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Demographic Shifts
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Shift in Global Economic Power
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Accelerating Urbanization
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Resource Scarcity and Climate Change
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Technological breakthroughs 5
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— “You are what you eat”
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Red Ocean Strategy

Compete in existing
market space

Beat the competition

Exploit existing demands

Make
the value-cost trade-off

Strategic choice
of differentiation or low cost

Blue Ocean Strategy

Create uncontested
market space

Make the competition
irrelevant

Creates and captures
new demands

Break
the value-cost trade-off

Pursue of differentiation
and low cost

White Ocean Strategy

Make market space
irrelevant

Everyone wins

Attracts all demands

Create a balance
in value-cost-price

Pursues the benefit of society
for reasonable profit
and sustainability of the firm
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Impact on Society

L0ng-term Goal,
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SUSTAINABLE

Economic Growth
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“I SHALL REIGN
IN RIGHTEOUSNESS
FOR THE BENEFITS AND
HAPPINESS OF SIAMESE PEOPLE”
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People " Planet " Profit " Passion
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SUSTAINABLE
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The World of Abundance
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; Norway, g
s Netherlands $82B; '
! gleand

& $8.4B
caraga.dl United M
South Korea

<Xy Kingdom*.D ’
$13.88 $19.68 }! Sweden Russia

A Ws2448  $116B $92.3B
United States i
France
@, $43.9B

r
$150.8B
$22.2B
Spain
$17.5|¥W $19.48 eni Austria Saudj%
rabia

. ."‘wg%egmark £50. *
’ : 5 $4. "
Italy‘ “ $7.68 A6 7B :
$10.68, ¥ o 3 S
% UAE Thailand Japan
Mexico $7.7B $4.98 $43.7B
$8.4B &

@

‘ Germany

6B
Brand Strength Index

D5

. Malaysia
. More than 90 Singapore 6 $”Ey)B
Colombiaéyemm B S5 - 90 $6.5B e
$3.98 s 80 - 85 \‘ﬁ,, Tlelgom‘
; g <%y Indonesia
Brazil 75 - 80 ==+ "A|ndonesia
$8B B | ess than 75 Australia .y $528B
$12.4B ‘C‘
How to read this map: The map shows the most valuable brands in selected countries. Each country is sized to M
reflect the value of its most valuable brand (the more valuable a brand, the bigger the size of the image). The

colors represent brand strength, out of a maximum of 100.
Article & Sources:
https:/howmuch.net

; H ® net
The data has been sourced from the Brand Finance Global 500 annual study B d F h ow h
on the world's most valuable and strongest brands. https:/brandfinance.com ran Inance Mu C



Top 15 Most Valuable Brands

by Brand Finance, 2018

Brand Rank Country Value Change

amazon 1 - $150,8bn 1
2 = $146,3bn =

G 3 = $120,9bn 4
Primsuncd 4 ) $92,3bn 1
¢! 5 = $89,7bn 1
S A 6 = $82,4bn J
— 7 L $81,2bn d
verizon’ 8 = $62,8bn ‘
Walmart 9 % $61,5bn ‘
icec@® 10 &3 $59,0bn -
G o 1 $56,8bn 1
£ 12 &3 $54,9bn 1
el 13 $53,2bn J
14 [ = $44bn d
@ 15 — $43,9bn 1

¢) mapsanddata
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How We Learn Things..
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Individual Social Responsibility
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“BE THE CHANGE
YOU WANT TO SEE

IN THE WORLD"

MOHANDAS GANDHI
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GLOBALIZE FB WORLD POPULATION
2018 : 2.13 Billion Account (f‘lO"’/)
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TIME SPENT PER DAY ON THE INTERNET

AVERAGE NUMBER OF HOURS SPENT USING THE INTERNET PER DAY VIA ANY DEVICE [SURVEY BASED]

JAN
2018

%
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vl TIME SPENT WITH MEDIA ==

2018 SURVEY-BASED DATA: FIGURES REPRESENT RESPONDENTS' SELF-REPORTED ACTIVITY

AVERAGE DAILY TIME AVERAGE DAILY TIME AVERAGE DAILY TV VIEWING TIME AVERAGE DAILY TIME
SPENT USING THE SPENT USING SOCIAL (BROADCAST, STREAMING SPENT LISTENING TO
INTERNET VIA ANY DEVICE MEDIA VIA ANY DEVICE AND VIDEO ON DEMAND) STREAMING MUSIC

9H38M 3H10OM 4“HO3M 1H 35M

SRR LN 00307 D ONA VD CF MIEET USSRy | Hootsuite- gre. |



SIMILARWEB’S RANKING OF TOP WEBSITES =~ ==
RANKINGS BASED ON AVERAGE MONTHLY TRAFFIC TO EACH WEBSITE IN Q% 2017 —

# WEBSITE CATEGORY MONTHLY TRAFFIC TIME PER VISIT PAGES PER VISIT

01 GOOGLE.CO.TH SEARCH 1,188,500,000 9M 08S 7.7

02 FACEBOOK.COM SOCIAL 655,000,000 12M 295 124

03 GOOGLE.COM SEARCH 449,800,000 M 288 6.2

04 YOUTUBE.COM TV & VIDEO 408,600,000 24M 318 104

05 PANTIP.COM NEWS & MEDIA 213,400,000 M 095 3.3

06 SANOOK.COM NEWS & MEDIA 131,300,000 2M 48S 3.6

07 LINE.ME SOCIAL 125,700,000 4M 118 2.5

08 TWITTER.COM SOCIAL 89,400,000 11M 098 109

09 GOALIN.TH SPORTS 77 400,000 6M 578 2.6

10 LAZADA.CO.TH SHOPPING 73,800,000 6M 108 6.0

sou&ct JANUARY 2018, BASED .".': LY DATA S R i 2007 NOTES iy TRAFF - 1A v .. 1O EACH 5T K T MO 105 - 2 we
° O DN B BT A N MR et S e I I G e AT (R ICRiA, St @ Hootsuite  are

social



ol TOP GOOGLE SEARCH QUERIES IN 2017

RANKING OF THE TOP SEARCH TERMS ENTERED INTO GOOGLE'S SEARCH ENGINE THROUGHOUT 2017

# QUERY INDEX # OQUERY INDEX

01 UBA 100 1 g i 2l
02 Wi 80 2 {iua uea 23
03 LA UBA 55 13 1A LA AN 21
04 FACEBOOK 36 14 PANTIP 18
05 wila 35 15 i aaulayl 18
06 a3 33 16 yon Fuil ¢ 18
07 wou 33 17 GOOGILE 17
08 vaa 4n 28 18 wila naw 16
09 1i7u uea 26 19 7993 wag 14
10 YOUTUBE 25 20 g 13

° COMPLIED 70 T SLATCH YOLUAR FOR THE 10 CUBEY (14 NDLXOF 50 VLAV THAT THE UER RECENTD SOW OF THE SEAGCHVCLUME OF T 109 QU @ Hootsuite- are

social



MOST ACTIVE SOCIAL MEDIA PLATFORMS

SURVEY-BASED DATA: FIGURES REPRESENT USERS' OWN CLAIMED / REPORTED ACTIVITY

FACEBOOK
YOUTUBE

LINE

FB MESSENGER 55%

INSTAGRAM
GOOGIE+
TWITTER
SKYPE 2%

LINKEDIN
PINTEREST
WHATSAPP
WECHAT 7%

SOURCE: CLOAAWEENDE QU ECO 200 BRSEDON A IUMVEY OF INTERETUSERS AGED 4N NOTES: DATA FOR PLATFORM WITH AN ASTERSY '] 15 COUTCIED N A DEFERENT 2T
° "-.‘.':: = .":{.'i'; T\.“_‘-‘ .‘.’_.'. -1":: ‘:'..'":' " .’;i,u‘.. . \-:, ' .“--:w - t' ) : .L‘;‘N‘.‘-' ':\.: .,".:; .-‘ ( ..,‘ ., -A.;w" ‘h &D“SO.‘?Z " . u".-,ﬁ ’T.' . . “ »‘f‘— @ mmsulte

45%

. SOCIAL NETWORK

MESSENGER / CHAT APP / VOIP

sociol



vl SMARTPHONE LIFE MANAGEMENT ACTIVITIES ===

201 8 PERCENTAGE OF THE TOTAL POPULATION USING A SMARTPHONE TO PERFORM EACH TASK [SURVEY-BASED]

USE THE ALARM MANAGE DIARY CHECK THE
CLOCK FUNCTION OR APPOINTMENTS WEATHER

42% 25% 18%

TAKE PHOTOS CHECK READ E-BOOKS
OR VIDEOS THE NEWS OR E-MAGAZINES

54% 26% 19%

TRACK HEALTH, DIET,
OR ACTIVITY LEVELS

7%

MANAGE LISTS
(E.G. SHOPPING, TASKS)

® Hootsuite- are

social



w8 ADVERTISING MEDIA: FIRST AWARENESS

201 8 THE CHANNEL THAT FIRST INTRODUCED INTERNET USERS* TO A PRODUCT OR SERVICE THAT THEY SUBSEQUENTLY PURCHASED

TELEVISION 35%
ONLINE
PRESS
IN-STORE
POSTER

EMAIL

OTHER 3%

RADIO
DIRECT MAIL

SOURCE: COOGLE OONSUMED BAROMETER, JANUALY 20W. HGURES BASED ON RESPONSES 1O ABUINVEY. B DATA REPRESENTS ADUCT INTESNET USERS DMLY SUEASE SEE THE * >
@ o S N R e S o stowone. (¢ Hootsuite are,
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social Media Trends 2018







Jwan Chol Love you Rock! You're
PSOrahon 10 us all. You should show
red carpet and the rest of the Cast
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Do & Don't Social Media 2018




1. A2SYaNUDNU Social Media
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INFOGRAPHIC

INFOGRAPHIC

sample text
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4. o uoNNUUIUAIKSU Social Media
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‘5. A0V Live - Streaming
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WE LOVE KING
ﬂﬂﬂuﬂufianﬂ-i\:iu-in

ﬂﬂ!“ﬂﬂ“ﬂ\jlﬂﬂﬂ‘iﬂ'lw
ﬂﬂﬂﬂii'l\iﬁ‘l’lﬂ']'i'iﬂ

YT 3L TV 30T T,
KING™

LABIZIFI NI TNGCINEG] 6 VIFI 3559+

“We Love King’

wnfigaresszna.. nantinsyy tops Twitter list
Tnusamloonivneens.. dssi il e King made tto the

yesterday, a remarkable feat by
Thai users.

The community had more or
less planned the assault on the
most-mentioned topics' summit,
but it was never certain those
three words could make it since
local users are dwarfed in num- R g
bers by the worldwide fans of the Asiodioyy P ]
global social-networking service.

$a3il 8 Funew 2552..........@ Wi
WBulsngnidiandy nalseTa
“mans ieau lnuta lanuaasnwdad
anuihifde Tunana vea..u

Teie Owient 4R R swe ate Tera Nusey

™ “We made it to number one. topips>for todai but We Love the including many Thai celebrities.
3 * T AFH ﬂ 5 é, 4 1 - Ye%. Yes. Yesi:;'e said one Thai user. Kinghevery da&f%ﬂrg. :)." said The glumtber wai still mctr:asungly
& ﬂgq {rﬂl he news became a buzz with-  another proud Twitter member. rapidly at press time, with scores
13" L] 192l #4131 WELOVEKING W OUAUMRIUNIAIAD in the com{nunity in the evening,  “Itfeels saodg;eat tt:hbe a Thai of ne\: tweeDuts emergurn:g every::‘w
and the celebratory mood was today,” added another. minutes. During a certain period,
muﬂ’mﬂ'\ﬂu‘f\'ﬂanm‘ﬁ njﬂlﬂagua"““‘lﬂ{ﬂ 'IU’ﬂUﬂ'\uﬂu dﬁa Y(ﬁ evident. It was the first time a “|'wish Thais stop the colour hundreds of new tweets came up.
Thai topic dominated the most- div:§rlon and join hang,s llk&uf in in 'Ia'h maugjr olv mingtees.f
mentioned category of the popu- ~ the Twitter community,” tweeted e actual number of mes-
ﬂ11u§'ﬂﬁ'uﬁ~l1ﬁq1 ﬁwanﬂnﬁ‘lﬂ'ﬂuﬂaﬂmﬁ Wizl 7"mflﬂ9w7 ‘576{,””7 lar social—netwerk?{:ol of thpe gigi- one man. sages was not available last
: tal world. The excitement added to the night.

"#WeLoveKing will be trending  counting as more users joined in, THENATIONONSUNDAY

uiuaresznationts sty WEWHAADUININ ARDATI6 VIFITTH.....cr.
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My heart is happy
whenever it beats for others
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Danai Chanchaochai

@dc_danai

aila Funsianang e niaunnaningla °
Happiness with every breath _

& facebook.com/danai.chanchao...
Joined August 2009

TWEETS FOLLOWING FOLLOWERS LIKES

33K 9,113 40.9K 55

Tweets Tweets & replies Photos & videos

Danai Chanchaochai ©dc_danai - 2h .
ﬁ adilsranistaaunéd usasIvnsEnnesliia

weuau 19 i .a. wseilguadie 02-6102355

youtu.be/Jalt7sxcbOk

soo View media
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