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Abstract

The aim of this research is to develop Marketing 4.0 for the Bang Nam Phueng Floating market
community which is objective below; 1) Entrepreneurs competency study in Bang Nam Phueng Floating Market
Community, decision making in marketing database related, valuable of Marketing 4.0 and the performance 2)
Marketing 4.0 development guidelines for Bang Nam Phueng floating market community on qualitative research;
in-depth interview methods, validation by the data triangulation method and the sample are trade leaders,
processed products enterprise and qualified person at subdistrict administrative organization in Bang Nam

Phueng Floating Market. Research results: The Bang Nam Phueng Floating Market community has a potential



and readiness to support the 4.0 market development in terms of marketing decisions. The value proposition
Marketing 4.0 is affects earnings with the marketing strategy 4.0 on the product side by creating brand features
that emphasize quality, price, with a new payment model by financial technology system and QR code
distribution channel with a shopping style combined with online experience, online sales channel system,
connecting to the large databases on commercial applications, marketing communication through application
marketing along with a comprehensive marketing communication strategy

Keywords: Marketing 4.0, Marketing channel, Bang Nam Phueng Floating Market
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