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Session 1 : The Future of Marketing: Human Mind,
Intelligent Machine b AS.JUBA OFIUQUEIU’I[Q
. IUﬂHaﬂHﬂSﬂOUﬂﬁW‘[H[yﬂUﬂl?U ‘[H[AJISEJUIHUO'IIEITISSH? E}L]uqﬂn[Jqﬂaannmusﬂqunqsmmﬂ
2026-2027 [UGUUIUOU'H-[S la: B dM NSSUNISUSKANS lla: nUSﬁU"IF'I"IUﬂ"ISHElEI"IS
09.00—-12.00 u. GoaUsU Mindset a-sitosuiio s Augansisruds:losd na:Us:s1duau
| aNM0UUNUNINWRJUUSHASANERS (Un)
M1  NISNANIKIDUIARN, NISWAUWEAIUS:HIN Human Mind
Future Market & New Consumer | !a: Intelligent Machine
vaunalnouInnIazivilayusina . , B 2
ession 2 : Decoding the New Consumer — Value,
AIJasuly , 2
Belief & Al-powered Insight Mining ﬂNUUﬂ’I uln=anund

[.Jsaunamua Chief Consultant

13.00-16.00 U. » [AWISOUNRYUSINAaNNI1 Demographics — V(9 Value
: Homerun Consulting

Systems, Belief Drivers lla: Triggers NIUASUWNRANSSL
wSouin(s Al Tools AUKN Insight 957

\
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Session 3: Insight Exploration - Data, Social
Listening & Al Simulation

» IUAUULAY Insight TKANNDIAL NOuWAaJVaN Al lla: Data

ntuna'l FI\]EIOSS[U

09.00—12.00 U. MO Tu 3 DA: 1IBoWMo Al AU Social Data TANISAYUNEIAzILUEN ﬁiﬁ;ﬁ:‘gin;ﬁﬁ;mS”“a"t
£JVU Synthetic Research nnaavloingnauadauIuasSy AUKI
Consumer Insight, nagnsnnsilonduanmnan na: Sividisn wseudsunagnsie

Segmentation & Personalization | funnAowlasuilasvesnain

IWJasuveyana:dryryrruyusina
Session 4: Customer Segmentation &

1Aidu In.SIQUht lla:nagns Personalization Strategy — From Data to Action
NnauvivmInu1y e ISYUSNISIIUVNAUANA192N Needs, Behavior lla: Customer

13-00_1 6-00 u- . v —a i ‘: —t — 2

Value IwaAunInauidrruenidlomalnuln wsauoaniiuu

Persona, Priority Segment lla: Personalization Strategy

nualUiBAunususlnosy

nmmvwa IJO\I I'I"I
Us sUIFINGINUSHIS
usun Toglyn (Us:inAlng) 97nn
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Session 5 : Strategic Marketing: STP, Positioning
& Differentiation

 Reframe STP [KNU&J8 91N segmentation, targeting,

09.00—12.00 uU. positioning [Ug strategic choice, differentiation,
M3 category entry points, distinctive assets lla: competitive
Brand Strategy & Growth advantage lunanniUaguiso

AfUIUS 91surulsau
Regional Marketing Director
- ASIA Croda Co., Ltd.

NanuA Positioning,
Differentiation
la:aswAruAMUSUAIWONISIAUIA

Session 6 : Brand Value: From Offering

to Brand Growth

13.00—-16.00 U. « 1BOUAUA 13:USNTSAUATUAMNIUSUS LU brand equity,
brand architecture, portfolio role, value ladder, product-
market fit, pricing logic 1A:N1SES growth 91N brand value
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09.00-12.00 u.

M4
Finance for Brand Managers
& Marketing Analytics
|i's:aunaqns’msnamliﬂﬁuﬁmav
la:waawsn1ssn9

13.00-16.00 u.

Session 7: Growth Opportunity & Customer
Economics — Market Sizing, CAC, CLV &
Retention

» M Brand Manager 91uvunanan lonnaiaulnvoaiusus
QINAIVUNAVOINATIANIAZATUATVOIANAN mmma'\sﬂhuauu
Tamamshjaumﬂswdnquanhu anAna:AUasNs1eln
ThssfimunuoaiAlnu Ia:9:5nyanAireguIusUAlALLVU
ouls IWouveyaimatIUlsoNILun1snaala=AnauTeadnu
InoguAUA
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Session 8: Platform & Customer Growth Strategy:

iWJasu Customer Journey IAI0ulon1anasiauln
» ISHUSNNSESTIY Customer Growth WU Platform lla: Digital
Ecosystem FJINNISIVA[R Customer Journey lla: WOANSSU

wusSInAlulma: Touchpoint IURUIN1SASW Conversion Iia:

M sIAUIAVaUIUSUAUUIIWAAWDSH
ﬂsaUﬂqun’lSI'ﬁaUFiaS:Hd’m Brand, Consumer, Merchant lla:
Platform n1s(s Data IWavalona:vafivanm n1sas Demand
1a: Conversion nadRIUNISTE Platform THIDUUINNIEINTY
vae ienduaountiyvadnisasy Brand Experience llas
Business Growth
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M5
Brand Immersion
& Business Transformation Lab

09.00—-12.00 u.

18 natAl 2569

Session 9: Sustainable Brand & Business
Transformation Visit — SCG Cleanergy

o |§Uu§n1S|Ll§iau Sustainability mnuTauwaJFinsTﬁlﬁu
Business Model, Innovatmn la: Brand Value WAUNSTUANGN
2SIV SCG Cleanergy Wsauwmﬂanuuusmsmns uUounNns
Jaguwu n’lsusmsuuuaoulmaowaa 1a:N1S0AWaNIISSN?

WusSn1s SCG Cleanergy
/ SCG Cement
/ NV Sustainability

>
IS8USINOIANSISY

lazuauniSgu
wads:gnanulongnusun

10.00-12.00 u.
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09.00-12.00 u.

M6
Channel, Retail, Platform
& Customer Growth

IJasunagnsiusun
'[mlJuuuonnaswassn
na:n1sHodnsnasgrgwaaws

13.00-16.00 u.

Session 10: Brand Transformation Lab — From
Immersion Insight to Brand Growth Challenge

 Workshop a@sdunisguinnisiggusiy SCG Cleanergy lla:
3IAs1:Ho109ANSIVABU Sustainability ThiJulomaniissiona:
AnuATIIUSUAIRDEIS WSaULUNISEULUNMHUA Brand
Growth Challenge, Problem Statement 1az1uoNWIoIAU
d11SU Final Project

Session 11: Session 11: Channel & Sales Strategy:

919unUINgeINVAslRIBouniu

. |§au§msaanuUU||a:U§h15?j'aun'\w'\U'[ﬁ|hm:ﬁuasﬁo
MV B2B 11a: B2C ASDUAQUNY Offline lla: Online AYIIA Sales
Team, Distributor, Dealer, Partner [UaufiJ Digital Channel
WolhivileoIna:30INWASE Role naziUmungoswls
2=1FonlsgoINInUlHIKLA: ﬁuanﬁ'ma -850 souﬁuuéms
hmwaamﬂhmmwasunu ANAUEBOUKSONSIVITU
AUIDY 1A aaanuamana gonVvIulla: Brand Experience

WuSn1s SCG Cleanergy
/ SCG Cement
/ NV Sustainability

ANUTUSYAIONY J9UWIUY
anssumsmﬂms

USGN AoPARAOUANSABU |

Usand 97110 (Unsu)

Session 12: Finance for Brand Managers:
Margin, Cost, Pricing, KPI, ROl & Dashboard

« [ Brand Manager 1V1[9 margin, cost structure, pricing logic,
budget allocation, ROI, forecast lla: dashboard n?ﬁaaﬂﬁu
CEO/CFO IngiSouna:min marketing plan U business case

SOUFANS191SE

ns. NIgwa dda:Sau
9191586Us=91N1A38INISHAINA
Us:81UnangnsusrnIsssNIUKIUNIAR
(MBA)
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( Session 13 : From Brand Strategy to Creative |
| Platform — Big Idea, Storytelling & Creative Brief Flﬂ,l‘{m.lfu Us:Tw

" 09.00—12.00 U . |§8U§ﬂﬁ3ld§8u Brand Strategy lla: Consumer Insighltrl[ﬁ’lﬁu SoUroAIA-USHNSSAUEY
‘ z g g Communication Platform, Brand Story lla: Big ldea Nnogon USGEN 319 13SA 91N/

M7 InlunanesoIn1y WsauEndnna Creative Brief NBAI9U IWolH
Brand Communication, nuNIsmanmiia: Creative NIUlUluRANWIRYONAU

Creative & Influence

IJasunagnsiusun Session 14: Influence & Social Commerce
TRIdunusARAS1IASSH Strategy — KOL, Community, Content & AN esmoari
o v — - Conversion US 5'1U|o'mu*1nusms
13.00-16.00 U. la=N1SdadISNASNWaaws » 0WNaY ns Influencer l1a: KOL'[hmeunu Brand Objective USGN INaanas 911A

F]\]IIF]ﬂ'ISIE]OﬂUﬂU'Iﬂ\IO\] Creator ﬂ'lSE'TS'N Communlty lla:
Content Collaboration [Uufv Social Commerce 11a:
NSdAWaNUINNII89n Engagement
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Session 15: Integrated Media Planning in the New

Media Ecosystem — Audience, Channel, Budget & nmosa QSEIS\]ISENBU
Measurement umaomrym'lumsmauuu
. vlendnAUZeRIUAsUIU 13:019UNUANVed Paid, Owned, la-godoluurundnea
09.00—-12.00 U. Earned, Retail Media lla: Digital Platforms THringau
M8 sounU ASDUAaU Audience Planning, Customer Journey,
Media Strategy, Content Reach & Frequency, Budget Allocation Iia: N1sdnwado

& Marketing Technology ﬂIBOUﬂUI lJ'lh U’IEJ"JEJJIIUSUH

nagnsdo AduINUA
nazinalulagnisnann

Session 16: MarTech for Content-led Growth — Al,
Content System, Automation & Conversion

13.00—16.00 u. » 9ONIUUS:UU Content NMMIUADITIBIAIINNNSIN Content
Strategy, Search lla: Owned Media [Uauninsiy Al soswan
1a:USK1S Content N1SN1 Marketing Automation 11a:N1S
dnwWav N Content Engagement Ingj Lead lla: Conversion
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Session 17: Final Pitch — Brand Growth Action
M9 Plan: Strategy, Execution & Business Impact

= | WA.AS.1I9NN NNSSUNA
e INA=NAUUNIAUD Brand Growth Action Plan moAfU:NSSUNIS

. 1
uNgNauIAUNISRaIninIUs:INFAINg

13.00-16.00 u. Capstone & Brand Leadership InumounanulriAu Market Opportunity, Consumer Insight, QUuenUBauAnIILgMUNISAATN
- . . S HorlinNIAIBINISAATA
U'II&IU%{IIUU Borand 9I'C_)Wth Strategic Choice, Positioning, Customer Journey, Channel AW FMARSIa-NS UG
Ha=suAMu=u121MNUuUsSnis and Communication Plan, Al Use Case, Budget, KPI l1a: IWIAINSNULKIINENEE
- N WAaWSNWSSAY WSaUSU Feedback llazAiuztintusudiiuy _ o
1a:yisyds11y - As.dus1f SAYISEYINY

aUungnuIgauAnIIUSAIUNISAATA
daurnunNisnaninids:inAlng
Ia:nssuNIsUSMsia:NU3nu
AuNIsFoans

Augansastuds:loyu nazus:s1dunu
anUUUNUNAWMIUUSHISANERS (UM1)
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