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Abstract

This academic article aims to propose an effective approach to developing social media
marketing strategies by integrating the RACE Framework, Customer Journey, and SM.A.R.T Goals.
The integration of these concepts enables the design of strategies that comprehensively align
with consumer behavior in the digital age. The article outlines a planning process that includes
goal setting, platform selection, content creation, engagement building, and performance
measurement using key performance indicators such as Engagement Rate, Conversion Rate, and
Retention Rate. Additionally, real-world case studies are provided to demonstrate the practical
application of the proposed framework.

The outcome of this article is a structured strategic model that helps marketers and
entrepreneurs evaluate and improve their digital marketing strategies with greater precision. It
minimizes misalignment in platform selection and goal setting, and provides a flexible model
adaptable to various business types and market contexts. This article serves as a practical tool to
enhance strategic understanding and skills for those aiming to gain competitive advantages in the

rapidly evolving landscape of digital marketing.

Keywords: Social Media Marketing, RACE Framework, Customer Journey, S.M.A.R.T Goals, Digital
Strategy
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Framework mugiu Customer Journey wagydn SMART Goals Huddutumeuiiannsauiluldlfass
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gefafliamadidaiau anunsofaniy uazinnanudniaveuauunld 91Amdnnns SMART Goals
w99 Doran, (1981) lan Specific, Measurable, Achievable, Relevant, Time Bound) ﬁ'ﬂgﬂﬁmﬂﬁfﬂﬁa
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(Kotler & Keller, 2021)
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Facebook Ads, LINE OA (Chaffey & Ellis-Chadwick, 2022)
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(Kaplan & Haenlein, 2021)
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Ly geaiiive.
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Whvsnedfidaiau Wy mndeamsaianmssuiiusus (Awareness) msidenltunanesuisiguglivu
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Tu LinkedIn Lﬁ@?ﬁlam’iﬁUﬂdaJ;:Iu%mﬂuqaﬁa (Kaplan & Haenlein, 2021; TikTok for Business, 2023)

3, USulsimungaufuaudssanns (Optimize for Budget) Tunsdifisuusyanadida nisidenld
aeuwuALuUlideA lawan (Oreanic Content) o1asduvnudoniia wWu nsiwaduy Instagram Reels
Wi TikTok Feanunsaadensdndslalaelddesaslavanuuudsiu (Chaffey & Ellis-Chadwick, 2022)

4. npaesiazinng (Test and Measure) msanfuiauilgynaasslunatsunannesuiag
i’mamnﬁﬁ?ﬁ’@ﬁﬁ@ 1 Click-Through Rate (CTR), Conversion Rate wa¥ Engagement Rate Fey
Tannsaidonunanvleduiivangautunguidminsuas ingUssasdldagiausiugy (Kotler & Keller,
2021; NECTEC, 2023)

v

n1stdenunannesuledsadifseg1ununzauduidladdyvenagnsnisnainfidianil

a a

Uszansnn Ingaisisuainnsnivuaingusvasandaiau Wy n1sainean1ssuinienses ugonuiy

Nndudenunannesulininzauivdnvasvatlaniuaznginssuvesngudmu g fa1sanises
A gud vy = D | Y o 1 = - v
sulszanaudialddelafuen wazarsinisnaaedddiunainvaigdeaniamieuianasgraduseuy el
ansausunagvslaegauiuguagsoiio
o 4 1 = S A
nsiananagnsnisnaiarulydealine

LY ) S °o v a a a s ' = N a & '
nsionadutuneudidglunisussiliudssdnsnmvesnagninsnainniulalieaiiineg Naluud

£
(%

Y89n15L0184 NsiduTIN n1siadulade lUaufeainudniveqndl n1snuadIin (Key

Performance Indicators: KPIs) @anad aaiuinguszasdvasuaazianiey asaeligsiaaiuise

o

IneruazusuuTInaenslaegaiugn (Chaffey & Ellis-Chadwick, 2022)

9 9

' 1%
1 % LY a ﬁLydUd

feg1entinnienld dasl
1. Reach Fnduug Aiiulnadnielawaiuuunannosy i Facebook, Instagram %3

TikTok wishziunsianalutunaunisasneansSuiiusug (Statista, 2023)
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2. Engagement Rate Jndnsinisfidiusinvesldan wu nsnalad uys uansninufnudi
yiotuiinlnad WumdTeanuaulaludonuazerudeulesseninuusudiuguslan (Kaplan &
Haenlein, 2021)

3. Click-Through Rate (CTR) $adndruvesgiindnanlasanvielnasludaivleduionth
Audn wngdmiunsUssdunadnsluduneunsfionsan (Kotler & Keller, 2021)

4. Conversion Rate Yaswaugisdiumsmudiwvaneg 1wy Fodud ameadeou vioamilnan
frunnandnunanseyesudidiiun wanzdwiuTnguszasdiBwadns 1wy vonunevie
n1saslAslge (Chaffey & Ellis-Chadwick, 2022)

5. Repeat Purchase Rate / Retention Rate Yasn31n15ndunnd sgmseldusnisanly
Frsnaniitvun usudseduanuinivesgnd (Lemon & Verhoef, 2016)

6. Social Share of Voice Yas1uuafafinusudgnuafsuulndeafifodoioudoutui
TUARKYS Hushindunsaenménvaiuasdvisnaludeseulay (Meta for Business, 2023)

ssnansliinsesdlediasyideyandiaiivainvans 1y Meta Business Suite, TikTok Analytics,
Google Analytics wag LINE Official Dashboard ileifiufieyauarussiliunaussndglduuuizoalm! way
ﬁ?sﬁlaﬂgjaLMﬁﬂ‘ﬁﬂJﬂ%ﬂ%JUﬂﬂq%ﬂuﬁ@Uﬁ@lUlﬁﬁ@ﬂﬂéj@ﬁﬁUWQ@ﬂSiN‘U@QﬂﬁJNLﬂ’WWJ’W (Google, 2022;

TikTok for Business, 2023)

unasuuazdaiauauue

aa v [J {ij 4 [ v

nsimuInagnsnisnatniulefsaiinslugafdviadnluiesedeniudilalunginssy
Y a A s v [ YY) s & PN [ £% 1 <
Huslan msdenwnanresulivanzauiuinguszasd wasmsaadimneiianansaianalaegradu
JEYUU miyimﬁmmmﬁm RACE Framework, Customer Journey kae S.M.AR.T Goals RIS GRERET
PENKUUNAYNTNATEUAANNNEA ATUANITATINITTUS Msnseduauaula msdndulade nsasie
anudng TaudensdaasulignAananeiludatvayunusug lnenisidenldunannesuivangay 1w
TikTok, Facebook, Instagram %38 LINE OA a1udngussasauaznginssungudiviung gLty
Uszansnmvesuaslayedegedn
UoNANT NSTANANIBAIY TR LYW Reach, Engagement Rate, CTR, Conversion Rate lLag
Retention Rate §9928lviausauseiiiunauazusulianagnsiaograudugiuaznoiior dauu n13
¢ | =~ N o 1 & = a oo a a2
NwHunagnsn1snatnsuleideaiiineag1udusruu lneliuuiAandanu waznisianunanidy

A [ < = o w U d{' a 14 [ 14 1 O A aa o
E‘Uﬁiill O@L‘lJumiENiJ@ﬁ']ﬁiy}ALUﬂqi‘UULﬂaEJUﬁqiﬂ‘\]sL‘Mﬁ’lll"liﬂLL‘UQ“UHlﬂE)EJNENEJUIUE}ﬁ@I%V]@
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