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A
00 Social Change

* The Royal Institute (2006) defines social change as the adjustment of social
organizational structures, institutions, or patterns of social roles. This change
may be progressive or regressive, permanent or temporary, planned or
occurring naturally, and may be beneficial or harmful.

a

* Rujh Hareungsong (2013) states that social change refers to
alterations in social systems, processes, and patterns, including
customs, family structures, or governance systems, which can occur in
all aspects of society. These changes may be progressive or regressive,
temporary or permanent, resulting from deliberate planning or Q O 0
occurring naturally, and may have either positive or negative impacts \

\d

on society.
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Loec e Social Change 0

e Suttinan Suwanwichit (2024) defines social change as the
determining factors of direction and characteristics of society in
each era, which profoundly affect the structure and lifestyles of
individuals within that society. These changes can arise from
multiple factors such as technological development, economic
shifts, political transformations, and globalization trends, all of
which impact the behaviors and values of society members.

* Rogers (1995) states that social change refers to the process where
alterations occur in the structure and function of a social system.

When new ideas are invented, diffused, and either accepted or O 0

rejected, leading to social consequences, it signifies that social
change has taken place.
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A
00 Social Change

* |n conclusion, social change refers to alterations in social
structures, systems, or patterns, which may occur in institutions,
social roles, traditions, family structures, or governance
systems. These changes may be progressive or regressive,
temporary or permanent, and may result from deliberate
planning or occur naturally. Social change can have both
positive and negative effects. Additionally, change is related to
the invention of new innovations that diffuse throughout e
society and are either accepted or rejected, resulting in \ O 0
structural and functional transformations of the overall social oy
system. \V
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1. Invention
* Sociologist William Ogburn (as
cited in Rujh Hareungsong, 2013) * Ogburn states that new invention is the
discussed three social change combination of existing elements and tools
processes through which to create something new. While we often

hnol lead h , think of invention in terms of physical
technology can lead to change: objects, such as computers, there are also

invention, discovery, and social inventions like capitalism and

diffusion. bureaucracy. Social inventions can have far-
reaching consequences throughout society.
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2. Discovery 3. Diffusion

* Discovery is a new way of perceiving reality. Generally, reality _ _ _ - -
 Diffusion is the spread of an invention or a

discovery from one area to another,
influencing human relationships. For
example, Thailand's adoption of electricity,
water supply systems, telephones, railways,
etc., resulted from receiving Western culture,
as these were not invented by Thai people
themselves.

already exists, but people only just find it for the first time. For
example, Columbus discovered North America, which had such
enormous consequences that it changed history. However, this
example illustrates an important principle: for a discovery to bring
about widespread change, it must occur at an appropriate time. In
fact, the Vikings had discovered America before Columbus, but
their discovery did not have the same consequential impact as

Columbus's discovery.




Social Media Development

 The Royal Institute (2011) has formally defined the term "Social
Media" in Thai as "aedens" (Sue Sangkhom), referring to electronic
media that serves as a platform enabling individuals to participate in
creating and exchanging opinions via the internet. These media are
owned by various companies that provide services and develop them
through their websites.

 The Thai Media Fund (2021) defines social media development as

media that is newly created or built upon existing elements, which

has value, provides benefits, and is easily accessible to target

audiences.




Social Media Development

* Kaplan & Haenlein (2010) state that social media development refers to the

process of improving and enhancing the efficiency of digital platforms used for
communication, information exchange, and interaction between users via the
internet. This includes the development of technology, functional features,
information presentation formats, and interactive systems to respond to user

needs and social trends.

In conclusion, social media development refers to the process of creating or
improving digital media to increase efficiency in communication, information
exchange, and interaction between users, with an emphasis on easy

accessibility, value creation, and responsiveness to social trends.
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Technology and Changes in Economy and Politics &§
Innovation Consumer Behavior |

_ For example, the United States'
For example, younger generations 1 b o )
For example, the emergence of N are turning to online shopping N ?itjrenlj'a an on citizens using
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1. Technology and
Innovation

Technology and innovation are crucial factors that
transform communication patterns and methods in
society. New technologies have significantly altered

media production, distribution, and consumption,
including:

* Social Media
o Al
* Streaming
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Social Media

The emergence of platforms
such as Facebook, X, Instagram,

and TikTok
‘ Enabling consumers to receive
information in real-time without

relying on traditional media like
television or newspapers




e Social media remains the primary app category at 35.1%
 Entertainment apps for movies and music follow closely at 32.7%

 Browser and search engine apps receive less attention with only 5.8%
usage
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TIME SPENT USING APPS IN EACH APP CATEGORY AS A PERCENTAGE OF TOTAL TIME SPENT USING A

SHARE OF SMARTPHONE SHARE OF SMARTPHONE SHARE OF SMARTPHONE SHARE OF SMARTPHONE TIME SHARE OF SMARTPHONE
TIME: SOCIAL MEDIA APPS TIME: ENTERTAINMENT APPS TIME: UTILITY & PRODUCTIVITY MOBILE GAMES (ALL GENRES) TIME: BUSINESS APPS

> X

33.1% 32.7% 13.6% 9.7% 1.6%

SHARE OF SMARTPHONE SHARE OF SMARTPHONE SHARE OF SMARTPHONE TIME SHARE OF SMARTPHONE SHARE OF SMARTPHONE TIME
TIME: SHOPPING APPS TIME: FINANCE APPS NEWS & MAGAZINE APPS TIME: ALL OTHER APPS BROWSERS & SEARCH ENGINES®
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1.0% 0.3% 5.8%
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SOCIAL MEDIA APPS ACTIVE USER INDEX e YouTube has the highest

INDEX OF THE MUMBER OF SMART AMDSETS USIMG EACH PLATFOR M ORILE AFP IM WMOVEMBER 2024
(0)
user rate at 100%

* WhatsApp ranks second
with 86.1%

* Facebook is in third place
with 82.2%

— * |nstagram is in fourth place
ST with 72.3%

| unkeDin____ IR

T  TikTok ranks fifth with 48.3%

SOURCE: MNOTES we
] COMPARABILITY are,
(76 ) dre. | CO>Meltwater
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Major Social Media Platforms
*YouTube reaches approximately 2,530 million people worldwide
*For YouTube searches, music-related queries account for up to 100%

*While movie searches make up 63%
*Other video searches represent 42%

YOUTUBE: ADVERTISING AUDIENCE OVERVIEW

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON YOU

‘j ALF TF | REACH YOUTUBE AD REACH Y UTUBE AD REAC i QUARTER-( JL P LC Cr EAR-O EAR CHANGE IN
)F ADS ON YOUTUBE vs. TOTAL POPULATION vs ;‘I INTERNET I N REPORT -i‘; REPORTED YOUTUBE AD REACH

5 @ ©® © &
2.53 30.9% 45.5% 0% +1.6%

BILLION [UNCHANGED] +40 MILLION

E ALE YOUTUBE E: MALE YOUTUBE / NON: OVERALL YOUTUBE N FEMALE YOUTUBE MALE YOUTUBE
+ vs. OVERALL AD REACH # + vs. OVERALL AD REACH ) vs. OVERALL AD REACH £ vs. FEMALE AD REACH [ vs. MALE
' YOUTUBE AD REACH ‘ POPULATION A POPULATION POPULATION i
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,
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46.0% 54.0% 39.0% 35.7% 42.4%
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Major Social Media Platforms
*Facebook reaches approximately 2,280 million people
*The average posting rate on Facebook is 1.73 posts per day

*Most posts are image-based, accounting for 37.3%
*This results in an engagement rate of 0.07% for image posts on Facebook

FACEBOOK: ADVERTISING AUDIENCE OVERVIEW

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON FACEBOOK
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2.28 27.9% 41.1% +2.8% +4.3%

BILLION +62 MILLION +93 MILLION

FEMALE FACEBOOK ] MALE FACEBOOK \ FEMALE FACEBOOK ! MALE FACEBOOK
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Major Social Media Platforms
*Instagram reaches approximately 1,740 million people
*Image posts account for 37.5%, while video posts make up 41.6%

INSTAGRAM: ADVERTISING AUDIENCE OVERVIEW

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON INSTAGRAM

TOTAL POTENTIAL REACH INS m SRAM AD r‘A x INSTAGRAM AD REACH QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE IN
OF ADS ON INSTAGRAM vs. TOTAL POPUL 5. TOTAL INTERNET USERS IN REPORTED INSTAGRAM AD REACH  REPORTED INSTAGRAM AD REACH

s ® o
1.74 21.3% 31.3% +3.2% +5.5%

BILLION +54 MILLION +91 MILLION

HAKI FF VIALE INSTAGRAM MALE INSTAGRAN = OVERALL ”\J(\IH SRAM \ ' FEMALE INSTAGRAM MALE INSTAGRAM
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Major Social Media Platforms
*TikTok reaches approximately 1,590 million people

*The most followed TikTok account has 162.4 million followers
*The most used hashtag is #CAPCUT with 7,200 million posts

TIKTOK: ADVERTISING AUDIENCE OVERVIEW

THE POTENTIAL AUDIENCE A + THAT MARKETERS CAN REACH WITH ADS ON TIKTOK

TOTAL POTENTIAL REACH TIKTOK AD REACH NKTOK AD REACH QUARTER-ON-QUARTER CHANGE

OF ADS ON TIKTOK vs. TOTAL POPULATION vs. TOTAL INTERNET USERS IN REPORTED TIKTOK AD REACH
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1.59 19.4% 28.6% -3.7%

BILLION -96 MILLION
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YEAR-ON-YEAR CHANGE IN
REPORTED TIKTOK AD REACH

+2.0%

+31 MILLION

MALE TIKTOK
AD REACH ’ vs. MALE
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Al & Algorithm

Al Technology & Algorithms can
filter and present content that
matches users' interests, resulting in
each person receiving different

information according to their usage
behavior.




* ChatGPT is one of the most downloaded Al applications in the world, ranking 8t
 The ChatGPT mobile app had the 5th highest increase in downloads in 2024

* |t ranks 3rd among apps for which users pay for advanced Al services from ChatGPT
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RANKING OF MOBILE APPS BY VARIOUS METRICS FOR THE PERIOD BETWEEN O1 SEPTEMBER 2024
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YOUTUBE YOUTUBE TIKTOK TIKTOK

CHROME BROWSER TIKTOK INSTAGRAM YOUTUBE

GOOGIE FACEBbOK \A;/HATS»;«PP MESSENGER D!SNEY‘

WHATSAPP MESSENGER WHATSAPP MESSENGER FACEBOOK TIN‘DER

FACEBOOK INSTAGRAM THREADS GOOGLE ONE

GOOGILE PLAY SERVICES CHROME BROWSER TEMU | MAX: STREAM HBO, TV, & MOVIES
INSTAGRAM PHONE BY GOOGLE CAPCUT LINE MANGA

GOOGLE MAPS SAMSUNG TOUCHWIZ HOME CHATGPT Ul.\IKEDIN

GMAIL FACEBOOK MESSENGER TELEChAM PICCOMA

GOOGLE PHOTOS TELEGRAM SNAPCHAT BUMBLE APP
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Al usage impacts content production
For example, TikTok Survey Results 2025

Findings show viewers prefer Al-generated content 1.4
times more

This leads algorithms to select more Al-created content
for viewers

TikTok users are more likely to say they
1 4X are excited to see Generative Al used in
& more ads (vs. other platform users).

7ixn : What’s Next 2025 | Trend Report, Tiktok (2025)




Streaming

Enabling viewers to access content
anywhere and anytime, instead of
having to wait for programs

scheduled by television stations.




Streaming Trends Strong in 2025
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) * Netflix g (280 million accounts) - Market
P
?ﬂSlUU?ﬂS oy 4 eader, growing 16% since 2023

i ?Uﬁﬂllﬁ\)aﬂSUU\r:‘* ] * Prime Video & (200 million accounts) -

Previously surpassed Netflix in America in

890 swild | symiEudu S ‘
S b AoUINUAAL
Wlgv U 2023 Tulne 2 O 2 2

e Disney+ ‘g} (159 million accounts) - Strong
280 17 99 Stranger Things

oo | i | om | SAuidGame, Bridgerton from day one, with immediate registration
Y | of 10 million users
prime 200 51 149 Red,TV:h:tde & Rfo\);al Blue,
bt | e | e The Rings of Power * iQlYIl (120 million accounts) - Popular in
159 29 | 199 o siarwars Marve AS.EAN, with free usage reaching 500
P | million people/month
120 | 15 19 'W;gl'g,h;;:;:;'g"e * WeTV Q (110 million accounts) -
ST, P e—_ g Dominates the Chinese market but has
MO, | - 1129 R et romice limited service areas
uleyd Kiduauuin www:::ﬂ — Chuang Asia . .
e\ » Max & (77 million accounts) - Partners
Barbie, Harry Potter, ’!b . 5
77 SR House ofthe Dragon €41, with Disney+ and Hulu to expand user base

awleys siuduuin A =
$ “ .

HU'\Ulr\Q : uouqmdogaom Digitaitrends, Campaign, AsiaNews, Netflix, Disney+ H St P rime Video, “
liwudioyasiulduoo Tencent Video IQIY1, WeTV, Max, Warner Bros. Discovery, Stock Analysis, DemandSage, Statista, Growth Devil [/

#ixn : Brand Inside (2025)
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Current changes in consumer

72 Consumer behavior reflect how younger

Behavior Changes generations increasingly rely on
online shopping platforms, which

stems from several factors:




1. Convenience

*Purchasing products through online platforms can be done
anywhere, anytime, without leaving home or visiting physical
stores, making it convenient and time-saving, especially in an era
when people lead busy lives

*Applications are user-friendly, allowing immediate purchases via
mobile devices




2. More Options and Greater Variety

*Online platforms typically offer a wide range of products to choose
from, sometimes including items or brands not available in general
retail stores. Price comparison is also easier, which enhances
convenience in purchasing decisions.




e L

3.Convenient Payment and Delivery
*The ability to pay through secure online systems and access fast
delivery services enables consumers to complete transactions

smoothly.




4. Marketing and Special Promotions

* Online platforms frequently offer promotions or special deals,
such as discounts or promotional events that encourage
consumers to purchase products at reduced prices. These
strategic offerings serve as effective attention-grabbing
mechanisms.




 The number of individuals purchasing consumer goods online exceeds 2.5
billion people worldwide.

* This figure has increased by 200 million people (+8.5 percent) within the
past 12 months.

OVERVIEW OF CONSUMER GOODS ECOMMERCE

HEADLMNES FOR THE ADOPTION AND USE OF CONSUMER GOODS ECOMMERCE (B2C ONLY)

MNUMBER OF PEOPLE ESTIMATED TOTAL AVERAGE AMMUAL sHARE OF 2024 CONSUMER 2024 ONUNE PURCHASES vs.
PURCHASING COMNSUMER AMMUAL SPEND OMN REVENUE PER CONSUMER GOODS ECOMMERCE SPEMND TOTAL COMSUMER GOODS

GOODS VIA ONLIME OMLME CONSUMER GOODS GOODS ECOMMERCE ATTRIBUTABLE TO PURCHASES PURCHASE VALUE ACROSS5

CHAMMELS IN 2024 PURCHASES (USD, 2024) USER (USD, 2024] MADE VIA MOBILE PHOMES ALL RETAIL CHAMMNELS

2.94 $4.12 $1,620 51.4% 17.3%

YEAR-OMN-YEAR CHANGE YEAR-QM-YEAR CHAMNGE YEAR-OMN-YEAR CHANGE YEAR-QM-YEAR CHAMNGE YEAR-OMN-YEAR CHANGE
+8.5% (+200 MILLION) +14.6% (+$525 BILLION) +5.4% (+$83.00) +5.1% (+247 BPS) +8.3% (+133 BPS)

SOURCE: METES: wWeo
SELATI) ! are,
@ COMPARARILITY: SHGMFICANT MHOT COMPARA Snl:lﬁ| (O)ME'ItWﬂtEfr
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* Nearly 55.8% of online purchases occur on a weekly basis.
* This indicates that a significant proportion of online shoppers regularly
purchase consumer goods every week.

WEEKLY ONLINE SHOPPING ACTIVITIES

PERCENTAGE OF INTERNET U r WHO ENGAGE IN SELECTED ECOMMERCE ACTIVITIES EACH WEEK

PURCHASED A PRODUCT ORDERED GROCERIES BOUGHT A SECOND-HAND USED AN ONLINE PRICE USED A BUY NOW,
OR SERVICE ONLINE VIA AN ONLINE STORE ITEM VIA AN ONLINE STORE COMPARISON SERVICE PAY LATER SERVICE

. =

35.8% 27.3% 10.8% 199% 15.3%

we
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 Amazon is the world's most popular online retailer, with its application
ranking highest among mobile shopping apps.

* Shopee holds the second position globally, drawing its popularity from
Southeast Asian markets and Bratzil.

MOST USED MOBILE SHOPPING APPS

EAMEIMG OF MOBILE SHOPPIMG APPS, BASED QM GGLOBA MHTHLY ACTIVE LISERS BETWEEN O SEPTEN

# SHOPPING APP COMPANY # SHOPPING APP COMPANY

01 AMAZON AMAZOM 11 EBAY EBAY
02 SHOPEE SEA 12 WILDEERRIES WILDBERRIES
FLIPKART WALMART 13 SHOPSY WALMART
TEMU PDD HOLDINGS 14 OLON CZON
SHEIN SHEIN 15 TOKOPEDIA GOTO GROUP
MEESHO MEESHO 16  LIDLPLUS SCHWARZ GRUPPE
ALIEXPRESS ALIBABA GROUP 17  WALMART WALMART
MERCADOLIERE MERCADOLIBRE 18 AVITO KISMET CAPITAL GROUP
LAZADA ALIBABA GROUP 19 AJIO SHOPPING APP RELIANCE INDUSTRIES

MYNTRA WALMART 20 ALIEXPRESS RUSSIA ALIBABA GROUP

ure
are. {OD> Meltwater
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* iPhone was the most searched product of the year.
 Samsung ranked second.

e Additionally, three different iPhone models appeared in the top 20 search rankings.
* Overall, Apple and its products occupied 6 positions within the top 20 rankings.
e iPad was also included in this list.

FEB TOP GOOGLE SHOPPING SEARCHE

SHOPANG QUERIES WITH THE GREATEST VOLUME OF GOOGLE SEARCH ACTIVITY BETWEEN 01 JARI Y24 AMD 31 DECEMBER 20724

GLOBAL OVERVIEW

# SEARCH QUERY INDEX vs. TOP QUERY # SEARCH QUERY INDEX vs. TOP QUERY

01 IPHOME 100 11 LAPTOP

02 SAMSUNG 88 12 IPHOME 13
NIKE 84 3 WALMART
AMAZOMN - FUMA
ADIDAS . P35

5 APPLE : 5 GOOGLE

LEGO 28 7 TABLET
REDMI 28 IPHOME 14
IPHOME 15 = ?  NEW BALANCE

XIAOMI 0 IPAD

SOURCE: NOTES: ure
©o . are. . <OD>Meltwater

NN : T189% Digital 2025, DataReportal (2025)
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3. Economy
and Politics
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Reflects the interrelationship betv
economics, politics, and national sec
regarding incoming media platforms.
instance, the United States' decision to
TikTok usage among its citizens can be expla
through multiple dimensions.




 TikTok, a social media platform, is
scheduled to terminate its services in
the United States on January 19, 2025.
This decision stems from a U.S. Supreme
Court ruling that rejected the legal
challenge by ByteDance, the Chinese
company owning the application, which
sought to oppose the enforcement of
the law banning TikTok in the United
States.

Upon consideration, the Court
determined that mandating the
cessation of TikTok services does not
violate the First Amendment to the U.S.
Constitution, which  prohibits the
government from restricting citizens'
freedom of expression, contrary to the
company's argument regarding its 170
million users.

131 : BBC NEWS (2025)




1. Data Privacy Security

*One of the primary reasons frequently cited by the United States
for prohibiting TikTok usage is concern regarding user data
security.

*This is particularly significant given that TikTok is an application
originating from China.

*There are apprehensions that personal data of American citizens
could potentially be utilized by the Chinese government, or could
be accessed by Chlnese governmental agenues through TIkTQk s
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2. Information Control and Political Utilization

*TikTok usage may be perceived as a tool for information
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3. International Trade War and Market Share

*The prohibition of TikTok also reflects the trade war between the United States
and China.

*This has implications for international business and investment, such as the
restriction of technology companies from competing nations, including Huawei or
TikTok, which constitutes part of the retaliatory measures in trade and

technology.

*From an economic perspective, the TikTok ban may represent a strategy to
protect domestic technology businesses, such as Facebook, Instagram, or
YouTube, which compete with TikTok in the marketplace. By restricting access to
rapidly growing platforms like TikTok, other pIatforms may potentlally gam
mcreased market share Moo s A







Advantage

~

&~ Impact on Media Landscape .
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1. Enhanced Access to Information and
Expression
*The advancement of technology and digital
platforms enables individuals to access
information more easily and rapidly from any
location, at any time.
*Additionally, these developments provide
citizens with opportunities to express opinions
and create content without the limitations
imposed by traditional media formats such as
television or newspapers.
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Advantage
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2. Expansion of Media Industry Markets

*The growth of the internet and online media
usage has enabled media markets to expand to
global audiences.

*The utilization of digital platforms such as
YouTube, Facebook, or Instagram helps media
companies reach more diverse target
demographics.

*This expansion has also facilitated the
emergence of new markets for advertising and
content management.
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Advantage
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3.Creation of New Opportunities

*The evolution of digital technology and
communication through social media has
generated new professions, such as influencers.
*These individuals can establish influence over
audiences through digital content creation or
brand collaborations.

*The emergence of this profession has created
opportunities for ordinary people to generate
income from social media popularity.




Disadvantage

~

A X -
- HANTENUNLNAY UG DIINIIRD _e>

-

C )
1. Rapid Spread of Misinformation (Fake News)
*With the growth of digital media and its easy
accessibility, the proliferation of false information
has become a challenging issue.
*Individuals can create and disseminate incorrect
or deceptive news without verification from
credible media organizations.
*The circulation of fake news can generate

significant social and political implications.
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2. Privacy Invasion

*In the digital landscape, personal data collection
demonstrates an increasing propensity for privacy
infringement. Digital platforms inherently create
vulnerabilities that can compromise individual privacy
protection mechanisms.

*Online activity tracking and service usage data are
systematically aggregated and leveraged for diverse
purposes, such as targeted advertising, often
occurring without explicit user consent or full

awareness of data utilization strategies.
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3. Algorithmic Influence on Information Perception

*Algorithms employed in content recommendation systems across

social media and digital platforms can significantly impact user

perception and information consumption patterns.

*These recommendation mechanisms strategically curate content
* aligned with users' existing preferences and belief systems,

D I S a d Va n t a g e potentially creating cognitive echo chambers that systematically

limit exposure to diverse perspectives.

*Filtered information access can inadvertently reinforce cognitive

biases, potentially leading to the development of skewed attitudes

or abnormal value constructs that deviate from more balanced

understanding.







The Emergence of a New Profession:
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Income Generation in the

Digital Ecosystem

Live Streaming Revenue: Income generated through virtual gifts with monetary
values ranging from 2 to 1,900 baht, which can be converted to direct financial
compensation

*Represents an innovative micro-transaction model unique to digital content
platforms

*Affiliate Marketing: Commission-based income generated through product
referral and tracking mechanisms

*Monetization strategy involving strategic product placement and conversion
tracking

*Sponsorship: Direct client-commissioned content creation

*Professional engagement where brands compensate content creators for
targeted promotional activities
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Future Media Trends

* Al and Automated News Production

* Short-Form Video Platform Expansion

* Content and Information Control
Challenges




Q. Al in News Production

The utilization of Al in news production represents a revolutionary shift in mass media, as artificial intelligence can generate
accurate and rapid news content by leveraging data from diverse sources and creating automated reports. This technological
advancement introduces significant implications for journalistic practices:
*Al Applications in Specialized News Domains:

e Sports and Financial Journalism: Al systems can process information from multiple sources and generate factual news

reports without human intervention
 Computational analysis enables precise, data-driven reporting with unprecedented speed and accuracy
*Automated processing of complex datasets transforms traditional reporting methodologies

*Rapid Event Reporting and Information Synthesis: Al's capability to summarize and report on emerging events with remarkable
efficiency

*Instantaneous content generation based on real-time data streams
Comprehensive coverage of multifaceted information landscapes




O\ The rapid growth of short-form video platforms

Short-form video platforms such as TikTok, Instagram Reels, and YouTube Shorts are experiencing remarkable popularity, offering users rapid ang

engaging content experiences. These platforms enable users to create and disseminate entertaining or informative content within extremely
concise timeframes:

*TikTok: Evolution of a Digital Content Ecosystem
* |nitially launched as a vertical video creation application
* Currently transformed into a multifaceted platform featuring diverse content categories
* Encompasses news, educational content, lifestyle segments, and entertainment
 Demonstrates remarkable adaptability in content generation and user engagement
*Platform Responses: Instagram Reels and YouTube Shorts
e Strategic developments designed to compete with TikTok's growing market dominance
* Implementing vertical short-form video creation capabilities
* Aims to retain user engagement within their respective digital ecosystems
The growth of these platforms compels mass media organizations to strategically recalibrate their content creation approaches.




< - C" O\ Challenges in Content and Information Control O

The complexity of content control has intensified due to the unprecedented speed and global reach of internet information

dissemination, with potential for rapid spread of unverified or harmful content:
*Misinformation Dynamics:

 Fake News Proliferation:

* Rapid widespread distribution of deliberately distorted information
* Particularly critical during sensitive periods like elections or social crises

* Potential to manipulate public perception and social discourse
*Platform-Level Content Moderation Challenges:

* Digital Platforms' Mitigation Strategies:
* Facebook and X implementing sophisticated content verification tools
* Developing advanced algorithmic detection mechanisms
e Creating comprehensive policy frameworks to combat misinformation




< - C" O\ Challenges in Content and Information Control O

*Censorship and Freedom of Expression Tensions:
» State-Level Content Regulation:
* Some governments implementing restrictive information control policies
* Potential suppression of content inconsistent with state narratives
* Raising critical concerns about intellectual freedom and democratic discourse
*Technological and Legal Approaches:
* Balancing Competing Priorities:
* Integrating technological solutions with legal frameworks
* Protecting freedom of expression
* Preventing potential harm from malicious or misleading information
* Developing nuanced, adaptive content moderation strategies
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