
CopyrightÉ 2018 INTAGE (Thailand) Co., Ltd. All Rights Reserved.

www.intage -thailand.com

Sustainable Consumers 

vs. Sustainable Brands
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13
Seconds 
in 2000

9
Seconds 
for gold fish

8
Seconds 
in 2013

Consumersô brain does not want to work 
hard. The óLazy Brainô is always on!

More Choices

WE ARE IN THE 

ERA OF CHOICES
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Consumers are 

still human,

but become 
PROsumers

[ Professional + C. Consumers ] 

C: Connected, Convenient, Collaborative

BETTERMENT
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4.0 BEHAVIOR Brands have become target, not 
consumers

Current

ÿÕöĊãèÚöĈ
2.

Collaboration

âöë¬èÚä¬èâ
4.

Community
óCrowd-cultureô
èòÓÚÙääâÞúÈËÚ

5.

Connection1.

ÿËøćîâÖ¬î

THE C GENERATION

Convenience3.
ëñÕèÂ
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KEY SOCIAL MEDIA MARKETING TREND

Employee as a brand advocacyKOL & MICRO-INFLUENCER

Augmented Reality (AR)
One-on-One/ Personal 
Social Message Live Streaming

Ephemeral Content

1. 2.

3.

4. 5.
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