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3 IdananiininagnsAdUINUA

Content Types P < Digital Platforms
AUs:avAraNNAOUINNSA0dIs 2 | ~dusp@Adnandovavive
(a"lSF"I-\]ﬁU) - | L na=zAd1888U:

Content Formats
sUsnrumvasnduInuAngniussy



WavltKuADWS: Informational Connt

aswAnuuidaiia (Thought IGUTDINDIZY
Leadership) lla:nsSug IR0ryKI Tk
(Awareness) Tugov See-Think la:KaNIABVNSUILASY

uov Customer Journey (No Hard Sell)
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- HubSpot: UNAUA3Y 6,000+ T a5 Traffic UKIFNa
- KBank: IKA2wSmsiou (“1onwumisioude 30") Ineaswaawlsh
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§Ll||uur'1=||u=ﬁ‘l: Blog, How-to, Infographic, E-book
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WabILKYAIWUUILNY: Entertainment Content

. A2egAUENISY: |
- Taco Bell: #TacoBellChallenge n-3 4 wuaudd [aglineywanvaunnsyg
| - KFC Thailand: 16 Meme Marketing ia=n1sdgsuasweonlanna:nys \
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WavlltKvAIUSan: Emotional Content

pa— b _. as Brand Love, Iﬁ1l§ﬂ\lﬁ§UﬁTﬂﬁﬂﬂ ‘

AOUWNWUS=8:619, (Touching stories)
llaz Emotional ashsvoumialy
Connection L d KSopUMANDIR
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Data Insight: ADUINUANNS:AUDISUNIOENENTY
UlomagniisriauinndAsuINuANDIUDY 34%
(Berger & Milkman, 2012)

AI08ANUESY: "
- P&G: nAuiUty “Thank You, Mom” Iafuiagiavnasunnwiloautn

- Dove: “Real Beauty Sketches” as*mnrun'ﬂunmaﬂ
- Ingus:=nuddn: “Unsung Hero” n:a 40 dwdoralan



wabukvAIsUan1sung: Persuasive Content

aswgonv1g (Conversion),
NS:AUNISARAUTY,

12=dSWAWISVAIU

(Urgency)

2]

{3 Call-to-Action (CTA)
BRI, 1UU Benefit,
la=asw FOMO
(Fear of Missing Out)

-

| e nu:
- Booking.com:

“IndaIWen 1 iovaanig!”
- Shopee / Lazada: Flash Sale Timer &

| “v1@1ad 10,000+ u” | i
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asuidssuinguyaus:avanauinum 4 sulluu (Content Type Matrix)

hSlJIIUU " Customer Journey | Engagement | Conversion
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sUiuunasuidua (Digital Content Formats)
-

91 % ‘I Email Marketing
vaussneladnlo F @ld $.E FTE?FIIL?:S ‘{51
na:Ir ROI guan

(DMA, 2020) __.J
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- Short-form (15-60s), - MW, - Blog (Fh]FIFl SEQ), - Polls, Quizzes,
Long-form, Graphic Design, Social Captlons AR Filters (15u IKEA
Live Streaming. Infographic, Meme. Place), 360° Video.



IVidausnijaina (Enter the Digital Multiverse)

( iwanwosuTuTsiA “indaviialwas”
iAo “lan” NMNRANU
InazniwanwosuUSSSUBIA
91uylsuu (User Base)
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The Social & Visual Islands (FB, IG, TikTok)

5 Facebook

r
Instag am

TikTok

- Core: gugu (Community) & Groups

- Audience: Gen X & Millennials
(3 Wuauwld)

- Format Focus: Native Video,
dauunw, Live. dmsndou 1:1
S0 4:5

| -

-

- Core: AdWAdENU (Visuals

& Aesthetics)

- Audience: Gen Z & Millennials
- Format Focus: Reels
(AU Algorithm), Stories,

| SRS
e

hopping Tags.

- Core: A2 WUUINY (Viral
& Entertainment)

- Audience: Gen Z idunan .
- Format Focus: Short-video uamy
(9:16). 1iu Hook Tu 3 unuisn,

AJWISEA (Raw), llaziwaldn



The Niche & Professional Islands (YouTube, LINE, Linkedin)

LINE (Thailand)

YouTlube

- Core: Search Engine dunu 2
& Long-form

- Audience: NNyvdY

- Format Fucus IAlOAIEND
10 uIn+, !ULJI'I'] SEQ na=nww
Thumbnail NiAVAR

— —?

- Core: NISSNYIZILANAT
(CRM & Messaging)

- Audience: Aulne 54 auAu (Super App)

- Format Focus: LINE OA, Broadcast
Messages 98 Personalized (910A
2-3 ASV/AUMHAINoTLTHAUSIANY)

—

LinkedIn

- Core: InSaV18sSNv (B2B
& Professional)

- Audience: J9nUIIA=OVANS

- Format Focus: unA21u3IAS1:K
[Bvan, LS, ILUAJILUNITDNS



Platform Decision Matrix (3IAS1:H9ANVIVavaLSND)

IWanwasu

.

&

LS

o

Fuufgkan
Gen X, Gen Y
GenZ, GenY

GenZ

NN

A2Ug19IADIAY

1-60 U1N

15-60 2U1N

15-60 JUN

10-60+ U

Short Stories

3-10 UM

PRIV IKu1:aunandnsy
Community / Ads B2C Molu |
Visual / Shopping IWEU / 9111 |

Entertainment / Viral — IUSUAIN=d8SU
Long-form /SEO  m1SANYY / $39191:an
Messaging /CRM  ssn9lulng / H0H1
B2B / Networking ~ §Sfi9 B2B / 99AnS
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5 Vunaugnagnsinauusniluu
(The Selection Framework)

4

Step 5: Test & Improve

nAdouNa:usuUsuIduo:
m A/B Testing lla: Jnwa Data j

Step 3: Consider Resources

unSwaansualru?
(YuUszLNU, VUNARLNIU, AN:N)

odmoIliov

e

.-"-f--

Step 2: Target Audience

anmna’tns'? (979, AIUBOU,
Iwanwosunavanm)

r gS tep4 Select Match

|aanoﬂnnnaama p
Jur Format i1z Platform Trinsvnu

' Step 1: Analyze Goals
1Wnurenoo:ls? =

(Awareness KSa Conversion) (i ]

Step 2: Target Audience

ann1nalns?
(018, AIWBAU, IWanWosuUNEvann)



ansdsan1suA (Content-Platform Synthesis)

.'-#..

'».3 < Brand Awareness (Gen Z) — Short Video / Meme

s - " Long Article / Webinar == [ LINE OA
' Sales Conversion & = g3 Product Demo/Promo = »(dﬂ & 2N = \J

- Customer Retention LulP ™ Exclusive Content / Email Thought Leadership (B2B) = ({3} Linkedin

i nmué*usanunasa Aamswalu “iUkw1g”, “nauidkung”, na: “nSweans”
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