


TIME SPENT PER DAY USING MOBILE INTERNET

AVERAGE NUMBER OF HOURS PER DAY SPENT ACCESSING THE INTERNET VIA A MOBILE PHONE [SURVEY BASED)
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WE ARE IN THE Consumers’ brain does not want to work

hard. The ‘Lazy Brain’is always on!

ERA OF CHOICES

ot More Choices

in 2000 )
e
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‘
ANHANTA LANTI

Consumers are
still human,

but become
PROsumers

[ Professional + C. Consumers |

C: Connected, Convenient, Collaborative
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4.0 BEHAVIOR Brands have become target, not

consumers

2.Current # _
el 5-C0mmunlty
‘Crowd-culture’
VRNLATIN T
4. Collaboré

=g I
HRATUTIN
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KEY SOCIAL MEDIA MARKETING TREND

Ephemeral Cont

S

KOL & MlCRO-|NF|tJENCER Employee as a brand advocacy

Q HELLO

D.

One-on-One/ Personal
Social Message
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RISE OF KOL
(K EY OPINION LEADER) Social Media Marketing Trend

SOCIAL MEDIA INFLUENCER MARKETING

o 2 | 9 .o
of conuime/r: are of maﬂﬂeteféemﬂ
more likely to make x . positive results through
purchase b:en;a : . \\\\ . influencer marketing

social media referral \\\\

A2
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TYPE OF INFLUENCER

Celebrities AN Mega-influencer
[500-1M+ followers]

Macro-influencer
[100K-500K followers]
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Which shop will you buy?
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Digital Landscape Update
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UNDERSTANDING CONSUMERS IN SOCIAL
MEDIA AND DIGITAL ERA IS ABOUT

PSYCHOLOGY




LEADS TO THE RISE OF INFLUENCER MARKETING
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WHAT DRIVES CONFORMITY

The desire to be LIKED The desire to be RIGHT

People conform to fit in, not being left out. People conform because they're unsure of situation
or don’t have enough knowledge

Informational Influence
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THE RISE OF MICRO INFLUENCER

how to be an influencer

Search term

+ Compare

Worldwide « Past byears = All categories w Web Search =

Nn MM AN WM :_: H‘Ii i
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DON’T UNDERESTIMATE

Do you believe that celeb/ presenter has used the product before review?

15-24 yrs. 25-34 yrs. 35-44 yrs. 45-50 yrs.

YES

NO

Powered by Asia Mobile Channel; 1,000n within 3 days

Copyright© 2018 INTAGE (Thailand) Co., Ltd. All Rights Reserved.



DON’T UNDERESTIMATE

YES

NO

15-24 yrs. 25-34 yrs. 35-44 yrs. 45-50 yrs.

Product must be somewhat good, @ @ @ @

so celeb accepts to review 13% 15%. A5% 10%

Just an ad, nothing related to quality 9

Powered by Asia Mobile Channel; 1,000n within 3 days
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YOUNG-ZA:

OUR SILVER PAGE

e

TP ‘”‘1 o 1
[ZUANERAS LTINUANHNIANTI G]L@ﬂ.

AL v 4,097 e TR
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REVOLUTION OF MARKETING

Qv

VINUINMTNNAITADIA

ustomer
Centric

Communi  Paid media to Earned media, Consumer tell
cation: tell the story customer talk the story
about the story
Promise: Functional Emotional Spiritual
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FROM AUTHORITY TO PEERS

Reviews from others who they don’t even know are
more believable than the message from brands

Man on street

Family & Friends

>

Celebrity

h &
b o
ololele

Man on street -L:aﬁe-r

Célebrllty
o0

Most trusted source

Family &@riends

Source : Harvard business review and Opinion leader
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STP = THE STARTING POINT

197 'Z&immm@myhmﬂgﬂﬂﬂ@”

™ (17
P idoisrdaousnduitnung
Is7AdlAs vouo:ls
Pain Point Aoo:ls
Is19:awwasnnoulond
AUANNISIVIIAIVUWOA

Tuunldouvinlwna

.0 ® m () lideglUougnAn
' & x AOIMADIZONSU
® . A nuudisusenan
N1sn1 Segmentation

- B
nvuwalas‘n
- < . "
Acudilonda olunBy
Managing Director, INTAGE (Thaitand) Co., Ltd '
Teainer [ASHMS WOUAOR THE CREATOR

§¢ intage WOIIZ0R

THE CREATOR
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CONSUMERS DON’T BUY PRODUCT,

THEY BUY THE END RESULT

a2 1"uu? Bunisuayfaaiosa
1y Airbnb

wlwu uialus £i2nyin

s e - o , . TANA
aavnglatanie wiae viag 1iadu — e i2ivin 1 au

GRAFFITI
CONNECTION

New in Harlem

DAPPER DAN

SAVONA MOTHA NATURE

wIDDEN Ay
HEALTHYSOUL

B2274 2 1119 - museum & comedy
% % % % * anudauiu 20 daanu

&y

B1615 2 22 Tue B8971 2 23Ty - fashion & hip hop B2476 2 179 - harlem & culture

history theater

N

¢ SR -
B2070 4 1% - cooking & fis B2890 3 2 1us - local eateries
caoking tapas ¥ % % % K mrudauiu 15 Yaraw sustainabiity

¥ % % % K udaniu 10 Zamu % v %k J ok eoruAauiu 4 Gamiu % % % % % audauiu 8 WAy
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LIFESTYLE VS. DEMO

10+ Handsome Guys Who’ll Redefine Your Concept Of
Older Men

Some men are like wine - they just get better with age. Bored Panda collected a list of
handsome guys over or just under 50 years old that might just redefine the concept._..

!
. Source: imgur

105 Year-0ld Japanese Runner Sets World
Record For 100 Meter Dash
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EXPECTATION vs. EXPERIENCE
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What Prosumers Expect from Brands



BRANDS THAT CARE

Contextual Omnipresence
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ONTEXTUAL OMNIPRESENCE

Available at the right
hime and right place,
don’t think just
conventional channel!

LA ANAINDINIT!
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B THALLCOM IFHER AR |

unrnc + 209 + I

W L2 Aopy 1T
MASERATI

TS
SRR RLE SUV Levante RIEE R

W 1003 = FIL AR EN

SERF >

In just 18 seconds, all 100 of the brand’s SUV Levante
quota were ordered. One of the reasons, was this

particular Maserati model had not been released at local
dealerships yet.
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Disrupt pain points

...turn customers to advocacy
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NO NEED TO BE PERFECT, BUT REAL

Copyright© 2018 INTAGE (Thailand) Co., Ltd. All Rights Reserved.



Brand is the TARGET, not consumers

TRAVEL

T KLM- Sorry, KLM's Adorable Beagle Employee Was A PR Stunt

LA i e
[P Ty

- staffers tasked fo find missing items. "So to illustrate that KLM goes above and
beyond for their passengers, we decided to Dutch airline KLM's lost and found team.
An ad released Tuesday followed Sherlock , a fast-moving vest-wearing pooch,
tasked with one job: reunite fliers with DDB & Tribal Worldwide Amsterdam admitted
the ruse to Mediabistro, saying it seems. The adorable beagle who zipped info our
hearts as a cute recruit to involve a search dog." Here's another cruel lesson in how
not everything is as it was up after calling Sherlock their "newest team member” and
"tail-wagging secref -

[

Geeky Girl Engineer | W Follow
@gkygirlengineer :

© View Whole Article

Evidently that KLM ad featuring a beagle who returns items lost
on the plane is just an ad, not real. | HATE YOU @KLMI MAKE
IT REALI

" J

Other Related KLM Information

Sorry, Dog Lovers: KLM's Lost & Found Beagle Video Was a PR Stunt

-yes. The gushing KLM employees in the video refer to its report from a flight attendant, doggedly
(sorry) fracking - . The floppy ears get a treat. agency creatives Alex Herwig and Jeroen Thissen -
puppy making the search for their personal items on . This was all a PR stunt, dreamed up - ;s the
real story ..." Sherlock, the adorable beagle who wouldn'twant to highlight - it was confirmed by

KLM's ad agency, DDE & Tribal Worldwide Amsterdam. KLM/YouTube -
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RELATIONSHIP ‘WITH’
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EMPOWERING CONSUMERS, BRAND!

powerment

Consumers do not buy product

nor brand, they buys things to
fulfill their needs.

Thanandulvg lalsuuswa
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YAOWARAJ
MORE THAN YOU SEE
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In China, if women are not
married by the age of 27,

they are labelled ‘leftover
women

1 won’t die in peace unless
you're married,’ said one

father.
WK bk ,
o 8 Xk % wmﬁ: ! :21;;:#" gt If she really can't find the one,
8 8 URLATE | RE: =l it will be a heart disease for
' e me,’ said another father

g :.‘“.-ﬁ“;" j7770‘ "N

SK-II: Skincare brand's campaign challenges idea of 'leftover women'
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Even if 'm alone, | will be
happy, confident and have a

good life,” and ‘| want fo take
time to find the right person.’

w

I'm happy beifg alone

1
=

My daughter is beautiful. The "leftover men” need to try harder! ‘Leftover women" should be proud!

Copyright
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SAFETY

Home, sweet home
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PURPOSEFUL CONSUMERS WANT CARE BRANDS

ANTNANLTA AN
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BETTERMENT IS THE KEY TREND

Better Me

with CARE brands

Better Community

with Crowd-culture

Better World

with Internet of Citizen

Copyright© 2018 INTAGE (Thailand) Co., Ltd. All Rights Reserved.



OUTSIDE-IN NOT INSIDE-OUT

CONSUMERS VS.

MARKETERS

ROI

eturn on investment

USP

nique Selling FPoint
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j> Return on Influence

> Unique Shared Purpose




SHARED PURPOSE
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Purpose are not real unless they can influence
behavior and decision: “I want to”
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"I dive for passion and always wondered if it would have purpose.
Last two weeks was what I prepared for my entire life."

/olanthen, British cave diver who found the lost boys
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Shared Purpose
brand

engages
& drives

real ACTION!
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PURPOSEFUL BRAND:

Plcme’r

Environmental Perfformance

[Eco-efficiencies/ effectiveness]

People Profit

Social Perfformance Economic Performance

[Employees, Community, World] [Growth, Job, Product/Service]
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WHAT IS YOUR BRAND'’S

PURPOSE?

Everyone 1s talking about
sustainable development

. NO
() POVERTY

SUSTAINABLE
DEVELOPMENT

GALS

DECENT WORK AND 9 INDUSTRY, INNOVATION
ECONOMIC GROWTH

ﬁ’

13 v

0
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LIFE JUS 17 PARTNERSHIPS
BELOW WATER R( FOR THE GOALS
! @

QUALITY
EDUCATION

|

1 REDUCED
INEQUALITIES




RIGHT ona LIKE

b It is your RESPONSIBILITY
for SUSTAINABILITY

People P rofit
Social Pefformance Economic Performance
[Employees, Community, World] [Growth, Job, Product/Service]

Copyright© 2018 INTAGE (Thailand) Co., Ltd. All Rights Reserved. 66



INFLUENCE

THE
DIFFERENCE



dangjai-a@th.intage.com

ﬁH intage

Know today, Power tomorrow

INTAGE ACADEMY

Intelligence Inspiring Marketing Innovation




