customers at the right time.

Keywords : Digital Marketing; E-Retailing; Touchpoint; Customer Journey
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