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CWERVIEW OF THE ADCFPFTIOM AMD USE OF COMMECTED DEVICES AMD SERVICES

MOTE

TOTAL
POPULATION

71.6

MILLION

YEAR-OMYEAR CHAMGE

-0.06%

-42 THOUSAND

LURBAMISATION

34.7%

CELLULAR MOBILE
CONNMNECTIONS

99.5

MILLION

YEAR-OM-YEAR CHARMGE

+0.7%

+734 THOUSAND

TOTAL ws. POPULATION

139%

INDIVIDUALS USING
THE INTERNET

65.4

MILLION

YEAR-OM-YEAR CHARNGE

+1.8%

+1.2 MILLION

TOTAL vs. POPULATION

91.2%

danauoavaumonunmisty Digital ua: Social Media 2025

THAILAMND

SOCIAL MEDIA
USER IDENTITIES

51.0

MILLION

YEAR-OM-YEAR CHARMGE

+3.8%

+1.9 MILLION

TOTAL ws. POPULATION

71.1%

we
are, . {O>Meltwater
social
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UsedASTIIRNA USN AR T 71.6 §11AK anay O. 06% A
Uﬂau (-42.000 Au) FnsBonsalnsamyifiofio 99.5 §1uAsy AN
U 0.7% mmJﬂau (+734,000 ASY) UILALI DTN S IHAT I
65.4 1AM LANTY 1. 8% a1nUnawn (+1.2 duAu) udldlode

afllee 51.0 3 AN RNTW 3.8% anTAan (+1.9 3 uAK) LeynIs
Fondalnsanrifiotodoussansiiuiy 139%
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DEMOGRAPHICS AND OTHER KEY INDICATORS

TOTAL FEMALE MALE YEAR-OMN-YEAR CHANGE MEDIAN AGE OF
POPULATION POPULATION POPULATION I TOTAL FOPULATION THE POPULATIOMN

11 J L1 i

AN, 21.3% 48.7% -0.06% 40.6

MILLION -42 THOUSAND

URBAMN POPULATION DEMSITY OVERALL LITERACY FEMALE LITERACY MALE LITERACY
POPULATION (PECPLE PER KM?) (ADULTS AGED 15+ (ADULTS AGED 15+ (ADULTS AGED 15+

@ L Ll

24.7% 21.1% 91.5% 90.7%

o we
° OURCES are, . (OD>Meltwater
social
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Useonnsnunue  71.6  auan  Haadikiluuscyoinsyuedy  51.3%
Useu1ns818 48.7% n1slagulluavyavuszynnsainunor  anay

0.06% (42,000 Aw) o ywrdvaLfl 40.6 T Ustannstufoufid i
4. [
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MOST USED SOCIAL MEDIA PLATFORMS

PERCEMTAGE OF IMTERM ) &+ WHO USE EACH PLATFORM EACH MOMTH

we
g‘l;gl I O Meltwater
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e Facebook: 90.7% (mﬂ‘ﬁ'aﬂ)
e LINE: 90.6%

e TikTok: 85.7%

e Messenger: 82.4%

e |Nstagram: 63.7%

o X (Twitter L1AN): 45.9%

e Llemonad: 31.0%

e Pinterest: 23.9%
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MAIN REASONS FOR USING SOCIAL MEDIA

PRIMARY REASONS WHY A JED 16+ USE SOCIAL MEDIA PLATFORM

56.9%
39.0%
36.2%
34.5%
34.4%
33.8%
31.5%
7%
271%
271%
FINDING CONTENT (E.G. ARTICLES, VIDEOS) 25.9%
I 5.5
25.5%

SEEING COMNTENT FROM YOUR FAVOURITE BRANDS

SOURCE: HOT we
° R are, = {O>Meltwater

social
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. fnsofULAoNLAZASOUASY: 56.9% (1nfign)
¢ 911217 39%

o mmuauwm\javlﬁ 36.2%

e WUSITUAA A EHEUR TG ouruasTe: 34.5%
e 211L2@N: 34.4;%

e WAUATI:T0: 33.8%
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ECOMMERCE: CONSUMER GOODS CATEGORIES

ESTIMATED AMMNUAL SPEMD IN EACH CONSUMER GOODS ECOMMERCE CATEGORY (B2C ONLY, U.S. DOLLARS, FULL-YEAR 202 4]

HOUSEHOLD ESSEMNTIALS

XTI

- S190 M PHYSICAL MEDIA

I 500 M EYEWEAR

LOURCE: OTES we
COMPARABILITY . -oare,
e COMPARABILITY: social {'ﬂ) MEItWﬂtEf
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AUAITIUANMHNINLAZNISALAFEIWUARR  LTWHNIAUHNRNS[ETe
quian  lagRyasifle  3.78  WuWAWA0aa1s @I Isuas
drannsafing WunNIanNNRNs(Fa1gsovaunfl 3.63 tar 3.38

/)

HUAKRADAAS

D_
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ONLINE PU RC HASE DRIVERS

PERCEMNTAGE OF IMTERM ED 16+ WHO S5AY EACH FACTOR WOULD ENCOURAGE THEM TO COMPLETE AM OMUNE PURCHASE

25.9%
.45

1834

17.9%

17.5%

15.6%

| cuckanpcouecr IS

.

D 9.7%  EXCLUSIVE CONTENT OR SERVICES

| cuestcueckour  JLEE

o LOUIRCE: COMPARABILITY EJFEE {n) MEItWﬂtEf

social
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D

IUsluguaoasunsene wu dons avav wazdiuan Wutladeunsedu
‘Vlmﬂﬁuwaﬂiumsmaumaau[au Fouaaali BuNAUSlnAzIing
Ywmmmﬂmﬂummﬂmm”ﬂﬂ’maaau?ﬂ MSAUNHUAIEMY A3
Safusanlad AnAafinuloda was $37191nanén Sorfinutadon
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AGE DISTRIBUTION OF THE POPULATION —

THE MUMBER OF PEQPLE IN EACH AGE GROUP. AND THE AGE GROUP'S ASS0OCIATED SHARE OF THE TOTAL POPULATION

TG L N L

6.59% b S.6%

AE Al AE AGE Al W E A AGE
25.29  30-3 15.39  40-44 549  50.54 5 ) A4 &5-47

LOURCES: OTES: WE
° COMPARABILITY urE (n) MEItWﬂtEf

socia
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. naNOYfRUsSTTINSINTgReelugvey 50-54 T (5.34 &1
AK) ke 55-59 U (5.29 aA) nananufifiussanstiosfigafie
100 Ygulu (<0.1%) &admuszznnsidin (0-14 T) gl 14.3%
daaIuUszyINsIuVIN (15-64 U) otifl 71.3% &ndIUszENS
a93e (65 VTnlU) o8ifi 14.4%
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e Baby boomer 21g1n1n1n31 60 U
Offline (Traditional) H1eaonaBd6
e Gen X 018 43 - 60 U
Offline (Traditional) ¥1A21YIS
Online (Digital) dNgNIIHLA7
e GenY 91y 27 - 42T
Offline (Traditional) 2293uL@n
Online (Digital) 4203851 W5 L ANIENYI Y
e GenZ o1y 12-26 U
online (Digital) shaugLén ¢
e Gen Alpha @1g1agni1 12 U
Online (Digital) WuwsiLia




2 UMV UIV Online Marketing

1. Functional Online Marketing
e AUSAINADINISYDIAULDY AR LD [UAWIN
e Google, Website, Market Place, Shopee, Lazada
o [Fnanalunssnaula
e NNstUSBULNYU
2. Emotional Online Marketing
o AUdulNSANFDUNSYUALLOY uinnssduFoen (Haula lagaaumnud
» Facebook, |G, Tiktok, Reels
e AUARFUATOMIBDISHAILEND
¢ ANDIFINAAUDUYIIIN
o AUlNYIUYNYY UFiOUTD
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nagnsnisaaladdna (Digital Marketing Strategy)

o o

NagNsNIsAaInAITia voo Digital Marketing Strategy Aa WWWANS
eﬁLﬁwmﬁﬂsaummﬁmﬂmma NAgNS  JUUSTHID  Lagdsns
TANG dHSUNNSFILFINAITAANANAANELT USANS HSDASI1aHANYD
5SAANIHTDINIAINA I 11 Iuld LyiBuaife Swa was
LaUNAATRNDDD nagnsmMsAanAIafinnlIsaonndeviu

UNHHIENIISSAAHULDY
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g mwummaﬂsvaoﬂmmw (Goal)
msmwummu‘svaaﬂLUuaﬂwu\maws Digital Marketing f
azﬁa&“ﬁwwumummsmﬂwau,ae,mmmmmﬂuwmlﬂammmau
LLaza%’mﬂﬁaU\jm?um%ﬁwLﬁwmmoé’mm%majﬂﬁﬁﬁa LagILsA
ANISEMNPAUATANUSEAIANILUWIAA“ SMART” Foazuvveanldstl
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Make your goal specific and narrow
for more effective planning

Make sure your goal and progress

are measurable

Make sure you can reasonably accomplish
your goal within a certain time frame

Your goal should align with your values
and long-term objectives

Set a realistic but ambitious end date to clarify
task prioritization and increase motivation
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2. MuuanaxtUmn1eg (Target group)
wsofisendn “Customer Persona” \OunagnsiidiAeyli Digital

D

Marketing Strategy twsnzaz msﬂwssmLmzaaﬂmamoaﬂm IGE
anansadeansMsaanldosufiustansam Foi s5AAISHAIN
fAeylutunantl Iﬂaﬂaualfuaamuwssmmssmma?w[ﬂﬁaaajaL°em

anfidnusslosisiossia (Fun
e JonausLyINSAEAS LI 018 LNA HRAEAS S18(d NMsAnY
BoyaiBonnAnssu Loy anuanla lawalng NOANSSHAISTE

@NﬂL"UOQG}TﬂEﬂ LFR ANHEADINS LL‘SO?\NZQ ‘f]EUW'W]‘W‘UL?D@
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“Customer Persona” Aguvan d@1msunisyn Customer persona Hag
PYNH 4 ANINAD Who What . Why , How
e Who : widulps 19w %o 918 WA NNSANYY ended s1eld o
ANYEHLASDUAS Uﬂaﬂmwmumu
e What : o:lsAafofliendouns wn Wimmedda anuimetugsa
NA0asls ANdavnIsSLNRoaLls
e Why : shluenfudenldusmsyevams windiagus: cquAlATiAD

G

Axsaaaulangln e w“ﬁuaﬂm\mavm“ﬁwmmaommmaoms‘nLm

P

2592DINGHFNA"

Y/

e How : 38MsPodusnzausns wiiunusiaaadldduly rvazls
U9 WULAEHASAING DN [T [Wsuieanlad waasuAoaulan

e(®_
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Platform fun1sasiv

Customer Personas

N1snN1 Customer Personas
ALY UdDeKan 4 ANNTU AD

AudavnIs ALAINME

Joyawugudoud =)
dofirfooa naatkuefioa:ls

v
yovanA uwudulas

rlufivdoaulolsuzns
NMUSUGIS

govnmsdaacdanusud
35n15ToAuA KIaUSMS
iOuagwls
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Customer Personas
o ©) e Q

Goal : Interest :

AruSuidavmswinsauasIUIfe soulduriomAgadus:ina aghodasla: 1 Ado

UszinArgUu dovsukgaliku saurbsaulonvfuko na-sautvoaulau
gouakistgJu

pandwUnWoIwa 1a:QB8sa

e O - O: 52

Demographlc Problem : Top 5 Application :
Name : 15ud golugsnnosidunivdosatenmsiulkud 1. Instagram

Gender : KriJv losatuISUDRISIUINLSIAY ADWALAY 2. YouTube

Age: 3510 1a-dovmskifiwnidaduanidsnlw 3. Netflix

Status : laa 4. Facebook

Location : aigus:Qud-ang 5. TikTok

Type of Living : naula
Driving : Honda Accord

o O o 0 o O

Educatlon Pain: Top 5 Fanpage :

Degree - Usfuryin 1. U"I\JawﬂjSUuﬁLj'mmu 1. JapanPlanning

Education - rilkArunuAdogUINIADIGUNYIUE:00N 2. msriavineagdu

Ustyryln ondonnu 2. DAowvoasAwniGunva:aon K3alu 3. Japan555

UStynynos USKIsS§sAD uKISnendeukoa usSIuAWNUasaneksorkionkisnudelkuy 4. J-Plan Holiday
5. tgu oulu

, O O O

Occupation Wish : Top 5 Influencer :
Job : Digital Marketing Manager 1. mums.ﬂuﬁﬁmmrjm‘iﬂumm 1. WU

Industry : USUnadorISuNSwe 2. AtiviivAIUEadNAUNEYDVATUIL 2. filn: Dyonsh
Working Area : nuuass 3. Avinfulaifieofindandsalw 3. Msdonan

Income : 250,000 uIN 1IGunwa-aon na-dAxulaaarie 4. W WaBi

Time of Work : 10.00-19.00 4. 97K1sNsiiu anunsakildong 5. Kirarista
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3. staknuavnanidimnne (Customer Journey)
N15olaunIvyavnaniUmnig (Customer Journey) @l

v
(>

NS=UIRNSNNANUNHANIGNHRURTNARSATUASIANWAT  FILGL
sanlUuantuduana uwaznauniIgas

U

W
H

ND. C&




avAUSs:Navvavnaans Digital Marketing Strategy

Social
Audls
pEe .- . Hemletwr.
'-. L
3 Boarding Sacial
Emﬂll-’ . Blog _ ':_ll'Eht He:..ﬂ.u:-rhi.:
Ernail Ticket ' - Y .a
I:I|'|I||'||Z'- Confirmation Blo
Ads i Media ln Flight E
a ' Word ' phone
Post- Fll:gh't
. " M o f -. ' sooking Email h ijﬁm&1|&n5
. ..‘_I,. i dl ] -._...-l
PR~ 9 online
Booking
Radio, TV
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4. AN agavmanisaaia (Channel)

e Earned Media ?Ja\jmamsmmmssmluLaam%msﬂm lagas
Hanmwsauanan 3 Wﬂaas‘sﬂwsaaumwaam“ﬁuaﬂwmmaa
mssnmﬂaﬂmw??jaumasa WoONISLYSUNANNURTIAN
panlanl

e Paid Media FouvmumsaanfissiaazdondealFielums
waaalavan weademlugosmesaulay ww mslavansy
n9 Google Ads, lawaimulnsiiadrsodng uasmslavadniu
Fooonlarisue Wi

« Owned Media ¥29NINISAAINYDISSAALDY LU LIU[YE tWadn
DLHA LLAzdUY
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5. @519AdWINLE (Content)
o (WUagUMHOM (Content) SatUudvaAsylunisuanaulings

9

R

Umnngdanssia saonauadnsaas vgangld  s5Aady
NUudaNNagNsiUHaMmNRUSLANEN N



3 uasumsasivossiwlivrod
1. ¥ihl¥anTodm
e vlFanfsusisAesiase / fidunsnay
o InAafineua"
e AUYDUTD UalNyaUnnUIE
e WEANSSNALEAWH AzAUMITONA
e LFONAUYIN content [Finsula
2. ¥1gnaNgnaAl High Ticket
3. iinganTeidouinfine




3 suasumsasiwssnvlkvrad

2. YYNFNFNA"
* 15N Focus f

High Ticket

anNNAMavTagy il IAdounsaneIosls

e 9 IN /U
Serve gnan

>/ MAX Model lag Serve an@v
High Ticket e Level UP az MAX

0 o

¢ SISLAUIANMNANANUNNAN

n6a8 IN LLay
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3. INYon N [HEDIRNTINY
e NMSUANISYIYAIYGLLDN
e .InAHA Speak to Sell (STS)
e A AaUs NS Live ‘PiSé)ﬂTSVH \Video Lwaﬂﬂmsmmmaa
o ‘VWHZ‘HWHNW‘SE)@ 5030 wasdnaulad o
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1.6

. 1

V9NN
JNYIAUAT / USANS

WalJi%iNe

YD FIHISHNSNE
SUaINas (OEM)

3797

1 D

ANaNAN / NaNANEG / f

9 U

(s

AN

AAAeN AalAs
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B.ﬁWWW?JE)\jP‘HﬂQNﬁ Aoazls (Pain Point)
o LANADO:lS

o LANAIADL[S

e A lHTlaGovesls

e AdDuMseE(s

4. AunaNHYaUasls Usisauiazls




