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ABSTRACT

This independent study employed participatory qualitative research using the Action Research methodology of
Kemmis and McTaggart, integrated with the Appreciative Inquiry (Al) 4D Cycle of Cooperrider and Whitney.
The four objectives were to: (1) examine the organizational context, needs, and readiness for Marketing
Automation implementation; (2) synthesize planning components and processes through the 4D Cycle; (3)
develop a Planning Framework appropriate for the organizational context; and (4) pilot test and evaluate its
preliminary feasibility. Six key informants from Company ABC (pseudonym), a B2C dietary supplement business
in Thailand, were selected through purposive sampling. Data were collected over five months through
appreciative interviews, two workshops, and document analysis, and analyzed using Thematic and Content
Analysis with Data Triangulation. Results revealed five organizational strengths, while Data Readiness was at
a medium level. The “Al 4D Marketing Automation Planning Framework” was developed, comprising five
cyclically-linked components, a 5-step SOP, and six Critical Success Factors, validated through Member
Checking. A four-week Pilot Testing demonstrated Engagement Rate increases of 50-67%, Conversion Rate
increases of 100-250%, and Cost per Result reductions of 28-35% across all customer segments. The findings
indicate that quality pre-implementation planning reduces the risk of Marketing Technology project failure and
generates measurable business outcomes, serving as a prototype for similarly-contexted B2C small businesses
in Thailand.
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+ afaussiumalouaraninjsiiu + senuuy Automation Workflow - adanadniianaldussdstu
Tumswavuwlas
A A A A
I | 1 1
P B P e R e e S L e B '
&
v Ty 4 v T T ' & o P— , a v
WU A TUKARN UL THEIMTNA TANNRNWUNUANAT N'Iuﬂ'liai!ﬁ"ﬁ'ﬂﬂ?d‘lﬂ NULIAT ua#ﬂﬁmﬁ‘nuﬂﬂ'ﬁ'l\'lﬂﬂ\lﬂ'ﬁlﬁu'ﬂﬂ\lﬂ\lﬁﬂﬂ'l
Dream Statement ] ] v 1 g )
(Right Message, Right Time, Right Customer)

3 Customer Segments -

Qnﬁﬂmj (New Customers) Qnﬁﬂﬂiziﬁ (Loyal Customers) Qnﬁ‘}ﬁﬂ‘}‘wzkﬁﬂia (At-Risk Customers)
afrmsfuiuaznseduanuauls % Quaasj'lwimﬁm afanugniiu & AnaamgAnssunssdyniunnadse
Lﬂﬁuutﬂugnn“mszeusn uasn's:lﬁ_'umi'fa'd'l w‘\iaﬁma"umuﬂ:ﬂauﬁ'um'iqrgnﬁu

v v v

?mliq (Strengths) Toma (Opportunities) wadwEAIanald (Measurable Outcomes)
« Arandemydundaiuinazguam v~ u.u—nTu"un'ﬁ'lﬁ'h-a‘ssmwﬁltﬁlm‘;u /' . uﬂmmuuazgashmm-sﬁmﬁ'wfu

o ArmENRUEARRUgNAN + _O— £ l-'_‘lﬂt'lﬂﬁﬁ Marketing Automation = I] . :‘u’ws‘nnﬁ-';m?wnam1wﬁnﬁnmgnm’nﬁu€u
. ﬁumuﬁ‘ﬁm’nufﬂwua:w%’nuﬁuué ~ Avdfaldnnih DD . z'fm5'mﬁmauauauimmm‘.lty\ﬁu%u

+ 989m4 Facebook ﬁ‘ﬂgﬂul"{ﬁﬁﬂ'\u e n:'ﬂwD‘.‘R“mm“‘iﬁwﬂﬂm + UszAnBmmmsApasuazmsineudtu
weaiaUszaumsniianizeizes

' ¥ Y ! "
beemm= fmmmmmmmm————- naFeuiuazUiudsatinsioila (Continuous Learning & Improvement) === ———=====——————.—

ANN 2 Al 4D Marketing Automation Planning Framework QUWUMJH’SHI

@135197 2 Tasanuduiafiddny 6 Uszmilunssh Framework Tyszgndld

o v 0o ® o a

aau  davsanudse Aadune

1 AANIDNATWUDYA (Data padnsdasinaiutoyagndfiasuduuazduzuy
Readiness) landl Field fidududmivnautanguandl 1w

o AL 4 &
m‘nﬁnamqﬂ ANND LRTHUDATINNIITD

2 AMIERRIUAEMIERLERWIINALIMT  HUTndasiiTauneidaianlunisin Marketing

(Leadership Support) Automation 311 wiawaiuaRuNsILLIZINH IR
waznsaaaula

3 MINEIMIINVBIYARININATEAD qﬂmmnﬂshﬂﬁaaﬁmuimlunmwzmaqmiw”wm

(Participatory Approach) Framework LNa&3 190 MNuLd 3100 ILaSaALITIA b
a v v o . N . i v A A Aa

4 N1ILINABAILITAU Automation AIILINAIIN Medium Automation la UI"ﬁmiad&la‘ﬂ&lagﬂau
A A A a o o o A o
fmanzan (Right Automation Level)  tWalwilunuiouiuazdivdaldlaslaifausdm

5 nagnsihanfiiw Personalization  Content Naanuuuiamizudaznguandinalasasida
(Content Personalization) Engagement Rate Waz Conversion Rate

6 T IINNIEERIad ALY Fa3dnTzUIUMIRAMUNE ILATIZH: faya uaztliuiys
(Continuous Learning Culture) Campaign agnddaiiiad

wiannnnwidaniedanmsiaug
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4) nNInadau Framework A28 Pilot Testing (2999 Plan-Act-Observe-Reflect): i1 Framework luneseu
MARWINTZEE 4 FUaR (15 Qumwuuhg - 15 Jwaw 2569) W11 Facebook Custom Audience 1Laz Messenger
Automation ém%’ugﬂﬁm&a 3 ngu Tag/3ouifisudadiananuaznasnisle Marketing Automation Wu31
@”a%’i’@éﬁﬂ”tyﬁifuﬁ'mwlunﬂﬂa;ugﬂﬁw Tag Engagement Rate LAn4u3oyaz 50-67 Conversion Rate LRN4W

Tauaz 100-250 Waz Cost per Result aaadTasay 28-35

@15197 3 WisuiisukaawsiauuaznaINIlE Marketing Automation $1uunananguand

AIBIA now wad mstdasnulas

mj:&lﬁ 1 gﬂé‘ﬁ‘l‘mj (Welcome Series)

Reach (A) 1,000 1,500 +50%
Engagement Rate (%) 8.0 12.5 +56.25%
Cost per Result (U11) 12.00 8.50 -29.0%
Conversion Rate (%) 2.0 5.0 +150%

nauh 2 anA1szdn (Exclusive Offer)

Reach (A) 800 1,200 +50%
Engagement Rate (%) 10.0 15.0 +50%
Cost per Result (U11) 10.00 7.20 -28.0%
Conversion Rate (%) 4.0 8.0 +100%

1A [ a &
NaNy 3 gNAIMN219ILLANDD (Re-engagement)

Reach (A) 700 1,000 +42.8%
Engagement Rate (%) 6.0 10.0 +66.7%
Cost per Result (U11) 15.00 9.80 -34.7%
Conversion Rate (%) 1.0 3.5 +250%

PINHAMIFZYIan (Reflect) SIAUANM® WuLMTawimay laln anusAvay Data Readiness NAITRINH
1u CRM luauaa UssAnSA1wwad Content Personalization N&dNalasasina Engagement Laz Conversion

A ' & ' . = [ ' o & =
Rate LLEIZﬂ']ﬁSJﬁ’J%i'JSJ“DﬂGVJﬂﬂ%@IGLW]?&EJ: Discovery ﬁ]uﬁ\‘i Reflect L‘].]%‘]jﬁ]ﬂﬂﬁﬂﬂfﬂvﬂqﬂﬂaﬂﬁﬂuﬁﬂlﬁﬁl IR

° ' [ 'y a &
mvl,ﬂgmiﬂiuﬂ'ga Framework ‘Lﬂauyitﬁmmu

=) s o

dyduazanidsananisiay

MY TzrUANEILTIIUNIIWMUN “Al 4D Marketing Automation Planning Framework” i1 %NNSNagay
TuuSunaSsvasgsfandanmsiiainennis B2C lulsminelne lasnanmaidoddsziduiagfisuiinafvne
o @ a ae A4 @ @ I IR

wanlosnunneiuaziwidsninetosle 6 Usziaunan aad

1) Data Readiness tuanuvimanugiuses SME Insnanaisswuiulasdnsazlzudoyagndiazan w1
wanpd uddinnalaseainMisssunautingugnd1aunan RFM Model azviautasingszning “nilidaya”
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AL “m‘sﬁﬂﬁagaﬁwé”aﬂ“ﬁmu" Fogaanaasniy Pipino, Lee, uaz Wang (2002) sz Gupta Wz Goel (2024) 7i
52491 Data Readiness LutTadtiugiufiznalalld

2) Leadership Support L‘flmﬁLLﬂsﬁmuﬂmméwL%’«aﬁéwﬁyﬁq@ Asuviadvesivesiamuiuga LAWaNET
Fuiedanlasins seandadny Ragu-Nathan et al. (2004) uas Chaffey (2023) Maftluusun SME fiflassats
29ANIULLLUY (Flat Organization) ;ju‘%msggaqﬂﬁuwmﬂ@ymoﬁﬂugwuzpjﬁ'@ﬁukl HIAaITNIWeInT uae
;jﬁ'lmsmﬁsuuﬂm 50ﬁﬁ'mﬁfnmnﬂdﬂuauﬁﬂimm@lmy'

3) Appreciative Inquiry fUMTLIMIINIABRLLAS MIlEnIzuIunns Al 4D Cycle tunalndda lunisaa
WIIEKULAEIIINNNTINATDIINYANINTNNIZAL FBAANBINU Cooperrider LAz Whitney (2005) WAz Zentis
(2025) Tagysziduiiswidseupnonarfindn @ani51n Al 4D Cycle NUzgndlFluuTunnnIIuE
waluladmiasa (MarTech Planning) Faiandnlslununamiasdng wazniwenauyed Jadunsaiieesd
mmfl,mj (Novel Contribution)

4) Content Personalization tJ%#21a289U32EnTA W Wa Pilot Testing EnduTaLanin Content flaanuuy
LﬂW’]&LL@imﬂ@quﬂﬁ’lddwaI@U@lid@ia Engagement LLaz Conversion Rate §aaaaa4nyU McKinsey & Company
(2021) ez Sahni, Wheeler, lLaz Chintagunta (2018) I@aﬂq’u@ﬂﬁ']ﬂizﬁ‘hﬁmmauauama Personalized
Content VL@Tﬁﬁla;@l

5) Medium Automation Level Lﬂunaqwfﬁuﬁuﬁmm:awﬁm%’u SME miﬁuﬁuﬁwméaaﬁaﬁﬁag nawsag
aﬂﬁunumiﬁmufua:aé”wmﬂw"ﬁ‘ta‘[ﬁﬁmm F8AANBINU Chandrayan et al. (2023) Waz Mero, Tarkiainen,
e Tobon (2020) ﬁLﬁummﬁm@mm Readiness Assessment LLa:m‘m%ﬁﬁmiLﬂﬁiﬂuLLﬂa\‘j

6) Framework T2880ANNLEEIT8IANNANAaIINUIUITIANTT0 Framework MLium319unurion szuy
g (Pre-implementation Planning) mmiﬂﬁ‘ﬂmiﬁ‘umm@l“na\‘lﬂ’muﬁumm ‘ﬁli’m\‘nuhﬂ Gartner (2022)
Wae Chaffey (2023) lalagasd HIWMIFIIANNTALAUVEILTNRUNEAIE Dream Statement WA NNTUNTLAL
Data Readiness LL@:ﬂ’]iﬁ%”Nﬂ’liﬁd’mi’mmadqﬂa’mi wamimaauﬁuam Conversion Rate Lﬁlwfu%aﬂa:
100-250 lu3ziiNe 4 gland ﬁaazﬁawjmmwLquﬁﬁqmmwﬁ’mNaé’wﬁ%dmﬂvlﬁaamsmﬁ’s ROAANDI
AU Stone W&z Woodcock (2021)
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