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Dr. Dangjaithawin Anantachai, COO INTAGE Thailand,  is one of the 

respected consumer psychologist and brand consultant. She has been 

working on branding & consumer psychology for both commercial and 

non-profit organizations.

Education : PhD in Human Resource Development
MA in Communication Management, Australia

Work experience : Sustainable Brands Thailand
Market 21 Australian Trade Marketing Consultant,

Nielsen
Siam Commercial Bank
Robinson Department Store
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No.1 Marketing Research & Consultant in Japan & Asia



Kla Tangsuwan
Current
- CEO, Wisesight (Thailand) Co.,Ltd.
- Committee, Thai Webmaster Association.

Education
- B.Sc. Information Technology, Thammasat University
- M.Sc. Internet System Development, University of Portsmouth, England

Experiences
- Co-founder @Duocore.tv @ThothMedia @Melonbox.com
- Social Media Strategist @Office of Prime Minister
- Software Engineer, Technical Consultant @Reuters Software Thailand
- Program Instructor, Web Programming, @SIIT

Speakers
- Social media strategy @TMA @MUIC @BUIC @Chula @TOT @WebWednesday 

@MalaysiaGov @NIDA @ABAC @ADF etc.
- Social Media Big Data, Social Monitoring, Social Listening
- Crisis Monitoring, Crisis Management
- Reputation Management, Customer Engagement

Topics
- Social Driven Business
- Crisis Management
- Behavior Changed & Business Adaptation



Wisesight was founded in 2007, the same time with the arrival of social media platforms in Thailand, and have been growing strongly every year. With over 14 years of

experience, we now collect biggest sources of market data in Thailand, continuously develop the most high-technology tools, thus, provide a wide range of social data
analytics solutions that help consumer brands, agencies, government organizations, and educational institutions to unlock the potential of social media data in order to
better take care of your customers and seek new market opportunities.

WISESIGHT IS THE BEST CHOICE

FOR HANDLING SOCIAL MEDIA

Market Data

Proactive

Accuracy

FocusData Analytics

Artificial Intelligence
Advanced Technology

SecuredService

Insight

Social Listening

PerformanceMeasurement

Real-time



+20 Billion Voices 

Facebook, Twitter, Instagram, 
Youtube, Blogs, News and local 

Forums
4 Years historical data 

Social 
Data

World-Class Infrastructure

100% Cloud based
ISOs Certified

Certified Developers 
Full Scrum/Agile Process

Proprietary Models

Context Analysis, 
Sentiment Analysis,

Measurement Model,
Data Cleansing Process

Platform 

Social Analytics,
Social Engagement,

Real-time Social Monitoring 
Solution

Service

Research
Consulting

Monitoring & Alert
Crisis Management

Training & Workshop

WE TURN SOCIAL DATA INTO SERVICES
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Change of Consumer

on Social Media



Change of Marketing in Social Media

Many social media tactics leave 

marketers stunned as to why 

they work?



What happened 

in 2021
We used social listening tool to explore 

interesting trends that happened in 2021



What Happened in 2021

Drama is a new normal
Embrace consumer 

creativity
Identity

makes difference
Change of loyalty
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Easy to ‘Drama’ in any topics

In 2021,

Social Media has conversation 
about  “ดราม่า” or “ทัวร์ลง” 
around 1.3M Messages and 
received 186M Engagements



Drama Life Cycle

EndDiscussPanicTrigger

First Message Alert!

- Spreading
- Internet 

Detective

- Debating
- Talks of the unknowns

- Clear
- Pause
- Meme



Drama Trigger Trigger

Most Common Drama : 
4P

7 Social Media Triggers

POOR 
CUSTOMER 

SERVICE

Bad response or 
non Response on 

social media.

Bad experience at 
customer touch point.

POOR 
MARKETING 

PRACTICE

Unfavourable customer 
reaction to 

advertisement
or campaign 

POOR 
PUBLIC 

RELATIONS

Story posted on social 
media by angry or 

confused customer.

POOR 
GOVERNANCE

Evidence of brand 
representative 
exercising poor 

judgement.

Uncoordinated efforts 
across organization 

units.

- Sexual Harassment
- Bully & Racism
- Cultural Inappropriate Actions
- Gender Inequality
- Political Polarisation
- Environmental Ignorance
- Generation Gap
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Creative Consumer

Engagement : 16,016 (+214%)
Reaction : 11,347
Comment : 1,635
Share : 3,034

Engagement : 10,001 (+96%)
Reaction : 8,384
Comment :1,013
Share : 604

Engagement : 7,635 
(+49%)
Reaction : 6,736
Comment : 482
Share : 417

Engagement : 6,517 (+28%)
Reaction : 6,022
Comment :342
Share : 153



Creative Consumer

Post on 21 May, 2021
Engagement : 58,367
Reaction : 20,130
Comment :7,706
Share : 30,531

Search Volume Growth +5,000%  for “สบู่นกแก้วพชี” “สบู่นกแก้วขูด”



Embrace Consumer Creativity

Post on 21 May, 2021
Engagement : 58,367
Reaction : 20,130
Comment :7,706
Share : 30,531

www.lazada.co.th/parrot

February 2022,
New Product Launch

from Social Media Feedback
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Differentiate Identity
1 2 3

ตัวอย่าง Comment ท่ีเกิดขึ้น

From 0 to 100,000 Fans in only 9 Months
And Growth 150% in 2021

https://twitter.com/jenonxrxk/status/1422528714596782087
https://www.facebook.com/103961054529817/posts/421414579451128/?comment_id=421438989448687
https://www.facebook.com/103961054529817/posts/441104547482131/?comment_id=441168397475746


59% 
(384,727)

0.2%
(1,348)

2% 
15,404)

38% 
(250,833)

0.4%
(2,709)

0.01%
(48)

Reaction (66%)

655,069
Comment (12%)

118,111
Share (22%)

212,875

Total Engagement 2021

986,055
Estimate 2,701 Engagement/day and 1,596 Engagement/post

%Post over P90 
(19%)

Average 
Engagement/Post (794)

Performance เทยีบเท่า e-
Commerce เจ้าใหญ่ๆ

Differentiate Identity
เพจขาย
https://www.facebook.com/khai55555/



สร้างการจดจ าให้กับ
ตัวแบรนด์ในรูปแบบ
ท่ีแตกต่างผา่น

Character ท่ีชัดเจน

เข้าใจวิธกีารสื่อสาร
กับกลุ่มลูกค้า
เป้าหมาย

ในโลกโซเชียล
ท้ังภาษา และ สินค้า

บริการ

มีการสื่อสาร กับ
ลูกค้าตลอดเวลาเพื่อ
ท าให้เกิดความสนใจ
อยา่งต่อเนื่อง

Identity makes difference



What Happened in 2021
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Identity

makes difference
Change of loyalty



Change of Loyalty



Support Culture Support 
Person

Support 
Purpose

70%
Of Thailand internet users

Buying digital content

45%Of Thailand internet users

Use Social Media for Brand Research



DECODING THE UNKNOWN

In the world full of known technology - WHAT, 

there is much unknown psychology - WHY



What 

consumers 

SAY/ DO

What 

consumers 

FEEL

Projected Image, Behavior

Belief

Group Norm

Learnt Value

Genetic Value

Conscious

Unconscious



Self-Identity 

vs.

Social-Identity

In the world full of known technology - WHAT, 

there is much unknown psychology - WHY

New brand identity

Drama is a new 
normal

Creative
Consumer

Change of 
Loyalty



In the world full of known technology - WHAT, 

there is much unknown psychology - WHY

อวดมี
vs.

อวดดี



Expectation on Brand: from GOOD TO GREAT
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No matter how small you are, you can be GREAT 

“We are in business to improve 
lives”

Their shoes are made from 

sustainable materials and the 

company emphasizes 

transparency in its supply 

chain.







No matter how small you are, you can be GREAT 



No matter how small you are, you can be GREAT 



Empathy is the Center of Great Brand

Empathy map helps you to better understand your customers

What are 
customers
concerns?

What are 
customers 
dreams and 
aspirations?

PAIN

GAIN

Say Think & 
Feel

Do See & Hear

What really counts?

What behavior towards 
others?

What market offers?
What influencers say?

What he/she says?

GAIN

Consumer



Most believe in Living in a Way that Promotes Sustainability. 

Although consumers find it harder to live sustainably during the pandemic time, they still 
intend to be more responsible, especially Malaysians and Thais in particular.

Trying to Behave in Ways that Protect the Planet, Its People and Its Resources

38

12%

76%

13%

Japan

39%

59%

2%

Malaysia Thailand

36%

62%

2%

Base = All Respondents (N = 4,000; (1,000 per country)

17%

81%

3%

South Korea

• Strong intentions (Always or Often)
• Moderate intentions (Sometimes)
• No intentions (Never or Rarely)



“I am loyal to brands that help me achieve a better and more balanced life.”

39

Japan Malaysia Thailand

77% 89% 83% 

Consumers show higher likelihood to be loyal to brands that helping them to 

improve their life. 

South Korea

92% 
Base N = 1,000 per APAC country, USA = 5,000

85% 
[78% in 2020]



Transformational Needs

Basic Physiology Needs

Social Needs

Good marketing makes the company looks smart.

Great marketing makes the customer feel smart.“



Like Marketing Right

Marketing

From T

O

Good

GREAT

Return on Investment Return 

on Impact

From Unknown to Known



อวดมี
vs.

From

T
O



Thank you!


