N15UTEYUIVINTIZAUBIRUATUIUIYIA LUYARATIYINTG ATN 16 UANINYIFBUDTVINTUNN

“YIanssuuazn1sseusedinugele” TuAns 27 funau 2569

09A5YENaYNS ESG 4.0 MIna1uwmAlulagn1an1snann

LiaN15eRNLULFINANIANSsugAudstiuludinugeledegn

Decoding ESG 4.0: Integrating Marketing Technology for Proactive
Business Innovation Design Towards Sustainability in an Aging Society

FRsaU auysal’, gwall euguing’, 235335 Lanaseasgyna’

v

, 13018 Wwau3ysal’
'AaurUINIgINg, ﬁmﬁmmfuiazﬂwa—fjgu thitirat.som@tni.ac.th
“ihivedase, supote.d7@email.com
*1ih3vedasy, archiraweel998@g¢mail.com

‘aauruinsgsng, aorumeluladlve-gi, teekametniac.th

unAnga
unaIvINsatuliiingUuszasdliie 1) aseanudiladdninediuesauseneuves
nagns ESG 4.0 lugaddvia 2) Iinsizunumveanalulagniinisnaindenisasuaineniig

gaguludenngede war 3) anuuulinagsiauinnssunaznagnsnisaieaulmuiounienis

a

LU tuNstu TagldnsnseiiIunsaukwIAANg ¥R A TULAZ LR UNTNEINT YINUNANS

'
% % £ =]

Usundepulnenmiingdenuasisseduansenuazaniizdenudeadelul we. 2569

Y
nan1sAneInuI1 Mswaumalulagnianseaindiiunagns ESG 4.0 1Hunyuadify
luniswWdguiiuainnisaiugsiaesugnisesniuuuinnssudegn lneauisadunsies

a 1%

sonunlunuudiassgsnauinnssufiysannistifdudainden deu wagsssunivia iy

€

' '
1 = ¥

welulagldogralugusssu Wi 4 aadussnaundn laun 1) nsdweuamanduindeusiy
uinnTsuguaNIETIsyARa wazsTanAvIatoya 2) nsensedulassadeiiuguATiafeszuy
fnanunsldmalulagnisnaiawazinalulanisdaivdeya 3) Msadesyuuinauridiusiy
flantorimnaiia 4) msadaunanisnisiuiiunisaieguaan unasulmiiuinisld
weluladilennudsdutisairsnnuvevssalunsdniugsianazaineanuliiuisuns
nsudstuiisndenisasnidounuy Judutafetvalunisidulnedraiuasiunaidings

UsNTAERNS I USLELE?

Aman: ESG 4.0, walulagninsnan, derugedy, 3snauinnssy, Audsdy

-314 -



N15UTEYUIVINTIZAUBIRUATUIUIYIA LUYARATIYINTG ATN 16 UANINYIFBUDTVINTUNN

“YIanssuuazn1sseusedinugele” TuAns 27 funau 2569

Abstract

This academic article aims to: 1) develop an in-depth understanding of ESG 4.0
strategy components in the digital era; 2) analyze the role of Marketing Technology in
enhancing sustainability within an aging society; and 3) design innovative business models
and strategies for sustainable competitive advantage. The study employs Institutional
Theory and the Resource-Based View as analytical frameworks within the context of
Thailand’s transition into a Super-Aged Society and a Risk Society in 2026.

The findings reveal that integrating Marketing Technology with ESG 4.0 strategy is
crucial for transitioning from reactive business operations to proactive innovation. This
integration is synthesized into an innovative Business Model Canvas (BMC) that practically
incorporates environmental, social, and governance dimensions with technology across
four key pillars: 1) value propositions driven by hyper-personalization for well-being and
trust as a product; 2) digital infrastructure enhancement through Marketing Technology
ecosystems and Blockchain; 3) an engagement ecosystem focused on digital inclusion;
and 4) financial balancing through Creating Shared Value (CSV). The conclusion highlights
that leveraging technology for sustainability fosters organizational legitimacy and creates
inimitable competitive advantages, which are decisive factors for resilient growth amidst

long-term demographic crises.
Keywords: ESG 4.0, Marketing Technology, Aging Society, Business Innovation, Sustainability
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#9AARBINULLIAA NTAS1ANATTIN 5EUIANTIAUBgTAIRaLinaINMsuATymdsay

v a o

(Porter & Kramer, 2011) uaztdoxloafufiadsay ves £SG lunsadesieldfinnainaiumgn
vosgeeny viliamsnaiianszuaiuyuiiiuacuazannuidssennsfuniuvesmaindud
Tnasinusivaly

2. ESG-Driven Cost Efficiency n1suinissuyuidssnludenmdsstonisiin
welulaBinlfiileaneldsoudsuazauidsudaszuy msuseyndld MarTech Operations
Weriuusgansnmnisien Wy msldsaneiiuanmnugrualuvisldgunudshsansunu
sumdsnuuazvezuaznslineluladdesiudvlovosifioanaudemeananuids sy
s35uNAunadenAdosiu nquidsaudssds Tuwinsiasuduruannsdenueusnduduunis
dostudsluszozenagdanuduauinniiauvdn uunAnyusiesinuningnsidesandunns
ﬂﬂﬂaw%’wmﬂwﬁﬂaéw%L?ﬂml,l,assﬁaga (Grant, 2021) seuland HRaNAZDURIUNITANNTT
Timswernafuanudndu was fassmnivialumsdansanuidssediadussuy

3. Triple Bottom Line Accounting n15¥anadnsfiunnnindiiulassadimig
mMsduiiddudeiszuunmsianailusdawaznsraaeuls nsléinalulad ESG Reporting Tools
Tunsuszananadoyanisiumudludunansenusedennnazdauandes (Social Return on
Investment: SROI) tiauansligTdrulddiudsiuisnnudualuynifaonndesiu ngud
andulunisnevaussensinafuanmsifuifeanisanulusslanianisiunsnme £SG
Disclosure U 2026
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WUUINABITINAUTANTTULINBAINEGEY (The ESG 4.0 Business Model Canvas)

Key Partners Kay Activities Value Propositions Customer Customer Segments
-wugleanalulal | - amferusenaeny | - uisnsmgunrasawsyRea (Hyper- Relationships
e s | Ao iiusaen personalization for Well-being) sl Al - mailaiudl - NEuATHET AT
e T nald usedyemnalugjiadmeuninsiney fgeeneildndnly | g0 dgeewfiseans
Tech ustawininw | Elockchain use loT | Tevdawnmuseladalsdsmynes nTTRRLNELA LAY Timelulaiia
Frau rrmaauaruilida | - aowadadulusuesindas (Tost asa 13N pRsEALALATI IR
- fuaSuassdan | lniuldaue Product) nsensefusTRIRNESayaUAL -rmadermdels | - fuilnefssewins
Anady -mafulfdeiud | arenseadnlevslinawiugeuimas | dwsevumsients | rowdidy edueyu
Intergenerational dErgnang Al (A AT Aunmilidla gERTTEARTETY E5G
Metwarks) lATaYE Driven Proactive - AT AnEATWRERG (Digital Y
ananalAILay Engagement) i Inclusion & Empowerment) NTTEEMALIL
anmihddefialumu | dualugumisuas wrlulaEfliruimfRaasisritussiu
dinugady fasfunnndndi drunansardulaligzaany
anf - nmai AT
Key Resources {Intergenerational Connectivity Value): Channels
sandioamelilsd | medalsrimeusslsaunmdeasdgeey | - Ussaund
nrsRaETn uneRed | vidverusentesruiubel afuendly | peusenmaul;ivee
fnyousrdoneting | pumenmaiudliuasiiilomifnty | aoled naiaulss
dhuAun e Fuiunnrmnsdaleiroulomiimdi | windues i
LLELEL nwfarenian unaRdBsuRT ABL
- SnEmadeRT - uﬁ'nmmtmu!ﬁmumﬁumi'aqnn"ﬂz Auysal
fafu munndnuuee | nudmsunuishusdaiusendneidy | - enlieudin
araliraled fasfndumdo 1wy sruilieiads A (Voice-Al)
Eruuuulann urmidivaios (Product-as-a-Service) s | ussoaluladm
armuydiEnmednduasannsmnansiues: | s3usty (AR) iean
e afwmmemunasswiraiuees | alariantadhd
wTeETRuER TR SURRTEURalan
Cost Structure Revenue Streams

- AEUsE R AT R R (Digital Resource
Optimization}: rrrasraggslurrurERr iU AR
- st suraundnatisn (Proactive Risk Mitigation Costs):

nranuluirRrilsesinioysuss TN

- ﬂu'lﬁawm::wamimﬁ'aqmm: {Subscription-based Well-being
Revenue) niaimelassdasminnguanun miasseeem
- uerlsrnnrEa AT (Shared Value Profits) Twlamle

Aruglufiunsurmadmarsfnusas Sauamndon

A9 1 WUUF1aeegsNauinnssuienudsdu (The ESG 4.0 Business Model Canvas)
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Y [y

3. daan1sldnagns Adaptive Omni-channel Ha1ulana3auazAdnaidnaeiu
Tneltmaluladfianguassanisdnds 1w seuvdamsmedes uazimeluladenuaiaady

4. ewduiiug wWiunsadunnuidelarkuszuudansmusesilsda uaznns
Dndiuigmuliigeogiiduinlunmimunduduasiing

5. ninensndn Fuindeuseszuuiinamaluladnsnain (MarTech Stack) uaz
FordesiuanudBuilidounuuldonmuvdnuunfnuyeaiunineins

6. Aanssuman MWszvudnlufAmlunisiamunansznuamdsduse Blockchain
uaz loT wiemnulusdla wionaaufjduiusidagnineg Al fledesiumnuidssdiigni

7. fusinsnan mmumméwﬁaiwdwQ’L%mmﬁyé’m Tech 99ANTAIAL LAy
\P3atneTEnINeTe (Intergenerational Networks) Litea¥1ssyuuativayuiiudaunss

8. nyzwasela LﬂﬁaugULLUUL{‘]uﬁzwam%ﬂ (Subscription-based) Lﬁams@ua
auAMrIrezen wagilsiiinannsadanmueniam

9. Tassa¥sdumu anAnugayiuarfessuudnlulfi uavidunisamuiiiedosty
AmFsaTegnuazssInAvIateya

wuudaesiuandiiuiinisldimelulagnisnain Tuga £SG 4.0 Aenisdsuninu

vnevesdinugeTelidudunindidanagnsinglddoyauavaulysdaadaninugeusssy

lun19aLiiugsia (Legitimacy) Wenisiiulanduauazdaguag1aunas

unasuuazdaiauanue

unasy

aa o =

ANUlagEnNeItueIAlsEnauveINagns ESG 4.0 lugadda NsAnuiliuans
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nsegsennaznsiivlnegaiunwetednslugaATegiadtu nmsnaumalulagninisnann
Wnglasaasnegsnaeiiy wuudnaesgsiauinnssudlglviosdnsanunsausuiuagnouauadiouns
NARUNINEAATTUIINNNTUIRUN NG I NSEEURUULASY wazussvingIuvesdenugaln
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saA o

Uaoadelitunquiiusizuns uideihuihndunsnensiBnagnsniidnvaslanauniuinae

A A

WUIARYUNBINUNINEINT (Resource-Based View) Apilnaunma (Valuable) 1e1n (Rare)

'
=Y

WAZYINABNITADNLABULUU (Inimitable) F9az¥78a519A20 AU s UN19NISRUITUN T U

YUNANENILEIAULFLITE

o Ad N

wanninagnsnisadrsmnuliuseunnmsuddundsty n1seeniuulaseasng

¥
A b4

fiugu waznisasiesyuuinawisdiusiudheasy duyunisdanisanudss’ nanedu

<3

U 1

dunsndenagnsdanalilassaiimienistuvesesdnsianuaunauazdaduiulumasignuy
nsasanuasy fiilfkailsvesgshafulalundeufuaunnegintuvosdnuy agulid
M3YIANNTT ESG 4.0 waz waluladnsmanndeuuimsiilissiauinnssuanansadsunsg
Usznsmanslilulenmadlunisenszauaunndinuysduazlanaivgludunisussgdivane
VNALATEFNI0E NI

‘fJ'aLﬁuaLLuzL%aﬂaqwﬁ (Strategic Recommendations)

1. fFfunseonuuuauALaznagnsnInan Mstaliuaudiesnsfiuyiniies
1g491¢ (Empathy-Driven Innovation) gsfianisldinalulagnisnainlun1sinsigideyaidedn
deaiauinnssufitieliigeeny "fenmueds” snnniufissnaduifuanudiemds lnsams
n31taiL Hyper-personalization fineulavgvisguniwmenazauninda uazmsasesanudosiy
russIINAUIATeya (Building Digital Trust): g3iamsUsznAgadutesnmlasafovesdoya
nguggaonglindunueaman (Value Proposition) liteanaauinasnanuidsmidleiues
Tudapudess (Risk Society) wazad1smnutousTsudanIy

2. fFgunsdanislasadeiiugiuwasiusing msuimsdanimminennsfaviali

1Y

fdnwadg VRIO (VRIO Resource Management) 834ANIATASNUNAILY MarTech Stack Uagssuy
fnedoyamdunsnddunsdygranizassmuies ieasemuliussunanisudaduiiguas
asnidsunuulasInluszozenn wazn1sadnIov18AULTILLDIE1IN9TY (Intergenerational

1y

Synergies) fouuzthAensairsiusingman (Key Partners) fidoulosnusulysl (Digital Natives)
\ihAugaeeny leanvesinamsidvianazaiianisildusauludsan (Social Inclusion) ey
JusTIu

3. fEshunudidunenisfunessssanAvia msuudeulinaselsg Shared
Value g3famsiiansanlunaseliuuussuuaun®n (Subscription) %se Pay-per-result ﬁ@,ﬂﬁu

RN ATV UIIaA Weliiulaiinswiulnvesilsizaenadesiunisussaiivang

ESG wagldmalulagnsivaouadnulusela (Digital Transparency) A15UsEeNnaAlY Blockchain
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7159 loT TUNSAARIUNANSENUNIAIAUBALFILINABULUU Real-time WiBnaUaALDIRDLIINARY

31NN3Y9AY (Coercive Isomorphism) wagtiiumnuuneionerladuladiudsnnnagy
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