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Digital media consumption included
with social network growth

[ Internet Users by Country (2014)

http://www.internetlivestats.com/internet-users-by-country/
Search: |thailand

significantly year on year ) P
' 1 year Ly Penetration  Country's 3:':;;5
H . 1 Year Total Country . (% of Pop. share of
+ I nfrastru Ctu re expans I O n ,4' G Rank  Country Internet Users Growth User Growth Population Pﬁpulatlon with World World
% Change (%) Internet) Population Internet

auction by2015

+ Government support will rise the
digital trend in Thailand.

Users
n 29 Thailand 19,386,154 8% 1,438,018 67,222,972 0.32% 28.84% 0.93% 0.66%




B QLd5 Advertising
Expenditure Review

25 %

growt h

from Q1014.

Is mostly driven from Digital TV

spend.

Internet spend also grows around

30%.

Internet figures supply from DAAT
looks far more promising.

Source : Nielsen Media Research
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mmm Spending (Million Baht) =#=% Change
Media 2015 (Jan-Mar) 2014 (Jan-Mar) % Change
Million Baht % Million Baht % 2015 vs 2014
Total TV 24,1739 74.0 17,603.7 67.4 373
Analog TV 14,377.4 44.0 15,330.4 58.7 -6.2
Digital TV 8,610.4 26.3 654.5 2.5 1215.5
Cable / Satellite 1,186.1 3.6 1,618.8 6.2 -26.7
Radio 1,211.3 3.7 1,207.1 4.6 0.3
Newspaper 2,916.3 8.9 2,970.9 11.4 -1.8
Magazine 944.5 2.9 1,112.1 4.3 -15.1
Cinema 940.9 29 833.9 3.2 12.8
Outdoor 1,016.7 3.1 1,017.7 39 -0.1
Transit 933.4 29 816.0 3.1 14.4
In-store 299.0 0.9 346.3 1.3 -13.7
Internet 249.5 0.8 192.9 0.7 29.4
Grand Total 32,685.5 100 26,100.5 100 25.2

Internet spending : Nielsen covers only 30 websites; the figures from DAAT is 6.115

millions (+44%) for FY 2014 and forecasted

8.134 miillions for FY 2015

(+33%)
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B Total internet spend captured by DAAT

Source :DAAT

The digital advertising market in Thailand continues to grow and is expected to grow further in 2015.
Although growth levels are coming down there is a strong momentum. If the planned spending for 2015 is
achieved, the total market will almost double from 2013.

=

Reported numbers are based on reported spending data of a sample of 20 agencies, DAAT estimates that the sample of agendes represents 80% of spending
in the market. The numbers presented on this page are upgraded proporticnally to reflect 100% of the market.

Spending in Million Baht



2014 Internet spend by industry

The communication sector is leading
the way in online advertising
spending, followed by Motor
Vehicles. Beauty categories; Skin ,--40) Communications
care and Hair preparations, are the 884 million THE
leading FMCG categories placed on
3rd and 5 place. Banks come at #
spot.

Oral Products @ - - - - - - - ,---- 4 Motor Vehicles
' 695 million THB

Food Outlets & amp; Restaurants . —————————

Toiletries . 77777777

Retail Shops/Stores @--------
Qil &amp; Lubricants .

Insurance = --------" @ 0 GO VroaaaalEERRRRNY .

5.3%

Skin-care preparations
424 million THB

Dairy Products & Dairy Substitute Prod. @ - - - - - - - /04 5% 4.7%
D70 4. /Y%

RealEstate €9 --------" g B - - - - - - - - Banks
. . 259 million THB
Non Alcoholic Beverages . ———————— ‘ . o @ Hair Preparations
, 231 million THB

Source :DAAT e . Travel & Tours



2014 Fastest growing industries

The highest spending sectors are also the sectors that increased the most in absolute spending. The increase from Oil &antsris
striking as it comes from a very low base level in 2013. In the ranking of growth by percentage Oil & Lubricants is folloywether
categories that came from a very low base level.

Growth by Volume

Growth by %

Motor Vehicles
Communications
Oil & Lubricants
Banks

Insurance

(502 million THB)
(386 million THB)
(147 million THB)
(132 million THB)
(114 million THB)

Oil & Lubricants

Motor Vehicle Accessories

Dietary Products
Footwear
Personal Accessories

(7,205%)
(3,149%)
(1,925%)

(1,346%)
(317%)

Source :DAAT



2015 Forecast spending by industry

Planned spending for 2015 shows a

similar ranking to 2014. Real Estate

IS an exception, dropping out of the

top 15 with spending decreasing

from 173 to 116 Million Baht. Otherg@y- - -

---@) Communications
1,200 million THB

Photographic Products =~ . .
- - -@ Motor Vehicles

Credit/Debit Cards @ -~~~ ) otorvenices
Oral Products . ------- \\

Travel & Tours . ———————

Toiletries @

Retail Shops/Stores [ - ------ g
Oil & Lubricants . _______ ‘

------- S N — Skin-care preparations
573 million THB

Insurance @

Dairy Products & Dairy Substitute Prod.@) - :

Non Alcoholic Beverages . ------- ’ ------------ . Banks
A 383 million THB

R @ Hair Preparations

Source :DAAT 330 million THB



l Spending by Discipline

Online displays is still the largest
discipline in 2014, but it is less
dominant then before. Facebook and
Video advertising have grown in
2014. Facebook in particular saw
strong growth in share of spending.
Shares are expected to stabilize in
2015.

Source :DAAT

Others
Mobile
B Instant Messaging
W Social
BN Creative
mVideo
B Facebook
m Search
W Display

2013 2014 FC-2015

o .
i . Ty Si———— .
Video o @
3.60% 4.5ﬁ.
C0-00% o .

Instant Messaging -

2013 2014 FC-2015



BFrom Agencyos
perspective

Which of the following best describes most of your
clients’ objectives for digital ad spend?

Building brand awareness and
engagement are the top objectives of
digital advertising, more than directly
sales related objectives.

Brand awareness

6%

Engagement 1 "::I,-""r o
Sales 62%

PR

E-commerce channel

CRM

Other

Source :DAAT
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B Thailand Population Outlook
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M Thailand media consumption

Media Consumption Habits

CAB/SAT YESTERD.

TRUE VISIONS YESTER
MAGAZINE MONTHL
NEWSPAPER ALL DAI

OUT OF HOME YESTER

INTERNET YESTERD 40

S

41

CINEMA ATTENDER

RADIO YESTERD

TV YESTERDA

20 40 60

m UPC Rural m UPC Urban = GBKK

Source : Nielsen Media Research Thailand CNM©¥14 4 (Octl3-Sepl4)
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CAB/SAT YESTERDAY

TRUE VISIONS YESTERC

MAGAZINE MONTHLY

NEWSPAPER ALL DAILY

OUT OF HOME YESTERLC

INTERNET YESTERDAY

CINEMA ATTENDERS

RADIO YESTERDAY

TV YESTERDAY



Internet penetration

INTERNET USE

MATIOMAL INTERNET PENETRATION FIGURES

A Thailand internet penetration is
slightly under average but we
expect to see growth ir2015 i i i i
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Internet time spent

A However, for those who are
internet user they spend time
significantly higher than global
average

A Access internet via mobile rate is
also higher than average
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TIME SPENT ON THE INTERNET

AVERAGE NUMBER OF HOURS SPENT USING THE INTERNET PER DAY, SPLIT BY PC USE AND MOBILE PHONE USE
WOTE THAT AVERAGE TIMES ARE BASED SOLELY ON PEOPLE ACCESSING THE INTERMET VIA EACH SPECIFIC DEVICE, AND DO NOT FACTOR NON-USERS

MCCESS THROUGH LAPTOR / DESKTOR
ACCESS THROUGH MOBILE DEVICE [l
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Social Media in Thailand JAN
2015

While internet usage is below the

SINGAPORE
HONG KONG
ARGENTIMNA

We Are Social

average social media i20% above
the average i i

SOCIAL MEDIA USE

ii‘ ‘iii

= Sources: Facebook Q1 2015; Tencent O 2014 VEontakte 03 2014 & O4 201 k. Wikipadia for population data.
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A Thai people has average 1.5

Thaliland digital
population ;(#INE

A 37% of Thai people are active

internet user but 49% is active on TOTAL
POPULATION

ACTIVE ACTIVE SOCIAL
social network

mobile account while 43% of them
are active on mobile social
network

64.9

MILLION

URBANISATION: 34%

23.9

MILLION

PENETRATION: 37%

32.0

MILLION

PENETRATION: 49%

A SNAPSHOT OF THE COUNTRY'S KEY DIGITAL STATISTICAL INDICATORS

97.0

MILLION

vs. POPULATION: 150%  PENETRATION: 43%

We Are Social - Sources Wikipedia; InternetliveStats, lnternetWarldStats; Facebook, Tencen t, VEsntakte, Livelnternet; GESMA Intelligence

MOBILE ACTIVE MOBILE

INTERNET USERS MEDIAACCOUNTS CONNECTIONS SOCIAL ACCOUNTS

28.0

MILLION

Ewearesocialsg - 304



Significantly grow in JAN

social media 2015 I
I
GROWTH TRENDS FOR THE COUNTRY'S KEY DIGITAL STATISTICAL INDICATORS
A Internet user has no growth since
Jandl4d however GROWTH IN THE GROWTH IN THE GROWTH IN THE GROWTH IN THE NUMBER
increase in number of social ’ NUMBER OF ACTIVE NUMBER OF ACTIVE NUMBER OF MOBILE OF ACTIVE MOBILE
INTERNET USERS SOCIAL MEDIA ACCOUNTS SUBSCRIPTIONS SOCIAL ACCOUNTS

media accounts.

A Due to the launched of 4G,
number of mobile social media
user was skyrocketed.

l,-

0% +33% +15% +27%

SINCE JAN 2014 SINCE JAN 2014 SINCE JAN 2014 SINCE JAN 2014

We Are Social - Sources: IntermetliveStats, InternetWarkd Stats; Facebook, Tencent, VEantakte; GSMA Intelligence:; We Are Social research & analysis (=0 waurasocialsg « 306



Internet accessing
behavior changed among
Thal people

A Smartphone became main
device to access to internet for
Thai people

How do people go online with different devices?

Only via smartphaone

— o

. , ‘
Via smartphone more often than computer/tablet ‘ t
- O of total internet users accessintemnet
Via smartphone and computer/tabl et-e-.qu:all',-' OIV I t h S m artp h O n e O n Iy

Only via computer/tablet

Mot done on any device

Source: Googlé consumer Barometer




- T |5
ll Smartphone connect bl L. 0SS
them with other as well
as entertainment

platforms

"Vhat online activities do people do on their smartphones at least weekly?
Use search engines
Visit soclal networks

Check emall

Play games

watch online videos

Purchase

Look fior preduct Information

43%

Use smartphone as
music player

Use online banking

Look up maps and directions

Listen to music

Source: Googlé consumer Barometer




Bl You are watching TV or TV / -
IS watching you? #

A Mobile endorse multitasking
behavior that cause lower
attention

A Multi screen planning is now
necessary

Which devices do people use 1o go onling while watching TV?
Use computer while wetching TV

Use smartphone while watching TV

e e r smartphone owner use their phone
g hlle they are watching TV

Source: Googlé consumer Barometer



Multi -Screen Trend

Millward B r o w r2@4 AdReaction report

Thailand MultiScreen User#436 mins. of screen media per day above Global average 4i7ins. 47% of
Thailand MultiScreen use TV and digital devices simultaneously.

Mins of media time daily

Smartphonel67 mins
e o el e gt sereen. T@IEt 95 MINS
Seeuedtorard oce e Laptop 96 mins

TV 78mins

http://www.bangkokpost.com/business/marketing/409261/brands -told-of-multi-screenapproach




New Platform of Advertising, New Trend and New
Technologies

Multi-Screen behavior drive online
VDO to reach more mass.

The rising of Mobile alwaysn and reakiime connect @
to consumer and social every where and every time. “aa



ll Social Media still Grow

ACTIVE SOCIAL A
AS A PERCENTA(

THE TOTAL POPL

Top 2 Social in Thailand

A Facebook User : over 28
Millions

A Line Account : over 25
Millions

Source : US Census Bureau, wearesocial.sg

Instagram User 1.7 Millions in2014, growth
20% from2013. However, active onl$0%. The _
less are assumed as inactive account or just Fast moving |

sttagmm follow to see other activities. tren d 6 Game!

http://www.techinasia.com/thailand-continuesinstagramove-affairreaches15-million-usersinfographic/



B E-Commercial to Social-
Commerce

From urban behavior extended to
agricultural product.

Success case from a farmer selling
Riceberrythrough Facebook.

< | ‘ album Brave Soul Bird Print Polo Shirt - White [New with
Tag]
18hrs- @

Brave Soul Bird Print Polo Shirt - White [New with Tag]

Size : S sau an 36" na 16" 111 27.5" - [SOLD OUT]
Size : M say an 38" ua 17" a1 28"
Size : L sau an 40" wa 17" gm 28" - [SOLD OUT]... See More

LS

News > General

Phitsanulok farmers turn to Facebook
to sell rice

Published: 29 Oct 2014 at 18.11 | Viewed: 4 373 | Comments: 5
Online news: General
Writer: Chinnawat Singha

Email Share

Print

PHITSANULOK - A rice farmer in Bang Krathum district has turned a crisis into an opportunity after - +
she was tricked into growing a breed of rice by a prospective buyer who did not bother showing up.

Social network has become a marketing channel for a new-generation rice farmer in Phitsanulok
province.

The farmer then turned to Facebook to sell her Hom Nil rice, a kind of black fragrant variety, and managed to sell almost
five tonnes within three months at a price much higher than expected.

Top 5 Industries on Facebook Total Fans e e P

KUTE CLUB Lazada Thailand Panicloset

A :‘3 . -

Total fans.

Sum of Fans

Ecommerce I 22986 512
Boauty — 17613885 | | 2376 980 1881750 1469 172

Retail Food _ 14 747 416 Fastest-Growing Ecommerce Pages in Thailand Last Month

s | 13 582 604 e

» = WELOVEmIIII | IiE

= SHOPPING
: K ",A
Electronics 12 244 343 i

iTrueMart aandasaln Lazada Thailand Chilindo weloveshopping
Data is from the total number of Local Fans for the largest 200 pages in Thailand by Fan count. +125 528 Fans +62 339 Fans 7 +61 562 Fans 1 +42 440 Fans +40 050 Fans |

http://www.socialbakers.com/resources/reports/regional/thailand/2014/november/

Total fans.




New Platform of Advertising, New Trend and New
Technologies

O0Phygitab the integration of

physical and digital to experience
consumetr.
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l 3 Key things to keep in mind

Watch out for the trends Choose the right connectionto  Right connection has to have the
fit with your objective right content

So brands can keep with the

consumers. So brands can maximize the So brand can make sure the

Investment and make sure the content would not be ignored.
right KPIs are set.



Healthy = Good Appearance
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Bl Health Activities are blended
Into digital and social
net wor k é

Health brands and products get closer to Exeocie

Regulay
consumer life via digital platform linked %
to their products.

Consumer not only concern their health _
but also show to the world. :‘ Reduce

T . . RS
. 3.10m /V c ®
764.4..

A2 ann @
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O CYBERCHONL®

Definitions ofcyberchondriac

noun

a person who compulsively searches
the Internet for information on real or
imagined symptoms of illness.

oConsumers are inct
obrGoogl ed not just
certain conditions but also to sek
diagnose. This is understandable for

a computerliterate population going

online more and more for everything

from shopping to looking for love.

NHS Choi ces, t he UK
health website, saw visitors jump by

40% i n the | ast year

Top10 Global Consumer Trends F@015
Wired and Well: Connected Health
© EUROMONITOR INTERNATIONAL
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TsansalunTvngaims

About 456,000 results (0.44 seconds)

Tsansa'luadau - 3AfdL

th.wikipedia.org/wikiTsansaluatiau ~ Translate this page
Tamsmadouniansavizamisumazaamis wiafiflmnsunii Tsansaluatiou
aange: Gastro-Esophageal Reflux Disease: GERD)

1sansaluadau Gastro-Esophageal Reflux Disease; GERD
www_siamhealth_net/public himl/Disease/ _/reflux htm - Translate this page
Tsansal

1nadaun| cold sy

cold symptoms
SIWAT  cold synonyms
WSOl o1 symptoms fever
GRRCEEN . .
(in3mnn  Cold symptoms in babies

About 122,000,000 results (0.35 seconds)
nsa i
https:/th
nmlvadi  The first symptom of a cold is usually a sore or irritated throat. This
wsn d js then followed by other symptoms, including:

Visa (€ ° a blocked nose (nasal congestion) — caused by a build up of

wwew.phz phlegm or mucus (catarrh)
daatuiid  « nasal pain and irritation.
Tinziau « sneezing

More items

Cold, Common - Symptoms - NHS Choices

www.nhs.uk/Conditions/Cold-common/Pages/Symptoms.aspx

| amihy
anflulad
. P
Cold Guidi | aniluwia
C www webmd, | aniludu
. Isitcoldorall | amiluwiavinled
from other con  About 1.040,000 results (0.38 seconds)
Common Cold . _
dawdnidula fhdau
Wwww.mccormick.in th/nealth%:20tip_baby_hot.ntm ~ Translate this page
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: SELF-DIAGNOSIS *

T While people have always tried to figure out what's ailing
them, foday it's common to tum 1o the Intemet for
answers. Unfortunately, that's not always the best mave.

11127

— Turning to the —  Americans still i fossi
mml mareoomm(maaeﬂ-dlw

The last time you had a
senous health issue, to
whom did you turn for help?

of U.S, adults got

information, care,

or support from a
0%

7 doctor or other
healmcavo

pot In!onnalion o
D lnendsmd'nnuty
60%

l got information or
support from

others who have

the same health

249%  condition

Is, friends, and family, but more and

Of the 8% of U.S. adults
who use the internet,
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l Organic Trend Rising
among Urban People

Even global carbonated drink brands;
Coke and Pepsi keep themselves into
the nature trend.

new photos

?‘{ 3181113 Dohiru by Fuji Fujisaki s1an1s lefj added 3
&
g
January 6 at 5:50am - Edited - @

naradanauasAubiuase1viuaniels ? deavda duasazdaniaasifiazin
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l Bombard with Local
Beauty Products with no
fear é

aftel

pfuntnaesAnaALLa% - RNKShop.com

www rnkshop.com#iag. aw lafuilsediu ~
hafuaniuy annsidacuasns annsiaiisas saaliouaian
HARFUTEIM - nERdaiE I - HaRAusioanio - miasaundniuTlsTudu

asuwiILAsLayinla
www_olay.co.th/White_Radiance_Cream ~
waanld Taad 1ni widouyd
» adwnlfudnmdnndiqulalds
frnsydtela uagaauis - SK-ll.co.th

www sk-ii.co thifianszanela ~
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B The way we buy media
changed

. YESTERDAY
We no longer choose to buy media in

popular channels but more about
where our targets are

oo E

4 (z) O
V& ¢

Channel centric Consumer centric



l \We can reach our target in reaHime

A\S7

FlrStand OnlyDMP that creates proprietary and anonymous audience segments in raale
and then actions them across premium inventory along all digital channels.




l Key Benefits
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: Premium Media :
Audience Analytics &
: Access at Scale :
Targeting Insight
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exclusiveXaxis frequency cross plan data &
Audience Data capping tech expert Analysts
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l Facebook changed on
organic reach among
promoti onal

gEA@M

Engage
and
relevant

M€ ;S P%m@ti&haﬁpi&e?of content =

A strong calls to action that directly
download, purchase or click, buy

contents t h adw, discount xx%, etc.

A Facebook is doing this for a few
reasons:

A To create the best user
experience possible by showing
you the most relevant content
your community wants to see in
their News Feed.

A To reward brands who create
valuable content for the
community.

A To aid Pages with the increase in
News Feed competition.
According to a recent public Q&A
with Zuckerburg as the number
of Pages on Facebook continues
to increase, the amount of
content available for the News
Feed also increases, thus
creating more competition for
your Page to be seen by your
fans.

Fewer Promotional Page Posts
https://newsroom.fb.com/news/2014/11/news -feed{yireducingoverlypromotionakpage-postsin-newsfeed/

Beginning in January 2015, people will see less of this type of content in their News Feeds.
As we've said before, News Feed is already a competitive place - as more people and
Pages are posting content, competition to appear in News Feed has increased. All of this
means that Pages that post promotional creative should expect their organic distribution
to fall significantly over time.

This change will net increase the number of ads people see in their News Feeds. The idea
is to increase the relevance and quality of the overall stories - including Page posts -
people see in their News Feads. This change is about giving people the best Facebook
experience possible and being responsive to what they have told us.

While Pages that post a lot of the content we mention above will see a significant
decrease in distribution, the majority of Pages will not be impacted by this change. For
further guidance, we recommend that Pages refer to our Facebook for Business post

here.

Facebook pulls the plug on organic

regular posts vs. promotional posts

Q1 -2

REGULAR ——~—— ~— " x>\ — REGULAR

http://www.splashmedia.com/resources/blog/2014/11/14/facebook -—reducesoverlypromotionakposts/
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Bl Search marketing for Pharmacy
iIndustry

There is the restriction for Search Engine Marketing (SEM) on pharmacy industry, then consumer search for information wid bra

community site. Brand shoulaptimize thewebsite to be friendly with Google via Search Engine Optimization (SEQO)
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