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Digital
Transformation
ADD:(s ?




Digital
Disruption ?




DIGITAL TRANSEORMATION

IS YEARS AWAY. T DON’T
SEE OUR COMPANY
HAVING TO CHANGE
ANY TIME SOON.

© morke’roonls’r com
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TECHNOLOGY IS

EXPONENTIAL,
. BUT HUMANS ARE NOT.
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INDUSTRY 4.0
INDUSTRY 3.0 . ,
yber physical
INDUSTRY 2.0 Automation, systems, internet of
INDUSTRY 1.0 computers and things (loT),

Mass production, electronics networks
Mechanization, assembly line,
steam power, electrical energy
weaving loom
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DIGITIZE PEOPLE

Digital
Transformation

process @ DIGITIZE BUSINESS

DIGITIZE
) WORKING CULTURE
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Digitize People

® Digital Awareness
® Digital Mindset
® Digital Skill




FORUM

Top 10 skills of 2023 ECV@LAE)IC

1 {:@ Analytical thinking 0. Technological literacy
2 3-' Creative thinking g Dependability and attention to detail
9 @ Resilience, flexibility and agility 8. @ Empathy and active listening
4, Motivation and self-awareness 9. Leadership and social influence
5 Curiosity and lifelong learning 10. Quality control
Type of skill
Cognitive skills B Self-efficacy Management skills Technology skills B Working with others
Source Note

World Economic Forum, Future of Jobs Report 2023. The skills judged to be of greatest importance to workers at the time of the survey



Digitize Working Culture

Agile Water fall

¢ Cross-functional team e Organization chart
e Authority e Approval

e Dedicated resources e Job Description

¢ Sprint e Stage

¢ Real time ¢ Meeting

e Do fast Fail fast Learn e Problem solving

fast




DIGITIZE BUSINESS
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PEOPLE TECHNOLOGY BUSINESS CAPITAL
POTENTIAL DIRECTION
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Gartner's Top Strategic Technology Trends for 2023

o
&=y Optimize ~{ Scale <2 Pioneer
< Digital Inmune System Industry Cloud Platforms { Superapps
(&> Applied Observability £=2 Platforms Engineering (35? Adaptive Al
& Al TRISM (@) Wireless-Value Realization &1 Metaverse

@ Sustainable Technology

Source: Gartner



—insights
Adaptive Security Hyperautomation E Total Experience

e Cloud-Based Legacy GIB Al for Decision @ Digital |dentity
Modernization Intelligence Ecosystems

Sovereign Cloud (] Pata Sharing Case Management
el as a Program as a Service

& Composable Government
Applications

RESTRICTED DISTRIBUTHON G t
Z ©2073 Gariner, Inc andior s afilales. Al nghts reserved ar ner




DIGITAL 2023

THAILAND




ESSENTIAL DIGITAL HEADLINES —
—

OVERVIEW OF THE ADOPTION AND USE OF CONNECTED DEVICES AND SERVICES

MNOTE: PIEA EAD THE IMBORTANT MNOTES OMN COMPARING DATA AT THE START OF THIS RERORT BEFQRE COMPARIMNG DATA ON THIS CHART WITH PREVIOUS REPORTS THAILAND

TOTAL CELLULAR MOBILE INTERNET ACTIVE SOCIAL
POPULATION CONNECTIONS USERS MEDIA USERS

71.75 101.2 61.2] 52.25

MILLION MILLION MILLION MILLION

URBANISATION vs. POPULATION vs. POPULATION vs. POPULATION

53.2% 141.0% 85.3% 72.8%

SOURCES: URITED MATIONS: GOVERMMENT BODIES: GSMA INTELLIGEMCE: ITL:? LD I".,‘-L_,?'i:-_ ELIROSTAT r P AF i|I A -1_ :':L KAMTAR: CIA WORLD FACTROOK: COMPARNY ADVERTISING RESOURCES AND we
EARNINGS REPORTS: OCDH: BETA RESEARCH CENTER: KEPIOS ANALYSIS AI:NISDR‘I" MEDIA USERS NDT RESENT UNIQUE INDIVIDUALS. COMPARABILITY: SIGNIFICANT REVISIONS TO SOURCE

° DATA, INCLUDING COMPREHENSIVE REVISIONS TO POPULATION n E NOT COMPARABLE WITH PREVIOUS REFORTS. ALL HIGURES USE THE LATEST AVAILABLE DATA. BUT SOME SOURCE DATA MAY are, (0) MEItWﬂter
NOT HAVE BEEN UPDATED IN THE PAST YEAR. SEE NOTES ON DATA F | DETAILS SOCIUI



INTERNET USERS OVER TIME p—

NUMBER OF INTERNET USERS AND YEAR-ON-YEAR CHANGE

THAILAND

61.0 M 6.1 M 61.2 M

55.6 M

475 M
41.0 M
35 M
335 M
276 M
244 M
+9.4% +15.8% +9.8%

JAN JAN JAN JAN JAN JAN JAN JAN JAN JAN
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

SOURCES: KEFIOS ANALYSIS: ITU; GSMA INTELLIGENCE: EUROSTAT: GWI: ClA WORLD FACTBOOK: CNNIC: APJII: LOCAL GOVERNMENT AUTHORITIES, NOTE: WHERE LETTERS ARE SHOWN NEXT TO FIGURE: we
ABOVE BARS, "K" DENOTES THOUSAMNDS (1 123 23,000, “M" DENOTES MILLIOMNS IEG, "1 .23 ' M 1,230,000), AND "B" DENOTES BILLIONS (EG. "1.23 B 230 000.000]. WHERE MO LETTER 15
e RESENT, VALUES AR SHOWNI A 15 ADVISORY: D TO COVID5-RELATED DELAYSIN RESEARCH AND REFORTING,FOURES FOR INTERNET USER GROWTI AFTER 2020 MAY UNDER REPRSENT ACTUA are, . <O>Meltwater

TRENDS. SEE NOTES ON DATA FOR MORE DETAILS commnnmuw "E AND BASE CHANGES. FIGURES MAY NOT MATCH OR CORRELATE WITH FIGURES PUBLISHED IN PREVIOUS REPORTS SOCIC‘II



DAILY TIME SPENT USING THE INTERNET —

AMOUNT OF TIME THAT INTERNET USERS AGED 16 TO 64 SPEND USING THE INTERNET EACH DAY

THAILAND

DAILY TIME SPENT USING THE TIME SPENT USING THE TIME SPENT USING THE INTERNET MOBILE'S SHARE OF TOTAL
INTERNET ACROSS ALL DEVICES INTERNET ON MOBILE PHONES ON COMPUTERS AND TABLETS DAILY INTERNET TIME

SHOGM S5HOSM 3HOIM 62.8%

we
SOURCE: GwWI (3 2022). HGURES REPRESENT THE FINDINGS OF A BROAD GLOBAL SURVEY OF INTERMNET USERS AGED 146 TO 64. SEE GWI.COM FOR FULL DETAILS ure. (0) MEItWGter
@ social



SHARE OF WEB TRAFFIC BY DEVICE —
—

PERCENTAGE OF TOTAL WEB PAGES SERVED TO WEB BROWSERS RUNNING ON EACH KIND OF DEVICE

THAILAND

MOBILE LAPTOP AND TABLET OTHER
PHONES DESKTOP COMPUTERS DEVICES DEVICES

68.00% 29.79% 2.21% 0%

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
+23.7% (+1,305 BPS) -29.5% (-1,247 BPS) -20.5% (-57 BPS) -100.0% (-1 BP)

SOURCE: STATCOLUNTER, NOTES: FIGURES REPRESENT THE MUMBER OF WEB PAGES SERVED TO BROWSERS RUNNMNING GMN EACH TYPE OF DEVICE COMPARED WITH THE TOTAL NUMBER OF WEB PAGES SERVED we
10 BROWSERS RUNNING OMN ANY DEVICE IN NOVEMBER 2022, PERCENTAGE CHAMNGE YALUES REPRESEMNT RELATIVE CHANGE (1LE. AN INCREASE OF 20% FROM A STARTING VALUE OF 50% WOULD EQUAL &0%
R e N S D S et S il Mg b PR S i e e bR are, eliwater

NOT 70%). "BPS* VALUES REPRESENT BASIS POINTS, AND INDICATE THE ABSOLUTE CHANGE. FIGURES MAY NOT SUM TO 100% DUE TO ROUNDING Soclul



MAIN REASONS FOR USING THE INTERNET —

PRIMARY REASONS WHY INTERNET USERS AGED 16 TO 64 USE THE INTERNET

THAILAND

FINDING INFORMATION 64.9%

KEEPING UP-TO-DATE WITH NEWS AND EVENTS 58.1%

WATCHING VIDEOS, TV SHOWS, OR MOVIES 54.8%

FINDING NEW IDEAS OR INSPIRATION 54.4%

RESEARCHING HOW TO DO THINGS 50.6%

ACCESSING AND LISTENING TO MUSIC 50.1%

STAYING IN TOUCH WITH FRIENDS AND FAMILY 48.0%
45.1%
FILLING UP SPARE TIME AND GENERAL BROWSING 43.6%

40.7%
31.7%

36.9%

33.6%

33.0%

32.9%

we
o SOURCE: GW!| (@3 2022). FIGURES REPRESENT THE FINDINGS OF A BROAD GLOBAL SURVEY OF INTERNET USERS AGED 16 TO 64. SEE GWI.COM FOR FULL DETAILS are " (O) Meltwqter
social



CHROME

73.71%

YEAR-ON-YEAR CHANGE

+2.6% (+189 BPS)

SAMSUNG INTERNET

2.89%

YEAR-ONMN-YEAR CHANGE

+10.7% (+28 BPS)

SOURCE: STATCOUNTER. NOTES: FIGURES REPRESENT THE NUMBER OF PAGE VIEWS SERVED TO EACH BROWSER AS A PER

JF DEVICE IN NOVE!
\PS® VALUES REP I

- vE TEST A A (g LA CEDVER TFS WEER BDAYZWAICEDS DI Bl fkd ARV KL .

o | LR k] W CL 4 CAL IRCVY SER Ao A FERLUENTALE LI 1WA AGE VIEWS SERVED TO WEB BROWSERS RUNNING O AMY KNI
I ~ [ CE A Rl ~ BEREECERT B AT VE AT f B LA R E AR IR OEACE FAE P - I = a BT ™ VAL " [ TRy o RIBe 8 Bl . 1
VIBER 2022, PERCENTAGE CHAMNGE VALUES REPRESENT RELATIVE YEAR-OMN-YEAR CHANGE (LE. AM II REASE OF 20% FROM A STARTING VALUE OF 30% WOLILD EQUAL &0%, NOT 70

BBCY \ = PERRESEMNT BASIS POIRITS AND IMNDICATE THE ABSOMLITE CHARMCE EIFCLIRES MAY MIOT SLIM TO 100

BPS" VALUES REPRESENT BASIS POIMNTS, AND INDICATE THE ABSOLUTE CHANGE. FIGURES MAY MNO | TO I

SAFARI

18.51%

YEAR-ON-YEAR CHANGE

+2.0% (+36 BPS)

OPERA

0.58%

YEAR-ON-YEAR CHANGE
-29.3% (-24 BPS)

SHARE OF WEB TRAFFIC BY BROWSER

PERCENTAGE OF TOTAL WEB PAGES SERVED TO EACH BRAND OF WEB BROWSER RUNNING ON ANY DEVICE

MICROSOFT EDGE

2.55%

YEAR-ON-YEAR CHANGE

-18.0% (-56 BPS)

ANDROID

0.09%

YEAR-ON-YEAR CHANGE

-50.0% (-9 BPS)

THAILAND

FIREFOX

1.09%

YEAR-ON-YEAR CHANGE
-51.3% (-115 BPS)

OTHER

0.58%

YEAR-ON-YEAR CHANGE

-45.8% (-49 BPS)

are, . <ODMel
e cial eltwater



FO%E TBPS" Wi

GOOGLE

98.92%

YEAR-ON-YEAR CHANGE
+0.6% (+55 BPS)

BAIDU

0.02%

YEAR-ON-YEAR CHANGE

+100.0% (+1 BP)

SOURCE: STATCOUNTER. NOTES: FIGURES RE MUMBER OF PAGE VIEW REFERRALS XOM EACH SERVICE AS A PERCENTAGE OF TOTAL PAGE VIEW REFERRALS ORIGINATING FROM
SEARCH ENGINES IN NOVEMBER 2022. PERCENTAGE CHANGE VALUES REPRESENT RELATIVE YEAR-ON-YEAR CHANGE (I.E. AN INCREASE OF 20% FROM A STARTING VALUE OF 50% WOULD EQUAL 60%, NOT
IDICATE THE ABSOLUTE CHANGE, FIGURES MAY NOT SUM TO 100% DUE TO ROUNDING

ALUES REPRESENT BASTES POIMNTS, AND

"

BING

0.57%

YEAR-ON-YEAR CHANGE

-12.3% (-8 BPS)

DUCKDUCKGO

0.04%

YEAR-ON-YEAR CHANGE
-20.0% (-1 BP)

SHARE OF SEARCH ENGINE REFERRALS

PERCENTAGE OF TOTAL WEB TRAFFIC REFERRED BY SEARCH ENGINES THAT ORIGINATED FROM EACH SEARCH SERVICE

YAHOO!

0.33%

YEAR-ON-YEAR CHANGE
-44.1% (-26 BPS)

NAVER

0%

YEAR-ON-YEAR CHANGE

WRMECSERIT THF MEER (F PA EAVIEWA REFFRRAIS R AT FROIMM FATH FRVICE AS A | Bl ERITA E C T yTA BA T
RESEMT MUMBER OF PAGE V K RRALS ORIGIP NG FRO! | RVIC A PERI AGE OF TO PAGE VIEY

THAILAND

YANDEX

0.02%

YEAR-ON-YEAR CHANGE
-93.1% (-27 BPS)

OTHER

0.10%

YEAR-ON-YEAR CHANGE

+150.0% (+6 BPS)

we
are, . €O Meltwater

social



TOP GOOGLE SEARCHES P
T

QUERIES WITH THE GREATEST VOLUME OF GOOGLE SEARCH ACTIVITY BETWEEN 01 JANUARY 2022 AND 31 DECEMBER 2022

THAILAND

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

01 uwJa 100 11 YOUTUBE 27

02 KUD 93 12 uoadud 25
03 Wauoa 88 13 dnw oA 25
04 HO¥Y 72 14 FACEBOOK 23
05 UdadaQ 56 15 Quoa 23
06 Wanmu 54 16 QKUY 22
07 Uluuoa 46 17 GOOGLE 21
08 WauoadaQ 41 18 888 19
09 UlUWauoa 38 19 Wauoa 888 16

10 QS39 KoY 37 20 AU 15

SOURCE: GOOGLE TREMDS, BASED OM SEARCHES CONDUCTED BETWEEN 01 JANUARY 2022 AND 31 DECEMBER 2022 NOTES: ANY SPELLING ERRORS OR LANGUAGE INCONSISTENCIES IN SEARCH QUERIES we
ARE AS PUBLISHED BY GOOGLE TREMDS, AMD ARE SHOWMN “AS 1§87, TO EMNABLE READERS TO IDENTIFY POTENTIAL CHANGES IN HOW PEQPLE USE LANGUAGE IN DIGITAL ENVIEONMEMTS. GOOGLE DOES NOT
PUBLISH ABSOLUTE SEARCH VOLUMES, BUT THE “INDEX vs. TOP GUERY” COLUMN SHOWS RELATIVE SEARCH VOLUMES FOR EACH QUERY COMPARED WITH THE SEARCH VOLUME ©F THE TOP QUERY ure L] (O) MEItwqter

ADVISORY: GOOGLE TRENDS USES DYNAMIC SAMPLING, 50 RANK ORDER AND INDEX VALUES MAY WARY DEPENDING OMN WHEN THE TOOL I5 ACCESSED, EVEN FOR THE SAME TIME PERIOD soclal



STREAMING TV CONTENT VIA THE INTERNET

A
PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO WATCH TV CONTENT VIA STREAMING SERVICES (E.G. NETFLIX) EACH MONTH |

THAILAND

PERCENTAGE OF INTERNET INTERNET USERS WHO STREAM AVERAGE DAILY TIME THAT TIME SPENT WATCHING STREAMING
USERS WHO STREAM TV TV CONTENT vs. INTERNET USERS INTERNET USERS SPEND TV AS A PERCENTAGE OF TOTAL
CONTENT OVER THE INTERNET WHO WATCH ANY KIND OF TV WATCHING STREAMING TV TIME SPENT WATCHING TV

95.4% 97.3% 1H 44M 49.3%

we
e SOURCE: GWI (Q3 2022). FIGURES REPRESENT THE FINDINGS OF A BROAD GLOBAL SURVEY OF INTERNET USERS AGED 16 TO &4. SEE GWI.COM FOR FULL DETAILS C""e' (0) Meltwqter
social



NUMBER OF SOCIAL
MEDIA USERS

92.25

MILLION

AVERAGE TIME SPENT USING
SOCIAL MEDIA EACH DAY

2H 44M

s VEDIF A kA JOIS, A ADA g Di™EC A IS A BB LS TR i b I TG n I B[ A BT =

SOURCES: KEPIOS AMNALYSIS: COMPA JURCES AMD ANMNOUNCEMENTS; CNNIC: BETA RESE
'\'.:!: ‘ T LM ".JL'i.' 'H{_- VIDL ;i_':, ,': _'.| FOR REACH vs. ,r_'-:-|______-_,i|._:|- AND RE :__.-'_u. |;~.!§':'}:;_1.! T1IRERS A AY EYTEED )y IE T
LA A -i_: e iI !" .'.'._E"-._l |i| ':_.:'Z_'__i'.'-_. :;'_' t __:.' I | |5 € | L, IR «.|| E T T 4 || r ]

AEEN CEMNSUS COUNTS AMD RESIDENT POPULATIONS

NY ADVERTISING RES

OVERVIEW OF SOCIAL MEDIA USE

HEADLINES FOR SOCIAL MEDIA ADOPTION AND USE (NOTE: USERS MAY NOT REPRESENT UNIQUE INDIVIDUALS)

SOCIAL MEDIA USERS SOCIAL MEDIA USERS AGE 18+
vs. TOTAL POPULATION vs. TOTAL POPULATION AGE 18+

72.8% 84.8%

AVERAGE NUMBER OF SOCIAL FEMALE SOCIAL MEDIA USERS
PLATFORMS USED EACH MONTH vs. TOTAL SOCIAL MEDIA USERS

A 52.3%

\RCH CENTER: OCDH: U.M.: U.S. CI

SEE NOTES OMN DATA FOR FURTHER DETAILS

J.5. CENSUS BUREAU. ADVISORY: SOCIAL Mt SERS .
) DUPLICATE AND FAKE ACCOUNTS, USER AGE MISSTATEMENTS, DELAYS IN

I_-." A | L g .-._I_.al _;l_ N

THAILAND

SOCIAL MEDIA USERS
vs. TOTAL INTERNET USERS

85.4%

MALE SOCIAL MEDIA USERS
vs. TOTAL SOCIAL MEDIA USERS

47.7 %

we
are,
social

<{OD Meltwater



MOST USED SOCIAL MEDIA PLATFORMS —

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO USE EACH PLATFORM EACH MONTH

NOTE: JBE IS NOT ¢ RED AS AN ANSWER OPTION FOR THIS QUESTION IM GWI'S SURVEY, 5C WILL NOT APPEAR THIS RANKING THAILAND

FACEBOOK 91.0%
90.7%

80.8%
TIKTOK 18.2%

INSTAGRAM 66.4%

TWITTER 51.2%

7%
153%
Simessace - L

128%

9%

“UnkeDIN - DL

06%

89%

8.5%

SOURCE: GW| (@3 2022), FIGURES REPRESEN '|! 1E FINDIMNG FABROADC =..';{_~r'- SURVEY OF INTERMET USERS AGED 16 TO &4, SEE GwI LDM VFULL DETAILS. NQTE: YO 5 NOT C D AS AN we
AMNSWER OPFTION FOR THIS GUESTION IN GWI'S SURVEY EDMPARABILITT A VERSION OF THIS CHART THAT APPEARED IN QUR PREVIOUS REPO ':"1 BASED ON A PREVIO _':'. i'.':i JESTIOM IN -’.-'ﬂ-‘ ‘S SURVEY
e THAT INCLUDED YOUTUBE AS AN ANSWER OPTION. GW1'S CURE VEY FEATURES A REVISED VERSION OF THIS GUESTION THAT DO N'DT LUDE YOUTUBE AS AN ANSWER OPTION, WHILE OTHER ure (0) MEItWGter

CHAMGES TO THE QUESTION'S WORDING MAY MEAN THAT T IE [ 5 AND RANK ORDER SHOWN HERE ARE NOT DIRECTLY COMPARABL[ "f";'.!.' SHOWN ON A SIMILAR CHART IN PREVIQUS REPORTS SOC UI



il FAVOURITE SOCIAL MEDIA PLATFORMS —
20 —

3 PERCENTAGE OF ACTIVE SOCIAL MEDIA USERS AGED 16 TO 64 WHO SAY THAT EACH OPTION IS THEIR “FAVOURITE” SOCIAL MEDIA PLATFORM

NOTE: YOUTUBE IS N COFFERED AS AN ANSWER OPTION FOR THIS QUESTION IN GWI'S SURVEY SO IT WILL NOT APPEAR I RAMNKING THAILAND

FACEBOOK

31.3%

TIKTOK yARY

16.1%

INSTAGRAM 8.6%

5.9%

- 14% PINTEREST

. 09% DISCORD

I 03% TELEGRAM

I 0.2% IMESSAGE

R VOO PR .. N, T we
SOURCE: GWI (@3 2022). HGLURES REPRESENT THE FINDINGS OF A BROAD GLOBAL SURVEY OF INTERMNET USERS AGED 16 TO &4. SEE GWIL.COM FOR FULL DETAILS. MOTE: YOI BE 15 NOT OFFERED AS AN
e ANSWER OPTION FOR THIS GUESTION IN GWI'S SURVEY | | | are. = <O>Meltwater
social



Thank You




