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Module Session / KoUD Snensitaua KUBIKQ / amu:
Session 1: The Future of Marketing: Human Mind, Intelligent Machine as.aus1a SAugsovity
- WarkdngasdemwintdAdatou HiEeuirusilangsio 2026-2027 wWasuld auugngavARISAUMSaaIa
09.00-12.00 u. 2€101s ua: Brand Manager GiooUsu Mindset a:lsiwasuiio nssUMSUSKIsua:AUENL
M1 - MSAAAUKLDUIAA, MSWAUWAIUS:HI1O Human Mind ua: Intelligent dumsdoans Augdansiscuus:lasd
1 1 qanAu 2569. Future Market & New C: Machine ua:Us:dvAL FMUUUUNAWCIUUSKISAEQS (Tan)
usvamaswAaua:ofusSnAfUasulY 2: Decoding the New C — Value, Belief & Al-powered ~ o
Insight Mining Ansilison na:anuai (TBC)
13.00-16.00 u. - WRBoUgtoRUSINAGNN31 Demographics — Wit Value Systems, Belief | dsduniaavua: Chief Consultant

Drivers ua: Triggers fdsuwnanssu wisuintd Al Tools Aum Insight 030  |Homerun Consulting

Session 3: Insight Exploration Workshop: Data, Social Listening, Qual &

Al Insight Mining N
N . A~ . AN avgasswu (TBC)
- Workshop avijon insight 91n social listening, desk research, N N

09.00-12.00 u. o ) ) o o Usssuisnthiusms
M2 qualitative observation, review mining, search/social signals ua: N L
R Lo < e . | uSENn DBTBA (UsainATng) Sina
[ Insight, S ion & Per lizati Al- synthesis 1WalJasudoyans:dans:0etidu insight Atdo0NagnsIa
2 3 qaiAu 2569.
lUs‘iuuﬁagaua:étgtuuuvjuﬂnnlﬁtﬁu Insight NS |Session 4: C S ion & Per lization Strategy — From
nauthkng Data to Action Atunigwa Wovrh (TBC)
13.00-16.00 u. - BuugmsuuonguanAmn Needs, Behavior ta: Customer Value tWofum | i3waviwd "msaaiadua:aou’
nauhkuneRblomataula wsausanuuu Persona, Priority Segment ua: Ausnuidumsaana Digital Marketing
Personalization Strategy AUWUIEAULUSUGTADSD
Session 5: Strategic Marketing: STP, Positioning & Differ
- Reframe STP tWnuads 91n segmentation, targeting, positioning 1Ug AruS Msudilsal (TBC)
09.00-12.00 u. M3 strategic choice, differentiation, category entry points, distinctive assets Regional Marketing Director - ASIA
M3 Brand Strategy & Growth ua: competitive advantage tuaarafUasus Croda Co,, Ltd.
3 8 qa1Au 2569.
. L. " L . . Session 6: Brand Value: From Offering to Brand Growth
fnua Positioning, Differentiation ua:asiacmufiuu . X . - -
_, - @oudumua:usMsAUAIAUSUG KU brand equity, brand architecture, | ATUILE Mgudilsad (TBC)
13.00-16.00 sudiwomsiéivia - i o ) N ional Keti . s
: 00 u portfolio role, value ladder, product-market fit, pricing logic ua:msasio Regional Marketing Director - ASIA
growth 21n brand value Croda Co,, Ltd.
Session 7: Growth Opportunity & Customer Economics — Market Sizing,
CAC, CLV & Retention
- i Brand Manager shuyunaaaia Tomataulauaviusudoinivuunaua B
. N - R S AtUUSNQ KSeyNoY (TBC)
09.00-12.00 u. aaaua:AuAwaYgNM Q3 raaralkugoiloma Adstdoumistwalrlagnmiki T N N N ~
- N - . . . e N HIBEoBIYMUMsdoanismsaaauamsas1ouusud
M4 anAmudazAuasivsiglatrssnouinUpuuAlru naD:SnugnmMikognuuusudlauu |~
Finance for Brand Managers & Marketing Analytics Fuagols iWathdayamatiuisoOvuNUMsaaIaua:AadutdavNUIGDE AU
4 10 aaAu 2569.
8 nSMsaa1annuc: awsmosgsio ion 8: Finance for Brand Managers: Margin, Cost, Pricing, KPI, ROl &
Dashboard
. . . - . wr.as.duanna 35astauvms (TBC)
13.00-16.00 - % Brand Manager 101o margin, cost structure, pricing logic, budget

ABuosIyAUMSUnyBUa:NMS5LASADUMSIBU

allocation, RO, forecast ua: dashboard lWaﬂUﬁu CEO/CFO Ic1§ls'a\)ua:rhiﬁ

marketing plan  business case




9: inable Brand & Transformation Visit — SCG

Cleanergy
- 1§yus:msm§'uu Sustainability onuleuiwovAnstkildu Business Model,

QuSKis SCG Cleanergy / SCG Cement / fiu

5 17 qarAu 2569. 13.00-16.00 u X R ol _ . s SCG aupua:dugusiedoRusms
Innovation ua: Brand Value Wiunstlifiny1osoupv SCG Cleanergy wsou Sustainability
M5 WaREAURUSMSEvNS:UDUMSIWUEBURIU MsuSmsddoulddouds uaims3ana
Brand Immersion & Business Transformation Lab mosgsno
Session 10: Brand Transformation Lab — From Immersion Insight to
SougD AnsoSv uazthunis: Incin i G [Brand Growth Challenge
- Workshop asuunidsuoinnmstdsusy SCG Cleanergy Ua:3IAs1:A19vANS JuSmis SCG Cleanergy / SCG Cement / iy ~
6 18 qaAu 2569. 10.00-12.00 u n . . e _ . o e . soasunu Facilitator ua: Mentor
Wagu Sustainability TAlJulomanmvssioua:Atumuusudidogols wsauth Sustainability '
uniguuimkua Brand Growth Challenge, Problem Statement ua:uusnmv
Wovdudmsu Final Project
Session 11: Channel & Retail Strategy: 210unuINdovmumstAtdouriu Option 2
- i i UEUSVALING dduwitis (TBC) ~ o
99001200 ASDUAQU retail landscape, channel role, 020, omnichannel, sho[:?per A o AULEEAWDS Wiyddagna
00— u. i i . i Worhig  [nssumsgsams N
M6 behavior, trade mar.ketmg, platform role ua: experience strategy tworhts oS! oal enduluscnd it ) f$ouriadio iTalent (Thailand) Co., Ltd.
5 Judoundh i usun AdaadmauaasAsulUsand Sina (Unisu
Channel, Retail, Platform & Customer Growth goomonieludounktivuay brand experience HBYdvIYAUSsAiDMUaN SuAmauinAusina (FMCG)
7 22 qanAu 2569. 12: C Growth gy: Journey, Loyalty, CRM & Platform ° N
5 = igne = - s . < tion
2wUNUnINEEYMY Ms1e Us:aumsaignm uas Platform Growth dadadutoda nihsu daulad ua:uwaawasu AmunIgSan avoudu (TBC) P .
Growth = - . . . . . . . AtUBUAFON suUag:Ray
13.00-16.00 - 31As1K purchase journey, conversion points, retail media, social NSsuMsEoaMs . .
nssumsyoamstiked
commerce, CRM, loyalty, marketplace ua: platform growth tuyu Brand A
e N s _ unsSu UszinAlng
Manager Adovidandovmulkiaaulpngnouusudua:soauiey
Session 13: From Brand Strategy to Creative Platform — Big Idea,
Storytelling & Creative Brief .
. " . - AUSu wids:Tw (TBC)
- 18Bgugmsiasu Brand Strategy ua: Consumer Insight tiu .
09.00-12.00 u. L . . , WSounadouausSHISs:aUgD
M7 Communication Platform, Brand Story ua: Big Idea ndogaaldtunarsgoono wo
o <o . P S o e J WORX
Brand C Creative & Infl wspuilndarm Creative Brief Agaou iwathfiumsaaiaua: Creative mviulu
8 24 qaAu 2569. uRAMOLIGEITU
a NS Al Session 14: Infl; & Social C ce Strategy — KOL, Community,
aswuaaws Content & Conversion AuASM dStydvA (TBC)
13.00-16.00 - 2nagns Influencer wa: KOL idouniu Brand Objective doudmsidon  |Usssiudmthiusms
unuINUDY Creator Msas1v Community wa: Content Collaboration TUsufiv  |USGN tnaanas Sia
Social Commerce ua:ms3awanuinn3ieaa Engagement
Session 15: | d Media PI in the New Media Ecosystem —
Audi Channel, | &M
09.00-1200 - WhtonDrAUeAWAEDUTU ta:wuNUINUDY Paid, Owned, Earned, Retail ArudSa dSaguisovds (TBC)
100-12.00 u. s -
Media ua: Digital Platforms tRriousouriu Asaunau Audience Planning, HIBYBIYAIUNMSIIWUNULa:BDEDTuBUNGD DA
M8 Customer Journey, Reach & Frequency, Budget Allocation wa:ms3awadon
Media Strategy, Content & Marketing Technology | WBoufiuringusvuUSUG
9 29 qaAu 2569.
Session 16: MarTech for Content-led Growth — Al, Content System,
nagnsdo Tul 1saaa A ion & Conversion
1300-16.00 - 9onuUUs:uU Content Arhviudattioodoucdnisav Content Strategy, AMANSUUN wa3gnsAnd (TBC)
’ ) Search ua: Owned Media TUdufivnists Al ¥oenaaua:usiis Content mismi CEO, Content Shifu
Marketing Automation ua:nis3anaoin Content Engagement TUg Lead ua:
Conversion
Session 17: Final Pitch — Brand Growth Action Plan: Strategy, Execution
M9 & Business Impact
Capstone & Brand Leadership - uda:ngulnaus Brand Growth Action Plan caatu:nssums Tagdovuaaoli . . .
. ) . 5 X . Panel: wA.as.onfi nnssuna /Aculdadgs AaAwoy 3s:a
10 31 qaAu 2569. 13.00-16.00 u. AU Market Opportunity, Consumer Insight, Strategic Choice, Positioning, o

unausuwu Brand Growth ua:Susmuusthongusmsua:

ABeovIty

Customer Journey, Channel and Communication Plan, Al Use Case,
Budget, KPI ua:wadwsmvssiio wsousu Feedback uazfuustitusUuuu Brand
Clinic

u: / as.ausnd SAugdovicd / anuduai wids:iw (TBC)




